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In Japan, there are many SMEs and mid-ranking companies which have earnings 

ratios and technologies comparable to large enterprises. These companies will need 

strategies for further growth which are appropriate to their situation. So now, the 

“visualization of growth strategies” is necessary for individual companies and Japan.

metal cutting technology. What’s more, 
Suzuki has been intensely working on 
their own high quality products with 
their name. In the past, their main 
business was in parts manufacturing 
as a sub-subconductor which meant 
business was greatly affected by 

the ‘Support system.’” We support the 
growth strategies of SMEs and mid-
ranking companies from two angles: 
“systems” such as websites and 
support institutions and “humans” who 
connect these systems (see page 10 
and 11 for details). 

Firmly supporting 
companies with “growth 
potential”!
SMEs and mid-ranking companies 
play key roles in creating new business 
leveraging their original technologies 
and R&D capacity. Active regions make 
for an active Japan.

Then, how can we bring out the 
growth potential of local companies 
while Japan and the world are 
changing dramatically? There are many 
companies which have growth potential 
in various regions. The visualization 
project also proactively involves 
coordinators who take charge of 
business collaboration and cooperation 
between industry, government, and 
academia. Bureaus of Economy, Trade 
and Industry all over the nation support 
companies with meticulous support 
systems.

On the next page, we will introduce an 
actual case of a business strategy of 
Suzuki Precion, which was introduced 
at the beginning of this article, and 
the details of its measures regarding 
“visualization.” Please read the next 
page to gain insights into creating 
business growth. 

their clients’ decision to outsource to 
overseas or due to clients’ stagnation 
of their companies’ performance. said 
Chairman Suzuki. How, then, was 
the company able to adopt its current 
evolved style? One of the keys to this 
change was the proactive approach to 

“Our Company continues to evolve. We 
are undaunted in spite of mistakes and 
go forward.” said Tsuneyoshi Suzuki, 
Chairman of Suzuki Precion Co., Ltd. .  
His company has entered into the 
medical device industry by taking 
advantage of its vaunted precision 

external resources, such as business 
collaboration. 

Responding to 
companies’ concerns with 
“Visualization”
The main concerns that regional SMEs 
and mid-ranking companies struggle 
with can be summarized into the 
following three points: “don’t know 
how best to achieve specific means for 
growth,” “cannot sufficiently understand 
the broader public’s needs, so cannot 
expand business beyond the local group 
or community,” “don’t know that there 
are support systems such as business 
collaboration.”

METI has implemented various kinds 
of support for the growth of SMEs 
and mid-ranking companies until now. 
However, these efforts don’t necessarily 
work for companies that really need 
support. Based on this understanding, 
we are to start a new project, called 
Growth Strategy: “Three Kinds of 
Visualization.” Specifically, the project 
comprises “visualization of the ‘Keys to 
success,’” “visualization of ‘Business 
opportunities,’” and “visualization of 

Suzuki Precion provides excellent quality of 
precision parts to various industries, taking 
full advantage of their superb metal cutting 
capabilities. They strengthen their operational 
stability by focusing on future opportunities and 
developing them into new business categories, 
such as medical device industry.

Making regions 

more active with 

“visualization”!
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“Welcome.” “Hello.” The energy of 
the staff people are evident in their 
lively welcomes we received. An 
interview at Suzuki Precion Co., Ltd. 
(in Kanuma City, Tochigi Prefecture) 
began with welcoming greetings from 
the employees on the premises, long 
before we entering the building.

Transformed into 
a medical device 
manufacturer, aiming for 
the business stability
“Our employees are energetic and 
highly capable. We are lucky to have 
very many talented groups of people” 
Tsuneyoshi Suzuki, the Chairman, says 
with a smile. There are 65 employees 
in total. The company, which 
manufactures parts and components 
with precision cutting technologies, 
also represents itself as a medical 
device manufacturer as introduced in 
the previous page.

Chairman Suzuki said, “The revision 
of the Pharmaceutical Affairs Law in 
2005 was given as an opportunity to 
develop our business into the medical 
device field with a full commitment.” 
The company had already been 
manufacturing parts for medical 
implants since the 1990s. Mr. Suzuki 
remembers thinking, “The revision 
of the Pharmaceutical Affairs Law 
was a business opportunity for us to 
differentiate our company from others” 
and therefore made a decision to 
obtain a medical device manufacturer’s 
license. The new Pharmaceutical Affairs 
Law requires manufacturer’s license 
holder to make medical devices, so 
obtaining the license was a huge 
advantage.
The company was able to obtain its 
medical device manufacturer’s license 
in 2006 as a result of various changes 
and improvements which rejuvenated 
the organizational structure and to 
training already skilled employee with 
specialization. 

The company attained International 
Standard ISO 13485 certification for 
the quality assurance for the medical 
devices in 2007, and also the first class 
Marketing Authorization Holder license 
in 2010, which allows the company to 
manufacture and sell the company’s 
own products. Having made these 
additional efforts, the company has 
gradually formed its shape as a true 
medical device manufacturer.

Promoting collaboration 
with external resources to 
develop own brand
While the company was establishing 
its foothold as a medical device 
manufacturer, Suzuki Precion also 
focused on the use of external 
resources such as business 
collaboration. In 1999, Kanuma City 
Manufacturing Technology Association 
started composing with 13 local small 
to medium-sized manufacturers, and 
five companies in the Kanto, Kansai, 
and Kyushu regions collaborated 

