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About this survey

1. Target Profile of respondent firms

The FY2020 survey reached a total of 13,503 firms head_clluartered in Japan _ Sl

with interest in overseas business. They include 3,433 JETRO member firms y T 4 000
. y ;

and 10,070 firms that have used JETRO'’s services. o2 . : '

K . ) Manufacturing 1,429 52.5
*This survey has been conductet_:l _a_nnually since FY2002, and it marks the 19th_ year for the Food & beverages 380 14.0
survey. The survey had been initially conducted only for JETRO member firms, but its Textiles/clothing 88 3.2
coverage was expanded in FY2011 to include non-JETRO member firms. WWood & wod productsfurniture & buiding materials/paper & pulp 49 18

. Chemicals 59 2.2
2. TOpICS Medical products & cosmetics 47 1.7
l. Prof”e Coal & petroleum products/plastics/rubber products 56 2.1
. Ceramics/earth & stone 20 0.7
I1. International trade Iron & steel/non-ferrous metals/metal products 161 5.9
R General machinery 92 3.4
lll.  Overseas expansion Electrical equipment 72 2.6
IV. Global risks and business in China IT equipment/electronic parts & devices 32 1.2
. . Cars/car parts/other transportation machinery 69 2.5
V. Review of overseas business Precision equipment 65 24
ili H H ini Other manufacturing 239 8.8

VI. Utilization and issues of digital technology
Non-manufacturing 1,293 47.5
3.Su rvey method Trade and wholesale 584 21.5
Retail 128 4.7
JETRO asked target firms to answer this survey on the website by letter (and Construction 78 2.9
HEH Transport 55 2.0
emall I_n some cases) ' Finance & insurance 62 2.3
4. Period Communication, information & software 118 4.3
Professional senices 65 2.4
October 30, 2020 to December 6, 2020 SUET o T 03 75
5 Respo nse Large-scale firms 410 15.1
) i ) i ) Large-scale firms (excluding leading medium-sized firms) 95 3.5
Valid responses: 2,722 firms (of which 928 are JETRO member firms) Leading medium-sized firms 315 116
. SMEs 2,312 84.9

. O )
Rate Of Va“d response' 20.2% SMEs (excluding micro-businesses) 841 30.9
Micro-businesses 1,471 54.0
Definitions of large-scale firms, SMEs, etc. (based on amount of capital / No. of employees) Firms performing exports 1,922 70.6
Firms performing imports 1,383 50.8
[ [ awecuingadoner | Whoesde | Reml | Sece i 4 s s 966 3.5
Large-scale firms Firms other than SMEs Firms other than SMEs Firms other than SMEs Firms other than SMEs Domestic firms 304 11.2
I(_:Xrgleu-zicnaleleg;?ns Large-scale firms other than Large-scale firms other than Large-scale firms other than  Large-scale firms other than Hokkaido 52 1.9
medium-gized ﬁrr?]s) leading medium-sized firms leading medium-sized firms leading medium-sized firms  leading medium-sized firms Tohoku 137 5.0
More than 300 million but 1 More than 100 million but 300 More than 50 million but 300 More than 50 million but 300 Kanto/Koshinetsu 1,224 45.0
Leading medium-sized biIEI)iLfn :n or less (?r mzre than million yen or less, or more million yen or less, or more  million yen or less, or more Chubu 252 9.3
firms 300 bu)t, 3000 or féwer employees than 100 but 1000 or fewer than 50 but 1000 or fewer than 100 but 1000 or fewer Hokuriku 85 3.1
employees employees employees .

Small and medium-sized 300 million yen or less, or 300 100 million yen or less, or 100 50 million yen or less, or 50 50 million yen or less, or 100 Kansai 518 19.0
enterprises (SMEs) employees or less employees or less employees or less employees or less Chugoku 157 5.8
SMEs (excluding micro- ~ SMEs other than micro- SMEs other than micro- SMEs other than micro- SMEs other than micro- Shikoku 102 3.7
businesses) businesses businesses businesses businesses Kyushu/Okinawa 195 7.2

50 million yen or less, or 20 10 million yen or less, or 5 10 million yen or less, or 5 10 million yen or less, or 5

Micro-businesses « . ” , .
Note: “Domestic firms” are firms that do not conduct overseas business.

Note: “Large-scale firms” and “SMEs” in the larger categories are based on the Small and Medium-sized Enterprise Basic Act. Copyright © 2021 JETRO. All rights reserved. 3

The others are defined bx JETRO.

employees or less employees or less employees or less employees or less



About This Survey

List of industry name used in this report

[Manufacturing] [Non-manufacturing]
Original | Abbreviated Original | Abbreviated Original | Abbreviated
Food & beverages Food & beverages IT equipment IT equipment/electronic ~ Trade and wholesale ~ Trade and wholesale
Electronic parts & parts & devices , :

Textiles devices P Retail Retail

_ Textiles/clothing Construct Constructi
Clothing Cars Cars/car parts/other onstruction onstruction
Wood & wood products Car parts transportation machinery  Tyansport Transport
(excluding furniture) Wood & wood Other transportation Finance & insurance  Finance & insurance
Furniture & building EL?Izlijr::;S/furmture & Qraei?;?:r?:equipment c icati

i . Precision equipment ommunication icati
T materials/paper & pulp  (including medical s _Commur_ucatlon,
Paper & pulp devices) Information & software [nformation & software
Chemicals Chemicals Other manufacturing  Other manufacturing Professional services . .

X Professional services
. . (Consulting/legal etc.)
Medical products & Medical products &
cosmetics cosmetics Mining
Coal & petroleum Utilities
products Coal & petroleum . '
. products/plastics/rubbe Agriculture/forestry/fish
Plastics er
r products y
Rubber products Printing & related
Ceramics/earth & stone Ceramics/earth & stone industry
Real estate .

Iron & steel Other non-manufacturing

Iron & steel/non-ferrous

Dining/lodging facilities
metals/metal products

Non-ferrous metals

Metal products Medical/welfare
General machinery General machinery Other services
(Travel/amusement
Electrical equipment Electrical equipment etc.)
Other non-
manufacturing 4



Profile of respondent firms: Current overseas business (trade)

Export operation and its destination

Firms with export operation (total, by industry, by firm size)

Total (n=2,722)

Manufacturing (n=1,429)
Food & beverages (n=380)
Textiles/clothing (n=88)
Wood & wood products/fumniture & building materials/paper & pulp (n=49)
Chemicals (n=59)
Medical products & cosmetics (n=47)
Coal & petroleum products/plastics/rubber products (n=56)
Ceramics/earth & stone (n=20)
Iron & steel/non-ferrous metals/metal products (n=161)
General machinery (n=92)
Electrical equipment (n=72)
IT equipment/electronic parts & devices (n=32)
Cars/car parts/other transportation machinery (n=69)
Precision equipment (n=65)
Other manufacturing (n=239)

Non-manufacturing (n=1,293)
Trade and wholesale (n=584)
Retail (n=128)
Construction (n=78)
Transport (n=55)
Finance & insurance (n=62)
Communication, information & software (n=118)
Professional services (n=65)
Other non-manufacturing (n=203)

Large-scale firms (n=410)
Large-scale firms (excluding leading mediuntsized firms) (n=95)
Leading medium-sized firms (n=315)

SMEs (n=2,312)
SMEs (excluding micro-businesses) (n=841)
Micro-businesses (n=1,471)

70.6
85.1
90.0
77.3
81.6
96.6
93.6
83.9
85.0
75.8
93.5
84.7
87.5
78.3
87.7
80.8
54.6
76.9
60.2
25.6
29.1

0.0
35.6
32.3
39.9
58.5
60.0
58.1
72.8
70.9
73.8

Only
exporting

28.4
34.4
61.3
28.4
265
237
44.7
125
30.0
24.8
315
20.8
15.6
145
26.2
238
217
221
375
103
12.7

0.0
23.7
215
227
10.0

53
11.4
316
21.0
37.7

currently
exporting

29.4
14.9
10.0
22.7
18.4
34
6.4
16.1
15.0
24.2
6.5
15.3
125
21.7
12.3
19.2
454
23.1
39.8
74.4
70.9
100.0
64.4
67.7
60.1
415
40.0
41.9
27.2
29.1
26.2

70.5
43.0
24.4
20.0

0.0
18.6
16.9
24.1
53.4
57.9
52.1
50.3
59.2
45.3

(%)

Only
importing

8.6
5.6
34
114
8.2
17
4.3
8.9
5.0
11.2
3.3
6.9
6.3
2.9
4.6
4.6
11.8
158
20.3
9.0
3.6
0.0
6.8
6.2
6.9
4.9
3.2
5.4
9.2
9.4
9.1

Notes: 1) n=the total number of respondent firms. 2) Including indirect exporting/importing through other firms.
3) “Exports only” means the number calculated by excluding firms with import operations currently from firms
with export operations. 4) “Not currently exporting” means the number of firms other than firms with export
operations and firms with no answer. 5) “Imports only” means the number calculated by excluding firms
currently with export operations from firms with import operations.

China
Taiwan

us

Hong Kong

Thailand

Western
Europe(excluding UK)

Singapore

South Korea

Vietnam

Malaysia

Indonesia

Australia

Philippines

India

UK

Canada

Central and East Europe
Mexico

Russia/CIS

Brazil

Turkey

Myanmar

Republic of South Africa
Cambodia

Bangladesh

Export destination

(multiple answers, %)

10.0 20.0 30.0 40.0 50.0 60.0 70.0
59.9
54.4
50.2
46.5
43.8
40.8
40.5
394
34.8
314
28.8
24.7
23.4
21.5
21.2
20.4
15.3
147
13.6
13.1
9.6
8.7
85
7.6
7.4 Firms with export operations currently: n=1,922

Copyright © 2021 JETRO. All rights reserved. 5



Profile of respondent firms: Current overseas business (investment)

Overseas expansion

Firms with overseas bases (total, by industry, by firm size) Country and region of overseas bases
(%)
With (multiple answers, %)
Manufacturing (n=1,429) 36.5 63.5 .
Thailand
Food & beverages (n=380) 16.8 83.2
Textiles/clothing (n=88) 27.3 72.7 us
Wood & wood products/furniture & building materials/paper & pulp(n=49) 36.7 63.3 Vietnam
Chemicals (n=59) 59.3 40.7 Tai
aiwan
Medical products & cosmetics (n=47) 40.4 59.6 )
Coal & petroleum products/plastics/rubber products (n=56) 60.7 39.3 Indonesia
Ceramics/earth & stone (n=20) 45.0 55.0 Singapore
Iron & steel/non-ferrous metals/metal products (n=161) 41.6 58.4 Hong Kong
General machinery (n=92 50.0 50.0
i i 4 ) South Korea
Electrical equipment (n=72) 62.5 375
IT equipment/electronic parts & devices (n=32) 62.5 375 Westemn Europe(excluding U.K.)
Cars/car parts/other transportation machinery (n=69) 725 275 India
Precision equipment (n=65) 33.8 66.2 Malaysia
Other manufacturing (n=239) 28.5 715 Philiopi
Non-manufacturing (n=1,293) 34.4 65.6 tippines
Trade and wholesale (n=584) 34.1 65.9 Mexico
Retail (n=128) 18.0 82.0 UK
Construction (n=78) 51.3 48.7
Myanmar
Transport (n=55) 56.4 43.6 )
Finance & insurance (n=62) 45.2 54.8 Australia
Communication, information & software (n=118) 33.9 66.1 Brazil
Professional services (n=65) 36.9 63.1 Central and East Europe
Other non-manufacturing (n=203) 29.6 70.4
i Canada
Large-scale firms (n=410) 75.6 24.4
Large-scale firms (excluding leading medium-sized firms) (n=95) 93.7 6.3 Russia/CIS
Leading medium-sized firms (n=315) 70.2 29.8 Cambodia
SMEs (n=2,312) 28.4 71.6 Turkey . . .
SMEs (excluding micro-businesses) (n=841) 415 58.5 Firms with overseas bases : n=966
Micro-businesses (n=1,471) 20.9 79.1 Bangladesh 3.9
Notes: 1) n=the total number of respondent firms. 2) Agencies are not Republic of South Africa 36 Copyright © 2021 JETRO. Al rights reserved.| 6

included in overseas bases.



Profile of respondent firms: Period of overseas business experience

Ref: Period of overseas business experience

Direct export (n=1,547) m

40 60 80 %&
[20.4] WkEMR? B
26.8 1.9 EZ 45.4

Indirect export (1,302) |3

Import (n=1,383) |+

Currently have (an) overseas base(s) [T
(n=966)

[20] 23]

7

Other (n=109) | 11.9

E H

33.9

[10.1

i

29.4

Vi

Bless thanoneyear MW1to3years 0O3to10vyears 0O10to 15 years BAover 15 years

Note: n=the total number of respondent firms.



Profile of respondent firms: Ratio of domestic/overseas sales

Averaged ratio of overseas sales slightly decreased

m Among firms with export operation and/or with overseas bases, the averaged ratio of overseas sales decreased by 0.3 points
to 18.6%, relative to the previous year. By industry, the ratio increased in coal & petroleum products/plastics/rubber products (up
9.5 % points), electrical equipment (up 5.5 % points), and communication, information & software (up 10.4 % points). In contrast,
the ratio decreased in professional services (down 5.7 % points). By region, the overseas sales ratio decreased in Asia Pacific
(down 0.4 % points) and Middle East/Africa (down 0.2 % points).

Ratio of domestic/overseas sales for FY2019 Ratio of domestic/overseas sales for FY2019

(average, total, by industry, by firm size) (change from the previous year) (Poin)

Change in proportion of overseas sales
Domestic [Overseas North America/Central [Europe/ [Middle

Asia i Europe/ [Middle
f al and Sou
and South America |Russia East/Africa Pacific America Russia East/Africa
0.2 0.1

S. Total (n=2,029) 0.3 0.4

0.2
Total (n=2,029) 81.4 18.6 119 4.1 3.5 2.3 2.3 0.9 Entire manufacturing (n=1,199) 0.4 0.7 0.2 0.0 0.1
Entire manufacturing (n=1,199) 83.0 17.0 10.4 3.8 3.7 25 23 0.7 Food & beverages (n=334) a1 1.2 0.2 0.1 01
Food & beverages (n=334) 92.2 7.8 4.2 12 2.3 17 11 0.1 Textiles/clothing (n=70) 0.1 1.7 0.7 1.2 0.1
Textiles/clothing (n=70) 86.7 13.3 7.9 3.8 2.6 1.9 2.6 0.3 Vood buid &pup (n=40) 07 01 02 12 o1
[ oo i vood rodsArrire & g materalsiieper & pulp (=4 87.8 12.3 6.8 2.6 31 2.7 2.1 0.3 Chemicals (n=53) 20 18 07 05 02
Chemicals (n=53) 75.9 24.1 17.5 6.5 3.6 2.6 2.8 0.2 Medical products & cosmetics (n=41) a9 a3l o3 o7 0.0
Medical products & cosmetics (n=41) 76.7 233 18.2 11.4 2.6 2.0 2.2 03 Coal & petroleum products/plasticsrubber products (1=47) 05 6.4 15 13 04
Coal & petroleum products/plastics/rubber products (n=47) 77.4 226 14.7 6.0 5.0 3.8 25 0.5 CaEiEsEah & S (n:18) 19 14 19 12 02
Cammlis/zzin e siore (=18 810 19.0 11.8 4.0 3.7 2.5 2.8 0.7 Iron & steel/non-ferrous metals/metal products (n=130) 1.9 05 0.3 0.8 1.2
Iron & steel/non-ferrous metals/metal products (n=130) 815 18.5 10.8 27 3.6 2.8 26 1.4 S ey (8, o Y 06 05 06
General machinery (n=78) 75.0 25.0 14.4 4.9 53 31 35 18 - - . : - - :
= _ = Electrical equipment (n=61) 5.5 4.6 0.9 0.5 -0.5
Electn.cal SODIER (.n-el) _ .7 %3 17 6.2 51 25 26 06 IT equipment/electronic parts & devices (n=25) 41 0.3 24 11 0.3
WEREET SIS (RIS & (RS () 683 ey 28 6.4 6.9 3.9 3.4 05 Cars/car parts/other transportation machinery (n=58) 10 0.0 0.6 0.0 16
Cars/car parts/other transportation machinery (n=58) 717 28.3 17.6 7.3 8.1 57 2.4 0.2 P - g - N -
Precision equipment (n=57) 74.2 25.8 145 6.7 5.1 2.7 4.4 1.8 ) 18 i 02 0l 09
Other manufacturing (n=187) 84.2 15.8 9.2 2.7 3.1 2.0 2.5 0.9 MR AT () il <5 03 o7 0.0
Entire non-manufacturing (n=830) 79.1 20.9 14.0 4.7 3.3 2.0 2.4 1.1 (BN FE-TEHE ST (=) 0.2 0.0 0.3 0.2 0.7
Trade and wholesale (n=444) 72.6 27.4 18.1 6.5 4.2 2.3 3.4 17 Trade and wholesale (1=444) 0.0 01 0.0 08 07
Retail (n=81) 845 155 102 28 2.9 2.4 17 0.8 Retail (n=81) 0.9 A1 07 09 04
Construction (n=46) 9.9 71 58 10 06 04 05 0.2 Construction (n=46) 12 16 0.1 0.3 0.8
Transport (n=35) 83.0 17.0 12.0 5.4 3.0 2.4 20 0.0 eI (=) 17 25 03 08 31
Finance & insurance (n=18) 95.2 4.8 22 0.3 23 1.9 0.0 0.3 Finance & insurance (n=18) 11 -1.5 2.3 0.0 0.3
Communication, information & software (n=60) 85.1 14.9 10.6 21 3.3 15 10 0.0 Communication, information & software (n=60) 10.4 7.1 2.7 0.8 0.1
Professional senvices (n=37) 818 182 11.2 2.7 4.0 2.8 0.9 21 Professional senvices (n=37) 5.7 2.6 0.8 2.6 1.3
Other non-manufacturing (n=109) 87.9 121 9.2 31 1.4 1.2 1.3 0.3 Other non-manufacturing (n=109) 25 2.0 0.5 0.0 0.0
Large-scale firms (n=291) 78.4 21.6 12.2 4.6 55 3.6 3.2 0.7 Large-scale firms (n=291) 0.0 0.4 0.3 0.2 0.2
SMEs (n=1,738) 81.9 18.1 11.8 4.1 3.2 2.1 2.2 0.9 SMEs (n=1,738) 0.3 0.4 0.3 0.1 0.2
Notes: 1) n=the number of firms performing exports and/or expanding overseas. 2) As a general rule, sales related to exports are !\‘0!955 1) n:tlhe number of firms performing exports and/or expanding overseas. 2) C?"S highlightgd \{Vith red
classified as overseas sales. 3) Highlighted cells indicate industries for which the ratio accounted for 20% or more. indicate that industries reporting an increase by 2 % points or more from FY2019, while blue cells indicate that
industries reporting a decrease by 2 % points or more. Copyright © 2021 JETRO. All rights reserved.



2. International Trade

- Motivation to expand exports decreased for the first time in 3 years.
Dispersion of export destinations has progressed -



International Trade : Policy on exports for the future

Less willing to expand, but expecting to resume

m Regarding export policies over the next three years or so, 76.7% of firms answered that “they would expand exports”. The ratio
has fallen below 80% for the first time in three years. Especially, the ratio of large-scale firms decreased about 10 percentage
points from the last survey.

m While the willingness to expand exports has diminished due to COVID-19 pandemic, the percentage of "considering
downscaling or ceasing"” remained at the same level and the percentage of "intend to begin exports" increased for the
first time in four years. Some firms commented they’d like to resume or expand exports as soon as things settle down.

Policy on exports for future (time series) Policy on exports for future (large-scale firms)
(%) (%)
20 % 4 %0 60 70 & %0 100 O 10 20 30 40 50 60 70 8 90 100
FY2011 53
(n=2,515) | : FY2018
. . (n=434) 80.4
(n=1,686) 62.0 12.60.8]10.3], E
— FY2019
1FY2013 (n=412) 81.6 .7
(n=2.962) 67.4 14211
—

FY2014 0.9)(5.6] FY2020
(n=2,444) 66.2 1471 V=21/5.8 (n=273) 71.1 66.7 4.

(5:222(152) 74.2 10.2 [l 4.1

V2016 o Policy on exports for future (SMEs)

(n=2.603) 70.1 11.6jJ0.9[5.6 (%)
: 0 10 20 30 40 50 60 70 80 90 100

FY2017 -

! 67.8 1410858 Donn
(n=2,690) [ | (:]::YZzg%i) 81.3 69.3 12.0 11.4 0.9 I
FY2ols [106] M1el[11]60 ' l6.4]
(n=2,808) v e - AT Y2019 )

1.1}
T 70.0 10.2| M 11.6)=hi
(2943 119ff11]66]  (N=2531) 502 7.1

FY2020 | FY2020 L

(n=2,372) 131 1.4 , (n=2.099) 77.5 65.9 11.6/ M 12.3 1"‘-1:-5 o
Expand exports
BFurther expand operations BIntend to begin exports B Maintain the current scale

B Considering downscaling or ceasing ONo plan to export in the future

Note: n=total number of respondent firms, excluding “no international trade for the operations” (item created in FY 2012) and “no answer”. )
Copyright © 2021 JETRO. All rights reserved. 10




International Trade : Policy on exports for the future

High ratio in chemicals and medical products/cosmetics

m The ratio of firms planning to expand exports is high in medical products/cosmetics (89.4%), food/beverages (87.4%), and chemicals
(86.2%) etc.

m  Many firms reported they would focus on mid-and-long-term export expansion to seek growing demand in emerging markets
including Asia. While there are many firms whose export is sluggish due to COVID-19, for some firms, the pandemic contributed to
the increase of demand for some products or successfully led to the not-face-to-face business.

Main reasons for expanding exports

Policy on exports for the future (by industry) %) (additional comments)

Neither

Sl ICLTC LR Pl | w  Expectations for foreign demand expansion/overseas

export export

; Conducting [Not conducting operations | operations export market grOWth
No. of firms| Expand export export

) 3 now and now, but o . “ . . .
@ eXports | operations | operations | . oinine | considering | nov:;nor *The recognition “selling own products to the Asian economic
now and now, but h intending to . s .

intending to | intendingto | the current SOREREG | i e region” is needed for firms.

expand them | begin exports BRI future

- The domestic market peaked out and shrank due to COVID-

Total 2,372 76.7 66.0 10.8 13.1 1.4 8.8 19 etc..
Manufacturing 1,386 78.9 72.0 6.9 14.7 0.6 5.7
Food & beverages 374 87.4 81.6 5.9 9.1 0.5 29 | m Brand strength of “Japan” products
Textiles/clothing 83 80.7 71.1 9.6 10.8 0.0 8.4 . . i
e e e T 8 771 708 6.3 10.4 0.0 125 - Promoting reputations such as safety, security and
Chemicals 58 86.2 84.5 1.7 12.1 0.0 1.7 | palatability.
Medical products & cosmetics 47 89.4 83.0 6.4 10.6 0.0 0.0 . i
T e T Sedlies 52 69.2 67.3 1.9 231 0.0 77 *The expectation of a feeling of trust for Japanese products
Ceramics/earth & stone 19 84.2 78.9 5.3 10.5 0.0 53 | and advanced products.
VT2 A S T | TS 153 71.2 60.8 10.5 17.0 1.3 10.5 L .
Faed rEE Ty o1 85,7 835 >3 11.0 0.0 23 - Continuity and expanding of Japanese food boom.
Electrical equipment _ 71 66.2 60.6 5.6 23.9 14 85 | m Converting COVID-19 into business opportunities
IT equipment/electronic parts & devices 31 71.0 64.5 6.5 22.6 3.2 3.2
Cars/car parts/other transportation machinery 66 51.5 42.4 9.1 39.4 0.0 9.1 . |nCI’eaSing demand due to “Stay_home” and boom Of
Precision equipment 65 76.9 69.2 7.7 18.5 0.0 4.6 outdoor activities are good opportunities.
Other manufacturing 228 78.5 68.9 9.6 14.0 1.3 6.1
Non-manufacturing 986 73.6 57.5 16.1 10.9 2.4 13.1 - The demands for some medical-related products increased.
Trade and wholesale 556 77.5 68.0 9.5 10.6 1.4 10.4 .
Retail 109 725 523 202 13.8 37 101 - The firms seek sales channels because recovery of
Construction 43 65.1 32.6 32.6 11.6 2.3 20.9 | inbound-tourism cannot be expected.
Transport 24 58.3 41.7 16.7 25.0 0.0 16.7 .
Cori i ation oo EYe ol e 83 68.7 386 201 48 26 g | @ Utilization of cross-border e-commerce
Professional ser\/lcesl 33 60.6 36.4 24.2 18.2 9.1 12.1 -The firms started the not-face-to-face business.
Other non-manufacturing 137 70.8 46.7 24.1 8.8 3.6 16.8
Notes: 1) n=total number of respondent firms, excluding “no international trade for the operations” (item | - The firms will deploy remote access while using the online
created in FY 2012) and “no answer”.2) The table only shows the industries where the number of demonstration.

respondent firms is 10 or more. 3) Shaded cells indicate the industries ranked in the top five for higher

: . « » Copyright © 2021 JETRO. All rights reserved. 1 1
percentages (concerning the question on “Expand exports” only).



