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About the surveys




Survey Background

Purpose of the survey

e ASEAN companies’ sentiments towards Japanese businesses and government
® Enhance Japan-ASEAN economic cooperation

Surveyed methods and survey period

® Online Survey and Key Informant interviews
® 18 January 2022 to 25 February 2022

Surveyed countries

e ASEAN companies in 10 ASEAN countries

Response rate

e Quantitative: 459 valid responses from 6,554! invitations.
® Qualitative: 42 key informant interview sessions.




Quantitative survey: Majority of respondents were senior
management level from private companies with annual turnover of

under US$50 million.

Figure 7: Figure 8: Figure 11:
Respondents by seniority Company types Range of annual revenue

Below US$ 1 mil
Public Listed

Senior i
Companies

Between US$ 1 -

Management
50 mil

(Group Level, C-

Suite, Director,

Between US$ 50 -
500 mil

Private company

Non-Senior

Management
(Others) MSME Between US$ 501 -
1,000 mil
Excluded Data More than US$ 1
0% 25% 50% 75% 100% bil
B Yes B No
0.0% 20.0% 40.0% 60.0% 0.0% 10.0% 20.0% 30.0%
0 . . o 78.6% of respondents were from private companies. ® 74.1% of the respondents work in companies with
® 62.5% of the respondents are C-Suite executives. . . o11s
® 64.7% of the private companies were MSMEs. an annual turnover of below US$50 million.




Qualitative survey: 42 interview sessions with representation skewed
towards senior executives in ASEAN-6 economies and manufacturing
sector

Figure 53: Analysis of background of the interviewees Figure 54: Annual Turnover by

Industry Type
Indonesia 7
Manufacturing 12 n 31
Malaysia 6
Non Manufacturing
Philippines
0 10 20 30
. B A Below US$ 1 million [ B.Between US$1-50mil [ C.Between US$ 50 - 500 mil [l D. Between US$ 500- 1 Bil
Thailand B E. Above US$ 1 Billion
Vietnam
Cambodia
Figure 55: Seniority of Interviewees
Laos
Singapore
aior Management
Brunei (Owners, Group
Level, C-Suite,
Myanmar irector, GM, etc.)

Non-Senior
0 2 4 6 Management
(Others)
B Manufacturing With Japanese Experience [/] Manufacturing Without Japanese Experience
[ Non-Manufacturing With Japanese Experience

Non-Manufacturing Without Japanese Experience 0.0% 20.0% 40.0% 60.0% 80.0%




SWOT Analysis




SWOT Analysis: Strengths and Weaknesses

STRENGTHS WEAKNESSES

Most compelling reason to partner: technology 1. Least compelling reasons for partnership: Japanese
Competitive advantage: superior service quality regulation / business support; culture; human capital
Transparent partner 2. Pricing faces the most competition - will lose
Trustworthy partner competitiveness in the next decade.

Advantageous business ethics Inflexible business partner

No. 1 in indigenisation (localisation) policy No 4: Communication and openness

N R

No. 1in planning and efficiency of project Slow at decision making

N Wk W

execution Promotion and marketing
8. No. 1in technical know-how
9. No.1lin technology transfer

10. No. 1 in strategic SMEs partners




SWOT Analysis: Opportunities and Threats (Competition)

OPPORTUNITIES THREATS (COMPETITION)

1. No. 1 trade alternative due to US-China trade 1. Trade and investment dominance in ASEAN in the
tensions next decade: China (69.5%)

2. No. 1leader in helping ASEAN’s sustainable 2. Economic dominance in ASEAN in the next decade:
transformation China (73.0%)

3. No. 2 to boost ASEAN’s economic recovery 3. Most comparable to Japan’s industrial dominance:

4. No. 2 most likely to help ASEAN’s IR 4.0 China (49.9%)
transformation 4. Over 91% perceive another country’s industrial

5. No. 2 most supportive government to business strength either had improved (past decade) or will
(influential) improve (next decade). Top reason: faster speed to

6. No. 3 Industrial capability market of other countries




Strengths




Technology and business culture are the top reasons to partner with Japanese

companies with superior service quality perceived to be Japan’s most competitive
advantage

Figure 37: MOST compelling reason to Figure 39: Perceived competitive advantage of Japanese
partner with a Japanese company companies compared to companies from other countries

Technology Superior service quality

Business culture Advanced technology

Products Solid Reputation

Brand equity Strong Brand equity

Japanese regulation/

business support Affordable pricing

Financial advantage Ease of doing business

Human capital Other (please specify)

