
Business Climate Survey 

German Business in Japan 2019



2 German Business in Japan 2019

Imprint German Chamber of Commerce and Industry in Japan (AHK Japan)
Sanbancho KS Bldg. 5F, Sanbancho 2-4, Chiyoda-ku, Tokyo 102-0075, Japan
Web www.japan.ahk.de

KPMG AG Wirtschaftsprüfungsgesellschaft 
Klingelhöferstraße 18, 10785 Berlin, Germany
Web www.kpmg.de

In cooperation with:

Germany Trade and Invest
Gesellschaft für Außenwirtschaft und Standortmarketing mbH
Friedrichstraße 60, 10117 Berlin, Germany
Web www.gtai.de/japan

Design:
Nexxus Communications K.K., Tokyo

Cover picture:
iStock.com/y-studio

This survey was conducted in January 2019.
It may only be reproduced if a reference to the source is included.

The information contained herein is of a general nature and is not intended to address the circumstances of any particular individual or entity. Although we endeavor to provide accurate and timely information, 
there can be no guarantee that such information is accurate as of the date it is received or that it will continue to be accurate in the future. No one should act on such information without appropriate  
professional advice after a thorough examination of the particular situation.

© 2019 KPMG AG Wirtschaftsprüfungsgesellschaft, a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (“KPMG International”), a Swiss entity.  
All rights reserved. The name KPMG and the logo are registered trademarks of KPMG International.



3

Content I
  
II

III

IV

V

VI

Business set-up in Japan  

Opportunities and challenges

Business in third markets

Uncertain outlook

Spotlights
• EU-Japan Free Trade Agreement (JEFTA)
• Chinese competition
• Society 5.0
• China–US trade war

Methodology & company indicators

6

8

9

11

12

14



4 German Business in Japan 2019

35%
give business in 

Japan a high priority
in the group

69%
are involved in projects 
with Japanese companies 

outside Japan, 
especially in ASEAN

87%
generate

pre-tax profits,
17% of them more than 10%

88%
are facing challenges

to recruit qualified
employees

87%
value the high sales

potential in Japan as
the number one reason for

their presence in Japan

46%
generate revenues with

Japanese customers

outside Japan at least to  
the same extent as

in Japan itself

89%
regard the reliability of their 
business partners in Japan

as the strongest benefit of
doing business in Japan

40%
are expecting increased

competition from Chinese
companies in Japan

49%
are expecting positive 

effects from JEFTA

Of the German companies
active in Japan…
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Dear readers,

Marcus Schürmann
Delegate of German Industry and Commerce 

in Japan
CEO AHK Japan

Andreas Glunz
Managing Partner International Business

KPMG in Germany

German businesses in Japan continue to play an important role in Japan – as a 
growth driver for industries from automotive to chemical products, as supplier of 
products and services worth around EUR 20.4 billion, and as buyer of Japanese 
goods worth around EUR 23.7 billion making Germany the top European trading 
partner of Japan. Consequently, German companies value the Japanese market with 
regard to its high sales potential, stability and reliability as well as the close co-
operation with Japanese companies in third markets. Although the local business 
conditions in Japan can be highly complex and demanding, the overwhelming ma-
jority of German companies that have had operations in Japan for many years are 
extremely successful and profitable.

In line with the overall global cooling of business expectations, it comes as no sur-
prise that 38 percent of the respondents expect the Japanese economy to decline in 
the coming 12 months, up by 30 percentage points since the previous year. Howev-
er, a total of 57 percent of respondents expect moderate to strong growth of their 
own business over the course of the next year.

Japan – as do other developed economies – faces a number of key challenges in 
the next couple of years, most of which are related to the growing dominance of 
China, challenging Japan’s political and economic positioning in Asia, the rising 
protectionism in general, the over-ageing society and digitization. One means by 
which the government is seeking to address these challenges is by concluding free-
trade agreements (FTAs) with major trading partners, such as with the European 
Union (JEFTA) coming into effect as of 1 February 2019 as well as promoting for-
ward-thinking initiatives such as Society 5.0. Against this background, it is there-
fore all the more important unlocking the potential for cooperation in the further 
development of future technologies jointly together with the German industry as a 
strong and reliable business partner.