across the boundaries between regions 
to establish “5TEC.NET”. in 2004. 
They started to attain big contracts 
and developing products together by 
bringing what core technologies each 
company held, to the table.
“When 5TEC.NET. was established, I had 
been employed here for four years,” Jun 
Hanawa, the senior managing director, 
reminisced. Since then, he has led 
various projects, including several new 
product development collaborations and 
roadshows at various exhibitions. “These 
experiences of networking within the 
collaborative companies also leveraged 
multiple researches and development 
projects through and between industries, 
academic institutes and various 
government,” Mr. Hanawa explained.
Some successful examples of METI’s 
collaborative initiatives are METI’s 
Strategic Fundamental Technology 
Advancement Program and “Task 
Resolving” style development of 
medical equipments and devices. The 
successful outcome from the multiple 
projects conducted in cooperation 
with several companies and other 
entities were the creation of miniature 
forceps for endoscopic operations, 
and sophisticated needle holders for 
suturing. As a byproduct, Suzuki’s own 
product called the IB-SPINDLE was 
born. This spindle has the capability 
to produce the aforementioned micro 
parts by multiplying the speed of the 
spindle by four times. Achievements of 
such examples are backed up with the 
support and advice from the Chamber 
of Commerce and Industry, the 
Industrial Technology Center, industry 
experts and universities.
“Clarifying which preeminent firm will 
take the lead in a particular project is 
essential for business cooperation. Of 

importance is mutual understanding 
of the advantages all involved parties 
brings to the project to develop a trusting 
relationship. These two points are 
indispensable for achieving successful 
outcomes.” -Chairman Suzuki
Suzuki Precion is also working to 
advance further developing an overseas 
market. The company has been a part 
of exhibitions in Europe and the United 
States with the support from JETRO 
(Japan External Trade Organization) 
and local governments. This company 
has already established a satellite office 
in California, exporting medical parts to 
the United States.
Takuya Suzuki, succeeded as CEO 
from Chairman Suzuki, is now 
promoting the strengthening of the 
managerial practices: “Having our own 
brand changes the organization and its 
employees. For example, an employee 
who had generally worked with lathes 
in the past, later cultivated knowledge 
in CAD design having understanding 
in both. Because of the branding, 
we have had an increase of talents 
with specific expertise, and there are 
many employees who are not afraid 
of change and are willing to face new 
challenges in new fields. I believe that is 
the core strength of our company.”
Suzuki Precion was founded as a 
mom-and-pop factory shop in 1961. In 
present-day, the company has taken 
steps as a medical device manufacturer 
out of the same local region. The 
company implements growth strategies 
by forecasting the future, and its sales 
ratio of own brand products is steadily 
increasing, which indicates a promising 
future.

Senior corporate executive officer, 
Suzuki Precion Co., Ltd.

Jun Hanawa

Joined the company in 2000. With an 
experience as an engineer, he is also in 
charge of sales, including sales channel 
development. “First, a leader needs to 
become ‘100%’ to changes, and then,  
he/she will share his/her visions to the 
employee with a full commitment. I believe 
this is the key to the business reform.”

CEO, Suzuki Precion Co., Ltd.

Takuya Suzuki

Joined the company in 2006, becoming 
the third CEO in 2010 since the 
company started. “I would like to go 
for growth while valuing our customers 
who we can establish an equal 
partnership with. I will also make efforts 
for overseas opportunities and push for 
the market expansion.”

Chairman, Suzuki Precion Co., Ltd.

Tsuneyoshi Suzuki

Joined the company in 1970. Became 
CEO in 1991 and reorganized Suzuki 
Seiki Machinery Ltd., into Suzuki Precion 
Co., Ltd. the following year. Became 
Chairman in 2010. “It is important to take 
actions early for the next step, especially 
when the market is constantly morphing. 
Take the first step!”

Cooperation spurred through the leadership and trust!

Our work in the Next-Generation 
Industry Division is to support 
industrial fields which are expected 
to grow in the future, with a current 
focus on the medical device industry, 
the aerospace industry, and the bio-
industry. I’m in charge of the medical 
device field.

The medical device field, which 
Suzuki Precion Co., Ltd. is also in, 
is considered to be a difficult field 
to enter due to the stringent laws 
and regulations as well as a unique 
business culture. In addition, it is not 
easy to understand the needs and 
develop sales channels in medical 
institutions, which are the customers. 
Under these circumstances, it is 
necessary to support local companies 
through measures such as support 

for R&D and holding meetings 
for business matching with local 
companies which have manufacturing 
capabilities and manufacturers of 
medical devices through cooperation 
between industry, academia, and 
government.

Although industrial machinery and 
precision devices may be considered 
fields in which Japan has advantages, 
the medical device market in Japan 
has a significant volume of imports, 
and we cannot say that Japan’s 
manufacturing technologies are 
being fully and effectively leveraged. 
In order to strengthen our industrial 
competitiveness, we are looking to 
efforts made by companies which 
have technologies and enthusiasm 
like Suzuki Precion. To support 

this, we will work ever harder on 
establishing practical networks and 
providing information concerning 
government support policies.

Shin Sakaguchi
Deputy Director
Next-Generation Industry Division, 
Regional Economic Policy Department
Kanto Bureau of Economy, Trade and 
Industry, METI

Transferred to the Next-
Generation Industry Division 
in April 2015, he provides 
information on government 
support policies through 
seminars, provides opportunities 
for matching between companies 
and conducts other support 
measures.

Supporting a growing industry for the future of Japan!

Suzuki Precion accommodates any requests 
on metal cutting, including materials known 
to be difficult to process, such as titanium. 
Another core strength of the company is 
its ability to manage the whole flow - all 
and each processes from designing to 
developing and manufacturing all in-house.

From designing to manufacturing, 
and end to end service, with 
precision cutting and 
microfabrication technology.

l  Suzuki Precion Co., Ltd.CLICK!

http://www-en.precion.co.jp/
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Creation of business opportunities through cross-sector collaboration, 
development of new markets through overseas expansion—rising to challenges 
beyond traditional borders of regions and alliances of enterprises can bring out 
the potential of SMEs and mid-ranking companies.
We asked two coordinators supporting these efforts about the keys to success.

Golden Rules for Devising 
Successful Strategies

l  Kyoto Research Park Corp.CLICK!

For example, in Asia, where rapid 
economic growth is ongoing, balancing 
economic growth and environmental 
protection is an urgent issue. However, 
although many SMEs and mid-
ranking companies in Japan possess 
technologies that can be useful in 
resolving this issue, most of them have 
difficulties laying out a tangible roadmap 
for expanding their businesses abroad.