0.0% 10.0% 20.0% 30.0% 40.0% 0.0% 20.0% 40.0% 60.0% 80.0%

e Technology is the most compelling reason to partner with a ® Japanese companies’ service quality is top notch.
Japanese company.
® Qualitative survey: commendable work culture but need
women’s participation 10




Strong consensus on Japanese businesses’ transparency, trustworthiness, and
business ethics (1 of 2)

Figure 42: Figure 44:
Perceived transparency of Japanese business as a partner Perceived trustworthiness of Japanese business as a partner

Very Transparent Very Trustworthy

Somewhat Transparent Somewhat trustworthy

Neutral Neutral

Not So Transparent Not So Trustworthy

Very Untransparent Not Trustworthy At All

0.0% 100% 200% 10.0% 0.0% 10.0% 200% 30.0% 40.0% 50.0%
® 71.3% - Japanese businesses are transparent. ®  90.4% - Japanese businesses are trustworthy partners.
® Qualitative survey: Transparency is earned through trust, ® Qualitative survey: Japanese trustworthiness is top notch.

rigidity is a challenge.
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Strong consensus on Japanese businesses’ transparency, trustworthiness, and
business ethics (2 of 2)

Figure 45:
Perceived business ethics of Japanese business as a partner

Strongly Advantageous

Moderately Advantageous

Neutral

Moderately Disadvantageous

Highly Disadvantageous

0.0% 10.0% 20.0% 30.0% 40.0% 50.0%

® 87.2% - business ethics of Japanese companies to be advantageous.
® Qualitative survey: Japanese partnerships are characterised by trust, dedication and long-term
relationships.

STRENGTHS

12



o o L] L] L] L] STRENGTHS
Japanese businesses excel at localising their operations and at planning and _

efficiency of project execution

Japan 340% 122% I 15%
Figure 46: Perceived indigenisation (localisation) policy of
China o o . .
% 1o . e Japanese businesses compared to other countries

South
Korea 14.8% 105% I 2.6%

US 168% 132% . 41% ®  66.2% - very high degree / some level of indigenisation

® Qualitative survey: Limited localisation - less flexibility and
EU 17.6% I e language barriers.
UK BEyza 196% l 28%
0.0% 25.0% 50.0% 750% 100.0%
B Very high degree of indigenisation ¥ Some degree of indigenisation [ Neutral Less degree of indigenisati M No indigenisation at all

Japan 54.0% 2 .o'+ 0.0%

Us s MI e Figure 48: Perceived planning and efficiency of project execution

of Japanese businesses compared to other countries

FU 203% 41%| 0.0%
South o . i . e 88% - high / very high level of planning and efficiency.
Korea

UK 155% ﬁi 13%
China 153% 122% . 33%

0% 25% 50% 75% 100%

B Very high level of planning and efficiency [ High level of planning and efficiency = Neutral Low level of planning and efficiency M Very low level of planning and efficiency 1 3




Japanese businesses are perceived to have the highest technical know-how and

technology transfer

Japan
UsS

EU

South Korea
UK

China

)
54.9% GS% 0_4‘% 0.4%

1
36.6% 1.3‘:/0 0.2%

28.5% 2.6"%0 0.2%

22.2% 2.0“%(; 0.4%

20.0% .7°/o: 0.7%

21.6% 5.0%. 1.5%

0% 25% 50% 75% 100%

B Very high level of technical Know-How / knowledge [l High level of technical Know-How / knowledge [ Neutral

Low level of technical Know-How / knowledge [ Very low level of technical Know-How / knowledge

STRENGTHS

Figure 49: Perceived technical know-how of Japanese businesses
compared to other countries

Japan
UsS

EU
UK

South Korea

China

29.6% 6.3% I 0.9%

17.2% 6.8% I 1.1%

12.0% 7.6% I 0.7%

8.9% 8.3% l 1.1%

8.1% 13.5% l 1.1%

100%

11.1%

0% 25% 50% 75%

[ ] Very high level of Technology Transfer
Low level of Technology Transfer

[ ] High level of Technology Transfer [l Neutral
[ | Very low level of Technology Transfer

®  92.4% - very high / high level of technical know-how and
knowledge.

Figure 50: Perceived level of technology transfer of Japanese
businesses compared to other countries

® 70.6% - high / very high level of technology transfer.
® Qualitative survey: Japanese companies committed to
knowledge transfer.

