ABSTRACT

THE ADAPTATION AND MARKETING STRATEGIES OF THE
JAPANESE MANUFACTURING FIRMS OPERATING
IN THE UNITED STATES: AN ECOLOGICAL
ANALYSIS AND AN INTRODUCTORY
SURVEY

by Hirofumi Matsusaki

This study is concerned with the marketing practices
of Japanese manufacturing firms as employed in Japan and
Amerlica. The study involves personal interviews with
executives responsible for the American operations. Those
who were not reached in this manner were respondents to a
mail questionnaire. 1In addition to the primary data thus
generated, an extensive analysis was made of secondary in-
formation available.
Two hypotheses were tested:
I. There are identifiable characteristics and
patterns of adaptation in the behavior of the
Japanese firms that operate in the Unilted
States.

II. The successful adaptation on the part of the
Japanese manufacturing firms 1s dependent on
the selectlive use of marketing strategies.

Both of these hypotheses were found to be tenable.
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The following were specific findings with regard to
the structure of the Japanese business in the United
States.

1. The product mix being imported is changing. In-
creased emphasis 1s on industrial goods and pro-
ducts which require complex and sophisticated
marketing.

2. Japanese firms have made entry via large major
metropolitan trading areas, New York ranking
first, followed by Los Angeles, San Francisco,
and Chicago. The recent trend, however, is a
relative decline in New York, with a corres-
ponding increase of trade in Chicago and Los
Angeles.

3. Organizationally, about half of the firms are
structured as corporations under American law,
with the remainder as representative or liaison
offices.

4, In aggregate there is a steady increase in U. S.
imports from Japan.

Three key characteristics of Japanese business 1life
Influence the needed adaptation for doing business 1n
America: (1) traditional features, (2) the lifetime
employment system, and (3) the group decision-making

system.
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A four dimensional framework was used for inter-
preting the adaptation of Japanese firms in America: (1)
natural resources, (2) competitive and economic forces,
(3) governmental, legal and international forces, and (U4)
ethical, social and cultural forces.

Two counteracting concepts, the logic of industriali-

zation and the family system, had major impact upon Japa-
nese firms with respect to: (1) international competition,
(2) structural changes in industrial organizations, (3) the
lifetime employment system, (4) the decision-making system,
(5) the traditional features of business, and (6) the
social 1life in Japan.

Differences in the marketing approach used by these
firms in thelr home market and in America included breadth
of product line offered, frequency of new product intro-
duction, the advertising appeals used, organization and
management of the sales force, pricing, length of distri-
bution channels, and the post-transactional services of-
fered. Generally speaking, when their product lines were
exported to America, fewer new products were introduced;
advertlising focused on selective demand cultivation; and
the key sales management problem involved finding, attract-
ing, and hiring men (contrasted with the lifetime employ-
ment system in Japan). Pricing was viewed as a much
stronger competitive weapon for the American market than

in the home market. Channels in Amerlica were longer and
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more post-transactional services were offered in America
than in Japan.

The respondents noted the following factors as of
critical importance for marketing success in America:
to promote its products as superior and better, to develop
new products, to organize a sales force that will push
their products, and to establish dealer-dlistributor net-
works.

Generally speaking, they viewed demand cultivation
and distribution problems more important in America than

in Japan.



THE ADAPTATION AND MARKETING STRATEGIES OF THE
JAPANESE MANUFACTURING FIRMS OPERATING
IN THE UNITED STATES: AN ECOLOGICAL
ANALYSIS AND AN INTRODUCTORY

SURVEY

By

Hirofuml Matsusaki

A THESIS

Submitted to
Michlgan State University
in partial fulfillment of the requirements
for the degree of

DOCTOR OF PHILOSOPHY

Department of Marketing and Transportation Administration

1966



., Copyright by
HIROFUMI MATSUSAKI

1967



PREFACE

The underlying motivation for this work has arisen
from my personal conviction that marketing, as a mature
discipline, requires an extension toward international
dimension, including 1ts cross-cultural applicatlons.
However, the definite commitment to the content of this
dissertation has come about from my educational and pro-
fessional training in Japan, as well as my academic
experiences at Michigan State University.

In conducting this research, it has been difficult
to extricate myself from certain emotional attachments to
the subject of this study because of my relatively inti-
mate knowledge of Japanese industry. But care has been
exercised to keep the magnitude of this study within a
positive, scientific frame.

It is my personal conviction that the field of
marketing can benefit substantilally from the concepts and
applications of ecology. Its contributions toward cross-
cultural studiles in international marketlng seem quite

significant.
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CHAPTER I

THE PURPOSE AND SCOPE OF THIS STUDY

Introduction

Although relatively little known, the total trade
between the United States and Japan has steadlly increased
over the last decade. In 1964, the volume of this two-way
trade stood at a record $3.65 billion (U. S. exports to
Japan amounted to $1.76 billion), exceeding the previous
peak volume of trade in 1963 by 15 per cent. Today, Japan
is the largest overseas customer for U. S. goods, and
America stands as the largest single overseas customer for
Japan's export goods.

As a result of such expansion of trade, the actlvities
of Japanese manufacturing firms in America have become com-
plex and diversified in recent years. Withlin the framework
of a free enterprise system and democratic political instil-
tuitlions, Japan's industrial development has become an
example to the rest of Aslia and the entire world. This
achlevement has generated a myriad of economic relations
based on the principle of free trade and reciprocity be-

tween the Unlted States and Japan.



Thls study 1s concerned with the entry of Japanese
business interests in America, and 1n particular, with the
activities of manufacturers. In 1965, imports from Japan
advanced from $1.8 billion to $2.4 billion, the largest
percentage galn among the major suppllers to the U. S.l
Japanese goods reach United States markets through a
diversity of channels. However, the present study 1s re-
stricted to U. S. based Japanese manufacturers. The

American operations of these Japanese manufacturing firms

are the main subject of this study.

Initial Research Concept

In spite of an accelerated research interest in the
operations of Amerlcan firms abroad, there has been less
emphasis on the activities of foreign firms 1n the United
States.2 In particular, very little has been published
concerning the activitles of Japanese manufacturing firms
in the United States. This is partly due to the language
problems involved 1n a definlitive survey and analysis.
Moreover, the time and expense 1nvolved in such studiles

invariably limit the scope of actual fleld research to the

lcouncil Report No. 14 (Washington: United States-
Japan Trade Council, 1966), which was based on the U. S.
Bureau of the Census, FT950-I.

2This point 1s introduced by Jean-Luc Rocour in
"Management of European Corporate Subsidiaries in the
United States" (unpublished Ph.D. dissertation, Cornell
University, 1963).

