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1. Survey Overview p.2

(Note)
Survey Overview Figure 1: No. of Respondent Companies by Industrial Classification

B Survey targets: Manufacturing companies that have Transportation -

three or more overseas affiliates (including at least one (excl.Automobiles) . b 108 Wood ompares

. 2.3% Industry Type FY2011| FY2012| Proportion
production base) ; :

~ . . . Ceramics,Cement& ‘Automobiles o7 107 17.5%

B No. of companies questionnaires were mailed to: 1,011 | Glass 2.3% Flectrical Equipment & Electronios | 103] 97| 15.8%

B Responses returned: 613 (response rate:60.6%) Other I— ghemiﬁ: - gj :? 1;2;

. . eneral Machinery 3%

B Period of survey: Sent in July, 2012 Pet’°'e:'2;R”bbe’ 8.8% i :’;‘5°% fles recision Machirery o I m——

Responses returned from July to September, 2012 ' Foods 341 30 4.9%

. . Steel 3.1% Textiles 31 28 4.6%)|

Face-to-face interviews (31) and phone T TR [Miotal Products ol 28 16%

interviews (99) conducted from August to October, Nonferrous Metals 613 VIRWTIRE: [Nonterrous Metals 18] 24 3.9%

2012 3.9% Companies e e 1y |Steel 15 19 3.1%

Petroleum & Rubber 14 15 2.4%)|

Metal Pruduct Ceramics, Cement & Glass 16 14 2.3%)|

m Main Survey tOpiCS: eta I':l ucts Transportation (excl. Automobiles) 11 14 2.3%

. . 4.6% Paper, Pulp & Wood 6] 10 1.6%

- Medium-term business prospects Textiles 4.6% Other = B5.8%

- Evaluations of overseas business performance ' Total 603] 613] 100.0%

- Promising countries or regions for overseas business P’eCiSi°"x/a°hi"efy
- 5.4%

operations (companies)
- Current Status and Issues of Bu_3|_ne_ss Operations _ . Paid-in Capital Fv2011 | Fy2012 | Proportion
Control of Overseas Local Subsidiaries Figure 2: —— 5,
- Competition in the Global Market and Action Plan for No. of Respondent 4300 mn. up to ¥1 br S 11'70;
i iti mpani ital : : 2
Improving Competitiveness Companies by Capita ¥1 b, up 1o ¥5 bn. 135l 138l 225%
. . . . ¥5 bn. up to ¥10 bn. 78] 87| 14.2%
B Note: “Overseas business operations” is defined as P ’
ducti I d R&D tiviti t ¥10 bn. or more 210 213 34.7%
production, sales, an activities at overseas Holding company al 13 2 1%
affiliates, as well as outsourcing of manufacturing and No response 0 1 0.2%

procurement. Total 603] 613 100.0%

(companies)

B Impact of troubles surrounding the Takeshima Island

. . . : . Net Sales FY2011| FY2012| Proportion

and the Senkaku Islands on this survey: Questionnaires Figure 3: P
of this survey had been collected before the troubles No. of Respondent Less than ¥10 bn. T8 122%
- e H °°
got serious. Additional survey based on the Companies by Net Sales ~ [¥10bn. up 1o ¥50 bn. 200f  211)  34.4%
. . ¥50 bn. up to ¥100 bn. 100 101 16.5%
development has been implemented targeting the 613 -
ding companies. (Response period: from ¥100 bn. up to ¥300 bn. 104 111 18.1%
responding P : P P : ¥300 bn. up to ¥1 trillion 68 64 10.4%
November 5 to November 20). ¥1 trillion or more a| a1 6.7%
No response 12 10 1.6%
Note: The chemical industry shall cover chemicals (including plastic products) and pharmaceuticals while the general machinery industry, the electrical equipment Total 603 613 100.0%

& electronics industry, the automobiles industry, and the precision machinery industry shall cover corresponding assemblies and parts hereinafter unless
otherwise specified. Copyright © 2012 JBIC All Rights Reserved.



2. Trends of Overseas Affiliates ¢ Aggregate calculation regarding respondent companies p3

Figure 5: State of Holding of Overseas Affiliates

Q Jwhile we surveyed a number of overseas affiliates of respondent companies by region/function every year,

there were problems such as; 1) Difficulty in direct comparison with the previous year since respondent @ One or more overseas affiliates for production

companies were not necessarily the same; 2) Difficulty in grasping the movements such as increased number NG. of
of overseas affiliates by new establishment, and decreased number of overseas affiliates by merger or Country/Area "(’:g;"‘:‘:lms Proportion
integration based on the present form of questioning. Therefore, questions have been revised to fill in the T IChi pany) =
. . L . . ina 490 81.3%
increased/decreased number by region/function in the event there was an increase/decrease in the number 2 [Thailand 291 48.3%
of overseas affiliates in FY2011 (From April 1, 2011 to March 31, 2012). 3 |North America 241 40.0%
. . . . 4 |Indonesia 173 28.7%
Figure 4: Increase/decrease in the Number of Overseas Affiliates (During FY2011) 5 |[EU 15 158 | 26.2%
) 6 |Taiwan 157 26.0%
(companies) 200 - 7 |Mmalaysia 140 | 23.2%
8 |Korea 125 20.7%
I [ Production 9 [India 123 | 20.4%
— 10 [Vietnam 120 19.9%
150 Sales 11 |Philippines 84 | 13.9%
Z M r&D 12 [Mexico 73 | 121%
|:| Area administration 13 |Singapore 69 11.4%
i % [[[l Other 14 |Brazil 66 10.9%
100 15 |Central & Eastern Europe 56 9.3%
Increase
®0ne or more overseas a\ffili"‘ageosT for sales
Country/Area respondents | proportion
50 (company)
1 [China 318 52.7%
2 |North America 264 43.8%
3 |[EU 15 245 40.6%
0 =N 4 |Singapore 174 | 28.9%
5 |Thailand 171 28.4%
> 6 |Hong Kong 170 28.2%
’% 7 |Taiwan 156 25.9%
.50 ® 8 |Korea 141 | 23.4%| Note: The
‘% 9 [india 96 | 15.9%| percentage
- 10 |Malaysia 87 14.4%| written in the
D 11 |Brazil 72 11.9%| table shows
100 ecrease 12 [Indonesia 69 | 11.4%)| the proportion
13 |Mexico 50 8.3%| of respondent
14 |Vietnam 48 8.0%| companies.
15 |Rest of Asia & Oceania 41 6.8%

(lThe number of overseas affiliates established in FY2011 was the highest in China in terms of production function, and ASEANS5 in terms of sales function.

- The number of overseas affiliates established by respondent companies in FY2011 was 688(Breakdown: Production 339, sales 213, R&D 25, regional integration 17, others 94)(Figure 4)

- With respect to the regional number of establishments, China was the highest in terms production function, particularly in East China, and ASEANS5 was the highest in terms of sales function
(Figure 4). ltis assumed that this reflects a move to activate sales activities in ASEANS to which the degree of interest of Japanese manufacturing companies has been increasing as a
market.

EMain reason for decreased overseas affiliates was integration of basis

- The negative proportion of Figure 4 indicates a decreased number of overseas affiliates. Regionally, the number of decrease is bigger in North America, ASEANS5 and China in order. In the
interview with respondent companies that responded “decreased”, there were many comments which gave “integration of basis” as the reason. It is to be noted that decreased number of

\_overseas affiliates does not necessarily mean contraction of the overseas business. y,

Copyright © 2012 JBIC All Rights Reserved.



2. Trends of Overseas Affiliates p.4

Note: Statistics below are based on answers
from respondent companies each year.

Figure 6: (reference) Trends in the Number of Overseas Affiliates by Survey Results of FY2011

D No. of Overseas Affiliates @ No. of Overseas Affiliates (Production)
(No.of companies) (No.of companies)

3,000 2,000

China
2,500 |
1,500
ASEANS5
2,000 |
North America
1,500 |- 1,000

North America

1,000 | S
. g 500 |
500 -
Wr

., Asian countries |

India, Vietnam, and other

o ._Asian countries |

89 90 91 92 93 94 95 96 97 98 99 00 01 02 03 04 05 06 07 08 09 10 11 89 90 91 92 93 94 95 96 97 98 99 00 01 02 03 04 05 06 07 08 09 10 11
(FY) (FY)

Note 1: Data for China starts from FY1993. Data for other Asian countries starts from FY1996.

Note 2: Singapore was included in NIEs until FY1998 and in ASEAN from FY1999. EU15 is defined as the EU line from FY2004.

® Functionallregional breakdown of overseas affiliates (n=584)  (Unit: No. of companies)

India, . Central &| _ Other .
NIEs3 | ASEAN5 | China |Vetram &) North | Latin g yqp | p ooy | Buropean | picsia | Oceania | M99!® | Africa | Total
other Asian| America | America Countries & East
countries Europe | cis Nations
Production 440 1,247 1,691 367 636 214 360 120 22 16 57 20 25 5,215
Sales 622 681 779 165 544 232 921 89 52 39 108 60 31 4,323
R&D 6 38 70 11 7 7 44 2 0 2 3 0 1 255
Other 74 208 122 44 282 67 171 11 6 11 30 11 11 1,048
Total 1,142 2,174 2,662 587 1,533 520 1,496 222 80 68 198 91 68 10,841
(Year-on-year change) -100 -180 -129 50 -141 -12 -224 -24 -24 -5 -36 4 -23 -844
The Classification of Major Regions The Classification of Areas in China
NIEs3 (Korea, Taiwan, Hong Kong) Northeastern China (Heilongjiang, Jilin, Liaoning)
ASEANS5 (Singapore, Thailand, Indonesia, Malaysia, Philippines) Northern China (Beijing, Tientsin, Hebei, Shandong)
North America (United States, Canada) Eastern China (Shanghai, Jiangsu, Anhui, Zhejiang)
EU15 (United Kingdom, Germany, France, ltaly, Netherlands, Belgium, Greece, Southern China (Fujian, Guangdong, Hainan)
Luxembourg, Denmark, Spain, Portugal, Austria, Finland, Sweden, Ireland) Inland China (Provinces other than those mentioned above and
Central & Eastern (Poland, Hungary, Czech Republic, Slovak Republic, Bulgaria, Romania, autonomous regions)
Europe Slovenia, Albania, Croatia, Serbia, Montenegro, Bosnia-Herzegovina,

Former Yugoslav Republic of Macedonia)
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3. Overseas Production and Overseas Sales

Figure 7: Ratios of Overseas Production®' and Overseas Sales*2

Medium-term plans (FY2015) T

p.5

X Refer to Material 6 regarding values of Figures 8 and 9.

Figure 8: Ratios of Overseas Production*®' by Major Industry

40% ¥
38% | —l—Overseas Sales Ratios 37.7%
——&—Overseas Production Ratios o
36% [ 347% 34.7% 3o FY2012 Medium-term
249, 53.5% 34.0% . FY2010 (Actual)]FY2011 (Actual) (Projected) plans (FY2015)
° 32 60/ res,:zﬁzfent res’;‘)(;}\zfen! res’:zlnzfenl res':zﬁzfem
32% | a0 companies. companies companies companies
30% N Chemicals 23.0% 81| 24.2% 74| 25.1% 72 29.2% 67
o I 30.8% 31.0%
28% | gzzﬁﬁ‘;w 246% 50| 24.3% 45| 259% 43| 29.3% 37
26% | Y2 Eecrioa Fqupment& | 4829 98| 45.2% 88| 46.6% 87| 50.6% 85
rojecte
24% 24.6% Actual Automobiles 34.8% 89| 33.4% 98| 35.2% 93| 41.8% 87
22% | All industries 33.3% 544 | 31.3% 550 | 32.6% 537 | 37.7% 502
20% 1 1 1 1 1 1 1 1 1 1 1 1

01 02 03 04 05 06 07 08 09 10 11 12 (FY)

~

Cln terms of actual result of the overseas production for FY2011,
it was below actual result of FY 2010 in 10 industries out of the 15

industries.

- Actual ratio of overseas production in FY2011 lowered 2.0 points from 33.3% in FY 2010 to 31.3%,
and in 10 industries out of 15 industries, actual result in FY2011 went below actual result in FY2010.
In the back of the declined ratio of overseas production, it is assumed that there were impacts from
the floods in Thailand, reduced demand for products with high ratio of overseas production such as
HDD, etc.

XFor your reference, according to the recalculation of the overseas production ratio for 418
respondent companies which responded to both the actual result in FY2010 of the previous survey
and the actual result in FY2012 of the latest survey, it remained in a minor increase of 0.7 point from
32.0% to 32.7%.

- The actual result of overseas sales ratio in FY2011 also declined 0.5 point to 34.7%. Actual results
were lower than the previous year in 7 industries out of 15 industries.

EBoth ratios of overseas production and overseas sales are expected

to increase in medium-term.

- While immediately ratios of overseas production and overseas sales of Japanese manufacturing
companies have resisted growing, the estimated results for FY2012 are higher than actual results in
FY2011 respectively. In particular, in view of the prospect of the ratio of overseas production to grow

Figure 9: Ratios of Overseas Sales*2 by Major Industry

to 37.7% in the medium-term plan, we can say that overseas business of the Japanese manufacturing
Qampanies are in a direction to expand in the medium-term. /

FY2012
FY2010 (Actual)| FY2011 (Actual)| o o
No. of No. of No. of

respondent respondent respondent

companies companies companies
Chemicals 30.1% 92| 30.1% 86| 31.7% 84
General 40.0% 54| 432% 45| 43.8% 42
machinery
Electrical Equipment &
o 44.6% 101| 451% 94| 46.3% 92
Automobiles 35.9% 91| 36.0%: 102 37.3% 95
All industries 34.7%; 582 | 34.2%: 586 35.5%: 566

X1 (Overseas Production) / (Domestic Production+Overseas Production)
X2 (Overseas Sales) / (Domestic Sales + Overseas Sales)
%3 Ratios were calculated by simply averaging the values the respondent

companies provided.
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1.1.

Summary p-6

Although overseas operations of Japanese manufacturing companies are in a state of reinforcement and expansion in the medium term,
there is a sign of standstill with respect to the immediate situation. Also, a contractive stance of the domestic business has been intensified
centering on the automobile and electrical/electronics industries. Approximately 80% of the companies which are strengthening and
expanding their overseas operations plan to also maintain and expand their domestic businesses and three out of four companies project to
maintain and expand domestic employment as well. However there are also some companies that responded by indicating that they plan to
reduce their domestic employment. Also, it has been indicated that the rising labour cost, worsened prospect of electricity supply and
continual advances of a stronger yen put the brakes on the strengthening and expansion of the domestic business. (—Chapter I, lll)

With respect to the evaluation of overseas business performances for the FY2011, not only has the degree of satisfaction of sales and profits
declined for the first time since the Lehman Brothers shock due to the strong yen and intensified competition, etc., but the degree of
satisfactions of profits fell short of initial plans in all areas and all industry categories. As a promising country for business operations in
medium-term, China continued to secure the first position, but the number of votes suffered a sharp decline. On the other hand, Indonesia
with a sharply expanding market has made a big leap to the third position, and Mexico and Myanmar newly entered the top ten. In the midst
of a sense of occasional halt in the business expansive stance in China, the interest of Japanese manufacturing companies in promising
countries for business operations is inclining to newer markets. (—Chapter Ii, IV)

While approximately 30% of the responded companies have interest in the introduction of a global personnel system, those companies that
have already introduced such a system were limited. However, Japanese manufacturing companies are promoting use of local personnel
proactively mainly in production and sales in order to cope with the expanding overseas business. Although there are divided views
regarding the amount of procurement from Japan, approximately 65% of responding companies have a prospect that the rate of local
procurement will continue to grow in the medium term. Also, two out of three responding companies recognize that profits of overseas local
corporations will become an important source of funds in the future including domestic R&D and capital investments. Japanese
manufacturing companies are in a direction to utilize increasingly more overseas personnel as well as parts and materials, and it ia also
indicated that there is a prospect of a bigger role being played by the funds acquired through overseas business in domestic business. It
can be said that the significance of commitment to overseas business has been enhanced for domestic business as well. (—Chapter V)

It was indicated that Japanese manufacturing companies recognize that the gap against Chinese, Korean and Taiwan companies in Asian
emerging markets regarding sales power and speed in management cannot be narrowed although , Japanese manufacturers get more
superior in product development capacity and manufacturing technology and that European and US companies are tough competitors in
these markets, which surpass Japanese manufacturers in all four items mentioned above. Most of the Japanese manufacturing companies
continue to maintain a strategy to establish a competitive advantage by differentiating quality, brand, and service, etc. with a recognition that
enhanced quality, function and brand power are effective as measures to expand market share in Asian emerging markets based on their
self-evaluation of strengths in know-how to produce high quality/high function products, brand power and after-service. While recognizing
their weakness in price competitiveness, Japanese manufacturing companies which pursue a low cost strategy are limited to some of the
automobile, electrical/electronic industries. It is also indicated that Japanese manufacturers seeking alliances with other companies such as
local companies for establishing a competitive advantage remain approximately 30%. In the midst of intensifying competition with local
companies worldwide, and in view of the present situation of a largely widening gap with competitors in terms of sales power and speed of
management, it should be worthwhile considering the incorporation of the strengths of competing companies, efforts to reduce their own
weaknesses, or promotion of alliances with other companies that may complement their weaknesses. (—Chapter VI)



l. 2. Key Findings (annual questions) p.7

(1) While the overseas production ratio is experiencing an expansive trend in the mid-term, standstill is seen with respect to the
immediate situation. With respect to the domestic business, a contractive attitude has been intensified.

o Although the number of overseas local corporations has increased with a prospect of the overseas production ratio to reach 37.7% in the mid-term plan (FY2015), overseas production
ratio (estimated result) for FY2012 was reduced from the previous year to 31.3%, indicating an immediate trend of a standstill. While approximately 80% of those companies which
expand their overseas business with respect to the medium (490 companies) maintain and expand their domestic business as well, the portion of companies with a contractive stance
with regard to their domestic business increased from 6.2% to 9.5%, centering on automobile, electrical/electronics industries. (—P5, 14, 15 and 17)

(2) Three out of four companies that responded by indicating that they plan to expand their overseas business have a stance to
maintain or increase domestic employment.
« Three out of four companies that are expanding their overseas business over a medium term (487 companies), have a stance to maintain or expand their domestic employment in the

medium term. There are many responses that gave expanded external demand such as exports as a cause to increase domestic employment, not merely expanded domestic demand.
On the other hand, it is also indicated that many of the companies that are contracting their domestic business are accompanied with contracted domestic employment. (—P16~18)

(3) “Rising labor cost”, “Worsened prospect of electricity supply”, “Continual advance of a strong yen” are the braking factors for
expansion of the domestic business.

« In the analysis of what we call “six-fold oppressions”, the above stated items present braking factors for those companies with regard to strengthening and expanding their domestic
business over a medium term. It is indicated that in particular the “continual advance of a strong yen” is the factor that leads to even more contraction of the domestic business for those
companies with a stance to maintain or contract domestic business over the medium term, or that remain undecided. (—P20, 21)

(4) For FY2011, both degree of satisfaction of sales and profits have declined for the first time since the Collapse of Lehman
Brothers (i.e. the “Lehman Brothers shock”). The degree of satisfaction of profits has dipped below original plans in all areas
and industries.

« The degree of satisfaction of profits has declined centering on Asian nations due to a sharply declined degree of satisfaction of profits caused by the effect of the flood in Thailand,
coupled with the degree of satisfaction of profits in China and India which dipped below the overall level mainly due to the effect of a strong yen and intensified competition. Further, a
relatively high evaluation is seen in Indonesia and Central and South America, while EU 15 has been suffering from the impact of the European financial crisis and has continued to
remain substantially below the overall level. Industry wise, not only the automobile industry, which was performing well in the previous survey, plunged to the seventh rank due to
reduced degree of satisfaction of profits in ASEANS, but also the top ranked steel industry resulted in 2.85. Thus, in all industry categories, it went below the initial plan. (—P10~13)

(5) As promising destination countries for medium term business development, China secured the first rank, but the number

of votes was reduced substantially.

« While China managed to secure the first rank, its voting ratio dipped to the lowest level in the past with 62.1%, and industry wise, it was exceeded by India in automobiles having
slumped to the second rank. For now, the Chinese contribution remains big in terms of increases in overseas local corporations, but 76.3 % of the companies which responded China as
being promising expressed concern over the rising labor cost, and companies which indicated dissatisfaction of profits in FY2011 due to intensified competition with other companies
have also increased (194 companies —249 companies). Approximately 80% of the responding companies maintain a production basis in China, and in view of the observed sentiment of
occasional halts in their stance of strengthening their businesses in all regions in China, it is considered that Japanese manufacturing companies are changing their views of China as a
promising country from the viewpoint of deteriorating business environments as well as business portfolio. (—P3, 12, 22, 23, 25, 26, 40)

(6) Indonesia surged to the third rank, and Mexico (7t rank) and Myanmar (10% rank) made a progress to rank in the top ten for
the first time.

« Indonesia made a rapid progress from the 5 rank to the 3t rank, having gathered votes from a wide spectrum of industries being backed by a huge expansion in the market. The
number of votes for Mexico increased (increased with respect to 43 companies) centering on the automobile industry due to a reason of being promising as the supply base for assembly
makers, resulting in an increased rank from 12t to 7. Myanmar gathered votes from a wide spectrum of industries centering on the textile and automobile industries, reflecting
expectation as a new market triggered by a recent move of democratization in the country, having progressed sharply from the 19t rank to 10t rank. However, companies with specific
plans are still limited. Among those countries below the 10" rank, Turkey has improved its rank from 15t to 12th. Interest in promising countries for business operations is being directed
to newer markets. (—P22, 24, 28, 32, 33)
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1.2. Key Findings (Individual theme (1)) p-8

[Current Status and Issues of Business Operations Control of Overseas Local Subsidiaries]

(1) While utilization of local personnel in overseas production and sales is progressing, introduction of a global personnel system
remains limited.

It is indicated that companies that promote utilization of local personnel in business management, sales, production and R&D of overseas local corporations will increase over the next 3
years or so, both in emerging countries and advanced countries. In particular, almost half of responding companies have indicated that they put local personnel with regards to
production and sales, and progress in utilization of local personnel is more anticipated. On the other hand, with respect to introduction of an integral global personnel system covering

overseas employees, while approximately 30% of responding companies have shown interest, cases of actual implementation of such a system remained limited (2.2%, 12 companies).
(—P43,44)

(2) There is a prospect for a further enhanced local procurement ratio over the medium term. On the other hand, there are divided
views regarding prospects for the amount of procurement from Japan.

»  With respect to the medium term prospects for the local procurement ratio, approximately 65% (575 companies) of responding companies stated to increase, centering on automobiles
and general machinery. Also, regarding medium term prospects for the procurement amount from Japan, 52% (576 companies) of responding companies centering on automobiles
responded that it will be reduced. However, one company out of three companies among the 574 companies which jointly responded to the above question responded to

maintain/expand the procurement amount from Japan under the prospect to maintain/expand the local procurement ratio. There are divided views regarding the procurement amount
from Japan. (—P45~47)

(3) Profits of the overseas local corporations will be an important source of funds as well for the domestic business of Japanese
manufacturing companies.

* Almost 90% (573 companies) of responding companies remit profits of the overseas local corporations to Japan in the form of dividend payments, etc., and further, one-third of
responding companies recognize that profits of overseas local corporations can be an important source of funds for domestic R&D as well as investment for domestic facilities.
Japanese manufacturing companies are in a direction to utilize increasingly more overseas personnel and parts/materials for the sake of expanding their overseas business, and at the
same time, it is indicated that the funds acquired through overseas business are expected to play a bigger role for their domestic business. (—P47)

(4) There is a substantial need for borrowing in local currencies for overseas local corporations.

Regardless of the corporate size, it is stated that the major means of finance for overseas local corporations are finance from the parent companies (equity/loan), local borrowings in
local currencies, and use of internal reserves. Limiting to external procurement, it was indicated that the need for borrowing in local currencies was the highest. (—P48)

(5) Achievement rate of M&A is 75.4%. Main purposes of implementing M&A are, “expansion of the sales networks”, “expansion
of the production capacity”, and “acquisition of technologies/know-how”.

* The achievement rate of M&A carried out by Japanese manufacturing companies for the past five years is 75.4%. The purposes of implementing M&A are, “expansion of the sales
networks” (81.7%), “expansion of the production capacity” (35.8%), and “acquisition of technologies/know-how” (31.7%). The companies which have achieved these purposes made

response such as the importance of “sharing the purpose inside the company” (50%), “analysis regarding the effects of synergy” (41.3%), “implementation of sufficient due diligence”
(35.9%) and “prevention of disengagement of key personnel” (32.6%). (—P49)

[Competition in the Global Market and Action Plan for Improving Competitiveness]

(1) Accelerated increase in competition with companies of Asian emerging countries in the global market.

Competition with companies of Asian emerging countries (Chinese, Korean, and Taiwanese companies) has intensified in each market, namely ASEANS5, China, India, Brazil, North
America and EU 15. It is identified that European and US companies are also major competitors in India, Brazil, North America and EU 15. (—P50, 51)
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1.2. Key Findings (individual theme(2)) p.9

(2) It is recognized that the gap against companies of Asian emerging countries in Asian emerging markets speed has not been
filled in sales power and speed in management .

* In comparison with the survey results of FY2010, respondent companies evaluate themselves to exceed Chinese, Korean and Taiwanese companies in terms of product development

capacity and production technology. On the other hand, they also recognize that the gap in sales power and speed in management in the Asian emerging markets has not been
improved upon. (—P54)

(3) European and the US companies are tough competitors also in Asian emerging markets.

»  With respect to European and US companies newly added as the subjects of survey this time, it is indicated that respondent companies recognize them as tough competitors in
Asian emerging markets with an advantage in four items, namely product development capacity, production technology, sales power and speed in management. (—P54)

(4) Strengths of companies of Asian emerging countries exist in their cost competitiveness and speed in management.

* Respondent companies evaluate that the strengths of Chinese, Korean and Taiwanese companies exist in their cost competitiveness as well as speed in management based on

strong authority of top management, and that their weaknesses lie in product planning capacity and know-how in manufacturing high quality/high function products, and the brand
power in the aspect of sales. (—P57~62)

(5) Strengths of European and US companies exist in their product planning capacity, production know-how of high quality/high
function products, brand power and clear-cut strategies as well as delegation of authority.

* Respondent companies identified strengths of European and US companies in product planning capacity and know-how to manufacture high quality/function products in production,
and the brand power in sales. Unlike companies of Asian emerging countries, they evaluate regarding speed in management as a strength derived from clear-cut strategy and
delegation of authority to local initiatives. — (P63, 64)

(6) Respondent companies self-evaluate themselves as having strength in their production know-how of high quality/high added
value products and weakness in their cost competitiveness.

* Respondent companies recognize the product planning capacity, know-how in manufacturing high quality/high function products as their strengths, and price competitiveness as their
weakness. (—P65, 66)

(7) Respondent companies recognize that enhancement of high function/high quality and brand power is effective as the measure
to expand market share, while pursuant among respondent companies to low price strategies is limited to some automobile and
electrical/electronics companies.

* Respondent companies recognize that enhancement of high quality/high function and brand power is effective in expanding their share in Asian emerging markets, taking
advantage of know-how to manufacture high quality/high function products, which they recognize as their strength, and companies that pursue low price strategies are limited to
some automobile and electrical/electronics companies. (—P67, 70)

(8) Respondent companies have an idea to establish a competitive advantage by a differentiation strategy such as product quality.
On the other hand, those companies that seek alliances with other companies in exploring the Asian emerging markets remain
at approximately 30%.
* In establishing a competitive advantage in Asian emerging markets, many respondent companies have an idea to realize it by differentiation of quality, brand, service, etc., and

companies that take low cost strategies represent only part among respondent companies. Companies that seek alliances/tie-ups with other companies from a viewpoint to
establish a competitive advantage in rapidly expanding Asian emerging markets remain at approximately 30%. (—P71, 72)
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Il. 1. Evaluations of Degrees of Satisfaction with Profits and Net Sales (by major country and region)

Which of the following applies concerning your company’s FY2011 net sales and profits
compared with initial targets in the countries/regions overseas you invested in?

2: Somewhat unsatisfactory
4: Somewhat satisfactory

= 1: Unsatisfactory
3: Can’t say either way

5: Satisfactory

(Descending order by ratio)

Figure 12: Countries/Regions More Profitable than Japan

Figure 10: Satisfaction with Net Sales/Profits (all-industry averages)

(FY of performance) FY2009 FY2010 FY2011
Net Sales 2.55 (+0.21) 2.85 (+0.30) 2.64 (A0.21)
Profits 2.54 (+0.26) 2.75 (+0.21) 2.54 (A0.21)

Note 1: These figures are simple averages of assessments by country and region.
Note 2: Numbers in parentheses indicate the increase/decrease over the previous year's assessments.

Figure 11: Satisfaction with Profits (By region)

(1) Asian Countries

(Average score)

(2) Inter-America

(3) Europe/Russia

3.20 3.20 3.20
300 |\ A 3.00 300 |4
280 280 | 280
260 260 260
240 | 240 | 240 |
220 220 | 220
200 |- 2.00 | 200 |
1.80 . — 1.80 — — 1.80 ; —_
(FY of 2007 2008 2009 2010 2011 2007 2008 2009 2010 2011 2007 2008 2009 2010 2011
performance)
Total Total Total
—A— Indonesia —m— Latin America —A—Russia
—a— Thailand —<— North America —o— Central & Eastern Europe
—@— China —O—EU15
—&— India

Note: See Appendix 7 for more detailed data collated by country/region.

(Companies)
) "More Profitable | Responses per Ratio:
Country/Region | than Japan" |region/courtiers
responses (1) (2) [(1)/(2)]
1. Thailand 119 352 33.8%
2. China 155 511 30.3%
3. Indonesia 62 229 27.1%
4. Philippines 29 130 22.3%
5. Singapore 45 220 20.5%

Note: When companies were asked about their profitability in FY2011 in

countries/regions in which they had businesses, they were asked to respond

regarding the country/region which had higher rates of profitability than Japan.
“Total responses (2)” is the sum of the number of companies that responded
to inquiries about satisfaction with profits and those that responded to the
comparison of profitability with Japan.

Satisfactory

giy
&

Unsatisfactory

(Both satisfaction with net sales/profits were Iowem
than the previous resulit.

- While degree of satisfaction with net sales/profits of overseas
businesses had steadily improved in the previous two years, it
declined somewhat in this survey (Evaluation for actual performance
in FY2011).

HBy region, reduction in satisfaction with profits
was the highest in Thailand.

+ By region, reduction in satisfaction with profits was the highest in
Thailand (3.10—2.53). In company interviews, most of the companies
commented that the floods in Thailand in 2011 had a large impact.

ESatisfaction with profits in India continued to stay
low.

- Satisfaction with profits in India went down further, placing it at the
lowest rank in satisfaction with profits following the previous survey.
(Figure 11 (1))

EThe proportion of companies which responded that
Asian countries’ “profitability is higher than
Japan” was higher than other countries/regions.

-In spite of the reduced satisfaction with profits, 20~30% of
respondent companies responded that profitability is higher in Asian
countries than in Japan. In spite of the impact of the floods, the

proportion of Thailand was the highest with 33.8%, followed by China
wO.S%) and Indonesia (27.1%). (Figure 12)
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Il. 2. Reason for Satisfaction with Profitability (by major country and region) p-11

Figure 13: Reasons for Satisfaction with Profitability over Time (Multiple responses)

ASEAN 5 China India North America EU 15
100% 100% 100% /\/-\- 100% 100%
80% | l—._/\- 80% | -/'\/\l 80% 80% 80% |
60% I 60% | 60% |- 60% I 60% |
40% 40% |- 40% | 40% | 40%
<
-
20% 20% | & © 20% 20% 20%
&
¢ ?ﬁ
0% 0% 0% —MO—‘— 0% - E— 0%
(FY of Performance) 2007 2008 2009 2010 2011 2007 2008 2009 2010 2011 2007 2008 2009 2010 2011 2007 2008 2009 2010 2011 2007 2008 2009 2010 2011
(Companies) (295) (150) (248) (289) (170) (129) (91) (150) (141) (71) (18) (9) (20) (25) (15) (81) (36) (51) (83) (64) (87) (38) (35) (49) (40)

Note 1: Companies who responded with “4. Somewhat satisfactory” and/or “5 Satisfactory” regarding profitability were asked for the reasons on a region/country basis. The percentages
represent the ratios of each choice to the total number of responses (shown in parentheses under the fiscal year of performance) for reasons given for the relevant region/country.

Multiple choices were possible.

Note 2: With respect to the reason for satisfaction with profitability in India, since there was no company which pointed out “6. Foreign exchange gain” in the targeted years of the figure, it is

not shown on the graph.

=l 1. Good performance of sales in the country/region
—O_ 2. Good performance of exports in the country/region
——— 3. Successful cost cuts (personnel, materials, etc.)
——k—— 4. Cost cuts via consolidation of manufacturing

<> 5. Manufacturing facilities brought fully on line

6. Foreign exchange gains

[lWith respect to reasons for satisfaction with profitability, “good performance of sales
in the country/region” was the biggest in number. However, the number of respondent
companies was reduced across the board compared with the previous survey.

- The reason for satisfaction with profitability that gathered the biggest number of responses in the major
five countries/regions was “1. Good performance of sales in the country/region” for all. The ratio of
responses declined compared with the previous survey, not only in EU15 but also in ASEAN5 and China.
While the ratio of responses rose in North America, the number of respondent companies was reduced
from the previous survey, indicating a global sign of economic recession.

EThe ratio of response of “3. Successful cost cuts (personnel, materials, etc.)” declined
in ASEAN5 and China.

-In ASEANS5 and China, the ratio of responses of this item is in a declining trend reflecting rising

u)ersonnel expenses and rise in the procurement cost of raw materials in the local markets. Y,
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Il. 3. Reasons for Dissatisfaction with Profitability (by major country and region) p.12

Figure 14:

Reasons for Dissatisfaction with Profitability over Time (Multiple responses)

100%

80% |

60% |

40%

20%

0%

ASEAN 5 China India North America EU 15
100% 100% 100% 100%
80% | 80% 80% | 80% |
60% [ 60% 60% | 60%
m]
[m|

40%

20%

0%

(FY of Performance) 2007 2008 2009 2010 2011
(Companies) (355) (574) (436) (329) (447)

2007 2008 2009 2010 2011
(204) (263) (222) (194) (249)

0% | 40% o 40% |

20% 20% | - 20%

‘ ‘ ‘ 0%
2007 2008 2009 2010 2011 ° 2007 2008 2009 2010 2011 2007 2008 2009 2010 2011
(35) (70) (72) (70) (93) (199) (278) (237) (148) (163) (87) (190) (176) (126) (131)

0% ‘ R 0% : ‘ :

Note 1: Companies who responded with “1. Unsatisfactory” and/or “2. Somewhat unsatisfactory” regarding profitability were asked for the reasons on a region/country basis.
The percentages represent the ratios of each choice to the total number of responses (shown in parentheses under the fiscal year of performance) for reasons given for
the relevant region/country. Multiple choices were possible.

Note 2: The choice “6. Decreased competitiveness of products due to a strong yen” was added since the FY2009 survey (reflecting FY2008 business results).

O
——

+
—

+

a strong Yen

. Difficulty in cutting costs (personnel, materials, etc.)
. Not brought fully on line right after establishment

. Demand for discounts from customers

. Difficulty in getting customers (intense competition)
. Shrinking market due to economic fluctuations

. Decreased competitiveness of products due to

. Foreign exchange losses (including effects of
Yen rates in consolidated accounting)

GReasons for dissatisfaction with profitability were fierce local competition in Asia,\
and inactive demand in EU15.

-In ASEANS5, China and India, “4.Difficulty in getting customers” was the No.1 reason for
dissatisfaction with profitability, and approximately 40% of respondent companies cited this item in
China and India. In EU15, the number of companies citing “5. Shrinking market due to economic
fluctuations” increased to 1.6 times, and the ratio of responses also rose from 30.2% to 47.3%.

EThe number of companies citing “6. Decreased competitiveness of products due
to a strong yen” increased in Asia as well.