14



STRENGTHS

Japanese SME:s are also perceived to be strategic business partners

Japan

UsS

South Korea

EU

China

UK

31.4%

22.7%

11.3%

13.1%

19.0%

12.0%

B Very strategic

[ Strategic

25%

[ Neutral

4.6%% 0.0%
6.1%' 1.3%
6.3%| 0.4%
4.8°/(’ 0.7%
13.7% l 2.8%
7.8% I 0.9%

50% 75% 100%

Not so strategic [ Not Strategic at all

Figure 52: Perceived expectations of Japanese SMEs as a
business partner compared to other countries

® 80.4% - Japan SMEs would make strategic / very
strategic business partners.

® Qualitative survey: Japanese SMEs leverage big
corporations to venture out of Japan.

15



STRENGTHS

Perception of Japan’s indisputable strengths

%2 JAPAN AS A BUSINESS PARTNER

41.6%

technology most

compelling reason

l"’

90.4%

trustworthy

87.2% 80.4% 71.3%

business ethics superior service quality transparent

STRENGTHS COMPARED TO

66.2%"""

indigenisation /
localisation policy

OTHER MAJOR ECONOMIES

92.4% "'

technical know-how /
knowledge

88.0% '  80.4% “°' 70.6% !

planning and efficient project SME:s as strategic business technology transfer

execution partners

16
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WEAKNESSES

Japanese regulations is the top reason not to partner with Japanese companies
with pricing the area that Japan faces the most competition

Figure 38: LEAST compelling reason to partner with a Japanese Figure 40: Perceived areas that Japan faces the most competition
company comparison to its top competitor

Pricing
Japanese regulation/
business support

Marketing and
promotion

Business culture

Human capital

Human capital

Technologies

Financial advantage
Product quality/design

Brand equity )
Brand equity

Products Efficiency

Technology Other (please specify)

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 0.0% 250% 50.0% 75.0%

e Regulation / business support (24.4%) and business culture o Pricing (75.4%), marketing and promotion (59.3%), and human

(23.5%) are the least compelling reasons to partner with a Japanese capital (55.3%) are areas where Japan faces the most competition.
company ® Qualitative survey: Japan’s quality is unmatched but pricing is less
® Qualitative survey: communication barriers, inflexibility, long competitive.

decision making process are least compelling factors. 1




A combined 76.7% of respondents believe that Japan is likely to lose its

competitiveness in pricing in the next decade

Pricing 36.8% 4.80/% 0.7%
H ital 30.7% 9.4% . 4.8% .
Hman capt ’ Figure 41:
Marketing and e 11.1% l 2 8% Areas Japan will likely lose its competitiveness
promotion in the next decade
Technologies 14.4% 27.7% - 14.4%
Product quality/ design VAV 1 31.8% - 12.2% PY TOp 3.
o  Pricing (76.7%
Efficiency JRRVA 26.8% - 15.3% g ( . )
0  human capital (66.9%)
Brand equity A 27.9% - 10.5% © and mar keting pr omotion (5 6'2%)
0.0% 25.0% 50.0% 75.0% 100.0%

B Verylikely [ Somewhat likely [ Neutral Less likely [ No likely at all
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WEAKNESSES

Mixed reviews on Japanese businesses’ flexibility which can be improved

Figure 43:
Perceived flexibility of Japanese business as a partner

Very Flexible

Somewhat Flexible

Neutral

Not So Flexible

Very inflexible

0.0% 10.0% 20.0% 30.0%

® Mixed reviews on Japanese businesses’ flexibility as a business partner.
® Qualitative survey: Less flexible and more rigid due to a regulation mindset. Due diligence process
before making decisions.

20




Japanese businesses are less known for their communication and openness

while trailing far behind other countries in speed of decision making

Figure 47: Perceived communication and openness of Japanese
businesses compared to other countries

us 375% .6%' 04%
EU 19.6% .9%' 1.1%
UK 22.9% s.4%| 04%
Japan 163% 20.3% I 0.7%
South Korea E#I/ 19.4% I 1.5%
China 11.8% 29.6% . 5.0%

0% 25% 50% 75% 100%

M Very high degree of communication and openness [ Some degree of communication and openness [ Neutral Less degree of communication and openness
B No communication and openness at all

China 23.5% 5.4%. 2.0%
us 19.4% 4.6%' 1.5%
South Korea &2 10.9% I 0.7%
A0 659/, 9.6% l 2.2%
UK R 10.5% I 1.3%
Japan 13.7% 28.8% - 9.2%

0% 25% 50% 75% 100%

B Very fast Speed of Decision Making ] Fast Speed of Decision Making [ Neutral
Slow Speed of Decision Making B Very Slow Speed of Decision Making

® Japan (57%) ranked 4th in communication and openness.
® Qualitative survey: Communication barriers observed and
openness is required.