As can be inferred from the title, this study deals
with the problems of general areas of management concern-
ing subsidiaries of European corporations excluding sales
offices.



immediate problems or the specific subjects which seem to
yleld quick practical results.

The initial exploratory work for this project con-
sisted chiefly of personal interviews with Japanese business-
men in the New York area. The purpose of these interviews
was to ldentify (1) the marketing obstacles and problems
which are unique to America and call for special adjust-
ments on the part of Japanese business, (2) the background
of the Japanese executives and thelr views of personnel
practices and organizatlonal problems assocliated with
operating in the United States, and (3) the marketing
strategies used in doing business in the United States.

In order to supplement the above exploratory findings
and to obtain an overview of Japanese business activities,
extensive personal interviews were conducted at the same
time with officlals of the Japanese Chamber of Commerce,
General Consulate of Japan, and Japan Trade Center, all of
New York, and U. S.-Japan Trade Council in Washington,

D. C. The initial investigation was conducted in the New
York area over a perlod of three weeks in the summer of
1964 followed by correspondence with the principals in
these organizations.

Out of this fileld investigation, which also re-
vealed the sources for additional information needed for
analysis, an overview of the marketing management activities
of Japanese firms in the United States emerged. There were

about 120 Japanese manufacturing firms with permanent staff



members statloned iIn the New York City metropolitan area.
Theilr mode of operations ranged from a representative or
a lliason office to a subsidiary American corporation having
sales offices and assembly plants. A representative office
was typlcally staffed by a couple of Japanese executives,
while a subsidlary sales organization employed as many as
190 local people under the directlon of Japanese marketing
executives. In total, about 1,600 Japanese business execu-
tives were stationed in the New York area, of which about
450 represented manufacturing firms and about 850 worked

for Japanese trading firms.

Conclusions from the Initial Research

After analyzing the results of the initial research,
some tentative concluslions were reached. First, any
definitlve study of operatilions, plans, and marketing
activities of Japanese manufacturing firms operating in
the Unlted States must start from a compilation of de-
scriptive case histories of selected firms. Although such
case reports can be useful in providing foundation and
direction for future research, their value 1s limited,
because of the dynamic nature of company activities.

The rate of change and transformation in their activities
was Judged large, as evidenced in the selected case his-
tories of some industries and firms studied.

Second, an analysis of the quantitative data to aid

in understanding the industrial structure, problems and



trends 1n Japanese business activitles in America 1s neces-
sary. There exist detalled quantitative data covering
Japanese actlvities chiefly from the Customs Bureau, trade
associations and industry surveys; however, there are
serious limitations. The most serious limitation is the
raplid change taklng place in the 1ndustry structure itself.
The 1increase in inter-industry competition and diversifi-
cation in marketing activities make any case studles of
selected 1ndustries operationally difficult and of limited
value over time for comparative purposes. In addition,
this approach inadequately reflects the role of entre-
preneurship and the "people" factors involved 1in the
problem.

Third, any meaningful analysis must, in addition to
industrial descriptions of the functions and problems of
marketling management activities on the part of Japanese
manufacturing firms, include studies of the group declsion
making practices, the lifetime employment system, and
other unique, traditional features of Japanese business,
as well as other cultural differences and influences which
confront Japanese executives in marketing planning and
decislon making. Thils 1s necessary to give depth and
meaning to the analysis.

In conclusion, the most meaningful approach to
studying the problem 1s a study of the adaptation of

marketing strategles by Japanese manufacturing firms



operating in the U. S. This 1s the most productive ap-
proach for analysls because of the degree of universality
involved in conceptualizing the problem itself. But this
requires the formulation of proper objectives of study,

and the creation of adequate methods of 1lnvestigation.

Objectives

It is well recognized that there exists a marked
cultural difference between Japan and the United States
(East and West). The latent and broad objective of this
study 1s to determine the relative 1nteractlion and impact
of such diverse cultures in the business environment of
the United States.3 Many writers have already explored
the unlique characteristics of Japanese managerial phi-
losophy. Also, there are a number of comparative studies
dealling with the Japanese managerial and markeéing system.
These all provide useful background material but do not
necessarily deal with the 1nteraction and impact of the
different cultures. From patterns of adaptation to be
observed among the establishments of the Japanese manu-
facturing firms, many ecological analyses and tentatilve
conclusions may be drawn.

Pragmatically speaking, however, the marketing

manager's maln concern 1s the successful performance of

3As a descriptive concept, here culture denotes
modes of historically derived modalitles of behavior,
explicit and impliclt; as defined by Clyde Kluckholm
(ed.) in Culture and Behavior (New York: The Free
Press, 1962), p. 66.




his duties and tasks. A Japanese marketing executive

in the United States faces essentially the same problems
that he faces 1n Japan, with one added complication. There
is a difference in the way in which he achleves success in
the Unlted States. He must adjust the firm's efforts to
the business environment in the United States. Adaptive
behavlior is necessary if he is to manage his firm in a way
that 1t survives, grows and generates profits. Through
such a process of adjustment the interaction and impact of
the different cultures may be 1inferred.

A useful approach to use 1s an ecological view“ re-
flecting interactlon between the firm and the environment.
This approach 1s necessarily interdisciplinary in nature.
Inferentially, analysis of marketing strategies indicates
the kind of adaptations made. The planning of marketing
strategy and the decislons 1involved identify the process
by which adaptation i1s made to another culture. Although
decislions on total marketing strategy are broad, the de-
cislons on each mix 1lngredlent are more specific. There-

fore, by contrasting the differences in the strategiles

uAs an approach, the application of ecology to cer-
tailn aspects of human social and cultural life can be
seen in Julian Steward, Theory of Cultural Change (Urbana,
Il1l.: University of Illinois Press, 1955), pp. 30-42.

Also in a general way, the ecological approach was
used to analyze the processes of soclal and agricultural
change, as well as the interpretations of economic history
of Indonesia, by Clifford Gertz in Agricultural Involution;

The Process of Ecological Change in Indonesia (Berkley and
Los Angeles: University of California Press, 1963).




perceived and adopted by the Japanese marketing managers

in the United States and Japan, a summary of adaptive be-
havior by Japanese marketing executives to the United States
environment 1s obtained. Such an analysis points up problem
areas of adaptation and thus provides a basis for predicting
the consequences of marketing decislons made by Japanese
executives 1n the Unlted States. This is the key reason

for the study.

In conclusion, marketing strategies of Japanese firms
operating in the United States will be analyzed with a dual
perspective. First, an analysis will be made of the sys-
tematic, ecological adaptation to the United States busilness
environment. Second, analysis wlll be made of the reasons
for making different marketing decisions other than those

that would be made 1n Japan.