-While the ratio of response citing a strong yen stays high in EU15 and North America following the
previous survey, it was shown in this survey that the impact of a strong yen was spreading in Asia
as well. In company interviews, there were those that expressed their opinions pointing out
increased procurement cost of materials other than rising product price. The countries in which the

\ _number of companies citing this item increased most were India, Singapore and Thailand. W,
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Il. 4. Evaluations of Degrees of Satisfaction with Net Sales and Profits (by industry)

Figure 15: Evaluating Satisfaction of Net Sales & Profits (FY2011)

p-13

Figure 16: Satisfaction with Profits by Country/Region (three key industries)

. Comparison with . . L . . .
Average by industryj ?ast FY ve’:i;vii:vl Countrles/reglqns W|th highest | (1) Electrical Equipment & E|ectron|cs|
Net sales Profits [[Net sales Profits | ™" average in profits 3.50
= —~0— FY2009 performance Satisfactory
1. Steel 3.00 2.85|| A0.19 A0.40| 14 |Indonesia (3.57) ---0-- - FY2010 performance
2'(:;1':5:3;?:3;‘"95) 290  2.82| 4019 40.14| 13 |Malaysianvietnam (3.50) 3.00 SEeZEEe Y2011 perormance | {0
3. Foods 2.88 275| +0.28 +0.23] 27 |Latin America (3.50) 2.50 @
4. Paper, Pulp & Wood 2.83 2.74| A0.13 +0.13] 10 |Thailand/Latin America/EU15 (3.50) Unsatisfactory
5. Petroleum & Rubber 3.07 2.74|| A0.19 A0.39] 15 |Russia (3.25) 2.00
6. Other 2.66 2.63|| A0.20 AO0.15] 51 |Central & Eastern Europe (2.89)
7. Automobiles 2.80 260 A0.36 A042] 98 |[Singapore (3.27) 1.50
8. General Machinery 2.56 2.56 +0.04 +0.04] 50 [Indonesia (2.91)
9. Chemicals 2.64 254 A40.19 40.20[ 81 [Vietham (2.86) N
10. Precision Machinery 2.62 2.52|| A0.12 +0.00] 31 |Latin America(2.92) )
11. Metal Products 2.65 2.50|| A0.23 A0.32] 26 |Singapore (3.50)
12. Nonferrous Metals 2.63 2.43| A0.35 A048] 23 Indonesia/Central & Eastern
Europe (3.00)
13, Elecirical Equipment & 241 237| 4030 a031| 90 [Philippines (2.72)
ectronics
14. Ceramics, Cement & .
Glass : 2.36 235( A0.56 A0.55| 14 |Indonesia (3.00) 3.50 —0o— FY2009 performance | Satisfactory
15. Textiles 224  2.24| 4039 a038] 24 [Thailand (2.78) 3.00 O m o ggg]?zgﬁg:x’n‘gz 2
Note: The industries in the table above are ordered according to average values for @
Profits from highest to lowest. 2.50 i
/ \ -0 Unsatisfactory
BAIl industries fell below the evaluation “3” (as initially targeted). 2.00
-While in the previous assessment of FY2010 performance, those industries that 1.50 : : : : : : : : : :
exceeded 3 were 4 industrigs (stgel, pgtroleum & rubber, gutomqbiles and 4%\ d% % /% % < % o /40 % <% < Q;%/, 4)6
transportation) in terms of satisfaction with net sales and 3 industries (steel, LIS "z{; 9, S % % %2 B % Zs @/é%/ .
. . . . . 3 A,
petroleum & rubber and automobiles) in terms of satisfaction with profits, the degree '°o,\ % “’% % '%‘ 2 '73 "73 2oF ®
of satisfaction declined across the board this time in this survey (performance of e % %o o,)o “*%
FY2011) except for some industries. > ® ®
BAutomobiles: The degree of satisfaction with profits declined |(3) Automobllesl
drastica"y in ASEANS. 4.00 o —o— FY2009 performance
: 3.50 | PR N ---0--- FY2010 performance Satisfactory
-What changed drastically from the FY2010 performance was the degree of - O.. a.-° \O""O\':E/B\ —a—FY2011 performance
satisfaction with profits for automobiles in ASEANS. As the Figure 16 (3) shows, the 3.00 A e~ 2\ 2 ﬁ
evaluation declined from “3” or more to below “3” across the board. In particular, 250 ’ / @
evaluation of Thailand which was affected by the floods suffered a major decline. : Unsatisfactory
Eindonesia and Latin America enjoy relatively high evaluation. 2.00
-As we investigated countries/regions that enjoyed high degree of satisfaction with 1.50
profits by industry, the most frequently cited countries/regions were Indonesia (4
industries) and Latin America (3 industries). (Figure 15) %
-By industry as well, evaluation of India was relatively low in many industries, but it
was found that degree of satisfaction with profitability in India was relatively high for

Qods and pharmaceuticals (included in chemicals).
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lll. 1. Attitudes toward Strengthening Businesses (domestic & overseas)

p.14

Q.
Question concerning medium-term (next 3 yrs. or so) overall prospects for overseas and domestic operations.

Overseas

Figure 17: Medium-term Prospects (next 3 yrs. or so)

Figure 18: Medium-term Prospects (next 3 yrs. or so)

for Overseas Operations for Domestic Operations

[ Total responding companies ]

[ Total responding companies ] [ (Supplementary Info) ]

611)

611)
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Note 1: “Overseas operations” is
defined as production, sales and
R&D activities at overseas bases,
as well as the outsourcing of
manufacturing and procurement
overseas.

Note 2: The numbers in the
parentheses above the bar
graphs indicate the numbers of
responding companies to the
question.

Note 3: Mid-tier firms/SMEs are
companies whose paid-up capital
is less than 1 billion Japanese
Yen.

(594)

2010

Mid-tier firms/SMEs

(Supplementary Info)
Mid-tier firms/SMEs
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80% 80% M || || || | 1
80% || - - - - a
70% o%H (1 H
55.0%
60% 70% || ol - - - 'l 60% I | | I58.7% | || |
50 53.2% N 56.5 61.1% [57.2¢
o 60% | - 8% ||| W O R 1 N B
o 55.2% 62.0% 56.5% 40% = B o o H
30% 50% [ - - - = H 30% [ = ] B B i
20% 20% Hag.0% | || || || 1
40% | - - - - i T 2739 P1E% |, ol [25.00
10% ° 100/0 L] 7273 | | 722.8 725'0 1
0% 30% | _— | | || | | 0% ! ! ! !
2008 2009 2010 2011 2012 (FV) 2008 2009 2010 2011 2012 (FY)
20% [408% 1 ] B Undecided
Scale back/withdraw 31.2%
10% U - [27-2% | [25.9% [25.7% | B Scale back/withdraw
O Maintain present level
P O Maintain present level
]
Strengthen/expand 0% ! ! ! . O Strengthen/expand
2011 2012 (FY) 2008 2009 2010 2011 2012 (FY)

BThe attitude to strengthen/expand overseas businesses still remains at a high level. )

- The number of companies that responded that they will “strengthen/expand” their overseas businesses was 496 companies , which was 84.4% of the total (a 2.8
point decrease from the previous survey), having maintained a high level even though the ratio of attitude to strengthen/expand declined. Meanwhile, the figures
for Mid-tier firms/SMEs for the same was 72.5% (a 6.0 point decrease from the previous survey) and also maintained a high level, while it declined compared with
the previous survey. Japanese manufacturing companies continue to maintain attitude to strengthen overseas businesses in search of growth opportunities.

EMain stream of domestic businesses is to “maintain present level”, also with intensifying contractive attitude.

- With respect to prospect for domestic operations, 25.7% of responding companies ( a 0.2 point decrease from the previous survey) selected “strengthen/expand”.
It was slightly below the level of the previous year (25.9%) which was the lowest figure since this question started. On the other hand, companies who selected
“scale back” was 9.5% (an increase of 3.3 point from the previous survey), indicating intensified attitude to scale back of domestic businesses. )
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lll. 2. Attitudes toward Strengthening Businesses (domestic & overseas, by industry) p.-15

2 See Appendix 4 regarding data by industry of Figure 19 and 20.

Figure 19: 100%, (589 (588)  (33) (28)  (31)(26)  (89) (86) (54) (50) (101)(94) (95)(102) — (35) (32) - titude T ~N
. . ° == ~ N verseas: Ituae 1o
Medium-term Prospgcts , r \l , st then/ a4 still
for Overseas Operations ~ 90% 7 ! strengthen/éxpand™ sti
50 ’ / , remains at a high level by
° ~ industry as well.
~
70% * While the number of responding companies to
this question increased by 2 companies, those
Ove rseas 60%87 29, 84.4% who selected “strengthen/expand” were
o/ i 89.3% 91.6% | 92-2% Py decreased by 15 companies.
50% 84.8% 7" 92.1, 86.0% 84.0% N 2”1 -High ratios for “strengthen/expand” were seen
40% 77.4% ) 87.0% 84.2% 80.9% 88.6% in the automobiles and foods industries. On
° il 73.1% the other hand, the attitude to
30% S “strengthen/expand” of other industries
Scale back/withdraw ° kremains at a high level, the ratio has declinedj
0,
O Maintai t1 I 20% Note1: “Overseas operations” is defined as
aintain present leve 10% production, sales and R&D activities at
overseas bases, as well as the
= Strengthe nlexPand 0% ) ) ) | ) ) outsourcing of manufacturing and
procurement overseas.
(FY) \11 12} \11 13 31 12} \11 12} \11 12} \11 12} \11 12} \11 12} Note 2: Numbers in parentheses above the
bar graph indicate the number of
All Foods Textiles Chemicals General Electrical Automobiles Precision companies that answered the question.
industries Machinery Equipment & Machinery ( \
Electronics EDomestic: The number of
H H [13
Fiaure 20: -~ _ _ companies selecting “scale
N?:dieun?-term Prospects 100% (582) (588) (32) (27) (30) (26) (87) (865 (54\) w50y ~ (Toxy {95) (95) (103y (359 (32) back” increased.
! pe o : | ; = ’ _ . .
for Domestic Operations R \\ . * By industry, industries whose proportion of
90% Q I\ companies that selected “scale back”
I~ \ increased were automobiles, electrical
80% H 48.8% N H HN=[ |~ 3 I equipment & electronics, general machinery,
o A4.4% M= precision machinery and foods industries.
70% a[2.09 The ratio of companies responding “scale
o '56.5% 1 | | 154.0% 1 | T back” was the highest in automobiles in the
60% || d 55.2%52.4% 74 10 59.8% 74 industries with 14.7%, indicating their
50% I 63.3 . e severer recognition of prospects for the
° r3.1% 7 2.6%‘4 o domestic businesses.
D4&. 170
40% H H H H H H H |t | ™There were also some
Undecided 30% 55 39 | —_— _lE s - J T > industries \_Nhose proportion
B Scale back/withdraw — 61.9% y 1 P 0.6k of companies to select
0, 1] 1] 1] pS | y 1] H
20% ] 30.0814% 18200 L mob7 . 7 3K “strengthen/expand”
O Maintain present level 10% 45.9985.71% | 20.0%— I ? B ¥ 26.5%¢ 1570 | » /| increased
) o i 9.0/ o -
O Strengthen/expand o ‘ ‘ ‘ ‘ ‘ ‘ ‘I 1 '5‘/° ‘ ‘ v A 4 ‘ ‘ ‘ ‘ 1‘1'6 T 0'7?/"— r " - While the proportion of companies to select
0% “scale back” increased in general machinery
1 12 11 12 1 12 11 12 1 12 11 12 1 12 11 12 and precision machinery, the proportion of
(FY) L J L J \ J \ ) \ J \ J \ J \ J companies to select “strengthen/expand”
Al Foods Textiles  Chemicals  General  Electrical Automobiles Precision | alsoincreased. ltindicated the existence of
industries Machinery Equibment & Machiner divided view on domestic businesses in the
indus y Equip! y \industries.

Electronics
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lll. 3. Medium-term Prospects (next 3 yrs. or so) for the Number of Domestic Employees p.16

Q
Questioned about medium-term prospects
(next 3 yrs. or so) for the number of
domestic employees.

Reason for Responding “Increase”
(49 out of 52 companies responded)

0 10 20 30 40 50 60 70 (%)

Figure 21: Medium-term Prospects
(next 3 yrs. or so) for the Number of
Domestic Employees

(The number of responded companies=583)

Undecided, Increase,
49 (8.4%) 52 (8.9%)

Decrease,
87 (14.9%

Maintain Domestic employee number has reached to
present |eve|’ the lowest level to continue business, already

395 (67.8%)

O Increase

® Maintain present level
O Decrease

O Undecided

Maintain present level regardless of fluctuation

Expansion of domestic demand

Expansion of overseas demand
(export increase, etc.)

Production transfer to Japan

Assign employees to domestic
business preferentially

Others

Reason for Responding “Maintain present level”
(264 out of 395 companies responded)
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Domestic and overseas demand
are unchanged

in domestic and overseas demand 68.9

Maintain present level for the time being
in order to assess
future business environment

Reason for Responding “Decrease”
(86 out of 87 companies responded)
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Decrease of domestic demand |60.5

Decrease of overseas demand |
5.8
(export decrease, etc.)

Production transfer to overseas |57.0
Assign employees to overseas
i . 20.9
business preferentially
Reduction of labor cost 31.4
(mechanization and automation) ’
Other :I 4.7

/mslightly less than 80% (76.7%) of the )
companies have prospects to either
maintain or increase the number of
domestic employees.

- Regarding medium-term prospects (next 3 yrs. or
so) for the number of domestic employees,
approximately 10% (8.9%) of responding
companies responded that they have prospects to
increase domestic employees, and approximately
70% (67.8%) of the companies responded that they
have prospects to maintain domestic employees.
On the other hand, 14.9% of the companies have
prospects to decrease the number of domestic
employees.

EThe main reasons for the increase in
the number of domestic employees
were “expansion of overseas demand”
and “expansion of domestic demand”.

- The main reasons for the 52 companies who
responded that the number of domestic employees
will “increase” were “expansion of overseas
demand (export increase, etc.) (53.1%), “expansion
of domestic demand” (38.8%). It was shown that
expansion of external demand can also contribute
to the increase in the number of domestic
employees.

- The main reason for the companies who responded
that they will “maintain” the number of domestic
employees was “Maintain present level regardless
of fluctuation in domestic and overseas demand”
(68.9%), and approximately 30% (29.2%) of
companies selected, “maintain present level for the
time being in order to assess future business
environment”. It was shown that those companies
with prospects to maintain the number of domestic

Qmployees have cautious views.

Note: The percentage of the horizontal bar graph indicates the ratio among the number of companies which

re

sponded with a reason. Multiple responses are possible regarding the reason.
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lil. 4. Cross Analysis of Overseas Businesses and Domestic Businesses/Prospects for the Number of Domestic Employees p.1 7

4 N\
H3 out of 4 companies (76.4%) of those companies (487 companies), which will expand overseas businesses in medium-term perspective, have

prospects to maintain/increase the number of domestic employees.

- Among those companies which will “strengthen/expand” overseas businesses in the medium-term perspective (490 companies), approximately 80% (81.8%, 401 companies) responded that
they will maintain or expand domestic businesses. At the same time, 3 out of 4 companies (372 companies, 76.4%) of those companies which will “strengthen/expand” overseas businesses
(487 companies) responded that they will maintain present level or increase regarding prospects of the number of domestic employees.

+ On the other hand, among those companies which selected to “strengthen/expand” overseas businesses, 78 companies responded that they have prospects to reduce the number of domestic

employees. More than half of such companies (44 companies) were companies which belong to electrical equipment & electronics and automobiles.

\ J/

1) Volume of net sales

Figure 22: Cross Analysis of Overseas Businesses and Prospects of No. of companies No. of

Domestic Businesses (n=582companies) ,’ choosing to respondentl| = /()
I decrease employees  companies
Medium-term Prospects (next 3 yrs. or so) | (A)
" ¥1 trillion or more 4 X 9.8%
Overseas business Domestic business "> : ¥300 bn. up to ¥1 trillion 10 64 15.6%
Zﬁﬁﬁgﬁ;’ Proportion : ¥100 bn. up to ¥300 bn. 14 111 12.6%
| | ¥50 bn. up to ¥100 bn. 10 101 9.9%
| Str.eng.then/eXpand o |t —» 81.8% I ¥10 bn. up to¥50 bn. 29 211 13.7%
Strengthen/expand | Maintain present level] _ _ 269] _54.9%, | |Less than ¥10bn. 11 75 | 14.7%
Scale back 53] 10.8% 1 No Answer - 10 —
(490 companies)|Undecided 36 7.3%| Figure 24: 1 Total 78 613 12.7%
Strengthen/expand 16 18.4% Profile of Companies : L .
Maintain present level |Maintain present level 61 70.1% (78 companies) Which | 2) Volume of paid-in capital :
o lected to E d No. of companies No. of
Scale back 2 2.3% selected to Expan | N ——— respondent
(87 companies)|Undecided 8 9.2% Overseas Businesses, 1 decrease employees ~ companies (A (B)
Strengthen/expand 2| 40.0% and Scale Back : Large Corporations — —
Scale back/withdraw [Maintain present level 0| 0.0% P;?)SPGCtSt _folrE theINumberI Mid-tier firms/SMEs 15 161 9.3%
Scale back 11 20.0% of Domestic Employees No answer/Holding company 4 14 28.6%
(5 companies)|Undecided 2| 40.0% : Total 78 513 12.7%
Figure 23: Cross Analysis of Overseas Businesses and Prospects for : 3) Indust
the Number of Domestic Employees (n=579 companies) | No. of companies No. of
I choosing to respondent (AY (B)
Medium-term Prospects (next 3 yrs. or so) " decrease employees comr()anies
4 B) -
1 ; o] |
q Domestic employee No. of : I Automobiles 20 107 18.7%
Overseas business numbe:) Yy respondent  Proportion : 1 |Electrical Equipment & Electronics 24 97 24.7% J'
romnanies H
| Chemicals 6 89 6.7%
1 Inc!'ea§e 491 10.1% —> 76.4% ,' General Machinery 0 51 0.0%
Strengthen/expand | |Maintain presentlevel| _ _ 323] _66.3%], / Precision Machinery 5 33 15.2%
| |Decrease 78] 16.0%| | >~ Foods 0 30 0.0%
. - \ :
(487 companies)|Undecided 37 7.6% \ Textiles 2 28 7-1:/0
Increase 2 2.3% 1 Metal Products 3 28 10.7%
Maintai t | IMaintai | | 70 80.5% | Nonferrous Metals 2 24 8.3%
aintain present leve Dalntaln present leve o 6.90/0 | Steel 1 19 5.3%
ecrease I/ Petroleum & Rubber 2 15 13.3%
1
(87 companies)|Undecided 9] 10.3% | Ceramics, Cement & Glass 3 14 21.4%
Increase 1 20.0% 1 Transportation (excl.Automobiles) 3 14 21 .4Z/o
Scale back/withdraw ~ [Maintain present level 11 20.0% ! [Paper, Pulp & Wood ! 10 10.0%
Decrease > 40.0% \ Other 6 54 11.1%
) i : 0° v\ |Total 78 613 12.7%
(5 companies)|Undecided 1 20.0% Copyright © 2012 JBIC All Rights Reserved.




lll. 5. Correlation between Domestic Businesses and the Number of Domestic Employees (cross analysis) p.1 8

Figure 25: Prospects for the Number of Domestic Employees based on Prospects for the Domestic Businesses

Medium-term prospects for the number of domestic employees of the ’
H H [13 H H ”
companies which responded to “Scale back domestic businesses GThe companies which will \
(Repeated) Figure 18: maintain/expand domestic businesses
Medium-term Prospects for Choice Proportion (%) N°':;:;sa'°':::e"t have prospects to maintain/increase the
Domestic Operations T Inorace T8 . number of domestic employees.
: — : - A cross analysis regarding correlation between
) I 42 _Maintain present level[  _ 393 [ _ _ _ _ 22 |, medium-term (next 3 yrs. or so) domestic businesses
(588 companies) . |3. Decrease 57.1 32 |, and the number of domestic employees was
100% 4. Undecided 18 1 conducted. The results were as follows.
Total 100.0 56 - Among the companies which responded to
________________________________________________ “strengthen/expand domestic businesses”, 67.8% of
| . . . k companies which responded to this question
80% | ! Alternate connections between domestic and business overseas ! responded to “maintain present level” of the number
I Companies which responded “will scale back” (A) : 56 companies | of domestic employees, and 22.8% responded to
! Within the above, number of companies ' “increase”.
! which responded “alternative” (B) : 41 companies ! - Among the companies which responded to “maintain
60% ' (B)/(A) 73.2 % ! domestic businesses”, 77.7% of companies which
1 1

56.5%

> _________________________________________________ responded to this question responded to “maintain
\ present level” of the number of domestic employees.
The companies which will maintain/expand domestic

40% - ; businesses have prospects to maintain/increase the
Medium-term prospects for the number of domestic employees of the number of domestic employees.

companies which responded to “Maintain domestic businesses”

J EThe companies which will scale back
20% |+ ; — TNo. of respondent domestic businesses have prc_)spects to
Choice Proportlon (%} | ., mpanies reduce the number of domestic
25.7%
e 1. Increase 4.9 16 |, employees.
IL 2. Maintain present level 77.7 255 I - On the other hand, among the companies which
0% . 3 Decrease |~ T 137" |T T T T a5 responded to “scale back domestic businesses”,
2012 (FY) 4. Undecided 37 12 39.3% responded .to maintain present level” of the
Towl y > number of domestic employees. 57.1% selected to
ota 00.0 328 “reduce”.
Undecided - Among 56 companies which responded to “scale
’ ’ back domestic businesses”, companies which
B Scale back/withdraw Medium-term prospects for the number of domestic employees of the’ ’ responded that their domestic businesses and
companies which responded to “Strengthen domestic businesses’ overseas businesses are in alternative relationship
O Maintain present level were 41 companies (73.2%). It was shown that
q . o | No. of respondent approximately 70% of the companies which selected
O Strengthen/expand A== _C_hgl(ie_ _ _ | Proportion (%) | companies _ | to scale back domestic businesses are expanding
I 1. Increase 22.8 34 | Qverseas businesses.
1 |2. Maintain present level 67.8 101 _:
13 Decrease =~~~ [T T 27 1T~~~ 47
4. Undecided 6.7 10
Total 100.0 149
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lll. 6. Medium-term Prospects for Size of Domestic Businesses seen by Function (cross analysis) p.19

Q.
Questioned prospects by function (1)Total
regarding medium-term (next 3yrs. or 0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
s0) size of domestic businesses. 1) Production funct
) Production function 10.4% 55.8%
(General-purpose product)
Figure 26: 2) Production function
. 50.3%

Medium-term Prospects for (High-added value product) |

Development of Domestic 3) Sales function 31.0% Note: (1) Total number of responding

Businesses (by fu nction) F companies by function is as follows.

4) R&D function 43.3% 1) Production function

(general-purpose product): 547
2) Production function

O Strengthen/expand 5) Integration function 21.6% (High-added value product): 549
= 3) Sales function: 558
O Maintain present level 4) R&D function: 552
6) Others | 5.0% 75.5% 5) Integration function: 536
W Scale back F 6) Others: 298
5] Undecided Overall 25.7%
(2) Companies which responded to (3) Companies which responded to (4) Companies which responded to
“Strengthen/expand” domestic businesses “Maintain present level” of domestic businesses “Scale back” domestic businesses
0%  20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100% 0%  20% 40% 60% 80% 100%
1.9%
1) Production . N Az ao 1) Production |3.2°o 70.3% 8% 1) Production
(General-purpose) i BT 58% (General-purpose) = = (General-purpose)
2) Production [ 07 2) Production o | e e . 2) Production [ 3 N W oo
(High-added value) 80.0% 171 %1552-1 % (High-added value) 7 o 1%2%  (High-added value) | 228% | 404% |1 9%
3) Sales 65.5% | 33.1%0-7%0.7% 3) Sales | 19.9% 75.7% 1%l 8% 3) Sales [11.50
4)R&D 62.1% | 35.0% 0-0"1?;552.9% 4)R&D|  38.1% | 575% 06%138% 4)R&D| 34.0% |
5) Integration 34.8% | 61.4% 1 5%I 2.3% 5) Integration | 16.7%) 76.0% 5) Integration | 20.0%
8 T P07
6) Others [16.2% 73.0% 6) Others | ° 87.4% 6) Others [ 07 47.4%

(mFunctions which will expand/strengthen in medium-term in domestic businesses are “production function (high-added value product), “R&D )

function” and “Sales function”.

- With respect to prospects for the size of domestic businesses, 50.3% of 549 companies responded that they will “strengthen/expand” production function. On the other hand, companies (547
companies) which responded to “strengthen/expand” their production function (general-purpose product) remained at 10.4%, and 25.0% responded that they will “scale back”.

- Functions with high response ratio of “strengthen/expand” were “production function (high-added value product)”’ (50.3%), “R&D function” (43.3%) and “Sales function” (31.0%) in order. This
illustrates the future attitude of Japanese manufacturing companies to squeeze production function of general-purpose products, concentrating managerial resources to production function of
high-added value products, R&D function as well as sales function.

- Cross analysis with prospects for domestic businesses generated a high response ratio of “scale back production function (general-purpose product)” regardless of the prospects for domestic

\_ businesses. )
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lll. 7. Medium-term impact of “Six-fold Oppressions” on Domestic Businesses (1) p.20

Q JQuestion regarding how the medium-term (next 3 yrs. or so) prospects for the size of domestic businesses (p.14) will undergo changes (Note 2) compared with the present
state in the event 6 items regarding what we call “Six-fold oppressions” (N°te 1) should change respectively as given below in from 1) to 6) .
1) Progressed strong yen (weak dollar/weak Euro/weak local currencies), 2) Increased corporate tax rate, 3) Increased labor cost, 4) Tightened environmental restrictions
(CO2 reduction, etc.) , 5) Stagnant/decreased economic alliances (TPP, FTA. EPA, etc.),6) Worsening prospect for electricity supply.
Companies were asked to select among the 4 choices, namely “1. Strengthen/expand”, “2. Maintain present level”, “3. Scale back”, “4. Cannot tell” in comparison with the
forecasts on the assumption of non-existence of such “six-fold oppressions”.

Note 1: Items such as “Strong yen”,

(Repeated) “Corporate tax”, “Low wages of emerging
Figure 18: Prospects of Domestic Businesses Figure 27: Impact of “Six-fold oppressions” to Those countries”, “Environmental restriction”,
over the Medium-term Companies that Responded to “Strengthen/expand” 'Delayed economic alliance”, "Power Supply
", T Constraints (Supply - Price)” are pointed
(Initial prospects before considering impact of out.
the “Six-fold oppressions”) 100%/, 6.6% 79% 73% 73% 7.9% 7.3% Note 2: Purpose of this question is to grasp
(588 companies) K 11.9% 11.3% possible impact of the relative changes of
100%  —r T 80% . 15.9% > 21.2% 19.2% 17.2% each item of the “Six-fold oppressions” on
“Undecided” € ------ —<: : the domestic businesses. For instance,
(49 companies) ( 19.9% 11.3% 15.2% such a case in which reduced corporate tax
To Figure 30 a,’_ ./ 60% rate overseas should cause a rise in
,8,0 %o corporate tax rate of Japan in relative
. A’/ S 40% o1 79 manner.
Scale back/ 53.6%| |53.6%| [50.3% TEL|51T%| (43.7%
withdraw 60% | J 20% |:| No response
(56 companies) 56.5% o I
To Figure 29 0 6% e _ i |:| Cannot tell
. v 0% 6.0% | | ! , |8:6% | , [60% ] , |7-9% . Scale back (when compared with the
Maina 40% | Z < ) 2 S P forecasts on the assumption of non-
ain a'? ------ - ; '96 = /% % " 2 & 4 existence of such “Six-fold oppressions”)
presen N ' o %% % 8% %% %% o
level” Companies that N %, 5% % %, %2, %, 8, |:| Maintain present level (regardless of
(332 companies) 20% [ responded to “‘oo % 0o'o °o'/ C‘,;o % ,/)%, 'c}i@o the forecasts on the assumption of
To Figure 28 25.7% _“Strengthen/expand” d‘% %, 960» 2% %L/ %/;’% "oo”o existence of such “Six-fold oppressions”)
) (151 companies) % °¢9 % ’bo %0‘9@0 %/%e Strengthen/expand (when compared
0% P J’% ® S %, & L RA with the forecasts on the assumption of
2012 (FY) ’)zé ” non-existence of such “Six-fold
7 oppressions”)

4‘Increased labor cost”, “Worsening prospect of electricity supply”, “Progressed strong yen” are factors to apply brakes on the companies\
to “strengthen/expand domestic businesses.

- Among the 151 companies that responded to "strengthen/expand” over the medium-term, the item which gives biggest impact of the prospect in the event the above “six-fold oppressions”
should be worsened from the present state was identified to be “increased labor costs”. Out of the companies that responded that they would “strengthen/expand” domestic businesses
over the medium-term, 26.5% of such companies responded that when the labor costs should increase from the present level, they will “scale back” domestic businesses compared with
the initial prospect to “strengthen/expand”.

- In the event of occurrence of “worsening prospect of electricity supply” and “progressed strong yen” from the present level, each of 23.8% and 21.9% of the companies responded that they
will “scale back” their prospect of domestic businesses over the medium-term from the initial prospect (="strengthen/expand”).

- Among the 151 companies that responded to “strengthen/expand” over the medium-term in the survey of last year, there are 29 companies (19.2%) that “revised downward/have possibility

Q revise downward” (Note 3), and it seems that concern for supply restriction of electricity has increased somewhat this year.

Note 3: In the survey of last year, it was questioned regarding the impact of supply restrictions of electricity on the prospect of business development over the medium-term (Refer to p35 of the 2011 edition.
However, the above stated number of companies was not posted since it was calculated in this fiscal year). Therefore, content of the question is different from the survey of this fiscal year.



lll. 7. Medium-term impact of “Six-fold oppressions” on domestic businesses (2)

Figure 28: Impact of “Six-fold oppressions” on the Companies

that Responded to “Maintain present level”

that Responded to “Scale back/withdraw”

p.21

Figure 29: Impact of “Six-fold oppressions” on the Companies

J

100% 8% 48% 4.8%  5.4% 45%  51% 100% —25% 5.4% 5.4% 8.9%  7.1% 5.4%
10.5% > [10.7% 10.7%
E No response 80% 2 [17.8%|  [151%)  |2110| [22.3%| [19.0% 80% . 12.5%| |12:5% >
Cannot tell
33.1% 9 11.1% 9
. Scale back (when 60% *\\g 8% LA 600/J 33.9% I 41 1o, N 46 49
compared with the
forecasts on the o
assumption of non- 40% 40%
existence of such “Six-fold 0 55.7% 61.1%| [59.3%
oppressions”) 20% |- B SR 49.4% 20% | |28.6%| [30.4%| {30-4% A11%| 135.7%|  |33.9%
Maintain present level o o 3.6% 3.6% 5.4% 3.6% 3.6% 3.6%
D (regardless of 0% 2.1% J[09% | [12%] [12%] |1.2%] [03% 0% . o] . ol A
the forecasts on the
assumption of existence of 2 1> @ 2 L e 1) 2) 3) 4) 5) 6)
-y < 4 Z A [0)) %
such “Six-fold 2 P % a Z o = ®
ions’ % %% % % %Y %%
oppressions”) ey +’é CY 8, 2% % 2, %%
Y () (0) () [°) 2 2.
k) % 'S = 2 . % . . . .
[[] Strengthen/expand s °% > 5% %% % Figure 30: Impact of “Six-fold oppressions” on the Companies
(when compared % K % vy 9% e that R ded that Th “Undecided”
with the forecasts on the % féo o, . 3 ’{v9 ?% % at Responae a ey were “unaecide
assumption of non- % > CY S, ’% % 2'%0
existence of such “Six-fold 3 °® e 3@ ® > o 100%
oppressions”) 2 ?é/ - 12.2% 12.2% 12.2%| |14.3% 14.3% 14.3%
80%
(Car: . . . )
ESlightly over 30% of the companies to “maintain present level” will “scale back” 60% 42.9%| 4900 |[40-8% 51.0%|  |53.1%
L .0% b 9
due to progressed strong yen. ° °f [%%1%
- Among the respondent companies to medium-term prospect of domestic businesses, 56.5% of them responded
that they would “maintain present level” regarding domestic businesses. However, slightly over 30% of the 40%
companies have responded to “scale back” such prospects due to “progressed strong yen”. 10.2%
HApproximately 60% of the companies that will “scale back/withdraw” domestic businesses 20% 26.5%
- . (]
will move to further “scale back” due to progressed strong yen. b o 22.4% 14.3%| | o
- It was identified that of those companies that responded to “scale back/withdraw” prospects for domestic 0% B 0 0.01™="10{0%
businesses over the medium-term, more than 30% of such companies will make further “set backs” of domestic 2 ) )
businesses in the event of worsening of each item of the “Six-fold oppressions”. In particular, more than 60% of 2 % o2 <&, %
the compani « ; » : f « » ) 2 © C ) ‘o
panies that responded to “scale back/withdraw” domestic businesses due to “progressed strong yen * % Y O S > .% Ol
selected to “scale back”. This illustrated results that the progressing strong yen will accelerate shrinking of ’é, L) L) %}% 2 % <. %/
domestic businesses. ® Qoé Qoo/ ’o;%' %o %, %_?9
. . . . . ()
mSlightly over 30% of the companies that responded “undecided” inclined to “scale back” % %o ¢ Qo,_‘ %% "%'9‘0
domestic businesses due to progressing strong yen. °';, ‘o ”-% %o ?% %_‘!,'%
- Slightly over 30% of the companies that responded to prospects for domestic businesses over the medium- ® %\; 2 % o e
term responded that they will switch initial prospects (="undecided”) to “scale back”. It was identified that for %, e
those companies that had changed their selection from “maintain present level” to “undecided”, a “progressed 2
\strong yen” gives impact on the prospect for domestic businesses in particular.
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IV. Promising Countries/Regions over the Medium-Term
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IV. 1. Rankings of Promising Countries/Regions (Medium-term prospects) p-22

¥ See Appendix 1 for pre-FY2010 results of Figure 31 and for

Figure 31: Promising Countries/Regions for Overseas Business over Promising Countries/Regions for Mid-tier firms/SMEs over
the Medium-term (next 3 yrs. or so) (multiple answers are possible) the Medium Term)
Q The respondents were each asked to name . No. of respondents citing
the top 5 countries that they consider to have | ¢ Percentage country/region EmChina secured the first rank, but the number of votes
promising prospects for business operations share = “Total No. of dent .
over the Medium-term (next 3 yrs. or so). ota cc)t-)gntrfi‘:gon en was reduced substantially.
- Since inception of the survey of promising countries with regard to the present
Rankin No. of Percentage formbin 19](92, Chir&e} has mainta.ine((;ge first ran.k (I):igure 33). Hgvgev;g, the .
. number of ri ndin mpani mpanies) was r mpani
g Companies Share(%) umber of responding companies companies) was reduced by 50 compa eos
CountryIRegion 2012 2011 from the last survey and the percentage share also declined by approximately 10%.
2012 < 2011 2012 2011 -81.3% of the responded companies maintain production basis in China (p.23), and
(Total)| 514 507 in view of the observed sentiment of occasional halt in their stance of
1 _ 1 China 319 369| 62.1 72.8 strengthgnlng in all regions in C‘hlna, itis gon5|dered thqt .Japanese manufacturing
. companies are changing their views of China as a promising country from the
2 - 2 India 290 297| 56.4 58.6 viewpoint of deteriorating business environments as well as business portfolio.
Z : :53 !Phd‘?lnez'a f;g ::gg g;? ggg HFast progressing Indonesia surged to the third rank
. atlan : . this time.
5 . 4 Vietnam 163 159( 31.7 314 -In this survey, Indonesia was cited by 215 companies as a promising country,
i having attained the third rank. In contrast to 41 responded companies in FY2008,
razi 0 .
. the country was appreciated by five times the number of companies. The point of
7 12 Mexu?o 72 29| 14.0 5.7 Indonesia which is most highly expected is the growth potential of the local market,
8 . 7 Russia 64 63| 125 124 which is regarded as promising by a wide spectrum of industries.
9 8 | USA 53 50( 10.3 9.9 EThailand still attracts expectation.
10 19 | Myanmar 51 71 9.9 1.4 - In spite of the impact of the floods, the obtained votes of Thailand (165
11 9 Malaysia 36 39 7.0 7.7 companies) was the same as last year. In the follow-up survey conducted in April,
' ' this year, the impact of the floods was assessed as limited. Also, in this survey,
12 11 Korea 23 31 4.5 6.1 Thailand secured solid evaluation as a promising country.
12 15 | Turkey 23 12( 45 24
. EMyanmar was the 10t rank, and Cambodia and
14 § 10 | Taiwan 22 35 43 6.9 ’
e ) ) Bangladesh managed to remain in top 20 ranking.
15 § 14 | Philippines 21 15| 41 3.0 glacies ged & P 9
. - The biggest point of attention in this survey was the rank up of Myanmar to the 10t
16 . 13 Slngapore 16 25 3.1 4.9 rank. Reflecting progress in democratization, interest of companies in this
17 . 16 | Cambodia 13 8| 2.5 1.6 attractive country in terms of the size of population (approximately 62 million ) and
. location (neighboring to Thailand) has increased. However, companies with
18 : 16 | Australia 11 8 21 1.6 specific business plans are still limited.
19 t 16 Bang|ad93h 10 8 1.9 1.6 - While ranks of Cambodia and Bangladesh were lower than last year, the number
20 21 Germany 6 5 1.2 1.0 of responded companies was increased.
3 o , , _ EMexico’s sharp rise driven by automobiles sector.
Note 1: In addition to the countries listed above, the following regions also gained responses: ) . .
North America (16 companies, 3.1% of the total); Middle East /GCC (13 companies, 2.5% of - Mexico was the next most attractive country after Myanmar. In particular, degree of
the total); EU/Europe (8 companies, 1.6% of the total); ASEAN/Southeast Asia/other interest in automobile sector was high (half of responded companies were
surrounding countries of Thailand (7 companies, 1.4% of the total). automot_)ne manufacturers). In case c_)f the country, more than half of the
Note 2: In case of the same ranking, listed by alphabetical order. Qmpanles that responded as promising have business plans. /
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IV. 2. Promising Countries/Regions: Changes in Percentage Shares (8 main countries) p.-23

Figure 32: Promising Countries/Regions for Overseas Business (Reference) The Number of Companies Which

over the Medium-term (next 3 yrs. or so): Percentage Shares Have One or More Overseas
Affiliates of Production in China

(%)

100 - No. of
——_China Year of survey | respondent Proportion

companies

_ FY2000 268 57.5%
80 - —7—Indonesia FY2003 408 71.8%
—e—Thailand FY2005 487 82.5%

o Vietnam FY2010 481 80.3%
FY2012 490 81.3%

India

60

O Russia Note: The ratio in the table shows the ratio of
the number of companies which have one
or more overseas affiliates of production
in China to the number of responding
companies to the question regarding the
number of overseas affiliates.