The first step is to understand local 
needs. Team E-Kansai, composed 
of SMEs, mid-ranking companies, 
and relevant groups in the Kansai 
region, collects information about 
environmental issues in China as well as 
environment-related technologies that 
local enterprises need, in addition to 
organizing business meetings between 
enterprises in Japan and China. This 
way, we can understand specific local 
needs, such as wastewater treatment 
and the removal of air pollutants.

With a clear picture of issues to 

address and of required technologies, 
SMEs and mid-ranking companies 
are able to start realistic discussions 
on how to market their technologies. 
It is important to achieve not abstract 
conclusions but specific outcomes.

Establishing a Database 
of an Enterprise’s 
Technologies to Visualize 
Its Strengths 
SMEs and mid-ranking companies 
pursuing overseas expansion often 
have difficulties communicating in 
business meetings or effectively 
conducting their business.

Human resources who are very familiar 
with the local languages and business 
practices are important in driving 
smooth overseas expansion. It is also 
important to invest a certain amount of 
capital to see if your business plan will 
actually work in the target country. It 

would be reassuring to have someone 
who can compensate for your lack of 
experience.

That’s where objective 3rd parties, for 
example, overseas business relations 
coordinators like us, can provide SMEs 
and mid-ranking companies with fresh 
views of their strengths and solutions to 
issues. Moreover, compiling a database 
of an organization’s technologies 
can help them to visualize the scope 
of their expertise and to compare 
their products and services to similar 
enterprises overseas. These are among 
the effective approaches for driving 
overseas expansion. We hope that 
SMEs and mid-ranking companies will 
make use of such approaches as well 
as existing support systems.

Until recently, the major risks that 
small and medium-sized enterprises 
(SMEs) and mid-ranking companies 
needed to watch out for were large 
corporations shifting production 
overseas and a decline in their 
international competitiveness triggered 
by the appreciation of the yen. But, 
in the midst of a rapid transformation 
of industrial structures, we are now in 
an age when well-defined business 
domains may become history.

How can a breakthrough be made in 
this situation? One way is to encourage 
new inspiration through open 
innovation. Cooperation that crosses 
the boundaries between business 
types and business categories will 
definitely increase in importance in 
making the best of a situation with 
limited resources. Large enterprises 
have widely adopted open innovation, 
and, I believe, now is the time for SMEs 
and mid-ranking companies to work 
together the same way. 

Business Collaboration 
Depends on Top 
Management  
Decision-Making
I regret to say most SMEs and 
mid-ranking companies still do 
not necessarily take advantage of 
opportunities for networking even 
though support organizations like us 
provide such opportunities. I suppose 
that it may be partially because, 
in contrast to big corporations, 
they are too short-staffed to send 
representatives to networking events 
on such occasions.
Additionally, even if they were to 
take concrete action, it would take 
a long time before such business 
collaboration could generate concrete 
outcomes. I would say that whether 
business collaboration succeeds or fails 
depends on firm decision-making of 
top managers based on an unwavering 
resolve to face any challenge.

On the other hand, finding methods for 
proactively utilizing national and local 
government support measures is one 
of the challenges for SMEs and mid-
ranking companies. Having said that, 
choosing the support program which 
best fits their needs from the various 
options is not that easy, so it is most 
effective to proactively use the skills and 
knowledge of support organizations 
which thoroughly understand the 
support measures by working closely 
with them.

I believe that SMEs and mid-ranking 
companies must be active in searching 
for information and open-minded and 
perceptive in establishing networks with 
other businesses, and these traits will 
be essential for their growth in years to 
come.

This kind of coordination! 

l  Team E-KansaiCLICK!

Team E-Kansai assisted in the launch of a joint venture 
between DAIWA CHEMICAL INDUSTRIES CO., LTD. and 
a local enterprise in Foshan City, Guangdong Province 
that had been facing issues with VOCs (volatile organic 
compounds), compounds that can cause photochemical 
smog, and supported air pollution mitigation projects. 
Among the work we did was to support the negotiations of 
a joint-venture with the local government. This joint venture 
is engaged in the online monitoring of VOC emissions in 
cooperation with the Foshan Nanhai District Environmental 
Protection Bureau. The joint venture has been certified by 
the Ministry of Environmental Protection of the People’s 
Republic of China as a model project in the Southern China 
Cluster of State Environment Service Industry.

Paving the Way for Preventing Air Pollution in 
China by Supporting the Launch of a Joint 
Venture

Foshan Nanhai District 
Environmental 

Protection Bureau 

Joint Venture

Online  
Monitoring

VOC Emission 
Data

VOC Emission 
Data

Volatile Organic 
Compounds (VOC) 
emitting enterprise

Prevention  
of Air 

Pollution

Open Cooperation 
Helps Businesses 
Make the Best Use 
of Their Resources 

In cooperation with public institutions, 
universities, and external institutions in 
Kyoto, KRP has provided a platform for 
the creation of new industries. KRP has 
coordinated the cooperation between 
industry, academia, and government in a 
broad range of areas such as the creative 
industries and energy-related industries.

Coordinator #1

Coordinator #2

Dr. Chieko Kimura
General Manager of  
Industry-Academia- 
Government Alliance Dept.
Executive Officer
Kyoto Research Park Corp.

Clarifying One’s  
Own Strengths by 
Incorporating 3rd 
party points of view

Team E-Kansai collects information on all 
the advanced environmental, energy-saving 
technologies and products of companies in 
the Kansai region in one place, facilitating 
the creation of environmental businesses 
that can be helpful in solving environmental 
issues and in promoting sustainable 
growth in Asian countries through business 
matching and follow-up. 

Mr. Cisheng Lin
Coordinator in charge of 
Guangdong Province
Kansai-Asia Environmental and 
Energy Saving
Business Promotion Forum
(Team E-Kansai)

Ask Expert Coordinators

KRP’s Industry-Academia-Government 
Alliance Scheme Works! 

In promoting the Project for 
Supporting Business Operators’ 
Business Expansion to New 
Fields, which was commissioned 
by METI, KRP is working with 
coordinators, who are experts 
in each domain, to facilitate 
cooperation, with a view to 
providing information, presenting 
business seeds, and creating 
new projects.