International Trade : Policy on exports for the future

Ref : Future export policy (by industry)

Policy on future export and difference with the last survey (by industry)

(%)

Conducting export Conducting export Neither conducting
Expand exports T T T opergtif)ns now and operation; ngw, but equn ope.rations now
No. of firms operations now and operations now , but maintaining the current con_S|der|ng _ nort mtendmg to export

W) intending to expand them intending to begin exports scale downscaling or ceasing injthefuture

FY2020 FY2020 FY2020 FY2020 FY2020
Total 2,372 76.7 -3.7 66.0 -5.1 10.8 +1.4 13.1 +1.2 1.4 +0.3 8.8 +2.2
Manufacturing 1,386 78.9 -3.3 72.0 -3.3 6.9 + 0.0 14.7 + 3.2 0.6 -0.3 5.7 + 0.4
Food & beverages 374 87.4 -2.2 81.6 +0.3 5.9 -2.5 9.1 + 3.5 0.5 -0.1 2.9 -1.2
Textiles/clothing 83 80.7 -3.1 71.1 +1.7 9.6 -4.8 10.8 + 3.6 0.0 -0.9 8.4 +0.3
Wood & wood products/furniture & building materials/paper & pulp 48 77.1 -6.3 70.8 +5.8 6.3 -12.1 10.4 +7.1 0.0 -1.7 12.5 +0.8
Chemicals 58 86.2 + 4.6 84.5 +5.2 1.7 -0.6 12.1 -4.0 0.0 + 0.0 1.7 -0.6
Medical products & cosmetics 47 89.4 -3.3 83.0 -9.7 6.4 +6.4 10.6 +4.8 0.0 +0.0 0.0 -1.5
Petroleum products/plastics/rubber products 52 69.2 -5.2 67.3 +2.7 1.9 -7.8 23.1 +4.38 0.0 -1.2 7.7 +1.6
Ceramics/earth & stone 19 84.2 +2.7 78.9 -2.5 5.3 +5.3 10.5 -4.3 0.0 + 0.0 5.3 + 1.6
Iron & steel/non-ferrous metals/metal products 153 71.2 -0.4 60.8 -3.9 10.5 +35 17.0 +1.0 1.3 -0.8 10.5 +0.3
General machinery 91 85.7 +1.2 83.5 +0.3 2.2 +1.0 11.0 -1.4 0.0 -0.6 3.3 +0.8
Electrical equipment 71 66.2 -21.4 60.6 -21.5 5.6 +0.0 23.9 +12.7 1.4 +1.4 8.5 +7.3
IT equipment/electronic parts & devices 31 71.0 +0.8 64.5 +1.4 6.5 -0.6 22.6 +1.5 3.2 +3.2 3.2 -5.5
Cars/car parts/other transportation machinery 66 51.5 -14.8 42.4 -18.8 9.1 +4.0 39.4 +15.9 0.0 -3.1 9.1 +1.9
Precision equipment 65 76.9 -7.7 69.2 -11.5 7.7 +3.8 18.5 + 5.6 0.0 -1.3 4.6 + 3.3
Other manufacturing 228 78.5 -0.6 68.9 -3.3 9.6 + 2.7 14.0 + 0.6 1.3 +0.4 6.1 -0.4
Non-manufacturing 986 73.6 -3.7 57.5 -6.5 16.1 +2.8 10.9 -1.7 2.4 +1.0 131 +4.4
Trade and wholesale 556 77.5 -3.0 68.0 3.6 9.5 +0.5 10.6 15 1.4 +0.9 10.4 +3.7
Retail 109 72.5 -0.1 52.3 3.7 20.2 +35 13.8 0.5 3.7 +0.1 10.1 +0.6
Construction 43 65.1 +0.1 32.6 7.4 32.6 +7.6 11.6 -3.4 2.3 2.7 20.9 +5.9
Transport 24 58.3 -4.6 41.7 -13.9 16.7 +9.3 25.0 +2.8 0.0 + 0.0 16.7 +1.9
Communication, information & software 83 68.7 -0.8 38.6 -8.9 30.1 +8.1 4.8 5.4 3.6 +3.6 22.9 +2.6
Professional senvices 33 60.6 -8.6 36.4 -17.5 24.2 +8.9 18.2 +6.6 9.1 2.4 121 +4.4
Other non-manufacturing 137 70.8 7.3 46.7 5.8 24.1 15 8.8 3.6 3.6 +15 16.8 +95

Notes: 1) n=the number of firms, excluding firms that answered “no international trade for the operations” and “no answer”. 2) The table only shows the industries
where the number of respondent firmsis 10 or more. 3) Shaded cells indicate the industries ranked in the top five for higherpercentages.
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International Trade: Target export countries/regions

Top target is China, with the trend of diversification

m China (56.7%) has been the most chosen target country by firms planning to expand exports in the future. Although the
figure remains at about 60%, it has declined from the last survey, and its gap with the US, the 2nd highest (50.3%), has
narrowed. The percentages of countries/regions other than the US have increased as well.

m Countries/regions with a significant increase in the percentage were the US and Western Europe for the manufacturing industry
and Taiwan for the non-manufacturing industry.

Future target export countries/regions Future target export countries/regions
(total, time series) . ers.%) (by industry) (multple answers, %)
’ Total Manufacturing Non-manufacturing
0.0 10.0 20.0 30.0 40.0 50.0 60.0 70.0 (n=1,820) (n=1,094) (n=726)
: 2420 FY201
50.3 58.4 Rank | Country/region Rank | Country/region Rank | Country/region 018
56.7 FY2020
1 China 56.7 -1.7 1 China 59.3 -1.1 1 China 52.8 2.1
50.3 .
2 us. 50.3 +7.9 2 US. 57.4 +9.2 2 Taiwan 433 +7.1
Taiwan . . )
3 Taiwan 45.1 +59 3 Taiwan 46.3 +53 3 Vietnam 423  +01
. 4 Vietnam 42.4 +2.4 4 Western Europe 45.9 +9.1 4 Thailand 39.9 +0.2
Vietnam
5 Thailand 419  +07 5 Thailand 432 +11 5 US. 39.5 +6.9
Thailand ) )
6  Western Europe 39.8 +7.9 6 Vietnam 42.5 +3.7 6 Singapore 33.7 +3.4
Western 7  Singapore 33.8 +24 7 Singapore 33.8 +1.8 7 Hong Kong 31.0 +0.5
Europe
8 Hong Kong 32.0 +21 8 Hong Kong 32.7 +3.1 8 Western Europe 30.7 +6.9
>Ingapore BFY2012 9 Indonesia 29.7 +1.3 9 Indonesia 30.7 +19 9 Malaysia 28.7 +0.4
(n=1,286)
Hong 10 Malaysia 28.8 +1.2 10 Malaysia 28.9 +1.7 10 Indonesia 28.2 +0.5
Kong BFY2016
=2,1 ' « . »
(n=2,133) Notes: 1) n=the number of firms that answered “planning to further expand exports” and “intend to
Indonesia OFY2018 begin exports” regarding export policies for the future. 2) The charts only show countries/regions
(n=2,279) ranked in the top ten for future target export countries/regions in FY2020 survey. 3) Highlighted cells
indicate countries/regions with an increase of 3% or more from FY2018.
mFY2020

Malaysia
Y (n=1,820) Copyright © 2021 JETRO. All rights reserved. 13




International Trade: Target export countries/regions

Putting more focus on export to the US for Textiles etc.

m The ratio of respondents that target the US market surged significantly, especially for Textiles/clothing, Iron & steel/non-
ferrous metals/metal products. On the contrary, Japanese firms show the decreasing appetite in export to China in IT
equipment/electronic parts & devices, and precision equipment.

Top 5 countries/regions of export destination, compared with the previous survey (by industry)

(multiple answers, %)

No. of firms China (Rank 1) Taiwan (Rank 3) Vietnam (Rank 4) Thailand (Rank 5)
FY2020 FY2020 FY2020 FY2020 FY2020

Total 1,820 56.7 -1.7 50.3 +79 45.1 +5.9 42.4 +2.4 41.9 +0.7
Manufacturing 1,094 59.3 -1.1 57.4 +9.2 46.3 +5.3 42.5 +3.7 43.2 +1.1
Food & beverages 327 56.0 +0.9 61.5 +6.9 57.8 +7.0 41.3 +3.8 46.2 +5.5
Textiles/clothing 67 62.7 +44 68.7 +21.4 40.3 +5.6 17.9 +2.6 16.4 -3.0

Wood & wood productsfurniture & building materials/paper & pulp 37 59.5 -3.8 59.5 +10.5 51.4 +10.5 18.9 +4.6 29.7 +5.2
Chemicals 50 76.0 +1.4 42.0 -3.1 42.0 +4.0 54.0 +0.5 54.0 +4.7
Medical products & cosmetics 42 71.4 -1.3 40.5 -0.4 45.2 -9.3 54.8 +3.2 52.4 +10.0
Petroleum products/plastics/rubber products 36 69.4 +8.9 55.6 +8.2 44.4 +12.9 66.7 +27.2 50.0 +2.6
Ceramics/earth & stone 16 81.3 +23 68.8 +16.1 68.8 +5.6 62.5 +20.4 43.8 -3.6

Iron & steel/non-ferrous metals/metal products 109 52.3 -6.5 61.5 +18.8 32.1 -1.0 40.4 +2.1 36.7 -9.6
General machinery 78 59.0 -0.6 56.4 +13.8 46.2 +13.1 62.8 +12.1 64.1 +12.6
Electrical equipment 47 59.6 -1.8 42.6 -0.1 42.6 -0.1 48.9 +3.6 48.9 +2.3

IT equipment/electronic parts & devices 22 54.5 -13.9 50.0 +0.0 22.7 -14.1 13.6 -10.0 22.7 -8.9
Cars/car parts/other transportation machinery 34 44.1 -6.8 52.9 +3.8 17.6 +1.9 29.4 -5.7 44.1 -8.5
Precision equipment 50 58.0 -13.2 62.0 2.4 44.0 +6.7 40.0 +6.1 38.0 +5.8
Other manufacturing 179 60.9 +11 55.3 +12.7 44.7 +3.9 43.6 +2.2 41.3 -2.4
Non-manufacturing 726 52.8 2.1 39.5 +6.9 43.3 +7.1 42.3 +0.1 39.9 +0.2
Trade and wholesale 431 57.3 4.2 39.0 +4.9 45.7 +4.4 45.0 +0.2 41.3 -1.8
Retail 79 50.6 -4.6 54.4 +8.4 48.1 +9.9 31.6 +14 27.8 -7.7
Construction 28 46.4 +15.0 17.9 + 3.6 21.4 +10.0 39.3 -6.4 46.4 +17.9
Transport 14 78.6 +25.9 35.7 +19.9 35.7 +25.2 50.0 +13.2 50.0 +18.4
Communication, information & software 57 35.1 -0.5 43.9 +8.3 29.8 +7.6 42.1 +4.3 40.4 +11.5
Professional senices 20 40.0 -10.0 30.0 +13.3 35.0 + 10.0 35.0 -31.7 25.0 -16.7
Other non-manufacturing 97 45.4 +6.6 36.1 +10.2 45.4 +16.9 40.2 +3.1 43.3 +8.0

Notes: 1) n=the number of firms that answered “planning to further expand exports” and “intend to begin exports” regarding export policies for the future. 2) Only answers

for which 10 or more firms responded have been listed for FY 2018 and 2020. 3) Highlighted cells indicate an increase by 10 percentage p@g5§r@hrrgﬁp%ﬂ%gg2g;§ghts reserved.| 14

while shaded cells indicate a decrease by 10 percentage points or more. )
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International Trade: Target export countries/regions

More firms focusing on developed countries/regions

m As for the most important export destination, 26.9% of firms planning to expand exports chose China. The percentage of firms that
put top priority on the US (18.7%) and Western Europe (10.4%) has increased. China, the US, and Western Europe alone account

for 60% of the total.

m As for products exported to these highest priority export destinations, various comments (foods, machines etc.) were obtained from
1,654 firms. Product names with high specificity that the firms often cited were cosmetics-related and Japanese sake.

The most important export destination
in the future (total, time series) ”

0.0 5.0 10.0 15.0 20.0 25.0 30.0

28.1
26.9

Western
Europe

Vietnam

Thailand

Taiwan

FY2012

Hong Kong (n=1,286)
BFY2016
Indonesia (n=2,133)
OFY2018
(n=2,279)
India
mFY2020
(n=1,820)
Singapore

Notes: 1) n=the number of firms that answered “planning to further
expand exports” and “intend to begin exports” regarding export policies
for the future. 2) Only shows top 10 countries/regions for “export
destinations most focused on" (FY2020).

Name of products exported to the most important export destination
(Words that frequently appeared in comments)

No. of
Specific product names (examples)

Cosmetics, cosmetic ingredients, cosmetic

1 Cosmetics
mirrors, cosmetic brushes
2 Sake Japanese sake 47
3 Cars Cars, car parts, used cars 40
Goods Household goods, interior goods, fashion
4 34
(Zakka) goods
5 Health Health foods, health equipment 30
Confectionary/ Japanese confectionery, baby snacks, 19
snacks Western confectionery
Polished rice, organic rice, sprouted brown rice
7 Rice noodles, rice flour, rice oil, rice snacks, Junmai 18
Daiginjo sake, packaged cooked rice
Frozen/ Frozen foods (agricultural, forestry, and fishery 17
Freezing products, cooked/processed foods), industrial freezers
9 Refined sake Refined sake 16
Medical devices (catheters, needles, etc.), medical
10 Medical equipment parts, medical cleaning agents, medical 15
underwear

Note: Shows only words with specificity among answers from 1,654 firms regarding products that

they would (would like to) export to their highest priority target export destinations in the future.
Copyright © 2021 JETRO. All rights reserved. 5



International Trade: Utilization of FTA

Over 40% of firms use FTAs when exporting

m Among firms based in Japan that export to Japan’s FTA-partner countries, the survey shows that 43.9% are using FTAs
when exporting to one or more of those countries/regions.

m By industry, FTAs are widely used in export of cars/car parts/other transportation machinery, and chemicals etc.

(%) Utilization rate of Japan’s FTAs (by firm size) Utilization rate of Japan’s FTAs (by industry) o
(o]

90.0

80.0 : Currently |Interested in| No plan to
19.2 No. of firms .
: using

70.0
60.0 Total 1,269 43.9 38.7 17.4
' Manufacturing 844 45.7 37.6 16.7
Food & beverages 233 38.2 41.2 20.6
50.0 Textiles/clothing 40 50.0 45.0 5.0
Wood & wood products/furniture & building materials/paper & pulp 23 261 565 174
40.0 Chemicals 43 65.1 25.6 9.3
' Medical products & cosmetics 28 50.0 39.3 10.7
Petroleum products/plastics/rubber products 34 52.9 35.3 11.8
30.0 Ceramics/earth & stone 11 72.7 18.2 9.1
Iron & steel/non-ferrous metals/metal products 84 50.0 35.7 14.3
General machinery 76 53.9 31.6 14.5
20.0 Electrical equipment 39 41.0 41.0 17.9
IT equipment/electronic parts & devices 15 26.7 46.7 26.7
10.0 Cars/car parts/other transportation machinery 45 73.3 15.6 11.1
) Precision equipment 43 27.9 46.5 25.6
Other manufacturing 130 42.3 38.5 19.2
0.0 Non-manufacturing 425 40.2 40.9 18.8
Total Large-scale firms SMEs Trade and wholesale 296 47.6 36.5 15.9
Retail 35 31.4 48.6 20.0
(n—11269) (n—198) (n—11071) Construction 16 25.0 43.8 31.3
. . Transport 12 33.3 41.7 25.0
OlInterested in use B Currently using Communication, information & software 14 7.1 71.4 21.4
Note: n=the number of firms that export to one or more of Japan's FTA (already effective as Other non-manufacturing 43 20.9 51.2 27.9

of survey date)-partner countries/regions (Thailand, Malaysia, Indonesia, Philippines, Notes: 1) Highlighted cells indicate the industries ranked in the top five for rates

Vietnam, Brunei, Singapore, other ASEAN, India, Mexico, Chile, Peru, Switzerland,
Australia, Mongolia, Canada, New Zealand, EU), excluding firms that are required to “bear
no general tariffs or using tariff exemption systems other than FTAs”.

of “currently using”. 2) The industry in which the number of firms is less than 10 is
not displayed.
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International Trade: Utilization of EC

SMEs increase motivations to utilize EC

m Firms that responded that they have used EC (E-Commerce)” in domestic and overseas sale accounted for 33.3%
of all respondent firms. For SME, its percentage was 34.3% and has increased from the last survey (30.2%).

m 43.9% of the respondents says that they would further use EC* in the future. By size of firm, 28.5% of large-scale
firms answers so while the ratio is much higher among SMEs (46.7%). SMEs demonstrate strong motivations to take

advantage of EC.
* For definition, see the notes 3) and 4) below.

Utilization of EC (time series)

Large firms
Total (%) %)

0.0 20.0 40.0 60.0 0.0 20.0 40.0 60.0 80.0

0.3 have used have used

333
[ =1 37.8

facilitate to use ii ? facilitate to use
43.9

have used

facilitate to use

Have used and will
facilitate to use

Have used and will
facilitate to use

Have used and will
facilitate to use

Have used and will
continue the use

Have used and will
continue the use

Have used and will
continue the use

Have used and will
scale down

Have used and will
scale down

Have used and will
scale down

Have not used and
consider to use

Have not used and
consider to use

Have not used and
consider to use

R 149.2
Ha\r/1e not useld and 562 Have not used and Have not used and
ave no plan have no plan have no plan |
Have used, but are
) : ~ Have used, but are Have used, but are _
not currently using 3.2 BFY2016 (1=2,995) |\ ¢ rently using 10 BFY2016 (n=640) not currently using 35 BFY2016 (n=2,355)
No answer E ‘197 ®FY2018 (n=3,385) 771 6.9 OFY2018 (n=615) = 3.1 OFY2018 (n=2,770)
09" BFY2020 (n=2,722) No answer [ ] 57 BEY2020 (n=410) No answer & 4.5 BFY2020 (n=2,312)

Notes: 1) n=the number of all respondent firms. 2) “Have used, but are not currently using” was created in FY2020. 3) The figure of*Have used” was calculated by excluding

firms that answered “are not currently using” from firms that have used EC. Because “Have used, but are not currently using” was created in FY2020, the figure in FY2020

cannot compare with that of FY2016 and FY2018 precisely. 4) “facilitate to use” is the sum of "have used it and plan to facilitate use of EC in the future" and "have never Copyright © 2021 JETRO. All rights reserved. 17
used it, but are considering using it in the future.”




International Trade: Utilization of EC

Over 50% of EC utilization rate in textiles/clothing
and medical products & cosmetics etc.

m By industry, the EC utilization rate was 50% or more in textiles/clothing, retail, medical products & cosmetics, wood &
wood products/furniture & building materials/paper & pulp, and food & beverages.

Utilization of EC (by industry)

(%)

Have not Hawve not |Hawe used,
used and | used and | but are not

Hawe used | Have used | Have used | Have used

No. of firms and will ) No answer
facilitate to [maintain the | scale down | €onsiderto| haveno | currently
use plan using
Total 2,722 33.3 23.7 8.3 1.3 20.2 42.4 3.2 0.9
Manufacturing 1,429 38.8 28.1 9.4 1.3 20.1 37.1 3.1 1.0
Food & beverages 380 52.3 41.6 8.9 1.8 25.0 19.2 3.2 0.3
Textiles/clothing 88 56.8 46.6 9.1 1.1 19.3 17.0 5.7 1.1
Wood & wood p & buidng &pup 49 55.0 36.7 16.3 2.0 8.2 28.6 2.0 6.1
Chemicals 59 22.1 11.9 10.2 - 15.3 57.6 3.4 1.7
Medical products & cosmetics 47 55.3 48.9 6.4 - 29.8 12.8 - 2.1
Coal & petroleum products/plastics/rubber products 56 42.9 30.4 12.5 - 16.1 39.3 1.8 -
Ceramics/earth & stone 20 40.0 30.0 10.0 - 20.0 40.0 - -
Iron & steel/non-ferrous metals/metal products 161 23.0 17.4 5.0 0.6 19.9 53.4 3.1 0.6
General machinery 92 23.9 17.4 6.5 - 18.5 52.2 3.3 2.2
Electrical equipment 72 29.2 13.9 12.5 2.8 11.1 56.9 2.8 -
IT equipment/electronic parts & devices 32 21.9 - 21.9 - 6.3 53.1 18.8 -
Cars/car parts/other transportation machinery 69 11.5 5.8 4.3 1.4 17.4 66.7 4.3 -
Precision equipment 65 32.3 16.9 12.3 3.1 20.0 44.6 15 15
Other manufacturing 239 38.2 26.4 10.5 1.3 21.3 38.1 1.3 1.3
Non-manufacturing 1,293 27.4 18.8 7.2 14 20.4 48.2 3.2 0.8
Trade and wholesale 584 31.3 22.4 7.4 15 23.8 40.2 4.1 0.5
Retail 128 56.2 39.8 15.6 0.8 17.2 22.7 3.1 0.8
Construction 78 1.3 1.3 - - 23.1 73.1 2.6 -
Transport 55 10.8 3.6 3.6 3.6 5.5 78.2 - 5.5
Finance & insurance 62 6.4 3.2 3.2 - 4.8 85.5 - 3.2
Communication, information & softw are 118 27.1 16.1 9.3 1.7 17.8 50.8 4.2 -
Professional senices 65 13.9 7.7 3.1 3.1 215 63.1 15 -
Other non-manufacturing 203 23.2 15.8 6.4 1.0 21.7 51.7 3.0 0.5
Notes: 1) n=the number of all respondent firms. 2) Highlighted cells indicate industries where percentages of their firms which answered “have used EC, but not
using it Currenﬂy‘ are over 50%. Copyright © 2021 JETRO. All rights reserved. 18



International Trade: Utilization of EC

65% of EC user firms use EC for overseas sale

m Of the firms using EC, 45.5% answers that they are utilizing cross-border EC from Japan to overseas. In
addition, 65.0% of firms says that they have used EC in overseas sale.

m The utilization rate of cross-border EC was 10 percentage points higher in SMEs (47.0%) than in large firms
(34.8%).