40

20

APercentage share of China shown in a \
repetition of ups and downs.
| -Figure 32 illustrates trend of percentage shares since

the survey of promising countries with the present form
92 93 94 95 96 97 98 99 00 01 02 03 04 05 06 07 08 09 10 11 12 (SurweyFY) was started in 1992. While the top ranked China

/ I \ \ increased the percentage share as a result of the
/\ southern tour lecture by Deng Xiao Ping who advocated

/\ /\ /w\ (9] /\ /\ A A acceleration of reform/opening, it later declined but

7 ?,,’ < g 53 S turned upward again after the Asian currency crisis.

2 & ) s || 2| o 2 é § Following entry into the WTO, the percentage share

= o a Lo ;>u 3|3 3 = peaked out, declining afterward by SARS and Anti-

i -5 f—_’: ;‘5 g’ Q a g' Japanese protests. After the Lehman Brothers Shock, it

= 2 3 53 || & » (4 = came to be highlighted as a market as well.

: Sl |82 18)8] 3 |3 india, wh |

3 o © 18 g 2 £ India, which has had trouble growing.

% @ § s || 7 & = -India is a promising country ranked at 2™ over the

@ o 5' Q medium-term, and 15t over the long-term perspectives.

However, under present situation, degree of satisfaction
with profitability remains low. It is considered that such

a situation exists highlighting the background of a
percentage share of India which has resisted to grow./
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IV. 3. Existence of Real Business Plans (Top 20 countries/regions) p.24

@ Figure 33: Existence of Real Business Plans in Promising Countries (FY2012 Survey)
Companies that named promising
countries over the medium-term

in Figure 31 were asked whether 100%

(319) (290) (215) (165) (163) (132) (72) (B4) (53) (51) (36) (23) (23) (22) (21) (16) (13) (11) (10) (6)

they had business plans for each ] N | |
of the countries they chose. | — L
28.5 26.1
80% |
40.6) 45.8 e

. Plans, including either for new 56.2 51.6 505 [58-3 50.9) 1 I61.9 |50.0

business forays or additional : 62.9 55.6 69.6 69.2 |75 7 66.7

investment, do exist 60% M ’ "1 l6o.d

[] No concrete plans exist at this point 86.3

[] No response

40%
Note 1: Each ratio in the graph was obtained by 68.7 2L
dividing each number of responding companies 54.5 508 54.5
for “Plans exist”, “No plans exist” and “No 414 46.0 ’ 45.3 43.8
response” by the number of companies that 20% 1 : 38.7j40-9 35.9 36.1 333
responded as promising. 30.4] 30.557 3|@30.0 :
Note 2: The figures in parenthesis above the bar graph
indicate the number of companies which
responded to the countries as being promising. 0%
. : ; Q 4 A A A
Note 3: Refer to Appendix 8 regarding the number of 3, 90" . o 3
responding companies for each choice. ?9 () ‘f& ‘l& ?90
2
GChina with a high ratio of “Plans exist”. I
- Figure 33 illustrates the ratio of responding companies which have real business
plans for the responding companies for the top 20 ranked countries/regions of . No. of
promising countries/regions for business development over the medium-term Figure 34: Promising Countries/Regions for Rank|Country/region respond‘?nt
perspectives. As pointed out in the past report, many of the responding o ’ o ti - companies
companies which cited China as a promising country maintain specific business Versea_s perations over 1 [(China 219
plans. The ratio was 68.7% which is outstanding along with Korea among the the Medium-term (next 3 yrs. or so) 2 |india 120
top ranked countries, while it was somewhat lowered from the previous survey prospects 3 |Indonesia 99
(71.3%). . .

. ’ ) . . (Companies that responded as “having 4 |Thailand 920
EStill few companies have concrete business plans in plans”).(Aggregated the number of 5 |Vietnam 63
Myanmar. companies which responded that 6 |Brazil 54
- The number of companies that cited Myanmar as a promising country was 51 as Plans exist”) 7 |Mexico 38
shown in Figure 31. It is assumed that there is an anticipated expectation in the
back of increased opportunities to be reported by the media lately. Those with 8 [USA 24
specific business plans, however, remained at 6 companies (11.8%). 9 |Russia 23
Recalculation of targeting companies which responded that they had business 10 |Korea 16

plans placed Myanmar at 16th rank.
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IV. 4. Rankings of promising countries/regions (By industry, long-term prospects)

Figure 35: Promising Countries/Regions for Overseas Operations
over the Medium-term (next 3 yrs. or so) Prospects

(by major industry)

p-25

Figure 36: Promising Countries/Regions for Overseas Operations

over the Long-term (next 10 yrs. or so) Prospects
(by major industry)

Chemicals Automobiles No. of Point Change from
respondent O last survey
Rank| Country $Y2?1$ _":_Yz?;; Rank| Country EYZ?;Z I:_Y20|1812 Rank Country companies gaining Change
: (Total 71)| (Total 80) : (Total 95)| (Tota (Total 387) ratio (companies)
1| China 43 63 1| India 66 56 1 India 251 649%| 4 82
2 India 43 46 2 China 60 61 . o
- 2 China 218 56.3% A 81
3 [ (Indonesia 26 17 | 3 | (Indonesia 54 38 . o
: - 3 Indonesia 149 38.5% 2
4 | Thailand 25 26 4 Mexico 37 17 . o
. 4 Brazil 140 36.2% A 56
5 Vietnam 21 23 5 Brazil 34 32 - o
- - 5 Vietnam 110 28.4% A 36
6 Brazil 14 25 6 | Thailand 32 35 . o
. 6 Thailand 103 26.6% A1
7 USA 12 12 7 Russia 18 8 . o
. - 7 Russia 78 20.2% A 17
8 Malaysia 1 12 8 Vietham 15 16 o
) 8 Myanmar 65 16.8% 58
9 Mexico 7 2 9 | Myanmar 9 2 . o
9 [ singapore 7 8 10 | 'UsA 6 4 o Mexico 46 11.9% 21
93p 10 USA 34 8.8% A2
Note: The number of responded companies in the previous survey (FY2011 Survey)
was 420.Refer to Appendix 1 regarding ranking in the previous survey.
Electrical Equipment & Electronics General Machinery / \
Rank| Country FY2012 | FY2011 Rank| Country FY2012 | FY2011 EThe number of responded companies citing Indonesia as a
(Total 81)| (Total 86) (Total 47)| (Total 48) promising country increased regarding 4 major industries.
1 China 55 61 1 China 29 30 - Figure 35 compiled ranking of promising countries over the medium-term regarding 4 major
2 India 43 54 2 India 26 28 industries for which there were many respondent companies. It shows that the number of
3 Vietnam 29 27 3 [Indonesia 23 13 ] responding companies for Indonesia increased in all the 4 major industries. Also, it shows
4 Brazil 25 27 4 Thailand 17 15 a sharp increase in the number of responding companies for Mexico regarding automobiles.
5 [Indonesia 24 16 ] 4 Vietnam 17 14 - While China and India were ranked high, the number of responding companies was either
6 Thailand 22 27 6 Brazil 13 17 same level with the previous time or somewhat lower. As for China, in the automobile
7 |Philippines 8 6 7 Russia 9 8 :aerflior in which the country was top ranked last year, it was lowered by one rank to the 2nd
8 Korea 6 5 8 Turkey 6 3 '
8 Russia 6 9 9 Mexico 5 2 B Top 2 promising countries over the long-term are India and
10 | Myanmar 5 1 10 USA 4 5 China, but the number of responding companies dropped
10 Turkey 5 0 sharply.

- Since the FY2010 survey, India and China have been the 1st rank and 2nd rank
respectively in terms of promising country over the long-term prospects. The number of
companies that responded both India and China as promising countries this time, however,
was more than 80 fewer than that in the previous survey (Figure 36).

- In contrast, those for which the number of responding companies increased were the 8th
ranked Myanmar and the 9t ranked Mexico. In the case of Myanmar, it showed
approximately a nine-fold increase from 7 companies in the previous time to 65 companies

this time.
- /
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IV. 5. Reasons for Countries as Promising for Overseas Operations and Issues: China

% Refer to Appendix 2, 3 for details of reasons for being promising for the top ten promising countries over

No.1: China

(Total No. of respondent companies: 312) CO:%;LS Ratio
1 Future growth potential of local market 229 73.4%
2 Current size of local market 146  46.8%
3 Supply base for assemblers 87  27.9%
4 Inexpensive source of labor 83 26.6%
5 Concentration of industry 69 22.1%

Issues

(Total No. of respondent companies: 300) CO:E;LS Ratio

Rising labor costs 229 76.3%

Execution of legal system unclear (frequent changes) 172 57.3%

Intense competition with other companies 157  52.3%

Insufficient protection for intellectual property rights 127 42.3%
Restrictions on foreign currency/transfers of

9 y 107 35.7%
monev overseas

a A ODN -

(IWhiIe there was no change in the order from last year both for reasons as )

promising and issues, the ratio of companies that cited “Future growth potential of
local market” has continued to fall with FY2010 as the peak. On the other hand, the
ratio of companies that cited “Current size of local market” increased slightly,
indicating that it is continuing to be viewed as an attractive market.

EWhile the ratio of companies that pointed out “Inexpensive source of labor” as the
reason for being promising continued to decline, the ratio of companies that pointed
out “Rising labor cost” increased also in this survey. It shows that while Japanese
manufacturing companies continue their production in China, rising personnel

Reasons
(Note 1) (Note 2)

\_expenses have become a major issue. )

the medium-term and issues.

Changes over
past 5 years

—o— 1.Future growth potential of local market
—aA— 2.Current size of local market

3.Supply base for assemblers
—{1+4.Inexpensive source of labor

—¥— 5.Concentration of industry

100%

p-26

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%
(FY)

73.4%

46.8%

2008 2009 2010 2011

2012

(No. of companies) (294) (348) (394) (351) (312)

Changes over
past 5 years

—@— 1.Rising labor costs
—%— 2.Execution of legal system unclear
—— 3.Intense competition with other companies

---0--- 4.Insufficient protection for intellectual
property rights

—+— 5.Restrictions on foreign currency/transfers of
money overseas

—-m—-- (6.Labor problems)

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%
(FY)

76.3%

2008 2009 2010 2011

2012

(No. of companies) (285) (336) (377) (339) (300)

Note 1: The “No. of companies” here refers to the number of companies that responded to questions concerning “reasons for being a promising country” and “issues” out of the number of

companies that listed the country/region in Figure 31. For this reason, the number of companies here may not be the same as in Figure 31.
Note 2: “Ratio” refers to the number of companies that cited “reasons for being a promising country” or “issues “ divided by the total number of respondent companies.
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IV. 5. Reasons for Countries as Promising for Overseas Operations and Issues: India

No.2: India

Reasons

No. of

(Total No. of respondent companies: 279) . ... Ratio
1 Future growth potential of local market 237 84.9%
2 Inexpensive source of labor 106  38.0%
3 Current size of local market 74  26.5%
4 Supply base for assemblers 69 24.7%
5 Qualified human resources 44 15.8%
Issues

(Total No. of respondent companies: 255) > > Ratio
1 Underdeveloped infrastructure 122 47.8%
2 Intense competition with other companies 86 33.7%
3 Execution of legal system unclear (frequent changes) 84 32.9%
4 Labor problems 80 31.4%
5 Complicated tax system 56 22.0%
5 Rising labor costs 56 22.0%

(lThe order from the 1st to 3rd of the reasons for being promising remained )

unchanged from the last result. The number of companies citing “Future growth
potential of local market” was reduced slightly reflecting recent slowdown of growth of
the Indian economy, but most of the companies hold expectation for growth potential
of the Indian market. Further, the number of companies citing “Supply base for local
assemblers” increased in line with the increased number of local affiliates.

BAlso with respect to the issues, the order was unchanged except for the 4th “Labor
issues”, and responses wishing for development of infrastructure continued to reach
close to half of the companies. In the back of sudden emergence of labor issues in
this survey, it is assumed that there was influence regarding the violence against a

\Japanese company that occurred in July, this year. )

p.27

100%

90%

Mfa%

80%
Changes over

past 5 years 70% |

60%
50%

40%

D—D/D\D\a?j()%
M

(FYy 2008 2009 2010 2011 2012
(No. of companies) (269) (275) (310) (283) (279)

—&— 1.Future growth potential of local market

——2.Inexpensive source of labor 30% -

—aA— 3.Current size of local market 20%

4.Supply base for assemblers 10% |

——5.Qualified human resources

100%

Changes over

past 5 years 0% |

80% |
70% |
60% [
—ll— 1.Underdeveloped infrastructure 50% |-
—2—2.Intense competition with other companies| 4q0, |
—%— 3.Execution of legal system unclear 30% |

—-m—--4.Labor problems
20% |

---O--- 5.Complicated tax system
10% |
—ae— 5.Rising labor costs

0% L L L L
(Fy) 2008 2009 2010 2011 2012
(No. of companies) (257) (260) (294) (255) (255)
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IV. 5. Reasons for Countries as Promising for Overseas Operations and Issues: Indonesia

H No.3 : Indonesia

Reasons

(Total No. of respondent companies: 208)
Future growth potential of local market
Inexpensive source of labor

Supply base for assemblers

Current size of local market

Base of export to third countries

Issues

(Total No. of respondent companies: 171)

a b~ WODN -

Intense competition with other companies
Underdeveloped infrastructure

Rising labor costs

Difficult to secure management-level staff

a ~r ODN -

Execution of legal system unclear (frequent changes)

No. of
companies

1

No. of
companies

74
84
58
54
25

65
57
54
45
41

Ratio

83.7%
40.4%
27.9%
26.0%
12.0%

Ratio

38.0%
33.3%
31.6%
26.3%
24.0%

Indonesia.

\_class personnel “ as issues increased gradually.

(mThe number of responding companies stating reasons of being promising for )
Indonesia increased to 67 companies, of which the number of companies that
selected “Future growth potential of local market” was 59. Industry wise, the
country gathered responses as a promising country from a wide spectrum of
industries, centering on automobile. This shows that the driving force behind the
rapid progress to the 3rd rank as a promising country was growth of the market of

EThe ratios of “Intense competition with other companies” and “Undeveloped
infrastructure” that were high ranked as issues leveled off. In the meanwhile,
companies that recognize “Rising labor cost” and “Difficulty in securing manager

J/

Changes over
past 5 years

—=— 1.Future growth potential of local market

—— 2.Inexpensive source of labor
3.Supply base for assemblers
—#A— 4.Current size of local market

---0--- 5.Base of export to third countries

Changes over
past 5 years

—A— 1.Intense competition with other companies

—&— 2.Underdeveloped infrastructure

—e— 3.Rising labor costs

— —~— — 4.Difficult to secure management-level staff 10%

—%— 5.Execution of legal system unclear

p-28

90%

80% |

70% |

60% [

50% |

40%

30%

20%

10% |

83.7%

40.4%

0%

(No. of companies) (41)

90%

(Fyy 2008 2009 2010 2011 2012

(50) (105) (141) (208)

80% |-

70%

60% |-

50% |

40%

30%

20%

0%

.3%

(No. of companies) (41)

(Fy) 2008 2009 2010 2011 2012

(48) (98) (119) (171)
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IV. 5. Reasons for Countries as Promising for Overseas and Issues: Thailand

—

No.4: Thailand

Reasons

(Total No. of respondent companies: 160) . \°* . Ratio
1 Future growth potential of local market 85 583.1%
2 Inexpensive source of labor 58 36.3%
3 Supply base for assemblers 49  30.6%
4 Current size of local market 44  27.5%
5 Concentration of industry 43  26.9%
Issues

(Total No. of respondent companies: 137) Cor':f)'aﬂ?es Ratio
1 Rising labor costs 73  53.3%
2 Intense competition with other companies 55 40.1%
3 Difficult to secure management-level staff 35 25.5%
4 Difficult to secure technical/engineering staff 29 21.2%
5 Security/social instability 26 19.0%

ﬁThe No.1 reason for listing Thailand as being promising is the “future growth \

market.

of production.

\ place in April 2012.

potential of local market”. While the ratio of response fell from the previous survey, it
was indicated that more than half (85 companies, 53.1%) of the companies that
regarded Thailand as promising maintain expectation for expansion of the Thai

mIn spite of damages of the floods received by many Japanese affiliates last year,
evaluation of the aspect of production remains high. The ratio of responses for the
3rd ranked “Supply base for assemblers” was the 2nd highest after Mexico among
high ranked promising countries, and as to the 5th ranked “Concentration of
industries”, the country receives the highest ratio of response among promising
countries. This evaluation shows the degree of attractiveness of Thailand as the base

HIn this survey, “Rising labor costs” became the 1st ranked issue due to increased
number of companies pointing out this issue (51 —73). It is assumed that there was
insufficiency in the work force, in addition to the raise of the minimum wage that took

Changes over
past 5 years

—— 1.Future growth potential of local market
—0O—2.Inexpensive source of labor
3.Supply base for assemblers
—A— 4.Current size of local market
—%— 5.Concentration of industry

---0--- (6.Base of export to third countries)

p-29

80%

70%

60%

| 53.1%
50% |
a0% | D/D/D\D\?»GE-IS%

0.
30% | ’ :

20%

10% |

0% L L L L
(FY) 2008 2009 2010 2011 2012

(No. of companies) (124) (108) (132) (159) (160)

Changes over
past 5 years

—— 1.Rising labor costs
—/— 2.Intense competition with other companies

— —~— — 3.Difficult to secure management-level staff

---© - - 4.Difficult to secure technical/engineering staff 10% |

©—5.Security/social instability

80%

70%

60% |

50%

40%

30%

20%

0% L L L L
(FYy 2008 2009 2010 2011 2012

(No. of companies) (117) (104) (128) (133) (137)
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IV. 5. Reasons for Countries as Promising for Overseas Operations and Issues: Vietham p.30

No.5: Vietham -

Reasons 70% | 67.5%
. No. of .
(Total No. of respondent companies: 160) > .. Ratio HH Cha'zgses over 60% |
' past 5 years 58.8%)
1 Future growth potential of local market 108 67.5% son |
2 Inexpensive source of labor 94  58.8%
. o 40% |
3 Qua"fled human resources 30 188 A) —— 1.Future growth potential of local market
4 Good for risk diversification to other countiries 26 16.3% _ 30%
—{1— 2.Inexpensive source of labor
5 Base of export to third countries 22 13.8% o o |
3.Qualified human resources 20%
Issues +4.Good.f.or risk diversification to other 10% |
countiries
. . ---0--- 5.B f rt to third tri
(Total No. of respondent companies: 129) > % Ratio 7% o7 exporto T couries o
. (Fyy 2008 2009 2010 2011 2012
1 Underdeveloped infrastructure 58 45.0% (No. of companies) (150) (149) (165) (149) (160)
2 Execution of legal system unclear (frequent changes) 36 27.9% 80%
2 Difficult to secure management-level staff 36  27.9% Changes over
.. o past 5 years 70% |
4 Rising labor costs 35 271%

5 Intense competition with other companies 33 25.6% 60% |

(m “Future growth potential of local market” was cited as being the No.1 reason and ) 50% | )
“inexpensive source of labor” as the No.2 reason for being promising; Vietnam is 45.0%
considered promising for both aspects of the market and bases for production. The
feature of Vietnam as seen in the reasons for being promising, lies in the fact that

the ratio of the 4th ranked “good for risk diversion to other countries” is the highest

40% |
—ll— 1.Underdeveloped infrastructure
30% |

among the top promising countries (followed by Myanmar’s 14.6%). 2.Execution of legal system unclear
BThe No.1 issue was “underdeveloped infrastructure” which was pointed out by
almost half (45.0%) of respondent companies, and it has become the major issue - -~ - 3.Difficult to secure management-level staff| 20% |

for Japanese companies in Vietnam. Further, the ratio of responses of this item is
the 3rd highest following Myanmar (72.1%) and India (47.8%) among top

promising countries. s . .
—A—5.Intense competition with other companies

HIn addition to this, the ratio of responses of the No.5 issue “intense competition 0% : : : :

with other companies” has risen every year in the back of existence of many (Fy) 2008 2009 2010 2011 2012

companies that started to make entry into the Vietnam market, paying attention to (No. of companies) (144) (136) (156) (121) (129)

\the market. )

——4.Rising labor costs 10% |
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IV. 5. Reasons for Countries as Promising for Overseas Operations and Issues: Brazil

No. 6: Brazil

Reasons

No. of

(Total No. of respondent companies: 132) ., ... Ratio
1 Future growth potential of local market 117  88.6%
2 Current size of local market 34 25.8%
3 Supply base for assemblers 30 22.7%
4 Inexpensive source of labor 19 14.4%
5 Social/political situation stable 10 7.6%

Issues

(Total No. of respondent companies: 110) °*  Ratio
1 Intense competition with other companies 37 33.6%
2 Execution of legal system unclear (frequent changes) 31 28.2%
3 Security/social instability 30 27.3%
4 Complicated tax system 28 25.5%
4 Rising labor costs 28 25.5%
4 A

\_

HIn terns of the number of responding companies, 132 companies which was
less than last time by 13 companies recognized the country as promising,
approximately 90% of them citing future growth potential of the local market.
For Japanese companies, the country continues to be promising, but recent
economic slowdown and other factors dampened the ranking.

HAs issues, “intense competition with other companies” was No.1 as in the
previous survey with 33.6%, but the ratio of responses went down. Amidst
other issues that are also leveling off, there is a move to start to recognize
rising labor costs as an issue.

100%

90%

Changes over
past 5 years

|

—o— 1.Future growth potential of local market

50% |

40%

—A— 2.Current size of local market
3.Supply base for assemblers
——4.Inexpensive source of labor

—%— 5.Social/political situation stable

80%

70%

60%

30%

20%

10% |

0%
(FY)
(No. of companies)

100%

Changes over

past 5 years 0%

80%
70%
60%
50%

—— 1.Intense competition with other companies, 40%

—%— 2.Execution of legal system unclear 30%

©— 3.Security/social instability 20%
(]

---O--- 4.Complicated tax system
P R 10%

—e—4.Rising labor costs
0%

Copyright © 2012 JBIC All Rights Reserved.

88.6%

2008 2009 2010 2011 2012
(91) (95) (126) (138) (132)

2%

(Fyy 2008 2009 2010 2011
(No. of companies) (88)

2012

(88) (120) (115) (110)



IV. 5. Reasons for Countries as Promising for Overseas Operations and Issues: Mexico p.32

No. 7: Mexico o
70% |
Reasons o
. No. of . Changes over
(Total No. of respondent companies: 70) ... Ratio HH bast 5 years s |
1 Future growth potential of local market 36 51.4%
1 Supply base for assemblers 36 51.4% 0%
3 |neXpenSive source of labor 20 28.6% —e— 1.Future growth potential of local market | 30% |
4 Base of export to third countries 17  24.3% 1.Supply base for assemblers o |
5 Current size of local market 16 22.9% 05— 2.Inexpensive source of labor
---O--- 4.Base of export to third countries 10%
Issues —a— 5.Current size of local market % ‘ ‘ ‘ ‘
(!EY> 2008 2009 2010 2011 2012
(Total No. of respondent companies: 59) . \>°  Ratio (No-of corpanies) (1) (20) - 29)  @9)  (70)
1 Security/social instability 31 52.5%
2 Difficult to secure management-level staff 22  37.3% Changes over 80%
3 Difficult to secure technical/engineering staff 16 27.1% past 5 years 0% |
4 Intense competition with other companies 13 22.0%
5 Lack of information on the country 12 20.3% 80% 1 52.5%
°

50%

~

(lReviewing the companies that responded to this question by industry, the feature is
the existence of much automobile and general machinery, etc. While Mexico is a
member country of NAFTA, having started EPA with Japan in 2005, the number of

40%

©— 1.Security/social instability

respondent companies used to stay in a level of 20 companies or so. A conceivable 30%
reason for the largely increased votes this time is attributable to advancement of - —— — 2.Difficult to secure management-level staff

. . . . o |
Japapgse automobile assemblers |.nto the country. Looking at the reasons for t_)e_mg o - 3.Difficult to secure technicallengineering staff 20%
promising also, half of the companies that regarded the country as being promising

cited “growth potential of the local market” (51.4%) as well as “supply base for —+A—4.Intense competition with other companies 10%
assemblers” (51.4%).

5.Lack of information on the country

BOn the other hand, the No.1 issue of the country is “security/social instability”, which 0% . . . .
was cited by half of respondent companies as an issue. Also, in response to (FY) 2008 2009 2010 2011 2012
increasing number of companies that are actually advancing, the issue regarding (No. of companies) (21)  (19) (23) (23) (59)

\“difﬁculty to secure management-level staff’ (37.3%) also gathered responses. )
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IV. 5. Reasons for Countries as Promising for Overseas Operations and Issues: Myanmar p.33

ﬁ No. 10: Myanmar [Changes in Reasons as Promising/Issues]
companies
Reasons FY2011 FY2012
Reasons No. of respondent companies 7 48
(Total No. of respondent companies: 48) No.of  potio Inexpensive source qf labor 71100.0%| 35| 72.9%
_ companies Future growth potential of local market 1| 14.3%| 24] 50.0%
1 Inexpensive source of labor 35  72.9% Qualified human resources 0] 0.0%| 7[14.6%
2 Future growth potential of local market 24 50.0% Good for risk diversification to other countiries 2| 28.6%| 7[14.6%
e companies
3 Qualified human resources 7 14.6% Issues FY2011 FY.2012
3 Good for risk diversification to other countiries 7 14.6% No. of respondent companies 5 43
5 Inexpensive components/raw matrials 6 12.59 Underdeveloped infrastructure 3| 60.0%| 31(72.1%
P P % Security/social instability 4] 80.0%]| 22| 51.2%
5 Base of export to Japan 6 12.5% Underdeveloped legal system 2| 40.0%| 21/ 48.8%
5 Base of export to third countries 6 12.5%

[Number of responses by industry]

Issues] FY2012

. No. of . FY2011 :
(Total No. of respondent companies: 43) . Ratio year-on-year _Plans exist
. Foods 1 5 +4 -
1 Underdeveloped infrastructure 31 721% Textiles 2 10 +8 3
2 Security/social instability 22 51.2% Paper, Pulp & Wood 0 3 +3 1
Chemicals (incl. plastic products) 0 2 +2 -
o
3 Underdeveloped legal system 21 48.8% Petroleum & Rubber 0 > +2 .
4 Lack of information on the country 16 37.2% Ceramics, Cement & Glass 0 2 +2 -
5 Execution of legal system unclear (frequent changes) 14 32.6% f/lt:teall Products 8 fll :‘11 :
General Machinery (assembly) 1 1 0 -
EMain reasons for being promising are “inexpensive source of labor” (35 companies, Electrical Equipment & Electronics (assembly) 0 2 +2 1
72.9%) and “future growth potential of local market” (24 companies, 50.0%). In the Electrical Equipment & Electronics (parts) 1 3 +2 -
background of the rapid progress in the ranking of promising countries, it is assumed Transportation (excl. Automobiles) 0 1 +1 -
that there is existence of expectation for the new market, fueled by frequent media Automobiles (parts) 2 9 +7 1
exposure triggered by progressing advancement of democratization. Precision Machinery (parts) 0 1 1 -
BCompared with the previous year, the country gathered responses from a wide Other 0 5 +5 -
spectrum of industries including textiles (plus 8 companies) and automobile parts Overall 7 51 vy 6

(plus 7 companies). In the textile sector, there are 3 companies with specific plans.

®’Underdeveloped infrastructure” (72.1%) has been recognized as an imminent issue. | Note: 51 companies which is the total value of the above [Number of responses by industry]

To follow, half of the companies (51.2%) cited “security/social instability” as an issue is the same number of companies that responded to the question for reasons for

reflecting uncertainty in the prospects of the democratization process. Premature countries as being promising for overseas operations as shown in Figure 31. Take

systems such as “inadequate legal system” (3" reason) and “unclear execution of note that the figure is different from the number of respondent companies for reasons
I »/=th . . as being promising and with regard to the question.

\egal system”(5" reason) have been recognized as issues also. )
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IV. 6. Supplementary Information (1): Promising Regions within China and Reasons
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Q
Companies that listed China among promising countries/regions over
the medium (next 3 yrs. or so) were then asked to identify up to 3
promising regions each for sales and manufacturing within China.
Figure 37: Promising Regions within China
(1) Production
FY2011 Survey result FY2012 Survey result
Rank Region No. of Rank Region No. of
companies companies
1 |Eastern China (3) 217 1 |Eastern China (3) 165
2 |Southern China (4) 173 2 [Southern China (4) 124
3 |Northern China (2) 144 3 |Northern China (2) 102
4 |Inland China —Central (5) 113 4 [Inland China —Central (5) 82
5 Inland China-Western: 60 5 Inland China-Western: 55
Sichuan, Chongging (6) Sichuan, Chongging (6)
6 |Northeastern China (1) 57 6 |Northeastern China (1) 47
7 |Inland China-Western (7) 6 7 [Inland China-Western (7) 5
No. of companies 310 No. of companies 252
that answered the question that answered the question
(2) Sales
FY2011 Survey result FY2012 Survey result
Rank Region No. of Rank Region No. of
companies companies
1 |Eastern China (3) 272 1 |Eastern China (3) 209
2 |Northern China (2) 218 2 |Southern China (4) 159
3 |Southern China (4) 213 4] 3 [Northern China (2) 154
4 |Inland China —Central (5) 88 4 [Inland China —Central (5) 62
5 Inland China-Western: 58 5 Inland China-Western: 49
Sichuan, Chongging (6) Sichuan, Chongging (6)
6 |Northeastern China (1) 34 6 [Northeastern China (1) 33
7 |Inland China-Western (7) 1 7 |Inland China-Western (7) 3
No. of companies 397 No. of companies 268
that answered the question that answered the question

Note 1: The figure in the parentheses on the right of name of region corresponds to regional

number in the map.

Note 2: With respect to Inland-Sichuan and Chongging (6) in FY2011, the number of companies
that cited them as No.1 for production and sales were 10 and 11 respectively, and the
same increased to 14 and 15 each in FY2012.

EThere is no major change in the regional order, with

persistent high expectation for the coastal areas.

- As a result of the substantial drop in the number of companies listing China as a
promising country, the number of respondent companies to this question was
reduced as well. There was no change for the order of production/sales except for
a replacement of order of sales of Northern China (2) that was No.2 in the previous
time and Southern China (4) that was No.3. Eastern China, Northern China, and
Southern China occupied the top 3 positions.

EThe move to shift to inlands and Northeast is gradual.

- There are many companies that hold expectations for the inland 3 regions and
Northeastern China in terms of production. There was a slight increase in the
number of companies citing Inland-Sichuan, Chongging (6) as No.1 both for
production and sales (Note 2). The move to shift to inlands and Northeast is

\gradual.

J
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IV. 6. Supplementary Information (1): Promising Regions within China and Reasons p-35

Figure 38: Promising Regions within China (Reasons by region) Production  [fINo.1 reason [T] No.2 reason []No.3 reason

Q Sales . No.1 reason |:| No.2 reason |:| No.3 reason
Companies that listed promising regions within China in the Figure 37were
asked to select one reason in the choices. Note: The order is determined by the number of respondent companies.
Inland China-
Overall Northeastern North China (2) Eastern China Southern Inland China — Western: Inland China-
(1) Production China (1) (3) China (4) Central (5) Sichuan, Western (7)
Chongging (6)
Companies) (%)|[Companies) (%)|(Companies) (%)[(Companies) (%)|(Companies) (%)|(Companies) (%)|(Companies) (%)f(Companies) (%)
1. Qualified human resources 33 57 1 2.1 11| 10.8 12 7.3 7 5.6 2 2.4 0 - 0 -
2. Inexpensive and plentiful source of labor 103| 17.8 12| 25.5 7 6.9 8 4.8 14| 113 43.6 4 80.0
3. Advantages in terms of raw material procurement 30 5.2 8.5 5.6 2 2.4 4 7.3 1 20.0
4. Concentration of industry 24| 29.3 13| 23.6 0 -
5. Developed local infrastructure _ — 21 23.0 11.3 6 7.3 5 9.1 0 -
6. Response of the government 33| 57[<_ 6 12.8| >10/ 98 4 24 3| 24 4 49| <2786 108> o0 -
7. Other 25 4.3 21743 5 4.9 12 7.3 4 3.2 2 2.4 0~ - 0 -
Answered only region with no reason 28 4.8 0 - 3 2.9 7 4.2 7 5.6 8 9.8 3 5.5 0 -
Total respondent companies 580] 100.0|] 47| 100.0 102] 100.0 165/ 100.0 124| 100.0 82| 100.0 55| 100.0 5/ 100.0
Inland China-
Overall Northeastern North China (2) Eastern China Southern Inland China — Western: Inland China-
(2) Sales China (1) (3) China (4) Central (5) Sichuan, Western (7)
Chongging (6)
Companies) (%)|[Companies) (%)|(Companies) (%)|(Companies) (%)|(Companies) (%)|(Companies) (%)[(Companies) (%)f(Companies) (%)
1. Existence of partners and customers 156| 23.3 10| 30.3 39| 253 49| 234 35| 220 13| 21.0 10| 20.4 0 -
2. Current size of local market 133| 19.9 4 121 36| 234 48| 230 39| 245 4 6.5 2 4.1 0 -
3. Future growth potential of local market 13 3 100.0
4. Profitability of local market 57 8.5 2 6.1 12 7.8 15 7.2 19] 119(~_5/_ 81 4 _82) 0 -
5. Local logistics and merchandising base 56| 8.4 11 3.0 11 74 33| 15.8 8 5.0 2| 32 T 71l 20 o -
6. Response of the government 21 3.1 2 6.1 10 6.5 1 0.5 3 1.9 2 3.2 3 6.1 0 -
7. Other 9 1.3 2 6.1 1 0.6 3 1.4 1 0.6 1 1.6 1 2.0 0 -
Answered only region with no reason 17 2.5 0 - 4 2.6 4 1.9 2 1.3 5 8.1 2 4.1 0 -
Total respondent companies 669 100.0 33| 100.0 154, 100.0 209| 100.0 159 100.0 62| 100.0 49| 100.0 3| 100.0

Note 1: The figure in the parentheses to the right of regional name corresponds to the regional number in the map on page 34.
Note 2: Composition ratio (%) in the figures was calculated by using total number of responses for each region as the denominator, and each choice (1. ~ no reason) as the numerator.

~\

HAs a reason for listing Northeastern region/Inland-Western as promising , “response of the government” may be given.

- As reasons for being promising in terms of the number of responses regarding Northeastern China and Inland-Western, “concentration of industries” was cited to be
No.1 reason, and “cheap and abundant labor force” became No.2 reason, and “response of the government” was given as No.3 reason for being promising. Also, in
Inland —Western (Sichuan, Chongging) , “response of the government” was cited as No.3 reason for being promising.

EThere were also some companies which gave “profitability of local market” in inland regions as the reason for being promising in terms
of sales.

- Reflecting less competitive environment in inland regions compared with the coastal areas, “profitability of local market” was listed as No.3 reason for being
\promising (number of respondent companies base) in Inland-Central (5) and Inland-Sichuan, Chongging (6)

J
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IV. 7. Supplementary Information (2): Promising Regions within India and Reasons p-36

Companies that listed India among promising countries/regions over the
medium (next 3 yrs. or so) were then asked to identify up to 3 promising
regions each for sales and manufacturing within India.