Japan is well-known as one of the biggest and strongest global economies, with 
a strong footprint all over Asia and specifically in China. Japan is regarded as 
Germany’s value partner in Asia sharing the same views on free trade, rule-based 
international order and multilateral cooperation. Against this background and due 
to the fact that Japanese industries are represented to a much larger extent in Asia 
in general, it is of great importance for German companies to learn how Japanese 
industries deal with regional developments and trends, in particular in China and 
ASEAN.

The strategic importance of Japan has significantly increased over the last years 
and Japanese industries are actively shaping the development in the respective 
target markets in Asia. While exploring business potentials with Japanese partners, 
German companies shall incorporate the lessons learned from Japan’s globalization 
efforts within their very own Asia strategy.
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Business set-up in JapanI
Over the past few decades, economic relations between 
Germany and Japan have intensified. 
On a fairly stable basis, nearly 90 percent of the German 
companies in Japan have generated profits in each of the 
last three years. 
In the same period, pre-tax profit margins have mainly  
centred around the 5 percentage range: 27 percent of the 
reporting companies state margins of between 2 and 5 

percent, and 31 percent between 5 and 10 percent. In the 
margin range of 2 to 5 percent this year’s survey showed 
a decrease of 4 percentage points, while the number of  
entities in the margin range of 0 to 2 percent decreased 
significantly by 13 percent. On the other hand, 17 percent 
(prior year: 10 percent) of the surveyed companies are gen-
erating pre-tax profit margins of more than 10 percent, 
which are deemed to be comparably comfortable profits. 

For 35 percent of the surveyed companies, business in  
Japan has a high priority for the global group revenue, and 
for 3 percent it even has the highest priority. For around 

half of the companies, the Japanese market has a rather low 
priority and is listed as just one of many markets regarding 
global turnover (47 percent) and global profit (48 percent). 

Average pre-tax profit margins over the last 3 years

Status of company’s business in Japan within parent company’s global turnover and profit

Highest priority (No. 1 market)

High priority (Among the top 5 markets)

Low priority (One among many)

Not applicable
Global turnover Global profit

3%

6%

35%

29%

47%

48%

14%

16%

13%
13%

14%

12%
25%

13%

17%
10%

13%

27%
31%
31%

21%
31%

29%

Negative

0 - 2%

>2% - 5%

>5% - 10%

>10%
2019 2018 2017
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The diagram below compares the revenues realized with 
Japanese customers excluding the Japanese market in other 
parts of the world with the revenues generated in Japan. 
For 46 percent (prior year: 60 percent) of the surveyed 
companies, additional revenues are generated with Japan- 

ese customers in other parts of the world at least to the 
same extent as in Japan itself. For 17 percent of them, rev-
enues with Japanese customers in other parts of the world 
are more than 300 percent higher than in the Japanese 
market.

German Business in Japan 2019

For 16 percent of the surveyed companies (prior year: 10 
percent), the proportion of global group sales derived from 
the Japanese subsidiary is over 10 percent. For 40 percent 
of the surveyed companies, the revenue share from the  
Japanese subsidiary merely amounts to up to 2 percent and 
therefore is less relevant.

For 22 percent of companies (prior year: 14 percent), the 
proportion of global group sales derived from sales with 
Japanese customers worldwide accounts for more than 10 
percent of total revenues. 

Proportion of group global sales derived  
from the Japanese subsidiary

Proportion of global group sales derived from sales with 
Japanese customers worldwide

0 - 2%

>2% - 5%

>5% - 10%

>10% - 20%

>20% 

40%

32%

12%

9%

7%

0 - 2% 

>2% - 5%

>5% - 10%

>10% - 20% 

>20%

21%

33%

13%

9%

24%

Indication of the relationship between (A) and (B). 