The Methods and Models Used

This study 1s based on primary data obtalined through
personal interviews and mall questionnaires from Japanese
executlves engaged in marketing activities in the United
States.

Some reliance 1s based on secondary sources, such
as magazines and journal articles in both English and
Japanese. This 1s a productive approach in that it can
provide additional facts and proper perspectives for

interpreting the primary data.



The methods used are a combination of case analyses,
behavioral analysis and industry studies. It 1is an explora-
tory investigation of a relatively new subject matter.

To add structure to the methods used, two models are
employed as the baslc frame of reference and analysis.
First, the concept of organized behavior systems 1s used
for analysls of the overall problems which Japanese manu-
facturing firms face in America. Thls model as developed
by Alderson, explains the evolution, dynamics and oper-
atlonal adjustment of market organizations to theilr environ-
ment.5 In discussing and developing hls functionalist ap-
proach to marketing theory, Alderson not only covers the
subject of the market organization's ecological adjustment
to its_environment, but also provides a systematlc and
generallzed picture of the marketing environment from an
interdisciplinary perspective. Alderson has stated:

". . . studying marketing in an ecological framework opens
the way for considering a variety of 1interactions, includ-
ing the prevalling comblnation of competition and cooper-

ation."6

5Wroe Alderson, Marketing Behavior and Executive
Action (Homewood, Ill.: Richard D. Irwin, Inc., 1957).

Also, see Chapter 13, "A Normative Theory of
Marketing Systems," 1n Wroe Alderson, Dynamic Marketing
Behavior (Homewood, Ill.: Richard D. Irwin, Inc., 1965),
pp. 301-321, for further elaboration of this approach.

6Ibid., p. 370.
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Second, the matrix model for marketing planning as
developed by Crissy and Kaplan 1s used for analysis of
marketing strategy.7 This model provides a comprehensive
coverage of the ingredients which form the basls of market-
ing strategy. The lngredlents are divided into four major
groups or mlxes, each composed of sub-mixes. These four
major mixes are: (1) customer-prospect, (2) product-
service, (3) marketing-promotion, and (4) channel-distri-
bution. This division helps to reduce the multivariate
marketing planning process to a serles of four sequential,
interactive steps. These writers center the analysis
around four baslc questions to be answered in sequence:

1. Who are our customers? Whom do we wlsh to have

as customers?
2. What needs and wants of theirs are we now
satisfying? What needs and wants of theirs
do we wish to satisfy?

3. What demand-creating forces are we now using?
What demand-creating forces should we be using?

L, What methods or channels of distribution are we

currently using? What methods or channels of

distribution should we be using?

7William J. E. Crissy and R. M. Kaplan, "Matrix
Models for Marketing Planning," Business Topics, XII
(Summer, 1963), pp. 48-66.

8

Ibid., p. 48.
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Major Hypotheses

Two maln hypotheses are used to limit the scope of
the study and facllitate the analysis. They are primarily
"identifying" type hypotheses derived a priori from the
overall theoretical perspective upon which this study
rests.

I. There are identifiable characteristics and
patterns of adaptation in the behavior of the Japanese
manufacturing firms that operate in the United States.

These premises underly Hypothesis I: (1) Human and
organizational behavior is functional, although it may be
subjJect to conflict or ambivalence. (2) Such behavior
must be interpreted withlin context in which 1t occurs.

(3) Such behavior tends toward a state of maximal inte-
gration or internal consistency (homeostasis).9

II. The successful adaptation on the part of the
Japanese manufacturing firms 1s dependent on the selective
use of marketing strategles.

The main concern in testing Hypothesls II is the
extent of external adjustment as observed from identifiable
pattern variation in the marketing strategies employed.
Here we are mainly concerned with the specific modifi-
catlions in marketing strategles in the U. S. market, con-

trasted with strategles employed in the Japanese market.

9Kluckholm, op. cit., p. 260. According to him,
such theories are accepted by anthropology, psychiatry,
psychology, and learning theory.
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Limlitatlions to the Study

The limitatlons of thls study are of two types.
First, certaln assumptions have been made in structuring
the entire study. Second, there are methodological
limitations as well. Some of the assumptions made
follow:

First, 1t 1s assumed that, 1f the Japanese execu-
tives in the United States could shed theilr cultural back-
ground, they would operate as their U. S. counterparts.
Differences in behavior are inferentlally caused by
difference in cultural background. On the other hand,
it may be argued that the differences in behavior are a
result of size differences or stage of development 1n the
U. S. buslness environment. Since most Japanese firms
operating in the U. S. may be considered in the pioneering
stage, it 1s impossible to determine the influence of
stage of market life cycle. Likewise there 1is not a wide
enough array of different size operatlons to test the size
varlable as a possible cause for behavior differences.

Second, it 1s assumed possible to apply models
developed in the United States to other cultural settings.
Although care must be exerclsed in the selection of models
to insure their universality in depicting business behavior,
the two models selected for thils study are broadly enough
concelved to have universal application.

Methodological limitations were present. First, the

sample size for marketing strategy analysis (67 firms from
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a total of approximately 150) was smaller than hoped for.
There was such a variety of operational differences among
the respondent firms that it was impossible to apply uni-
form statistical analyses to the data. Similar limitations
exlsted for the mail questionnaire with returns from about
121 establishments of the population of 220.

Second, all personal interviews were wlith companies
in the New York area. The Los Angeles area companlies were
contacted by mail questionnaire. Consequently, there was
no way to insure comparabllity of the data. English
language was used in the mall questlionnaire and Japanese
in the personal lnterviews.

Third, the need to clarify marketling strategles made
it necessary to draw up a highly structured and detalled
questionnaire, which could also be used for personal inter-
views. However, the actual modes of operations and market-
ing activitles differed so much from one firm to another
firm that thelr operational characteristics could not be
so neatly condensed in a pre-coded and highly structured
questionnaire. To supplement this lack of data, additional
interviews, journal and magazine articles, and company publi-
cations, brochures and pamphlets were used as sources of

information.



CHAPTER II

THE STRUCTURE OF JAPANESE BUSINESS

IN THE UNITED STATES

Trade Relatilons

Between the United States and Japan, a vast network
of economic tiles has grown up through trading over the
years. Since the days of Commodore Perry's "black ships"
and the ending of Japan's 1solation by the treaty of
Kanagawa on March 31, 1854, the trade has traditionally
played a key role 1in the history of U. S.-Japan relation-
ships.l

In terms of merchandise flow, U. S. trade with
Japan during 1964 reached a record-breaking amount.2 In
1964, U. S. exports to Japan amounted to $1,893 million
and imports from Japan totaled $1,763 million. This amount
of the total imports in 1964 of Japanese goods to this

country actually represented as much as 28 per cent of

1For a detalled and comprehensive analysis of the

U. S.-Japan trade, the best source is Warren S. Hunsberger,
Japan and the United States 1in World Trade, Council on
Foreign Relations (New York: Harper & Row, 1964).