For example, in relation to the 
development of next-generation 
lithium-ion batteries, KRP held 
the I2 Tech Forum to help new 
technologies open up new 
markets. Holding workshops 
and seminars and publishing 
brochures introducing leading 
companies in component 
development are among 
KRP’s initiatives which provide 
opportunities where businesses 
can gain inspiration.

Provide Opportunities for 
Inspiration and Facilitate 
New Cooperation 

Creation of Next-generation 
Electronics & Energy System 

Industries 

 Innovation Initiative (I2)

SMEs and  
mid-ranking companies,

Core Technology Providers

Universities and  
Research Institutions,

Players in Cutting-edge 
Research and Development

End Product
Manufacturers and  
Large Enterprises

Industrial Support 
Organizations

Highly skilled business 
and technology 

experts

Businesses and  
Promising Start-ups

in the Kansai  
Region and Overseas 

https://www.krp.co.jp/english/
http://team-e-kansai.jp/en/


10 11METI JournalMETI Journal Supporting Companies with Growth Potential

Information Cooperation

Understanding issues to 
overcome for growth

Following up, such as 
matching human 
resources and institutions

Guidance according 
to strategic field

Could you tell us about true stories 
about other companies including cases 
of failure?

There are also public support systems which are 
independently developed by the national government, 
prefectures, and municipalities. You can easily search for 
the optimum measures for your company on the Internet 
by using the Measure Map, on which you can see 
support measures for SMEs and micro businesses. You 
can see only the measures necessary for your company 
if you designate search criteria such as purpose, field, 
and target. There is a “comparative display” function, so 
please consider thoroughly comparing the measures you 
are interested in.

What kind of public support system is 
suitable for our company?

There are many SMEs which struggle with public relations 
because sales and advertising are costly although 
they have technologies and products which are at the 
top in niche markets or are unique. Meanwhile, large 
enterprises need the superior technologies of SMEs and 
other businesses. In this situation, a useful tool worth 
noting is a website for matching, J-GoodTech, operated 
by the Organization for Small & Medium Enterprises 
and Regional Innovation, Japan. The organization posts 
information on SMEs on the website and connects SMEs 
to large manufacturers and overseas companies which 
are interested in the technologies of each company.

We have confidence in our technological 
capabilities!
How can we market ourselves to large 
enterprises?

In order to find out detailed information about regions, the 
Regional Economy (and) Society Analyzing System (RESAS) 
is useful. You can see the information on its website, and 
it is constructed with maps including a “sightseeing map,” 
“population map,” and “local government comparison 
map.” It clearly shows the features, population dynamics, 
flow of tourists, and other information for each region 
through means including graphs and figures. For example, 
until now, location strategies and regional strategies have 
tended to depend on experience and intuition. However, if 
you use RESAS, you should be able to base them more on 
the reality of the situation.

We are considering which region we will 
expand our business to. Can we get 
detailed information about each region?

Superior SMEs and mid-ranking companies

Large enterprises and overseas companies

Providing 
seeds

Collecting 
needs

Collecting 
seeds

Providing 
needs

Matching 
support

J-GoodTech

When you develop new business, various issues such 
as financing, the securement of human resources, and 
the gathering of information come up. Therefore, METI 
organizes and analyzes cases of failure and success, 
which Bureaus of Economy, Trade and Industry and 
financial institutions in each region have collected by 
actually visiting real sites and companies, and posts them 
on METI’s website. These cases are organized by type of 
issue, such as finance, human resources, or information. 
“Keys to success” and “traps that are easy to be caught 
in” which were extracted from true stories should be hints 
to developing new business in the future. 

CLICK! l  Mieru I Hint (Visible Hints) - Keys to success, 
avoiding traps - (Japanese version)

CLICK! l  Measure Map (Japanese version)

CLICK! l  RESAS (Japanese version)

CLICK! lJ-GoodTech (Japanese version)

METI has been strengthening support for SMEs and mid-ranking companies, being conscious of 
“visualization” as a keyword.
This page explains typical measures through answers to common questions from business owners.
Also, this page introduces the mechanisms of the “core enterprise creation support network,” which  
is to be newly constructed this time. 

Solve your concerns with 
the support system!

C o n c e r n

C o n c e r n

C o n c e r n

C o n c e r n

Various support systems for SMEs 
and mid-ranking companies that 
are provided by the government 
and local governments. These can 
become more effective by being 
used using according to the situation 
of each company and its growth 
process.

Therefore, METI has been 
proceeding with the development 
and strengthening of support 
systems including the enhancement 
of existing measures as the 
Growth Strategy: “Three Kinds 
of Visualization” Project. Support 
measures which are introduced on 
the previous page are also examples 
of important efforts in this project.

In addition, the project supports 
SMEs and mid-ranking companies 
which are taking on the challenges 
of new fields and new projects 
through the network of support 
institutions, which local governments 
and support institutions promote. 
Specifically, the network 
appropriately guides companies to 
a core enterprise support platform 
dedicated to each strategic field. In 
the platform, the network launches 
independent projects centered 
on core companies and connects 
companies to support institutions 
and specialized human resources. 
And at the same time, we plan to 
also proceed with coordination 
between platforms.

Support the  

growth of SMEs  

and mid-ranking 

companies!

The core enterprise 
creation support 

network

Leading to growth through matching

Companies  
which have growth 
potential (tens of 

thousands of 
companies)

Network of support institutions
This network is composed of entities including various support institutions, universities, 
Chambers of Commerce and Industry, regional JETRO offices, and financial institutions. It has 
become a service counter for SMEs and mid-ranking companies which aim for more growth 
and also plays a role in guiding them to become part of a core enterprise support platform.

Group of core enterprise support platforms
Platforms are individually established based on focused fields such as the environment, food, aircraft, and medical devices. The 
group supports SMEs and mid-ranking companies which are taking on challenges, cooperating with government institutions such 
as the National Institute of Advanced Industrial Science and Technology (AIST) and SME Support, Japan.

Environmental 
field platform

Food field 
platform

Aircraft field 
platform

Medical device 
field platform

Biotechnology 
field platform

Large enterprises / 
Overseas companies

Research institutions / 
Universities

Company  
needs and  

research seeds

AIST / SME Support, 
Japan / JETRO, etc.