(A) Turnover of your company’s group with Japanese customers worldwide excluding the Japanese market 

(B) Turnover of your subsidiary in Japan

A is smaller than B

A is as big as B

A is up to 50% bigger than B

A is between 50% and 150% bigger than B

A is between 150% and 300% bigger than B

A is more than 300% bigger than B
2019 2018

54%

40%

16%

12%

4%

10%

3%

13%

6%

4%

17%

21%
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II
The Japanese market environment offers various benefits 
for German companies. The main reason for having a pres-
ence in Japan remains the high sales potential in Japan. 
This year, 87 percent of companies stated this as their main 
reason, which is relatively constant throughout the years. 

This is followed by the sales potential of Japanese cus-
tomers worldwide (54 percent) and the strategic importance 
of doing business with Japanese companies (47 percent). 
Rather minor factors are Japan as a benchmark (27 percent) 
and performing R&D activities in Japan (23 percent). 

As the number one benefit of doing business in Japan, Ger-
man companies highly value the stability and reliability of 
their business relations in Japan: Almost nine out of ten 
(89 percent) of the surveyed companies benefit most from 
this aspect. Two further factors should not be neglected:  
Economic and social stability are both equally essential for 
84 percent of the German companies for their business in 
Japan. Whereas the rating of the economic stability remains 
on a high level, the rating of the social stability increased 
three years in a row by approximately 10 percentage points 

each year. This must be seen in the light of the political 
turbulences and immigration topics in many parts of the 
world, especially in Europe. By contrast, Japan remains a 
safe harbour. Highly qualified employees (75 percent) and 
a stable political environment (74 percent) both gained fur-
ther in importance compared to the last two years.
Lastly, Japan offers a highly developed technological in-
frastructure and is seen as being open to new technology; 
both factors show values around the 60 percent mark over 
the last two years.

Main reasons to have a presence in Japan

Top 7 benefits of doing business in Japan

Opportunities and challenges 

2019 2018 2017

1 High sales potential in Japan 87% j 84% l 87%

2
High sales potential with Japanese 
customers outside Japan 54% j 53% j 52%

3
Strategic importance of doing 
business with Japanese companies 47% l 59% j –

4 Observing Japanese competitors 37% l 39% l 42%

5 Japan as a benchmark 27% l 39% j 35%

6 R&D in Japan 23% j 21% l 24%

2019 2018 2017

1
Stability and reliability of business 
relations 89% j 87% j 82%

2 Stability of the economy 84% k 84% j 75%

3 Security and social stability 84% j 75% j 65%

4 Highly qualified employees 75% j 70% l 74%

5 Stable political environment 74% j 70% j 64%

6 Highly developed infrastructure 62% j 61% l 69%

7 Openness to technology & innovation 61% l 62% l 67%

Bosch is in Japan to be a close, depend- 
a ble partner for Japanese auto and motor-
cycle manufacturers, on their journey 
towards CASE – connected, automated, 
shared & electrified.
Further, Japan is amongst the most 
advanced countries in technologies such as 
AI, robotics and materials. 
Also, the high technological affinity of its 
people, and well-established infrastructure  
makes Japan a promising market for 
Bosch’s IoT technologies.

Klaus Meder, President and Representative 
Director, Bosch Corporation

The key benefit that the Lufthansa 
Group has in Japan is the stable business 
environment in terms of growing travel 
demand from both leisure and corporate 
business sectors which creates sales oppor-
tunities. Our strategic cooperation with ANA 
is based on trust and a long-term relation-
ship. It allows for a productive exchange of 
ideas to improve ourselves.

Donald Bunkenburg, Senior Director 
Japan and Korea, Lufthansa German 
Airlines
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In Japan, the main challenge among the surveyed par-
ticipants is recruiting qualified employees in terms of expert 
know-how and linguistic qualifications. At 88 percent, it 
slightly decreased compared to the prior year.
Labour costs are a challenge for 40 percent of companies, 
similar to the two prior years. The currency risk decreased 
to 39 percent from 53 percent in 2018, since the Japanese 

Yen has proved to be comparably stable. Problems such as 
dismissing employees also fell from 43 percent to 38 per-
cent, and retaining employees from 39 percent to 37 per-
cent. Additionally, regulatory hurdles are seen as less of a 
challenge at 36 percent (down from 40 percent in 2018) and 
high taxation at 31 percent (down from 38 percent in 2018). 