2See Table 2-1 on page 15.

14
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Japan's total trade exports for that year.3 Moreover, the
amount of imports from Japan nearly doubled 1n the five-
year period 1959—196M.u

This close trade relation has existed most of the
time since the MeijJi era, when Japan's modernization
started. The Japanese began keeplng trade statistics in
1873,and the United States' share of Japanese exports and
imports by decades has been as set forth in Table 2-2.

Concerning the more recent trade relationship,
Japan's exports to the United States steadlly lncreased
during the past decade of 1954-1964. 1In this ten-year
period, Japan's exports to the Unlited States jumped to
$1,842 million from $283 million in 1954. During the
three-year period of 1962-1964, the U. S. share of
Japanese exports stayed around 28 per cent, while Japan's
total 1imports increased significantly each year. For
details, see Table 2-3.

As seen 1n Table 2-3, America bought more than a
quarter of Japan's exports each year during the 1954-1964
period. Hence the importance of U. S. trade as seen by
the Japanese needs no further documentation.

At the same time, the share of U. S. imports of
Japanese goods in the total U. S. imports also increased

remarkably in recent years. It was 8.3 per cent in 1962,

3See Table 2-3 on page 17.

uSee Table 2-2 on page 17.
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TABLE 2-2.--The U:. S. share in percentage of Japan's
trade® (by decades, 1873 to 1960).

The U. S. Share Of The U. S. Share Of
Decade Total Jdpanese Exports Total Japanese Imports
1873-1880 30.2 6.6
1881-1890 37.6 8.8
1891-1900 31.5 13.5
1901-1910 29.2 15.5
1911-1920 28.0 26.8
1921-1930 35.0 23.7
1931-1940 15.2 25.0
1945-1950 22.6 65.5
1951-1960 22.8 34.2

@yarren S. Hunsberger, Japan and the United States
in World Trade (New York: Harper & Row, 19684), p. 2081.

TABLE 2-3.--Comparilson of Japan's total exports and exports
to the United States, percentage share, 1954 to 19642 (in
millions of dollars).

Japan's Total Exports to the Percentage Share

Year Exports U. S.
(a) (B) (B/A x 100)
Million Million Per Cent

1954 $1,629 $283 17.4
1955 2,011 456 22.7
1956 2,501 550 22.0
1957 2,858 604 21.1
1958 2,877 690 23.9
1959 3,456 1,047 30.3
1960 4,055 1,102 37.2
1961 4,236 1,067 25.2
1962 4,916 1,400 28.5
1963 5,452 1,507 27.6
1964 6,673 1,842 27.6

8Economic Section, General Consulate of Japan, New
York. Japanese Ministry of Finance, Customs Clearance
Basis.
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increased to 8.7 per cent in 1963, and again jumped to
9.5 per cent‘in 1964, while total U. S. imports also
significantly increased. Thils again signifies the impor-
tance to the United States of trade with Japan. For more
detalls, see the following Table 2-4.

TABLE 2-4.--U. S. total imports and imports from Japan,
1954 to 19648 (in millions of dollars).

Total U. S. Imports From Percentage Share of
Year Imports Japan Imports From Japan
(R) (B) (B/A x 100)
Million Million Per Cent
1954 $10,292 $279 2.7
1955 11,491 432 3.8
1956 12,774 558 b,y
1957 13,255 601 .5
1958 13,255 671 5.1
1959 15,628 1,029 6.6
1960 15,017 1,149 7.7
1961 14,713 1,055 7.2
1962 16,396 1,358 8.3
1963 17,161 1,497 8.7
1964 18,685 1,769 9.5

@Economic Section, General Consulate of Japan, New
York. Based on U. S. Department of Commerce Data, on
Customs Clearance Basis.

U. S. Imports from Japan
by Commodity Type>

The United States buys a great variety of commodities

from Japan. Through 1963 and 1964, two salient developments

5Explanations in this section are based on the source
material of Table 2-5.
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characterized the commodity pattern of U. S. imports from
Japan. First, the traditional Japanese merchandlse such
as textiles, clothing, footwear, and frozen fish declined
from previous years. Second, a new varlety of products of
rising Industries registered consplcuous increases since
1962, as observed in such products as iron and steel,
metal products, television sets, automobiles, motorcycles,
tape recorders and chemicals. For details, see Tables

2-5 and 2-6 in the following pages.

To 1llustrate, iron and steel products rose from
$123 million in 1962 to $204 million in 1963, an increase
of 66 per cent. Moreover, iron and steel imports again
rose to $274 in 1964, a further increase of 34 per cent
over 1963 figures. Compared to these figures, textiles
and apparel (raw silk excluded) fell from $276 million in
1962 to $236 million in 1963, a decrease of 5 per cent.

This shift in the mix of Japanese products imported
is also illustrated by the machinery and transport equip-
ment imports of $357 million in 1964, which represented
20 per cent of the year's total U. S. imports from Japan.
Also in 1964, non-electrical machinery, which included
antifriction bearings, sewing machines, and typewriters
registered greater relative galns than the electrical
machinery category.

In the transport equipment field, motorcycles gained

a sharp 75 per cent after an increase of 100 per cent the
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TABLE 2-t.--U. S. imports from Japan, 1963 and 1764, by selected commoilty
(value 1in thousands of dollars, f.o.b.)

Selected Tommodity Type by Secticn Annual Annual Value Percent
and Selected Commodity 1963 1004 Change Change
0 Food & L1 Animals 37,407 95,955 + 8,452 + 9.7
. 00¢ .ive Animals 7,40 9¢,9% , 48 + 9.
Tuna, Fresh & Simply Preserved 17,717 25,624 + 7,911 + by, 7
Tura, Canned 21,004 20,103 - 01 - 4.3
Mandarin Oranges, Canned 9,587 10,763 + 1,511 + 16€.2
1. Eeveraxes & Totacco 7ou 429 + + 32.0
5. Chemicals 32,654 39,141 + 5,493 + 16,8
Organic Chemicals £,203 2,235 + 2,376 + 38.1
Inorganic Chemicals 12,350 14,201 + 1,851 + 15.0
Plastic Materials 2,096 7,053 + 4,362 +161.8
6. Manufactured Geoods Classified B
Chiefly By aterials 668,171 755,108 +50,957 + 13.5
Wood and Cork Products )

(except furniture) fe,99 - 7,375 - 9.9
Textile Goods (except apparel) 174,450 +13,750 + 2.6
Non-Metallic Mineral i ~