Support by 
government 
institutions

http://www.meti.go.jp/interface/php/honsho/mieruka/
https://www.mirasapo.jp/measure_map/
https://resas.go.jp/#/13/13101
https://jgoodtech.smrj.go.jp/?locale=en
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of Economy, Trade and Industry (METI) 
will expand support tools such as tax 
breaks for growing enterprises. METI is 
also in close contact with each regional 
Bureau of Economy, Trade and Industry 
every day.

Iimura: I belong to the Finance 
Collaboration Promotion Office of the 
Kanto Bureau of Economy, Trade and 
Industry. My job is to support SMEs 
and mid-ranking companies in solving 
problems in cooperation with local 
banks and credit associations.

The Kanto Bureau of Economy, Trade 
and Industry has jurisdiction over Tokyo 
and 10 prefectures. Needless to say, a 
very large number of companies have 
engaged in business activities in the 
area, where financial institutions have 
broad area networks and are familiar 
with the affairs of the local companies. 
The financial institutions are expected 

to function as support desks for the 
companies. In this respect, I think that 
this cooperation with the local financial 
institutions can be a model case for a 
new support system.

I worked on the Regional Industry 
Revitalization Project at the Regional 
Development Division until about one 
year ago and witnessed the enormous 
amount and complexity of problems 
that the companies faced. I have 
realized the importance of support 
organizations that can respond to 
diverse problems.

Soma: I was originally a staff member 
of the Kyushu Bureau of Economy, 
Trade and Industry. Now, I am engaged 
in compiling policies related to regional 
revitalization at the Headquarters for 
Overcoming Population Decline and 
Vitalizing Local Economy in Japan 
of the Cabinet Secretariat as a staff 
member of the Business Environment 
Promotion Division of METI.

This project is part of a policy package 
for regional revitalization being 
conducted by the government. There 
is the problem of how to link various 
industry-supporting organizations with 
each other. We have been conducting 
this project in collaboration with 
each ministry and agency to deal 
with the problem by formulating a 
comprehensive strategy.

I think the key to the project is the 
visualization of the support system and 
tools after all. At the Kyushu Bureau 
of Economy, Trade and Industry as 
well, I frequently heard comments 
saying, “I did not know there was such 
a support measure,” and, “But, I do 
not know how to utilize the measures,” 
from local companies. The visualization 
of the support system including 
consultation desks should be promptly 
implemented.

Coordinators who 
cooperate beyond  
regions are important
— What are the problems and keys in 
promoting the measures?

Iimura: It is quite right that information 
on the support measures and other 
matters has not reached those who 
need it, as Mr. Soma just mentioned. 
Regarding this problem, the Map of 
Measures and a business matching 
system J-GoodTech are already in 
operation. In addition, the roles of 
coordinators are very important. One 
credit association is intensively focused 
on the needs and seeds of individual 
companies in matching for collaboration 
among enterprises. I think that 
coordinators who work together with 
companies to guide them to solutions 
to problems, or I should say provide 
cooperative support, are one key.

Kojima: Certainly the hurdles to 
discovering appropriate coordinators 
may be higher than simply narrowing 
down the candidates for the core 
enterprises. That is why visualization of 
the support organizations that serve as 
coordinators is important. Not only do 
the industry-supporting organizations in 
each region have human resources who 
are skilled in this field, but universities, 
public research centers, and financial 
institutions also do. On the other hand, 
the function of coordination tends to 
be internally focused only within each 
administrative unit. I think it is our role 
to open this function to external regions 
and link it to networks.

Soma: For example, there are 
many companies that have unique 
technologies in Kyushu also. However, 
support measures that are focused 
only on regions can limit technical 

cooperation and market development. 
In such cases, the Regional Economy 
(and) Society Analyzing System, or 
RESAS, will show the possibility of 
discovering core enterprises and trading 
beyond the regions to a certain extent. 
As both of us just mentioned, functions 
and systems capable of advising 
companies that need measures for 
the utilization of big data and other 
measures, as well as human resources 
that can stay close to the companies 
and support them are significant. The 
Headquarters will also surely show 
the way to securing these functions, 
systems, and human resources.

— Finally, please tell us about your 
passion in your job.

Kojima: The SMEs that have become 
rooted in regions, employ people, are 
thoughtful toward relevant parties, 
and compete as the world’s leading 

companies are cool! I feel good 
responses to my job when supporting 
such excellent companies.

Iimura: I hope to create a support 
network on a firm basis so that 
companies that keep on striving may 
say, “We are so lucky that the Bureaus 
of Economy, Trade and Industry have 
been established.” I would like to 
increase the ripple effect in cooperation 
with financial institutions.

Soma: Personally, I hope to become 
a staff member with skills comparable 
to the coordinators and enhance 
cooperation between prefectures, 
cities, and support organizations to 
develop core enterprises that can lead 
the regions.

— First, please tell us your roles and 
responsibilities.

Kojima: Kojima: I have long made 
efforts for the fostering of a new 
growth sector in each region based 
on broad area networks between 
academia, industry, and government. 
Through these efforts, I found that the 
presence or absence of exit strategies 
is a key factor in determining whether 
development will succeed or fail. In 
other words, this key is a way toward 
the commercialization of products and 
services. I also realized the importance 
of core enterprises that lead involved 
enterprises while voluntarily taking risks.

In this project, we have paid attention to 
companies that have growth potential 
and have placed specific emphasis 
on forming core enterprise creation 
networks to develop the companies into 
regional core enterprises. The Ministry 

Strengthening of bases in local communities 
and partnerships between bases to expand 
a support network across Japan

M E T I :  C o m m e n t s  f r o m  M i n i s t e r ’ s  S e c r e t a r i a t

What are the problems and keys in supporting SMEs and mid-ranking companies that aim for growth?
Three persons, Ms. Eriko Kojima and Mr. Katsuhiko Soma of the Business Environment Promotion Division  
and Mr. Toru Iimura of the Kanto Bureau of Economy, Trade and Industry, who are well-versed in the current  
situations of local companies, talked about the problems and keys from their respective viewpoints.