Figure 39: Promising Regions within India

(1) Production

(
ESome change took place in the order of promising

-While the state of Maharashtra (4) was ranked No.1 both for production

- Gujarat (8) was the only state that enjoyed increased number of

\improvement in the order (Production: 10 —6t" | Sales: 91" —8th ),

FY2011 Survey result FY2012 Survey result
Rank Region co:]:'azfies Rank Region cox‘;'azfies
1 |Maharashtra (4) 126 1 |Tamil Nadu (6) 84
2 |Tamil Nadu (6) 94 2 |Maharashtra (4) 78
3 |Delhi (1) 66 3 |Karnataka (5) 63
3 |Karnataka (5) 66 4 |Haryana (2) 56
5 [Haryana (2) 63 5 |Delhi (1) 53
6 |Uttar Pradesh (3) 33 6 |Guijarat (8) 24
7 |Andhra Pradesh (9) 23 7 |Andhra Pradesh (9) 16
8 |Rajasthan (11) 23 8 |Uttar Pradesh (3) 15
9 [West Bengal (7) 20 9 [Rajasthan (11) 15
10 |Gujarat (8) 18 10 |West Bengal (7) 11
11 |Madhya Pradesh (10) 2 11 |Madhya Pradesh (10) 1
Other 3 Other 5
No. of companies ) 208 No. of companies ) 187
that answered the question that answered the question
(2) Sales
FY2011 Survey result FY2012 Survey result
Rank Region co:‘" of Rank Region No. of
panies companies
1 |Maharashtra (4) 157 1 |Maharashtra (4) 118
2 |Delhi (1) 114 ‘/v 2 [Tamil Nadu (6) 91
3 |Tamil Nadu (6) 901" A 3 |Delhi(1) 90
4 |Karnataka (5) 76 4 |Karnataka (5) 74
5 |Haryana (2) 64 5 |Haryana (2) 61
6 |Uttar Pradesh (3) 36 6 |Uttar Pradesh (3) 19
7 |West Bengal (7) 19 / 6 |Andhra Pradesh (9) 19
8 |Andhra Pradesh (9) 16 X 8 |Guijarat (8) 17
9 |Gujarat (8) 14 \ 9 |Rajasthan (11) 13
10 |Rajasthan (11) 14 Y 10 |west Bengal (7) 10
11 |Madhya Pradesh (10) 1 11 |Madhya Pradesh (10) 2
Other 1 Other 2
No. of companies 224 No. of companies 213
that answered the question that answered the question

Note: The figure in parentheses to the right of regional name corresponds to regional no. in the map.
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1. Delhi T8 7. WestBengal
2. Haryana EJ# 8. Gujarat
3. Uttar Pradesh ™ 9. Andhra Pradesh
4. Maharashtra 10. Madhya Pradesh
5. Karnataka 11. Rajasthan
6. Tamil Nadu 12. Other

regions.

and sales in the previous survey, it somehow managed to stay at No. 1
for sales but dropped to No.2 for production amidst substantially
decreased number of companies that responded to the state as being
promising. The state of Tamil Nud (6)which has Chennai was listed as
No.1 for production.

respondent companies both for production and sales, with accompanied

J
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IV. 7. Supplementary Information (2): Promising Regions within India and Reasons p.37

Figure 40: Promising Regions within India(Reason by region, Production)

Q

Companies that listed promising regions within India in the Figure 39 were Production . No.1 reason |:| No.2 reason |:| No.3 reason
asked to select one reason in the choices.

Note: The order is determined by the number of respondent companies.

(1) Production Overall Delhi (1) | Haryana (2) | V" (P?:;“deSh Mahif;smra Karnataka (5) | Tamil Nadu (6)
Companies) (%)][Companies) (%)|(Companies) (%)|(Companies) (%)|(Companies) (%)|(Companies) (%)|(Companies) (%)]
1. Qualified human resources 48| 114 9 17.0 9/ 16.1 2| 133 10| 12.8 6 9.5 6 71
2. Inexpensive and plentiful source of labor 58| 13.8 6 113 9 16.1 2| 133 14| 179 5 7.9 11| 131
3. Advantages in terms of raw material procurement 30 71 4 7.5 1 1.8 0 - 7 9.0 4 6.3 8 9.5
4. Concentration of industry 1 2 7 46.7 2 .
5. Developed local infrastructure 53| 12.6 5 94 5 8.9 2| 133 |¢~ 14| 179| "~ 5 78] 14| 16.7]>
6. Response of the government 27| 6.4 4 75 3| 54 11 6.7 “oT=[ 3] 48|~ ~®~ 71
7. Other 25 5.9 2 3.8 3 5.4 0 - 4 5.1 5 7.9 3 3.6
Answered only region with no reason 15 3.6 2 3.8 4 7.1 1 6.7 2 2.6 3 4.8 2 2.4
Total respondent companies 421 100.0 53| 100.0 56| 100.0 15| 100.0 78| 100.0 63| 100.0 84| 100.0
West(?)e ngal Guijarat (8) Pr:‘g::t:elg) Pr;\fjaei:ya 0) Rajasthan (11) Other
(Companies) (%)fCompanies) (%)(Companies) (%)[Companies) (%))(Companies) (%)) Companies) (%)

1. Qualified human resources 2| 182 2 8.3 1 6.3 0] - 1 6.7 0 -
2. Inexpensive and plentiful source of labor -18.2| 4, 16.7 2| 125 0 - 3] 20.0 0 -
3. Advantages in terms of raw material procuremerft 8.3 0 - 0 - 0] - 1| 20.0
4. Concentration of industry - 0" - 9 56.3 1 100.0 8 533 0 -
5. Developed local infrastructure 2| 18.2] 1 . 0 2 133 0 -
6. Response of the government 1 94 1 6.3 0 0 - 11 20.0
7. Other 11 91| ~ ™[ 783 1 83 o - 1 67
Answered only region with no reason 0 - 0 - 1 6.3 0 - 0 - 0 -
Total respondent companies 11| 100.0 24| 100.0 16| 100.0 1| 100.0 15/ 100.0 5/ 100.0

Note 1: The figure in parentheses to the right of parentheses corresponds to regional No. in the map of p36.
Note 2: Composition ratio (%) in the figures was calculated by using total number of responses for each region as the denominator, and each choice (1. ~ no reason) as the numerator.

r
m”’Response of the government” in the state of Gujarat, and “Advantages in terms of raw material procurement ” in the state
of West Bengal were listed as No.1 reasons for being promising in terms of production.

- While “concentration of industries” was the most cited reason for being promising for production in most of the states, “response of the government” in Gujarat and “ advantages in terms
of raw material procurement” in West Bengal were both ranked No.1 respectively by the number of respondent companies.

Hin the states of Maharashtra and Tamil Nadu, “Developed local infrastructure” was ranked high as a reason for being
promising.

- Both the state of Tamil Nadu and the state of Rajasthan attracted votes for “Developed local infrastructure” as the reason for being attractive for the sake of production. Infrastructure is
\regarded as an issue in India, but there are some states which are appreciated by their degree of development of infrastructure.

J/
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Figure 41: Promising Regions in India(Reason by region, Sales)

Q

Companies that listed promising regions within India in the Figure 39 were

asked to select one reason in the choices.

Sales

. No.1 reason I:' No.2 reason |:| No.3 reason

Note: The order is determined by the number of respondent companies.

(2) Sales Overall Dethi(1) | Haryana(2) | V" (Psr)adesr‘ Maha(f;smra Karnataka (5) | Tamil Nadu (6)
Companies) (%)||Companies) Companies) (%)KCompanies) (%) Companies) (%){(Companies) (%)|Companies) (%)
1. Existence of partners and customers 148| 28.7 25 4 211 27| 229 24| 324 29| 319
2. Current size of local market 78, 151 10.5 24| 20.3 9.5 5.5
3. Future growth potential of local market
4. Profitability of local market 2.7 2 . . 2| 105 1.7 . .
5. Local logistics and merchandising base 52| 1041 6 6.7 5 8.2 3| 158 14| 11.9 6 8.1 14| 154
6. Response of the government 12 23 5 5.6 1 1.6 1 5.3 0 - 2 2.7 2 2.2
7. Other 5 1.0 0 - 1 1.6 0 - 1 0.8 1 1.4 0 -
Answered only region with no reason 4 0.8 0 - 0 - 0 - 1 0.8 2 2.7 1 1.1
Total respondent companies 516| 100.0 90| 100.0 61| 100.0 19| 100.0 118] 100.0 74| 100.0 91| 100.0
WeStUB)e“ga' Gujarat (8) Prg\g::rﬁg) Pr;\fji:ya o) |Ralasthan (11)]  Otner
(Companies) (%)|(Companies) (%)|(Companies) (%)|(Companies) (%)|(Companies)

1. Existence of partners and customers 3| 30.0 4| 235 3 158 0 -
2. Current size of local market 10.0 211 3| 23.1 0
3. Future growth potential of local market . 2 154 0 -
4. Profitability of local market 0 - 1 5.9 0 - 0 - 1 7.7 0 -
5. Local logistics and merchandising base 1, 10.0 1 59 0 - 0 - 2 154 0 -
6. Response of the government 0 - 1 59 0 - 0 - 0 - 0 -
7. Other 0 - 0 - 0 - 0 - 11 77
Answered only region with no reason 0 - 0 - 0 - 0 - 0 - 0 -
Total respondent companies 10| 100.0 17| 100.0 19| 100.0 2| 100.0 13| 100.0 2| 100.0

Note 1: The figure in parentheses to the right of parentheses corresponds to regional No. in the map of p36.
Note 2: Composition ratio (%) in the figures was calculated by using total number of responses for each region as the denominator, and each choice (1. ~ no reason) as the numerator.

BThe state of Tamil Nadu, etc, are also appreciated as a ”Local logistics and merchandising base”.

- Regarding reason for being promising in terms of sales in promising regions in India, in most of the states, “Future growth potential of local market” was No.1, followed by “existence of
partners and customers” and “current size of local market”.

- In such states as Maharashtra, Tamil Nadu, etc, “local logistics and merchandising base” is also selected as a reason for being promising by over 10 companies, respectively.
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IV. 8. Prospects for Overseas Operation by Region

Figure 42: Medium-term Prospects for
Overseas Operations (by region)

100%

90% |
80% |
70% |
Note: The number above the
bar graph indicates the 60% |
number of respondent
companies to each 50%~y
country/region.
yires 40% |
30%
Scale back/withdraw 20%
] Maintain present level
10%
[l Strengthen/expand
0%
(FY)
(companies)
Country/Region FY2012 (FY2011)
North America 12 (15)
EU15 6 (12)
Developed countries
total 18 27
China 10 (4)
Thailand 6 (5)
India 5 (9)
Vietnam 4 (4)
Indonesia 3 3)
Rest of Asia & Oceania 3 2)
Brazil 2 %)
Korea 2 3)
Malaysia 2 1)
Central & Eastern Europe 1 2)
Middle East 1 N
Philippines 1
Russia 1
Singapore 1
Taiwan 1
Other Latin America 1
Africa 2
Emerging countries
total 44 (“43)
Total 62 (70)

p.39

Q

Companies were asked about medium-term (next 3 yrs. or so) prospects for businesses in
countries/ regions where they are currently operating or planning to operate.

1,235 1,191
716691678 1263 | 1235 1284 | 1191 544535 571 351309337 368374369 304281277 138127120 82 76 77 111 108 111 10410398 79 78 79
===
L | _ 74(3%| _ _ _ __ __ __ __
L | 4B% _ _ _ _ __ 63|1% __
B3.4%
0,
L 585%! - _ _ _ _ o o o 531 %|
5116%
_ i ~ _ .- _ , _
0.5% 759, 42{5% 4412% 40[5%
10 11 12 10 11 12 10 11 12 10 11 12 10 11 12 10 11 12 10 11 12 10 11 12 10 11 12 10 11 12 10 11 12 10 11 12
NIEs3 ASEANS5 China Rest of North Latin EU15 Central & Rest of Russia Middle Africa
Asia&  America  America Eastern  Europe East
Oceania Europe & CIS

Figure 43: M&A Pursuits

«(1) Country/region
contemplating M&A

| (2) Purpose of M&A

(companies)

Purpose of M&A Developed| Emerging
1. Obtaining technologies
6 2
and know-how
2. Expansion of production
. 3 28
capacities
3. Expansion of sales
7 9
network
4. Other 1 2
Total 17 41

Note: 58 out of 62 companies responded

/lln the midst of globally slowing down speed of business expansion, )
the difference of regional commitments will become clear.

-Regions where the ratio of response to “strengthen/expand” increased compared with the
previous survey became NIEs3, North America and rest of Europe alone. Meanwhile, the ratio
of “strengthen/expand” in Latin America was 63.4%, having maintained the level of the
previous survey (63.6%). In other regions, attitudes to strengthen businesses weakened
across the board.

-In China where the percentage share has dropped substantially in the survey of promising
countries, while the ratio of responding stances to “strengthen/expand” remained high with
64.3%; the ratio itself was decreased almost 10 point from the previous survey. Also, the ratio
of companies to “strengthen/expand” dropped sharply in this survey from 62.1% to 53.1%.

+Also in Africa (44.9% —40.5%) and Central & Eastern Europe (44.9% —42.5%) , the ratio of
“strengthen/expand” was decreased from the previous survey due to the impact of the Arab
Spring as well as European crisis.

-While the basic tone to expand overseas businesses since the Lehman Brothers Shock is

Qeing decelerated, regional differences in commitments to businesses have become clear.
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IV. 9 Countries/Regions/Fields for Strengthening Businesses: (1) China, India & Vietham p.40

* Figures 45 and 46 summarize the specific efforts by the companies responding

Figure 44 : Medium-term Prospects for “strengthening/ expansion” in Figure 44 by production and sales. All applicable
Overseas Operations (China, India & Vietham) answers are included.
(companies) Figure 45 : Areas in which to strengthen/expand (production)

o 143 130 220 216 407 410 281 287 140 148 252 253 192 210
100% ===z

A | (companies)
88.1 250
8416 g4 4 Outsource to others
o o - - 171 - - i [ Bolster existing plant(s)
80% e 8.7 A 74 200 [ Establish new plant(s)
1.3 o §9.4 $8.9
67 O
sob 63|1
577 L
60% - S o - - - 150 3&
171 o
150 1.5
a0 ‘ L T B 60| 82| —F
A - - - -- -- 6
) =] 103 89 ) 3 | 70| 68
50 73”* Bl el - T [ —
] 33| 37
44 g — 55( 50
41
20% - o o 0 2 g 31 17] 18 19( 18 26|26
1 12 11 12 11 12 11 12 11 12 11 12 11 12 (FY)
\ )\ )\ )\ )\ )\ )\ )
0% Northeastern Northern Eastern Southern Inland India  Vietnam
11 12 11 12 11 12 1 12 1 12 1 12 11 12 (FY) China China China China China
\ ) \ ) \ J \ ) \ ) \ ) \ )
Northeastern Northern Eastern Southern Inland India  Vietnam ) ) )
China China China China  China Figure 46 : Areas in which to strengthen/expand (sales)
B strengthen/expand  [_] Maintain present level Scale back/withdraw (companies)
250
Note 1: Figures in the graph are number of responding companies in each country/ region. More use of agencies
Note 2: The figures in the bar graph in Figure 44 are proportions of the companies responding [ Bolster existing bases
“strengthen/expand” (unit: percentage) 200 [ Start new sales bases

Hin each region in china, the momentum for business strengthening seems
slackened.

+ Although the momentum for “strengthening/ expansion” remains in high level in each
region in china, the proportion of the respondents answering “strengthen/ expand” 100
decreased. Especially in Northeastern (71.3%—57.7%) and Eastern (74.5%—60.2%)
regions, the proportion dropped more than 10 percentage points (see Figure 44).

« In China, 490 out of 603 companies have production bases (see page 23). Japanese 50 ¢
manufacturers seem to be saturated in the Chinese market.

150

21

EContinuous high level in the momentum for business strengthening in India. 18
- On the other hand in India, the proportion of response “strengthen/ expand” 0
decreased relative to the previous survey, but still remains high at 84.6%. The move \11 12} \11 12} \11 12} \11 12} \11 12} \11 12} \11 12}(FY)
of boos'tlng existing bases” also |ncrea§ed (69—82 companies), and many intended Northeastern Northern Eastern Southern Inland India_ Vietnam
Kto establish new bases (55—50 companies). ) China China  China China China
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IV. 9. Countries/Regions/Fields for Strengthening Businesses: (2) NIEs3-ASEAN5 p-41

. . . * Figures 48 and 49 summarize the specific efforts by the companies responding
Flgure 47 : Medium-term Prospects for “strengthening/ expansion” in Figure 47 by production and sales. All applicable

Overseas Operations (NIEs3-ASEANS) answers are included.

(companies) Figure 48 : Areas in which to strengthen/expand (production)
227 236 262 256 202 186 231 216 357 371 258 285 234 223 155 140

100% | (companies)
250
[ Outsource to others
80% | [ Bolster existing plant(s)
200 ~ | O Establish new plant(s)
60% | 10 A
g pr—
D 162162
0 A el
40% g0l 7
7 5 4
50 I~ 1’ PO 7 77777777777 17 - - —_— o —_— 2 7777777
1 ]
20% 33 37|44 4 39 Tol4a| | 48|42
34 24
o 3 210578 24 i 0 7 e P
112 112 1112 1112 112 1112 1112 1 12F
0% \ )\ )\ )\ ) \ )\ ) \ ) \ )
11 12 11 12 11 12 11 12 11 12 11 12 11 12 11 12 (FY) Korea Taiwan Hong Singapore Indonesia Philippines
\ )\ )\ )\ J \ )\ )\ )\ ) Kong Thailand Malaysia
Korea Taiwan Hong Singapore Indonesia Philippines
Kon Thailand Malaysia . . .
9 . Figure 49 : Areas in which to strengthen/expand (sales)
. Strengthen/expand |:| Maintain present level Scale back/withdraw
(companies)
Note 1: Figures in the graph are number of responding companies in each country/ region. 250
Note 2: The figures in the bar grgph in Figure 47 are proportions of the companies responding More use of agencies
“strengthen/expand” (unit: percentage) 8_ O Bolster existing bases
f \ 20 ] [ Start new sales bases
HEWeakening Thai attitude toward business strengthening remains mild.
- As the result of additional questionnaire in April showed, the weakened attitude toward 150

business strengthening remains mild(71.4%—66.6%) in spite of the damage by
flooding.

- The number of companies responding to strengthen their production bases was almost 100 | 55
the same as last time. Companies responding to strengthen sales bases decreased by 99%
a large extent.

HIndonesian attitude toward business strengthening remains strong. 59| - a7l
- The survey on countries as promising for overseas operation demonstrated that ]
Indonesia leapt to the third place. The country shows a stronger attitude to enhance/ 1 395 31(32
expand businesses in response to expanding domestic demand (77.1%—79.6%). 6 ?’FY)
Increasing number of companies responded to strengthen/ expand production and Mz 1112 1112 1112 1112 1112 1112 1112
sales bases. Measures in sales are characterized by the shift from bolstering existing Korea Taiwan Hong Singapore Indonesia Philippines
\bases to more use of agencies. Y, Kong Thailand Malaysia
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IV. 9. Countries/Regions/Fields for Strengthening Businesses: (3) Americas, Europe, Middle East & Africa

p.42

* Figures 51 and 52 summarize the specific efforts by the companies responding
“strengthening/ expansion” in Figure 50 by production and sales. All applicable
answers are included.

Figure 50 : Medium-term Prospects for
Overseas Operations (Americas, Europe, Middle East & Africa)

(companies) Figure 51 : Areas in which to strengthen/expand (production)
309 337 132 147 170 153 281 277 127 120 108 111 103 98 78 79
100% e B S (companies)
' 150
81.2l74 Outsource to others
80% | [ Bolster existing plant(s)
[ Establish new plant(s)
62.p 7
100 | 7
60% | 5
doslp1p 515 =
44.9
4Q.5
40% - - = 81
5 75 || | Aol ]
o o | ] 1
20% || 13[10] 5,
N e L s,
0% 1112 1112 1112 1112 1112 1112 1112 1112 &
FY) \ ) \ ) \ ) \ ) \ ) \ ) \ - ) \ )
\11 12} \11 12} \11 12} \11 12} \11 12} \11 12} \11 12} \11 12}( North Mexico Brazil EU15 Central & Russia Middle Africa
i America Eastern East
North Mexico Brazil EU15 Central & Russia Middle Africa Europe
America Eastern East
Europe Figure 52 : Areas in which to strengthen/expand (sales)
. Strengthen/expand |:| Maintain present level Scale back/withdraw (companies)
150

Note 1: Figures in the graph are number of responding companies in each country/ region.
Note 2: The figures in the bar graph in Figure 50 are proportions of the companies responding
“strengthen/expand” (unit: percentage)

~

GMiddle and South America enjoy continuous strong economy.

- Attitude toward business strengthening of Mexico that is drawing popularity as a promising
country was greatly boosted from 51.5% to 62.6%. Especially, new production bases
increased from 9 to 29 companies. Move of Japanese auto manufacturers establishing
factories seem to have affected positively over other companies’ business development. The
percentage of attitude of strengthening business operations in Brazil decreased by 7 points
from 81.2%, but still remains high level. 74.5%. Middle and South America seem
continuously good.

Hin the wake of European Crises, the attitude of maintaining business operations in
EU15 and Central/Eastern Europe was enhanced. The attitude of strengthening 0
business operations in Russia was eased significantly.

- In the wake of European Crises, the attitude toward maintaining business operations in
EU15 (43.8%—37.5%) and Central/Eastern Europe (44.9%—42.5%) was enhanced, and
the attitude of strengthening business operations in Russia was eased to a large extent

\_(74.1%—63.1%).

100

50

J

E More use of agencies
O Bolster existing bases
[ Start new sales bases

54 57 31 60
26[ o

| 4 .

11 12 11 12 11 12 11 12 11 12 11 12 11 12 11 12 (FY)
\ )\ )\ )\ )\ )\ )\ )\ )
North Mexico Brazil EU15 Central & Russia Middle Africa
America Eastern East

Europe
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V. Current Status and Issues of Business Operations Control of
Overseas Local Subsidiaries
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V. 1. Introduction of Integrated Global Human Resource System p.43

Q _ _ _ [1] [Companies with overseas production ratio less than 50% )
Question asks whether the company has m_troduced an integrated human (No. of respondent companies: 377)
resource system common for both head office in Japan and overseas
subsidiary to evaluate and post Japanese and foreign employees. Already Preparing for

introduced, introduction,
7,1.9% 10, 2.7%

Figure 53: Introduction of Integrated Global Human Resource System

Will not

Already Preparing for 117, 31.0%
introduced, introduction, introduce, o A0
12, 2.2% 25, 4.6% 243, 64.5%

Considering

’ [2] [Companies with overseas production ratio 50% and over)
(No. of respondent companies: 115)

Already ———— — Preparing for
introduced, > introduction,

3,2.6% 13, 11.3%

Will not
introduce,
356, 65.0%

155, 28.3%

(No. of respondent companies: 548) Zconsidering

introduction,

Will not
introduce,
76, 66.1%

|:| Already introduced Preparing for introduction
|:| Considering introduction |:| Will not introduce

(IAs much as 28.3% of respondent companies showed interest, but only a few companies have introduced an integrated global human
resource system.

- One third of responding companies (28.3%) showed interest in an integrated global human resource system by answering that they are considering
its introduction. However, only 2.2% of them have introduced the system. For Japanese manufacturers, a global human resource system to evaluate
foreign and Japanese employees across the country is a problem for the future.

- Companies that responded they will not introduce it pointed out “we have independent business establishments in respective regions, and it is more
reasonable to introduce different human resource systems for respective regions.” Companies that have expanded their business overseas but their

L business nature does not fit in with an integrated global human resource system also selected the response “we will not introduce it.” )
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V. 2. Human Resources for Overseas Expansion (Where Practical Responsibility Lies)

Question asks who (Japanese, local foreigner, or foreigner from other region) has practical
responsibilities of respective functions (management, production, sales, R&D) in overseas

subsidiary at present and in a mid-term projection (within 3 years from now).

Figure 54: Who Has Practical Responsibility in Overseas Subsidiary

0.0 200 400 60.0 80.0 100.0(%)
Management _ , , . .
Present 75.0 24.2 0.8
Developed L v 4
countries . | &
(384) L Mid-term 64.6 349 0.5
- b
Emerging Present 86.9 12.0 1.0
countries E g_
(482) Mid-term 78.8 19.9 [[1.2
N—
0.0 20.0 40.0 60.0 80.0  100.0(%)
Production ; , . :
( Present 62.2 ;7.5 0.3
Developed C ¥
countries Mid-term 4622 53.8 0.0
(331) i
. ~ Present 76.8 228 |04
Emerging /
countries . - —
(452) Mid-term 54.2 44.9 0.9
N—

Sales

Developed
countries

(377)

Emerging
countries
(469)

R&D

Developed
countries

(275)

Emerging
countries
(346)

p.44

|:|Japanese |:|Foreigner (Local) .Foreigner
(from other regions)

N~

A

N~

Note: Figures in the brackets below developed and emerging
countries are the number of respondent companies.

0.0 20.0 40.0 60.0 80.0  100.0(%)
Present 56.5 4}2.7 0.8
a -
Mid-term 40.3 58.6 11
Present 74.4 24.7 0.9
y.
Mid-term 51.0 47.5 1.5
0.0 20.0 40.0 60.0 80.0  100.0 (%)
Present 76.0 2}.6 0.4
o ¥
Mid-term 65.8 33.1 1.1
Present 87.3 12.1]0.6
-
Mid-term 77.2 220 |(0.9

Note: Companies that selected both Japanese and foreigners (from and not from the region) were counted as companies that selected foreigners (from and not from the region) alone. The
breakdown of companies that selected both Japanese and foreigners are: regarding management 7 at present, 2 in mid-term in developed countries; 4 at present, 3 in mid- term in
emerging countries; regarding production 1 at present and 1 in mid-term in emerging countries; regarding sales, 4 at present and 2 in mid-term in developed countries; 4 at present and 2

in mid- term in emerging countries; regarding R&D, 1 at present in developed countries.

production and sales division.

\_ Will be the majority in 3 years from now.

(Ilncreasing number of companies assign practical responsibilities to foreigners (local) both in advanced and emerging nations especially in

- The proportion of foreign employees (local) in developed countries will expand in management, sales, production and R&D. Especially, in sales and production, more than
50% of managerial positions are occupied by foreign employees (local). The proportion of foreign employees (local) in emerging nations will also assign more functions to
foreign employees (local) in management, sales, production and R&D. Especially, in sales and production, nearly 50% of managerial positions are occupied by local foreigners.
Just the same as advanced nations, management and administration by foreign employees (local) is becoming a major trend.
- While proportion of foreign employees in managerial positions is rising in management and R&D in both developed and emerging countries, continuously Japanese managers

J
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V. 3. Proportion of Local Procurement and Prospect of the Sum of Procurement from Japan (part [1]) p-45

Question asks the following to respondent companies to use as reference for considering the role of production base in Japan and trend of export from Japan.

*How will the proportion of local procurement (*) by your subsidiary overseas change in mid-term (in 3 years from now) (Figure 55)?

-What will the sum of procurement from Japan become in mid-term (in 3 years from now) relative to the entire subsidiary of yours overseas (Figure 56)?

* The term “local” in local procurement simply refers to geography, and nationalities of procuring companies shall not be specified.

Figure 55: Mid-term Prospect of
Local Procurement Ratio

Not decided yet, 53, 9.2%

Will decrease,

5,0.9% Will raise,

374, 65.0%

Will maintain
current level,

143, 24.9% By industry

O Will raise

Will maintain current level
O Will decrease

O Not decided yet

(No. of respondent companies: 575)

Figure 56: Mid-term Prospect of
Procurement from Japan

. Will increase, 56, 9.7%
Not decided yet,

68, 11.8%

Same level as present
150, 26.0%

By industry

B Will increase

Same level as presenet
O Will decrease

O Not decided yet

(No. of respondent companies: 576)

(%)100

(26) (25) (9) (80) (15) (14) (18) (23) (27) (47) (93) (13) (103) (32) (50)

90
80
70
60
50
40
30
20
10

0

O Willraise B Will maintain currentlevel O Will decrease 0O Notdecided yet ‘

(%) 100 (26) (25) (9) (80) (15) (14) (19) (23) (27) (47) (93) (13) (102) (32) (51)
90 | 7 Vé
5 o

«27 | D100 7747

70 H ﬁ75. 7
d | B I
58.1 :
50 { ﬁ? . ’ é
40 H ﬁ
o | |
20 H
10 H
0 1 1 1 1 1 1 1 1 1 1 1 1 1 1
A\ Q R [y Q& A
%% % By e % B Bes 63 % % %
% R % % QY Y % S 6GB By B B O
LAY RO A
< ) 2 ¢ e Oo OO’ %’b@ 0/% /{v 2
% ¢ Q %, % %% 0% * %
¢ % % % % 3% %2 %
% 66 A §/ 09, 3@6,, %
OO' N el () 9} Qd) GJQ’

O Will decrease m Will increase Same lewel as present O Not decided yet‘

GAbout two thirds of )

companies raise mid-term
local procurement ratio

- Asked about prospect for mid-term
local procurement rate, 374
(65.0%) out of 575 respondent
companies answered to raise it.
The tendency was particularly high
in automobile (85.4%) and general
machinery (83.0%) (Figure 55).

-Interviews with the respondent
companies revealed that some
companies are going to raise local
procurement rate which is already
high, there are various responses
such as maintaining current level.

About half of the respondents\

say the mid-term
procurement from Japan will
reduce.

- Regarding prospect of mid-term
procurement from Japan, 302
(52.4%) out of 576 companies
respond “to decrease.” The
tendency was especially high in
automobile (75.5%) (Figure 56).

- On the other hand, 206 companies
(35.8%) responded “increase” or
“same level as present.” The
tendency was especially high with
the ratio exceeding 50% in food,
ceramics, cement & glass, and

(n

\nonferrous metals.

J
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V. 3. Proportion of local procurement and prospect of the sum of procurement from Japan (part [2])

Cross tabulation was conducted in 574 companies that answered in Figure 55 (mid-term prospect
for local procurement rate) and Figure 56 (mid-term prospect for procurement from Japan).

Figure 57: Local Procurement Rate and Procurement
from Japan (cross tabulation)

(1) All industries

[2] Procurement from Japan

Wil increase Same level will Not decided
[1] Local Procurement Ratio as present | decrease yet
Will raise 41 41 274 17
Will maintain current level 10 106 19 8
Will decrease 0 0 5 0
Not decided yet 3 3 [\ 4 43
Note: No. of respondent companies: 574 y

Total 198 companies (34.5%)

~N

-

ENearly 50% of respondents would expect to raise mid-term local
procurement rate and decrease procurement from Japan.

« In Figure 57(1), the highest 274 (47.7%) of 574 respondent companies
responded the combination of [1] “will raise” local procurement rate and
[2]"will decrease” procurement from Japan. This trend is seen most
prominently in automobile industry (72.5%).

HEMore than 30% would increase procurement from Japan or

maintain the same level.

On the other hand, 198 (34.5%) of 574 respondent companies would “raise”

or “maintain current level” of local procurement rate, and “increase” or “same

level as present” of procurement from Japan. This trend is seen most

prominently in foods industry (57.7%).

Companies responding [1] “will raise” local procurement rate and [2] “will

increase” procurement from Japan commented “while raising local

procurement rate, procurement from Japan will also increase in association
with the increase in sales overseas” and “facilities and parts that cannot be
procured locally will continuously be procured from Japan.”

EMaterial manufacturers showed larger proportion in “will
increase” or “same level as present” of procurement from Japan.

- An supply chain analysis on a position-by-position basis revealed that as

much as 46.2% of material manufacturers would “raise” or “maintain current

level” of local procurement rate, and “increase” or “same level as present” of
procurement from Japan. On the other hand, 58.9% of parts & intermediate
goods supplier would “raise” local procurement rate, and “decrease”
procurement from Japan (Figure 57 (2)). Prospect differs in positions of

.

.

\industries and supply chains.

J

p-46

(2) By position in industries/ supply chains

1.7%10)  (No. of
(274) (106) (41)4) | (102) companies)
All Industries 47.7% | r85% B 17.8% | (574)
34.5%(198)
Automobiles [ 725% 8.8% .: (102)
Electrical Equipment & Electronics I (93)
Transportation (excl. Automobiles) (13)
Petroleum & Rubber (15)
General Machinery (47)
Precision Machinery (32)
Chemicals (80)
Other (50)
Textiles (%)
Nonferrous Metals (23)
Steel (18)
Metal Products (27)
Ceramics, Cement & Glass (14)
Foods (26)
Paper, Pulp & Wood [AA111% ] ©)
< by position in supply chain>
Material manufacturers | [ 30:8% (78)
Parts & intermediate goods supplier I A% (241)
Finished product manufacturers & Sellers ] 41.2% Vﬂ 7%4 -| (243)
0.0%  20.0% 40.0%  60.0%  80.0%  100.0%

Local procurement ratio

Other combination

[1] will maintain current level ;

O [1] will raise ;

[1] will maintain current level ;
[ [1] will raise ;

B [1] will raise ;

=

]

Procurement from Japan

[2] will decrease

[2] will be same level as present
[2] will be same level as present
[2] will increase

[2] will increase
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V. 4. Distribution of Net Profit by Overseas Subsidiaries p.-47

The question asks whether the respondent companies send their
profit to Japan.

Figure 58: Distribution of Net Profit by Overseas Subsidiaries
(whether sending their profit to Japan)

Do not send money to Japan
64, 11.2%

Profit is sent as
dividends and royalties
330, 57.6%

88.8% of 509 companies
send their profit in
some form.

[ Profit is sent in case by case basis}
L 179, 31.2%

O Profitis sent as dividends and royalties
Profit is sent in case by case basis
0 Do not send money to Japan

Note: The percentage is the proportion in 573 respondent companies.

GNearIy 90% of respondent companies send the profit from \
their overseas subsidiary to Japan.

- Nearly 90% of respondent companies answered either “Profit is sent as
dividends and royalties” and “Profit is sent in case by case basis” and
thus send the profit from their overseas subsidiary to Japan (Figure 58).

- More than 60% consider that the profit sent is an important funding
source to be used for capital investment, R&D, and other purposes (e.g
dividends, labor cost) in Japan (Figure 59 (1), the total of choices 1-3 is
[1] 61.3% at present, and [2] 66.2% in 3 years)

EOver a medium term, the importance will increase in
domestic R&D.

- Cross tabulation of [1] present and [2] in 3 years (targeting 485
companies) shows that most companies consider it as “2. important
funding source for R&D in Japan.” The option gains 26 companies more
than previous survey. 12 companies of the 26 consider “4. It is not so

\important [1] at present.” )

Q

The question asks about the role of profit sent from overseas subsidiaries in domestic
business operation [1] at present and [2] in 3 years to 509 companies responding either
“Profit is sent as dividends and royalties”(330 companies) and “Profit is sent in case by
case basis” (179 companies) in Figure 58.

Figure 59: Importance of Profit Sent from Overseas Subsidiaries
(at present and in 3 years)

(1) Total of 509 companies as basis

0% 20% 40% 60% 80% 100%
[ . . - '4.7%(24)_ '
o 7T . .
(1] Present| [Haaal/ 151 /t% 35.4% 30.1%
(55) 7) 7/ (180) (153)
s v s /
b 61.3%(312) s51%26) 2720 Note: Figures in
1117 parentheses show
[2]In 3 years 11.6% 20.2%/ 34.4% 24.0% the number of
(59) (103) (175) (122)
AIYV o Cmenies
C 66.2%(337) 4.7%(24) '
[ 1. Important funding source to be used for capital investment
2. Important funding source to be used for R&D in Japan
[ s. Important funding source to be used for other than 1. and 2.
D 4. Not so important (funding source for domestic business development is secured domestically)
] 5. other
1 No response
(2) Responses from 485 companies replying both questions of [1] at present and
2] in 3 years
2] y [1] Preseent [2] In 3 years
No.of (Ratio) change No.of (Ratio)
- companies companies
1. Importgnt funding source to be used for 54 (11.1%)—6 +5 50 (12.2%)
capital investment
2. Inportant funding source to be used for :} A4 N
R&D in Japan 77 (15.9% +26 103  (21.2%)
3. Important funding source to be used for o] +12 o
other than 1. and 2. 179  (36.9%) A4 175 (36.1%)
(Total of 1.-3.) 310 (63.9%) +27 337 (69.5%)
4. Not so important
(funding source for domestic business 152 (31.3%) 121 A30 122 (25.2%)
development is secured domestically)
5. Other 23 (4.7%) +3 26 (5.4%)
Total 485 (100.0%) 485 (100.0%)

—

Breakdown of the additional 26 companies responding “2. Important
funding source to be used for R&D in Japan” in [2] in 3 years
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V. 5. Method of Fund Raising by Overseas Subsidiaries

The question asks about major methods of fund raising for

overseas subsidiaries to expand local business scale in the future.

p-48

Figure 61: Trend in Response “Loaning from Local Banks by
Local Subsidiary (local currency)”

(companies)

(%)

Figure 60: Method of Fund Raising by Overseas Subsidiaries 80 3% 80.0
. 60.6%
62.5% 61.0% 60~
60 60.0
Financing from parent company | 83.9
(equity/loan) [76.1
C 40 40.0
Loaning from local banks by |49.5 R
local subsidiary (local currency) 43.7 »
n 2 20.
Utilizing internal reserve of | 45.9 0 0.0
the local subsidiary |46.5
Loaning from local banks by 213 0 0.0
local subsidiary (international currency) 134
Loaning from banks through cross border 6.1
(international currency) 4.9 2,
n %,
Issuing stocks and bonds in jo.7 @ Overall ) 66@
the target country _O (560 companies) >
0.2 O Mid-tier firms/SMEs
Other |0 (142 companies) = No. of respondent companies (Left axis)
0.0 200 40.0 60.0 80.0 100.0(%) —o— Ratio in respondent companies (by industry)(Right axis)
Note: All responses that apply are included.
- e . g . N\ /2 . . o N
BEMost overseas subsidiaries raise fund by “financing from ENeeds in local currencies are high in nonferrous metals, foods,

parent company,” “loaning from local banks (local
currency),” and “utilizing internal reserve.”

- As many as 470 (83.9% of the total) of 560 respondent companies
raise fund by “financing from parent company.” Other responses
include “loaning from local banks (local currency),” (277 companies,
49.5%) and “utilizing internal reserve” (257 companies, 45.9%).

« Majority of mid-tier firms/SMEs also selected “financing from parent
company,” followed by “utilizing internal reserve” which is slightly
higher than “loaning from local banks (local currency).”

chemicals, and automobiles.

banks (local currency).”

- The question also intends to confirm the current status of fund raising in
overseas subsidiaries of Japanese manufacturers in expanding their business
overseas. Here, types of industries are analyzed regarding “loaning from local

- Figure 61 shows that response of “loaning from local banks (local currency)”
is high at nearly 80% in nonferrous metals, and exceeding 60% in foods,
chemicals, and automobiles. Some industries have high needs.