Figure 51: Perceived speed of decision making of Japanese
businesses compared to other countries

® 36.4% - very fast / fast decision makers.

® Qualitative survey: Meticulous planning compromise
speed in decision-making and multi-layered approval is
time consuming.

21
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WEAKNESSES

Japan’s Perceived Areas of Weaknesses

GOVERNMENT REGULATION

% PRICING

/ BUSINESS SUPPORT
0 0 0
24.4% 75.4% 76.7%
government regulation / business support is the least pricing is area Japan face pricing is area Japan will lose
compelling reason to partner with Japanese companies most competition competitiveness in next decade
>3 :
G FLEXIBILITY E¥ COMMUNICATION %3 DECISION MAKING
0 0 0
39.2% 57.0% ~o. 36.4%as7
perceive Japan to be a perceive Japan to have high / some degree perceive Japan to be
flexible partner of communication and openness very fast / fast decision makers
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Opportunities




ASEAN businesses look to China, Japan and US to help boost economic recovery

with Japan among the top three in terms of its industrial capability strength

Figure 14: Top 3 countries perceived that will help boost Figure 16: Perceived strengths in industrial capability
ASEAN’s economic recovery among ASEAN’s trade partners

China China 16.9%

Japan UsS 14.9%
Us Japan 143%
EU EU 12.1%

South Korea South Korea 11.1%
Australia India 8.7%
India UK 8.0%
Canada Australia 73%
UK Canada 6.8%
0.0% 25.0% 50.0% 75.0% 0.0% 5.0% 10.0% 15.0%

e China (78.4%), Japan (73.2%) and the US (64.7%) are most able to
help boost ASEAN’s economic recovery.

® Qualitative survey: China expected to contribute most to
ASEAN’s economic recovery (geographical proximity). Japan also
benefits from proximity but more needs to be done.

® 16.9% - China has the strongest industrial capability among ASEAN’s
trade partners.
24




Japan ranked among the top three when it came to government support and is seen as
the best alternative trade partner to ASEAN in view of US-China trade tension

Figure 17: Governments perceived to be most supportive in providing Figure 20: Country perceived to be the best balancing alternative as
overall support to its private sector establishing business trade partners of ASEAN amidst of US-China trade tension

China Japan

Japan
EU

Us

India
EU

South Korea
South Korea

Australia Australia

Canada Canada

India

UK
UK
None of the above
0.0% 10.0% 20.0% 30.0%
0.0% 10.0% 200% 30.0%

® Chinese (33.8%) and Japanese (32.7%) governments' support for

their private sectors are strongest. ® 37.5% - Japan is the best alternative trade partner for ASEAN in
® Qualitative survey: Japanese government and agencies have view of US-China trade tensions.

provided beneficial support but most have not engaged them.
25




Japan is seen as a leader in helping ASEAN transform digitally and sustainably

Figure 21: Countries perceived to be the most likely leader in helping Figure 22: Countries perceived to be most likely leader in helping
ASEAN’s industry 4.0 transformation ASEAN transform to be a sustainable ASEAN

China Japan

China

Japan

Us EU

EU Us

India Australia

South Korea South Korea

Australia Canada

UK India

Canada UK

0.0% 10.0% 20.0% 30.0% 0.0% 10.0% 20.0% 30.0%

® 32.2% - China to take the lead in helping ASEAN with industry 4.0 e 37.0% - Japan to be playing a key leading role in assisting the
transformation. transformation to sustainable ASEAN.

26




. °_ o OPPORTUNITIES
Japan’s Perceived Area of Opportunities _

[ Top Rank ] second Rank || Third Rank (Value in %) [EEENTER. FTPT US EU f{outh Australia India Canada UK
orea

OPPORTUNITIES

Top 3 countries that will help boost ASEAN’s economic recovery 78.4 | 73.2 | 64.7 | 462 | 34.6 21.8 | 196 | 11.3 | 111

Countries with the strongest industrial capability among ASEAN’s trade
16.9 14.3 14.9 121 11.1 7.3 8.7 6.8 8.0

par tners

Governments that are most supportive to their private sector establishing a

presence in ASEAN 33.8 32.7 10.2 8.5 S 3.9 1.7 2.4 1.7

Countries perceived to be the best balancing alternative trade partners of
ASEAN in the midst of US-China trade tensions