Ms. Eriko Kojima
Assistant Director of Business Environment 
Promotion Division,
Regional Economic and Industrial Policy Group, 
Economic and Industrial Policy Bureau

Mr. Katsuhiko Soma
Chief of Business Environment Promotion Division,
Regional Economic and Industrial Policy Group

(From the left)
Mr. Toru Iimura
Collaboration Promotion Chief, Finance Collaboration 
Promotion Office, Economic Policy Division, Economic 
Policy Department, Kanto Bureau of Economy,  
Trade and Industry

The Business Environment Promotion Division has 
been involved in a wide range of new business 
activities for SMEs from starting up and founding 
businesses to overseas expansion. The Act on 
Promotion of Business Activities by Small and 
Medium Sized Enterprises Utilizing Resources 
Derived from Local Industries is one of the Acts under 
the jurisdiction of this division, which has supported 
regional business operators who do their best.

Above: METI has hosted information sessions on 
the Growth Strategy: “Three Kinds of Visualization” 
Project for the owners of SMEs and mid-ranking 
companies throughout Japan to introduce the details 
of visualization. Right: From the viewpoint that face-
to-face meetings are effective for collaboration among 
enterprises, each regional Bureau of Economy, Trade 
and Industry has planned and held various business 
matching events.

Growth Strategy: "Three Kinds of 
Visualization"

Cases of companies’ success and 
failure are introduced to visualize 
clues for business expansion. This 
strategy will also assist management 
improvement through teamwork between 
entrepreneurs and employees.

Visualization of 
"Keys to success"

A mechanism for matching the needs of 
major companies and foreign companies 
with mid-ranking companies and SMEs 
is provided. A system for evaluation and 
certification of business quality will be 
also introduced.

Visualization of 
"Business 
opportunities"

Core enterprise creation support 
networks are established by assigning 
the Industrial Development Corporation 
and other organizations as secretariats. 
Coordinators will compile information 
in other regions and forward the 
information to the companies.

Visualization of the 
"Support system"



14 15METI JournalMETI Journal Traditional crafts are hot!

Creating various “links” 
toward the development 
of new markets
A great attraction for traditional crafts is 
its “timeless” quality and characteristics, 
such as the superior techniques of 
craftsmen and the special charm of 
the crafts that only comes from the 
passage of time. On the other hand, in 
modern society, the various needs and 
lifestyles of consumers have increased 
the necessity of not only “defending” 
the traditional products but also 
creating new markets for them.

It is, however, also true that business 
operators have had various difficulties; 
for example, they lack marketing or 
branding know-how, and they have 

difficulty establishing networks with 
retailers and buyers. Therefore, in 
recent years, efforts have intensified to 
overcome current limitations through 
collaboration beyond conventional 
frameworks. For example, through 
teaming up with energetic designers, 
crafts have been transformed and 
gained sophistication. Additionally, 
through holding events for networking 
between producers and retailers, 
collaboration has been promoted. 
In these ways, attempts to discover 
possibilities of collaboration are now 
increasing around Japan.

What are the outcomes and 
achievements of these efforts?  
We will be following the latest trends.

been continuously supporting the 
daily lives of Japanese people. These 
are designated under the Act on the 
Promotion of Traditional Craft Industries 
(the Act), which came into force in 1974. 
At that time, commodities were mass-
produced, mass-consumed, and easily 
thrown away. Such disposable culture 
permeated Japan, while traditional craft 
industries faced problems including 
a lack of successors and difficulties 
in procuring raw materials. Hence, a 
movement to rebuild the foundation of 
traditional craft industries, which had 
been almost lost, occurred and helped 
the Act to be passed.

s of August 2015, there are 
222 designated kinds of 
traditional crafts which have A

An event titled “JAPAN TRADITIONAL CRAFTS WEEK” will be held this 

autumn (in 2015) as a mechanism for creating a direct link between 

production areas, shops, and consumers.Between Craftsmen and Buyers

1
2
3

A network of Monodzukuri, which is expanding outside individual regions.

Unique initiatives, including the Production Areas Collaboration Project, 

are drawing attention.

Between One Production Area and 

Another Production Area

The Organization for Small & Medium Enterprises and Regional Innovation, JAPAN is now promoting 

the Overseas Expert Invitation Support Project (a NEXT MARKET-IN Project).

Experts including designers were invited from overseas and collaborated with traditional craftsmen 

in Japan, achieving the completion of 15 works through the Project in FY 2014!

Between Traditional Crafts and Designers 

Overcome Current Limitations 

through Collaboration!

Collab
oratio

n

Collab
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n

Collab
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During JAPAN TRADITIONAL CRAFTS WEEK  
in FY 2014, producers exhibited 21 kinds of 
traditional crafts in total, from areas ranging 
from Hokkaido to Kyushu. Through visits 
to the production areas throughout the 
country, relationships between the retail 
owner and the craftspeople developed into 
collaborative planning for the event. The list 
of participating shops includes bookstores, 
kimono shops, and jewelry shops, in addition 
to home decor shops, and they held “stamp 
rally” (contests to gather stamps from various 
locations) to encourage visitors to tour around 
the shops. Workshops and demonstrations 
during the week showcased the various skills 
and techniques of the craftsmen and the 
attractiveness of the materials used. It was a 
good opportunity to understand consumers’ 
needs and seemed to motivate many 
producers, or production areas, toward the 
development of new products.

From producers to sellers, from sellers to users—

Historically, there have not been many opportunities to 
directly link these three parties. JAPAN TRADITIONAL 
CRAFTS WEEK, which started in 2014, is an event that 
aims to link them together as a circular route. 

In 2015, Japan Traditional Crafts Week will be held from 
Saturday, October 24 through Tuesday, November 3. 
Its scale will be larger than last year in response to the 
tremendous feedback from the previous event, which was 
held at 22 shops mainly around the Tokyo area. This year, 
forty shops in Tokyo and 10 additional shops in Nagoya, 
most of which are home decor shops, will participate and 
“co-star” with the traditional crafts of each area as shops 
paired with one production area each.