- Asked about high needs of local currencies, respondents mentioned China,
Thailand, and “countries where fund raising is difficult through financial
\_subsidiaries due to tight regulation.”

J
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V. 6. Trend of M&A Implemented in the Past 5 Years

Q The question asks about number of M&A (*), its purposes, number of purposes achieved, major factors
that contributed to achievement of purposes, and major cause of not achieving the purposes in companies
that conducted M&A with foreign companies in the past 5 years (January 2007- end of December 2011).

* M&A is defined in this question as “investing in foreign corporation, gaining management
right or gaining all or part of foreign corporate business operation.”

p-49

Figure 64: Factor to Contribute to Achieving/Failing to
Achieve the Purpose

Figure 62: Number of M&A and Number of Purposes
Achieved in the Past 5 Years

No. of companies that conducted M&A with foreign 124
companies in the past 5 years

No. of M&As with foreign companies in the past 5 years 305
No. of M&As above that achieved the initial purpose 230
(Proportion in No. of M&As conducted) (75.4%)

Figure 63: Purposes of M&A conducted in the past 5 years

Exploring new markets, expansion o |81 7%
sales network | F (98)

Expanded production capacity 35.8% (43)
Gaining technologies/knowhow 31.7%(38)

Expansion of product lineup 29.2% (35)
Enhanced service and maintenance work D 10.0%(12)

Gaining brand name D 10.0%(12)
Business diversification D 8.3%(10)

Other 2.5% (3)

0% 50% 100%

Note 1: 120 companies responded, selecting all that apply.
Note 2: The numbers in the parentheses indicate the numbers of responding companies.

(MThree quarters of M&As conducted in the past 5 years achieve )
their initial purposes.

« 124 companies conducted 305 M&As with foreign companies in the past 5
years. Of them, 230 cases (75.4%) were evaluated to have achieved their initial
purposes (Figure 62). The major purpose of M&A answered by 80% of
respondents is “exploring new markets, expansion of sales network” (Figure
63).

EMajor factor to achieve the purpose is “purposes fully shared by
the whole company.”

- About half respondents pointed out “1. fully shared the purpose internally” as
major contributor to achieving the purpose. “4. prevented key person in target
company in M&A from deviating” was also selected by many respondents

\(Eigure 64)

1.Fully shared (not shared)
the purpose internally

2. Analysed (not analysed)
synergy effect well

3. Performed (not performed)
due diligence well

4.Prevented key person in target company in
M&A from deviating (key person deviated)

5.Prepared (not prepared)
integration plan well

6.Succeeded (failed) in dissemination of our
business strategies/corporate identity

7. Economic environment was better
(worse) than expected

8.Ensured (not ensured) sufficient of
personnel engaging in integration work

9. Corporate culture was unexpectedly
similar (different)

10. Acquisition price was lower (higher) than
initial estimation

11. Conducted (not conducted) thorough
monitoring on integration work

12. Clarified (not clarified) the responsibility
of integration work

13. Integrated and abolished (not integrated
or abolished) redundancy in facilities and
personnel

14. Introduced (not introduced) transparent
personnel evaluation and reward system

15. Prepared (not prepared) evaluation
indicator to confirm progress of
integration work

16.0ther

46
(50.0%)

38
(41.3%)

3
(35.9%)

30
(32.6%)

21
(22.8%)

Note: Companies that conducted
M&A with foreign companies
in the past 5 years selected
up to 3 options from 1-16 as
major factors that contributed
to achieving/ failing to achieve
the purpose. See the
descriptions in the bracket at
each option for factors not
achieving.

Factor to contribute to achieving
the purpose
(No. of respondent companies: 92)

Factor to contribute to failing to
achieve the purpose
(No. of respondent companies: 31)

20 10

20 30 40 50
(companies)
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VI. Competition in Global Market and Action Plan
for Improving Competitiveness
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VI. 1. Competition in Global Market (all industries)

p.50

The question asks respondents to choose companies that are fiercely competing with them in each market by picking from 6
options of Chinese, Korean, Taiwanese, Indian, European/ American, and Japanese companies (selecting all that apply).

- Figure 65 shows the proportion of response in each market.

- Figure 66-71 show the responses divided by number of respondent companies regarding each market, and shows how
much percentage of the respondents consider the companies in the options as competitors.

*Method of calculation:
No. of responses (all that apply) / No. of companies

B FY 2010 Bl FY 2012

Figure 65 : Competition in Markets Overseas (comparison
between FY2010 and 2012)

(Note 1)
(Note 2)
(Note 3)

(697) (742) (998) (924) (413)(416) (582)(523) (473)(428) (244)(239)

100%

80%

European
/American
companies

Indian
companies
D Taiwanese
companies
D Korean
companies

Chinese
companies

Japanese
companies

60%

40%

20%

0%

10 12
ASEAN5

10 12
China

10 12
India

10 12
North
America

(Note 1) No. of responses in each market (All that apply selected)
(Note 2) Figures in the bracket are the total No. of responses
(Note 3) ASEANS: Singapore, Thailand, Indonesia, Malaysia, Philippines

10 12
EU15

10 12
Brazil

“ )

Companies in Asian emerging nations are selected as competitors

by increasing number of companies in each market.

-Competitiveness increased in non-Japanese companies. Japanese manufacturers
are now exploring customers competing with non-Japanese companies. With
these factors, more companies choose non-Japanese companies as their
competitors than the previous survey (FY2010) in each market (Figure 65).

-Major competitors of Japanese manufacturers are Japanese and European/
American companies. Companies in Asian emerging nations are increasing their
presence in Asian emerging markets in general (Figures 66- 71).

*The proportion of response selecting Chinese and Korean companies as their

competitors increased in ASEANS5, Chinese and Indian markets (Figures 66, 67,

Figure 66: Competitors in ASEANS5 Market (Note 4)

(%) (376 companies responding in FY2010)
90 (380 companies responding in FY2012)
80
67.0%
70 61.1%
60
50
39.69 9
0 /3:7% 35.5% % 39.2%
28.5% 27.19
30 20.5%20.0%
20
0
Chinese Korean Taiwanese Indian European/ Japanese
companies companies companies companies American companies companies

Figure 67: Competitors in Chinese Market

\68)' This suggests the competition with these companies are getting fiercer.

J

(%) (464 companies responding in FY2010)
90 (441 companies responding in FY2012)
80 T ge73.9%
70
60 56.5%
51.7%
50 43.3%
40 /
30 o 9
21.6% 23.1% 21.3%21.1%
20
10 0.6% 1.4%
0
Chinese Korean Taiwanese Indian European/ Japanese
companies companies companies companies American companies companies

(Note 4) Figure 48 Result of questionnaire survey on direct investment overseas in FY2010 did not include the
respondents (2 companies) that selected Indian companies alone. These 2 companies are included this
time, and thus, the No. of respondents in 2010 tabulated this time is 376, different from the figure shown in
Figure 48 (374 companies)
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Vi

. 1. Competition in Global Markets (all industries)

* Method of calculation: No. of responses (all that apply)/ No. of companies

Figure 68: Competitors in Indian Market
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Figure 70: Competitors in North American Market

(343 companies responding in FY2010)
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| Bl Fy2010 EEFY2012 |

Figure 69: Competitors in Brazilian Market

(153 companies responding in FY2010)
(147 companies responding in FY2012) 791%
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Figure 71: Competitors in EU15 Market

11.39%13.1%  13.4%

(292 companies responding in FY2010) 82.90,85.7%

(251 companies responding in FY2012)

46.6%45 4%

18.3%

[V
5.5% 6.0% 2.4% 2.0%

Chinese Korean Taiwanese Indian European/ Japanese
companies companies companies companies American companies companies

L competing more fiercely with Japanese manufacturers.

(IEuropeanI American companies are major competitors in Indian, Brazilian, North American and EU 15 markets.

- The largest number of respondents selected European/ American companies as major competitors in Indian, Brazilian, North American and EU 15 markets.
Especially in corporate hearing, many respondents commented that European/ American companies have the same or better competitiveness as or than Japanese
manufacturers in terms of brand power and sales network in North American and EU 15 markets.

- More respondents selected Korean companies as competitors in all markets than in the previous survey in FY2010. About 20 % recognize Korean companies as
competitors in 4 markets in this page. The trend shows that Korean companies expanding their business from Asian emerging market to global market will be

N\

y,
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VI. 2. Competition Circumstances in Emerging Asian Market and Effort to Enhance Competitiveness

(1) Correlation Diagram for Each Page

Basis of Analysis

Competition
--> page 53 - 64

Company

--> page 65, 66

Market

(Customers)
--> page 67 - 70

p.52

Competition
Strategy
--> page /71

Coordination/

Cooperation
(A part of strategic operation)

--> page 72
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VL. 2. (2) Viewpoint of Each Table Regarding Evaluation on Competitors and Own Company

Viewpoint of each table in pages 54 to 66.

Example: Grade Estimation of xx Based Companies

4

(Total No. of respondent
companies: 251)

Rich resources (development cost)

Organizational integration/coondination
(imtemal communication)

European/American companies.

X Figures in parentheses classified by

Human resources (headcount)

responses to the respective evaluation

development \temj
capabilities

-

p.53

Q1

(Note) ASEAN5 markets, Indian Market, Chinese Market

‘ O EFY2010 B FY2012 ‘ (xx companies responding in FY2010)
(xx:)companies responding in FY2012)
Above own . \ .

T Company %The numbers of companies that
responded to at least one of the six
questions are shown next to the

2.925 l Below own  regnective boxes categorizing
company . .
1.99 Chinese, Korean, Taiwanese, and

evaluation items indicate the numbers of

As to emerging Asian markets ., , questions were made to ask grades of Chinese,
Korean, Taiwanese and European/American companies for the issues below (on a
scale of one to five), provided that the respondents' own companies themselves are
considered grade "3"; the result was summed up and indicated in an arithmetic
average. (page 54 to 64)

<Six Issues> < Grades (on a scale of one to five)>
“Product development capabilities” "5": Extremely high, when compared with
“Production technologies” respondent's own company
“Management speed” 1
“Sales power (ASEAN 5 markets)” "3": Same level as respondent's own company

“Sales power (Chinese market)” l
“Sales power (Indian market)” "1": Extremely low, when compared with

respondent's own company

As similar questions were asked during the Survey in 2010, results were compared
with those in 2010. See Appendix 9 for assessments on an industry-by-industry basis.

Product development capabilities

Q.2

T T T T
New products planning F”—‘ 53.4

15.9
18.3

Customizing capabilifies

Outsourcing

Quality human resources

| 307

As to each issue in Q.1, questions were asked for elements considered as advantages
and weaknesses of Chinese, Korean, Taiwanese and European/American companies.
Here, it was requested that any elements considered as advantages or weaknesses
should be mentioned regardless of the estimation results (multiple answers allowed).

Any company which mentioned advantages or weaknesses of at least one issue was
included in "number of respondent companies". Here, the figures in each diagram are
based on calculations, dividing the number of answers by number of respondent
companies. (page 57 to 64)

Q.3

Development productivity

Development lead time

B Advantages
OVWeaknesses

80 100 (2%

Standardization capabilifies

As to each issue in Q.1, questions were asked for elements considered as advantages
and weaknesses of the respondents' companies themselves. Similar to Q.2 above,
each diagram shows the percentage of companies among all the respondents' own
companies answered respective items.

(page 65, 66)
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VL. 2. (3) Estimation of Competitor Companies in Emerging Asian Markets (all industries) p.54

Figure 72: Estimation of Competitor Companies in Emerging Asian Markets * Emerging Asian
markets includes three

Chinese companies Korean companies Taiwanese companies European/American Ima.rkets in ASEANS,
companies ndia and China.
- — ’ - — * The numbers of
(402 companies responding in FY2010) (278 companies responding in FY2010) (259 companies responding in FY2010) (324 companies responding in FY2012) companies that
(375 companies responding in FY2012) (255 companies responding in FY2012) (220 companies responding in FY2012) responded to at least
N 383 387 393 3.86 ' Above 335 358 | one o_f the six
3.23 3.23 3.00 own 3.14 questions are shown
4 : ) company under the respective
deeeereiiiiirriiiriees B s L P L R L SRTEEt SESEREISIRIEED SR R “1 boxes categorizing
2.25 2.37 ' Below Chinese, Korean,
9 1.99 2.07 own Taiwanese, and
[ company European/American
companies.
FFigures in parentheses
L classified by
evaluation items
0 ) ) ) ) ) ) ) ) ) ) ) ) ) ) indicate the numbers
(373) (359) (375)(362) (363) (330) (265) (247) (264) (248) (259) (232) (249) (213) (250) (214) (249) (202) (314) (317) (303) roésfe:gtoneszs ;? ;ht?on
Product Production Management Product Production Management Product Production Management Product Production Management ite mp s Ve evaiuat
development technologies speed development technologies speed development technologies speed development technologies speed '
capabilities capabilities capabilities capabilities
4095 o | CFv2010 EEFY2012
4 | .60 Above
3.11 200 (e29 328, 33908 T o 3.27 330 398
+112.99 . - : 2.96 compan
3 Lo B ... o T oy L 2T Ry..m.....D»R...... .
2.79 73 Below
own
2 company
1+
O L L L L L L L L L L L L L L
(306) (288) (387) (360) (252)(215) (246) (236) (254) (226) (207) (180) (234) (194) (241)(206) (197) (150) (286) (288) (233)

ASEANS5| [Chinese Indian ASEANS5| [Chinese Indian ASEANS5| [Chinese Indian ASEANS5| (Chinese Indian
markets market market markets market market markets market market markets market market

Sales power Sales power Sales power Sales power

(IDisadvantage in sales power and management speed against Chinese, Korean and Taiwanese companies has not been covered.

European/American companies were estimated higher than the respondents own companies in every issue and considered as tough competitors.

- Unlike the previous survey, Japanese manufacturing companies consider they are advantageous against Chinese, Korean and Taiwanese companies in their product development capabilities and
production technologies. However, they recognize they still suffer with a significant disadvantage against these companies in management speed, continuously from the previous survey.

- In the issue of sales power, estimation for Chinese companies in Chinese market is prominent. When viewing whole emerging Asian markets, though, Japanese manufacturing companies estimate
Chinese and Taiwanese companies in Indian market are inferior to them, and that these competitors have a considerable lead on them in sales power in emerging Asian markets, they recognize.

- Estimation of European/American companies was added to this survey anew; they were estimated to be in higher grades than Japanese in all items, including product development capabilities,
production technologies, sales power and management speed. Thus, it was revealed that Japanese companies consider European/American companies as tough competitors in emerging Asian

\_ markets.

y,
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VI. 2.(3). Estimation of Competitor Companies in Emerging Asian Markets (Automobiles)

Figure 73: Estimation of Competitor Companies in Emerging Asian Markets (Automobiles)

|| Chinese companies ||

(72 companies responding in FY2010)
63 companies responding in FY2012)

|| Korean companies ||

(49 companies responding in FY2010)
(47 companies responding in FY2012)

Taiwanese companies

(43 companies responding in FY2010)
(34 companies responding in FY2012)

European/American
companies

(59 companies responding in FY2012)

5
3.95 3.9
4r 3.64 885 Above 351
; 3.09 333 343331 | own : 3.27 3.58
3.07
2.86 company
I TSI | DT S ST P SRRSO ST S SRR eyt N TR TN  NITIIIY  SUTTTTON .
2.30 2.41 : Below
) _2.001_79 2.03 own
company
1}
O 1 1 1 1 1 1 1 1 1 1 1 1
(70)(63)  (70)(63)  (69) (61) (49) (47)  (49) (47)  (49) (46) (43)(34)  (43)(34)  (42)(32) (59) (59) (57)
Product Production Management Product Production Management Product Production Management Product Production Management
development technologies speed development technologies speed development technologies speed development technologies speed
capabilities capabilities capabilities capabilities
5
408, | CFy2010 MM FY2012
4r - 343 3.41 42 Above 3.41
331 3.33 22339 34133 347 3.38- own : 320
3 2.73 279 2.85 company 298
560 255 5 a1 298 1 Below
own
2 r company
1+
O 1 1 1 1 1 1 1 1 1 1 1 1 1 1
(63) (48) (72) (62)  (56) (41) (49) (42) (49) (41) (44)(38) (42) (28)  (43)(33)  (41)(26) (51) (54) (50)
ASEANS5| (Chinese Indian ASEANS5| (Chinese Indian ASEANS5| [Chinese Indian ASEANS5| [Chinese Indian
markets market market] markets market market markets market market markets market market
Sales power Sales power Sales power Sales power

- In contrast to Electrical Equipment & Electronics (refer to the next page), it is revealed that the Automobile industry recognized Japanese companies were superior to foreign

competitors in issues of product development capabilities and production technologies.

- Sales power of Korean companies in emerging Asia markets was rated high. Regarding Chinese and Taiwanese companies, though their sales power in Chinese market was
continuously rated high, the survey result shows Japanese companies rated their own sales power higher in ASEAN 5 and Indian markets.

- Japanese companies rated European/American companies generally higher than themselves except that sales power was considered as the same level in ASEAN 5 markets.
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VI. 2.(3). Estimation of Competitor Companies in Emerging Asian Markets (Electrical Equipment & Electronics) [.56

Figure 74: Estimation of Competitor Companies in Emerging Asian Markets (Electrical Equipment & Electronics)

|| Chinese companies ||

|| Korean companies ||

(71 companies responding in FY2010)
5 (66 companies responding in FY2012)

(61 companies responding in FY2010)
(46 companies responding in FY2012)

Taiwanese companies

(60 companies responding in FY2010)
(46 companies responding in FY2012)

European/American
companies

(58 companies responding in FY2012)

4.07
3.80 3.95
4t 3.75 \as 3.853.77 A Above 363
35324 332 3.23 3.26 own 3.26
3.05 2.77 3.00 company 2.98
3 hececcctcttiiesisociccanaanns P B P N N .
245 2.60 13 Below
215 . own
2 Co
mpany
1}
(66) (62) (67) (62) (68) (60) (55) (42) (56) (42) (59) (42) (57) (43) (58) (43) (59) (43) (57) (57) (56)
Product Production Management Product Production Management Product Production Management Product Production Management
development technologies speed development technologies speed development technologies speed development technologies speed
capabilities capabilities capabilities capabilities
5
403411 | CJFv2010 [ FY 2012 -
4 + : 3.65 9 Above 347 360
3.49 336 355 353 341 309 3.2 | own i 3.23
3 304295 i company
Below
5 | own
company
1
O 1 1 1 1 1 1 1 1 1 1 1 1 1 1
(54)(51)  (67)(64)  (46) (38) (53)(43)  (56) (42) (48)(31) (53)(39)  (55)(44)  (46) (25) (51) (53) (42)
ASEAN5 Chinese Indian ASEANS5| [Chinese| [Indian ASEANS| ([Chinese Indian ASEANS5| [Chinese Indian
markets market market markets market market markets market market markets market market
Sales power Sales power Sales power Sales power

- In Electrical Equipment & Electronics industries, Korean companies were rated higher than Japanese companies in every issue including product development capabilities and production
technologies. For production technologies issue, it was resulted that Taiwanese companies were rated the same level as Japanese companies. It is observed that Japanese Electrical
Equipment & Electronics companies recognize they have almost no advantage to emerging Asian companies in product development capabilities and production technologies.

- Estimation of sales power in emerging Asian markets shows that foreign competitor companies are rated higher than Japanese companies themselves in every market except the sales
power of Chinese companies (in Indian market). Regarding Korean companies, the difference has widened greater in every market from the survey result in 2010.

- For sales power in Chinese market, estimation of Chinese and Taiwanese companies is higher than that of Korean companies.

\

J
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VI. 2.(3).@. Estimation of Advantages and Weaknesses of Chinese Companies
(Product development capabilities, Production technologies and Management speed)

|| Chinese companies ||

Figure 75: Estimation for Product Development
Capabilities, Production Technologies
and Management Speed

p.57

* Estimation (all-industry) in emerging Asian market (markets in ASEAN 5, India and China)

mistimation of Product development capabilities and Production technologies has lowered for the first time. \
Management speed still shows significant difference.

- When compared with the survey result in 2010, product development capabilities and production technologies of Chinese companies
were rated lower. This is considered as a result of efforts for business improvement of Japanese manufacturing companies after they
have investigated the reality in the course of extensive competitions with Chinese companies following Collapse of Lehman Brothers.

- Their management speed was still rated higher than respondents' own companies. The rate was rather higher than the previous result

J

(Total No. of respondent

4L 3.833-87 . (3.83 vs. 3.87).
szve ETheir advantages in product development lies in rich "Human resources (headcount)" and short "Development
company lead time".

3 ' - "Human resources (headcount)" (43.4%) and short "Development lead time" (26.3%) are considered to be advantages of Chinese
Below own companies in product development. In a interview survey from Japanese companies, one commented that "Chinese companies
company succeed to speed up developments through large number of human resources making use of low labor costs." (automobile

2 components)

mAdvantage of their manufacturing technologies lies in "Cost competitiveness" while their weakness lies in

1 "Know-how to create high-quality/high-functional products”.

- Advantage of Chinese companies in manufacturing technologies lies in "Cost competitiveness" (79.2%). Weakness lies in insufficient
"Know-how to create high-quality/high-functional products" (70.3%).
10 12 10 12 10 12 FY) m"Authority of top management” supports management speed of Chinese companies.

Production  Production Management - 68.3% of respondent companies considered "Authorities concentration to top management" as the resource of extreme management
development technologies Speed speed of Chinese companies. In an interview survey from Japanese companies, many commented critically on their own system
capabilities | | &:onsuming long time for internal coordination.

|
v v v

Product development | (Total No. of respondent Production (Total No. of respondent Management

capabilities companies: 251) technologies companies: 283) speed

New products planning
Customizing capabilities
Outsourcing

Quality human resources

Human resources
(headcount)

Rich resources
(development cost)

Development productivity
Development lead time

Organizational integration/
coordination (internal

communication)

W Advantages

Standardization capabilities 0O Weaknesses

0 20 40 60 80

Know-how to create high-quality/

Make use of Business-Academia

100 (%)

production items and volume)

Quick launch of new products

high-functional products

Cost competitiveness

Labor productivity

Flexibility (for variation of

Quality human resources

Outsourcing

1
cooperation []3

B Advantages
1 O Weaknesses

Make use of IT/ Automation

0 20 40 60 80

100 (%)

Empowerment of
local management

Authorities concentration to
top management

Definite strategies

Organization culture

Quality resources
(management level)

Quality resources
(employee)

Make use of IT 53.2

Standardization of jobs/ |14
Manualization |—J 18:6

companies: 221)

E B Advantages

O Weaknesses

0 20 40 60 80 100(%)
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VI. 2.(3).@. Estimation of Advantages and Weaknesses of Chinese Companies (Sales power) p.58

* Estimation (all-industry) in emerging Asian market (markets in ASEAN 5, India and China)

|| Chinese companies ||

Figure 76: Estimation of Sales Power (lSaIes power of Chinese companies in Chinese market still is quite formidable. N

- Sales power of Chinese companies was rated slightly lower when compared with the previous survey (2010). However, it
4'093.96 was rated 3.96 in the local Chinese market and is still extremely high though slightly lower than the previous survey.
4 Above Japanese manufacturing companies continuously recognized the sales power of Chinese companies in the Chinese market
3.1 own quite formidable.
t 299

LR SO PTIPRN PPN PPN company . s s ub: L " L " "

mAdvantage in sales power lies in "Price competitive power". Weakness lies in poor "Brand strength
Below own and " Maintenance service/ User support”.

2 L company - Chinese companies' advantages in sales power lie in "Price competitive power" in whole emerging Asian markets. In an
interview survey from Japanese companies, as well, most opinions indicated the price competitive power of Chinese
companies. On the other hand, their weaknesses lie in poor "Brand strength" and "User support".

1 L - However, when viewing their local Chinese market, the percentage of answers mentioning "Brand strength" as their
insufficiency accounted for no more than 34.5% while almost 40% of respondent companies estimated "Distribution
channels" are their advantage. Further, many Japanese companies recognized that "Number of sales staff" (14.5%) and
"Number of stores/Largeness of stores" (13.5%) were advantageous especially in Chinese market when compared with

10 12 10 12 10 12 (FY) others. Thus, it is assumed Japanese manufacturing companies recognize that Chinese companies in the Chinese market
/

ASEANS Chinese Indian
markets market market

\have obtained brand strength as well as they have secured their distribution channels.

Sales power
(ASEANS5 markets)

Brand strength

Price competitive power
Sales channels

Number of stores/
Largeness of stores

Number of sales staff

Quality of personnel (sales
managers and sales staff)

(Total No. of respondent

companies: 213)

183

v

Sales power
(Chinese market)

(Total No. of respondent
companies: 275)

73  _-T=~
Brand strength [ 71345 "

Price competitive power
Sales channels

Number of stores/
Largeness of stores

Number of sales staff

Quality of personnel (sales
managers and sales staff)

v

[ Sales power ] (Total No. of respondent

(Indian market)

Brand strength

Price competitive power
Sales channels

Number of stores/
Largeness of stores

Number of sales staff

Quality of personnel (sales
managers and sales staff)

companies: 153)

0.9
Advertising expenses [0.0 Advertising expenses Advertising expenses
- B Advantages E B Advantages + @ Advantages
Maintenance service/ |00 -~~~ [ Weaknesses Maintenance service/ 1.1 O Weaknesses Maintenance service/ |9-0 O Weaknesses
User support 1 1300 User support 22.2 User support 26.8
0 20 40 60 80 100 (%) 0 20 40 60 80 100 (%) 0 20 40 60 80 100 (%)
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VI. 2.(3).@. Estimation of Advantages and Weaknesses of Korean Companies
(Product development capabilities, Production technologies and Management speed)

|| Korean companies ||

Figure 77: Estimation of Product Development
Capabilities, Production Technologies
and Management Speed

3.93
4 3.86 Above
3.23 3.23 own
company
LY 0 [T R N Y F
2.72 Below own
company
2 L
1+

10 12 10 12 10 12 (FY)
Production Production Management
development technologies Speed
capabilities

v

Product development

(Total No. of respondent

p.59

* Estimation (all-industry) in emerging Asian market (markets in ASEAN 5, India and China)

EProduct development capabilities and production technologies are inferior to respondents' own companies. \
On the other hand, management speed still shows significant difference.

- The background of the fact that estimation of product development capabilities and production technologies of Korean companies
was lower than respondents' own companies could be assumed that in circumstances that Japanese manufacturing companies have
been expanding their trade volume with non-Japanese companies, they could enhance their recognition of the reality through full
competition in emerging Asian markets. Also, in an interview survey from Japanese companies, many commented, "We analyzed
other companies' products and could find that our technologies are nothing inferior to competitors', including Korean companies." and
such.

- On the contrary, estimation for their management speed was still higher than respondents' own companies, though slightly lowered
from the previous survey. The difference is still significant.

ETheir advantages in product development lie in short “Development lead time” and “Rich resources
(development cost).”

- Advantages in product development of Korean companies lie in "Development lead time" (34.4%) and "Rich resources (development
cost)" (24.6%). It is assumed that Korean companies have achieved development speed thanks to ample funds. Conversely, their
weakness lies in poor "New products planning" (29.0%). On the contrary, however, 21.9% of companies recognize it as their
advantage; companies were divided in their estimation of the issue.

BTheir advantages in manufacturing technologies are “Cost competitiveness” and “Quick launch of new
products.”

. The advantages of Korean companies in production technologies are considered "Cost competitiveness" (68.1%) and "Quick launch
of new products" (31.9%). Percentage of answer mentioning "Quick launch of new products" recorded the highest among all
companies in competition. Oppositely, their weakness is considered insufficient "Know-how to create high-quality/high-functional
products” (33.0%).

ETheir advantages in management speed is based on the “Concentration of authorities” and “Definite
strategies.”
. Answers were focused on "Concentration of authorities" (56.6%) and “Definite strategies" (49.1%).

J

companies: 183)

capabilities

New products planning
Customizing capabilities
Outsourcing

Quality human resources

Human resources
(headcount)

Rich resources
(development cost)

Development productivity

Development lead time

Organizational integration/
coordination (internal
communication)

Standardization capabilities

B Advantages
O Weaknesses

0 20 40 60 80

100 (%)

(Total No. of respondent
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v
'_*Production ] (Total No. of respondent
e Management
technologies corrllpanle's. 191) spgeed

Know-how to create high-quality/
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Empowerment of

14.7
Labor productivity [ Tg 4

Flexibility (for variation of

e 17.3
production items and volume)

Organization culture [ T12 1
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VI. 2.(3).2. Estimation of Advantages and Weaknesses of Korean Companies (Sales power)

|| Korean companies ||

Figure 78: Estimation of Sales Power

41 33 3.46 Above
™ 3.29 Y329 3.28 3.16 own
3 L — . company
Below own
9 company
1k
10 12 10 12 10 12 FY)

ASEANS Chinese Indian
markets market market

* Estimation (all-industry) in emerging Asian market (markets in ASEAN 5, India and China)
[lEstimation of sale power in emerging Asian market has slightly lowered. \
- For the first time in this survey, sales power of Korean companies in emerging Asian markets was rated lower than before,
though only to a small extent. Japanese manufacturing companies have already obtained a certain level of competitiveness

against Korean companies in ASEAN 5 markets, as well as Chinese and Indian markets; it is assumed that the rating has
been settled to a fixed state. Though their grade is still higher than respondents' own companies, the gap has been narrowed.

mAdvantage in sales power lies in "Price competitive power" while weakness lies in poor "Maintenance
service/User support”.

- Advantages of Korean companies in sales power are considered "Price competitive power" (ASEAN 5 markets: 75.3%,
Chinese market: 74.9%, Indian market: 77.4%).

- On the contrary, their weaknesses in sales power are in common with Chinese; "Brand strength” (ASEAN 5 markets: 24.2%,
Chinese market: 24.6%, Indian market: 23.3%) and "Maintenance service/User support" (ASEAN 5 markets: 23.6%,
Chinese market: 20.4%, Indian market: 18.0%).

- When estimating sales power of Korean companies, the ratio of respondents mentioning that the "Brand strength" was a
weakness lower than the ratio for Chinese companies. Instead, a certain level of respondents mentioned that they were
advantageous in "Brand strength" in every market area. Respondents companies were divided in their estimation for "Brand

\strength" of Korean companies in emerging Asian markets. /

v

Sales power (Total No. of respondent
(ASEANS markets) | companies: 178)

16.9— - -
Brand strength 242

-

Price competitive power
Sales channels

Number of stores/
Largeness of stores

Number of sales staff

Quality of personnel (sales
managers and sales staff)

Advertising expenses
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100 (%) 0 20 40 60 80

v v
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(Total No. of respondent

(Indian market) companies: 133)
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14~
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Price competitive power Price competitive power

Sales channels Sales channels

Number of stores/
Largeness of stores
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VI. 2.(3).®. Estimation of Advantages and Weaknesses of Taiwanese Companies 61
(Product development capabilities, Production technologies and Management speed) P-

* Estimation (all-industry) in emerging Asian market (markets in ASEAN 5, India and China)

|| Taiwanese companies mistimation of product development capabilities and production technologies was below respondents' own\

companies. Their management speed was rated as high as ever.

Figure 79: Estimation for Product Development - In this survey, product development capabilities and production technologies were rated lower than the respondents' own
Capabilities, Production Technologies companies, though, estimation of management speed obtained a high grade (3.56), keeping almost the same level as the previous
and Management Speed result.

ETheir advantages in product development capabilities are "Customizing capability” and short "Development
4 r 369356 4 o lead time".
3.02 3.09 own - "Customizing capability" (22.8%) and Short "Development lead time" (22.8%) were considered as advantages of Taiwanese
' ) company companies in product development capabilities. On the contrary, poor "New products planning" (37.2%) is considered as their
3 weakness and "Organizational integration/coordination” (19.3%) follows.
Egr':;"a:;"" EAdvantage of their production technologies lies in "Cost competitiveness" while their weakness lies in
2 - "Know-how to create high-quality/high-functional products”.
- Advantages in production technologies of Taiwanese companies are considered "Cost competitiveness" (61.1%) while weakness
is their "Know-how to create high-quality/high-functional products"(45.0%).
1F . . . . - .
HTheir advantage in management speed is considered due to "Authorities concentration to top management”,
similar to Chinese and Korean companies.
- The advantage in management speed of Taiwanese companies is considered due to "Authorities concentration to top
10 12 10 12 10 12 (FY) management" (60.5%), similar to Chinese and Korean companies. Instantaneous/immediate decisions are generally one of the
Production  Production Management advantage of companies in emerging countries; in an interview survey from Japanese companies, some companies commented,
development technologies Speed "Chinese and Taiwanese companies generally make very quick decision on investment. That gives the impression as if they are
capabilities making decisions without careful considerations." (Electric/Electronics components). /
| I I
v v v
Product development | (14t5) No. of respondent Production (Total No. of respondent Management (Total No. of respondent
capabilities companies: 145) technologies J companies: 149) speed companies: 129)
; 9.7 . I Know-how to create high-quality/ Empowerment of
New products plannin 7 N gh-quality P
W products p "9 = 37.2 A high-functional products local management
Customizing capabilities @ Cost competitiveness Authorities concentration to
top management
Outsourcing Labor productivity Definite strategies
Quality human resources Flexibility (for variation of Organization culture
production items and volume)
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(headcount) Quick launch of new products (management level)
Rich resources Quality resources
(development cost) Quality human resources )Zemployee)
Development productivity Outsourcing Make use of IT
. B Advantages
Development lead time Make use of Business-Academia Standardization of jobs/ O Weaknesses
Organizational integration/ cooperation Manualization
coordination (internal ; B Advantages .
communication) B Advantages Make use of IT/ Automation O Weaknesses 0 20 40 60 80 100 (%)
Standardization capabilities 0O Weaknesses
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VI. 2.(3).3. Estimation of Advantages and Weaknesses of Taiwanese Companies (Sales power) p.62

* Estimation (all-industry) in emerging Asian market (markets in ASEAN 5, India and China)

~

|| Taiwanese companies

ﬁThough the estimation for their sales power is somewhat lower in each market, they still keep a high
grade in Chinese market.

- Estimation for sales power of Taiwanese companies in each area of emerging Asian markets resulted lower when compared
with the previous survey (2010). However, their sales power in Chinese market was rated 3.50 to show the second highest

following the that of Chinese companies in the China market (3.96).
- Their sales power in the Indian market was rated below respondents' own companies in this survey (2.74) though it was at
almost the same level as respondents' own companies in the previous survey in 2010 (2.96).

Figure 80: Estimation of Sales Power

3.60 3.50

Above
own
company

3.39

BAdvantage in sales power lies in "Price competitive power" while weakness lies in poor "Brand strength".

- Common advantages of Taiwanese companies in sales power in each market are considered "Price competitive power"
(ASEAN 5 markets: 73.5%, Chinese market: 73.2%, Indian market: 74.5%).

- On the other hand, their weakness in sales power, poor "Brand strength", was also common in each market (ASEAN 5 markets:
42.6%, Chinese market: 31.2%, Indian market: 41.8%). Percentage of answers mentioning the poor "Brand strength" as their
weakness in Chinese market was 10 points lower when compared with the same answers for ASEAN 5 and Indian markets
whereas about 10% of respondents mentioned that the "Brand strength" was an advantage of Taiwanese companies. It is
assumed that Japanese manufacturing companies rated Taiwanese companies in Chinese market higher when compared with
ASEAN 5 and Indian markets.

- There was a certain number of companies indicating "Maintenance service/User support" to be their weakness (ASEAN 5
markets: 22.1%, Chinese market: 18.8%, Indian market: 17.3%), as well. Advantages and weaknesses of Taiwanese

vompanies are common to Chinese companies.

Below own
company

10 12 10 12 10 12 FY)
E‘\SEANS] [Chinese] [[ndian]
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I | |

v v v

[ Sales power

J

(Total No. of respondent

(Total No. of respondent
companies: 98)

(Total No. of respondent
companies: 138)

Sales power
( companies: 136) (Chinese market) (Indian market)

Sales power
ASEANS5 markets)

Brand strength Brand strength i

Brand strength

Price competitive power Price competitive power

Sales channels Sales channels

Number of stores/ [B 5.1

Number of stores/
Largeness of stores

Number of stores/
Largeness of stores
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1171

Number of sales staff Number of sales staff Number of sales staff [T} 4
Quality of personnel (sales Quality of personnel (sales Quality of personnel (sales
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. 20
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VI. 2.(3).@ Estimation of Advantages and Weaknesses against European/American Companies

(Product development capabilities, Production technologies and Management speed) p'63
= * Estimation (all-industry) in emerging Asian market (markets in ASEAN 5, India (Note) Estimation of European/American companies was
| European/American | and China) asked for the first time in this year's survey.
el /European/Amerlcan companies were rated higher than respondents' own companies in all the issues. \
Figure 81: Estimation for Product Development « Although Japanese manufacturing companies recognize they themselves are superior to Chinese, Korean and Taiwanese
Capabilities, Production Technologies companies in product development capabilities and production technologies, they recognize product development capabilities,
and Management Speed production technologies, management speed and sales power of European/American companies are rated higher than

respondents' own companies.

ETheir advantages in Product development capabilities lies in "New products planning".

