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Professor  Dominique  Turpin 

graduated from the  ESSCA in 

France and earned a PhD in eco-

nomics from Sophia University 

in Tokyo. He worked in Japan 

and regularly publishes articles 

and books in Japanese. Regularly 

working with the top Japanese 

companies, Professor Turpin has 

developed over the years a strong 

understanding of Japanese com-

panies and the Japanese business 

environment. 

He served as IMD President for 6 

years. His current research fo-

cuses on brand management.  

 

Could  you  please  introduce 

your professional background 

to our readers? 

I went for the first time to Japan 

in 1978 and lived there for several 

years in the 80s. At this time, the 

Japanese  economy  was  strong 

and Japanese companies were at 

the top.  

When I joined the IMD, I was 

among the few non-Japanese to 

have  both  a  theoretical  and 

working experience with Japa-

nese companies. 

I am focusing on marketing and 

strategy, but not only. I conduct-

ed many customized programs 

for companies, some among the 

largest in the world. Over time, 

the  IMD  has  developed  tight 

bonds with Japanese companies. 
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One of my first clients in IMD 

was Sony and since then many 

others Japanese companies have 

come to us for customized pro-

grams or consultancies. 

 

Can you briefly introduce the 

IMD? 

The  IMD  is  an  independent 

business school located in Lau-

sanne. It is the merger of the 

former  International  Manage-

ment Institute  (established  by 

Alcan)  and the  “Institut  pour 

l’Etude des Méthodes de Direc-

tion de l’Enterprise (established 

by Nestlé).  

The IMD focuses only on busi-

ness management. We have pro-

grams for individuals including 

the Master and Executive Mas-

INTERVIEW 

会見  

“The brand is the ultimate differentiation” 

ter  of  Business  Administration 

(MBA and EMBA). We also offer 

corporate oriented services with 

customised programs.  

 

You were President of the IMD 

for six years, what were the 

challenges you faced? 

The main challenge was certainly 

to find the right professors to 

recruit.  The  IMD  is  business-

oriented and the people we are 

looking for need to have a profes-

sional background with corpo-

rate executive management.  

As a recent trend, I would also 

say that the competition is in-

creasing, especially with the arri-

val of consultant firms.  

 

(continued on page 2) 
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strengths and weaknesses of Jap-

anese companies? 

Japan has a long history and strong 

culture. Japanese companies know 

very well the needs and expecta-

tions of their domestic market in 

which most of them do the quasi-

totality of their business. This is 

great on many aspects since they 

are diligent, have a long-term orien-

tation  and  provide  high-quality 

products and services. A customer 

can expect a Japanese product or 

service to be excellent. 

On the other hand, having so much 

in common is sometimes a handicap 

when Japanese companies want to 

develop  their  overseas  business. 

This is why I strongly encourage 

them to develop their entrepreneur 

spirit and seek diversity in every 

possible  way:  gender,  generation, 

nationality, etc. 

 

A company usually follows the four 

same  steps  when  they  expand 

abroad: 1.  export the product; 2. 

export the management; 3. localize 

the  management  by  hiring  local 

people; 4. no longer care about the 

nationality of your management. 

Most Japanese companies are still 

on stage two or three and therefore 

might lack a global mindset. In the 

end what matters is who the best 

person for the job is.  

 

Why do companies seek for your 

expertise? 

One aspect of the IMD that compa-

nies appreciate is the fact that we 

are neutral and we do not have an 

ideology. We will not tell you this 

kind of management is better than 

another. We try to understand the 

need of the company and help them 

to  find  a  suitable  solution  to 

achieve their goals. 

I would add as well that we are not 

narrow specialists but rather gen-

eralists. Therefore we can fulfill the 

needs of customers coming from 

very different fields.  

 

As an expert in brand manage-

ment, what are the latest trends 

in this field? 

The brand is the ultimate differen-

tiation. Without a brand you are 

simply  commodity  providers. 

Without a brand you go for the 

cheapest. Today, people have plen-

ty of choice for everything. So the 

question is: how can I bring the 

customer to choose my product? 

A good brand results from long-

term efforts. Ultimately, the brand 

is the result of all the good deci-

sions you made.  

 

One of the latest trends is the ris-

ing importance of the brand pur-

pose.  People do not only buy a 

product because of its good quality 

but also because of the company’s 

positive image. For instance, social 

and  environmental  commitments 

are important for the consumers. 

Companies have to be aware of it; 

especially on nowadays with social 

media  amplifying  every  decision 

good or bad.  
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To face this competition it is vital 

to  remain  customer-oriented  by 

adapting our offer to the compa-

nies’ needs. To achieve this goal we 

are  providing  shorter  programs 

available online or developing what 

I call “edutainment”. It is a subtitle 

balance  to  find allowing you to 

catch the attention of the audience 

in order to deliver the message in 

the most efficient way.  Like ex-

ports-oriented industries, the high 

value of the Swiss franc is also a 

challenge for us because most of 

our customers and students come 

from abroad.  

This said, I supposed we managed 

those challenges pretty well con-

sidering that the  IMD has been 

ranked among the very best busi-

ness school for the last years (8 

years in a row as 1st or in top 3 de-

pending on the category).   