Use of EC (total, time series) Use of EC (by size, by industry)

(multiple answers, %)
0.0 20.0 40.0 60.0 80.0 100.0

(multiple answers, %)

Sale from
811 No. of Sale to 33522;2
Sale in Japan 78.6 firms (n) owerseas | (cross- U : answer
EC) ase > .
Sale to overseas = 528 Total 908 73.0 65.0 45,5 23.1 215 6.7 24.3 1.4
Large-scale firms 115 79.1 62.6 34.8 39.1 36.5 11.3 24.3 1.7
65.0 — SMEs 793 72.1 65.5 20.8 19.3 6.1 24.3 1.4
] : Manufacturing 554 73.5 66.1 44.4 24.5 22.6 7.0 27.1 1.4
Sale from Japan to 43809 Food & beverages 100 774 503 357 176  17.1 30 256 1.0
overseas I(Eccr:c))ss-border 42':5 Textiles/clothing 50 8.0 560 480 200 160 100 140
. Wou & veod rodutsfunaurs & bukdg e e & 27 85.2 63.0 55.6 11.1 11.1 37 29.6 3.7
| 29 Chemicals 13 61.5 84.6 53.8 46.2 38.5 23.1 30.8
Sale from the overseas 22': Medical products & cosmetics 26 69.2 84.6 61.5 38.5 38.5 7.7 34.6
base ' Coal & petroleum products/plastics/rubber products 24 91.7 66.7 37.5 20.8 20.8 - 25.0
- 23.1 Iron & steel/non-ferrous metals/metal products 37 78.4 73.0 45.9 21.6 18.9 5.4 324 5.4
| BEFY2016 General machinery 22 45.5 81.8 63.6 40.9 36.4 22.7 40.9
Sale to overseas via (n=731) Electrical equipment 21 66.7 57.1 28.6 38.1 33.3 14.3 19.0
agents etc. Precision equipment 21 42.9 76.2 52.4 19.0 19.0 - 28.6 4.8
24.3 OFY2018 Other manufacturing 91 68.1 71.4 50.5 31.9 28.6 11.0 31.9 2.2
! 29 (n=1,025) Non-manufacturing 354 72.3 63.3 47.2 20.9 19.8 6.2 20.1 1.4
Trade and wholesale 183 73.2 62.8 46.4 20.8 19.7 5.5 19.1 0.5
No answer || 2.7 BFY2020 Retail 72 76.4 70.8 58.3 16.7 16.7 1.4 23.6
1.4 o '
(n=908) Communication, information & softw are 32 62.5 68.8 50.0 375 375 15.6 18.8
Notes: 1) n=the number calculated by excluding firms that Other non-manufacturing 47 76.6 59.6 38.3 19.1 14.9 12.8 27.7 2.1
answered “not using EC currently” from firms that answered Notes: 1) n=the number calculated by excluding firms that answered “not using EC currently” from firms that answered
“have used EC”. 2) The option “sale from the overseas base to “have used EC”. 2) Only answers for which 10 or more firms responded are listed. 3) Highlighted cells indicate industries
a third country” was set in FY2018, “sale to overseas via where percentages of their overseas sales are over 60%.

©
agents etc.” was set in FY2020. Copyright © 2021 JETRO. All rights reserved.| 19




International Trade: Utilization of EC

Many SMEs use their own websites for EC sale

m As for shipping methods when using EC in overseas sale, “sale on own domestic websites” (35.4%) is
generally the most popular option. By size of respondents, SMEs show the same trend while “general trading
style” is the most chosen method among large-scale firms with 37.5% of them answering so.

Shipping methods when using EC for overseas sale (by size) Shipping methods when using EC for overseas sale (by industry)

. multiple answers, %
(multiple answers, %) (multiple answers, %)

Opening | Openin
0.0 . . 60.0 it Dl
J

Sales on | stores in | stores in

. Utilizing | General
No. of own |domestic | overseas

bonded | trading Unknown
EICES style

\[s}
answer

firms (n) [domestic
site 5 malls,

Sales on own domestic site

Opening stores in domestic

Total 590 35.4 20.7 25.1 12.4 26.9 11.4 12.4 15
EC malls, etc.
Opening stores in overseas Manufacturing 366 325 20.5 25.1 12.3 29.5 10.1 13.7 1.9
EC mall .
C mal S etc Food & beverages 118 23.7 19.5 15.3 11.0 39.8 6.8 14.4 1.7
UtllIZIng bonded areas Textiles/clothing 28 46.4 32.1 35.7 14.3 10.7 10.7 3.6 -
E Total :
. Wood & wood products/furniture
General tradmg Style (n:590) & building materials/paper & pulp 17 4l 176 25 11.8 17.6 - 235 -
Chemicals 11 27.3 9.1 27.3 18.2 27.3 9.1 18.2 9.1
Overseas own site Olarge-scale
firms (n=72) Medical products & cosmetics 22 273 9.1 182 36.4 31.8 18.2 9.1 4.5
Unknown Coal & petroleum } ;
BESMEs products/plastics/rubber products 16 250 == 4ae 188 375 188
— Iron & steel/non-ferrous
No answer (n=518) e el 27 37.0 29.6 29.6 37 29.6 - 185 -
General machinery 18 38.9 16.7 27.8 5.6 16.7 5.6 22.2 5.6
Note: n=the number of firms that answered they have used EC for overseas sale Elesties) Gaen 1 m7 250 167 8.3 83 333 83 83
iNniti 1 1 1 1 Precision equipment 16 43.8 - 25.0 6.3 125 6.3 25.0 -
Definition and abbreviation of shipping methods i
Other manufacturing 65 369 169 338 123 323 169 92 15
... Orders are accepted on own domestic site, and after orders are received, products are directly shipped from Japan
Sales on own domestic site
to overseas Non-manufacturing 224 40.2 21.0 25.0 12,5 22.8 13.4 10.3 0.9
Opening stores in domestic EC stores are opened (and products are sold) in domestic EC malls and directly shipped products from Japan to
EC malls, etc. owerseas after receiving orders
Opening stores in overseas EC stores are opened (and products are sold) in overseas EC malls and directly shipped products from Japan to Trade and wholesale 1s a7 a7 5.2 12.2 21.8 13.0 9.6 0.9
EC malls, etc. owerseas after receiving orders
. ) Retail 51 45.1 19.6 25.5 9.8 15.7 9.8 118 -
i EC stores are opened (and products are sold) in overseas EC malls. Products are exported in advance to
Utilizing|bonded areas warehouses in designated bonded area, and delivered from the warehouses after orders are received. Communication, information & 2 573 182 13.6 01 01 18.2 136 45
EC stores are opened (and products are sold) in overseas EC malls. Trade procedures with overseas importers software : i ) ’ ) ) ) i
General trading style are conductgd am?1 the products are transported in advance. After receiving the order, the product is shipped from Other non-manufacturing 28 35.7 28.6 28.6 14.3 25.0 14.3 10.7 .
an overseas importer.
GraseEs e EiE Using own EC site biilt overseas. Products are exported to overseas general warehouses in advance, and shipped  Notes: 1) n=the number of firms that answered they have used EC for overseas sale 2) The industries where

from the warehouses after orders are received.

e Unknown their n is less than 10 are hid. 3) Highlighted cells indicate shipping method of product where percentages of

response from each industry are highest (excluding “unknown” Copyright © 2021 JETRO. All rights reserved.
Source: the chart was created based on the documents of the Ministry of Economy, Trade and Industry and no answer_)



International Trade: Utilization of EC

China remains the top destination for EC sale
while US/Talwan increase their presence

m As for EC sale destinations, China (47.6%) is the most popular country. The US (36.6%) and Taiwan
(28.8%) , the 2nd and 3rd highest, see higher response ratios than the previous survey. As for the most important
export destinations, China again ranks first.

EC sale destination

(multiple answers, %)

60.0

BFY2016 (n=345)

OFY2018 (n=541)

BFY2020 (n=590)

Notes: 1) n=the number of firms that answered they have used
EC for overseas sale 2) The option United Arab Emirates
(UAE) was inserted FY2018. Central and Eastern Europe,
Spain, Cambodia were inserted in FY2020.

0.0 10.0 20.0 30.0 40.0 50.0

China

us

Taiwan
Hong Kong
Singapore
Germany
France
South Korea
Thailand
Vietnam
UK

India
Malaysia
Central and East Europe
Indonesia
Canada
Philippines
Australia
Russia/CIS
Mexico
Brazil
Spain

UAE
Cambodia

Note: n=the number of firms that answered they have used

The most important destination for EC sale

(multiple answers, %)

20.8

B Total (n=554)

EC for overseas sale and their EC sale destination.

Examples for main EC sites

and products (from commnets)

China

>

usS

>

>

Main EC sites

Own website, Alibaba, Tmall,
Taobao, JD.com etc.

Main products
Food/beverages (alcohol,
confectionary etc.),
cosmetics, clothing, goods,
machine/instrument, baby
goods, health foods, hair-
care

Main EC sites

Own website, Amazon etc.
Main products
Food/beverages (tea, rice
product etc.), cosmetics,
clothing, goods,
machine/instrument etc.

Copyright © 2021 JETRO. All rights reserved.
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International Trade: Utilization of EC

China chosen as the most important future EC market

m Many firms consider China (46.3%), the US (37.1%), and Taiwan (31.1%) as future EC markets. Moreover, the
respondents have chosen China (30.6%) and the US (17.9%) as the most important EC market in the future. Both scale
and growth of their markets are pointed out as the critical reasons for such choices.

Future EC sales destination The most important country/region Reasons that firms focused on
(total, time series) among future EC sales destination such countries/regions
(multiple answers, ! (%)
50.0 60. .
TR : O"O 10"0 20"0 30"0 40"0 China (multiple answers, %)

%08 China 30.6 0.0 50.0 100.0

us Large market size and growth potential _ 85_8

Vietnam

42.5

Singapore [ Tai To secure alliance partners and sales destinations

alwan
Vietnam Singapore Familiar with Japanese products 34.1

Thailand Thailand Infrastructure (logistics and communications) is in place

Hong Kong Hong Kong There are payment methods in place

Erance There is an advantage in terms of institutional aspects (tax

rates, procedures, etc.)
Indonesia Products can be sold at a lower price than normal exports
South Korea W Total (n=226)

Other

India
L " Germany Note: n=the number of firms that cited China as the most
UK important destination
UAE
Malaysia us .
Philioni (multiple answers, %)
BHFY2016 (n=1,018) fippines 0.0 50.0 100.0
India Mexico , . ,
Central and East Europe Russia/CIS I Large market size and growth potential ]_ 88.6
Spain OFY2018 (n=858) Canada Infrastructure (logistics and communications) is in place 40.2

Central and East Europe

To secure alliance partners and sales destinations

Russia/CIs [====h : BFY2020 (n=950) Aus[ralia 0.3 H Total (n=738) There are payment methods in place
Cambodia | Q.1

Cambodia Familiar with Japanese products
ico Brazil 01 There is an advantage in terms of institutional aspects (tax
. Spain 01 rates, procedures, etc.)

Products can be sold at a lower price than normal exports

m Total (n=132)

Other

Notes: 1) n=the number of firms that have used EC for overseas sales or are

planning to use EC. (But firms that answered “we are planning” included the Elgte:aln#lzje nymper of}l:l.rl::s}:hat answered_ the'r Note: n=the nqmbgr of firms that cited the US as the most
firm that considered the use of EC for only domestic sales in FY2016. 2) The S ?S estination which they put top priority on important destination
option United Arab Emirates (UAE) was created FY2018. Central and of the firms that have used EC for overseas sales Copyright ® 2021 JETRO. All rights reserved.| 22

Eastern Europe, Spain, Cambodia were created in FY2020. or are planning to use EC (950 firms).



International Trade: Utilization of EC

70% of firms using EC say EC sale account for less
than 10% of the total

m Regarding a ratio of EC sale to total sales™, 70% of firms using overseas EC chose ranges such as “1 to 10%”
(37.3%) and “less than 1%” (36.0%). By size, for large-scale firms and SMEs, “less than 1%” (49.6%) and “1 to 10%”
(38.7%) were ranked first, respectively.

m As for aratio of overseas EC sale to total EC sale™, less than 1% (48.1%) ranked first same as the previous survey.

(*1) EC sale / total sales. (*2) overseas EC sale/EC sale

Ratio of EC sale to total sales (by size) Ratio of overseas EC sale to total EC sale (by size)
(%) (%)
0.0 20.0 40.0 60.0 0.0 20.0 40.0 60.0
Less than 1% 49.6 Less than 1% —4 821
|'.""'.'.'.'.""'.'.'.'.""'.'.'.'."‘".'.'.'I 340 [ '''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''' I 48.3
— 3 3 T, —
1t010% | 1278 _ 110 10% }:-:-:-:-:-:-:-:-:-:-:-:-:-:-:-:-:-:-:-:-:-:-:-|02 4
[ e ] 38.7 .
5.4 o,
11 to 20% g ; N 11 to 20%
5.0 Breakdown of the number of firms that 21 to 30% BreakdO\glr‘lllof thleo(;u"mber of firms that
21t0 30% answered "1 to 10%" answere to 10%
55 ; o (Ratio of this figure to n)
(Ratio of this figure to n) 31 to 40% (%)
31 to 40% (%) 0.0 10.0 20.0 30.0
0.0 20.0 40.0 41 to 50%
41 to 50% . ) 1to5% |
12.41 25.8 51 to 60% £
P 1to5% 4.1
51t0 60% (I 0.9 . \
1.5 61 to 70% 6 to 10% 2482
611070% 1| 0.9 11.6 '
0.9 6to 10% 10.4 71 to 80%

11.7

71 to 80% 81 to 90%

B Total (n=590)

= PP
© 01w

[}

81 to 90% 91 to 100 % OlLarge-scale firms (n=72)

N
o

W Total (=908
( ) 12.5 ESMEs (n=518)

91 to 100 % No answer

WO !
N

OLarge-scale firms (n=115)

1139 O SMEs (n=793)

No answer

Notes: 1) n=the number was calculated by excluding firms that answered “are not Notes: 1) n=the number of firms that answered they are using EC for

currently using” from firms that “have used EC”. 2) This is based on sales in FY2019. overseas sales. 2) This is based on sale in FY2019.
Copyright © 2021 JETRO. All rights reserved. 23




International Trade: Utilization of EC

Increasing brand awareness on EC platforms seen as a
challenge

m As for challenges in EC utilization, many point out a lack of information on sale destinations (38.5%) as well as on EC
sites and partners (31.2%). Among firms that use EC for overseas sale, the majority chose challenges such as a lack of
information on sale destinations (50.3%) , a difficulty in increasing brand awareness (42.5%), and price competition of
products (39.3%). This suggests the importance of promotion and severe price competition in EC utilization.

Challenges in EC utilization

(by size, for firm using overseas EC)

(multiple answers, %) (multiple answers, %)
0.0 20.0 40.0 60.0 0.0 20.0 40.0 60.0

. ) - ﬁ 38.5
Lack of information on sales destinations ! Lack of information on sales destinations 50.3
[ .

Challenges in EC utilization (by size)

Lack of information on EC sites and 31.2 Difficulty of increase of awareness for own|
partners 33.3 brand
Risk of customs clearance and customs 27.7 ) -
payments 305 Price competition of products|

Risk of customs clearance and customs

28.5 payments

Risks related to infrastructure

Shortage of necessary internal human ) - .
resources e 27.5 Lack of information on EC sites and partners

Price competition of products Risks related to infrastructure

Response to local languages 26.0 Response to local languages

Difficulty of increase of awareness for own
brand

Shortage of necessary internal human
resources

Risk of payment Risk of payment
Results commensurate with costs may not

Results commensurate with costs may not be
be achieved

achieved
i i m Total
Lack of necessary internal resources Lack of necessary internal resources
y .0 mTotal (n=590)
Concerns about information leaks and (n:2’722) Concerns about information leaks and cyber-
cyber-attacks attacks
OLarge
Other i
Other OlLarge-scale ?rm752)
. n=
Not particular firms Not particular
(n=410) [ SMEs
Unknown Unknown (n_518)
No answer No answer

Note: n=the number of firms
that answered they are using
EC for overseas sale.

Note: n=the total number of respondent firms. Copyright © 2021 JETRO. All rights reserved.| 24



3. Overseas Expansion

- The motivation to expand operations at existing bases records the lowest,
but the motivation to newly expand operations remains unchanged. -

Copyright © 2021 JETRO. All rights reserved.| 25



Overseas Expansion: Future overseas expansion policy

Lowest motivation for further expansion, motivation for
launching new bases remains unchanged

m Regarding overseas expansion policies over the next three years or so, the ratio of firms answering that they would
expand overseas operation records the lowest in this survey. Especially, the percentage of firms that would expand
the operations at existing bases is 19.1%, decreasing significantly from previous year (30.9%).

m Although the percentage of firms that “intend to begin overseas business” has slightly decreased, the willingness
of expansion remains almost the same level.

Future overseas expansion policy (time series) Future overseas expansion policy
(large-scale firms)

0 10 20 30 40 50 60 70 80 90 100
0 10 20 30 40 50 60 70 80 90 100

FY2011

(n=2,632) FY2018
FY2012 (n=596)
(n=1,843)
o FY2019
(n=3,222) (n=558)
FY2014 FY2020 —] 7
(n=2,808) (n:399) . /im
FY2015
(n=2,618)
FY2016
(n=2,937)
60 70 80 100
FY2017
(n=3,111) - o FY2018 1 w”// II” 4 )
FY2018 =
(n=3,246) i i L 13 7 || o 9 23 2 / i (n 21650) '//1 11/////1/ If'
FY2019 FY2019 III IIIIIII//
(n=3,386) - : | |12 8|0 822 211 (n=2,828) 4,/ 84]
—_ | ]
FY2020 : K oo | ////{/ 1///////‘4’
(n=2,665) FY2020 /// 36.3] //// 7.2]
(n=2,266) oz .
Planning to expand overseas business
Further expand Bintend to begin @Maintain N ersoss misiness overscasbuginess  the satus quo
overseas business overseas business the status quo q
ODownscaling or ceasing BWill not develop OOther O Downscaling or ceasing BWill not develop OOther
operations is needed business operations is needed business

Notes: 1) n = the number of firms excluding the firms that did not answer. 2) The figures of “further expand overseas business” in FY2011 and FY2012 are
the percentage of firms that answered “new investment or expansion of the existing overseas business”. Copyright © 2021 JETRO. All rights reserved. 26




Overseas Expansion: Future overseas expansion policy

Large fall of motivation to expand in manufacturing

m The percentages of firms that intend to expand existing overseas operation in manufacturing decreased significantly.
There are industries whose percentage decreased by more than 10 percentage points relative to the previous year.

m As for the policies of overseas expansion, there are many concerns regarding COVID-19 pandemic such as “unclear
outlook due to COVID-19 crisis”. On the other hand, there are some positive comments on outlook after the end of
COVID-19. Such comments include “Accelerate overseas expansion after COVID-19 will calm down”.

Future overseas expansion policy (by industry) Comments on future overseas
(%) expansion pollcy
Further expand overseas business currently have | Currently have . . . .
Currently have |owerseas bases | no overseas [Firms intending to expand operations]
O‘CI:::Z”;Z ;:‘::S Currently have no | overseas bases | and consider | bases and will > Entering overseas markets is essential in
Zndwlfuter ot tﬁf;;n t:gdsgzzlzt]o dw::;;'r'];g o bug?;::ﬁ:’fhe anticipation for end of COVID-19 (trade and
business CYEIEEES (ISESS operations future wholesale etC.)
Total 2,665 43.9 191 248 15.0 12 32.8 71 » Diversification of risk by having markets in multiple
Manufacturing 1,396 429 19.3 23.6 16.0 1.1 3238 7.2 regions (food and beverage)
Food & beverages 375 36.0 10.4 25.6 5.9 0.8 51.5 59 > Real-time sales support (general machinery)
Textiles/clothing 85 41.2 129 28.2 11.8 1.2 37.6 8.2 > Continue after-sales service for existing sales
Wood & wood productsfurniure & biling materialsipaper & puip 46 45.7 21.7 239 174 0.0 304 6.5 destinations (trade and wholesale)
Chemicals 58 44.8 29.3 155 27.6 0.0 19.0 8.6
Medical products & cosmetics 46 65.2 32.6 32.6 8.7 0.0 19.6 6.5 5 o
Coal & petroleum products/plastics/rubber products 55 327 20.0 127 40.0 18 236 18 [Firms maintaining the current scale]
Ceramics/earth & stone 19 526 26.3 263 211 0.0 26.3 0.0 > At present, we look at the situation. Firstly, solidify
ron & steelinon-ferrous metals/metal products 156 37.8 205 173 19.2 13 353 6.4 the foundations (electric machinery, etc.)
General machinery 91 52.7 30.8 22.0 16.5 1.1 19.8 9.9 > Maintaining the status quo is emphasized due to
Electrical equipment 71 47.9 31.0 16.9 26.8 238 16.9 5.6 limited resources (chemicals)
IT equipment/electronic parts & devices 32 375 28.1 9.4 31.3 3.1 25.0 3.1 » Achieving profitability at each base is a priority
Cars/car parts/other transportation machinery 67 44.8 31.3 13.4 37.3 45 13.4 0.0 (trade and wholesale)
Precision equipment 63 54.0 20.6 33.3 12.7 0.0 22.2 111
Other manufacturing 232 46.1 15.5 30.6 12.9 04 28.0 12.5
Non-manufacturing 1,269 44.9 18.9 26.0 13.9 1.4 32.9 6.9
Trade and wholesale 573 455 192 26.4 136 1.4 34.0 54  [Firms that will not develop business in the future]
Retail 128 398 78 320 78 08 461 55 » Overseas business development cannot be anticipated due
Construction 78 474 218 25.6 282 0.0 17.9 6.4 to COVID-19 pandemic (food & beverages) "
» Online system, such as cross-border EC, will be utilized.
Transport . 54 463 352 111 204 19 218 37 Overseas bases are not indispensable (metal products,
Finance & insurance 59 13.6 13.6 0.0 271 1.7 441 13.6 etc.)
(CarmmuEEEn, [EmmEE & SelinEe 117 53.0 205 32.5 111 26 24.8 85 > Exports can be handled if our current business scale is
Professional services 65 44.6 18.5 26.2 15.4 3.1 27.7 9.2 available (trade and wholesale)
Other non-manufacturing 195 49.7 20.5 29.2 8.7 1.0 31.3 9.2

Notes: 1) n = the number of firms excluding the firms that did not answer. 2) Highlighted cells indicate industries reporting an increase )
by 10 percentage points or more from FY2019, and shaded cells indicate those reporting a decrease by 10 percentage points or more. Copyright © 2021 JETRO. All rights reserved.| 27



Overseas Expansion: Future overseas expansion policy

10.0% of firms changed own policy in the past year

m 10.0% of firms changed their policy of overseas operations in the past year. Those changes are seen especially in
industries such as ceramics/earth & stone (21.1%), electrical equipment (16.9%), and construction (15.4%).

m 55.1% of the firms that have changed their policy say they shifted to expansion of their overseas operations. Notably,
more SMEs (57.4%) answered so in comparison to large-scale firms (36.7%).

Did you change the overseas policies in the past year? How did you change the policies?
(%)
0% 20% 40% 60% 80% 100% 80.0
Total 10.0
(n=2,665) : : : 60.0 Industries where the rate
of firms that answered
o "expanding" is high
Large-scale firms ] 40.0 £
i 75 ] 2
- | g Medical products & cosmetics,
UXJ food & beverages, precision
20.0 equipment
SMEs
(n=2,266) 10.5 86.4
0.0
EChanged ONot changed EOther ONo answer Industries where the rate
20.0 of firms that answered
H H H HPaS H H : "downscaling” is high
Industries whose ratio of changing the policies is high g gishg
[]
0.0 5.0 10.0 15.0 20.0 25.0 (%) 200 § Wood & wood
. B roducts/furniture & building
g (1=1.306) N . 8 materi
Manufacturing (n=1,396) 95 a materials/paper & pulp,
Ceramics/earth & stone (n=19) [ NNRNGNININGNGGEG 0 professional services,
X X 60.0 cars/car parts/other
Electrical equipment (n=71) | N NN s © transportation machinery
Wood & wood products/furniture & building I o
materials/paper & pulp (n=46) 1
Iron & steel/non-ferrous metals/metal products (n=156) [ N NG 2.2 80.0
- ) Total Large-scale SMEs
precision equipment (n=63) | NN 11 : (n=267) firms (n=237)
Medical products & cosmetics (n=46) | N NI 0.9 (n=30)
Non-manufacturing (n=1,269) | 10.6 Notes: 1) n = the number of firms that answered “future overseas expansion
Construction (n=7¢) | 15+ policy”. 2) Of the industries that have 5 or more firms and answered “their
Communication, information & software (n=117) | NN 12.0 overseas business were expanded or downscaled”, main industries indicates the
Retail (=125) | 1.5 industries ranked in the top three for higher ratio.