4r 3.35 3.58 Above - Among advantages of European/American companies in product development capabilities, the rate of "New products planning"
: 3.14 own (57.5%) is outstanding. In an interview survey from Japanese companies, many praised, "Products (of European/American
RO O - R, ..., | company companies) are excellent in their designs and colors and proficient in catching consumers' needs." (Others)".

Below own | EMTheir advantage in Production technologies lies in "Know-how to create high-quality/high-functional

company products”.

- Advantage of European/American companies in production technologies is considered "Know-how to create high-quality/high-
functional products" (55.9%) while the weakness is "Cost competitiveness" (34.6%) which correspond to advantages and

weaknesses of Japanese manufacturing companies themselves (refer to page 65). Nevertheless, there are companies indicating

1r "Cost competitiveness" as an advantage of European/American companies (21.8%). In an interview survey from Japanese

companies, as well, some commented "(European/American companies are) promoting local production to yield cost

) ) competitiveness." (Automobile assembly); The respondent companies include those that evaluate European/American companies

10 12 10 12 10 12 (FY) as cost-competitive enterprises.
Production  Production ~Management ETheir advantages in management speed lie in "Definite strategies" and "Empowerment of local management”.
development technologies Speed - Advantages of European/American companies in management speed are considered "Definite strategies" (55.3%) and
capabilities "Empowerment of local management" (40.4%). This indicates that Japanese manufacturing companies recognize that "Definite
i | | | strategies" and "Empowerment of local management” are the base of management speed of European/American companies. /
Product development | (Total No. of respondent v v
capabilities companies: 219) Production (Total No. of respondent Management (Total No. of respondent

_technologies J companies: 211) speed companies: 188)

New products plannin
P P 9 Know-how to create high-quality/
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local management | [11.2

Authorities concentration to 15.4
top management |_18.0
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Outsourcing

Quality human resources Definite strategies 3.7

12.8

Human resources production items and volume) [ ] 16.6 Organization culture == 15°g

(headcount)

Rich resources
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Quality resources 314

(management level)

. Quality resources
Development productivity

(employee)
Development lead time Outsourcing 1.9 Make use of IT
. 0.0 B Advantages
Organizational integration/ Make use of Business-Academia Standardization of jobs/ O Weaknesses
coordination (internal cooperation [[3. 3 Manualization |_]5.9
communication) B Advantages B Advantages
Standardization capabilities 224 | 0 Weaknesses Make use of T/ Automation 565 "~ | oweaknesses 0 20 40 60 80 100(%)
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VI. 2.(3).@. Estimation of Advantages and Weaknesses against European/American Companies (Sales power)

European/American
companies

Figure 82: Estimation of Sales Power
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p.64

* Estimation (all-industry) in emerging Asian market (markets in ASEAN 5, India and China)

companies)." (Chemical)

/lTheir sales power in each market is superior to respondents’' own companies.

- Japanese manufacturing companies rated sales power of European/American companies in whole emerging Asian markets
higher than respondents' own companies. Especially, their sales power in Indian market was rated higher (3.36) than that of
Chinese, Korean and Taiwanese companies in the same markets.

EThe advantage is considered "Brand strength" in emerging Asian markets in general.

- Advantage in sales power of European/American companies lies in "Brand strength" commonly in each market (ASEAN 5
markets: 75.5%, Chinese market: 78.8%, Indian market: 80.3%). In an interview survey from Japanese companies, not a few
companies commented, "European/American companies make use of their brands more efficiently (than Japanese

ETheir weakness is considered poor "Price competitive power"”. Some companies also consider
"Maintenance service/User support” as their weakness.

- The weakness of European/American companies lies in "Price competitive power (ASEAN5 markets: 32.8%, Chinese market:
32.1%, Indian market: 33.6%)" commonly in each market. Nevertheless, some companies recognize they are price competitive
(ASEANS markets:21.4%, Chinese market: 23.3%, Indian market: 21.7%). Then "Maintenance service/User support" followed
as their weakness. Many of Japanese manufacturing companies recognize "Maintenance service/User support" as their own

\advantage (See Figure 84); it is an aspect in which difference from European/American companies is shown.

~

J

v
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VI. 2.(4) Estimation of Advantages and Weaknesses of Respondent’s Own Companies
(Product development capabilities, Production technologies and Management speed)

" Own Companies |

Figure 83: Analysis of Own Advantages and Weaknesses
(Product development capabilities, Production technologies and Management speed)

p.65

* Estimation (all-industry) in emerging Asian market

Product development
capabilities

New products planning
Customizing capabilities
Outsourcing

Quality human resources
Human resources
(headcount)

Rich resources
(development cost)

Development productivity

Development lead time

Organizational integration/
coordination (internal
communication)

Standardization capabilities

(Total No. of respondent

Production

technologies

(Total No. of respondent
companies: 284)

(markets in ASEAN 5, India and China)

Management
speed

(Total No. of respondent
companies: 238)

Know-how to create high-quality/
high-functional products

Cost competitiveness

Labor productivity

Flexibility (for variation of
production items and volume)

Quick launch of new products
Quality human resources

Outsourcing

Make use of Business-Academia

0O Weaknesses

40 60 80

cooperation 9.
49 W Advantages
Make use of IT/ Automation [774 O Weaknesses
100(%) 0 20 40 60 80 100(%)

Empowerment of
local management

Authorities concentration to

Quality resources
(management level)

Quality resources
(employee)

Standardization of jobs/
Manualization

112

m Advantages

, O Weaknesses

60 80

100 (%)

Advantages in product development capabilities lie in "New products planning”,
communication". Weakness lies in prolonged "Development lead time".

- Most companies indicated "New products planning" as their advantage (43.8%). "Customizing capabilities" came in second (36.1%), then "Quality human resources" (31.4%) and "Organizational
integration/coordination (internal communication)" (31.0%) followed. In an interview survey from Japanese companies, one commented, "We usually get contact with customers in early stages of
product development and make efforts to develop products which satisfies respective needs." (Chemical).

- Most pointed out prolonged "Development lead time" as their weakness (35.4%). Also in an interview survey from Japanese companies, reason of prolonged "Development lead time" was
explained; some were based on quality, such as, "From the "Quality first" point of view, we spend sufficient time for design, material/components procurement and fire proof testing." (Others) or
some are based on organizational issues including "Information transfer from overseas sites tends to delay and such information is not used effectively in Japan headquarters. In addition,
overseas sites are not capable of supplying required information to Japan headquarters sufficiently."

competitiveness".

management”.

may be useful to learn from European/American companies with organizational and strategic excellence.

Customizing capabilities

Quality human resources” and "Internal

HAdvantage of their manufacturing technologies lie in "Know-how to create high-quality/high-functional products" while their weakness lie in "Cost

- As regards their own advantages in product development capabilities, a prominent number of companies pointed out "Know-how to create high-quality/high-functional products" (85.2%). On the
contrary, "Cost competitiveness" marked highest as their weakness (62.0%). This shows that Japanese manufacturing companies are excellent at manufacturing high-quality/high-functional
products, nevertheless, they recognize poor cost competitiveness as their weakness.

HTheir advantages in management speed lie in "Organization culture" and "Quality human resources"” while their weakness lies in "Empowerment of local

- Leading advantages of their management speed are "Organization culture" (35.3%), "Quality resources (employee)" (25.2%), "Quality resources (management level)" (24.8%) and "Definite
strategies" (24.8%). As opinions such as "The standard of value based on the company's corporate philosophy penetrates into each and every employee." (Others) and "Face to face
communication of field members to deal with specific issues will solve them flexibly when they occur." show that it seems Japanese manufacturing companies recognize that their advantages in
management speed lie in "High consciousness and capability of employees."

- As regards to weakness of respondents' own companies, "Empowerment of local management" came first (37.0%) then "Definite strategies" (21.4%) and "Standardization of jobs/ Manualization"
(18.9%) followed. Whereas, both points are also recognized as advantages in some companies; companies were divided in their recognition. Many of the disadvantageous points of Japanese
companies are conversely advantages of European/American companies. So that Japanese manufacturing companies enhance their management speed to deal with further globalization, it

~

J/
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VI. 2.(4) Estimation of Advantages and Weaknesses of Respondents’ Own Companies (sales power) p.66

Figure 84: Analysis of Own Advantages and Estimation (all-industry) in emerging Asian market (markets in ASEAN 5, India and China)

||Own COmpanies" Weaknesses (Sales power)

Sales power (Total No. of respondent [ S.ales power (Total No. of respondent [ Sa!es power (Total No. of respondent
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/Thelr advantages in sales power in emergent Asian markets in common lie in "Brand strength™ and "User support". \

- As their advantages in sales power in emergent Asian markets in common, "Brand strength" was indicated most (ASEAN 5 markets: 63.4%, Chinese market: 60.0%, Indian market: 50.3%).
One of the companies (a textile company) interviewed gave its opinion that it could be the company’s brand power in the Chinese market that has contributed to the company’s continuous
sales customers in China, which have been Japanese companies. Percentage of answers mentioning "Brand strength” as their advantage in Indian market was 10 points lower when
compared with the same answers for ASEAN 5 and Chinese markets. It is assumed that Japanese manufacturing companies recognize their own brands are not quite popular in Indian
market.

- Then "Maintenance service/User support" came second as their advantage in sale power in emergent Asian market in common (ASEAN 5 markets: 30.5%, Chinese market: 29.2%, Indian
market: 25.1%). In an interview survey from Japanese companies, one comment mentioned that, “We have been advising corporate customers that they should consult with us whenever they
are in trouble. When a corporate customer that is having a problem consults us, we advise them of the probable cause of the problem and propose a countermeasure. Such business
operations do not always contribute to an increase in our profit, but we continue them in the aim of disseminating our brand name to customers." (Electric/Electronics components) shows,
some companies seem to make the best use of their "Maintenance service/User support" opportunity to enhance their "Brand strength".

ETheir weaknesses in sales power in emergent Asian markets in common lie in "Price competitive power".

- As their weaknesses in sales power in emergent Asian markets in common, "Price competitive power" was indicated the most (ASEAN 5 markets: 69.1%, Chinese market: 72.8%, Indian
market: 70.7%) which shows the contrast when compared with Figure 76, 78 and 80 which show "Price competitive power" rated highest as advantages of Chinese, Korean and Taiwanese
companies. In an interview survey from Japanese companies, some commented, "The major issue preventing cost reduction is labor cost besides currency exchange rate is considered to
affect the cost also." (General machinery-Parts).

- Others also commented, "We have given up cost competition and have no other choice but "Brand strength." (Electrical equipment & Electronics-Assembly) or "In a circumstance where cost
reduction is difficult, maintenance service and user support will make us money." (General machinery-Parts). It seems Japanese manufacturing companies try to make full use of their

\advantages, "Brand strength" and "Maintenance service/User support” to cover their own weaknesses.
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VI. 2. (5) Analysis of Factors of Share Increase in Emerging Asian Markets (part 1) p.67

Q. J Companies were requested to present their efforts to materialize the factor of their market share increase (in terms of monetary amount) of their own products in emergent Asian markets,

within recent 3 years. In addition, they were requested to present their middle term effort (in next 3 years or so) which they consider effective to increase their market share (in terms of
monetary amount) of their own products. In diagrams below, items are ordered according to higher percentage of answers (subject to multiple answers).

Figure 85: Efforts to Increase Market share in Last 3 Years. Figure 86: Efforts to Facilitate Increase of Market Share in next 3 Years or so

(No. of respondent companies: 382) (No. of respondent companies: 392)

Enhancement of high-quality/high-function Enhancement of high-quality/high-function 61.0

Enrichment of products line Enrichment of products line
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Concentration of products line Concentration of products line
Increase of advertisement cost Increase of advertisement cost

Compromise to lower-quality/lower-function Compromise to lower-quality/lower-function
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Finance loan offer [ 1.3 . :s;ivee?;’age of Finance loan offer [l 2.5 m Percentage of
other 11.3 other 1.8 answers
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(I"Enhancement of high-quality/high-function” and "Enhancement of brand strength” will be continuously effective for market share increase in emerging Asian

market.

It was revealed that Japanese manufacturing companies believe that "Enhancement of high-quality/high-function" will be continuously effective for market share increase in emerging Asian
market (Last 3 years: 64.1%, Next 3 years or so: 61.0%). In an interview survey from Japanese companies, as well, many commented "High function/quality are essential conditions.“ Considering
that Japanese manufacturing companies recognize "Know-how to create high-quality/high-functional products" as their advantages (refer to P.65), it is assumed they also recognize that
"Enhancement of high-quality/high-function" will effectively increase their market share also in emerging Asian markets.

To follow "Enhancement of high-quality/high-function”, items which Japanese manufacturing companies consider effective to increase their market share are "Enhancement of brand strength”
(Next 3 years: 51.4%), "Price reduction”" (Next 3 years: 39.0%), "Enrichment of products line" (Next 3 years: 39.0%), "Enhancement of quality of personnel (sales managers and sales staff)"
(Next 3 years: 37.8%) and "Diversification of sales channels" (Next 3 years: 37.3%).

Percentage of answers mentioning efforts other than "Enrichment of products line" is higher when compared with efforts which have contributed to increase their market share in last 3 years. It is
assumed that Japanese manufacturing companies will concentrate their efforts to sales aspects from now on in emerging Asian markets. )
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VL. 2. (5) Analysis of Factors of Share Increase in Emerging Asian Markets (part 2) p.68

e A Figure 87: Subject Contributed to Market Share Figure 88: Subjects Considered Effective for Market
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Diversification of sales channels 301 ! : (o/ )
] 20 40 60 go \7
0 20 40 50 a0 (%)

(I"Enhancement of high-quality/high-function” and "Enhancement of brand strength" are still considered effective, even when companies are classified into
supply-chain positions.

- Among "Materials manufacturers" and "Parts & intermediate goods suppliers" for which B to B is considered to be the main business, more than 60% of companies chose "Enhancement of
high-quality/high-function” respectively as a subject which has contributed market share increase in last 3 years or considered to be effective to enhance market share next 3 years or so.
Among "Finished product manufacturers & sellers" for which B to C is considered to be the main business, more than 70% of companies chose "Enhancement of brand strength" as a subject
considered effective to enhance market share.

- It is assumed that Japanese manufacturing companies recognize importance of "Enhancement of high-quality/high-function" and "Enhancement of brand strength" for their market share

L increase in emerging Asian markets. )
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VI. 2. (5) Analysis of Factors of Share Increase in Emerging Asian Markets (part 3)

p.69

Figure 89-1 to 89-4 in this page and next show subjects considered to have contributed or will act as effective to market share increase for main industries including Automobile (Assembly and Parts),
Electrical equipment/Electronics (Assembly and Parts), Chemicals (including plastics products)/Pharmaceuticals and General machinery (Assembly and Parts) highlighting one position, "Finished

product manufacturers & sellers" in Figure 87 and 88 of previous page.

Figure 89-1:
Finished Product

Figure 89-2:
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Enhancement of number of 23.3
stores/largeness of stores

Concentration of products line 233

Compromise to lower-quality/
lower-function

Enhancement of products warranty
Price increase

Finance loan offer Total No. of respondent
companies
Next 3 years or so: 30

Within last 3 years: 29

Other

Reconsideration of packaging

companies also recognize price reduction is effective.

industries.

\_ 27.6% to 56.7% in Electrical equipment & Electronics, respectively.

GTendency shown in answers from Automobile and Electrical equipment/Electronics industries )
which supply finished goods is almost same as answers from all industries, though, certain

- Among companies in Automobile (Assembly and Parts) and Electrical equipment/Electronics industries both of which supply
finished goods, "Enhancement of brand strength", "Enhancement of high-quality/high-function”, "Enrichment of products line",
"Enhancement of installation/maintenance/user support" and "Enhancement of quality of personnel" were ranked high as
subjects considered to be effective for market share increase in next 3 years or so. It shows the same tendency as Figure
87 and 88 of previous page which were calculated based on answers from companies supplying finished goods of all

- A certain difference from the tendency in all industries is the fact that many answers indicated "Price reduction". Percentage
of answers for this subject increased from 40.0% for past 3 years to 54.5% for next 3 years or so in Automobile and from

0 20 40 60 80"

[ Items considered effective for share expansion for the next
three years or so.

ltems that have contributed to share expansion in the last
D three years.

(Note) Among companies positioned to Finished product
manufacturers & sellers, "Finance loan offer",
"Reconsideration of packaging" and "Others" were
not included in answers from Automobile industry.

J
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VL. 2. (5). Analysis of Factors of Share Increase in Emerging Asian Markets (part 4)

Figure 89-3: Finished Product Manufacturers & Sellers:

Chemicals (including plastics products)/Pharmaceuticals

Enhancement of brand

strength 8.3

Enhancement of high—
quality/high—function

750

66.7
750

Diversification of sales
channels 33.3

8.3

Enrichment of products line

66.7

Enhancement of quality of
personnel (sales managers and
sales staff)
Enhancement of number of
stores/largeness of stores

Increase of advertisement cost

750

Figure 89-4: Finished Product Manufacturers & Sellers: General

Machinery (Assembly and Parts)

Increase of sales staff

Price reduction
Price increase

Reconsideration of packaging

Iltems considered effective
for share expansion

for the next three years or so.

Items that have contributed
to share expansion
in the last three years.

Enhancement of
installation/maintenance/user
support
Proposal of effective usage of
own products

Concentration of products line )
companies
Enhancement of products Next 3 years or

warranty

Compromise to lower—
quality/lower—function

Total No. of respondent

Within last 3 years: 12

so: 12
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Enhancement of high—
quality/high—function

Enhancement of brand
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Enhancement of
installation/maintenance/user
support

Enrichment of products line

Diversification of sales
channels

Price reduction

Enhancement of quality of
personnel (sales managers and
sales staff)

Proposal of effective usage of
own products

Price increase

Enhancement of products
warranty

Increase of sales staff

Enhancement of number of
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Finance loan offer

Compromise to lower—
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Concentration of products line
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60.6
_ 62.9
51.5
_ %43
485
h 457

42.4
40.0

Total No. of respondent
companies
Next 3 years or so: 35
Within last 3 years: 33

80(%)

power will be effective to increase their market share in next 3 years

service" are key factors for their market share increase.

\_ increase market share in next 3 years or so, as well as past 3 years.

or so.

(lCompanies in Chemical/Pharmaceuticals industries recognize enhancement of sales power effective for market share increase.\

- Among companies in Chemical/Pharmaceuticals industries supplying finished goods, while percentage of answers for "Enhancement of brand strength"
(75.0%), "Diversification of sales channels" (66.7%), "Enhancement of quality of personnel" (50.0%) and "Enhancement of number of stores/largeness of
stores" (50.0%) increased as factors of market share increase in next 3 years and so, "Enhancement of high-quality/high-function* and "Enrichment of
products line" which were key factors of market share increase in past 3 years decreased. This indicates companies recognize enhancement of sales

EGeneral machinery industry considers "Enhancement of high-quality/high-function” and "Enhancement of brand strength and

- Among companies in General machinery industry which supply finished goods, answers focused on "Enhancement of high-quality/high-function" (62.9%),
"Enhancement of brand strength" (62.9%) and "Enhancement of installation/maintenance/user support"(54.3%) as subjects considered effective to

(Note) Among companies positioned
to Finished product
manufacturers & sellers,
"Finance loan offer" and "Others"
were not included in answers
from Chemical industry.
"Reconsideration of packaging”
and "Others" were not included
in answers from General
machinery industry.
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VI. 2. (6). Middle Term Competition Strategy in Emerging Asian Market p.71

Q.| Companies were requested to choose one from four strategies listed below as their middle term scheme (next 3 years or so) to concentrate their management resources to establish
competitive advantages against Chinese, Korean, Taiwanese and European/American companies respectively in emerging Asian markets.
(1) Differentiation (quality, brand, service, etc.) (2) Cost reduction (3) Niche (4) Reduction of business/withdrawal

. . . . Figure 91: Middle Term Competition Strategy of Automobile (Assembly and Parts) Industry
Figure 90: Middle Term Competition Strategy (All Industries) (No_of answers)

(No. of respondent companies: 65)
Against Chinese (386) "
companies
(No. of respondent 0.5 Against Korean companies 64.7 29.4 (51)
companies: 381) - 6 ’ (No. of respondent companies: 51)
Against Korean
omparies . X IR |2 against Taiwanese companies = o)
(L\loor;]z‘;;eizz:"”z‘é%r;t B 6.2 (No. of respondent companies: 39) I
5.2
. . Against European/American e
Against Taiwanese 69.1 229 (262) companies 50.0 _ 48 (58)
C&T gfarcrelslgni dent (No. of respondent companies: 58) )
companies: 261) -~ 0.3 0% 20% 40% 60% 80% 100%
Against (339) Figure 92: Middle Term Competition Strategy of
European/American Electrical Equipment/Electronics (Assembly and Parts) Industry
companies
(No. of respondent
companies: 337) 0% 20% 40% 60% 80% 100% Against Chinese companies

. . . (No. of respondent companies: 68)
(Note) Difference between No. of respondent companies and No. of answers is due to
including responses from companies that answered 2 or more strategies.

Here, diagrams show distribution ratio subject to Total No. of answers is 100%. Against Korean companies
(No. of respondent companies: 55)

. Concentrate to differentiation (quality, brand, service, etc.) in markets in competition
- Concentrate to cost reduction in markets in competition

- Concentrate management resources to niche market with no competition

|:| Reduction of business/withdrawal (Note)

Against Taiwanese companies
(No. of respondent companies: 53)

Against European/American

companies
(No. of respondent companies: 60)

(Note) Reduction of business in each market in ASEAN 5, China and India or
withdrawal from that.

0% 20% 40% 60% 80% 100%

(IThey show standpoints to establish competitive advantage through differentiation of quality and such in emerging Asian markets. Some companies also plan )
low price strategies against European/American competitors.

- Many of Japanese manufacturing companies indicated their strategies in which business resources are concentrated into differentiation of quality, brand, services and such against every
competitor in markets in competition. Also, in an interview survey from Japanese companies, quality enhancement, enhancement of brand strength and enrichment of services were mentioned
as their definite schemes for differentiation in markets in competition.

- Competition strategy of Automobile and Electrical equipment & Electronics industries are shown in Figure 91 and 92. In Automobile industry, nearly half the number of companies (44.8%)
indicated their idea to create a lower cost strategy in markets in competition with European/American companies, to which opinions such as, "Cost competition cannot be avoided because the
technology levels of both Japanese and European/American companies are almost the same." seemed to be reflected. In Electrical equipment & Electronics industries, differentiation is also
their key competition strategy where percentage of companies scheming for the lower cost approach as their competition strategy against European/American companies marked higher

\_ (34.4%) when compared with all industries.

J
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VL. 2. (7). Middle Term Prospect for Coordination/Cooperation in Emerging Asian Market p.72

. Q.

Flgure 93: PrOSpect for G For companies that answered the question in Figure 90, another question was put asking whether they have any middle term

CoordinationlCooperation prospect (in next 3 years or so) of coordination/cooperation with other entities (including M&A and alliance) to fulfill the competition
strategy they chose.

(No. of respondent companies: 394)

~N

(lCompanies planning Coordination/Cooperation with other entities are limited to about 30% (29.4%).

- Companies which had middle term prospect (in next 3 years or so) of coordination/cooperation with other entities
(including M&A and alliance) are 116 out of total 394 (29.4%); the percentage reached about 30%.

No prospect B . .

70.6% HLocal companies are supposed as the business partners in general.

- As to business partners in emerging Asian markets, answers from companies indicating non-Japanese companies other
than Chinese, Korean, Taiwanese and European/American were the most for ASEAN 5 and Indian markets (37.1% and
35.3% respectively) while those for Chinese companies were the most for Chinese market (56.9%).

- In an interview survey from Japanese companies, many answered to mention local companies as such non-Japanese
companies. Also many companies mentioned the purpose of such coordination/cooperation was reinforcement of sales

(278 companies)

Have prospect power; some commented, "To expand customer base to local manufacturers, it is inevitable to establish sales channels
29.4% \including collection of bills in cooperation with local companies." (Chemical). )
(116 companies) R

. ~o

Figure 94: Business Partner Candidates of Coordination/Cooperation for Competition
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VIl 1. Survey Overview (Additional Survey)

Survey Overview

B Purpose of survey: This survey has been made with
consideration of the relationship between Japan and
neighboring countries in and after August 2012 and intended to
check if there has been any change of Japanese manufacturing
companies’ views on their approaches to business operations in
China, Taiwan, and Korea (see Note) since the time of their
previous responses to JBIC survey research made in July 2012.

Note: “Business operations in China, Taiwan, and Korea” is defined as
production, sales, and R&D activities at overseas affiliates, as well as
outsourcing of manufacturing and procurement in China, Taiwan, and
Korea.

B Target companies: 613 companies that responded to the 24th
survey on overseas business operations (JBIC FY2012 survey).

B Number of companies surveyed: 613
B Number of respondent companies: 327 (Response rate: 53.3%)
B Method of response: Web-based survey using the Internet

B Period of response: Monday, November 5 to Tuesday, November
20, 2012

B Main survey topics:
* Impact on business operations in China, Taiwan, and Korea
* Concrete influence on current and future business operations
in China
* Behavioral change of Chinese clients
* Changes in the countries or regions for promising business
operations
« Attitude changes in business operations in China
« Sales level of business operations in China

B Supplementary Info: JBIC made a similar additional survey
regarding business operations in China FY2010. Some results of
FY2010 additional survey are available in this section in order to
compare with the results of additional survey this time if the
comparison is possible.

(Number of respondent companies in FY2010 additional surve
416, response rate: 68.8%)

p.73

Figure 95: No. of Respondent Companies by Industrial Classification

Transportation Industry Type No-of  fproportion
(excl. Automobiles) Paper, Pu‘!p & Wood : yly respondents
2.4% 2.1% Automobiles 68| 20.8%
Petroleum & Rubber (Eilhertn.icallsE - & 48 14.7%
2.8% Other Elzzt;f:icsqumen 46| 14.1%
Steel 2.8% 8.0% Automobiles General Machinery 29 8.9%
Nonferrous Metals Textiles 19 5.8%
2.8% Precision Machinery 14 4.3%
0,
Ceramics, Cemen Metal Products 14 4.3°A;
& Glass 3.1% 327 Foods 11 3.4%
i Chemicals Ceramics, Cement &
Foods 3.4% companies Glass 10 3.1%
14.7% Nonf Metal 9| 28%
Metal Products onferrous Meta’s - 00
4.3% . Steel 9 2.8%
o Electrical Petroleum & Rubber of 28%
Precision Equipment & Transportation
Machiner i ; 8 2.4%
y Electronics (excl.Automobiles)
4.3% Paper, Pulp & Wood 7 2.1%
Other 26 8.0%
14.1%
8.9% ° Total 327 100.0%
(companies)
. Paid-in Capital resﬁghgims Proportion
Figure 96: Less than ¥300 mn. 48] 14.7%
No. of Respondent ¥300 mn. up o ¥1 bn. 42| 12.8%
Companies by Capital ¥1 bn. up to ¥5 bn. 74 226%
¥5 bn. up to ¥10 bn. 51 15.6%
¥10 bn. or more 105 32.1%
Holding company 7 2.1%
Total 327 100.0%
(companies)
Net Sales resﬁ;:;ms Proportion
. Less than ¥10 bn. 43 13.1%
Figure 97: ¥10 bn. up to ¥50 bn. 115 35.2%
No. of Respondent ¥50 bn. up to ¥100 bn. 52 15.9%
Companies by Net Sales ¥100 bn. up to ¥200 bn. 46 14.1%
¥200 bn. up to ¥300 bn. 12 3.7%
¥300 bn. up to ¥500 bn. 24 7.3%
¥500 bn. up to ¥1 trillion 17 5.2%
¥1 trillion or more 17 5.2%
No response 1 0.3%
Total 327 100.0%

(companies)
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VIl 2. Summary (Additional Survey) p.74

B With consideration of the change in the situation over Takeshima and the Senkaku Islands, approximately 84% of
the respondent companies this time do not think that the situation has any particular influence on their business
operations in Taiwan or Korea. On the other hand, however, approximately 65% of the respondent companies
centered on the automotive business recognize that the situation has been adversely affecting their business
operations in China. In a similar question asked two years ago, approximately 23% of the respondent companies
answered that their business operations were adversely affected. The survey this time indicates that the Japanese
manufacturing companies recognize that the change in the situation has been more seriously affecting their
business operations in China than two years ago.

B A large number of respondent companies pointed out that damage to their business partners and boycotts on
Japanese goods adversely affected their production and sales or their voluntary restraint of business trips
influenced the overall business. These companies predict that their production and sales will be adversely affected
continuously. About 53 % of the respondent companies answered that their sales levels have been declined since
the change in the situation and about 51 % predict that the sales levels will not return to the previous state for half a
year.

B With respect to the evaluation of China as a promising country for business operations over a medium-term, China
continued to secure the 1st position in spite of nearly half of responding companies indicating that they considered
the evaluation of China to have declined from results of questionnaire conducted in July 2012, while the gap with
2nd ranked India shrank further in terms of the ratio of votes as promising. On the other hand, the number of
responding companies that regarded Indonesia, Mexico, Thailand and others as promising increased as well.

B With respect to change in attitudes related to commitment to Chinese business in the future, while over 60% of
responding companies expressed “rethought” or felt “act cautiously”, three out four of them responded that “While
continuing commitment to Chinese business in the future, importance of risk diversification to other
countries/regions is recognized”. The 13 companies that responded to strengthen their engagement in other
countries or regions have a policy to “conduct review so as to reduce the degree of dependency on Chinese
business or market” mainly through “scale-back by reduction of additional and renewal investment”, but none of
them responded to “completely withdraw from business operations in China and Chinese market”. It can be
interpreted that Japanese manufacturing companies maintain a stance to continue to engage in Chinese businesses
more cautiously, attempting to diversify risk involved.
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VII. 3. Influence on Business Operations in China, Taiwan, and Korea p.75

Figure 98: Influence on Business Operations in China, Taiwan, and Korea

[Q1-1]  (About business operations in China) Some Japanese companies received damage in and after September this year from the occurrence of anti-Japanese demonstrations
triggered by the acquisition and ownership of the Senkaku Islands by the Japanese government. Do you feel that your business operations in China have been adversely

affected by the anti-Japanese demonstrations?

[Q1-2]  (About business operations in Taiwan) Do you feel that your business operations in Taiwan have been adversely affected by the anti-Japanese demonstrations?
[Q1-3]  (About business operations in Korea) Do you feel that your business operations have been adversely affected since Korean President Lee landed in Takeshima on August 10

this year?
(Respondent companies: 327)
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Q 1-1- [Requery]
(page 76)

ﬁTwo (65.1%) out of every three respondent companies recognize that their business \

.

\(:Q1-1] Responses of companies engaged in Chinese business in FY12 classified by industry)

(327) (9) (88) (9) (46) (9) (29) (26) (48) (19) (14) (11) (14) (10) (8) (V)
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operations in China have been negatively impacted. The number of companies affected
was approximately twice as high as that in the previous survey.

The companies responding to the additional survey were asked about the negative influence of issues over
the Senkaku Islands on their business operations in China, and 73 companies (22.3%) selected “1. Affected
substantially “ for their answers, 140 companies (42.8%) selected “2. Affected somewhat”. That is, 213
companies (65.1%) were more or less influenced. At the time of a similar additional survey conducted in
fiscal 2010, a total of 94 companies (22.6%) answered that they were affected somewhat. This means the
number of companies affected increased by approximately 2.3 times.

Companies selecting “1. Affected substantially” or “2. Affected somewhat” for their answers about their
business operations in China were classified by industry to obtain the respective response ratios. Many
companies in the petroleum and rubber industry (88.9%), automobile (including automobile assembly and
auto parts) industry (85.3%), and steel industry (77.8%) feel that they have been affected substantially.
Companies in the paper, pulp, and wood industry (14.3%), transportation industry (25.0%), and ceramics,
cement, and glass industry (40.0%) feel that they have had no real effects.

On the other hand, 10 companies (3.1%) answered that their business operations in Taiwan have been
affected somewhat while nine companies (2.8%) answered that their business operations in Korea have
been affected somewhat, 80% of the companies selected “3. No real effects” for their answers about their
business operations. /
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VII. 4. Concrete Influence on Business Operations in China

Figure 99: Concrete Influence on Business Operations in China

p-76

[Q 1-1: Requery] This is a question about concrete influences on business operations in China for companies that selected 1. or 2. in Q 1-1. Please select your answer for
(1) Influences up to now, (2) Expected influences in the future, and (3) Influences that are characteristic to the present in comparison with those in September
2010 involving issues over the Senkaku Islands (multiple answers allowed). (Respondent companies: 213)

(1) Influences up to now and (2) Expected influences in the future

Production and sales indirectly influenced by
affected business partners

Overall operations influenced by
the voluntary restraint of business trips
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Sales influenced by boycotts of Japanese goods

Delay in export and import procedures

Delay in various permissions

Production and sales influenced by
the sabotage of local employees and workers

Local manufacturers’ refusal of your product
delivery (e.g.,unreasonable requests for
price reduction)

Damage to own production and sales
facilities caused by riots or similar acts

Others

Delayed delivery from local
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the repatriation of resident staff members
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(3) Difference in influence from September 2010 with issues over

the Senkaku Islands
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- - - A - - - - - - )
B Major influences on the industry were an indirect influence on production and sales, an overall influence on business as a result companies’ voluntary restraint of
business trips, and a direct influence on sales caused by boycotts on Japanese goods. Major influences expected in the future are an indirect influence on

production and sales, a direct influence on sales caused by boycotts on Japanese goods, and a delay in export and import procedures.

« A decreasing number of companies have shifted their voluntary restraint of business trips (decreased to 23 companies from 106 companies) while answering that their business operations in
China have been affected substantially or affected somewhat, but they are expecting an indirect influence on production and sales and boycotts on Japanese goods. An increasing number of
companies expect delays in various permissions affected by the issues (increased to 47 companies from 38 companies). The companies surveyed answered that an indirect influence on
production and sales, boycotts on Japanese goods, and the voluntary restraint of business trips have been influences that are characteristic to the present in comparison with September 2010 with

\ issues over the Senkaku Islands.

J/
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VII. 5. Changes in Chinese People’s Views and Attitudes on Respondent Companies and Respondent Companies’ Assessment of China 77
as a Promising Country P.

= . ’ . ’ . .
Figure 100: Customers’ (Chinese People’s) _ Figure 101: Respondent Companies’ Assessment of
views/attitudes on Respondent Companies China as a Promising Country
[Q. 2] Have you felt that the views/attitudes of your Chinese business counterparts [3-1] Has your assessment of China changed since the recent situation change regardless of your
(e.g. govt. officials, trading partners, local employees, customers, etc.) changed answer to the question about the promising countries/regions for overseas business over the
since the recent situation change? (Respondent companies: 327) medium term in the questionnaire you answered in July this year? (Respondent companies:
327)
1.8%

24.8%

[ 1. Lowered a lot

l 2. Lowered a little

[] 3. Hasn’t changed

[] 4. Can’t tell at this point

1. Changed a lot

2. Changed a little

3. Haven’t noticeably changed
4. Can’t tell at this point

[Reference] Results of previous survey

(additional FFY2010) [Reference] Results of previous survey
additional survey o
1.2%

(additional survey of FY2010)
2.9%
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i iPlease see the left chart in the next  }
! gpage,78, for the change of the ranking
! tof China as a promising country

. :answered by these 151 companies

! {(46.2%) which selected “1. Lowered a :
! Hlot” or “2. Lowered a little” :
1

1

I

1

1

1

1

I

9.9%

69.5% 63.0%

(Respondent companies: 416)

(I Approximately 30% of the respondent companies have felt changes in the views/attitudes of their Chinese business counterparts.

« Alittle less than 30% (26.6%) of the respondent companies have felt that the views/attitudes of their Chinese business counterparts changed since the recent situation change.

» Approximately 10% (11.1%) of companies that responded to the previous survey answered that the views/attitudes changed a lot or changed a little. This infers that the respondent companies this
time have strongly felt changes in the views/attitudes of their Chinese business counterparts.

B While the number of votes to China as a promising country for business operations began to decrease, the situation change this time became a good opportunity
for Japanese manufacturers to rethink the value of China for business operations.

» Recently, percentage share of China as a promising country for business operations over medium-term is in a decline after hitting its peak in FY2010 (see page 23) and 46.2% of respondent
companies answered that they considered the evaluation of China as a promising country to have declined after situation change in August 2012 (the sum of percentage of companies selected “1.
Lowered a lot” and “2. Lowered a little”). In the previous survey (additional survey of FY2010), the sum of the percentage of the respondent companies selected “1. Lowered a lot” and “2. Lowered
a little” is 24.8%. Therefore, this shows that over twice as many companies have lowered the evaluation of China as a promising countries with respect to the percentage share.