 

Could tell us more about your 

long working experience in Japan 

and with Japanese companies? 

Japanese companies tend to focus 

on the Japanese market. They miss 

a global mindset.  Among others, 

our task is to help them to develop 

this global vision and to implement 

it. Nobody knows a company bet-

ter than its employees; this is why 

we do not tell  them what they 

should  do  but  rather  challenge 

them in order for them to find the 

solution.  

 

In your opinion what are their 

“The brand is the ultimate differentiation” 
Interview with Professor Dominique Turpin, Dean of External Relations at IMD 
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ACTIVITY 

活動  

Japan had elections on July 21st; 

124 of the 245 seats of the House of 

Councillors were contested.  

Members  of  the  Japanese  upper 

house are elected for six years but 

only half the seats are contested at 

once. The election for the other half 

will take place in three years.  

The  leading  coalition  of  Prime 

Minister Abe (LDP in blue and KP 

in green) kept a strong majority in 

the upper house and has therefore 

secured  his  control  of  the  two 

chambers of the Diet. Le Liberal 

Democratic Party remains by far 

the  largest  party  in  the  upper 

house, with 113 of the 245 seats but 

suffered the loss of 12 seats com-

pare to the pre-election situation.  

Prime Minister Abe said that Japa-

nese voters have chosen stability 

and he will go on with the sched-

uled economic reforms such as the 

increase of the VAT from 8 to 10%. 

Nevertheless, amending the consti-

tution will be difficult, since it re-

TREND 

動向  

Japanese upper house elections 

White Paper on International Economy and Trade 2019 
The Japanese Ministry of Economy 

Trade and Industry (METI) pub-

lished its annual White Paper on 

International Economy and Trade 

2019. This year's edition highlights 

the  dichotomy  between  global 

trade that has never been as inter-

dependent as it is today and the 

rise of protectionism that affects 

the global value chains and threat-

ens the multilateral trading system.  

  

Regarding  Japan  specifically,  the 

country’s goods trade expanded in 

terms of both imports and exports. 

However, as the growth in the val-

ue of imports (9.7%), which was 

mainly due to a resource price rise, 

was higher than the growth in the 

value of exports (4.1%), Japan rec-

orded a trade deficit for the first 

time in three years (since 2015). 

The main reason why the growth in 

exports was weak is presumably 

that exports of general and electri-

cal machinery decreased in the sec-

ond half of the year because the 

semiconductor market was cycli-

cally weak in a contraction phase 

and because the Chinese economy 

slowed down.  

Source: METI 

quires  a  two  thirds  “super-

majority” in both chambers.  

The participation rate (48%) was 

historically  low  in  comparison 

with previous elections.  

House of Councillors as for 22 July 2019. 

Parties are represented by size not by political orientation.  

 

Full name of the parties on the chart from left to right: 

Liberal Democratic Party; Constitutional Democratic Party; Komeito Party; Dem-

ocratic Party for the People; Ishin; Japanese Communist Party; Social Democratic 

Party; Independents 

Indicator 1: International Press / Indicator 2 Japanese press 

https://www.meti.go.jp/english/press/2019/pdf/0718_001a.pdf
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INNOVATION 

革新 

Japan’s recent contributions to the space exploration 
This month we celebrate the 50th 

anniversary of  the  lunar mission 

Apollo 11. It was the very first time 

a human being put a foot on the 

moon.  

Since then, many small and big con-

tributions have helped humanity to 

better understand its origins. 

The Japanese Aerospace Explora-

tion Agency (JAXA) is a leading 

contributor  to  space  exploration 

and recently achieved two world 

firsts.  

The Hayabusa 2, an asteroid ex-

plorer  we  already  talked  about, 

successfully  achieved  its  second 

touchdown  sequence.  The  se-

quence included the discharge of a 

projectile in order to break the sur-

face and collect underground sam-

ples. Having achieved this complex 

sequence  Hayabusa  2  will  come 

back on earth with the precious 

sample  of  the  asteroid  Ryugu. 

Ryugu is classified as a C-type as-

teroid possibly as old as the for-

mation of the solar system. 

A few weeks later, another JAXA 

experiment contributed to future 

long  term  human  activities  in 

space. 

On-board the Japanese Experiment 

Module of the International Space 

Station,  Scientifics  experimented 

with  long-term  habitation  in  a 

moon-like  gravitational  environ-

ment. 

The moon’s gravity is one-sixth of 

the earth's gravity and the long-

term effects of its gravity on living 

creatures as never been tested.  

To achieve this experiment, Japa-

nese scientists created a research 

platform able to simulate gravity 

between 0G (deep space) to 1G 

(earth gravity). 

All the mice were successfully re-

turned back to the Earth alive. 

Sources: 

Hayabusa 2 and ISS Experiment 

The cell biology experiment facility in “Kibo” (ISS Japanese Experiment Module) 
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https://global.jaxa.jp/press/2019/07/20190711a.html
http://iss.jaxa.jp/en/kiboexp/news/190701_mhu-4.html