Trade and wholesale (n=573) | N N 10.3

Notes: 1) n = the number of firms that answered about “future overseas expansion policy”. 2)
Graph below indicates industries where percentages of their firms which answered “changed” Copyright © 2021 JETRO. All rights reserved.| 2.8
are over 10%. But excluding other manufacturing and other non-manufacturing.



Overseas Expansion: Countries/regions for overseas expansion

Overseas expansion further diversified

m When counting number of candidate countries and regions for overseas expansion, the number per firm increased from the
previous year (3.8) to 4.9. Increasing awareness of risk diversification led to the increase. In particular, the
manufacturing industry records a substantial increase from 3.9 in the previous year to 5.3.

m By industry, petroleum products/plastics/rubber products ranked top (8.1), followed by general machinery (7.0) and medical
products & cosmetics (6.3). Among non-manufacturing, transport (5.9) marked the highest.
The average number of candidate The average number of candidate countries/regions
countries/regions for overseas expansion for overseas expansion (by industry)

(number of countries/regions)

(number of countries/regions) Petroleum products/plastics/rubber products (n=18) * 8.1
6.0 General machinery (1=45) - p———— 7 O
50 Medical products & cosmetics (n=30) & 6.3

Chemicals (7=26) . p——— 5 5
4.0 @ @ @ Precision equipment (n=34) d 5.1
' g Food & beverages (1=135)  p— 1 9
5 .
3 Wood & wood products/furniture & building a
2.0 = materials/paper & pulp (n=21) 4.9
Electrical equipment (n=34) dlzls
1.0 Cars/car parts/other transportation machinery (n=30) é‘l&g
0.0 R 3.5 R4 3.3 33 3.9 A8 Iron & steel/non-ferrous metals/metal products (n=59) 3. % 5
FY2016 FY2017 FY2018 FY2019 FY2020 IT equipment/electronic parts & devices (n=12) 3. % 2
i . Ceramics/earth & stone (n=10) :' %‘2‘
® Manufacturing O Non-manufacturing OTotal
Transport (1=25)  p——— 5.0
2 Trade and wholesale (n=255) a
n FY2016 |FY2017 |FY2018 |FY2019 |FY2020 Ei
3 Communication, information & software (n=60) a
Total 1,654 1,703 1,800 1,871 1,156 E
. : el 1) ——
Manufacturing 938 954 1,022 1,079 598 I : OFY2019
S ; _ 3.0
Non-manufacturing 716 749 778 792 558 z Construction (v=37)  p— 3

mFY2020
Professional services (n=29) :I

Notes: 1) n = the number of firms that answered “currently have overseas bases and will further expand overseas business” or “currently have no overseas bases but

intend to begin overseas business” and answered about expansion functions. 2) Still counted as one firm even when expanding multiple functions in one country. 3) It was

calculated by dividing the total number of respondent countries/regions by n. 4) (Right figure) the parenthesized numbers are n in FY2020. Only industries whose n is over Copyright © 2021 JETRO. All rights reserved. 29
10 are listed.




Overseas Expansion: Countries/regions for overseas expansion

China ranked top, and the US moved up to the third

m As for countries and regions for overseas expansion in the future, 48.1% of firms choose China, which holds its top ranking.
Vietnam (2nd, 40.9%) and the US (3rd, 40.1%) has increased their ratios from FY2019, both exceeding 40% for the first time.

m In particular, the ratio of firms that answered “intend to expand new overseas business” in the US, has increased by
nearly 10 percentage points, from 14.5% in the previous year to 24.1%.

Candidate countries/regions for Business expansion in China, Vietnam, and US

overseas expansion (Top 15) (by policy of overseas expansion) "
FY2020 FY2019 0.0 10.0 20.0 30.0 40.0 50.0
region (n=1,156) (n=1,871) | (n=1,800)
China 481 (1) 46.3 49.9 s FY2019 _ 19.9 46.3
Vietnam 409 (2 38.9 34.0 §
us 401 (3) 31.9 30.2 FY2020 26.4 48.1
Thailand 36.7 (4) 32.7 31.8
Taiwan 33.3 (5) 26.8 24.7
W.Europe 30.4 (6) 25.3 214
_ e FY2019 16.4 38.9
Indonesia 25.8 (7 22.3 20.8 <
Singapore 25.1 (8) 20.0 18.2 E FY2020 214 40.9
Malaysia 23.1 (9) 15.3 14.2
Hong Kong 20.2  (10) 17.2 171
Philippines 17.8 (11) 12.0 9.9
India 175 (12) 15.7 16.1 FY2019 14.5 31.9
S.Korea 155 (13) 10.7 12.9 a \
Canada 125 (14) 5.1 3.2 FY2020 24.1 40.1
Myanmar 11.1 (15 10.0 8.1
ASEANG 65.4 69.4 65.7 H Further expand OlIntend to begin

Notes: 1) n = the number of firms that answered “currently have overseas bases and will further expand overseas business” or “currently have no overseas bases but intend to begin
overseas business” and answered about expansion functions. 2) ASEANG indicates the firms selecting any one of Singapore, Thailand, Malaysia, Indonesia, Philippines, and Vietnam.
Western Europe indicates the firms selecting UK and/or Western Europe(excluding UK). 3) The ratio of firms that expand one or more functions Copyright © 2021 JETRO. All rights reserved.| 3(0)

in each country/region. Still counted as one firm even when expanding multiple functions in one country.




Overseas Expansion: Countries/regions for overseas expansion

Ref :Countries/regions for overseas expansion

Countries/regions for overseas business expansion (Time series) (multiple answers, %)

FY2020 FY2019 FY2018 FY2016

countries/regions

China 48.1 @ 46.3 (1) 499 | (1) 447 | (1) 464 | (1)
Vietnam 40.9 2 389 (2 340 (2 353 (2) 329 4)
us 40.1 (3) 319 (@4) 30.2 (4) 318 (4) 334 (3)
Thailand 36.7 4 327 (3) 31.8 (3) 333 (3 355 (2
Taiwan 33.3 5) 26.8 (5 247 (5) 265 (5 246 (5
Western Europe 30.4 (6) 253 (6) 214 (6) 225 (6) 204 (8)
Indonesia 25.8 (") 223 (7) 208 (7) 214 (7) 245 | (6)
Singapore 25.1 8) 200 (8) 182 (8) 203 (8) 214 (7)
Malaysia 23.1 9 153 (11) 142 | (11) 153 | (10) 15.0 | (10)
Hong Kong 20.2 (10) 172 (9 171 (9 196 (9) 195 (9)
Philippines 17.8  (11) 120 (12) 99| (13) 11.0| (13) 11.8 | (13)
India 175 (12) 15.7 (10) 16.1 | (10) 140 | (11) 14.4 | (11)
South Korea 155 (13) 10.7 (13) 129 | (12) 13.0| (12) 14.4 | (11)
Canada 125 (14) 51 (18) 3.2 (19 3.8 (20) 44 (17)
Myanmar 111 (15) 10.0 (14) 8.1 (14) 85| (14) 104 | (14)
Australia 10.7 (16) 59 (15) 51 (15) 43 (16) 44 (A7)
Central/Eastern Europe 9.3 (17) 54 (17) 43 (17) 59| (15) 6.1 | (15)
Cambodia 8.9 (18) 58 (16) 44 (16) 43 (16) 42 (19)
Russia/CIS 8.1 (19 51 (18) 3.6 (18) 43 (16) 42 (19
Mexico 7.4  (20) 3.7 (20) 29| (20) 42 (19) 59| (16)
ASEANG6 65.4 69.4 65.7 67.4 69.1

(Ref.)

UK 16.8 - 7.3 - 6.3 - 6.6 - - -
Western Europe (excluding UK) 28.2 - 235 - 19.4 - 205 - - -

Notes: 1) n = the number of firms that answered “currently have overseas bases and will further expand overseas business” or “currently have no overseas bases but intend to
begin overseas business” and answered about expansion functions. 2) ASEANSG indicates the firms selecting any one of Singapore, Thailand, Malaysia, Indonesia, Philippines,
and Vietnam. There is no detail options in Western Europe, Russia/CIS, and Central/Eastern Europe. Western Europe since FY2017 indicates the firms selecting UK and/or
Western European(excluding UK). 3) The ratio of firms that expand one or more functions in each country/region. Still counted
as one firm even when expanding multiple functions in one country.
S

Copyright © 2021 JETRO. All rights reserved. 3 1



Overseas expansion: Countries/regions for overseas expansion

More willing to expand in retail/general machinery in US

m In the top 5 countries and regions where firms aim to expand overseas business, the response ratio for manufacturing
increased. Especially in the US, it significantly increased for both manufacturing and non-manufacturing. The ratio
increased for many industries, with that of retail, general machinery, IT equipment/electronic parts & devices increased
20% points or more heading the list. Also in Taiwan, it increased 20% points or more for general machinery and
chemicals.

Business expansion in the top 5
countries/regions (time series)

Business expansion in the top 5 countries/regions (by industry)

(Multiple answers, %)

(%)
60.0 China (Rank 1) | Vietnam (Rank 2) Thailand (Rank 4)| Taiwan (Rank 5)
FY2019— FY2019—> FY2019—> FY2019— FY2019—>
FY2020 FY2020 FY2020 FY2020 FY2020
50.0 Total 1,156 48.1 +1.8/ 409 +20 401 +8.2 367 +40 333 +6.5
W Manufacturing 598 55.2 +59 413 +4.0| 468 +8.2 393 +50 371 +9.8
Food & beverages 135 51.1 +6.6/ 348 +4.6/ 489 +1.7, 363 +3.8/ 400 -4.2
40.0 )] Textiles/clothing 35 68.6 +10.3 25.7 +3.5 514 5.5 229 +104 486 +16.7
bulding &pip 21 47.6 -7.2) 381 +4.8 524 +95/ 333 +143 381 +0.0
Chemicals 26 69.2 +126 308 -16.4| 50.0 +85 385 -10.6| 423 +27.2
30.0 Medical products & cosmetics 30 767 +0.0, 533 +9.1 433 +6.1 500 +26.7 533 +207
Coal & petroleum products/plastics/rubber products 18 61.1 +80 722 +11.0 389 +0.1 50.0 +153 278 +7.4
Ceramics/earth & stone 10 40.0 -16.3 40.0 +25 20.0 -11.3 20.0 +1.2 20.0 -5.0
20.0 Iron & steel/non-ferrous metals/metal products 59 44.1 +34 35.6 -7.6 37.3 +10.2 305 -4.2 22.0 +11.8
General machinery 48 56.3 +175 708 +188 542 +236 625 +145 417 +284
Electrical equipment 34 44.1 +15 471 +119 324 <120 412 +23 235 24
10.0 IT equipment/electronic parts & devices 12 41.7 -28.3 16.7 -13.3 50.0 +20.0 8.3 -184 25.0 -1.7
=@=Total Cars/car parts/other transportation machinery 30 53.3 +94 333 +15/ 367 +49 533 +109 100 -3.6
«=@=Manufacturing - .

Non-manufacturing Precision equipment 34 52.9 -0.3 41.2 +72 471 +8.8 324 -5.9 382 +127
0.0 Other manufacturing 106 60.4 +72| 425 +6.0 547 +253 425 +44| 462 +184

O N~ 0 o O © N~ 0o O © N~ 0o O © N~ 0o O O N~ 0o O .
gogdgg ggg S goagdgd goagdgg goggd Non-manufacturing 558 40.5 -1.7 40.5 -0.4 328 +10.2 339 +3.3 29.2 +3.1
Lok by by b Trade and wholesale 255 | 529  +35 439 +49 357 +102 361 +36 337 +33
China Vietnam us Thailand Taiwan Retail 51| 373  -12| 333 +121 490 +259 216 +04| 431 +123
n Fy2016 | Fv2017 | Fy2o018 | Fy2019 | Fy2020 Construction 37 24.3 5.7, 432 -0.1 135 -15 297 -0.3) 162 +6.2
ol 1654 1703 1800 1871 1,156 Transport 25 40.0 +25 520 -105| 28.0 +6.1] 56.0 +6.0 240 +115
Communication, information & software 60 26.7 -8.6 38.3 -8.8 383 +18.7 28.3 +0.8 15.0 -6.6

938 954 1,022 1,079 598 - -
Professional services 29 10.3 -220 379 40 241 -1.7/ 276 +115 103 -12.3
o nenutacuring 716 749 778 792 558 g

Other non-manufacturing 93 323 -15| 344 -11.4,  26.9 +93 355 +6.6 323 +7.7

Notes: 1) n = the number of firms that answered "currently have overseas bases and will further expand overseas business" or "currently have no overseas bases but intend to begin
overseas business" and answered about expansion functions. Ratio is the ratio of firms that responded that they would expand their business in the relevant country/region, relative to the
parameter of each industry. 2) Only answers for which 10 or more firms responded have been listed for FY 2019 and 2020. 3) Still counted as one firm even when expanding multiple
functions in one country. 4) Highlighted cells indicate industries reporting an increase by 10% points or more from FY2019, bold digits indicate those reporting an increase by 20% points

or more, and shaded cells indicate those reporting a decrease by 10% points or more. Copyright © 2021 JETRO. All rights reserved. 32



Overseas expansion: Countries/regions for overseas expansion

Ref: Countries/regions for overseas expansion
(by industry)

Countries/regions for overseas expansion (by industry, top 3 countries/regions)
(Multiple answers, %)

I S T T

Total 1,156 China 48.1 Vietnam 40.9 401
Manufacturing 598 China 55.2 usS 46.8 Vietnam 41.3
Food & beverages 135 China 51.1 us 48.9 Taiwan 40.0
Textiles/clothing 35 China 68.6 Western Europe (excl. UK)  60.0 us 51.4
Wood & wood procucts/urriture & building meterils/paper & pulp 21 us 52.4 China 47.6 Taiwan/Vietnam 38.1
Chemicals 26 China 69.2 us 50.0 India 46.2
Medical products & cosmetics 30 China 76.7 Taiwan/Vietnam 53.3

Coal & petroleum products/plastics/rubber products 18 Vietnam 72.2 China 61.1 Thailand/Indonesia/India 50.0
Ceramics/earth & stone 10 China/Vietnam/Malaysia 40.0

Iron & steel/non-ferrous metals/metal products 59 China 44.1 us 37.3 Vietnam 35.6
General machinery 48 Vietnam 70.8 Thailand 62.5 China 56.3
Electrical equipment 34 Vietham 47.1 China 44.1 Thailand 41.2

IT equipment/electronic parts & devices 12 | Western Europe (excl. UK) 58.3 us 50.0 China 417
Cars/car parts/other transportation machinery 30 China/Thailand 53.3 us 36.7
Precision equipment 34 China 52.9 us 47.1 Vietnam 41.2
Other manufacturing 106 China 60.4 us 54.7 Western Europe (excl. UK) 49.1
Non-manufacturing 558 China/Vietnam 40.5 Thailand 33.9
Trade and wholesale 255 China 52.9 Vietnam 43.9 Thailand 36.1
Retail 51 us 49.0 Taiwan 43.1 China 37.3
Construction 37 Vietnam 43.2 Thailand 29.7 China 24.3
Transport 25 Thailand 56.0 Vietnam 52.0 China 40.0
Communication, information & software 60 Vietnam/US 38.3 Thailand 28.3
Professional services 29 Vietnam 37.9 Indonesia 34.5 Thailand 27.6
Other non-manufacturing 93 Thailand 35.5 Vietnam 344 China/Taiwan 323

Notes: 1) n = the number of firms that answered "currently have overseas bases and will further expand overseas business" or "currently have no overseas bases but intend to

begin overseas business" and answered about expansion functions. Ratio is the ratio of firms that responded that they would expand their business in the relevant country/region,

relative to the parameter of each industry. 2) Only answers for which 10 or more firms responded have been listed. 3) Still counted as one firm even when expanding multiple

functions in one country. Copyright © 2021 JETRO. All rights reserved.| 3.3



Overseas expansion: Functions to be expanded overseas

About 80% expand sale and enhance logistics

m In terms of functions to be expanded overseas, 81.0% of firms has chosen sale functions, with the ratio remaining high.
Also, the percentage of firms that has chosen logistics functions is 15.6%, the highest in the last 5 years.

m Firms that cited the US as a destination for business expansion has increased for many functions, and the US’s ranking
has gone up from 2" in the previous year to top in regional HQ. Also it has gone up in sale functions (from 3 to 2nd)
and production of general-purpose goods (from 8% to 5t).

Functions to be expanded Functions to be expanded overseas
, overséas o o country/region ranking by function (FY2020)

(Multiple answers, %)

Sale

(n=936) rpose goods high value-added goods | new product development |change of specification for Regional HQ(n=98) Logistics(n=180)
910 (n=117) local market (n=148)

cou it county/iedion % Ra”k

[
Production ) 1 China 520 1 Vietnam 432 1 China 37.6/ 1 China 37.6 1 China 419 1 fJus 34.7] 1 China 38.3
(general-purpose [ ]
goods) 2 Jus 4432 China 39.0 2 Vietnam 323 2 Vietnam 333 2 IUS 31.8]2 China 31.6 2 Thailand 322
3 Vietnam 40.8 3 Thailand 28.6 3 Thailand 209 3 |us 31.6] 3 Vietnam 27.7 2 Thailand 316 3 Vietnam 31.1
Production 4 Thailand 38.1 4 Indonesia 155 4 US 202) 4 Taiwan 19.7 4 Thailand 27.0 2 Singapore 316 4 JUs 30.0
(high value-added | 3%
goods) 5 Taiwan 378 5 |us 136 5 Indonesia 14.2) 4 |wesemeuopeexcl U 197 5 |WesemEuwope(exci U 19.6 5 westemEuope (excl Uk 30,6 5 |Westem Ewope xct UG 25.6
24.4
6 westemEurope (excl. UK) 31,1 6 India 122 5 Taiwan 14.2| 6 Thailand 18.8 6 Taiwan 18.2 6 Indonesia 184 6 Taiwan 20.0
R&D 7 Singapore 275 7 Malaysia 10.8 5 |westemeuwope(exclu) 142 7 Indonesia 11.1 7 Singapore 142 7 Vietnam 17.3 7 Indonesia 194
égsgggﬁfﬁ:,% 8 Indonesia 26.7/ 8 Taiwan 9.4 8 India 9.9 8 Singapore 10.3 8 Indonesia 13,5 8 Hong Kong 15.3 8 Singapore 18.3
9 Malaysia 23.9 9 |western Europe (excl. UK) 5.6 9 Singapore 82 8 UK 10.3 9 Malaysia 122 9 Taiwan 13.3 8 Malaysia 18.3
R&D 10 Hong Kong 228/ 9 Philippines 5.6 10 Malaysia 7.8/ 10 India 85 10 UK 9.5 10 Malaysia 12.2 10 Hong Kong 15.0
h: f
Specigi:ﬂr:,gnefgr local 11 Philippines 18.8 11 Myanmar 4.7 10 Myanmar 7.8 7.8 Malaysia 85 8.5 India 95 9.5 UK 122 11 UK 139
market)
11 India 18.8| 12 Central-Eastern Europe 42 12 UK 7.1 12 Hong Kong 6.8 12 Philippines 8.8 10 Philippines 12.2 12 Philippines 12.8
13 UK 183 12 Mexico 4.2 13 Philippines 6.7 13 SouthKorea 6.0 13 SouthKorea 8.1 13 India 10.2 13 India 122
Regional HQ 14 South Korea 175 12 Bangladesh 4.2 14 Hong Kong 6.4| 14 Philippines 5.1 14 Hong Kong 7.4 14 South Korea 9.2 14 Central-Eastern Europe 10.0
15 Canada 14.3 15 South Korea 3.8 15 South Korea 6.0 14 Russia&CIS 5.1 14 Myanmar 7.4 15 Myanmar 6.1 15 South Korea 9.4
OFY2016(n=1,654)
15 Central-Eastern Europe 6.1
Logistics BFY2017(n=1,703)
Notes: n = the number of firms that answered “currently have overseas bases and will further expand overseas business” or “currently
BFY2018(n=1,800) have no overseas bases but intend to begin overseas business” and answered about expansion functions. 2) (For the table on the
FY2019(-L871) right) n =the number of respondent firms by function (FY2020 only). 3) (For the table on the right) There are no answer options for
o n=1, . . .
other the breakdown of Western Europe (excluding UK), Russia & CIS, Central and South Eastern Europe. 4) (For the table on the right)

mEY2020(n=1,156) Highlighted cells indicate countries/regions reporting an increase by 5% points or more from FY2019.
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Overseas expansion: Functions to be expanded overseas

Ref: Functions to be expanded overseas (by industry)

Functions to be expanded overseas (by industry) (Vulile answers, %)

Production Production R&D (new product R&D (change of
_ (general-purpose (high value-added development/new specification for Regional HQ
No. o(f )f|rms goods) goods) technology development) local market)
n
FY2019—> FY2019—> FY2019—> FY2019—> FY2019—>
FY2020 FY2020 FY2020 FY2020 F FY2020

Total 1,156 81.0 -3.1 184 -2.2 24.4 +2.1 10.1 +1.0 12.8 +3.3 8.5 +1.9 15.6 +4.1
Manufacturing 598 84.9 -4.8 26.6 -0.0 323 +5.2 11.5 +2.4 15.6 +4.4 6.9 +1.0 12.0 +4.1
Food & beverages 135 87.4 -7.7 20.0 +3.8 26.7 +6.7 6.7 -0.1 126 +1.6 3.7 -0.1 15.6 +7.6
Textiles/clothing 35 85.7 -8.7 14.3 -9.3 343 +218 17.1 +8.8 11.4 +7.3 0.0 +0.0 57 +0.2

Wood & wood productsfurritre & biilding meterialsipaper & puip 21 714 -19.0 381 +16.7 23.8 7.1 9.5 +7.1 9.5 +4.8 4.8 +0.0 238 +16.7
Chemicals 26 92.3 +1.7 26.9 -5.2 46.2 +0.9 154 +2.2 385 +158 19.2 +6.0 19.2 -34
Medical products & cosmetics 30 93.3 +26 13.3 +1.7 233 2.2 13.3 +1.7 13.3 -2.9 3.3 -8.3 6.7 -11.9
Coal & petroleum products/plastics/rubber products 18 77.8 -18.1 55.6 +10.7 444 +159 5.6 -6.7 111 +29 16.7 +12.6 16.7 +4.4
Ceramics/earth & stone 10 90.0 -10.0 500 +25.0 60.0 +3.8 10.0 -8.8 20.0 -5.0 10.0 -8.8 10.0 -2.5

Iron & steel/non-ferrous metals/metal products 59 76.3 -1.7 32.2 +0.8 35.6 -25 10.2 +4.2 169 +119 6.8 +3.4 8.5 +4.2
General machinery 48 91.7 +1.9 39.6 +6.9 313 +5.7 6.3 -0.9 12.5 +74 8.3 +5.3 6.3 +1.1
Electrical equipment 34 824 -10.2 20.6 -14.6 324 +8.3 8.8 -9.7 8.8 -9.7 8.8 -6.0 8.8 +3.3

IT equipment/electronic parts & devices 12 66.7 -16.7 33.3 -6.7 250 -15.0 25.0 +8.3 250 +11.7 250 +150 16.7 +16.7
Cars/car parts/other transportation machinery 30 66.7 -7.6 43.3 +0.9 633 +194 233 +17.3 26.7 +85 3.3 -5.8 6.7 +0.6
Precision equipment 34 85.3 -6.2 26.5 +3.1 26.5 +9.4 206 +16.3 147 +105 5.9 -4.8 11.8 +5.4
Other manufacturing 106 90.6 +0.9 20.8 -3.8 27.4 +5.9 12.3 -2.0 16.0 +0.2 75 +3.6 13.2 +5.3
Non-manufacturing 558 76.7 +0.3 9.7 -2.8 15.9 +0.0 8.6 -0.5 9.9 +25 10.2 +2.6 194 +3.1
Trade and wholesale 255 914 +13 145 -1.4 19.2 +0.4 6.7 -1.0 6.3 -0.5 11.0 +3.8 20.8 +4.4
Retail 51 96.1 +9.5 2.0 -3.8 13.7 +0.3 2.0 -1.9 39 +2.0 2.0 -1.9 15.7 +4.1
Construction 37 59.5 -0.5 10.8 -9.2 18.9 +8.9 135 +85 16.2 +9.5 8.1 -1.9 2.7 -0.6
Transport 25 20.0 +13 4.0 +4.0 0.0 +0.0 4.0 +4.0 0.0 +0.0 20.0 +16.9 84.0 -35
Communication, information & software 60 66.7 -5.9 5.0 -4.8 20.0 +2.4 26.7 -10.6 26.7 +7.1 13.3 +3.5 8.3 +0.5
Professional services 29 448 -10.0 6.9 +3.7 6.9 +0.4 13.8 -5.6 10.3 -2.6 10.3 -12.2 13.8 +7.3
Other non-manufacturing 93 65.6 +5.0 6.5 -2.0 12.9 -3.3 4.3 -2.0 12.9 +5.9 9.7 +3.3 17.2 +5.2

Notes: 1) n = the number of firms that answered "currently have overseas bases and will further expand overseas business" or "currently have no overseas bases but intend to begin
overseas business" and answered about expansion functions. Ratio is the ratio of firms that responded that they would expand the relevant function, relative to the parameter of each
industry. 2) Only answers for which 10 or more firms responded have been listed. 3) Highlighted cells indicate industries reporting an increase by 5% points or more from FY2019.
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Overseas expansion: Utilization of investment agreements

45.1% of firms with overseas bases recognize IlAs

m Among 996 firms with overseas bases, 45.1% say that they know International Investment Agreements
(“lIAs”). Almost 60% of large-scale firms has answered so while SMEs show lower recognition rate.

m Among respondents who are aware of lIAs, 76.6% say that they simply know an overview of lIAs, and
22.7% say that they have considered own overseas businesses in the context of IIAs.