» However, based on the answers about the rankings of promising countries/regions for overseas business operations over the medium-term as shown in the next page, 126 of 151 companies,
which selected “1. Lowered a lot” or “2. Lowered a little”, didn’t change the ranking of China as a promising country and only 24 responded companies changed the ranking of China downward. In

\_ addition, these 151 companies averagely lowered their ranking of China as a promising country by 0.5 from their previous ranking in July. Y,
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VII. 6. Changes in Promising Countries or Regions for Business Operations over Medium-Term p.78

Figure 102: Recounted Ranking of Promising Countries/Regions for Business Operations

[Q 3-2] Regardless of your response to the question (Q9(1)) over promising countries/regions for overseas business over the

medium term (next 3 yrs. or so) in the questionnaire survey made in July this year, what is your present answer about it in No. of responses citing
view of the recent situation change? If your answer is different from your previous answer, reselect the top five * Percentage country/region
countries/regions as promising countries. (Respondent companies = 288) share = Total No. of respondent
companies
Changes in the ranking of China in the list of promising Ranking coz(;a:fi;s(fl)'z?;?g;& Percentage Share
countries/regions for overseas business over the : :
medium term (next 3 yrs. or so) as answered by 151 Addfed this - July survey]| Country/Reglon Addfed this |July survey|Increase or Addfad this |July survey
companies (46.2%), which selected 1. Lowered a lot or time Recounted time Recounted| decrease time Recounted
2. Lowered a little for Q3-1 in the survey made in July 1 —_ 1 China 172 184 A 12| 59.7%| 63.9%
this year (see note 1). 2 — 2 |India 164| 163 1| 56.9%| 56.6%
3 - 3 Indonesia 130 118 12| 45.1%| 41.0%
(Respondent companies = 151) 4 9 5 Thailand 102 97 5| 35.4%| 33.7%
Rank 4 - 4 Vietnam 102 929 3| 35.4%| 34.4%
5 o | 6 — 6 |Brazil 63 62 1| 21.9%| 21.5%
. I Mean value of rank variation: Ranked -0.5 7 - 7 Mexico 48 41 7 16.7%| 14.2%
4 0
3 01 8 — 8 Russia 35 35 0| 12.2%| 12.2%
2 o 9 9 Myanmar 34 33 1| 11.8%| 11.5%
r 10 — 10 USA 30 26 4| 10.4% 9.0%
oo 1 — 11 |Malaysia 27 23 4| 9.4%| 8.0%
=0 1126 12 4@ 14 |Korea 13 9 4| 45%| 31%
-1 B4 13 12 | Turkey 11 11 0 3.8%| 3.8%
2 e TN ST 14 17 | Philippines 10 7 3| 3.5%| 24%
E i o. of companies revised that revised their .
-3 ;'5 ' ranking in July and lowered it: 24 (15.9%): 14 ' 12 Taiwan . 10 " A1 3.5% 3.8%
4 b2 ! i 16 § 14 Cambodia 9 9 0 314%| 3.1%
= 17777 T [ [ 17 § 14 |Singapore 8 ol a1 28% 3.1%
i 18 — 18 |[Australia 7 6 1 24%| 21%
0 20 40 60 80 100 120 140 19 § 18 |Bangladesh 5 6| A1l 17% 21%
(Companies) 20 — 20 | Germany 3 4 A1l 1.0% 1.4%
Note 1: Each company listed the top five promising countries/regions for Note 2: Figure 102 shows the re-ranking of promising countries/regions based on 288 respondent companies’ answers.
overseas business over the medium term. Therefore, the ranking This is a little different from the ranking surveyed in July (see page 22 of FY2012 Survey Report on Overseas
fluctuation range is 5. Business Operations by Japanese Manufacturing Companies).

(m China continued to secure the 15t position as a promising country for business operations over a medium-term while the gap with 2" ranked India shrank )
further. On the other side, the number of countries selecting Asian countries, the United States and Mexico as promising has increased.

+ The ranking of promising countries/regions for overseas business operations over the medium term was recounted based on the responses of 288 companies that answered the question
about promising countries/regions for overseas business operations in the July 2012 survey and the same question in the additional survey this time. Among them, 35 companies’ answers
were different from their previous answers in the survey made in July 2012 and 12 companies removed China from the list of promising countries in overseas business operations.

+ Figure 102 shows the results, in which the ranking of top countries show almost no change, but the difference between China and India in the number of respondent companies selected
gets further reduced and the difference in percentage shares gets narrowed to 2.8 points. However, China continued to secure the 1st position as promising.

+ At the same time, an increasing number of respondent companies have selected Indonesia (increased by 12 countries) as a country promising overseas business operations, followed by
Mexico (increased by seven countries), Thailand (increased by five countries), the United States, Korea, and Malaysia (increased by four countries each). This has shown that Asian

\_ countries, the United States and Mexico as promising countries for business operations have been attracting more attention of the respondent companies. y
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VII. 7. Changes in Your Views on Approaches to Business Operations in China p.79

Figure 103: Changes in Your Views on Approaches to Figure 104: Vision for Future Business Operations
Business Operations in China in China and Chinese Market

[Q4.-Requery (1)] (A question to those who selected 1. or 2. in Q4.) Select the answer that is the closest to your
company’s response regarding your vision for future business operations in China and the Chinese market.
(Respondent companies = 207)

o 1. We aware that there are risks inherent in doing
) 6.3% business in China, so we plan to change things, for
combrmies) example by reducing dependence on Chinese

business/market, and to bolster efforts in other
countries/regions

[Q4] Have your views on future approaches to business operations in
China changed? (Respondent companies = 327)

23.2%

(76
companies)

Il 2. We will continue to do business in China, but at the
same time, we feel that diversifying risk to other
countries/regions is important

Total:
63.3%

(207 companies)

[] 3.Chinais important as a market and business client,
so we will continue to pursue business there as usual

[] 4. Don’t know at this point

55.7%

(182
companies)

/ (154
companies)

Came to feel that the matter needs to be rethought

Respondent | Composition

Choice companies ratio
Direction has yet to be decided but we came to feel that [Q4.-Requery (2)] (A questlon to those 7. Complete withdrawal from business operations in China 0 0.0%
he need to monitor the situation and act cautiously who selected (1.) in Requery (1) and the Chinese market —
! above) Select the answer that is the [ 2. Scale reduction by decreasing or curtailing additional a 10 76.9%
[] 3. Haven’t changed closest to your company’s response renewal investments in business operations in China 2
, . ) regarding your concrete measures 3. Promotion of exports to the Chinese market from other countries 0 0.0%
|:| 4. Can’t tell at this point for risk diversification or dependency | 4. Promotion of exports to the Chinese market from Japan 0 0.0%
o = o o e e edmmloo , reduction from the following six 5. Utilization of local companies through agents 1 7.7%
choices. (Respondent companies = o
. 6. Others 2 15.4%
[Reference] Results of previous 13)
Total 13 100.0%

survey (additional survey of FY2010)
3.4%

(l The results show that 63.3% of respondent companies answered that business operations in China need \
to be rethought or need to monitor the situation and act cautiously.

» As shown in the Figure 103, more than half the respondent companies (55.7%) selected “2. Direction has yet to be decided but
we came to feel the need to monitor the situation and act cautiously” while 7.6% selected “1. Came to feel that the matter needs
to be rethought”. In the previous survey (FY2010 survey), more than half the respondent companies (54.3%) selected “3. Haven't
changed”. This indicates that the respondent companies’ views have changed since the recent incident and come to think more
cautious about business operations in China.

B Three out of four companies (154 companies, 74.4%), which answered about their business operations in
China that the matter needs to be rethought (25 companies) or that they came to feel the need to monitor
the situation and act cautiously (182 companies), maintain a stance to continue to engage in Chinese
businesses, diversifying risk involved.

* Figure 104 (Q-4 Requery (1)) shows that 154 companies (74.4%) out of the 207 companies answering that the matter needs to
be rethought or they came to feel the need to monitor the situation and act cautiously replied that they will continue their
business operations in China while attempting to diversify risks. Ten companies out of the 13 companies (6.3%) answered that
they will reduce their dependence on Chinese business/market (with Choice 1 selected) and intended to reduce the scale of their
investments. However, as figure 104 (Q4-Requery (2)) shows that there were no companies answering that they will completely

\withdraw from business operations in China. j

10.69

Note: There is no difference in choices
between the FY2010 question and FY2012
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VII. 8. Sales Levels of Business Operations in China at Present and in Half a Year p.80

[Q5] On the condition that the sales level of your business operations in China was 100 before the acquisition and ownership of the Senkaku Islands by the Japanese
government, state your 1. Current sales level (at the time of answering this questionnaire) and 2. Expected sales level in half a year. (Respondent companies = 327)

Figure 105 (1): Current Sales Level I > Figure 105 (2): Expected Sales Level in Half a Year

|
| Change in sales level from (1) to (2)
* Number of companies expecting an increase:
1 . 32.7% (107 companies)
. 1 * Number of companies expecting a decrease:
Less than 50%: I 12.2% (40 companies)
4.6% * Number of companies expecting no change:
55.0% (180 companies) |

50% to less than 60%:
6.4% Increase:

60% to less than 70%: 8.0%

Less than 50%:
2.4%

50% to less than 60%:
2.1%

Increase:

1.2% 60% to less than 70%:

4.6%

5.2% 70% to less than 80%
7.3%
70% to less than 80%:
The same or 8.0%
about the same The same or 80% to less than 90%:
levels: about the same 11.0%
45.6% levels:
° 90% to 80% to less than 90%: 0 o 90% to
less than 8.6% less 'than
previous level: previous level:

20.5% 23.2%

Companies expecting that their sales will not

Companies with a decrease in sales level: 53.2% . .
return to previous levels in half a year: 50.8%

/m After the acquisition and ownership of the Senkaku Islands, 53.2% of the companies dropped their sales levels, and )

50.8% expect that their sales levels will not return to the original state in six months.

» As many as 174 companies (53.2%) answered that the sales levels of their business operations in China dropped after the acquisition and ownership of the Senkaku Islands. On the condition
that the sales level of each corresponding company’s business operations in China was 100 before the acquisition and ownership of the Senkaku Islands, as many as 67 companies (20.5%)
answered that their level attainment was within a range of 90% to less than the previous level, followed by 28 companies (8.6%) with their level attainment within a range of 80% to less than
90%. Companies with their attainment level less than 80% totaled 79 companies (24.2%). Therefore, one out of every four companies answered that their level attainment range was less than
80%.

« As many as 166 companies (50.8%) predict that their level attainment range in half a year will be lower than that before the acquisition and ownership of the Senkaku Islands. Half the
companies expect that their sales levels will not return to the previous state.

» The opinions of the respondent companies about the transition of their sales levels in half a year vary. As many as 107 companies (32.7%) expect that their sales levels will rise in half a year
while 40 companies (12.2%) expect that their sales levels will drop. Each type of business has a characteristic opinion. As many as 33 companies out of 64 respondent manufacturers of auto
parts (51.6%) predict that their sales levels will rise in half a month while eight companies out of 29 manufacturers of electric and electronic parts (27.6%) predict that their sales levels will drop,
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VII. 8. Sales Levels of Business Operations in China at Present and in Half a Year (by Industry) p-81

[Q5 (Classified by Industry)] The items “1. Current sales level (at the time of answering this questionnaire)” and “2. Expected sales level

in half a year” in the previous page answered by each respondent company were collected and classified by industry. The following

graphs show the component percentages of the respondent companies in each industry classified by the answers “Increase,”

GThe sales levels of automobiles and steel\

“The same or about the same levels,” and “Decrease.” (see note 3). have significantly dropped.
. . . * As many as 57 companies (83.8%) in the
Figure 106: Sales Levels Classified by Industry ((1) At Present and (2) Expected in Half a Year) automobile industry answered that their sales levels
at present have become lower. Eight companies
(1) At present (2) In half a year (11.8%) answered that their sales levels have
Righ dropped below 50% since the acquisition and
(Left) (Right) ownership of the Senkaku Islands and 80.9% (55
100% companies) of the companies surveyed that their
90% li83 8P — sales levels will not recover in half a year.
° P> 180.d% o I — — * Following the companies in the automobile industry,
,’85"7 - : 7[-8%7.806 seven companies (77.8%) in the steel industry are
8 1 0 | % facing a decline in their sales levels at present and
8 : 70% | 60.4% 5 53 6 expect a decline in half a year as well.
= AV 84 OHe
S ! 60% | 50 00 554 50.4% it B Many companies engaged in general
T 150% 1o obs ) machinery, oil and rubber products, and
— 7 - ] - -
q>a _{\ 40% | B5 7 electrl_cal feqmp.ment and elecgronlcs expect
2 | a decline in their sales levels in half a year.
") 1 30% » The number of companies expecting a decline in
° ! o | their sales levels in half a year is larger than the
8 : 20% | number of those reporting a decline in their sales
' 10% levels at present in the industries of general
‘ machinery, oil and rubber products, and electrical
| . N - equipment and electronics. (General machinery: 14
Automoblles Steel Chemicals Precision  Petroleum & Metal General vs. 17, oil and rubber products: 5 vs. 6, electrical
(68) 9) (48) Machinery Rubber Products Machinery \equipment and electronics: 19 vs. 25) /
(14) ©) (14) (29)
100% —
| [ Increase
90% — | — The same or about the same
80% — Ulevels
m Decrease (see note 3)
70%
60% | | 54.30% T imber of respondent companies.
50% A7.4% - Note 2: Industries are arranged in percentage
o 36.8% 41.3 38.% order of companies facing a decline
40% 34.6% 33.3% 33.3% in their sales levels.
30% | 27 3% Note 3: Companies falling under the category
° | 20.0%% of “Decrease” refer to those with their
20% 14.30% sales levels dropped to
| 0 19% 10.0% 90% to less than 100%,
10% | . 80% to less than 90%,
70% to less than 80%
OOA) 1 1 1 1 1 o o ’
Textiles Electrical Other Nonferrous Foods Ceramics, Paper,  Transportation 600/° toless than 700/"'
. Pulp & 50% to less than 60%, or
(19) Equipment & (26) Metals (11) Cement & (excl. less than 50%
. WOOd . ess than (]
Electronics 9) Glass Automobiles) of their previous levels
7) P -
(46) (10) ( (8)
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Appendix 1. Change and Details for Promising Countries/Regions for Overseas Business Operations p.82

[ Promising Countries/Regions for Overseas ]
Business Operations over the Medium-term Note: “Medium-term” here means about the next three years or so.

FY2012 . No.of‘ Perchentage FY2011 . No.of. Perc:ntage FY2010 . No.of' Perchentage FY2009 o No.of‘ Perchentage FY2008 . No.of. Perchentage
Rank ompanies; share ompanies: share ompanies: share ompanies: share ompanies: share
Survey 514 @ (%) Survey 507 : (%) Survey 516 : (%) Survey 480 | (%) Survey 471 © (%)
1 |China 319! 62.1 |China 369: 72.8 |China 399: 77.3 |China 353: 73.5 |China 297: 63.1
2 |India 290: 56.4 |India 297: 58.6 |India 312: 60.5 |India 278: 57.9 |India 271: 57.5
3 JIndonesia 215: 41.8 |Thailand 165! 32.5 |Vietnam 166: 32.2 |Vietnam 149 31.0 |Vietnam 152 32.3
4 |Thailand 165: 32.1 |Vietnam 159: 31.4 |Thailand 135: 26.2 |Thailand 110: 22.9 |Russia 130: 27.6
5 [|Vietnam 163: 31.7 |Brazil ] 145: 28.6 |Brazil 127: 24.6 |Russia 103: 21.5 |Thailand 125: 26.5
6 |Brazil 132: 25.7 |Indonesia Indonesia 107: 20.7 |Brazil 95: 19.8 |Brazil 91: 19.3
7 [Mexico 72: 14.0 |Russia 63: 12.4 |Russia 75 14.5 JUSA 65: 13.5 JUSA 78: 16.6
8 JRussia 64: 12.5 JUSA 50: 9.9 JUSA 58: 11.2 lIndonesia 52: 10.8 |Indonesia 41: 8.7
9 |JUSA 53: 10.3 |Malaysia 39: 7.7 |Korea 30: 5.8 |Korea 31: 6.5 |Korea 27: 5.7
10 JMyanmar 511 9.9 |Taiwan 35 6.9 |Malaysia ] 29: 5.6 |Malaysia 26: 5.4 |Taiwan 22: 4.7
11 JMalaysia 36: 7.0 |Korea 31: 6.1 |Taiwan Taiwan 21: 4.4 |Mexico 21: 4.5
12 |Korea 23: 4.5 |Mexico 29: 5.7 |Mexico 25! 4.8 |Mexico 20: 4.2 |Malaysia 20 4.2
13 |Turkey Singapore 25: 4.9 |Singapore 21: 4.1 ]Philippines 14: 2.9 |Singapore 15 3.2
14 |Taiwan 22: 4.3 |Philippines 15: 3.0 |Philippines 14: 2.7 |Germany 9! 1.9|UAE 14: 3.0
15 [Philippines 21: 4.1 |Turkey 12: 2.4 |Australia ) 8: 1.6 JAustralia J Germany 1 13; 2.8
16 |Singapore 16: 3.1 JAustralia 8 1.6 |Bangladesh Saudi Arabia Czech Republic]
17 JCambodia 13: 2.5 |Bangladesh Turkey D Turkey 8 1.7 |Turkey 12 2.5
18 JAustralia 11t 2.1 JCambodia Germany 7. 1.4 |Singapore 7 15]|UK 8 1.7
19 |Bangladesh 10: 1.9 |[Myanmar 70 14| UK - 6: 1.2 |Czech Republic 6 1.3 [Australia
20 |Germany 6 1.2|UK 6 1.2 [yranmar 5 1.0 [Canada J 5 1.0 [South Africa
Saudi Arabia
South Africa UAE
UAE J
Y . T . i f Promising Countries/Regions for Note: “Mid-tier firm/SMEs” here means
(e e o) e arge s i oaritmtom ) s i i
0.0 ercentage 0.0 ercentage No.of Percentage No.of Percentage
Rank FY2012 Cor’:par:ies i shar(eg FY2011 Cor’:par:ies i sharteg Rank FY2012 Companies shareg FY2011 Companies shareg
Survey 387 | (%) Survey 420 (%) Survey 128 (%) Survey 133 (%)
1 India 251: 64.9 |India 333: 79.3 1 China 74: 57.8 |China 93: 69.9
2 |China 218: 56.3 |China 299: 71.2 2 |india 62 48.4 |India 73: 54.9
3 |Indonesia 149: 38.5 |Brazil 196: 46.7 3 |Indonesia 53 41.4 |Vietnam 45; 33.8
4 |Brazil 140: 36.2 |Indonesia 147: 35.0 4 |Vietnam 45: 35.2 |Thailand 38! 28.6
5 |Vietnam 110: 28.4 |Vietnam 146: 34.8 5 |Thailand 43: 33.6 |Indonesia 34: 25.6
6 |Thailand 103: 26.6 |Thailand 114: 271 6 |Brazil 22: 17.2 |Brazil 30 22.6
7 |Russia 78: 20.2 |Russia 95: 22.6 7 |Myanmar 19: 14.8 |Russia 14: 10.5
8 [|Myanmar 65: 16.8 |[USA 36; 8.6 8 [Mexico 18: 14.1 |Malaysia 10 7.5
9 |Mexico 46 11.9 |Mexico 25: 6.0 9 |JRussia 14: 10.9 |Mexico 9! 6.8
10 JUSA 34: 8.8 |[Malaysia 21 5.0 10 JUSA 13: 10.2 JUSA 8 6.0
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Appendix 2. Promising Countries/Regions for Overseas Business Operations
(details of reasons for countries being viewed as promising)

p.83

Note 1: The number of respondent companies refers to the number of companies that cited reasons for a country being promising.
Note 2: The colored cells indicate the top three reasons most often cited for each country.

1 2 3 4 5 6 7 8 9 10
China India Indonesia Thailand Vietham Brazil Mexico Russia USA Myanmar
Co::;aifies Ratio Con(;a(:\fies Ratio Cc:(;'a(:vfies Ratio Co:‘;’a(:ies Ratio Cor;‘n(;a?\es Ratio Co::;aifies Ratio Con(;a(:\fies Ratio Cc:(;'a(:vfies Ratio Co:‘;’a(:ies Ratio Cor;‘n(;a?\es Ratio
No. of respondent companies 312 ] 100%| 279 100%| 208 | 100%] 160| 100%| 160] 100%| 132] 100% 70| 100% 63 | 100% 53 [ 100% 48 | 100%
1. Qualified human resources 371 11.9% 441 15.8% 151 7.2% 33 [ 20.6% 30| 18.8% 1] 0.8% 1 1.4% 2| 32% 71 13.2% 7] 14.6%
2. Inexpensive source of labor 83 ] 26.6%| 106 | 38.0% 84 | 40.4% 58 | 36.3% 94 | 58.8% 191 14.4% 20 | 28.6% 3| 4.8% - - 35| 72.9%
3. Inexpensive components/raw materials 511 16.3% 19| 6.8% 11 5.3% 16 | 10.0% 13] 8.1% 3] 2.3% 1 1.4% 1 1.6% 1 1.9% 6] 12.5%
4. Supply base for assemblers 87 | 27.9% 69| 24.7% 58 | 27.9% 49 | 30.6% 21] 13.1% 30| 22.7% 36| 51.4% 13 | 20.6% 81 15.1% 2] 42%
5. Concentration of industry 69| 22.1% 22| 7.9% 171 8.2% 43| 26.9% 10] 6.3% 5] 3.8% 10| 14.3% 2] 32% 8] 15.1% - -
6. Good for risk diversification to other countries 41 1.3% 9] 3.2% 151 7.2% 14| 8.8% 26| 16.3% 3] 2.3% 5] 71% - - - - 7] 14.6%
7. Base of export to Japan 33| 10.6% 7] 25% 9| 4.3% 191 11.9% 151 9.4% - - - - - - 1 1.9% 6] 12.5%
8. Base of export to third countries 441 14.1% 23| 8.2% 25| 12.0% 40 [ 25.0% 22| 13.8% 9] 6.8% 17 | 24.3% - - 1 1.9% 6] 12.5%
9. Advantages in terms of raw material procurement 221 71% 10| 3.6% 5| 2.4% 5] 3.1% 5] 3.1% 4] 3.0% - - 1 1.6% - - 2| 4.2%
10. Current size of local market 146 | 46.8% 74 | 26.5% 541 26.0% 44 | 27.5% 16 ] 10.0% 34 | 25.8% 16 | 22.9% 17 ] 27.0% 34 | 64.2% 4] 8.3%
11. Future growth potential of local market 229 | 73.4%| 237] 84.9%| 174]| 83.7% 85| 53.1%| 108 | 67.5%| 117 ] 88.6% 36| 51.4% 56 | 88.9% 23 | 43.4% 241 50.0%
12. Profitability of local market 25] 8.0% 11] 3.9% 13| 6.3% 171 10.6% 8] 50% 6] 45% 3] 4.3% 5| 7.9% 12 ] 22.6% - -
13. Base for product development 171 5.4% 41 1.4% 2] 1.0% 41 2.5% 1 0.6% 2] 1.5% - - - - 41 7.5% - -
14. Developed local infrastructure 241 7.7% 41 1.4% 6| 2.9% 39| 24.4% 5] 3.1% 3] 2.3% 3] 4.3% - - 20 | 37.7% - -
15. Developed local logistics services 12] 3.8% 1] 0.4% - - 181 11.3% - - 1 0.8% - - - - 111 20.8% - -
16. Tax incentives for investment 11] 3.5% 41 1.4% 5| 2.4% 34| 21.3% 12| 7.5% 5] 3.8% 2] 2.9% - - - - 3] 6.3%
17. Stable policies to attract foreign investment 6] 1.9% 3] 1.1% 9] 4.3% 26 | 16.3% 8] 5.0% 4] 3.0% - - - - 2] 3.8% 2] 42%
18. Social/political situation stable 5] 1.6% 7] 2.5% 13| 6.3% 151 9.4% 1] 6.9% 10] 7.6% 2] 2.9% - - 15| 28.3% - -
1 2 3 4 5 5 7 8 9 10
China India Thailand Vietnam Brazil Indonesia Russia USA Malaysia Taiwan
Co:(;aifies Ratio Coi?)‘a?\fies Ratio Co:\z.a?\fies Ratio CO:‘T\?).B?'IEES Ratio Co’:‘n(::.azf\es Ratio Co:(;aifies Ratio Coi?)‘a?\fies Ratio Co:\z.a?\fies Ratio CO:‘T\?).B?'IEES Ratio Co’:‘n(::.azf\es Ratio
No. of respondent companies 351] 100%| 283 | 100%]| 159 | 100%] 149 100%| 138] 100%| 141] 100% 58 | 100% 47 | 100% 34 [ 100% 32| 100%
1. Qualified human resources 58 | 16.5% 64 | 22.6% 23 | 14.5% 32| 21.5% 3] 22% 7] 5.0% 2] 3.4% 41 8.5% 10 | 29.4% 6] 18.8%
2. Inexpensive source of labor 115 32.8%| 112] 39.6% 66 | 41.5% 94 | 63.1% 22| 15.9% 65 | 46.1% 41 6.9% - - 12| 35.3% 5] 15.6%
3. Inexpensive components/raw materials 60| 17.1% 311 11.0% 21| 13.2% 18| 12.1% 5| 3.6% 11 7.8% 3| 5.2% 2|1 4.3% 3| 8.8% 3| 9.4%
4. Supply base for assemblers 98 | 27.9% 59| 20.8% 53 | 33.3% 25| 16.8% 27 | 19.6% 37| 26.2% 9] 15.5% 8] 17.0% 6] 17.6% 7] 21.9%
5. Concentration of industry 80 | 22.8% 21| 7.4% 39| 24.5% 7] 4.7% 12| 8.7% 141 9.9% 1 1.7% 5] 10.6% 41 11.8% 13 | 40.6%
6. Good for risk diversification to other countries 11 3.1% 13| 4.6% 13 8.2% 19| 12.8% 5] 3.6% 9] 6.4% 1 1.7% 1 2.1% 6| 17.6% 1 3.1%
7. Base of export to Japan 38| 10.8% 9] 3.2% 12| 7.5% 10| 6.7% 11 0.7% 7] 5.0% - - 3| 6.4% 41 11.8% - -
8. Base of export to third countries 63| 17.9% 29| 10.2% 53| 33.3% 23 | 15.4% 8] 5.8% 22| 15.6% 1 1.7% 4] 8.5% 9| 26.5% 5] 15.6%
9. Advantages in terms of raw material procurement 31 8.8% 10| 3.5% 3] 1.9% 41 2.7% 10] 7.2% 7] 5.0% 1 1.7% 1 2.1% 3] 8.8% - -
10. Current size of local market 163 | 46.4% 69 | 24.4% 40 | 25.2% 20| 13.4% 40| 29.0% 39| 27.7% 18 | 31.0% 28| 59.6% 6] 17.6% 17| 53.1%
11. Future growth potential of local market 289 ] 82.3%| 256 | 90.5% 93 | 58.5%| 105] 70.5%| 126] 91.3%| 115] 81.6% 52| 89.7% 27 | 57.4% 18 | 52.9% 11] 34.4%
12. Profitability of local market 40| 11.4% 21| 7.4% 20 | 12.6% 1] 7.4% 10] 7.2% 1] 7.8% 9] 15.5% 131 27.7% 11 2.9% 6] 18.8%
13. Base for product development 24| 6.8% 71 2.5% 10| 6.3% 3| 2.0% 2 1.4% - - - - 41 8.5% 2| 5.9% 1 3.1%
14. Developed local infrastructure 451 12.8% 5] 1.8% 45 | 28.3% 5| 3.4% 11 0.7% 10] 71% 1 1.7% 17 | 36.2% 71 20.6% 10| 31.3%
15. Developed local logistics services 10| 2.8% 2| 0.7% 16] 10.1% 1] 0.7% - - 1] 0.7% - - 10] 21.3% 3| 8.8% 6| 18.8%
16. Tax incentives for investment 171 4.8% 8] 2.8% 32| 20.1% 13| 8.7% 3] 22% 41 2.8% 3] 52% 11 2.1% 6] 17.6% 1] 3.1%
17. Stable policies to attract foreign investment 8| 2.3% 7| 25% 191 11.9% 6| 4.0% 2| 1.4% 8| 57% - - 2| 43% 3| 8.8% - -
18. Social/political situation stable 71 2.0% 15] 5.3% 10| 6.3% 151 10.1% 10 7.2% 12] 8.5% 1 1.7% 12 | 25.5% 10 | 29.4% 91 28.1%
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Appendix 3. Promising Countries/Regions for Overseas Business Operations (details of issues)

p-84

Note 1: The number of respondent companies refers to the number of companies that cited issues.
Note 2: The colored cells indicate the top three issues most often cited for each country.

1 2 3 4 5 6 7 8 9 10
m China India Indonesia Thailand Vietnam Brazil Mexico Russia USA Myanmar
Co’r“n?)a?\fies Ratio Co’r“n?)a?\fies Ratio Co’r\‘n?)a?\fies Ratio Co’:‘n(;a[:vf\es Ratio Co’:‘n(;a[:vf\es Ratio Con‘::.a[:vf\es Ratio Con‘::.a:es Ratio Con‘::.a:es Ratio Co’r\‘nf:nbat;\fies Ratio Co’r\‘nf:nbat;\fies Ratio
Respondent companies 300 | 100% 255 | 100% 171 ] 100% 137 [ 100% 129 | 100% 110] 100% 59| 100% 52| 100% 41] 100% 43| 100%
1. Underdeveloped legal system 511 17.0% 48| 18.8% 29| 17.0% 4 2.9% 28| 21.7% 11] 10.0% 3 5.1% 12| 23.1% - 0.0% 21| 48.8%
2, Execution of legal system unclear 172 | 57.3% 84 | 32.9% 41| 24.0% 11 8.0% 36| 27.9% 31| 28.2% 71 11.9% 24| 46.2% - 0.0% 14| 32.6%
3. Complicated tax system 44 | 14.7% 56 | 22.0% 12 7.0% 5 3.6% 9 7.0% 28| 25.5% 8| 13.6% 7] 13.5% 2 4.9% 4 9.3%
4. Execution of tax system unclear 99 | 33.0% 51 ] 20.0% 35] 20.5% 7 5.1% 18| 14.0% 18| 16.4% 71 11.9% 7] 13.5% 1 2.4% 7] 16.3%
5. Increased taxation 74| 24.7% 20 7.8% 18] 10.5% 11 8.0% 5 3.9% 16| 14.5% 3 5.1% 2 3.8% 5[ 12.2% 2 4.7%
6. Restrictions on foreign investment 81 ] 27.0% 34 ] 13.3% 14 8.2% 15| 10.9% 9 7.0% 9 8.2% - 0.0% 7] 13.5% - 0.0% 7] 16.3%
7. Complicated/unclear procedures for investment permission 77 25.7% 48| 18.8% 22| 12.9% 8 5.8% 19| 14.7% 13| 11.8% 2 3.4% 11 21.2% 2 4.9% 9] 20.9%
8. Insufficient protection for intellectual property rights 127 | 42.3% 12 4.7% 8 4.7% 3 2.2% 12 9.3% 5 4.5% - 0.0% 2 3.8% - 0.0% - 0.0%
9. Restrictions on foreign currency/ transfers of money overseas 107 | 35.7% 30| 11.8% 4 2.3% 5 3.6% 10 7.8% 13| 11.8% 1 1.7% 4 7.7% - 0.0% 8| 18.6%
10. Import restrictions/customs procedures 70| 23.3% 25 9.8% 20| 11.7% 10 7.3% 7 5.4% 21] 19.1% 5 8.5% 7] 13.5% 1 2.4% 2 4.7%
11. Difficult to secure technical/engineering staff 37 ] 12.3% 27| 10.6% 31] 18.1% 29| 21.2% 22| 17.1% 14| 12.7% 16| 27.1% 3 5.8% 2 4.9% 6] 14.0%
12. Difficult to secure management-level staff 65| 21.7% 37| 14.5% 45| 26.3% 35| 25.5% 36| 27.9% 15] 13.6% 22| 37.3% 7] 13.5% 9| 22.0% 12| 27.9%
13. Rising labor costs 229 | 76.3% 56 | 22.0% 54| 31.6% 73| 53.3% 35| 27.1% 28| 25.5% 10| 16.9% 5 9.6% 4 9.8% 4 9.3%
14. Labor problems 100 | 33.3% 80| 31.4% 40 | 23.4% 11 8.0% 11 8.5% 18| 16.4% 10| 16.9% 2 3.8% 3 7.3% 5[ 11.6%
15. Intense competition with other companies 157 | 52.3% 86| 33.7% 65| 38.0% 55| 40.1% 33| 25.6% 37| 33.6% 13| 22.0% 18| 34.6% 33| 80.5% 5] 11.6%
16. Difficulties in recovering money owed 80| 26.7% 20 7.8% 11 6.4% 1 0.7% 8 6.2% 6 5.5% 1 1.7% 6] 11.5% - 0.0% 6] 14.0%
17. Difficulty in raising funds 27 9.0% 17| 6.7% 2 1.2% -1 0.0% 7] 54% 3 2.7% 2 3.4% 2 3.8% 1 2.4% 3 7.0%
18. Underdeveloped local supporting industries 10 3.3% 39 ] 15.3% 18] 10.5% 7 5.1% 31| 24.0% 9 8.2% 9] 15.3% 4 7.7% 1 2.4% 4 9.3%
19. Sense of instability regarding currency and/or costs 10 3.3% 35] 13.7% 23] 13.5% 4 2.9% 22| 171% 22| 20.0% 8| 13.6% 5 9.6% 1 2.4% 7] 16.3%
20. Underdeveloped infrastructure 31] 10.3% 122 | 47.8% 57 | 33.3% 10 7.3% 58| 45.0% 18| 16.4% 2 3.4% 8| 15.4% - 0.0% 31| 72.1%
21. Security/social instability 39| 13.0% 47 | 18.4% 30| 17.5% 26| 19.0% 61 4.7% 30| 27.3% 31] 52.5% 15| 28.8% -1 0.0% 22| 51.2%
22. Lack of information on the country 4 1.3% 44| 17.3% 17 9.9% 7 5.1% 19| 14.7% 26| 23.6% 12| 20.3% 9| 17.3% - 0.0% 16| 37.2%
1 2 3 4 5 5 7 8 9 10
China India Thailand Vietnam Brazil Indonesia Russia USA Malaysia Taiwan
Co’r“n?)a?\fies Ratio Co’r“n?)a?\fies Ratio Co’r\‘n?)a?\fies Ratio Co’:‘n(;a[:vf\es Ratio Co’:‘n(;a[:vf\es Ratio Con‘::.a[:vf\es Ratio Con‘::.a:es Ratio Con‘::.a:es Ratio Co’r\‘nf:nbat;\fies Ratio Co’r\‘nf:nbat;\fies Ratio
Respondent companies 339 | 100% 255 | 100% 133 | 100% 121 [ 100% 115| 100% 119 ] 100% 51] 100% 41] 100% 25| 100% 26| 100%
1. Underdeveloped legal system 541 15.9% 40| 15.7% 7 5.3% 27| 22.3% 9 7.8% 15| 12.6% 12| 23.5% - - 2 8.0% 2 7.7%
2, Execution of legal system unclear 203 | 59.9% 79| 31.0% 10 7.5% 42| 34.7% 25| 21.7% 38| 31.9% 26| 51.0% - - 5] 20.0% - -
3. Complicated tax system 451 13.3% 73] 28.6% 4 3.0% 10 8.3% 36| 31.3% 8 6.7% 9| 17.6% 1 2.4% 2 8.0% -
4. Execution of tax system unclear 104 | 30.7% 44 |1 17.3% 4 3.0% 18| 14.9% 26 | 22.6% 23] 19.3% 13| 25.5% - - 2 8.0% - -
5. Increased taxation 87| 25.7% 22 8.6% 9 6.8% 8 6.6% 14| 12.2% 15| 12.6% 5 9.8% 3 7.3% 41 16.0% 1 3.8%
6. Restrictions on foreign investment 85| 25.1% 29| 11.4% 12 9.0% 16 | 13.2% 13| 11.3% 12| 10.1% 12| 23.5% 1 2.4% 1 4.0% 1 3.8%
7. Complicated/unclear procedures for investment permission 93| 27.4% 50| 19.6% 9 6.8% 22| 18.2% 19| 16.5% 13| 10.9% 12| 23.5% - - 2 8.0% 1 3.8%
8. Insufficient protection for intellectual property rights 160 | 47.2% 18 7.1% 7 5.3% 14| 11.6% 5 4.3% 10 8.4% 3 5.9% 2 4.9% 41 16.0% 2 7.7%
9. Restrictions on foreign currency/ transfers of money overseas 122 | 36.0% 34 ] 13.3% 7 5.3% 18| 14.9% 16| 13.9% 7 5.9% 6] 11.8% - - 5] 20.0% 1 3.8%
10. Import restrictions/customs procedures 85| 25.1% 34 ] 13.3% 9 6.8% 11 9.1% 27| 23.5% 12| 10.1% 19| 37.3% - - 2 8.0% - -
11. Difficult to secure technical/engineering staff 511 15.0% 33 ] 12.9% 26| 19.5% 14 11.6% 14| 12.2% 23] 19.3% 6] 11.8% 1 2.4% 41 16.0% 2 7.7%
12. Difficult to secure management-level staff 57 ] 16.8% 451 17.6% 36| 27.1% 26| 21.5% 14| 12.2% 23] 19.3% 8| 15.7% 3 7.3% 7| 28.0% 3] 11.5%
13. Rising labor costs 251 | 74.0% 55| 21.6% 51] 38.3% 35| 28.9% 25| 21.7% 29| 24.4% 71 13.7% 8] 19.5% 71 28.0% 6| 23.1%
14. Labor problems 112 | 33.0% 48 | 18.8% 19| 14.3% 18 | 14.9% 18] 15.7% 14| 11.8% 4 7.8% 5] 12.2% 41 16.0% - -
15. Intense competition with other companies 188 | 55.5% 97 | 38.0% 51| 38.3% 28| 23.1% 46 | 40.0% 46| 38.7% 16| 31.4% 34| 82.9% 10| 40.0% 20| 76.9%
16. Difficulties in recovering money owed 83| 24.5% 26 ] 10.2% 2 1.5% 10 8.3% 8 7.0% 7 5.9% 10| 19.6% 1 2.4% 2 8.0% - -
17. Difficulty in raising funds 42 | 12.4% 18 7.1% 5 3.8% 11 9.1% 4 3.5% 3 2.5% 71 13.7% - - 2 8.0% 2 7.7%
18. Underdeveloped local supporting industries 9 2.7% 37 ] 14.5% 3 2.3% 25| 20.7% 6 5.2% 15| 12.6% 6] 11.8% - - 2 8.0% 1 3.8%
19. Sense of instability regarding currency and/or costs 16 4.7% 21 8.2% 2 1.5% 26| 21.5% 21| 18.3% 11 9.2% 6] 11.8% 1 2.4% - - - -
20. Underdeveloped infrastructure 57 ] 16.8% 122 | 47.8% 8 6.0% 54 | 44.6% 22| 19.1% 42| 35.3% 6] 11.8% - - 4| 16.0% 2 7.7%
21. Security/social instability 48 | 14.2% 541 21.2% 60| 45.1% 12 9.9% 40| 34.8% 24| 20.2% 12| 23.5% - - - - - -
22. Lack of information on the country 8 2.4% 37 ] 14.5% 6 4.5% 21| 17.4% 27| 23.5% 15| 12.6% 8| 15.7% - - 2 8.0% - -
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Appendix 4. Medium-term Prospects for Business Operations (domestic and overseas , by industry)