Manufactures SU, L7 97,%7" +11,204 + 12.9
Iron and Steel 204,094 273,978 +6£G,€01 + 3602
lon-Ferrcus Metals 15,080 20,059 + £,109 + 23,3
Metal Manufactures, n.e.s. D5y ndd 109,200 +10,150 + 10.¢

7 Machinery % Transpgort Equlpment 250,000 357,078 +97,029 + 27.3
Machinery, !on-Electrical 44,232 £H,879 +23,747 + 52.6
Electrical Machinery, Apparatus

i Appliances 175,10 2ld, 13N +329,020 + 22.3

Transport Equipment 39,202 TL,e0 +34,298 + FELL
8. Miscellaneous Manufactured )

Articles 369,504 aha,xav +20,043 + 21.7

Clothing (except fur) 10@,971b 112,413 + 6,040 + 6.0

Footwear 43,170 50,305 + 2,19¢ + 4.6

Sclentific, Medical, Optical

Measuring Instruments and

Apparatus by 43 58,148 +13,673 + 30.7
Musical Instruments, Sound

Recorders, and Reproducers 37,524 56,844 +19,320 + 51.5
Toys, Games, and Sporting

2 14ab {'vrb ©F c £

Goods €3,1428 6€,710 + 3,562 + 5.6

8came source as Table 2-5.

bRevised to reflect reclassification of "baseball gloves and mitts" from
"toys, games, and sporting goods" (SITC Group 894) to "fClothing" (SITC Group
B4l) effective with 1664 data.
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previous year. Automoblles registered $15 million in 1964,
indicating an increase of 125 per cent over 1963.

One way to explain this shift in product mix toward
heavy industrial goods is to analyze the percentage contri-
bution by the top five commodity groups to the total U. S.
imports from Japan. By finding the share of the top five
commodity groups and then studying which commodity groups
are included in the list, an overall pattern of such a
shift becomes manifest.

In the most recent two-year period, 1962-1964, as
much as 37 per cent of all U. S. imports from Japan was
classified as steel mill products, an increase of 11.7
per cent over the previous two-year period figure of 24.3
per cent during 1960-1962. Next on the list was road
motor vehicles with 10 per cent share, but this group
did not even appear on the list in the previous perilod.
Electrical machinery and apparatus was the top commodity
with a 31.5 per cent share during 1960-1962 period, but
declined to 8.4 per cent in the following two-year period.

Wood, wool, or cotton manufacturers, which occupied
important shares from 1954 to 1962, did not appear on the
1962-1964 period 1list. Instead, there appeared in the
fifth place, with a share of 3.9 per cent, scientific,
medical, optical, measuring and controlling equipment and
apparatus. This 1s but one example of the shift in pro-

duct mix. For detalls, see Table 2-7.



23

o

‘02T L4 s3jaodsy ‘eiaep
SNSUS) 8Yyj JO Neadng °S$ °[] UO paseq ST YOTYM “AJC) M3l “asiua) opeu;, uedep £q uoljelrdwod ayj wouag kuamc<m

0°06
00T

spoog 2utjaods ‘shol ¥ sTToQ (
STEL9) % SadQ ‘skoyry-oduasyg (
sasJanjdoejnuel PooM (
sasanjoejnuel TOOM (
sdaanjodoeJnuel U0330) (1)

sdnouan £q1powtio) aajg dol Jo 1e303Qng

uede| woday sijgodwI *S§ °n TIV JO TeB3I0L

1G61-9561

8 EG
cat

fasutyoey IuiMag 3§ STTIXdL (G)
sJaJanjodoeJnuel TOOM (f)

SJI9JNJ3OEJNURY 3 Sun) pITTTY % J49qqny (§)
SJ8aN30BJNUBK POOM (2)

s3onpoad TTTW 1923S (1)

sdnoan £3Tpouwo) sATg doJ JO Te303Qng

uede” uoaJ sijaodwl *S N TTIV JC TBAIOL

9G6T-8S6T

Ggs
00T

SJ3anjoejnuey 19915 pue uodal (G)
SIaanj3oeJnuey T00M ()

$30npoJad TTTW 19335 (¢)

snqedrdiy 3 AJISuTyoe) TEOTJI303Td (2)
SJ3IN30BJNUE, %2 SWnn paJIIVY 3 49qany (1)

sdnoan Aitrpcuuwo)y aatg dog Jo Ie303Qng

urde ucdJ sijaodwl S N TIV JO [®B3IOL

8G6T-096T

; ©T39TY3y ‘skol ‘sTTod (6)
‘% BpTUMBY ‘day3esT ()
£.23JNn30BJNUBy U0330) (f)

sjonpoxd TITH 19935 (2)

srazaeidy v LfIsulyorl TeOTJI309Td (1)

UEAR D wod) sadodwl g ocn TTV JO T€30L

096T1-2961

882
051

FUTTTOGLUDL B FUTaneT o7Lde “imoIpaW ‘OTJTIUSTOS (G)
sGr_, "12¥1, siaed 3 snijeaeddy AL ()

sasonrexday 5 sJd ; pURGT fSqusaunajsul TBOTSNW (§)
SeTOTYaL J030K PEOY (Z)

AHV

§30Mpodd TTTIW 129138
sdnourny L37ponuc) aAlg doj Jo TEB303Qng

uedep woaj squodwl °*S N TTV JO Te30]

296T-h96T1

uedep woag
sjaodw] U SJBYG 9FBIUS0JI3(

dnoun K371pouwo)d

POTJad

e MG6T1-1961T ‘uedep wouy saaodwy {e103 S 'n 3Y3 03 sdnoud L3Tpouwod oAy doj £q uUOTINGTJIIUCD 9FBIUSDIISG--" -z FTEVI



24

Another way to clarify the greater sophistilication of
Japanese manufactured goods 1lmported by the United States
is by the analysis of heavy industrial and chemical goods
in the total imports. Since the trade volume had expanded
consistently in recent years, the lncreasing share of
heavy industrial and chemlcal goods definitely reflected
the heavy indusﬁrialization of Japanese industry and the
degree of competitiveness in such goods. In 1964 almost
50 per cent of U. S. imports from Japan were under this
category, while in 1961 it was about 35 per cent. This
share had been continuously golng up, as seen 1in Table
2-8, while the heavy industrial and chemical products in
U. S. total imports stayed constant, at about 27 per cent.