Awareness of [IAs (by firm size)

(%)
70.0

59.7
60.0

45.1

50.0

40.0 38.3

30.0
20.0
10.0

0.0

Total (n=966) Large-scale firms(n=310) SMEs (n=656)

Note: 1) “n” represents the total number of respondent firms with overseas bases excluding
agencies. 2) Each percentage shows a total rate of respondent choosing one of the
following options: “We know an overview of IIAs”, “We have considered own overseas
businesses in the context of 1IAs”, or “We have referred to llAs in face of operational
problems”.

Degree of awareness of IIAs

Have referred to IlAs in face of

operational problems (0.7%)

Have considered
own overseas
businesses in
relation to I1As

(22.7%)

2
M
]
»
3
3
N
5
N
N
N
N
v
v

Know an
overview of

lIAs (76.6%)

Note: “n” represents 436 respondent which chose one of the following options: “We know
an overview of 1l1As”, “We have considered own overseas businesses in the context of IlAs”,
or “We have referred to IlAs in face of operational problems”.
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Overseas expansion: Issues in countries for overseas expansion

More facing unclear system/sudden regulatory changes

m International Investment Agreements could help firms resolve operational problems attributed to measures/treatment by local
governments.

m Among firms who have encountered such problems, about 40% specified that they faced unclear systems or sudden regulatory
changes. 24.3% also answered that they were rejected their business license or the application procedure was delayed without
proper reasons.

m Some pointed out as issues policy changes by local government in the context of COVID-19 pandemic.

Problems caused by measures/treatments of local govt. Comments from respondents
Unclear systems and sudden regulatory changes

have hindered business continuty I /. c Examples of unclear system

Th‘?h’:g‘?;“ca; opbusiness Igcyirc‘ffwmit"gfocgif or N - - B Interpretation of foreign capital regulations varies
reasons. ' depending on governing agencies. (Utilities, large-scale
Remittance of business profits to Japan was firm)
restricted s B Despite the lack of clarity in local laws, we have been
g _ accused by the local government for non-compliance.
Hiring local workers and appointment of locals as
officers were asked _ 16.4 (Trade and wholesale, SME)
We received an intervention to technology transfer E | f dd licy/ lat h
and royalties - 141 xamples of sudden policy/regulatory change
Our business license was rejected without a clear B We were forced to relocate our factory by local
reason while other countries*firms got a business B government. (Chemicals, large-scale firm)
W ced vacation of land and deorived B Subsidies from the local government were reduced due to
€ were asked vacation ot lana an eprive .. .
business rights (expropriation) without adequate . 45 the effects of the COVID-19 crisis. (Medical/welfare, large-
compensation ' scale firm)
Investment conditions (including subsidies, tax B Rules or systems were suddenly changed, and we were
exemptions, and other investment incentives) e _ : : :
promised with the local government were broken | EE Firms that faced issues due suddenly notified of non-compliance without knowing
Other to local govt.'s measures/ details of those chgnges. (Metal product_s,_SME)
g9 'esponses: n=177 B Due to a reshuffle in key government officials, all the
administrative staff were replaced, and business approval
0.0 100 200 300 400 500 procedures had to be redone from the beginning.
(Multiple answers, %) (Information & software, SME)

Notes: 1) "Other” represents 16 firms that pointed out system operations or measures for
individual firms by the local government as an issue among 64 firms that answered with only free
description. 2) All issues including “other” listed as answer options are those that can be resolved Copyright © 2021 JETRO. All rights reserved.| 37
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Overseas expansion: How to deal with issues

Further enlightenment of IlIAs is needed

m When asking firms about how to deal with operational problems attributed to measures/treatment by local governments,
61.6% said that they consult with local experts. It is followed by dialogues with/offers to local government agencies
(35.4%) and consultation with Japanese government agencies (25.7%). On the other hand, only 0.6% of firms that
answered that they actually referred to investment agreements.

m Among firms who have encountered IlA-related problems, 43.5% answered that they did not know IIAs at all.

How to deal with issues Awareness of llAs
(Multiple answers, %) (firms with llA-related problems)

0.0 20.0 40.0 60.0 80.0

Consultation with local experts (consultants, etc.) _ 61.6 1.7 = Don't know at all

Dialogues with/offers to local government agencies

(incl. offers via external organization such as local _ 35.6

branch of JCCI)

18.6 Know the outline
Consultation with Japanese government agencies _ 25 4
(local Japanese embassy, JETRO) :
Utilization of overseas investment insurance, etc. | 0.6 Have considered the
relationships in our firm's
36.2 P

overseas business

) development
Reference to investment-related agreements | 0.6 P

Firms that faced issues due
to local govt.'s measures/
responses: n=177

* Have referred to
investment agreements in
the face of business
troubles overseas

Other 10.7

Note: n (=177) represents the number of firms that answered they faced
issues due to measures/responses of local governments.
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4. Global risks and business in China

- Strong impact of COVID-19 on overseas sales,
Increasing uncertainty in trade protectionism -

39



Impact of COVID-19: Impact on FY2020 sales

Negative impact of COVID-19 on 60%* of FY2020 sales

m Regarding the impact on sales under the COVID-19 pandemic, 64.8% of firms conducting business overseas answered that
“(there was) a negative impact“ on overseas sales.

m Regarding the impact on overseas sales, by industry, a high percentage of firms were negatively affected by the slump in the
markets of major countries in the area of cars/car parts/other transportation machinery. A relatively high percentage of firms
(13.9%) answered that they saw a positive impact on “food & beverages,” which have been in steady demand even during
the pandemic.

Impact of COVID-19 on FY2020 sales

Impact on domestic/overseas sales (total) Impact on overseas sales (by size, by industry) (o,
No. of Positive Negative No impact on
(0/0) 100 firms impact impact sales
Large-scale firms 297 5.1 73.7 21.2
SMEs 1,531 8.7 63.0 28.3
90 225 271 Manufacturing 1,084 7.8 65.9 26.3
: Food & beverages 287 13.9 58.9 27.2
80 Textiles/clothing 56 7.1 69.6 23.2
i *Wood & wood products/furniture & building materials/paper & pulp 35 14.3 57.1 28.6
70 ONo impact Chemicals 55 55 67.3 27.3
on sales Medical products & cosmetics 36 2.8 69.4 27.8
Coal & petroleum products/plastics/rubber products 40 7.5 70.0 22.5
60 Ceramics/earth & stone 16 6.3 75.0 18.8
Iron & steel/non-ferrous metals/metal products 111 9.0 68.5 225
50 [ ] Negative General machinery 78 2.6 75.6 21.8
impact Electrical equipment_ » 59 0.0 61.0 39.0
IT equipment/electronic parts & devices 26 0.0 57.7 42.3
40 Cars/car parts/other transportation machinery 56 1.8 85.7 12.5
Precision equipment 52 5.8 69.2 25.0
30 . Other manufacturing 177 6.8 64.4 28.8
= _POSItIVG Non-manufacturing 744 8.5 63.2 28.4
20 Impact Trade and wholesale 404 10.4 62.4 27.2
Retail 64 7.8 60.9 31.3
Construction 39 0.0 66.7 33.3
10 ' - Transport 33 9.1 75.8 15.2
55 : Finance & insurance 14 0.0 42.9 57.1
0 ! - - Communication, information & software 58 5.2 62.1 32.8

Domestic saleg§ Overseas sales Professional senices 33 3.0 72.7 24.2
(n=2,536) (n=1,828) Other non-manufacturing 99 9.1 62.6 28.3
Dining/lodging facilities 13 0.0 84.6 15.4

Note: n for domestic sales=the total number of firms responding to this survey, excluding the number of firms answering “no answer.” n for overseas sales=the total number of
responses from “firms performing exports (narrow sense)” (among firms that export those have not expanded overseas) and “firms that have expanded overseas" (firms with
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Impact of COVID-19: Decrease rate in FY2020 sales

Higher decrease rate in overseas sales than domestic

m The decrease in overseas sales in FY2020 due to COVID-19 reached 38.4% (on average). This is more than 10
percentage points higher than the decrease in domestic sales (26.1%). Also by industry, the decrease in overseas sales is

higher than that in domestics sales in all industries.

m Both in domestic/overseas sales, the decrease in sales of non-manufacturing is high. Looking at the decrease in overseas
sales by industry, the decrease is higher for textiles/clothing (decrease of 53.4%) in the manufacturing and retail (decrease

of 56.7%) in the non-manufacturing.

Degree of negative impact of COVID-19 on FY2020 sales (average) (total, by size, by industry)

(%) 0 10 20 30 40 50
i 26.1
Total (n=1,525/1,033) 384
Large-scale firms (n=177/157) 16.3 939 ™Domestic sales
Overseas sales
27.4
SMEs (1,348/876) 110
(%) 0 20 40 60
m Entire non-manufacturing 28.3
(n=622/393) 42.0
—— 30.6
Retail (n=61/31) 56.7
Communication, information & software
(n=47/30) 54.1
Construction (n=22/16) 50.8
; - 30.9
Other non-manufacturing (n=113/52) 47.4
Professional services (n=30/21) 37.1(132-4
Trade and wholesale (n=305/219) 21.5 38.1

B Domestic sales

Transport (n=35/21) 26.4

29.0 Overseas sales

(%)
® Entire manufacturing (n=903/640)

Textiles/clothing (n=70/35)
Other manufacturing (n=147/105)
Medical products & cosmetics (n=19/21)

Food & beverages (n=246/152)

Iron & steel/non-ferrous metals/metal
products (n=114/71)

General machinery (n=52/55)

Wood & wood products/furniture & building
materials, etc. (n=28/16)

Precision equipment (n=36/31)

Electrical equipment (n=43/29)

Coal & petroleum products/plastics/rubber
products (n=34/26)

Cars/car parts, etc.(n=52/45)

Chemicals (n=37/32)

IT equipment/electronic parts, etc. (n=14/13)

40 60

53.4

® Domestic sales

Overseas sales

Notes: 1) n (=domestic/overseas sales) represents, among firms answered that there were a “negative impact” of COVID-19 on domestic/overseas sales in FY2020, the number of firms answered about the
decrease rate. Of these, n for overseas sales is the number of responses from "firms performing exports (narrow sense)" (among firms that export, those have not expanded overseas) and “firms that have expanded
overseas” (firms with overseas bases (not including agents)). Both in domestic and overseas sales, “No answer” is excluded. 2) Only industries where n for both domestic and overseas sales is 10 or more have

been listed. 3) Among the industry names in the chart on the right, wood & wood products/furniture & building materials, etc., cars/car parts, etc. and IT equipment/electronic parts, etc. are abbreviations for “w
wood products/furniture & building materials/paper & pulp,” “cars/car parts/other transportation machinery” and “IT equipment/electronic parts & devices,” respectively.
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Impact of COVID-19: Negative impact on FY2020 (total)

“Sale” most negatively affected by COVID-19

m More than 70% firms cited “sale” as an area most negatively affected in FY2020 in both domestic and overseas
business.

m Many firms cited “lockdown” as a specific comment on “sale” overseas. There were comments such as "closure due to
lockdown” (printing & printing-related), “interrupted business negotiation” (plastic products) and “store closure” (trade
and wholesale).

Area most negatively affected by COVID-19 in FY2020 (total)

Keywords in impact of COVID-19 on FY2020 “sale” (noun)

100 (%) Domestic business (n=978) Ovwerseas business (n=630)
90 respondents respondents
Decrease Decrease
242 . 111
80 (BD) (E)
ONo answer
Sales Sales
2 186 2 100
& Other 5 Sale 104 4 Sale 63
(BR5%) (AR5E)
60 Order receipt % 4 Demand 48
o Control/manag (&) (FE)
50 ement 5 Demand 77 g Order receipt 4
_ (FD) (Z3%)
40 O Production Sales & marketing 56 Lockdown 31
(E%) (AvoE )
30 Customer Sales & marketing
7 42 . 31
® Procurement @) (B
20 8 (ngoé)& beverages 33 A:;%My 31
@ Sale Activity '(I:ravel)
10 9. 32 e e 25
CEE) ()
Slump Customer
‘ 10 .. 28 10 — 24
0 (:3=3) (%)

Overseas business
(n=1,184)

Domestic business
(n=1,730)

Note: 1) n=among firms answered that there were a “negative impact” of COVID-19
on domestic/overseas sales in FY2020, the number of firms that cited “sale” as an
area most negatively affected and answered the open-response question. Of these,
n for overseas business is the number of responses from “firms performing exports
(narrow sense)” (among firms that export, those have not expanded overseas) and
“firms that have expanded overseas” (firms with overseas bases (not including

Note: n (=domestic/overseas business) represents the number of firms answered that
there were a “negative impact” of COVID-19 on domestic/overseas sales in FY2020.

Of these, n for overseas business is the number of responses from "firms performing

exports (narrow sense)" (among firms that export, those have not expanded overseas) agents)). 2) Words written “550 _E(F” and “55 L (F” in Japanese are counted as

and “firms that have expanded overseas" (firms with overseas bases (not including “Sales (5L).”

agents)). Copyright © 2021 JETRO. All rights reserved.| 42



Impact of COVID-19: Negative impact on FY2020 (by size, by industr

Ref: Area most negatively affected by COVID-19

Area most negatively affected by COVID-19 overseas in FY2020 (by size, by industry)

(%)
No. of firms (n) Sale Procurement | Production | contolimanagement|  Other
Large-scale firms 196 71.4 4.6 9.7 4.1 10.2
SMEs 873 85.9 4.9 3.8 3.0 2.4
Manufacturing 650 86.5 3.4 5.4 2.5 2.3
Food & beverages 152 92.8 2.0 1.3 2.0 2.0
Textiles/clothing 34 82.4 2.9 8.8 5.9 0.0
AR SRR R L BRI S 19 78.9 15.8 0.0 0.0 5.3
Chemicals 33 84.8 9.1 0.0 6.1 0.0
Medical products & cosmetics 23 87.0 8.7 0.0 0.0 4.3
Coal & petroleum products/plastics/rubber products 25 76.0 4.0 4.0 12.0 4.0
Ceramics/earth & stone 7
Iron & steel/non-ferrous metals/metal products 70 85.7 1.4 11.4 0.0 1.4
General machinery 55 94.5 0.0 3.6 1.8 0.0
Electrical equipment 35 85.7 2.9 5.7 0.0 5.7
IT equipment/electronic parts & devices 15 100.0 0.0 0.0 0.0 0.0
Cars/car parts/other transportation machinery 42 76.2 4.8 14.3 4.8 0.0
Precision equipment 32 78.1 6.3 9.4 3.1 3.1
Other manufacturing 108 85.2 2.8 6.5 0.9 4.6
Non-manufacturing 419 78.3 7.2 4.1 4.3 6.2
Trade and wholesale 227 83.7 10.6 2.6 2.2 0.9
Retail 36 91.7 5.6 2.8 0.0 0.0
Construction 22 50.0 0.0 27.3 4.5 18.2
Transport 20 55.0 5.0 0.0 5.0 35.0
Finance & insurance 10 40.0 0.0 0.0 0.0 20.0
Communication, information & softw are 33 72.7 6.1 3.0 12.1 6.1
Professional senices 22 63.6 4.5 9.1 0.0 22.7
Other non-manufacturing 53 77.4 0.0 1.9 13.2 7.5
Dining/lodging facilities 10 100.0 0.0 0.0 0.0 0.0

Notes: 1) n=the number of “firms performing exports (narrow sense)" (among firms that export, those have not expanded overseas) and “firms
that have expanded overseas" (firms with overseas bases (not including agents)) that answered that there were a “negative impact” of
COVID-19 on overseas sales in FY2020. “No answer” is excluded. Copyright © 2021 JETRO. All rights reserved. 43
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Impact of COVID-19: Impact on FY2021 sales

Strong uncertainty in FY2021 sales outlook

m For FY2021, due to the COVID-19 pandemic, the percentage of firms that expected a “negative impact” on overseas
sales is 27.3%, a decrease from FY2020.

m Meanwhile, regarding the degree of impact, the response ratio of "unknown" accounts for nearly half (48.4%), indicating

strong uncertainty in the overseas sales outlook.

Impact on domestic/overseas sales (total)

(%) 100
90
80
70
60
50
40
30
20

10

44.7

48.4

Domestic
sales
(n=2,532)

Overseas
sales
(n=2,025)

Impact of COVID-19 on FY2021 sales

O Unknown

ONo impact
on sales

B Negative
impact

Positive
impact

Impact on overseas sales (by size, by industry)

Large-scale firms
SMEs
Manufacturing
Food & beverages
Textiles/clothing
"Wood & wood products/furniture & building materials/paper & pulp
Chemicals
Medical products & cosmetics

Coal & petroleum products/plastics/rubber products

Ceramics/earth & stone

Iron & steel/non-ferrous metals/metal products

General machinery

Electrical equipment

IT equipment/electronic parts & devices

Cars/car parts/other transportation machinery

Precision equipment

Other manufacturing
Non-manufacturing

Trade and wholesale

Retail

Construction

Transport

Finance & insurance

Communication, information & software

Professional senices

Other non-manufacturing

Dining/lodging facilities

Note: n=the total number of respondent firms, excluding firms answering “no answer.”

No. of firms

315
1,710
1,156

305

63
41
56
39
40
16
122
80
59
28
58
58

191

869

430

75
53
39
22
78
45
127
17

Positive
impact
6.0
12.5
12.5
21.3
9.5
12.2
3.6
5.1
10.0
6.3
12.3
18.8
0.0
0.0
10.3
6.9
6.8
10.1
11.9
14.7
0.0
10.3
0.0
6.4
8.9
7.9
5.9

Negative | No impact

impact on sales
29.2 13.0
26.9 12.7
27.4 11.9
25.6 11.5
36.5 9.5
24.4 22.0
28.6 14.3
25.6 12.8
30.0 10.0
50.0 6.3
25.4 12.3
30.0 10.0
27.1 13.6
10.7 10.7
32.8 6.9
27.6 12.1
26.7 12.6
27.0 14.0
29.8 10.2
20.0 10.7
24.5 18.9
30.8 7.7
27.3 22.7
21.8 25.6
31.1 22.2
23.6 17.3
35.3 11.8
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(%)

Unknown

51.7
47.8
48.2
41.6
44.4
41.5
53.6
56.4
50.0
37.5
50.0
41.3
50.8
71.4
50.0
53.4
53.9
48.8
48.1
54.7
50.9
51.3
50.0
46.2
37.8
51.2
47.1
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Impact of protectionism, more answering “unknown”

m Regarding the impact of trade protectionism at the time of survey, the response rate for “no impact” and “unknown” increased
from the previous year's survey, both reaching around 40%. Also for the impact expected in the next 2 to 3 years, the

response rate for “unknown" increased.

m Among firms that say there were “overall negative impacts,” some have commented on Export Administration Regulations
(EAR). In addition, some firms that answered that impact in the next 2 to 3 years is “unknown” were concerned about the

future of the US-China relations.
Main comments (point of time, impact)

[At the time of survey] overall negative impacts

*  "Products of firms listed on Entity List (EL) (note)
under Export Administration Regulations (EAR)
could no longer be handled.” (information &
software, micro-businesses)

[In next 2-3 years] overall negative impacts

+ "Some of our business partners are regulated by the
US.” (electronic parts & devices, large-scale firm)

*  “EARjudgement” (electrical equipment, SME)

+  “Attack through listing specific industries on EL
under EAR, accordingly increasing transaction
difficulty” (other manufacturing, leading medium-
sized firm)

[In next 2-3 years] unknown

*  “The future US-China relations are uncertain.” (other
manufacturing, SME)

* ’ltis unclear what the US-China issues will be in the
future.” (ceramics/earth & stone, micro-businesses)

Note: EL lists organizations and individuals that the US
administration deems to have "acted contrary to the national

Impact of trade protectionism on own business (total)

[At the time of survey]

ﬁjffﬁfﬁﬁfﬁﬁﬁiiiiiiiiii8

FY2019
(n=3,563)""

1 1 I:I I
ol
IIIIIIIIII

(n=3,385)

1

(n=2,722)
security or foreign policy interests of the US," and export, re-
0 10 20 30 40 50 70 80 90 100(%)  export, and/or transfer (in-country) of the US items
DOOverall positive impacts  @®Overall negative impacts OSame level of positive and negative impacts ONo impact I:lNo answer (Comm0|d|t|es, SOftwa're’ a'nd teChnOIOgleS) to them reqUIreS prlor
approval.

Note: n=total number of respondent firms. Copyright © 2021 JETRO. All rights reserved. 45




Impact of trade protectionism: Impact on business (others)

Ref: Impact of protectionism (by size, by industry, etc.)