German Business in Japan 2019

Top 7 challenges of doing business in Japan

Regions in which projects are planned, currently in progress or have already been carried out

Business in third marketsIII

2019 2018 2017

1 Recruiting qualified employees 88% l 90% j 80%

2 Labour costs 40% j 39% j 38%

3 Currency risks 39% l 53% j 44%

4 Dismissing employees 38% l 43% j 29%

5 Retaining employees 37% l 39% j 19%

6 Regulatory hurdles 36% l 40% j 22%

7 Relatively high taxation 31% l 38% j 30%

2019 2018 2017

1
Stability and reliability of business 
relations 89% j 87% j 82%

2 Stability of the economy 84% k 84% j 75%

3 Security and social stability 84% j 75% j 65%

4 Highly qualified employees 75% j 70% l 74%

5 Stable political environment 74% j 70% j 64%

6 Highly developed infrastructure 62% j 61% l 69%

7 Openness to technology & innovation 61% l 62% l 67%

ASEAN*

*(Vietnam, Thailand, Singapore, 
 Philippines, Myanmar, Malaysia, 
 Laos, Indonesia, Cambodia, Brunei)

Greater China

Europe

India

South America

Africa

Other

59%

37%

37%

20%

14%

11%

11% 2019

Japan remains a key trade and investment partner to  
ASEAN countries. Trade between ASEAN and Japan 
reached USD 217.9 billion in 2017, accounting for 8.5 per-
cent of ASEAN’s total merchandise trade and placing Ja-
pan as ASEAN’s fourth largest trading partner. Japan was 
ASEAN´s second largest external source of foreign direct 
investment (FDI) in 2017 with FDI flows from Japan to 
ASEAN amounting to USD 13.2 billion, accounting for 9.6 
percent of total FDI flows to the ASEAN region. (Overview 

of ASEAN-Japan Dialogue Relations, Aug. 2018)
ASEAN is also the region where most of the surveyed com-
panies (59 percent) are currently active in projects or are 
planning to do so. China and Europe are ranked second 
with 37 percent each. India, which accounts for 20 per-
cent, might also be a future potential market, if the growth 
continues. Currently, South America and Africa are regions 
where participants of the survey see less potential in being 
involved in projects with Japanese companies.
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69 percent of German subsidiaries have been or are in-
volved in business activities with Japanese partners outside 
Japan in third countries. This is a further increase by 5 
percent compared with last year’s survey and a 15 percent 

increase compared with our survey in 2017. This develop-
ment emphasises the global focus and international links of 
the Japanese industry.

Japanese subsidiary involvement in projects/business activities 
with Japanese partners outside Japan

Yes

No

Considering involvement69%

25%

6%

The main reason for around half of the companies (51 per-
cent) to be involved in third-country projects with Japan-
ese companies is the use of their global sales and service 
networks. Compared to the last two years, this factor has 
gained in importance and has risen by 8 percentage points 

compared to 2018. Easier accessibility of foreign markets 
(34 percent) and the increased strategic importance of the 
Japanese subsidiary (30 percent) are additional advantages 
of third-country cooperation.

Main reasons for involvement in third-country projects 
with Japanese companies

2019 2018 2017

1
Making use of our 
company’s global sales & 
service network 

51% j 43% j 40%

2
Easier accessibility of 
foreign markets due to 
internationalisation 

34% j 25% j 18%

3
Increasing the (strategic) 
importance of our Japanese 
subsidiary 

30% j 19% l 20%

4
Saturation of Japanese 
market 13% j 10% j 8%

5
Being able to attain higher 
margins 5% k 5% j 3%

For many years, we are working with 
EPC’s to support Japanese companies in 
turnkey projects in third markets. In recent 
times, we observe an increasing number of 
projects outside Japan. Therefore, from a 
strategic perspective, Japan is getting more 
important for us and gives us more oppor-
tunities in doing business with Japanese 
partners.