TABLE 2-8.--Share of heavy industrial and chemical productsa
in U. S. total imports from Japan, 1959-1964.b

Share of Heavy Industrial Share of Heavy Industrial

Year & Chemical Products In & Chemical Products In
U. S. Total Imports Imports from Japan
1959 27.5% 30.6%
1960 24.8 32.0
1961 26.2 34.5
1962 26.2 38.1
1963 26.6 43,9
1964 - 48.7

aHeavy Industrial and Chemical Products category here
includes the following: Chemicals, Iron & Steel Mill Pro-
ducts, Nonferrous Base Metals, Pig Iron & Other Metals,
Machinery & Transport Equipment, Scientific & Photographilc
Apparatus, and Watch & Clock.

bCompiled from Overseas Business Reports and from
U. S.-Japan Trade Councll Reports by the research division
of Japan Trade Center, New York.
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U. S. Imports from Japan by Major Customs
Districts and Areas®

Japanese goods come to the Unlted States through
different ports of entry. According to an analysis by
U. S.-Japan Trade Council in Washington, D. C. (Trade
Analysis Report, Council Report No. 29, April 19, 1965),
the ports on the West Coast, the Great Lakes, and the
Gulf of Mexico were handling an increasing share of the
U. S. import trade, both in total and from Japan, while
the relative role of New York was slightly diminishing.

Imports through New York, the largest port for
handling American imports from the world and from Japan,
had not grown in pace with the total import growth. Its
share in the total imports slipped from 32.6 per cent in
1962 to 31.6 per cent in 1964,

Through the three-year period of 1962 through 1964,
Japan conslistently accounted for about 11 per cent of the
total U. S. imports through New York, but New York's im-
portance to imports from Japan receded from 44.1 per cent
to 37 per cent during the three-year period. West Coast
ports, especially Los Angeles, became more important.
Thelr share in imports from Japan rose from 31.9 per cent
in 1962 to 33.2 per cent in 1964, accounting for one-
fourth of total U. S. imports from Japan.

During the same period, the Great Lakes ports,

principally Chicago, increased their share in total imports

6For detalls see Tables 2-9 and 10 on the next pages.
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TABLE 2-9.--U. S. imports and percentage distrlibution total and from Japan by
regionsDIQOZ, 19€3, and 1964.a

Imports from Imports from Japan's Share
All Countries Japan (B/A x 100)
b (A) (B)
Reglons Year

$ Million % $ Million % 2

North Atlantic 1962 7,847.5 58.3 699.3 51.7 8
1963 7,991.6 L7.0 717.9 43,0 9

1964 8,610.2 46.3 799.0 5.3 3

South Atlantic 1962 9ug.1 5.8 LE.T 3.5 5
1963 1,071.9 6.3 52.4 3.5 5

16964 1,211.3 6.5 71.0 4,0 €

Gulf Coast 1962 1,268.6 7.8 60.0 4,4 5
1963 1,347.9 7.9 79.0 5.3 6

1964 1,491.1 8.0 122.3 5.8 7

West Coast 1962 1,071.4 12.1 i31.2 31.9 22
1963 2,07€6.7 12.2 4594 22.8 24

1964 2,364.0 12.7 585.0 33.2 25

Great Lakes 1962 2,682.4 16.5 61.7 L,6 2
1963 2,£90.0 17.0 90.4 6.0 3

1964 3,290.0 17.7 131.7 7.5 4

Other 1962 1,116.5 6.9 17.1 1.3 2
1963 1,160.1 6.8 15.0 1.0 1

1964  1,218.6 6.5 17.4 1.0 1

Off Shore 1962 26€.3 1.6 25.4 1.9 10
1903 299.3 1.8 38.2 2.0k 12

1964 339.9 1.8 L 2.5 13

Grand Total 1962 16,2493.4 120.0 1,353.2 100.0 8
1963 17,013.7 100.0 1,494.4 100.0 9

1964 18,599.9 100.0 1,7€3.4 100.0 9

aAdapted from U. S.-Japan Trade Council Report MNo. 29, April 16, 19€5,
Tables A & B, which are based on U. S. Bureau of the Census data--Tabulatlons
IA 253 (Report FT 970-I for 1964); speclal tabulations for imports from Japan.

bCustoms districts included for each region: N. A.--Mass., R.I., Conn.,
N. Y., Philadelphia, Pittsburg, Md.; S.A.--Va., N. C., S. C., Ga., Fla.;
Gulf C.--Mobile, New Orleans, Sabine, Galveston; W. C.--3an Diego, L.A.,
S.F., Ore., Wash.; G.L.--S7. Lawrence, Rochester, Buffalo, Duluth, Superior,
Wis., Mich., Chicago, Ind.; Off Shore--Alaska, Hawall, Puerto Rico.
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from 16.5 per cent to 17.7 per cent. And imports into
the Great Lakes from Japan increased to 7.5 per cent of
the total imports in 1964, posting a marked gain over

the 1962 figure of only 4.6 per cent.

Japanese Firms and Their Offices in America

The number of Japanese flirms and their offices in
selected major metropolitan areas, as might be expected,
were closely related to the amount of U. S. imports from
Japan through those Customs Distrilicts which were located
in these metropolitan areas. From Table 2-10, we know
that the top ten largest Customs districts handled nearly
90 per cent of U. S. imports from Japan in 1964. And of
thls amount, the majority of imports was handled by the
largest four Customs Districts.

In 1964, the largest four Customs Districts, New
York, Los Angeles, San Francisco, and Chicago, handled
69.1 per cent of all U. S. imports from Japan. And the
percentage distributlon of Javanese flrms and offices was
very closely related to that of the value of 1mports
through the metropolitan areas in which they were located.
The number of Japanese firms as taken from the officlal
lists published by respective Japanese consulates 1n
these areas definitely correspond to the value of imports
in percentage terms.

For instance, Chicago took 7.8 per cent of the im-

ports from Japan in 1964, 1Its share of the number of
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Japanese firms was also 7.8 per cent. San Francisco im-
ported $134.4 million in the same year, a share of 11 per
cent of the total,and 53 Japanese firms, a share of 10.2
per cent of the total, were located in that city. Similar
findings exist for New York and Los Angeles for 1963 and
1964,

Looking into the percentage shares of these two
metropolitan areas and the dilscrepancy 1ln percentage
figures for 1964, it is noted that the discrepancy tended

to widen from the 1963 figures.

This reflected the increasing share of Los Angeles
in the value of imports from Japan, especlally in road
motor vehicles. Such a trend was not accompanied by an
immedlate, corresponding increase in the number of Japanese
firms.

For further detalls, see Tables 2-11 and 2-12, which
follow.

From Table 2-12, it 1s observed that the total number
of firms had increased in all the areas in 1964 over 1963,
and that the manufacturers significantly increased 1in
number of offices in 1964 as compared to 1963.