Impact of protectionism (by size, by industry): At the time of survey
(%, % point)

Overall positive impacts |  Overall negative impacts

Difference

No answer

D\fference

Unknown

Difference

No impact

Difference

Difference

Large-scale firms 410 12 -0.2] 15.4 8.4 5.4 -0.3] 324 -3.7, 36.8 115 8.8 11
SMEs 2,312 17 -0.3) 10.2 3.0 22 -2.8/  40.2 -4.4/ 405 11.9 5.1 -1.4
Manufacturing 1,429 17 -0.4) 11.8 -5.4 3.1 -1.7,  36.9 45 411 12.3 5.4 -0.3
Food & beverages 380 1.8 0.8 5.8 -3.2 11 -2.9/ 413 -1.7, 458 9.3 4.2 -2.3
Textiles/clothing 88 0.0 -1.0 5.7 -10.2 5.7 4.7/ 432 -2.4,  40.9 12.2 4.5 -3.4
[ e A O I T D 49! 0.0 -1.5] 12.2 -1.0 8.2 2.3/ 36.7 -89 36.7 10.3 6.1 -1.2
Chemicals 59 0.0 0.0/ 10.2 -10.3| 10.2 8.0/ 356 -12.8| 39.0 15.3 5.1 -0.3
Medical products & cosmetics 47 4.3 -0.1 8.5 -1.6 0.0 -4.3/  46.8 -2.5 277 3.0, 128 5.5
Coal & petroleum products/plastics/rubber products 56 1.8 -2.8/ 125 -8.8 3.6 -2.0, 339 -5.0, 39.3 12.4 8.9 6.2
Ceramics/earth & stone 20| 15.0 15.0 0.0 -10.0: 5.0 <17/ 30.0 -10.0, 40.0 3.3 100 33
Iron & steel/non-ferrous metals/metal products 161 12 -3.1 211 -0.6 3.7 -3.5] 273 -11.8| 41.0 17.3 5.6 17
General machinery 92 11 -1.4/ 13.0 -4.0 3.3 -4.1  38.0 -1.0, 38.0 10.6 6.5 -0.2
Electrical equipment 72 4.2 42 167 -12.5 6.9 1.7 29.2 -6.3/  40.3 13.2 2.8 -0.3
IT equipment/electronic parts & devices 32 3.1 -0.5/ 25.0 -2.3 6.3 2.6/ 344 -2.0, 219 -5.4 9.4 7.6
Cars/car parts/other transportation machinery 69 0.0 -1.0,  29.0 9.4 1.4 -1.6/  30.4 -39/ 319 11.7 7.2 4.2
Precision equipment 65 0.0 -2.6/ 16.9 1.0 15 -7.4/ 30.8 0.0/ 431 9.7 7.7 13
Other manufacturing 239 17 -1.1 8.8 6.0’ 21 -2.1 39.7 5.9 44.4 19.0 3.3 -4.0
Non-manufacturing 1,293 1.6 -0.1 10.1 2.6 22 -3.4, 41.4 -3.7, 387 11.7 6.0 -1.9
Trade and wholesale 584 15 -0.8/ 125 -2.8 17 4.6 44.2 -0.2] 36.1 12.0 3.9 -3.6
Retail 128 0.8 -0.1 6.3 -2.5 0.0 -3.5/ 32.0 -16.2| 54.7 24.0 6.3 -1.6
Construction 78 1.3 1.3 6.4 -5.5 2.6 -4.4 34.6 -10.9| 47.4 19.7 7.7 -0.2
Transport 55 1.8 1.8 218 1.8 73 -3.8/ 23.6 -8.6/ 418 10.7 3.6 -1.9
Finance & insurance 62 0.0 0.0 9.7 1.4 4.8 11 30.6 6.0, 37.1 -135 177 7.9
Communication, information & software 118 25 0.5 5.9 2.8 3.4 0.3/ 619 3.1 220 -0.6 4.2 -6.1
Professional senices 65 4.6 2.9 77 5.6 15 15 446 -10.4) 29.2 9.2 123 2.3
Other non-manufacturing 203 15 -0.5 7.4 11 2.0 -2.9/ 36.9 -12.2| 453 17.5 6.9 -0.8
Impact of protectionism (by size, by industry): In the next 2-3 years

(%, % point)

Overall negative impacts.

Difference

Overall positive impacts

No answer

D\fference

Unknown

Difference

No impact

Difference

Large-scale firms 410 0.7 -0.7, 12.4 -22.0 3.4 -2.6/ 17.8 6.7 495 111 161 75
SMEs 2,312 2.1 -0.8 7.8 -14.3 1.9 -3.1 22,6 5.7 447 1.9 208 10.6
Manufacturing 1,429 18 -0.4 8.7 -17.4 2.0 -3.0, 21.3 7.2 479 5.1/ 183 8.4
Food & beverages 380 2.4 0.3 4.5 -11.6 1.3 -4.3] 245 55 479 24/ 195 7.8
Textiles/clothing 88 2.3 2.3 5.7 -11.1 2.3 1.3 26.1 3.4 409 5.6/ 227 9.9
[ e A O I T e 49! 0.0 -1.5/ 10.2 -14.8 6.1 1.7 143 25 449 0.8/ 245 113
Chemicals 59 0.0 -1.1 8.5 -23.8 3.4 2.3/ 203 31 525 9.5/ 163 9.9
Medical products & cosmetics 47 0.0 -7.2, 10.6 -6.8 0.0 -5.8/ 25.5 9.6 426 0.5/ 213 9.7
Coal & petroleum products/plastics/rubber products 56 3.6 1.7 125 -15.3 1.8 -7.5/ 19.6 6.7 46.4 6.6/ 16.1 77
Ceramics/earth & stone 20| 15.0 117 0.0 -26.7 5.0 <17/ 25.0 8.3 450 5.0/ 10.0 33
Iron & steel/non-ferrous metals/metal products 161 19 -1.00 118 -20.1 25 -2.8/ 13.0 4.8/ 534 109 174 8.2
General machinery 92 11 -1.4 7.6 -25.9 22 -5.1  25.0 16.5| 47.8 7.6/ 16.3 8.4
Electrical equipment 72 2.8 -0.3] 15.3 -23.3 4.2 0.0 111 -0.3] 47.2 149, 194 9.0
IT equipment/electronic parts & devices 32 0.0 -3.6/ 25.0 -4.1 3.1 1.3 21.9 12.8/ 31.3 -19.7, 18.8 13.3
Cars/car parts/other transportation machinery 69’ 0.0 -1.0, 18.8 -23.6 1.4 -2.6. 17.4 7.3 420 3.6/ 203 16.2
Precision equipment 65 0.0 -1.3/  10.8 -22.6 1.5 -3.6/ 21.5 151 49.2 6.9/ 16.9 5.4
Other manufacturing 239 17 -0.2 6.3 -18.1 1.3 -3.4 238 8.6 515 8.1 155 4.9
Non-manufacturing 1,293 19 -1.2 8.4 -13.9 22 -3.1 225 45/ 428 1.7 222 12.0
Trade and wholesale 584 17 -1.0 8.7 -18.8 1.4 -4.4 21.7 7.8 452 49/ 212 115
Retail 128 0.0 -4.4 4.7 -12.9 0.8 -1.9/ 19.5 5.9/ 445 3.3| 305 21.7
Construction 78 0.0 -2.0 6.4 -8.4 3.8 -5.1  20.5 27 474 19 218 10.9
Transport 55 1.8 -4.8/ 21.8 -14.8| 10.9 2.0 109 5.4 40.0 3.3/ 145 9.0
Finance & insurance 62 0.0 -1.20 113 7.2 1.6 -0.9) 22,6 6.5 387 -13.1 25.8 15.9
Communication, information & software 118 4.2 -0.9 6.8 -1.5 3.4 -0.7, 347 7.9, 29.7 -10.5/ 21.2 5.7
Professional senices 65 7.7 6.0 77 710.6 15 -85/ 277 -2.3| 338 0.5 215 9.9
Other non-manufacturing 203 2.0 -0.9 6.9 25 -1.6) 217 -3.7, 453 34| 217 10.4

Notes: 1) n=the total number of respondent firms of thls survey.
2) Difference is the value obtained by subtracting FY2019 survey result from FY2020 survey
result.

Impact of protectionism (by overseas business status): At the time of survey

(%, % point)

B GTE Overall positive impacts | Overall negative impacts | ssme eistpeseve aregave mpocs No impact Unknown No answer

Total 2,722 1.7 -0.0 11.0 91 27 -34 39.1 1.9 40.0 129 57 -2.1

Fitms doing business overseas 2336 18 00 114 96 29 37 39.0 15 397 131 51 13

) e ttme soateda s 96 16 -06 161 96 37 -4.4 313 26 358 122 55 -0.2

Butsy';:ss ::::::;:’::““: 1103 23 10 81 90 23 30 397 04 423 122 51 19

177 00 26 79 30 23 0.8 441 36 429 160 2.8 6.0

Domestic firms 304 03 08 82 52 13 0.6 408 49 411 99 82 8.2

Unclassifiable firms 82 12 00 85 31 12 6.9 329 0.3 439 17.2 122 76

s et o e ) 2159 15 03 87  -129 22 46 288 82 294 28 39 23

Less than 1% 235 06 14 66 72 08 50 243 -138 29.0 58 36 -1.9

Ratioof 4 15200 1250 1.7 00 85 97 21 -48 330 86 847 86 29 2.7

OV:;:SS 21t0 60% 370 21 04 146  -206 33 42 281 38 26.7 67 23 -15

61 to 100% 174 13 13 73 279 34 26 335 39 236 21 56 04

No answer 130 06 09 44  -120 16 54 111 -155 127 206 10.8 -4.4
Impact of protectionism (by overseas business status): In the next 2-3 years

(%, % point)

N Overall positive impacts | Overall negative impacts [s No impact Unknown No answer
Total 2722 19 05 85 147 21 2.8 219 53 454 35 20.1 8.1
Firms doing business overseas 233 20 0.6 9.0 152 23 28 219 58 46.8 49 180 6.8
) A 96 1.7 01 120  -157 28 33 213 63 484 89 138 37
B“;::SS :::::::Z‘(::;1 1103 25 15 67 142 21 22 226 55 468 21 193 7.2
177 0.0 26 79 9.7 06 20 203 0.6 384 51 328 18.8
Domestic firms 304 07 04 49 -104 10 26 230 33 362 6.8 34.2 16.9
Unclassifiable firms 82 37 25 85 -101 24 23 17.1 -3.8 40.2 4.2 280 9.4
T s ot s s 2,159 16 02 6.7 179 18 34 163 0.4 352 6.7 124 1.4
Less than 1% 98 13 00 40 128 13 07 134 81 315 4161 141 34
Ratio of 1t0 20% 977 14 02 53 -164 18 34 174 2.3 389 -40 135 42
OV::;as 2110 60% 584 14 00 121 196 23 35 200 59 388 03 94 14
61 to 100% 180 4.1 09 7.7 286 23 -41 209 7.7 327 09 141 6.8
No answer 320 12 05 38 164 12 40 90 -1.0 250 -19.4 129 6.6

Notes: 1) The number of firms for “total” in “business type” is the total number of respondent firms of this

survey (FY2020). The number of firms for “total” in “ratio of overseas sales” is the total number of “firms

performing exports (narrow sense)" (among firms that export, those have not expanded overseas) and

“firms that have expanded overseas" (firms with overseas bases (not including agents)) in FY2020.

2) “Firms performing imports (narrow sense)" are, among firms that import, those have not expanded

overseas and have not performed export. “Firms doing business overseas" are firms that have expanded

overseas, exported, or imported. “Domestic firms” are firms that do not do business overseas.

3) The ratio of overseas sales at the time of survey is that of FY2019 (the ratio at the time of FY2019

survey is that of FY2018). The future ratio of overseas sales is an average rate of about 3 years

including FY2020 (the ratio at the time of FY2019 survey is an average rate of about 3 years including

FY2019).

4) Highlighted cells indicate higher response ratio than figures in each “total” for “business type” and

“ratio of overseas sales.”

5) Difference is the value obtained by subtracting FY2019 survey result from FY2020 survey result.
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Impacts of trade protectionism: Policies affecting business (total)

Strong concern over US and China export
control/strengthening regulations

m At the time of the survey, “export control and strengthening regulations by China” has the highest response rate (29.3%) as specific
trade policies continue to affect business. This is followed by “unknown” (28.1%) and “export control and strengthening regulations
on investment by the US” (25.9%).

m Also in the outlook for next 2-3 years, the response rate for “export control and strengthening regulations by China” (36.4%) ranked
highest, followed by “export control and strengthening regulations on investment by the US” (32.6%) and “unknown” (24.0%).

Protectionist policies affecting business (total)

At the time of surve -
( y) (multiple answers, %) (In the next 2-3 years) (multiple answers, %)

0 10 20 30 40 0 10 20 30 40

Only FY2020

Export control and strengthening regulations by China 20.3 Export control and strengthening regulations by China Only FY2020

36.4

Export contro_l and strengthening regulations on Export control and strengthening regulations on
investment by the US 25.9 investment by the US 32.6

Additional tariffs of the US imposed on Chinese

37.0 Additional tariffs of the US imposed on Chinese
products based on Section 301 of the Trade Act

products based on Section 301 of the Trade Act

Retaliatory tariffs by China toward the US (in
response to additional tariffs imposed by Section 301
of the Trade Act)

Retaliatory tariffs by China toward the US (in
response to additional tariffs imposed by Section 301
of the Trade Act)

Additional tariffs of the US imposed on steel and

Additional tariffs of the US imposed on steel and
aluminum (Section 232 of the Trade Expanstion Act)

aluminum (Section 232 of the Trade Expanstion Act)

Retaliatory tariffs of countries/regions against
additional tariffs of the US imposed on steel and
aliminum (Section 232 of the Trade Expansion Act)

Retaliatory tariffs of countries/regions against
additional tariffs of the US imposed on steel and
aliminum (Section 232 of the Trade Expansion Act)
Only FY2020 Only FY2020

Other countries' policies Other countries' policies

Other

Other
27.7 31.0
Unk
nknown 28.1 Unknown 240
No answer 14.5 FY2019 survey No answer 17.1 + FY2019 survey
12.5 (n=996) 11.7 (n=1,049)
us ngtional security inyestigation of_imports of 11.4 mFY2020 survey us ngtional security in\_/estigation of @mports of 14.3 ® FY2020 survey
automobiles and automobile parts (Section 232 of the (n=4l7) automobiles and automobile parts (Section 232 of the =341
Trade Expansion Act) Only FY2019 Trade Expansion Act) Only FY2019 (n=341)

Note: n=the number of firms answered that trade protectionism had “overall positive impacts,” “overall negative impacts,” or “same level of positive and Copyright © 2021 JETRO. All rights reserved.| 47
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Impacts of trade protectionism: Palicies affecting business (others)

Ref: Protectionist policies affecting business
(by size, by industry)

Protectionist policies affecting business (by size, by industry): at the time of survey

Multiple answers, %, % point)

D] [ ——— Additional tariffs of the US Retaliatory tariffs by China | Additional tariffs of the US RP::::\‘::\;:;X\; :I";‘r’lz;'l"js‘::g'i”s
strengthening . imposed on Chinese products | toward the US (in response to |imposed on steel and aluminum | 2" - , © = |Other countries'
, regulations on investment by the " " . imposed on steel and aluminum Unknown No answer
regulations by Us based on Section 301 of the additional tariffs imposed by (Section 232 of the Trade (Section 232 of the Trade Expansion policies
China Trade Act Section 301 of the Trade Act) Expansion Act) Act
Large-scale firms 90 30.0 34.4 14.0 26.7 -24.0 13.3 -16.9 6.7 -9.1 6.7 -4.0 5.6 3.3 14.4 7.4 12.2 3.4
SMEs 327 29.1 23.5 8.8 10.7. -22.6 8.6 -10.5 6.4 -6.0 5.8 .0 4.0 3.7 318 2.5 12.5 -3.5
Manufacturing 237 31.6 28.7 13.3. 16.5 -23.6 8.9 -13.2 8.4 -5.2 7.2 6 21 21 27.8 1.8 10.1 -4.7
Food & bewerages 33 30.3 12.1 -6.6! 6.1 -14.8 12.1 -5.5 0.0 -6.6 3.0 -2.5 3.0 0.0 42.4 10.6. 12.1 -16.5
Textiles/clothing 10, 10.0 0.0 -4.3] 10.0 -20.4 0.0 -26.1 0.0 0.0 0.0 0.0 0.0 0.0 50.0 15.2 30.0 8.3
R Py Lr o oo S o) 10, 50.0 20.0 113 10.0 -29.1 0.0 -21.7 10.0 -3.0 20.0 113 0.0 10.0 20.0 -6.1 10.0 -16.1
Chemicals 12 417 417 33.1 33.3 -29.5 25.0 -12.1 8.3 5.5 8.3 5.5 8.3 0.0 16.7. -11.9 16.7 11.0
Medical products & cosmetics 6
Coal & petroleum products/plastics/rubber products 10 30.0 40.0 21.5 40.0 -4.4. 20.0 2.2 0.0 -7.4 0.0 -3.7 0.0 0.0 0.0 -18.5 20.0 5.2
Ceramics/earth & stone 4
Iron & steel/non-ferrous metals/metal products 42 35.7 35.7 16.4 14.3 315 11.9 -14.6 119 -15.8 14.3 -5.0 2.4 4.8 28.6 21 2.4 -2.4
General machinery 16 313 43.8 26.6. 12.5 -29.7 6.3 -7.8 6.3 -9.4 6.3 0.0 0.0 0.0 25.0 -1.6 6.3 -3.1
Electrical equipment 20 30.0 55.0 36.3 15.0 -41.3 5.0 -35.6 5.0 -10.6 5.0 -10.6 0.0 5.0 25.0 6.3 20.0 7.5
IT equipment/electronic parts & devices 11 36.4 36.4 10.0: 45.5 -12.4 18.2 -8.1 9.1 3.8 0.0 -5.3 0.0 0.0 9.1 -17.2 9.1 9.1
Cars/car parts/other transportation machinery 21 23.8 23.8 12.3 28.6 -8.0 9.5 -11.6 19.0 -2.1 4.8 -12.5 0.0 0.0 23.8 -1.2 4.8 -2.9
Precision equipment 12 41.7 33.3 20.0. 0.0 -26.7 0.0 -10.0 333 233 16.7 10.0 16.7 0.0 16.7. -10.0 0.0 -33.3
Other manufacturing 30 30.0 16.7 4.3 10.0 -32.5 3.3 -15.8 6.7 -9.8 6.7 0.0 3.3 333 14.2 10.0 5.1
Non-manufacturing 180 26.1 22.2 5.5 11.1 -21.9 10.6. -10.2 3.9 -8.6 4.4 7.2 5.6 28.3 -1.6 15.6. 16
Trade and wholesale 92 28.3 25.0 9.7 13.0 -21.9 9.8 -11.8 6.5 7.2 8.7 6.5 6.5 27.2 2.1 12.0 -4.5
Retail 9
Construction 8
Transport 17 23.5 23.5 2.3 17.6 -21.7 235 -6.8 0.0 -24.2 0.0 -21.2 0.0 5.9 35.3 2.0 17.6. 8.6
Finance & insurance 9
Communication, information & software 14 7.1 28.6 13.2 0.0 -30.8. 0.0 -23.1 0.0 0.0 0.0 0.0 14.3 0.0 28.6 -17.6. 35.7 28.0
Professional senices 9
Other non-manufacturing 22 31.8 13.6 -4.1 9.1 -17.6 13.6 -1.9 0.0 -8.9 0.0 -8.9 9.1 4.5 18.2 -21.8 18.2 115
Protectionist policies affecting business (by size, by industry): in the next 2-3 years

Multiple answers, %, % point)
Bbolicontol lad e Additional tariffs of the US Retaliatory tariffs by China ditional tariffs of the US | Retaliatory tariffs of countries
s!renga;';h[:emng Zgﬁ’a‘ti‘;zzl?n i:;::;?;::‘: ;;”:;12 imposed on Chinese products | toward the US (in response to | imposed on steel and aluminum aia“;:;::::‘Z’::L:Z::aﬁ:r;:im Other countries’ T — a—

based on Section 301 of the additional tariffs imposed by (Section 232 of the Trade

N <, 2 licies
egulations by (Section 232 of the Trade Expansion (£l
" gurh::: v s Trade Act Section 301 of the Trade Act) Expansion Act) A

Large-scale firms 13.9 -16.5 -9.6 . 0
SMEs 273 34.8 311 15.3. 8.8 -19.6 7.7 9.5 6.2 .5 5.9 -4.6 8.8 5.1 27.1 5.7 11.4 -6.0
Manufacturing 179 38.5. 33.5 15.2. 14.0 -18.1 8.9 -10.4 7.3 5 73 -4.6 4.5 2.8 24.6 5.6 11.2 -4.6
Food & beverages 31 41.9 19.4 5.8 9.7 -8.0 12.9 -1.7 0.0 -4.2 3.2 -0.9 3.2 3.2 32.3 -13.6 16.1 5.7
Textiles/clothing 9
Wood & vood productsuriure & blding mateialsipaper & pulp 8
Chemicals 7
Medical products & cosmetics 5
Coal & petroleum products/plastics/rubber products 10, 30.0 40.0 16.9. 30.0 -0.8. 0.0 -23.1 0.0 -15.4 0.0 -11.5 10.0 0.0 10.0 -1.5 20.0 0.8
Ceramics/earth & stone 4
Iron & steelinon-ferrous metals/metal products 26 46.2 34.6 9.3 7.7 -26.5 3.8 -21.5 115 -16.3 11.5 -13.8 0.0 0.0 34.6 9.3 7.7 -3.7
General machinery 10, 50.0 60.0 39.7 10.0 -29.1 0.0 -11.6 10.0 -3.0 10.0 -0.1 10.0 0.0 20.0 7.5, 0.0 -11.6
Electrical equipment 16 12.5 37.5 11.2. 6.3 -33.2 6.3 -22.7 6.3 -6.9 0.0 -15.8 6.3 6.3 25.0 -6.6 25.0 17.1
IT equipment/electronic parts & devices 9
Cars/car parts/other transportation machinery 14/ 50.0 57.1 43.7° 42.9 15.9 7.1 -10.2 14.3 -6.9 14.3 -6.9 14.3 0.0 14.3 -4.9 0.0 -9.6
Precision equipment 8
Other manufacturing 22 27.3 13.6 -4.8 9.1 -22.5 4.5 -12.6 9.1 -4.1 9.1 -5.4 4.5 0.0 36.4 8.7 9.1 -8.0
Non-manufacturing 162 34.0 315 15.0 8.6 -19.6 8.6 -8.3 4.9 -5.9 4.3 -5.0 14.8 6.8 23.5 -8.5 12.3 -6.3
Trade and wholesale 69 34.8 29.0 13.2 11.6. -19.3 5.8 -11.6 7.2 -5.5 7.2 -3.2 11.6. 5.8 217 5.7 11.6. -10.0
Retail 7
Construction 8
Transport 19 42.1 52.6 33.2 10.5. -36.7 211 -12.3 0.0 -19.4 0.0 -19.4 5.3 5.3 211 -3.9 10.5. -0.6
Finance & insurance 8
Communication, information & software 17 35.3 41.2 14.9 0.0 211 5.9 -4.6 0.0 0.0 0.0 0.0 235 0.0 29.4 7.4 17.6 7.1
Professional senices 1 9.1 36.4 24.6 9.1 2.7 0.0 -5.9 9.1 9.1 9.1 9.1 45.5 18.2 18.2 -17.1 9.1 -14.4
Other non-manufacturing 23 26.1 17.4 2.9 4.3 -13.4 13.0 3.4 0.0 -6.5 0.0 -6.5 4.3 8.7 30.4 -16.3 17.4 29

Notes: 1) n=the number of firms answered that trade protectionism had “overall positive impacts,” “overall negative impacts,* or “same level of positive and negative impacts” at each time.
2) Difference is the value obtained by subtracting FY2019 survey result from FY2020 survey result.

3) Response ratio where the number of firms is fewer than 10 are not provided (diagonal line). Copyright © 2021 JETRO. All rights reserved.| 4.8



Future business in China, increasing “unknown yet”

m As for the policy for business in China in general, the percentage of firms answering “consider expanding existing
business or starting new business” is 39.5%, a decrease from the previous survey level of FY2017 (48.3%).

m "Unknown yet” has increased 4.7% points from the previous survey to 36.7%, and “maintain existing business scale”
has increased 3.2% points to 18.7%.