In addition to the exhibitions and sales of the crafts 
and workshops, craft-making experience events will be 
available under the guidance of master craftspeople at 
Japan Traditional Crafts Aoyama Square, a gallery and 
shop operated by the Association for the Promotion of 
Traditional Craft Industries. Thus, this event will provide 
valuable opportunities for producers to get a direct sense 
of consumer needs and to create a stepping stone to 
gaining the next generation of fans and the expansion of 
sales channels.

Meanwhile, for shops too, this event seems to provide 
various forms of motivation and other benefits as 
indicated by the following quotes: “We were able to 
deepen our understanding of Monodzukuri by listening 
to the producers’ explanation of the excellence of the 
products in person. We would definitely like to continue 
to sell traditional crafts in the future too.” “Communication 
between the shops which participated in the event has 
been promoted.” “We believe that the event is helpful in 
creating a new appeal for our shop.” (Comments from 
shops which participated in 2014)

In fact, this initiative has steadily led to successful 
outcomes. For example, relationships triggered by the 
event have led to the development of original products, and 
some shops have continued selling traditional crafts made 
thanks to this collaboration. We should keep an eye on 
these trends.

Directly Showcase the Beauty 

of Crafts at Various Events! Fusion of Their Individual 

Characteristics Opens up 

New Possibilities

Throughout their long history, traditional skills have been polished and handed down within regions—

By removing their limitations, and pairing with different areas and fields, new value will be generated.

The photo shows Youwa, a type of tableware which was created through 
collaboration between the producers of Imari and Arita porcelain and 
Wajima-nuri. Its name was created by taking one kanji character from 
the name of each of these traditional craft and putting them together. It 
represents “blending,” which happens to be pronounced the same way 
in Japanese. Throughout the production of these special products, there 
were many challenges to be overcome, but each challenge flowed into the 
next and the results are undeniably remarkable.

CLICK! l  JAPAN TRADITIONAL 
CRAFTS WEEK 2015

November is designated as Traditional Craft Products Month. 
In order to deepen the understanding of traditional crafts, 
toward their further dissemination, the Traditional Craft 
Products Month National Assembly and other events are held.

At the Assembly held in Saga, in 2014, a new initiative drew 
attention. It was the collaboration between the production 
areas of Imari and Arita (where Imari and Arita porcelain 
are made) and other production areas of traditional crafts 
across Japan, called the Production Centers Collaboration 
Project. The Project was realized after the enthusiastic 
responses of 11 production areas to Saga Prefecture’s 
proposal. Based on the concept of “An Encounter Leading 
to New Innovation and Creation,” new possibilities for 
traditional crafts were explored through collaboration 
between production areas and personal networking, 
encouraging Monodzukuri.

For example, Youwa was created through collaboration 
between producers of Imari and Arita porcelain and 
Wajima-nuri, a representative of Japanese lacquerware.  
On the surface of the Wajima-nuri, Asanoha kuzushi, 
a sort of geometric pattern, is drawn using Imari and 
Arita porcelain painting techniques. The combination of 
these two styles is striking. A meeting with Yamanaka 
lacquerware craftspeople also led to a successful outcome, 
which has been named “Material to co-star – combination 

of materials –.” The distinct beauty of the wooden base and 
porcelain coexist in a single craft.

As for personal networking, the young craftspeople who 
will lead the future of Imari and Arita wares and the people 
who are involved in traditional crafts in other production 
areas visited each other’s production areas. Through 
communication with craftspeople in other production 
areas and factory and workshop visits, they found ideas 
for innovative collaboration. It seemed that the participants 
were greatly inspired by these networking programs.

Future collaboration between young, local designers and 
the craftspeople is in the works. In addition, preparation 
for commercialization is ongoing. We are looking forward 
to seeing what amazing projects develop out of the 
collaboration between the craftspeople and the retailers 
working in partnership to leverage their respective vigorous 
spirit for challenges as a whole town in developing new 
crafts and increasing the attractiveness of the production 
areas. The Production Centers Collaboration Project is 
likely to have ideas to develop the traditional craft industries 
for the next generation. 

CLICK! l  Report of the 31st Traditional Craft Products 
Month National Assembly (Saga Assembly)

Producers wish that people would be more aware of the value of their products.  
They also wish that they could develop different sales channels.

Mechanisms for linking producers, or production areas, to shops and consumers  
are now drawing attention.

Between Craftsmen 
and Buyers

Between One 
Production Area 

and Another 
Production Area

Collaboration

1
Collaboration

2

http://www.meti.go.jp/english/press/2015/0520_02.html
http://arita-episode2.jp/index.html
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The Office for Overseas Business Support at the New 
Business Promotion Division provides SMEs and 
micro businesses with a broad range of support for 
expansion overseas, providing information, support 
for the development of business plans, support for the 
development of sales channels, and follow-up after 
expansion overseas.

Kazu Nakashima, Chief of Second Overseas Business 
Support Team (left)
Tatsuya Hayashi, Chief of Overseas Business Support 
Team (right)
Startup and New Business Promotion Division, Business 
Support Department, Small and Medium Enterprise 
Agency

industrialized daily necessities which were being 
imported from abroad. Accordingly, as opposed 
to the simple craftsmanship value of traditional 
products mentioned above, Japanese people 
in the Meiji and Taisho periods developed 
traditional craftwork into leading items to earn 
foreign currency.

Over 100 years later, we think it is our mission 
to firmly support revolutionaries of the 21st 
century, meaning business operators who work 
with traditional craftsmanship, who are working 
hard to overcome the difficult situations faced 
by each production area as industrialization is 
advanced and the market is flooded by cheap 
products.

products. Overseas experts are involved from 
the product development stage and also visit 
manufacturing sites including workshops 
and factories. We think that the strengths 
of the companies and attractiveness of the 
products can be leveraged through the 
viewpoints of overseas experts.

We are supporting SMEs and micro 
businesses in finding new opportunities in 
overseas markets and in their continued 
development after they break into foreign 
markets.

Now is the time for the “Traditional Craft Industries 
Restoration”!