At this point, it 1s necessary to single out the
names of those firms which appear 1n more than one of the
listings of the four metropolitan areas. In order to
simplify the procedure, the number of the firms whose
offices were located either 1in Los Angeles, San Francilsco

or Chicago while also appearing in the New York listing



30

*¢l-¢ bu®e QT-¢ S9TqQBL WOJdJ PS3ONIJSUO],

0 0°00T 61§ 0°00T 9°8T2°T 96T
0 0°00T cly 0°00T 6°9G50°T £96T . Te30(L
0 8L Ok 8°L £°66 h96T
T - S°9 1€ t*9 £€°L9 £96T 03®OTYD
8" + ¢ 0T £g 0°TT h hET 96T
6" + ¢ 0T 8t 11T B LTT €961 Od9sTourJay Uueg
L2+ L he L2T hele L EEE h96T
€1+ h*he Q1T . L°S2 T°2le €961 saTaduy so7]
G €- €° 1§ G662 g8°Eq 2649 h96T
T°c- 6° 84 glLe 8°9§G T°009 €961 HIO0X MaN
(saeys (p93sTT . (saeys
93B4qU9049() Jaquny)  93ejuadasd) (UOTTTIW ¢) a3 (S30T13STQ
(d-v) (9) (V) swo3sny)
a3evjusouasad ul. S390TJJO PU®B SWJITJ uedep woaJ sjaoduT seaJay
LouedaadsTQq asauedep Jo Jaqumpy syl ‘S *n Jo snteA 9Ul ueatrodoasap

B H96T Pu® £96T ‘seaae uejyrodoajsu Jo(euU
anoJ Aq ssoFJJo pue swafj asauedep Jo gaqunu ays pue uedep woaJ sjaodwy °*S N 9Y3
usamjaq aBejusoaad uf LAouedsaaosSTp aY3 pue uofanNqTI3STp 83equsdasd aYyr--'TT-2 ITAVL



31

‘oZeotyy ‘uedep Jo [eJSUSH 23BINSU
P3T3T3 ST 31 €961 ‘0 J9quajdag Jo

‘G361 ‘Aaenuep
ST uotrjerjdwod a8yl “°o00sjourJdy uegs ‘ued

3STT @3 uo paseq ST B3BP #96T S3II (4
uo paseq ST ®BABP £961 °Sa[8Buy soT ‘u

*H961 ‘1 4830320 JO SB HIO%

*Gn6T ‘G KAaenuep psjep ‘®aJy O0JBOTY) UL S30]JJO Pue swayg asauedep
0) £Qq 3STT TBIOIJJO UB UO pP3Seq ST BIBP (961 03eOTYD “SwJatd asauedep Jo S30TJJO OFBOTUD
se ‘o3edoTy) ‘usjus) apedar, uedep Aq paTrdwod 3STT 8Y3 UO paseq ST BIBP £96T 03eITUD
ST 23Tp uofjerTdwod s37 pue €304N0OS SWES 8Yj3 WOJIJ ST ®BIBDP h96T ST 4967 ‘AJenuep Jo s®
B[ JO TBJIBUSH 33B[NSUC) WOJJ P3uUTe3qo 3STT 9Yj uo paseq ST B3ep £96T OOSTOUBIJ UES

*G96T ‘6T TTuady Jo se 3ng ‘37313 swes auj £q
96T ‘T Aaenagsyg Jjo se) “LA3TUTOTA [UB S3T53uUY SO UT S3OTJJO Pue suwalg asauedep “3sTT ay3l
edep Jo Tedaus) s3BINSUO; AQ PISBSTSJ UOTIBUJIOJUT dYj UO paseq ST elep safaduy so]

MSMN UT S$307JJo Jujlsey SuorjezJurdao pue safuerdwodo assuedep TTe sSapnlouyl 3STT STUL “H96T

faaquwadag ‘EaJIY AJOL MO UT S901JJ0
Uo paseq ST BIBD p36T BIJI® HJIOZ M3Y|
ajernsuo) Aq uOf3EINQE] [BIO[JJO dyj uo

PUB swaty ssauede, “HJox may ‘uedep Jo TeJsUSH s3BTINSUO0) £q uofj3eorrqnd TeTOTJJO JBTTUTS
€961 “aaquaedaq ‘Bosay AJIOX MBS} Ul S201JJO PU®B swatq osouedep ‘}aox MaN ‘uedep Jo Teaausn
pPSsSeq ST B3IBP £9(T BSJ® AJOX M3, :BUTMOTTOJ d9Y3j WOJJ UMBID SJI8M STBIJ8jBU oup:omn

*BUTpuUnos: O 9sSneoaq Te303 3ay3 o3 dn ppe 30U Op S$83B3U3043]
*1STT MJOX M3 313 Ul pauoljusw adhq ayjz 03 wIoJuod wayj 33T 03 Aaessaosu

JBABUSYUM DPOTJTSSEBIO8Jd PUB pPapnNIoU} SJB S3STT 924NOS 8Y3 UT PUnNOJ S82[JJO PuUB SWITJ d8Y3 JO TT® “JdBASMOY *pauIsduUo0d S$93BTNSUOD
Y3 £q ®BaJ® 03 BOJI® wodj AJeAa S3STT 9Y3 UO BUT303[S8S JOJ SPJIBPUBAS aY3l asnedsq ‘sTqeardwod A7309J47p 30U aJB SJaaqunu ULy,

== (¢ )1 (¢ )¢ (h et (€ ot 1961
-- (n e (T )1 (h et (€ )61 €961 ssaad
(g )E (¢ )1 (0T )ET (8 )ee (8 )or h96 T
(L e (2 )1 (g )6 (g )ee (L 4t €961 SJ3Y3Q % S97ousldy uofjewIoJul
(0T )t (€2 )t (0T )ET (6 )92 (1T )GS H96 T
(0T )E (T2 )ot (rT )91 (0T )62 (2T )84 €961 §30TAJ8S uoTjejaodsuea]
(8 )E (ET )L (L )6 (6 )Se (6 un H96T
(L e (€T )9 (9 )L (6 e (g )6E €961 3ouBJINSU] PUB S3T3TJINO3S “siueg
(g€ )ST (6T )o1 (th )9S (n )OET (Th )TTe h961
(6€ )21 (9 ). (E€n )6y (¢n )9TT (6€ )48t €961 saaanjoejnuey
(g€ )Gt (2n )ee (92 )ee (L2 )6l (62 )6hT 1961
(6€ )et (9% )ee (62 )EE (L2 )SL (o€ )ant £961 swaty Buipeay
(00T)0Y (00T)ES (00T)L2T (001)562 (00T)GTS 1961
(GOT)TE (ootT)gh (GOT)GTT (00T)gle (ooT)eLln €961 T®30]
(%) Jequny (%) Jaquny (%) asquny (g) Jaquny (%) Jsquny JBes% jusauysyrqessy Jo adLy
03eOTYD 00SJoueJdq Uueg Sa183uy SO HJIOZ MdY 1e30." q

gS€2ay ueirrodoajay Aq sJaquny uoT3INTIISTQ dBBIULDIAJ

‘H96T PuU® £96T

€jusuystTqe3ss Jo adf3 pu®B SJISqUNU JTaY3 ‘Seade ueiTTododisu pajos[as JInoJ U S30TJJO pue sway] asauedep--:zT-2 ITEAVI



32

was counted. Quite often such firms had their branch type
operatlons 1n these areas under the direction of thelr New
York headquarters. But thls was not always the case.