Future business development in China (total)

(%)
100

90 Unknown yet

80

70

O Consider
downscaling/ceasing

60 existing business

50
40 B Maintain existing
business scale
30
20
B Consider expanding
existing business or
10 starting new business

. . . . . . . . . . . .
Nov.-Dec., Urgent survey Nov.-Dec., Nov.-Dec., Nov.-Dec, 2007| Nov.-Dec., Nov.-Dec., Nov.-Dec., Jan., 2013 Dec., 2013 Dec., 2014 Dec., 2015 Dec., 2016 Dec., 2017 Nov., 2000 Time when survey was done

2004 immediately 2005 2006 (n=640) 2008 2009 2010 (n=1,220) (n=2,676) (n=2,249) (n=2,312) (n=2,301) (n=2,521) (n=2,068)
(n=636) after anti- (n=705) (n=622) (n=753) (n=771) (n=849)
Japanese demo
(May, 2005)
(n=407)

Notes: 1) n=the total number of respondent firms, excluding “will not develop business from now on” and no answer. Answer for 2010 or before limited to those from JETRO members. 2) Before the
November-December 2007 survey, industries were limited on manufacturing, trade and wholesale, and retail. 3) Since the January 2013 survey, “consider expanding existing business or starting new
business” and “consider expanding existing business or starting new business, scaling/slowing down” were aggregated into “consider expanding existing business or starting new business” to count,
and “consider downscaling business in China and transferring to other countries” and “consider ceasing business in China and expanding to other countries” were aggregated into “consider
downscaling/ceasing existing business” to count. 4) This question was not asked in FY2011, FY2018, FY2019. S )
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Business in China: Future development (other

Ref: future business in China (by size, by industry)

Future business development in China (by size, by industry)

(%, % point)

Consider expanding existing business Will not develop business from now

or starting new business usiness scale Unknown yet No answer
Large-scale firms 410 32.0 -15.9 8.0 21 16.6 1.2 2.2 1.4 0.7 0.2 18.8 3.2 18.0 6.5 3.7 13
SMEs 2,312 236 7.0 4.6 0.7 13.8 2.2 3.4 0.9 0.6 0.5 29.5 2.0 23.4 3.1 11 1.4
Manufacturing 1,429 27.6 -10.3 6.0 1.2 15.9 2.4 3.6 1.2 0.6 0.2 28.3 4.0 16.7 2.1 1.3 -0.5
Food & beverages 380 27.9 2.8 45 2.2 10.5 25 21 1.0 03 1.1 39.7 0.9 13.9 0.9 11 -1.9
Textiles/clothing 88! 25.0 -13.1 125 5.8 15.9 5.4 6.8 4.0 0.0 0.0 22.7 18 14.8 5.2 23 13
T T O P TD 49 286 7.5 8.2 0.6 16.3 128 41 0.6 2.0 0.3 224 144 122 -10.6] 6.1 4.4
Chemicals 59! 42.4 7.1 13.6 0.9 153 37 0.0 4.2 0.0 0.0 23.7 15.3 5.1 6.5 0.0 2.1
Medical products & cosmetics 47 48.9 -12.5 21 0.7 10.6 0.6 4.3 1.4 0.0 -1.4 29.8 12,6 21 3.6 21 21
(CoEl ) G U S T (T s 56 214 216 3.6 2.9 26.8 139 3.6 1.8 18 18 21.4 5.3 16.1 5.3 5.4 -0.0
Ceramics/earth & stone 20! 45.0 21 10.0 1.4 10.0 1.4 0.0 2.9 0.0 0.0 30.0 10.0 5.0 3.6 0.0 2.9
(RO IS R YIERIElED 161, 17.4 -13.3] 5.0 2.1 18.6 1.8 6.8 2.9 0.0 0.0 211 -1.0 304 11.7 0.6 0.5
General machinery 92! 22.8 -15.8 5.4 0.4 28.3 4.2 33 2.0 2.2 0.9 21.7 7.2 14.1 11 2.2 2.2
Electrical equipment 72 26.4 -10.7/ 9.7 3.0 19.4 2.6 2.8 1.7/ 14 0.3 25.0 4.8 15.3 18 0.0 0.0
IT equipment/electronic parts & devices 32 25.0 27.4 31 6.4 25.0 21.8 6.3 6.3 0.0 3.2 34.4 15.3 6.3 -4.9 0.0 -1.6
Cars/car parts/other transportation machinery 69 21.7 -15.0/ 13.0 7.9 17.4 2.0 43 33 1.4 0.4 17.4 7.1 24.6 14.4. 0.0 2.0
Precision equipment 65 3338 3.9 3.1 1.8 15.4 -10.8 4.6 3.0 0.0 0.0 30.8 17.7 10.8 -4.0 15 -0.1
Other manufacturing 239 29.7 -14.4 38 0.8 14.2 1.4 2.9 0.5 0.8 0.8 255 4.7 22.6 6.8 0.4 0.6
Non-manufacturing 1,293 21.8 7.1 4.2 0.5 123 1.4 2.9 0.9 0.7 0.7 27.5 1.0 29.0 5.4 17 15
Trade and wholesale 584, 28.1 -10.1] 5.1 0.0 16.4 2.9 38 11 0.7 0.8 27.2 43 17.3 3.2 1.4 0.7
Retail 128 21.1 5.7 55 1.4 10.9 3.6 23 0.1 0.8 0.8 28.1 05 305 6.1 0.8 4.9
Construction 78 9.0 0.1 2.6 2.6 6.4 5.4 13 0.5 0.0 -0.9 21.8 5.5 59.0 10.8 0.0 -0.9
Transport 55 34.5 6.9 9.1 6.5 16.4 4.5 36 36 0.0 13 12.7 -14.9 23.6 1.4 0.0 3.9
Finance & insurance 62 6.5 7.4 16 16 16.1 33 16 16 16 16 25.8 6.4 33.9 3.6 12.9 3.2
Communication, information & software 118! 16.1 6.6 2.5 15 25 4.7 0.8 0.2 0.8 1.2 29.7 4.4 46.6 16.7 0.8 1.2
Professional senices 65 16.9 4.1 0.0 3.7 7.7 2.8 3.1 18 15 -0.9 26.2 15 415 5.7 31 3.1
Other non-manufacturing 203! 15.3 6.5 3.0 0.4 8.4 4.0 25 1.0 0.5 0.5 335 2.7 36.0 7.9 1.0 2.9

Notes: 1) n=the total number of respondent firms.
2)Difference is the value obtained by subtracting FY2017 survey result from FY2020 survey result.

Future business development in China (firms affected by US-China trade friction)

(%)
Consider expanding existing business or starting new business Consider downscaling/ceasing existing business
Consider expanding bCon‘smer exp?n:!ng existing | Maintain existing business Consider downscaling Consider ceasing business in Unknown yet
existing business or bu?::z Osr;ﬁ1 '73;9,": scale business in China and China and expanding to other
starting new business dzwln : ing/slowing transferring to other countries [countries
Total (n=2,068) 39.5 32.7 6.8 18.7 5.1 4.3 0.9 36.7
Firms affected by US-China trade friction (n=246) 53.3 39.8 13.4 19.9 85 7.7 0.8 18.3

Notes: 1) n excludes “will not develop business from now on” and no answer.
2) “Firms affected by US-China trade friction” are firms that cited any one of “export control and strengthening regulations on investment by the US,” “export control and strengthening regulations
by China,” “additional tariffs by the US toward China based on Section 301 of the Trade Act,” and “retaliatory tariffs by China toward the US (in response to additional tariffs imposed by Section

301 of the Trade Act)” as policies affecting business at each time.

»

Copyright © 2021 JETRO. All rights reserved.| 50



Business in China: Reasons to expand/maintain (total)

Ref: reasons to expand/maintain business in China

Reasons to expand/maintain business in China

(Total)
(Multiple answers, %)

0 20 40 60 80

69.5
Business expansion can be expected in terms of sale such as A A A7) 56489

market size and growth potential

Meet changing needs of Chinese people as their incomes rise

Business has been already established and on track

Advantage over other countries/regions in terms of
manufacturing such as production costs

Close proximity to Japan makes it easy to keep a close eye on 7
management

Advantage over other countries/regions in terms of
procurement such as enhanced supporting industries

pJan. 2013 survey

Infrastructure such as logistics and electricity has been (n=993)

relatively well developed Dec. 2013 survey

(n=1,825)
Easy to recruit talented people mDec. 2014 survey
(n=1,518)
5 oDec. 2017 survey
Investment cost has not been recovered as business has just . (n=1,610)

started

m Nov. 2020 survey
(n=1,203)

Other

No answer

Notes: 1) n=the number of firms that answered “consider expanding existing business or starting
new business” or “maintain existing business scale.”

2) Figures for "meet changing needs of Chinese people as their incomes rise“ were obtained
from the FY2017 survey.

(Firms affected by US-China trade friction)

(Multiple answers, %)

0 20 40 60 80

Business expansion can be expected in terms of sale 70.2

such as market size and growth potential 733

Meet changing needs of Chinese people as their
incomes rise

Business has been already established and on track

Advantage over other countries/regions in terms of
manufacturing such as production costs

Close proximity to Japan makes it easy to keep a
close eye on management

Advantage over other countries/regions in terms of
procurement such as enhanced supporting industries

Infrastructure such as logistics and electricity has
been relatively well developed

Easy to recruit talented people

4.4

m Total
(n=1,203)

Investment cost has not been recovered as business 1.5

has just started 28

5.0 Firms affected by US-China
Other trade friction

2.8 (n=180)

1.6
No answer

1.1
Notes: 1) n=the number of firms that answered “consider expanding existing business or
starting new business” or “maintain existing business scale.”
2) “Firms affected by US-China trade friction” are firms that cited any one of “export control
and strengthening regulations on investment by the US,” “export control and strengthening
regulations by China,” “additional tariffs by the US toward China based on Section 301 of
the Trade Act,” and “retaliatory tariffs by China toward the US (in response to additional

tariffs imposed by Section 301 of the Trade Act)” as policies affecting business at each
time. Copyright © 2021 JETRO. All rights reserved.
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Business in China: Reasons to ex|

Ref: reasons to expand/maintain business in China

firms

Large-scale firms 232
SMEs 971
Manufacturing 708
Food & beverages 163
Textiles/clothing 47
"Wood & wood products/furniture & building materials/paper & pulp 26
Chemicals 42
Medical products & cosmetics 29
Coal & petroleum products/plastics/rubber products 29
Ceramics/earth & stone 13
Iron & steel/non-ferrous metals/metal products 66
General machinery 52
Electrical equipment 40
IT equipment/electronic parts & devices 17
Cars/car parts/other transportation machinery 36
Precision equipment 34
Other manufacturing 114
Non-manufacturing 495
Trade and wholesale 290
Retail 48
Construction 14
Transport 33
Finance & insurance 15
Communication, information & software 25
Professional senices 16
Other non-manufacturing 54

19.0
21.3
20.2

6.7
29.8
30.8
14.3
10.3
17.2
23.1
36.4
21.2
25.0
23.5
22.2
17.6
26.3
21.8
26.6
16.7
21.4
12.1

6.7
20.0

6.3
16.7

Difference

3.9

2.7
3.4
0.4
3.9
9.7
1.4
45
-10.3
14.4
16.4
15
13.9
8.9
8.9
6.2
0.7
2.7
17
4.6
4.0
9.0
2.5
10.0
6.3
8.5

78.4
68.2
73.3
82.2
57.4
69.2
83.3
82.8
55.2
76.9
62.1
65.4
72.5
64.7
80.6
79.4
73.7
65.7
64.8
70.8
71.4
57.6
66.7
76.0
62.5
64.8

Difference

-3.8
-1.5
-2.5
4.1
4.0
-9.7
-3.8
9.4
-12.1
-1.3
-3.1
-12.2
-1.6
-15.8
-2.8
8.0
-2.3
-2.8
-3.9
-5.8
10.6
-14.3
125
6.0
-8.3
-0.8

(by size, by industry)

Reasons to expand/maintain business in China (by size, by industry)

[ESETEI)

g iy as logistics and

needs of Chinese

Close proximity to

. Business has been
Japan makes it easyy

Easy to recruit "
¥ already established

terms of

hasenhanced | €l€Ctricity has been

pinewzglr:eass :i};:r relztell telented people woknerir;:;;;: e?:e and on track
24.1 -8.9 5.6 -4.2 3.4 -1.3 4.3 0.0 8.2 0.5/ 319 -2.1
30.4 -0.5 6.4 -2.1 5.4 -1.9 3.0 -0.2) 11.2 -0.3) 21.0 -1.1
28.1 -3.0 6.2 -1.4, 438 -1.3 2.8 0.4 9.0 -0.7, 23.2 -0.7
47.2 2.4 1.2 -1.5 1.8 -2.5 1.2 0.1 8.0 0.3 17.2 1.9
29.8 -15.0 8.5 -8.7 4.3 -7.8 0.0 -3.4/ 255 4.8/ 12.8 -7.9
42.3 10.7, 15.4 4.9 7.7 2.4 7.7 7.7 19.2 -1.8/ 15.4 -21.5
21.4 -8.6 7.1 14 48 -1.0 2.4 -4.8 4.8 -1.0, 40.5 -1.0
34.5 -20.4 0.0 -5.9 0.0 -3.9 0.0 0.0 6.9 1.0 17.2 -12.2
24.1 -3.4 3.4 -10.3 3.4 -1.7 0.0 -3.4/ 13.8 -1.7| 37.9 10.3
15.4 -6.4 0.0 -4.3 0.0 -4.3 0.0 -4.3 7.7 -9.7, 154 6.7
16.7 -16.0/ 10.6 2.2, 10.6 3.2 7.6 4.4 6.1 -3.4| 27.3 4.1
15.4 -3.3 9.6 5.9 1.9 -2.7 3.8 2.0 9.6 2.1 30.8 6.5
12.5 -13.4| 15.0 57 15.0 11.3 5.0 1.3/ 10.0 -3.0/ 25.0 4.6
5.9 -8.8/ 11.8 -0.4 11.8 2.0 0.0 0.0 5.9 -3.9/ 235 -8.2
22.2 5.6 5.6 -4.4 5.6 2.2 2.8 1.1 2.8 -5.6| 41.7 10.0
11.8 -7.3 8.8 -3.1 2.9 -9.0 5.9 3.5 118 2.2, 235 -0.3
28.1 1.6 4.4 -3.1 4.4 -3.1 2.6 0.2 5.3 -2.2, 175 -2.3
30.7 -1.3 6.3 -4.4 53 -2.2 3.8 -1.3) 129 1.3/ 23.0 -4.2
314 -3.0 6.9 -4.5 5.2 -3.6 2.8 -0.9/ 12.1 -1.1) 24.1 -4.0
375 1.3 4.2 -10.7 8.3 4.1 2.1 -0.0/ 16.7 6.0, 16.7 -6.7
21.4 21.4, 143 1.2 0.0 0.0 7.1 -1.6 7.1 2.8/ 28.6 -10.6
24.2 2.4 6.1 6.1 18.2 5.7 0.0 -9.4| 18.2 8.8/ 36.4 -10.5
13.3 -15.8 6.7 -5.8 0.0 -4.2 6.7 2.5 6.7 25 26.7 -6.7
36.0 2.7 4.0 -12.7 4.0 -9.3/ 20.0 -6.7 8.0 -12.0, 20.0 3.3
31.3 6.3 6.3 2.1 0.0 -4.2 125 0.0, 18.8 18.8/ 125 -8.3
29.6 -4.8 3.7 -1.2 0.0 -1.6 1.9 1.9/ 14.8 5.0 16.7 1.9

Notes: 1) n=the number of firms that answered “consider expanding existing business or starting new business” or “maintain existing business (FY2020).”
2) Difference is the value obtained by subtracting FY2017 survey result from FY2020 survey result.
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Investment cost has
not been recovered

as bus

13
1.5
1.3
0.6
0.0
0.0
2.4
0.0
3.4
0.0
0.0
3.8
0.0
0.0
0.0
5.9
1.8
1.8
1.7
0.0
0.0
0.0
0.0
0.0
12.5
3.7

iness has just|
started

Difference

2.1
-2.6
-2.5
-3.2
-1.7
-5.3
-3.3
-5.9
-3.4
0.0
-5.3
2.0
0.0
-4.9
-6.7
35
-0.7
-2.5
-1.9
-6.4
-4.3
-9.4
0.0
-10.0
8.3
0.4

2.6
5.6
4.9
4.9
21
0.0
2.4
3.4
6.9
7.7
4.5
7.7
25
0.0
2.8
5.9
8.8
51
5.2
4.2
7.1
3.0
6.7
8.0
6.3
3.7

Multiple answers, %, % point
p p

Other No answer
-0.8 0.9 -1.5
2.0 1.8 -1.1
2.2 1.3 -2.0
1.1 0.6 -4.3
-3.0 0.0 -1.7
0.0, 0.0 0.0
1.0 24 1.0
34 00 0.0
1.7 0.0 0.0
-1.0 7.7 7.7
24 30 -6.4
6.8 3.8 0.1
-1.2 25 -4.9
-2.4, 00 -2.4
-0.6 0.0 -3.3
5.9 0.0 0.0
6.3 0.9 0.1
0.3 2.0 0.1
2.6 2.4 0.6
-4.3 0.0 2.1
-1.6 7.1 2.8
-3.2 0.0 0.0
-14.2 6.7 6.7
4.7 0.0 -3.3
-6.3 6.3 6.3
-1.2 0.0 -3.3
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5. Review of Overseas Business

- Review of sales destinations ranked top followed by utilization of
digital technology such as virtual exhibitions -
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Sales/procurement/production review for overseas business

70% of firms review overseas business: review
sales strategy and so on

m With overseas business risks have emerged, about 70% of firms review (reviewed) overseas business strategy and organizational
structures. Looking at the review policy, the percentage of respondents who answered "review of sales strategy" was the highest
at 42.5% (multiple answers). By company size, the percentage of SMEs was particularly large (44.3%).

m Regarding the specific content of sales strategy reviews, "review of sales destinations” exceeded 60%. In addition, it became
clear that a high percentage of firms are working to develop sales channels through digital utilization, such as "virtual
exhibitions" (38.5%) and "cross-border EC" (30.0%).

Policies/content of overseas business review: By firm size Specific policies for sales strategy review
(Multiple answers, %)

(Multiple answers, %) 00 200 400 600 80.0
00 200 400 600 80.0 ‘ ‘ ‘ ‘ |

| | | | i 60-9
55 571 Review overseas sales —f@s

No review | 28.3 696 destinations (target) 7::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::|7 60.9
Some form of review (ref.) | 4729 Promote use of virtual w%?) 1
T 69.0 exhibitions/business meetings [T 39 97

Review content (below) 8

*f 42.5 Launch/expand cross-border EC
Review sales strategy 32.0

e T %443 sales
_ 14.0 '
Review procurement |1 = =~ 12.7 Review overseas sales network N 199 50.8
Review l:)—|ul'?si:](Jers(;verseas 21.0 [ ;I-Otal ) (network)
n=2,722

Review products/services for
overseas sales

- ,
Review production | _____] 13.2 13.9 kﬁ;gigl)rms

mTotal no. of firms that
review sales strategy

(n=1,076)
OLarge firms (n=121)

Promote use of digital

Arrangement/improvement of : 13.2 marketing, Al, etc
in-house infrastructure : £ SMEs : : :

10.5 (n=2,312)

Organization restructuring E_

4.6 Raise overseas sales price

B SMEs (n=955)

Reduce overseas sales price

Note: n=the number of firms that selected specific review for the review

among those who answered “review sales strategy” regarding review policy.
Copyright © 2021 JETRO. All rights reserved.




Sales/procurement/production review for overseas business

Some firms review procurement/production

|
and/or “production” (13.2%).

In terms of review policies for overseas business, less than 20% of firms answered that they review “procurement” (14.0%)

m Shifting suppliers and reviewing procurement details (quantity/items) exceeded 50% in the content of “procurement” review.
Reviewing quantity/items was the highest in the content of production review. Reviewing “areas of production” was about 30%.
The ratio of firms that enhance new/capital investments (27.5%) exceeded those who cancel/suspend (19.8%).

Policies/content of overseas business review: By firm size

(Multiple answers, %)

40.0 60.0 80.0

20.0

No review

Some form of review (ref.)

Review content (below) - 42.5
ReVIeW Sales Strategy r ........................................... 32.404 3
Review procurement 4;?1& 12.7 .
| 14.2
Review HR_for overseas m Total
business (n:2’722)

Respond to digitalization
OLarge firms

Review production ( n= 410)
Arrangement/improvement of 8.6
in-house infrastructure ; 5 57.7 13.2 &1 SMEs
Organization restructuring E}W 10.5 (n=2,312)

Notes: 1) n=the total number of respondent firms. 2) The response rate for “some form
of review’=100%-“no review"“+“no answer”. 3) The original expression of the answer
option “review HR for overseas business” is “review HR for overseas business
(secure/develop HR (Japanese, foreigner), employment conditions)”.

Specific policies for procurement/production review
(Multiple answers, %)
0.0 0 60.0

Content of
procurement review Shift suppliers |

Review quantity/allocation/items in
procurement

Implement multiple-sourcing in
procurement

44.0

W Total no. of firms that review
procurement (n=354)
OLarge firms (n=50)

Promote digitalization (use of EC site,
etc.)

— 5.6
Implement aggregation of suppliers | ]

kit — 4.9 B SMEs (n=304)

Note: n=the number of firms that answered specific policies for the review among those who
answered “review procurement” in terms of review policies. (Multiple answers, %)
40.0

Content of production review 0.0 20.0 60.0 80.0

_:F—‘— 509
I —— -~ 53.6

Review quantity/allocation/items in production

: S 504
Review areas of production (including —2‘3’7 11

foreign/domestic)

mTotal no. of firms that review
production (n=338)

OlLarge firms (n=56)

Promote digitalization (introducing loT etc.) 17.9
IEER g T
) ) 4.7 7% gy ESMEs (n=282)
Review outsourcing such as OEM .
Note: n=the number of firms that answered specific policies for the review among those who
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Review of overseas business: Review policies (by industry)

Ref: Review policies for overseas business (by industry)

0 5 8. = 8 -

2 |8, ;5 |eng 28 855,088 55| B, |5 |2 |c¢

= |2P|25|Tgd|2F8 R EAREIEE S = z2 |52

5 |58 |35|385|35|38|5¢83|58|%2 > s | 5§ |o8

s |53 |T8|533|85 | 2|826°|BF| S5 2 2 | 2 |E¢@

z |8 5|8 3 sz (60825 | 8 3 &

b —

Total 2,722) 425 140 13.8 13.6 132 8.6 55 46 40 43 27.1 3.3 69.6
Manufacturing 1,429, 47.2 16.8 13.1 142 19.0 89 64 52 37 44 24.2 2.3 73.5
Food & bewverages 380 511 124 11.8 10.5 147 8.7 4.7 34 34 53 25.8 2.1 72.1
Textiles/clothing 88 58.0 10.2 15.9 18.2 239 5.7 57 23 34 23 23.9 0.0 76.1
R  buldng paper & pup 49| 429 143 10.2 16.3 143 143 6.1 82 41 82 26.5 8.2 65.3
Chemicals 59 441 254 8.5 23.7 16.9 6.8 6.8 136 17 6.8 18.6 5.1 76.3
Medical products & cosmetics 47, 511 149 14.9 12.8 128 85 21 6.4 64 21 27.7 6.4 66.0
Coal & petroleum productsfplastics/rubber products 56, 375 23.2 10.7 10.7 304 10.7 16.1 125 36 3.6 17.9 5.4 76.8
Ceramics/earth & stone 20, 450 20.0 5.0 25,0 30.0 25.0 10.0 10.0 5.0 10.0 25.0 0.0 75.0
e & SSEleR- e sl el peslss 161| 429 16.1 13.0 12.4  23.0 9.3 6.2 31 25 25 28.6 3.7 67.7
General machinery 92| 424 13.0 20.7 19.6 174 8.7 87 6.5 33 43 20.7 2.2 77.2
Electrical equipment 72/ 556 222 19.4 16.7 13.9 12,5 125 83 42 28 19.4 14 79.2
IT equipment/electronic parts & devices 32/ 313 188 15.6 125 156 6.3 3.1 31 00 63 31.3 3.1 65.6
CETRIEET PRI SHEH ST s eiEiiem me sy 69 319 232 18.8 26.1 39.1 11.6 10.1 116 87 0.0 20.3 0.0 79.7
Precision equipment 65 47.7 215 9.2 10.8 18.5 9.2 4.6 46 31 7.7 18.5 15 80.0
Other manufacturing 239 494 20.1 10.9 121 17.6 6.3 4.6 25 42 46 25.1 0.4 74.5
Non-manufacturing 1,293| 37.2 10.8 14.6 12.9 6.8 8.2 4.6 40 44 43 30.2 4.4 65.4
Trade and wholesale 584 418 16.4 12.0 11.3 8.9 7.7 3.9 45 43 27 28.8 3.9 67.3
Retail 128 47.7 117 10.2 13.3 5.5 39 31 16 47 31 31.3 1.6 67.2
Construction 78 231 10.3 19.2 14.1 3.8 115 6.4 6.4 26 26 33.3 2.6 64.1
Transport 55/ 18.2 5.5 21.8 16.4 0.0 145 145 55 36 7.3 18.2 7.3 74.5
Finance & insurance 62 8.1 0.0 12.9 12.9 0.0 6.5 4.8 48 00 81 435 129 43.5
Communication, information & softw are 118/ 39.0 6.8 23.7 15.3 4.2 144 51 51 59 34 31.4 2.5 66.1
Professional senices 65/ 38.5 0.0 20.0 16.9 7.7 7.7 15 46 46 9.2 29.2 15 69.2
Other non-manufacturing 203/ 355 4.9 14.8 13.3 7.9 6.4 4.4 20 59 69 31.5 6.9 61.6

Notes: 1) Highlighted cells indicate the top 5 industries that gained higher response rates in answer options “sales strategy”, “procurement”, and “production”. Shaded
cells indicate the top 5 industries that gained higher response rates in answer options “HR”, “digitalization”, and “no review”. Bold digits show the items with the highest
response rate for each industry (excluding “some form of review”). 2) The response rate for “some form of review’=100%-“no review’+“no answer”. Copyright © 2021 JETRO. All rights reserved. 56



Timing of sales/procurement/production review for overseas business

Virtual exhibitions in 2020, cross-border EC in 2021

m For the content of reviews conducted in 2020, "virtual exhibition” in sales strategy (61.6%); "quantity/items” in procurement
(55.6%); "cancel new investments” (62.7%) and "quantity/items” (62.2%) in production accounted for about 60% in each
answer option. It shows that firms preferentially handled items they were able to conduct due to impact of COVID-19. For "cross-
border EC” in sales (47.1%) and “areas of production” in production (42.5%) among highly ranked items in review content, over
40% of firms plan to conduct review in 2021, showing that they have decided policies but can not conduct yet.