Hitoshi Kawai, Managing Director, 
KAESER KOMPRESSOREN CO., LTD

Similar to Germany, several Japanese 
industries are quite export driven. We are 
enjoying this market environment mainly 
with major two business models: One is 
installing/using our products or compo-
nents as a part of customers’ system and 
re-export it from Japan to third countries. 
Another one is leading third country’s 
projects by negotiating with Japanese 
headquarters. Looking at decision making 
processes, discussions and promotions in 
Japan are very much important in both 
cases.

Kenichi Fujita, President & CEO, 
Siemens K.K.
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For 75 percent of the companies that participated in the 
survey globalisation is one of the most important factors 
influencing business activities in Japan. The high rating 
can be seen as a sign that the rising protectionism with 
newly introduced tariffs and other trade barriers is severely 
affecting the business of each international group.
The demographic shift is ranked second in 2019, with 62 
percent stressing this point and only limited immigration 
from outside as one of the major challenges in Japan. The 
demographic shift also causes modified customer needs and 
demands. 
The digitalisation of services and industries affects 59 
percent of the companies. This, however, is a decline of 
18 percentage points compared to 2018, an indicator  
that processes have already been adapted or are in 
the process of being adapted to the new demands. Fur-
thermore, the influence of the integration of the Asian  
economies declined from 71 percent in the prior year to 52 
percent this year, indicating that a strong level of integra-

tion has already been achieved or is underway. Sustaina-
bility and urbanisation are perceived as minor influences 
in comparison to those mentioned above, both with values 
below 50 percent. 

German Business in Japan 2019

The outlook for the Japanese economy is still positive but 
deteriorated compared to the previous year’s survey results:
Only one in three companies (30 percent) see some or strong 
improvement in the development of the overall economy in 
Japan in the coming 12 months. This represents a decline 
of more than 20 percentage points compared to the val-
ues in 2018. 32 percent expect no change in the Japanese 
economy, which compares to 40 percent expectations of 
the prior year.
Remarkably, a significant 38 percent of companies expect 
the Japanese economy to undergo a decline in the coming 
12 months. This represents an increase of 30 percentage 
points. 

This trend is also reflected in the expected development of 
German business in Japan. While not a single participant 
stated a decline in their business in Japan in the previous 
year, this year, 17 percent of the surveyed companies ex-
pect a decline in their business in Japan. 26 percent, the 
same as the prior year, see no change to their business 
outlook. Nevertheless, 57 percent still see either some or 
a strong improvement in business, down from 73 percent. 
On a positive note, this is still the majority of the surveyed 
companies. 

Outlook for the development of the Japanese economy Outlook for the development of own business in Japan

Uncertain outlookIV

2%
4%

1%
0%

28%
48%

32%
40%

37%
8%

Strong
improvement

Some
improvement

No change

Some decline

Strong decline
2019 2018

2019 2018 2017

1 Globalisation 75% l 86% j 75%

2 Demographic shift 62% l 69% j 64%

3 Digitalisation 59% l 77% j 72%

4 Integration of Asia 52% l 71% j 66%

5 Sustainability 46% l 56% j 54%

6 Urbanisation 32% l 42% k 42%

Top 6 influences on business activities in Japan

13%
22%

0%

44%
51%

26%
26%

17%

Strong
improvement

Some
improvement

No change

Some decline

2019 2018
0%
0%

Strong decline
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The free trade agreement between Japan and the European  
Union (JEFTA) came into effect on 1 February 2019 and con-
cerns around 40 percent of world trade. With regards to the 
influence of JEFTA on the GDP of each country, Germany 
(EUR 3.4 billion) as well as the United Kingdom (EUR 1.6 
billion), France (EUR 1.2 billion) and the Netherlands (EUR 
0.9 billion) are among the biggest winners, according to the 
Ifo Institute. 