Many companies had thelr headquarters in Los Angeles or
San Franclisco and theilr branch operations in New York.

By counting out duplicate appearance on the 1list,

a clearer idea is gained of the absolute number of firms,
as this procedure would eliminate many branch operations.

Admittedly, this is a simplified procedure and no
mention would be made of the firms whose headquarters
were not 1n New York. However, comparing the percentage
share of branch operations for each area for all the firms
and for the manufacturers, there may appear some interest-
ing patterns in the distribution of such firms.

In all the areas, the ratio of duplicate offices
was lower for the manufacturing firms. This might be
due to the channels of distribution needed for such goods
as compared with those engaged in marketing soft goods or
in reselling. Table 2-13 provides detalils on the number
and kind of firms having multiple locations.

From the number and type of Japanese firms and
offices in America, several conclusions may be drawn.
First, there was a close relationship between the number
of Japanese establishments in any area and the total
amount of Japanese imports entering the United States
through that area. Second, desplte a decrease in the

relative importance of New York in recent years as the
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TABLE 2-13.--Japanese firms and offices in four selected metropolitan areas, trelr
numbers and type of establishment, revised,1964.

Type of Establishment

Revised llumbers and Percentage Distribution
by Metropolitan Areas

Total New York Los Angeles San Francisco Chicago
Number tlumber Hunber Numter Number
Percentage Percentage Percentage Percentage Percentage
2 % % % %
Total
Offices 515(100) 295(100) 127(100) 53(107) 40(100)
Duplicate 142( 28) -—— 76( 60) 39( 7i4) 27( €3)
Revised 373( 72) 295(100) 51( 40) 14(¢ 26) 13( 32)
Trading Firms
Offices 149 79 33 22 15
Duplicate b9 - 23 14 12
Revised 100 79 ic 3 3
Manufacturers
Offices 211(100) 130(100) SE(100) 100(100) 15(100)
Duplicate 38( 18) ———- 26( 46) €0 €0) €( u0)
Revised 173( 82) 130(100) 3C( 54) 4L( 40) 9( 60)
Banks, Securitles
and Insurance
Offices bu 25 9 7 3
Duplicate 16 - f € 2
Revised 23 25 1 1 1
Transgortation
Zervices
Offices 5% 2¢ 1% 12 4
Duplicate 27 -- 12 11 4
Revised 28 2 1 1 0
Information Agencles
and Others
Offices 40 23 13 1 3
Duplicate 9 - 5 1 3
Revised 31 2 8 0 0
Press
Offices 16 2 3 1 -
Duplicate 3 - 2 1 -
Revised 13 12 1 0 -

235ame source as Table 2-12.
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center of Japanese business activities, it still enjoyed
a dominant role in U. S.-Japan Trade relationship. Third,
the relative importance of Los Angeles was 1ncreasing
rapidly. Many automobile, motorcycle, and steel companies
had headquarter offices in this area. The industriali-
zatlon and the transportation advantage of the area seemed
to be a declslive contributing factor for this pattern of
development.

Fourth, San Francisco's pattern reflected the
region's uniqueness in that it was perhaps closest to
the Japanese-American population concentration in the United
States. Coupled with geographlic advantages of the area,
this explained the number of banks, flnanclal organizations,
as well as the existence of the offlces of speclalized
manufacturing firms such as liquor, cosmetics, furniture
and so on, which partly reflected the particular segments
of Japanese-Americans in the area. Fifth, Chicago ap-
parently was basically an extension of New York operations.
Most manufacturing firms which had offices in New York had
thelr branch operations in Chicago. The same applied to
the trading firms. But the recent decline 1n branch type
operations reflected the 1ncreasing trend for direct
marketing actlivitles by Japanese manufacturers. Some
speclalized steel companies and a few specialized manu-
facturlng firms located thelr offices 1n Chicago because
of 1ts proximity to the industrial markets in the Mid-

west.
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For purposes of the present study, a more detailled
investigation of New York area offices 1is included on the
assumption that this area is sufficlently representative
of most Japanese business operations in America, as far as
marketlng strategles are concerned, despite the specilal
characteristics mentioned above.

Trade and Marketing Activities by the
Japanese 1ln the New York Area

As of October 1, 1964, there were 290 Japanese
companlies that had establishments in the New York area.
Of these 290, about half represented manufacturing firms.
This was an increase of more than 20 per cent in the number
of establishments as compared to 1963. The number of
Japanese employed by these establishments was 4,218.

These 290 firms in New York for 1964 included six
establishments in New Jersey and one in Pennsylvania,
but almost all were located in New York City. All estab-
lishments which had been set up in the New York area as a
part of the overseas opérations of their parent companies
in Japan were included in this list.7

Out of 263 companies listed for 1963, 20 companies
were dropped from the 1964 1list because of mergers and the
new standard for listing adopted in 1964. Therefore, the

total number of establishments for 1964 represented a net

increase of 47 establishments, instead of 20, about a 20

7According to the criteria used for compilation by
the General Consulate of Japan, New York.
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per cent 1increase over the previous year figure. This
increase was chiefly due to the opening by nine chemical
firms, eilght trading firms, and five transportation and
service establishments.

Of the 263 companies listed, about half (143)
represented the Japanese manufacturing firms. About one-
quarter (79) were trading firms, and the remaining one-
quarter were transportation, service, banking, securities
and insurance firms. By type of establishment, more than
60 per cent of manufacturers had representative offices,
while almost 70 per cent of trading firms were incorporated
under American law. This 1s because the trading firms en-
gaged in actual sales activities, while many manufacturers
used their representative offices to perform various
functions related to marketing research, engineering re-
search, negotiations for licensing, imports or exports
deals, preparations for joint ventures, and liaison or in-
formation services for their headquarters. However, many
manufacturers, especially about half in machinery industry
(electronics, electrical machinery, and optical equipment),
did engage in actual marketing activities through their
subsldiary American corporations. For detalls see Tables
2-14 and 2-15 which follow.

There was a change in the number of employees from
1963 to 1964 as seen in Table 2-14. The number increased
from 3,620 to 4,010, an increase of over 10 per cent. Of

this number, trading firms employed almost half (1,819),
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