Timi ng for overseas business review (surveyed firms that chose “sales strategy”, “procurement”, and “production” review, and its timing in terms

(Review sales strategy)

Promote use of virtual
exhibitions/business meetings
(n=414)

Promote digital marketing, use
of Al (n=147)

Review overseas sales network
(network) (n=214)

Reduce overseas sales price
(n=63)

Review content of products and
services for overseas sales
(n=205)

Review overseas sales
destinations (target) (n=655)

Launch/expand cross-border EC
sales (n=323)

Raise overseas sales price
(n=68)

B Conducted by 2019
B Conducted/to be conducted in 2020
OTo be conducted in 2021

Notes: 1) n=the number of firms in each item. 2)

of review policies for overseas business)

(Review procurement)

Review
quantity/allocation/items in
procurement (n=187)

Implement multiple-sourcing
in procurement
(n=101)

Shift suppliers (n=191)

Promote digitalization (use of
EC site, etc.) (n=36)

Implement aggregation of
suppliers (n=20)

0 20 40 60 80
B Conducted by 2019

100

(%)
mConducted/to be conducted in 2020

OTo be conducted in 2021

Notes: 1) n=the number of firms in each item. 2)
Surveyed firms that answered timing for the
review among those who chose “review
procurement” in terms of review policies.

Surveyed firms that answered timing for the review among
those who chose “review sales strategy” in terms of review

policies.

(Review production)

Cancel/suspend new/capital
investments (n=67)

Review quantity/allocation/items in
production (n=172)

Promote digitalization (introducing
10T etc.) (n=36)

Review outsourcing such as OEM
(n=16)

Enhance new/capital investments
(n=93)

Review areas of production e
(including foreign/domestic) 9]
(n=106) [

Usel/increase outsourcing such as
OEM (n=37)

Promote automation/manpower-
saving (n=45)

0 20 40 60 80

100
@ Conducted by 2019 (%)
B Conducted/to be conducted in 2020
OTo be conducted in 2021
Notes: 1) n=the number of firms in each item. 2)
Surveyed firms that answered timing for the review
among those who chose “review production” in terms of
review policies. Copyright © 2021 JETRO. All rights reserved. 57



Review of overseas business: Comments on sales strategy review

Comments on sales strategy review

(Review sales strategy)

Review overseas
sales destinations

"Expand prospective countries for export to
diversify risks" (Trade/wholesale)

"Set priorities of partner countries" (Other
manufacturing)

target

"Online meeting with unacquainted prospective agencies" (General

Region "Narrow down target countries for sales" (Electrical machinery)
equipment) "Plan to hold our own virtual exhibition" (Electrical equipment)
"Shift from Asia to US and EU" (Wood & wood Promote use of  |"Actively participate in JETRO business meeting" (Food & beverages)
products (excluding furniture)) virtual "Use matching service" (Real estate)
"Shifted to domestic sales" (Trade and wholesale) exhibitions/busines |"Advertise products on web catalog for overseas" (Electrical
S meetings equipment)
"Create easy-to-understand materials" (Agriculture/forestry/fisheries)
"Shift from focusing on eating-out to enhancing "Virtual demonstration using VR" (Precision equipment (including
retail/EC" (Trade and wholesale) medical device))
Industry  |"Shift from car industry to food" (Electrical equipment)
"Develop BtoC by our own brand in addition to existing
BtoB in China" (Food & beverages)
"Review end user" (Metal products) "Establish as a new business in unprofitable department”
"Focus on customers whom we can sell without (Professional services (consulting/legal, etc.))
visiting them" (Chemicals) "Expand products for EC sales" (General machinery)
"Conduct credit research”(Food & beverages) Launchlexpand "Launch V\(ebsite'fgr BtoB" (Trade and wholesale)
Customer |"Approach non-Japanese firms" (Electronic parts & cross-border EC | 2&Yeloping original products (for cross-border EC sales) (Other
(demographic) |devices) T services (travel, entertainment, etc.))

"Follow-up sales system by whole group for leads
(prospects) relegated from China to Vietnam to avoid

mistakes" (Plastic products)
"Expand sales to luxury brands" (Textiles)

"Cooperate with outside firms" (Textiles)

"Advertise on industry website" (Metal products)

"Suspend globalization of our own EC website and shift to use of
local online malls" (Textiles)
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Comments on procurement/production review for overseas business

Comments on procurement/production review

(Review procurement)

(Review production)

"Directly secure multiple overseas
vendors, not through domestic vendors"
(Other manufacturing)

"Shift to domestic products with low risks of
deadline/performance” (Trade and

Review
quantity/allocation/items in

production

"Review mutually complementary system between group bases" (Car parts)
"Increase production to meet increased demand" (Other manufacturing)
"Produce small-volume products” (Food & beverages)

"Control production volume by checking inventory" (Trade and wholesale)
"Reduce the number of production items" (Food & beverages)

"Diversify destinations of products" (Metal products)

"Effective use of (production) subsidiaries" (General machinery)

"Develop products to meet overseas needs" (Agriculture/forestry/fisheries)

Shift suppliers wholesale)
"Shift from China to ASEAN in procurement"
(Car parts)
"Evaluate suppliers by guality/price” (Other
manufacturing)
"Review in-house basic inventory" (Other
transportation machinery)
"Prospectively increase buying volume and
change buying items" (Trade and
Review wholesale) _ _
quantity/allocation/ "Grasp the details of buying volume
tems in (Trade/wholesale)
proTrement "Expand the number of procurement

items" (Ceramics/earth & stone)

"Curb material procurement due to sales
decline" (Other manufacturing)

"Reduce purchase frequency” (Other
manufacturing)

Review areas of production
(including foreign/domestic)

"Partially relegate production function from China to Vietnam" (Other manufacturing"
"Shift from producing in various bases to aggregating production py item" (Other
manufacturing)

"Domestically manufacture a part of overseas products" (Ceramics/earth & stone)
"Relegate (areas of production) from domestic to overseas" (Metal products)
"Develop new areas of production" (Clothing)

"Expand market share in EU" (Clothing)

"Review existing (manufacturing) business partners to improve gquality" (Textiles)
"Increase the in-house ratio (of production)" (Other manufacturing)

"Diversify production” (Other manufacturing)

Implement multiple-

sourcing in
procurement

"Multiple-sourcing procurement in/outside
of Japan" (Other manufacturing)

"Plan to import same products from other
countries" (Trade and wholesale)
"Research overseas suppliers other than
South Korea/China (Metal products)

Enhance new/capital
investments

"Consider enhancing domestic production facilities expecting a return to domestic
production” (Chemicals)

"Local procurement of equipment" (Trade/wholesale)

"Add production |ine" (Textiles)

"Develop materials in-house" (Trade and wholesale)

"Shift to in-house prototyping" (Trade and wholesale)

"Implement new capital investments, planned to be carried out in three to five years,
ahead of schedule in 2021" (Plastic products)

"Production of newly ordered products” (Car parts)

"Advance into the medical field" (Other transportation machinery)

"Capital investments due to changes in manufacturing process" (Medical products &
cosmetics)

"Update equipment" (Wood & wood products (excluding furniture))

"New capital investments for products cater to new demands" (Food & beverages)

Cancel/suspend new/capital
investments

"Suspended new plant construction according to business situations in some areas"
(Chemicals)

"Suspend capital investments due to a fall in production” (Car parts)

"Suspend large-scale capital investments for two years" (Food & beverages)

Copyright © 2021 JETRO. All rights reserved.
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Review of overseas business: Review HR for overseas business

Recruitment/development of
foreigners/Japanese ranked high

m Among firms that chose “review human resources (HR) for overseas business” in review policies for overseas business, 30 to
40% of firms answered (multiple answers) system development in recruitment/development of HR such as “recruitment of
foreign/Japanese personnel” (38.8%, 29.9%), “development of Japanese employee/foreign personnel” (31.9%, 29.0%)
in the review content. For content of review conducted in 2020, "reduce expatriate staff/distribution ratio of HR for
overseas business” (58.3%, 55.9%) were not ranked high in review content but accounted for 60% of the total.

Review HR for overseas business (surveyed firms that chose “review HR for overseas business” (left) in review policies for overseas business,

; . ; ; d timing of the review (right)) .
Review content: By firm size an g
( y (Multiple)answers " (Timing to conduct review)

0.0 200 40.0 60.0 80.0 . F
‘ ‘ ‘ ‘ Reduce expatriate stafffemployees on overseas |:

(n=36)

Recruitment of HR for overseas

business (foreign personnel) Reduce distribution ratio of HR for overseas
business (n=34
Development of HR for overseas ( )

business (Japanese personnel)

Recruitment of HR for overseas
business (Japanese personnel)

Development of HR for overseas
business (foreign personnel)

Increase distribution ratio of HR for
overseas business

Use of outside HR

Increase expatriate
staff/employees on overseas

W Total no. of firms
that review HR
for overseas
business (n=345)

OLarge firms
(n=80)

Reduce expatriate staff/femployees
on overseas

Reduce distribution ratio of HR for
overseas business

Shift to outsourcing
Personnel reduction with [ SMEs (n=265)
mechanization, introduction of Al,

etc.

Notes:1) n=the number of firms that answered specific policies for the review among those
who chose “review HR for overseas business” in review policies. 2) The table only shows
the items where the number of respondent firms is 10 or more.

Personnel reduction with mechanization,
introduction of Al, etc. (n=15)

Increase distribution ratio of HR for overseas |
business (n=83)

Development of HR for overseas business |
(foreign personnel) (n=100)

Use of outside HR (n=54)

2019
Development of HR for overseas business
(Japanese personnel) (n=110)

Recruitment of HR for overseas business |:

(foreign personnel) (n=134) 2020
Recruitment of HR for overseas business |
(Japanese personnel) (n=103) OTo be

Shift to outsourcing (n=25) .

Increase expatriate staff/femployees on overseas |
(n=40) :

Notes:1) n=total number of answers in reviev(\)/ conttze%t. Su‘rl\(/)eyedqgl)rms t%%t an%g\?ereﬁ’/")
timing for review among those who chose "review HR for overseas business" in review
policies. 2) The table only shows the items where the number of respondent firms is 10 or
more.
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6. Utilization and issues of digital technology

- Large-scale firms and SMEs show different perception toward
digital technology -
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Utilization and issues of digital technology: view on digital technology

Majority of large-scale firms recognize the impact

m Regarding views on digital technology, 49.3% of large-scale firms are aware of its impact, while 40%
of SMEs are not certain about its potential impact, showing they have different perception.

m By industry, more than 50% of the firms in “communication, information & software,” “finance & insurance,”
and “IT equipment/electronic parts & devices” say “there is digital technology with a big impact.”

Views on digital technology (by firm size) Views on digital technology (by industry)
(%)
0 Right now |
(%) o Thereis no | don't know
0.0 20.0 40.0 60.0 Therels | o articular | ifthereis a
digital . -
| | | ) Number digital digital
. technology No answer
of firms Withiabi technology | technology
. . . X Q with a big with a big
There is digital technology with a [ impact | impact on our
P 49.3 business
big impact
Total 2,722 37.4 227 37.8 21
Manufacturing 1,429 374 245 35.8 22
1 Food &beverages 380 33.9 226 41.8 1.6
A 3 . Textiles/clothing 88 36.4 30.7 295 34
There is no parUCUIar d'g'tal Wood & wood products/furniture & building materials/paper & pulp 49 34.7 18.4 44.9 20
technology with a big impact Chemicals 59 33.9 25.4 40.7 -
Medical products & cosmetics 47 36.2 234 29.8 10.6
- Coal & petroleum products/plastics/rubber products 56 429 28.6 19.6 8.9
. . Ceramics/earth & stone 20 30.0 35.0 35.0 -
X nghif I”IOW. ! _don tknow 37.8 Iron & steel/non-ferrous metals/metal products 161 41.0 19.9 36.0 31
if there is a digital technology 30.7 General machinery 92 489 25.0 25.0 1.1
with a big impact on our business | I 39.1 I Electrical equipment 72 417 26.4 306 14
1 = IIT equipment/electronic parts & devices 32 56.3 I 18.8 25.0
ars/car parts/other transportation machinery (] 42.0 232 34.8 -
. B Total (n=2,722) Precision equipment 65 385 23.1 35.4 3.1
No answer . _ Other manufacturing 239 32.2 285 38.1 13
a La rge—scale f|rms (n_410) Non-manufacturing 1,293 37.4 20.8 40.0 1.9
[ SMEs (n=2 312) Trade and wholesale 584 31.0 221 45.7 1.2
J ! Retail 128 39.8 242 34.4 16
Construction 78 385 231 385 -
Note: n=the total number of respondent firms. rﬁﬂi Loll. 25 0.4 127 2oL 18
Finance & insurance 62 613 145 145 9.7
* “Digital technology” in this survey refers to “new digital Communication, information & software 118 66.1 10.2 229 08
technology and business practices using such technology that Professional servces 65 415 262 323 .
.. ) ) " ol Other non-manufacturing 203 28.6 227 45.3 34
would change the existing way of doing business,” specifically
mCIUdmg €-commerce (EC)' I’ObOtS, 3D prlnters, loT (Intemet of Notes: 1) n=the total number of respondent firms. 2) Shaded cells indicate top 5 industries with the
things), big data, artificial intelligence (Al), and FinTech. highest percentage response for each item. Bold digits indicate items with the highest percentage

response for each industry. Copyright © 2021 JETRO. All rights reserved. 62




Utilization and issues of digital technology: view on digital technology

Hoping for utilization of EC

m Firms that answered “EC” as “digital technology with the biggest impact” increased by 7.0 percentage points
from FY2017, indicating that utilization of EC has been drawing attention owing to COVID-19 pandemic.

m For digital technology with the biggest impact, the top answer among large-scale firms was “loT,” showing that
they had a different perception from SMEs.

(Total)

20.0 40.0

(%)
60.0

Artificial intelligence (Al)

Robots

Big data %%
3D printers 2%
FinTech g/ 4§  ©FY2017
: (n=1,557)
Other '4?)6
) EFY2020
No answer 0%3 (n=1,018)

(Large-scale firms)
(%)
40.0

20.0

loT

28.5
3

e-commerce (EC)
FinTech

Artificial intelligence (Al)
Robots

Big data

3D printers _01 OFY2017
=383)
0 (n
Other 4.0
mFY2020
No answer _35-9 (n=202)

Note: n=the number of firms that answered “there is digital technology with a big impact.”

Digital technology with the biggest impact

(SMEs)
(%)
0.0 20.0 40.0 60.0
e-commerce (EC 433
loT
Artificial intelligence (Al)
Robots
3D printers
Big data
FinTech
OFY2017
Other 8 (n=1,174)
No answer mFY2020
(n=816)
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Utilization and issues of digital technology: advantages of utilization

Utilization advantages varying by digital technology

m Regarding advantages of utilizing digital technology with the biggest impact, advantages recognized by firms
varied by technology: top answers were “strengthening of marketing and expansion of customer base” for EC,
“stabilization and improvement of product/service quality” for IoT and Al, “creation of new industries” for 3D printers,
big data, and FinTech, and “response to rising wages and labor shortage” for robots, respectively.

Advantages of utilizing digital technology (by technology)

(Multiple answers, %) (Multiple answers, %)

EC Robots

(Multiple answers, %)

3D Printers
80.

(Multiple answers, %)

loT

0.0 20.0 400 60.0 800 0.0 20.0 40.0 60.0 0.0 20.0 40.0 60.0 80.0 0.0 20.0 40.0 600 80.0
. . . . 574 ; . . , \ \ . ) " m— . . . )
Marketing & sales I Rising wages, labor shonagel _171. I Creation of new products etc. _438 574 Quality stabilization,
78.6 " o - — m— )
. 39.4 Quality stabilization, 63.4 Improving efficiency, optimizing 71.3 .
Individual customer needs 36.8 improvement 2 operations Creation of new products etc.
Creation of new products etc. 32.6 Improving efficiency, optimizing Quality stabilization, Improving efficiency, optimizing
4.0 operations improvement operations
Lower entry barriers Succession of expert technique Individual customer needs Succession of expert technique
uality stabilization, . .
Q imt);;rovement Creation of new products etc. Marketing & sales Individual customer needs
Rising wages, labor shortage Marketing & sales Succession of expert technique Marketing & sales
Improving efficiency, optimizini . -
P 9 operatior):s P 9 Individual customer needs Rising wages, labor shortage Rising wages, labor shortage
Succession of expert technique Lower entry barriers 17 Lower entry barriers Lower entry barriers 5
oth o 13 OFY2017 0 OFY2017 0.9 OFY2017
er E:n\i%%:g Other 17 (n=227) Other 4.3 (n=80) Other 73 (n=316)
Low advantage (i 8 Low advantage gé Don't know _205 Low advantage 0197
. 2.4 " 0.0 .0 g 0.0 mFY2020
Don'tknow [ g BEY2020 Don'tknow | @ [ ] (Fntzf)ﬁat)) Low advantage ‘0 u FnY_iCJ%O Don'tknow | g'g (o173)
n=397 = =
. No answer 118 ( ) No answer 0?02 No answer 03 No answer gg
B I g d at a‘ 0.0 20.0 400 60.0 80.0 A I 0.0 20.0 40.0 60.0 80.! FI n TeC h 0.0 20.0 400 60.0 80.0
; ; : 60.6 ‘ Quality stabilization, 47.0 " i : : : 64.0 ‘
I Creation of new products etc. Iﬁ 62.3 improvement 474 ICreatlon of new products etc.l —-‘61_4
- 7.7 Improving efficiency, optimizing 0.6 o 0 42.7
Individual customer needs 62.3 operations A7.4 Individual customer needs 155
Marketing & sales Eg% Creation of new products etc. 4%1-3_9 Qu?m)’;rzt\?:#:ée;?on, 36.515'3
Quiality stabilization, . " 37.3
improvement Marketing & sales 44.4 Marketing & sales X
. . L 6 Improving efficiency, optimizing
Succession of expert technique Individual customer needs 385 operations
Improving efficiency, optimizing i 50.7 i
operations Rising wages, labor shortage 5 Rising wages, labor shortage
Rising wages, labor shortage Succession of expert technique Lower entry barriers
i 5.6 i 7.8 i i X
Lower entry barriers 38 Lower entry barriers 6.7 Succession of expert technique 23
00 e (an=27011)7 14 OFY2017 "0 OFY2017 Note: n=the number of firms that
Other 3.8 Other 32 n=217) Other 23 (n=75)
- ! ( : answered the technology
Low advantage 88 Don't know 8? Don't know 0293 concerned was the technology with
BFY2020 i i
Don't know 88 (n=53) Low advantage 88 EFY2020 Low advantage 88 mFY 2020 the blggeSt ImpaCt'
(n=135) (n=44) Copyright © 2021 JETRO. All rights reserved.
0.0 09 27 9 9
No answer | g'g No answer § 5% No answer 4%




Utilization and issues of digital technology: utilization-related issues

The issue is adelay in securing IT human resources

m Regarding issues in utilizing digital technology, the top answer was “lack of technical human resources” (55.7%).

m Regarding effort to secure IT human resources, 44.3% of SMEs answered that they have “not secured enough human
resources,” showing they had a different perception from large-scale firms (more than 60% answered “securing and
training of new graduates and mid-career recruits”).

Effort to secure IT human resources

Issues in utilizing digital technology (Multiple answers, 9)
(Multiple answers, %) 0.0 20.'0 49'0 69'0 89'0
0.0 10.0 20.0 30.0 40.0 50.0 60.0 I 400
: : : : : : : Not secured enough human resources 15.6 :
Lack of technical human resources I 55.7 =) 443 | SMEs
Large-
Cost of installation and operation [ INNININININININGIGTGNGNNNNNNEEEEE /0.8 Securing/training of new graduates, mid-career
recruits, and directly hired employees scale
Lack of outside partners [ NG 0.4 :
P — — firms
Contracting with firms and IT engineers with
No expected sales to recover investment [ N 193 specific technology
Difficult to integrate with existing in-house
infrastructure I 18.4 Recruiting foreign human
resources/international students
Insufficient infrastructure | N NN 16.1
. . Strengthening cooperation with Japanese
Information leak risk NN 13.9 universities/research organizations
No organizations to consult [N 125 5.0
Want to secure but don't know how gl_ 5
Technology still developing NI 11.6 57
it diaries/affil 2.9
Cannot gain understanding within firm N 9.7 Recruiting at overseas sqbsudlanes/afflllated =)
companies T23
Regulations, uncertainty in operation [N 8.7 07
Securing through M&A/funding in other firms ;:I 5.4
Dontknow [l 4.0 122
mTotal
No need foruse [ 0.8 (n=1,018) Strengthening cooperation with overseas 1254
universities/research organizations 13
Other [ 5.0 35 m Total (n=2,722)
Other ; 3.7
No answer [l 2.7 =} 3.4 oLarge-scale firms (n=410)
No answer ;_—|3-57.3 BSMESs (n=2,312)
128
Note: n=the number of firms that answered “there is digital technology with a big Note: n=the total number of respondent firms. Copyright © 2021 JETRO. Al rights reserved.| 65
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Utilization and issues of digital technology: collaboration

Collaboration and cooperation looking overseas

m When asked about business collaboration or cooperation with domestic and overseas firms or
organizations, 35.7% answered that they were “engaging in” or “considering” doing so.

m In terms of the content, "business collaboration and joint research with domestic firms" was the highest
at 65.0%, while 30% of the firms were seeking collaboration with overseas firms/human resources.

Collaboration/cooperation with Content of collaboration/cooperation
domestic and overseas firms/organizations (ltple answers. %0

0.0 20.0 40.0 60.0 80.0
Business collaboration/joint research with _ 65.0
domestic firms .

Business collaboration/research with _ 222
universities/research organizations .

23% Cooperation with domestic start-ups - 16.3
i 35.7%

Secondment/personal exchange of domestic - 70
Engaging in specialized human resources ’
18.6%

Acquirement of business/resources by M&A of . 6.0
domestic/overseas firms ’

Not engaging

Development of new domains via Dejima I 21
strategy .

in, but
’ ; considering Business collaboration/joint research with
Not engaging in 17.1% overseas firms _ 233
62.0% Firms that answered
Cooperation with overseas start-ups - 9.1
any of these
Deployment of new business with overseas firms . 3.6 0 ptl ons:
30.7%
Secondment/personnel exchange of overseas 0/ i
specialized human resources l 33 (273 % in FY2018 (*NOte))
other [ 4.0
Note: n=the total number of respondent firms. I(Totgl73)
n=

No answer . 4.4
Note: n=the number of firms that answered “engaging in collaboration/cooperation” or “not engaging in, but
considering.”

Answer options in FY2018 were “Cooperation with overseas start-ups,” “cooperation with overseas firms,” and
“cooperation with overseas universities/research organizations.” Copyright © 2021 JETRO. All rights reserved. 66
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