Due to the dismantling of tariffs, German and European ex-
ports of goods become more competitive on the Japanese 
market. The improved export conditions allow especially 
export-oriented businesses to open up new opportunities. 
Customs duties are greatly reduced: 85 percent of food ex-
ports have been duty-free since JEFTA came into force. For 
other foods products, a time-graduated procedure applies. 
With regard to the dismantling of non-tariff barriers, the au-
tomotive, automotive supplier, chemical and pharmaceutical 
industries are expected to benefit most from JEFTA.
Compared to the prior year’s results, 49 percent of the sur-
veyed companies are expecting a positive or a very pos-
itive effect from the trade agreement, which represents an 
increase of 13 percentage points. Positive effects will derive 
from reduced customs duties, less bureaucracy and faster 
approvals. Further, more defined standards and simplifica-
tion procedures are expected to smoothen common trade, 
according to answers given by the companies. However, 
around half of the companies (51 percent) are expecting no 
immediate influence on their business. 

Shortly after Japan and China celebrated the 40th anniver-
sary of a bilateral peace and friendship treaty in October 
2018, their relationship seemed to improve. 
The strong economic interdependence between the two 
countries is underlined by the presence of over 32,000  
Japanese companies in China and a trade volume of USD 297 
billion (World Bank 2017), which is close to 1.4 times that 
of the trade volume between Germany and China. Against 
this background, it is noteworthy to mention that according 
to a survey released by the Ministry of Economy, Trade and 
Industry (METI) in June 2018, only 316 Chinese companies 
maintain subsidiaries in Japan. Almost one third of these 
companies are wholesalers, followed by companies in the 
service and telecommunications industries.
As far as competing against Chinese companies in Japan is 
concerned, 40 percent of the surveyed companies are ex-
periencing increased competition with Chinese products. 8 
percent of them to a great extent and 32 percent to some 
extent. Nearly one third (30 percent) see a small extent of 

competition from China and 28 percent state no effect at all 
for the Japanese market.

SpotlightsV
The EU–Japan Free Trade Agreement (JEFTA)

Influence of the EU–Japan free trade agreement on 
the business situation in Japan

38%

27%

51%

11%

9%
Very

positively

Positively

No
influence

2019 2018

64%

Chinese competition

To a great extent

To some extent

To a small extent

No

No answer
2019

32%

8%

2%

30%

28%

Extent of increased competition from Chinese companies 
in the Japanese market
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Effect of Japan’s Society 5.0 initiative to your business

Society 5.0 is the concept of a “super smart society”, which 
aims to create a society where various social challenges can 
be resolved by incorporating the innovations of the fourth 
industrial revolution (e.g. Internet of Things, Big Data, artifi-
cial intelligence (AI), robots and the sharing economy).
Japan is the pioneer in the concept of Society 5.0. This con-
cept is defined as a transition from technology-based views 
to one where humankind is at the centre.
Japan, long known for its tech innovation acumen, is con-
tinuing to show its strength with expertise in robotics and 
the Internet of Things (IoT). The government is moving for-
ward with the “Society 5.0” initiative to focus on the op-
portunities that digitalisation offers to improve the quality 

of life in Japan. In addition, according to the report “The 
changing landscape of disruptive technologies 2018” pub-
lished by KPMG in 2018, the pace of disruptive technology 
development is expected to accelerate with the approach of 
the 2020 Summer Olympics in Tokyo. For one quarter of 
the surveyed companies, Society 5.0 offers significant op-
portunities for business. 11 percent of these companies have 
already started R&D activities in their company or group 
regarding Society 5.0. However, for around two thirds of the 
surveyed companies, this initiative of a new form of society 
has either no relevance (30 percent) or provides only limited 
opportunities for their business (32 percent). 

Society 5.0

With reference to the negative trade balance and in order to 
prevent “unfair trade practices”, US President Donald Trump 
has started to introduce tariffs on Chinese goods in January 
2018, currently totaling more than $250 billion and duties 
ranging from 10% to 25%.
China responded by entailing tariffs on US products worth 
$110 billion in turn. The tensions between the US and China 
also influence the view German business in Japan has on 
China: Though the majority (52 percent) have so far experi-
enced no impact for their business, 39 percent expect neg-
ative or very negative impacts due to the bilateral conflict.