Countries perceived to be the most likely leader in helping ASEAN's Industry

X 37.5 X 23.1 5.2 3.9 12.0 1.7 1.7

32.2 29.2 13.9 9.2 5.9 15 6.1 0.9 1.1

4.0 digital transformation

Countries perceived to be the most likely leader in helping ASEAN transform

to become a Sustainable ASEAN 21.4 37.0 9.4 21.4 3.1 3.5 1.3 2.6 0.4

27




Threats
(Competition)




Japan ranked among the top three when it comes to likeliness to dominate ASEAN’s

trade, investment and economy in the next decade

Figure 18: Countries likely to dominate ASEAN’s trade and Figure 19: Countries perceived to achieve economic dominance in
investment in the next decade ASEAN in the next decade

China China
Japan Japan B Y/)
EU REY)
Us
UsS 4.6 %
EU
India 39%
South Korea
South Korea 2.6%

India Others 15%

Australia UK 0.7%

Canada Canada | 04%

Australia | 02%

0.0% 20.0% 40.0% 60.0%
0.0% 20.0% 40.0% 60.0%

® 69.5% - China to most certainly dominate ASEAN trade and
investment in the coming decade.
® Qualitative survey: China, US and Japan - domination continues

e 73.0% - China to gain economic dominance in ASEAN in the next
ten years.

29




] ] ] ] [ L [ ’IHREATS (COMPE’H’IION)
China’s industrial dominance in ASEAN is viewed as most comparable to _
Japan’s

Figure 23:
Relative industrial dominance perceived to be most comparable to Japan by country

China

South Korea

Us

EU

India

Australia

Canada

UK

0.0% 10.0% 20.0% 30.0% 40.0% 50.0%

®  49.9% - China most comparable to Japan’s industrial dominance in ASEAN.

30




Perspective of past and future: Over 91% of res({)ondents consider another major
compared to Japan’s in the last decade;

economy’s industrial strength to have improve
and will improve compared to Japan in the future decade

Figure 24: Perceived industrial strength of the selected country
(in Q17) compared to Japan in the past 10 years

Significantly
improved
compared to

Japan

Marginally
improved
compared to

Japan

Slightly
diminished
compared to
Japan

Significantly
diminished
compared to
Japan

® Top 3 reasons:
O Faster Speed to market
O better pricing and more value for money
O better technology and innovation
® Qualitative survey: already threatened by China and S. Korea

THREATS (COMPETITION)

PAST FUTURE

Figure 27: Perceived industrial strength of the selected country
(in Q17) compared to Japan in the next 10 years

Will
significantly
improve and
may overtake

Japan

Will
marginally
improve but
will not
overtake

Will slightly
diminish and
will not
overtake

Japan

Will
significantly
diminish and 2.6%
will not

overtake

Top 3 reasons:
O  Faster speed to market
O  Better pricing and more value for money
O  More aggressive in marketing their offerings 31



Japan’s Perceived Areas of Threats (Competition)

I:I Top Rank I:I Second Rank I:I Third Rank (Value in %) K@ TP FY.2V US EU IS(outh Australia India Canada UK
(0) {1
THREATS (COMPETITION)
Countries likely to dominate ASEAN's trade and investment in the next
69.5 12.6 5.7 5.2 2.4 1.1 2.2 1.1 0.2
decade
Countries perceived to achieve economic dominance in ASEAN in the next
73.0 7.6 4.6 5.4 2.6 0.2 3.9 0.4 0.7
decade
Relative industrial dominance perceived to be most comparable to Japan by
country 49.9 X 10.0 7.6 25.3 2.6 3.1 1.3 0.2

Eﬂ INDUSTRIAL STRENGTH

>91%

another country’s industrial strength either

had improved (past decade) or will improve (next decade).

Top reason: faster speed to market by the other countries
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Summary

QUANTITATIVE SURVEY QUALITATIVE SURVEY

Outshining trustworthiness, business ethics, service Findings similar with slight nuances
competitors quality, and transparency
Japan ranks 1st technical know-how, planning and Well regarded Japan, Japanese businesses and Japanese
project management efficiency, and people
technology transfer.
Respondents’ Japan will continue investing in and With Regard partnerships to be most valued
hope providing technology, efficient practices Experience partnership due to the unwavering

and products to ASEAN, especially commitment and ethics

automotive industry. _ , , ,
y Suggestions with the intent of seeing the continued

Enhancement speed of decision making, flexibility, for blossoming of Japanese businesses,

needed pricing, human capital development, Improvements
and marketing and promotion as

competitors are catching up

Japanese SMEs most strategic partners to ASEAN
businesses.
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