M E T I :   C o m m e n t s  f r o m  T r a d i t i o n a l  C r a f t  I n d u s t r y  O f f i c e ,  
C o m m e r c e  a n d  I n f o r m a t i o n  P o l i c y  B u r e a u Supporting development of marketable 

products by fusing Japanese manufacturing 
technologies with overseas design

What do you imagine when you hear the term 
traditional crafts? Tableware and ceramics from 
the Edo period? Craftsmen who continue to 
work using traditional methods?

It’s easy to forget that these were state-of-
the-art products in the past. Some people 
love traditional crafts because they are made 
exactly the same way as they were in the past. 
The value of that fact is of course important. 
However, Japanese people in the past didn’t 
think that way about tradition. In the Meiji and 
Taisho periods, by leveraging conventional 
techniques, craftsmen produced goods with 
new designs which were competitive with and 
often more sophisticated than increasingly 

The Overseas Expert Invitation Support 
Project (a NEXT MARKET-IN Project) invites 
overseas experts who understand the needs 
of overseas markets to work with SMEs 
and micro businesses which are focused on 
overseas expansion. And this is a project that 
supports the development of products for 
overseas markets which appropriately reflect 
local market needs by providing continuous 
advice on the planning and development of 
products, confirming local market trends and 
needs by attending overseas exhibitions, 
and following up on the improvement of 

Overseas Experts

Draw out Possibilities 

In order to sell overseas, it is necessary to plan and 
develop products which precisely meet local needs. It is 
important to take into consideration the possibility that 
the products may be sold overseas from the preparatory 
stage.
Designers, buyers, and coordinators who understand 
local markets should then be invited from overseas. One 
effort to continuously support product development is 
the Overseas Expert Invitation Support Project (a NEXT 
MARKET-IN Project).
“The project is starting to produce some results, and we 
have become confident in our project.” Kotaro Nishibori, 
the person in charge of the implementation of the project, 
says that he has received positive feedback. He is the 
fifth president of Hiyoshiya Workshop Co., Ltd., which 
is famous for its Kyo Wagasa Umbrellas, and is also 
the president of T.C.I. Laboratory, LLC., which creates 
business overseas for traditional industries in each region. 
“I have seen many cases of giving up overseas expansion 
for various reasons; for example, the products didn’t 
match local lifestyles or preferences, or the products 

weren’t handled by overseas companies due to differences 
in distribution channels even though companies participated 
in overseas exhibitions.”
Despite such difficulties, Mr. Nishibori built a network with 
agencies and designers little by little, repeating the process 
of trial and error over and over. He accepted their advice 
and proceeded to improve his products and expand his 
markets. This method of overseas expansion (the T.C.I. 
method) which he constructed on his own based on his 
experience is the foundation of the NEXT MARKET-IN 
Project.
“Designs, stories to evoke sympathy, special techniques, 
and materials. Distinctive products that can be produced 
only in Japan emphasizing these factors are desired. When 
we look back at history, there are almost no products that 
have remained the same from the beginning until now 
because products will become obsolete if they cannot 
adapt to the market. We craft products in response to 
new markets with our superior techniques based on 
the philosophy ‘Tradition is Continuing Innovation.’ And 
we keep in mind that we have eyes to review ourselves 
objectively and minds that are not afraid of change. I’m 
sure that manufacturing with these attitudes will provide us 
with various possibilities.”

u Kimoto Glassware Co., Ltd.

Overseas experts advocate the Sake Ceremony as a new way to drink sake. 
This company developed a set of Edo Kiriko sake cups to fit the concept. 

u ISUKE & Co., Ltd.

The design of traditional Kyo lacquer ware 
has developed. This is tableware which takes 
advantage of the contrast between the lacquer and 
the pure grain of the wood, representing “lacquered 
wood.”

u Kumagaisoushouten Co., Ltd.
A set of multiple cups which expresses the manufacturing process of Kyoto 
ware (Kyo-yaki, Kiyomizu-yaki) step by step was completed. Its linking design 
is an attractive point.

We are in charge of putting the Act on the Promotion of 
Traditional Craft Industries (the Traditional Craft Industries 
Act) into effect and promoting industries of the traditional 
crafts designated by the Minister of Economy, Trade and 
Industry. Although Japanese traditional crafts, which as the 
essence of “Japaneseness” is the core of the Cool Japan 
strategy, the present situation is that many production 
areas are exhausted. We are struggling to change the 
situation every day, by thoroughly implementing various 
measures!

Eisaku Matsumura, Assistant Director (left)
Takashi Fujieda (right)
Traditional Craft Industry Office, Commerce and 
Information Policy Bureau

He became the fifth president in 2004. The 
company’s corporate philosophy is “Tradition is 
Continuing Innovation.” He has not only inherited 
tradition but is also developing new products 
aggressively and aims to make his company a 
global traditional venture company.

Fifth President, Kyo Wagasa Umbrella Hiyoshiya 
Workshop Co., Ltd, (also, President, T.C.I. Laboratory)
Kotaro Nishibori

CLICK! l   Next Market In ~  
Contemporary Japanese  
Design Project

CLICK! l   Japan Traditional Crafts Milano Square

Showcasing the 
attractiveness of Japan’s 

crafts in Milan
For the occasion of Expo Milano 2015, which is 
being held now, the Association for the Promotion 
of Traditional Craft Industries has a showroom open 
called “Japan Traditional Crafts Milano Square” for a 
limited time in Milan (from March 1 to October 31).  
Test-marketing events to win overseas markets as 
well as the introduction of traditional crafts from 
across Japan are being conducted. In addition, the 
association continues to conduct aggressive public 
relations such as through events in cooperation with 
local Japanese restaurants on site and demonstrations 
by craftsmen so that Japanese crafts will be 
recognized among the diverse cultures of the world.

Cooperation across the seas is spreading, through efforts such as inviting experts who  

understand overseas markets and opening shops to gain publicity for Japanese traditional crafts in Italy.

Collaboration

3 Between Traditional 
Crafts and Designers

http://www.c-japandesign.net/index_e.html
http://www.meti.go.jp/english/press/2015/0317_01.html
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