Medium-term Prospects for Overseas Business Operations (by industry)

Strengthen

Maintain

Scale back

Strengthen

Maintain

Scale back

/expand present level /withdraw @ /expand present level Jwithdraw undecided
2011 § 2012 | 2011 : 2012 | 2011 ;| 2012 2011 { 2012 [ 2011 { 2012 | 2011 : 2012 | 2011 i 2012
Overalll 87.2% : 84.4% | 12.6% : 14.8% | 0.2% | 0.9% Overall 25.9% : 25.7% | 62.0% { 56.5% | 6.2% i 9.5% | 5.8% : 8.3%
Foods 84.8% : 89.3% | 15.2% i 10.7% - - Foods 56.3% : 51.9% | 43.8% | 44.4% - 1 37% - -
Textiles 774% : 73.1% | 22.6% : 26.9% - - Textiles 20.0% : 11.5% | 63.3% ; 73.1% | 10.0% i 7.7% | 6.7% : 7.7%
Paper, Pulp & Wood 80.0% : 80.0% | 20.0% : 20.0% - - Paper, Pulp & Wood 20.0% : 20.0% | 80.0% : 40.0% - :30.0% - :110.0%
Chemicals (total) 92.1% : 86.0% | 7.9% : 14.0% - - Chemicals (total) 31.0% : 31.4% | 55.2% : 52.3% | 6.9% : 4.7% | 6.9% : 11.6%
Chemicals (incl. plastic products) 92.4% : 85.9% | 7.6% i 14.1% - - Chemicals (incl. plastic products) 29.1% : 28.2% | 57.0% : 53.8% | 6.3% | 5.1% | 7.6% : 12.8%
Pharmaceuticals 90.0% : 87.5% [ 10.0% : 12.5% - - Pharmaceuticals 50.0% : 62.5% | 37.5% : 37.5% | 12.5% - - -
Petroleum & Rubber 78.6% : 66.7% | 21.4% : 26.7% - 1 6.7% Petroleum & Rubber 28.6% : 20.0% | 64.3% : 73.3% | 71% : 6.7% - -
Ceramics, Cement & Glass 73.3% : 92.9% | 26.7% : 7.1% - - Ceramics, Cement & Glass 20.0% : 14.3% | 66.7% : 57.1% - 1 71% | 13.3% i 21.4%
Steel 93.3% : 78.9% | 6.7% : 21.1% - - Steel 26.7% : 21.1% | 73.3% i 78.9% - - - -
Nonferrous Metals 94.4% : 86.4% | 5.6% i 9.1% - 4.5% Nonferrous Metals 16.7% : 21.7% | 77.8% | 52.2% - i13.0% | 5.6% : 13.0%
Metal Products 85.0% : 68.0% | 15.0% : 32.0% - - Metal Products 20.0% : 23.1% | 75.0% : 53.8% - i11.5% | 5.0% : 11.5%
General Machinery (total) 87.0% : 84.0% | 13.0% : 16.0% - - General Machinery (total) 18.5% : 32.0% | 74.1% { 54.0% | 5.6% : 6.0% | 1.9% i 8.0%
Assembly 87.0% : 82.2% | 13.0% i 17.8% - - Assembly 17.4% : 33.3% | 73.9% | 55.6% | 6.5% : 2.2% | 2.2% i 8.9%
Parts 87.5% :100.0%| 12.5% - - - Parts 25.0% : 20.0% | 75.0% i 40.0% - 140.0% - -
Electrical Equipment & Electronics (total)| 84.2% : 80.9% | 15.8% : 17.0% - 2.1% Electrical Equipment & Electronics (total)| 26.5% : 27.4% | 59.8% : 54.7% | 6.9% : 11.6% | 6.9% 6.3%
Assembly 88.9% : 94.6% [ 11.1% : 5.4% - - Assembly 41.7% : 28.9% | 52.8% i 55.3% - 1 79% | 5.6% : 7.9%
Parts 81.5% : 71.9% | 18.5% : 24.6% - 1 3.5% Parts 18.2% : 26.3% | 63.6% ; 54.4% | 10.6% : 14.0% | 7.6% : 5.3%
Transportation (excl. Automobiles) 72.7% : 85.7% | 18.2% i 14.3% | 9.1% - Transportation (excl. Automobiles) 45.5% : 14.3% | 45.5% { 64.3% | 9.1% : 21.4% - -
Automobiles (total) 91.6% : 92.2% | 8.4% : 7.8% - - Automobiles (total) 11.6% i 10.7% | 72.6% i 64.1% | 7.4% : 14.6% | 8.4% : 10.7%
Assembly 87.5% : 87.5% [ 12.5% : 12.5% - - Assembly 25.0% : 12.5% | 75.0% : 75.0% - 112.5% - -
Parts 92.0% : 92.6% | 8.0% : 7.4% - - Parts 10.3% : 10.5% | 72.4% : 63.2% | 8.0% : 14.7% | 9.2% : 11.6%
Precision Machinery (total) 88.6% : 87.5% [ 11.4% : 12.5% - - Precision Machinery (total) 37.1% : 40.6% | 54.3% : 46.9% | 8.6% i 9.4% - 3.1%
Assembly 88.0% : 91.3% [ 12.0% i 8.7% - - Assembly 40.0% : 52.2% | 48.0% | 30.4% | 12.0% : 13.0% - 1 43%
Parts 90.0% : 77.8% | 10.0% : 22.2% - - Parts 30.0% : 11.1% | 70.0% : 88.9% - - - -
Other 90.0% : 86.3% | 10.0% : 11.8% -1 2.0% Other 30.6% ; 35.4% | 46.9% : 47.9% | 10.2% : 6.3% | 12.2% : 10.4%
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Appendix 5. Medium-term Business Prospects (by major country/region) (FY 2012 Survey) p_86

Medium-term Prospects for Overseas Business Operation (Major Countries/Regions)

NIEs3 ASEANS5 China Resotc?;aﬁf & North America Latin America
/Regions 2011 | 2012 | 2011 | 2012 | 2011 | 2012 | 2011 | 2012 | 2011 | 2012 | 2011 [ 2012
Strengthen/expand 38.8% 40.6% 59.4% 58.5% 73.0% 64.3% 78.3% 74.3% 49.5% 51.6% 63.6% 63.4%
Maintain present level 59.5% 58.0% 39.0% 40.1% 26.0% 34.0% 21.7% 25.4% 49.5% 46.9% 35.3% 35.2%
Scale back/withdraw 1.7% 1.5% 1.5% 1.4% 1.0% 1.7% - 0.4% 1.0% 1.5% 1.1% 1.4%
EU15 Central & Eastern | Rest of Europe & Russia Middle East Africa
Europe CIS
2011 2012 2011 2012 2011 2012 2011 2012 2011 2012 2011 2012
Strengthen/expand 43.8% 37.5% 44.9% 42.5% 40.8% 44.2% 74.1% 63.1% 62.1% 53.1% 44 .9% 40.5%
Maintain present level 53.4% 57.8% 54.3% 56.7% 59.2% 54.5% 25.9% 35.1% 36.9% 45.9% 53.8% 59.5%
Scale back/withdraw 2.8% 4.7% 0.8% 0.8% - 1.3% - 1.8% 1.0% 1.0% 1.3% -
Prospects for Medium-term Overseas Business Operation (Regions in Detail)
NIEs3 ASEAN5 China
Regions in detail
Korea | Taiwan |Hong Kong||Singapore| Thailand | Indonesia| Malaysia | Philippines Notr(tel:sas Ngrr’:?nzrn Egﬁit:;n S(():uhtir:]earn lg:f:,::
Strengthen/expand 47.9%| 41.0%| 30.6%]| 40.7%| 66.6%| 79.6%| 43.9%| 45.0%| 57.7%| 60.2%| 67.8%| 63.1%| 68.9%
Maintain present level| 51.3%| 58.2%| 66.1%| 57.4%| 31.5%| 20.4%| 54.3%| 53.6%| 40.0% 38.4%| 31.2%| 33.8%| 30.4%
Scale back/withdraw 0.8% 0.8% 3.2% 1.9% 1.9% - 1.8% 1.4% 2.3% 1.4% 1.0% 3.1% 0.7%
Rest of Asia & Oceania Latin America
India | Vietnam | Others || Mexico Brazil Others
Strengthen/expand 84.6%| 74.3%| 50.0%| 62.6%| 74.5%| 40.6%
Maintain present level| 15.0%| 25.7%| 49.1%| 36.7%| 23.5%| 58.0%
Scale back/withdraw 0.4% - 0.9% 0.7% 2.0% 1.4%
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Appendix 6. Overseas Production & Sales Ratios (details by industry)

p.87

Overseas Production Ratio Overseas Sales Ratio
FY2009 FY2010 FY2011 FY2012 Medium-term FY2009 FY2010 FY2011 FY2012
(actual) (actual) (actual) (projected) | plans(FY2015) (actual) (actual) (actual) (projected)

Industry No. of No. of No. of No. of No. of No. of No. of No. of No. of

Com- Com- Com- Com- Com- Com- Com- Com- Com-

panies panies panies panies panies panies panies panies panies

Foods 21.8% 28| 20.6% 32| 20.4% 28| 20.9% 27( 24.6% 24 17.9% 31 19.2% 33 18.4% 29| 18.2% 28
Textiles 50.2% 27 46.9% 27 49.8% 25| 50.6% 25 53.3% 24{ 20.5% 291 22.0% 30[ 18.8% 26| 19.2% 26
Paper, Pulp & Wood 22.8% 9] 23.3% 6] 16.0% 10| 18.0% 10| 22.8% 9 10.0% 101 11.7% 6] 11.7% 9| 12.8% 9
Chemicals (total) 20.1% 73| 23.0% 81| 24.2% 741 25.1% 72| 29.2% 67 28.4% 85| 30.1% 92| 30.1% 86| 31.7% 84
Chemicals (incl. plastic products) 20.5% 69| 23.9% 75| 25.1% 67| 25.9% 66 30.1% 61 28.2% 78] 30.2% 83 30.3% 78 31.5% 77
Pharmaceuticals 12.5% 4 11.7% 6| 15.0% 7| 16.7% 6| 20.0% 6 30.7% 7] 29.4% 9| 28.8% 8| 33.6% 7
Petroleum & Rubber 25.0% 10| 29.5% 11| 34.3% 15| 35.0% 15| 40.3% 15| 27.3% 13| 23.6% 14| 31.0% 15| 33.0% 15
Ceramics, Cement & Glass 27.1% 14| 28.8% 13 30.4% 13| 31.9% 13| 33.3% 12 30.9% 17| 39.7% 15| 40.7% 14| 42.1% 14
Steel 20.8% 12| 20.7% 14| 20.0% 16| 20.6% 16| 24.2% 13| 25.8% 12| 28.3% 15| 25.0% 17| 24.4% 16
Nonferrous Metals 27.6% 19| 37.0% 15 21.3% 19| 23.4% 19 30.6% 18| 22.7% 22| 27.8% 18| 25.0% 23| 28.9% 23
Metal Products 31.1% 18| 38.3% 18 31.3% 271 32.0% 271 37.7% 26( 38.7% 19| 38.3% 18| 33.2% 28| 34.3% 28
General Machinery (total) 22.5% 511 24.6% 50| 24.3% 45 25.9% 43 29.3% 37 37.0% 56| 40.0% 54 43.2% 45 43.8% 42
Assembly 21.4% 45 23.6% 42 24.3% 41| 25.8% 39| 28.6% 33 36.8% 49 42.4% 46| 43.0% 41| 43.4% 38
Parts 30.0% 6] 30.0% 8| 25.0% 4] 27.5% 4] 35.0% 4 37.9% 7| 26.3% 8| 45.0% 4 47.5% 4
Electrical Equipment & Electronics (total)|| 44.3% 97| 48.2% 98| 45.2% 88| 46.6% 87 50.6% 85( 46.2%! 102| 44.6%! 101 45.1% 94| 46.3% 92
Assembly 35.0% 35| 41.6% 35| 35.0% 34| 36.2% 34| 40.2% 33 37.2% 371 37.2% 36 36.1% 38| 37.1% 38
Parts 49.5% 62| 51.8% 63 51.7% 54| 53.3% 53| 57.3% 52 51.3% 65| 48.7% 65 51.3% 56 52.8% 54
Transportation (excl. Automobiles) 20.6% 9] 10.0% 10 17.1% 14| 18.6% 14 24.0% 10| 42.8% 9] 33.0% 10| 30.0% 14| 32.7% 13
Automobiles (total) 32.6% 93| 34.8% 89| 33.4% 98| 35.2% 93| 41.8% 87 36.3% 95| 35.9% 91| 36.0% 102 37.3% 95
Assembly 45.0% 8| 36.7% 6| 30.0% 8| 27.9% 7] 29.0% 5| 56.4% 7| 46.3% 8] 51.7% 9| 45.0% 7
Parts 31.5% 85| 34.6% 83| 33.7% 90| 35.8% 86| 42.6% 82 34.7% 88| 34.9% 83 34.5% 93| 36.7% 88
Precision Machinery (total) 25.6% 33| 33.5% 33| 29.2% 311 29.8% 31| 35.3% 30 49.7% 36 53.0% 35| 48.0% 33| 49.8% 33
Assembly 19.3% 23 31.0% 25 28.9% 23| 29.3% 23 35.0% 22 52.1% 24| 57.4% 25| 50.0% 241 51.7% 24
Parts 40.0% 10| 41.3% 8| 30.0% 8] 31.3% 8| 36.3% 8| 45.0% 12| 42.0% 10| 42.8% 9| 45.0% 9
Other 36.3% 32| 35.6% 47( 31.0% 47 33.0% 45 38.3% 45| 30.3% 34| 28.4% 50 29.1% 51 31.5% 48
Overall 31.0%i 525| 33.3%! 544| 31.3%i 550| 32.6%! 537| 37.7% 502|| 34.2%{ 570| 34.7% 582| 34.2% 586| 35.5% 566
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Appendix 7. Evaluations of Degrees of Satisfaction with Net Sales and Profits (details) p.88

{ Evaluations of Degrees of Satisfaction ]
with Net Sales and Profits (details)

(1) Net Sales

FY2008 Performance FY2009 Performance FY2010 Performance FY2011 Performance
Average 2.34 Average 2.55 Average 2.85 Average 2.64 - - -
1 [ Latin America | 2.51 1 [ China 2.73 1 [ ASEAN 5 2.98 1 [ North America | 2.74 [ Countries/Regions More Profitable than Japan ]
2 | China 2.46 2 | ASEAN 5 2.70 2 | NIEs 3 2.94 2 | Vietham 2.71 (Descending order by ratlo)
3 | ASEAN 5 2.43 3 | Vietnam 2.65 3 | China 2.90 3 | NIEs 3 2.70 ]
3 | India 2.43 4 | Latin America | 2.55 4 | Latin America | 2.89 3 | ASEAN 5 2.70 (Companies)
5 | Vietnam 2.35 5 NIE§ 3 2.54 5 | Vietnam . 2.79 5 Latin.America 261 "More Profitable Total Ratio:
6 | NIEs 3 2.30 6 | India 2.53 6 | North America | 2.72 6 | Russia 258 Country/Region than Japan" responses :
7 | Russia 223 | 7 |cenvara eastemewoe| 2.37| | 7 | EU 15 263| | 7 |China 2.57 [(1/(2)]
i ) responses (1) (2)
8 |[EU15 2.22 8 | North America 2.24 8 | India 2.60 8 |[EU15 2.55 = =
9 | Central & Eastern Europe| 2.10 9| EU15 219 9 | Central & Eastern Europe| 2.57 8 | Central & Eastern Europe 2.55 1. Thailand 119 352 33.8 /0
10 | North America | 2.03 10 | Russia 2.12 9 | Russia 2.57 10 | India 2.40 2. China 155 511 30.3%
A18E;’-\I;l 5 breakdown — /—:SEIAI;I 5 breakdown — /—:SEIAI;I 5 breakdown — /—:SEIAI;I 5 breakdown - 3. Indonesia 62 229 27.1%
ndonesia . ndonesia . naonesia . naonesia .
ili H 0,
2 | Thailand 248| | 2 | Thailand 273 | 2 [ Thailand 3.17| | 2 | singapore 2.72 4. Philippines 29 130 22.3%
3 | Singapore 2.39 3 | Malaysia 2.67 3 | Singapore 2.91 2 | Philippines 2.72 5. Singapore 45 220 20.5%
4 | Malaysia 2.34 4 | Philippines 2.62 4 | Philippines 2.74 4 | Thailand 2.61 6. NIEs3 49 258 19.0%
5 | Philippines 2.33 5 | Singapore 2.55 5 | Malaysia 2.69 5 | Malaysia 2.51 7 Vietnam 31 164 18.9%
(2) Profits 8. Malaysia 38 205 18.5%
FY2008 Performance FY2009 Performance FY2010 Performance FY2011 Performance 9. North America 67 380 17.6%
Average 2.28 Average 2.54 Average 2.75 Average 2.54 10. EU 15 33 276 12.0%
2 |asEans | zao| | 2|aseans | 270| |z |wEss | zer| |2|NEss | ses| | indi 20 180 11.1%
. . S . S . . . o
3 | china 237| | 2 [China 270 | | 2 |Latin America | 2.81| | 3 |ASEANS 261 12. Latin America 16 146 11.0%
4 | Vietnam 2.36 4 | Latin America | 2.55 4 | china 2.79 4 | Latin America | 259 13. Russia 9 92 9.8%
5 | Russia 2.26 5 | NIEs 3 2.51 5 | Vietnam 2.67 5 | North America 2.56 14. Central & Eastern Europe 6 110 5.5%
6 | India 2.24 6 | India 2.43 6 | North America 2.62 6 | Russia 2.51
7 | NIEs 3 2.22 7 | Central & Eastern Europe|  2.35 7 | Russia 2.61 7 | Central & Eastern Europe|  2.49 . . . . cer .
8 |EU15 2.15| | 8 | North America | 221| | 8 |EU15 251| | 8 |China 244 | NOE© Whet”. Colmp?”'es. Werhef T]St'fd a;]b%“:)th?'r prOf'ta&'“ty n FYZOIJ ! d"t‘
O | Central & Eastern Europe| 2.09 9 |1EU15 2.20 8 | Central & Eastern Europe| 2.51 8 | EU 15 2.44 countries reglor_}S In whic ey a. USlrlleSSeS, 'ey were asked o
10| North America | 1.97 | | 10| Russia 2.15| |10] india 250 |10] india 2.28 respond regarding the country/region which had higher rates of
ASEAN 5 _breakdown ASEAN 5 breakdown ASEAN 5 breakdown ASEAN 5 breakdown profitability than Japan. "Total responses (2)" is the sum of the number
1 T Thailand 548 7 TIndonesia 285 1 [Thailand 3.10 1 [ Indonesia 282 of companies that responded to inquiries about satisfaction with profits
2 | indonesia 241 2 | Thailand 271 2 | indonesia 2.96 2 | singapore 265 and those that responded to the comparison of profitability with Japan.
3 | Philippines 2.37 3 | Malaysia 2.69 3 | Singapore 2.91 2 | Philippines 2.65
4 | Malaysia 2.35 4 | Philippines 2.65 4 | Philippines 2.76 4 | Thailand 253
5 | Singapore 2.33 5 | Singapore 2.60 5 | Malaysia 2.64 5 | Malaysia 2.48

Note: Data of companies which answered both sales and profits were summed up.
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Appendix 8. Existence of Real Business Plans in Countries/Regions Promising for Overseas Businesses

p.89

No. 1 No. 2 No. 3 No. 4 No. 5 No. 6 No.7 No.8 No.9 No. 10
China India Indonesia Thailand Vietnam Brazil Mexico Russia USA Myanmar
Respond.ent Ratio Respond.em Ratio Respond.ent Ratio Respond.ent Ratio Respond.ent Ratio Respond.ent Ratio Respond.ent Ratio Respondgnt Ratio Respond.ent Ratio Respond.ent Ratio
companies companies companies companies companies companies companies companies companies companies
Total 319: 100% 290: 100% 215 100% 165: 100% 163 100% 132; 100% 72: 100% 64: 100% 53: 100% 511 100%
Plans exist 219; 68.7% 120: 41.4% 99 46.0% 90; 54.5% 63; 38.7% 54; 40.9% 38: 52.8% 23: 35.9% 24: 45.3% 6: 11.8%
No plans 91 28.5% 163: 56.2% 111: 51.6% 67 40.6% 97 59.5% 77 58.3% 33: 45.8% 40: 62.5% 27: 50.9% 44: 86.3%
No response 9 2.8% 7 24% 5 2.3% 8 4.8% 3 1.8% 1 0.8% 11 1.4% 1. 1.6% 2. 3.8% 1 2.0%
No. 11 No. 12 No. 13 No. 14 No. 15 No. 16 No. 17 No. 18 No. 19 No. 20
Malaysia Korea Turkey Taiwan Philippines Singapore Cambodia Australia Bangladesh Germany
et Rato | R |t R | TNl maio UMl Rao | R | R SR R [T e [T Raio
Total 36 100% 23: 100% 23; 100% 22: 100% 21: 100% 16: 100% 13: 100% 11: 100% 10: 100% 6: 100%
Plans exist 13! 36.1% 16: 69.6% 7: 30.4% 12: 54.5% 8 38.1% 7: 43.8% 4: 30.8% 3 27.3% 3: 30.0% 2: 33.3%
No plans 20: 55.6% 6: 26.1% 16: 69.6% 8 36.4% 13. 61.9% 8: 50.0% 9: 69.2% 8 72.7% 6: 60.0% 4: 66.7%
No response 3 8.3% 1t 4.3% 0 - 2: 91% 0 - 11 6.3% 0 - 0 - 1: 10.0% 0 -

Note: Each “Ratio” refers to the number of companies answering “Plans exist”,

” o«

respondent companies per respective countries (companies answered as promising countries).

No plans” or “No response” divided by the total number of
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Appendix 9. List of Assessment of Chinese, Korean, Taiwanese, and European/American Companies p.-90

Resp(zndent companies Product development capabilities Production technologies Management speed
see note 1)
orinese] Korean | T~ | “" T Ghinese | korean | Tawanese | B | Grnse | korean | Tawanese | EUE | Guicee | korean | Taiwanese | Erosean/
American
Industry Number | Number | Number | Number sp?:s‘es Average spi:;es Average spff:;es Average Spi:;es Average spff:;es Average sp?:s‘es Average SDE:;eS Average Spff:;es Average spfj:;es Average SDE:s‘eS Average spE:;es Average spiz;es Average
Foods 14 5 4 1l 12| 217 5 240 4| 250 10 320 12| 225 5| 240 4 250 10| 330f 12| 417 5| 460 4| 400 9| 378
Textiles 14 5 7 6 11| 1.82 3| 233 6| 217 5 3.00 11| 200 3| 233 6| 217 4| 275 9| 400 4| 375 6| 417 4| 400
Paper, Pulp & Wood 7 X X 5 6| 217 X X X X 5| 3.40 6| 217 X X X X 5 3.20 6| 417 X X X X 5 340
Chemicals (total) 411 2711 25 40 46| 196| 27| 256| 25| 244| 40| 310 46| 204| 27| 270| 25| 260| 4o 298| 41| 38| 25 396| 25| 364| 38 374
SFZZT';";')S (incl. plastic 44 25 22 37| 43| 198 25| 264 22| 245 37| 308 43| 205 25| 2.76 22| 259 37| 300 38| 3.76 23| 400 22| 359 35| 3.74
Pharmaceuticals 3 X 3 3 3| 167 X X 3| 233 3| 333 3| 200 X X 3| 267 3| 267 3| 433 X X 3| 400 3| 367
Petroleum & Rubber 11 5 5 7l 11| 200 5 220 5 200 7| 386 11| 164 5 220 5 2.20 7| 3.86 10| 350 4| 325 4| 350 6| 317
Geramics, Cement & Glass 9 5 6 11 9| 1.78 5 280 6| 267 11| 327 9| 1.67 5| 260 6| 250 11| 318 9| 378 5| 3.60 6| 333 11| 345
Steel 8 9 7 7 8| 188 of 278 7| 229 7| 314 8| 188 9| 278 7| 257 7| 314 8| 4.00 8| 388 5 3.80 7| 400
Nonferrous metal 15 9 8 1| 14| 193 8| 288 7| 257 10| 320 14| 2.00 8| 263 7| 243 10| 3.00 12| 408 8| 388 7| 400 10| 350
Metal products 17| 18] 12 13 15] 1.80 14| 264 1| 227 13| 377 17| 218 15 2.87 12| 225 13| 331 16| 400| 13| 354 10| 3.30 13| 362
General Machinery (total) 4 32| 26 3g| 40| 183 32| 222 26 231 35| 343( 41| 195| 32 241 26| 238 36| 311 35| 406| 27| 389| 23 339| 35 360
Assembly 371 28 22 34 37| 181 28 2.21 22| 227 32| 347( 37| 192| 28| 239 22| 236| 33| 312 32| 406 24| 388 19| 326| 32| 363
Parts 4 4 4 4 3| 200 4| 225 4| 250 3| 3.00 4| 225 4| 250 4| 250 3| 3.00 3| 400 3| 400 4| 400 3| 333
(E[g;};ical Equipment & Electronics 66| 46| 46 se 62| 215| 42| 324| 43| 277| 57| 326 62| 213| 42| s05| 43| 300| 57| 298| 60| 380| 42| a07| 3| 377| 56| 363
Assembly 27 16| 14 25 26| 208 15 3.47 13| 277| 25 340| 26| 1.96 15 2.93 13| 315| 25 304| 25 400| 16| 413 14| 379| 25 380
Parts 3| 30 32 33| 86| 219 27| 311 30| 277| 32| 316f 36| 225| 27| 311 30| 293 32| 204 35| 366| 26/ 404| 20| 376| 31| 348
Transportation (excl. Automobiles) 8 6 X 6 8| 2.25 6| 3.00 X X 5 3.20 8| 213 6| 250 X X 6| 3.17 5| 3.60 5| 3.60 X X 4| 350
Automobiles (total) 63 47| 34 59| 63| 179 47| 272| 34| 241 50 351 63| 203| 47| 277| 34| 253| 59| 327( 61| 395| 46| 385| 32| 331 57| 358
Assembly 3 3 X 3 3| 233 3| 333 X X 3| 400 3| 200 3| 267 X X 3| 367 3| 400 3| 433 X X 3| 367
Parts 60| 44/ 32 56| 60| 1.77| 44| 268| 32 241 56| 348( 60| 203| 44| 277| 32| 253| 56| 325( 58| 395| 43| 381 30| 333| 54| 357
Precision Machinery (total) 23 23 17 25| 23| 200 23| 248 17| 241 25| 332( 23] 230| 23 270 17| 241 25| 316 20| 345| 21| 381 16| 3.44| 24| 329
Assembly 16 18] 11 20| 16| 225 16| 238 11| 245| 20| 335 16| 238 16| 263 11| 236| 20| 320 15| 3.33 16| 3.63 11| 336 19| 321
Parts 7 7 6 5 71 17 7| 27 6| 233 5 3.20 7| 214 7| 286 6| 250 5| 3.00 5| 3.80 5| 440 5| 3.60 5 3.60
Other 32 19| 20 21| 31| 235 19| 253 19| 258 | 25 340( 31| 232 19| 268 19| 274| 27| 315| 26| 381 17| 353 18| 350 | 24| 350
Overall 375| 255/ 220 324| 359| 1.99| 247| 268| 213 247| 314| 335| 362\ 207| 248 272| 214 258| 317| 3.14| 330| 387| 232| 386| 202| 356| 303| 358

Note 1: The number of respondent companies in each box refers to the number of companies that responded to at least one item out of six (i.e., product development
capabilities, production technologies, management speed, sales power (ASEANS markets), sales power (Chinese market), and sales power (Indian market).

Note 2 : From the viewpoint of individual data protection, "X" is used for each item answered by less than three companies.
Copyright © 2012 JBIC All Rights Reserved.



Appendix 9. List of Assessment of Chinese, Korean, Taiwanese, and European/ American Companies p.91

Sales power (ASEAN5 markets)

Sales power (Chinese market)

Sales power (Indian market)

Chinese Korean Taiwanese E:r:‘c:f::: Chinese Korean Taiwanese E:r:::’?::r( Chinese Korean Taiwanese E';J;C;F:’ie:ann/

Industry sp’::;es Average Spfre‘;es Average Spf:;es Average spf:;es Average spsre‘;es Average spsre‘;es Average spsre‘;es Average spEre‘;es Average spE:;es Average spE:;es Average spE:;es Average spE:;es Average

Foods 7| 300 5| 320 2| 250 10| 420 13 415 3| 300 3| 433 6| 433 4| 200 1| 100 1| 200 3| 433
Textiles 7| 329 4ol 375 5| 400 4| 350 12| 350 4| 350 5| 360 5| 380 4| 350 2| 300 2| 400 3| 367
Paper, Pulp & Wood 3| 367 X X X X 4| 350 7| 400 X X X X 5| 340 1| 400 X X X X 2| 350
Chemicals (total) 39| 308 25| 328 25| 304 37| 335 45| 400 26| 331 25| 3.44 37| 338 25| 292 20| 330 22| 300 31| 339
g:)zt"cizgs (incl. plastic 36| 308 23| 335 22| 305 34| 335 42| 407 24| 338 22| 350 34| 338 22| 295 18] 339 10| 300 28| 339
Pharmaceuticals 3| 300 X X 3l 300 3| 333 3l 300 X X 3| 300 3| 333 3| 267 X X 3l 300 3| 333
Petroleum & Rubber 7| 186 5| 220 5| 220 6| 317 10| 370 4l 200 4| 300 5| 280 6| 1.67 a| 225 ol 175 5| 400
Geramics, Cement & Glass 8| 288 5| 320 6| 283 8| 313 o] 389 5| 320 6| 350 o 311 8| 275 5| 260 6| 250 7| 300
Steel 8| 338 8| 375 7| 300 7| 314 8| 425 7| 357 7| 386 7| 329 6| 250 6| 333 5| 280 5| 340
Nonferrous metal 7| 257 | 313 6| 333 7| 286 14| 400 7| 329 7| a7 o| 300 4l 275 4| 325 3| 367 4| 325
Metal products 13 315 14| 307 12| 317 13| 254 17| 412 15[ 3.20 12| 350 13| 292 11| 245 12| 250 10| 240 13[ 300
General Machinery (total) 34| 306 30| 307 23| 291 34| 329 39| 403 28| 286 25| 3.16 32| 338 27| 263 23| 278 10| 232 25| 336
Assembly 30| 3.0 26| 304 19| 284 31| 332 35| 411 25| 284 21| 314| 30 340 25| 268 21| 276 16| 219 23| 335
Parts ol 275 ol 325 ol 325 3| 300 4l 325 3| 300 a| 325 2| 300 2| 200 2| 300 3| 300 2| 350
(El)e;tl;'ca' Equipment & Electronics 51| 306 43| 365 39| 341 51 347 64| 411 42| 355 44| 377 53| 323 38| 295 31| 365 25| 312 42| 360
Assembly 21| 319 15| 373 12| 325 22| 364 26| 435 14| 343 13| 369 22| 341 18] 300 14| 386 1| 300 21| 381
Parts 30| 297 28| 361 27| 348 20| 334 38| 395 28| 361 31| 381 31| 310 20| 290 17| 347 14| 321 21| 338
Transportation (excl. Automobiles 6| 333 5| 380 X X 5| 400 7| 400 3| 367 X X 5| 320 4| 325 4| 350 X X 3| 333
Automobiles (total) 48| 260 42| 333 28| 279 51| 298 62| 390 41| 339 33| 342 54 341 41| 241 38| 332 26| 258 50| 320
Assembly 3l 133 3| 233 X X 3| 200 3| 400 2| 350 X X 3| 400 2| 200 2| 400 X X 2| 300
Parts 45| 269 39| 341 26| 285 48| 304 50| 390 39| 338 31| 342 51 337 39| 244 36| 328 24| 263 48| 321
Precision Machinery (total) 10| 284| 21| 305 15[ 307 23| 309 22| 364 22| 318 16| 338 24| 313 14| 300 16| 3.06 12| 292 18| 328
Assembly 13| 285 16| 294 1 309 18| 306 16| 369 16| 294 1| 327 10| 311 1| 318 13[ 292 10| 300 16| 325
Parts 6| 283 5| 340 4| 300 5| 320 6| 350 6| 383 5| 3.60 5| 320 3| 233 3| 367 2| 250 2| 350
Other 31| 342 19 311 18| 306 26| 350 31| 384 17| 341 16| 3.38 24| 333 22| 300 13| 308 13 269 22| 327
Overall 288| 299| 236| 320| 104 308| 286| 327( 360| 396| 226| 320| 206| 350| 288| 330| 215| 273| 180| 316| 150| 274| 233 336

Copyright © 2012 JBIC All Rights Reserved.




Survey Report on Overseas Business Operations by

Japanese Manufacturing Companies
Results of the JBIC FY2012 Survey

(Not for sale)

Edited and published by the Policy and Strategy Office for Financial Operations, JBIC
Published on December 7, 2012

©2012 Japan Bank for International Cooperation All right reserved.

Website : http://www.jbic.go.jp/en/

(For further information)

4-1, Ohtemachi 1-chome, Chiyoda-ku, Tokyo 100-8144, Japan

Policy and Strategy Office for Financial Operations, Japan Bank for International Cooperation
Telephone: +81-3-5218-9244 (Group direct line)

Facsimile : +81-3-5218-9696

E-mail : fdi@jbic.go.jp

(Recycled Paper)



	スライド番号 1
	スライド番号 2
	スライド番号 3
	スライド番号 4
	スライド番号 5
	スライド番号 6
	スライド番号 7
	スライド番号 8
	スライド番号 9
	スライド番号 10
	スライド番号 11
	スライド番号 12
	スライド番号 13
	スライド番号 14
	スライド番号 15
	スライド番号 16
	スライド番号 17
	スライド番号 18
	スライド番号 19
	スライド番号 20
	スライド番号 21
	スライド番号 22
	スライド番号 23
	スライド番号 24
	スライド番号 25
	スライド番号 26
	スライド番号 27
	スライド番号 28
	スライド番号 29
	スライド番号 30
	スライド番号 31
	スライド番号 32
	スライド番号 33
	スライド番号 34
	スライド番号 35
	スライド番号 36
	スライド番号 37
	スライド番号 38
	スライド番号 39
	スライド番号 40
	スライド番号 41
	スライド番号 42
	スライド番号 43
	スライド番号 44
	スライド番号 45
	スライド番号 46
	スライド番号 47
	スライド番号 48
	スライド番号 49
	スライド番号 50
	スライド番号 51
	スライド番号 52
	スライド番号 53
	スライド番号 54
	スライド番号 55
	スライド番号 56
	スライド番号 57
	スライド番号 58
	スライド番号 59
	スライド番号 60
	スライド番号 61
	スライド番号 62
	スライド番号 63
	スライド番号 64
	スライド番号 65
	スライド番号 66
	スライド番号 67
	スライド番号 68
	スライド番号 69
	スライド番号 70
	スライド番号 71
	スライド番号 72
	スライド番号 73
	スライド番号 74
	スライド番号 75
	スライド番号 76
	スライド番号 77
	スライド番号 78
	スライド番号 79
	スライド番号 80
	スライド番号 81
	スライド番号 82
	スライド番号 83
	スライド番号 84
	スライド番号 85
	スライド番号 86
	スライド番号 87
	スライド番号 88
	スライド番号 89
	スライド番号 90
	スライド番号 91
	スライド番号 92
	スライド番号 93
	スライド番号 94
	スライド番号 95
	スライド番号 96
	スライド番号 97
	スライド番号 98
	スライド番号 99
	スライド番号 100
	スライド番号 101
	スライド番号 102
	スライド番号 103