China-US trade war

Impact of China-US trade war on business in Japan

Positively

No influence

Negatively

Very negatively

No answer
2019

52%

3%

6%

31%

8%

11%

14%

32%

30%

13%

Significant chances for business;
R&D-activities have already started

in our company/group
Significant chances for business,

but no activities
in our company/group so far

Limited chances

No relevance

No answer
2019

Draeger solutions will support todays 
and future challenges of Japanese Medical 
professionals and support the healthcare 
provision.
Furthermore, we expect that the concept 
of Society 5.0 will have a strong positive 
impact on our business by offering value 
adding medical technology and IT solu-
tions.

Holger Klein, Managing Director  
(Japan & Korea), Draeger Japan Ltd.
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Methodology & company indicatorsVI
A total of 379 companies were sent this annual business 
climate survey. Companies were able to respond between 
15 January 2019 and 31 January 2019. The survey focuses 
on the economic outlook of German companies in Japan 
and on the challenges they face regarding growth opportu-
nities for their businesses.

Overall, 93 companies participated in this survey, which 
corresponds to a return rate of 24.5 percent. The majority 
of these companies were small- and medium-sized compa-
nies. 30 percent of the companies employ up to 10 people, 
while a further 38 percent employ up to 50 people. The 
remaining 32 percent have over 50 employees.

The main scope of business is centred on sales and services 
activities, with 90 percent of companies operating in this 
field of business. Production (22 percent), research & devel-
opment (19 percent) and trendscouting (18 percent) follow. 

Quite similar to the prior year, 51 percent of companies 
have been present in Japan for more than 20 years and as 
such have known the market very well for a long time. 38 
percent have been based in Japan for between 5 and 20 
years, and only 11 percent for less than 5 years.

1 to 10 

11 to 20

21 to 50

51 to 100

101 to 200 

201 to 500

501 to 1,000 

> 1,000 

30%

16%
22%

16%

2%
9%

2%
3%

< 5 years

5 - 10 years

11 - 15 years

16 - 20 years

> 20 years

11%

10%

15%

13%

51%

Number of employees in Japan

Time present in Japan Business activities

Other
2019 2018

90%
90%

21%

22%

13%

19%

25%

18%

16%

17%

6%

8%

Sales &
Services

Production

Research &
Development

Trendscouting

Sourcing/
Procurement
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The sector distribution is the following: Nearly one third 
of the companies are predominantly active in machinery 
and industrial equipment. Automotive suppliers represent 
a share of 11 percent of the overall sectors and are ranked 
second.

Sector distribution of the surveyed companies

15 percent of the surveyed companies generate revenues 
of more than 100 million EUR (2018: 14 percent; 2017: 12 
percent) and as such are sizeable. The share of very small 
entities with revenues below 5 million EUR that participate 
in the survey constantly decreases, and is currently at a 
level of just 35 percent.

(Expected) revenue for the last 3 (financial) years 
(rate €1 = ¥130).

35%
38%

42%

19%
12%

17%

16%
18%

13%

10%
10%

8%

5%

5%
5%

8%
9%

6%
6%

3%

2%

4%
3%

7% 2019 2018 2017

≤ 5
million €

> 5
million €

> 10 - 25
million €

> 25 - 50
million €

> 50 - 100
million €

> 100 - 250
million €

> 250 - 500
million €

> 500
million €

28%
23%

11%
14%

8%
4%

8%

8%

4%

4%

4%

3%

3%
3%

3%

3%

2%

2%

2%
1%

2%
1%

15%
21%

1%
1%

3%

8%
5%

5%

Machinery/Industrial equipment

Automotive – supplier

Chemical/Pharmaceutical

IT/Telecommunication

Consumer goods

Electronic

Automotive – OEM

Medical supplies & health care

Plastic/Metal products

Construction

Consulting/Legal service

Finance/Insurance

Environmental products & services

Logistics
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The German Chamber of Commerce and Industry in Japan (AHK Japan) is part of a worldwide network of 140 
German Chambers of Commerce Abroad (AHK) in 92 countries and is co-funded by the Federal Ministry for 
Economic Affairs and Energy (BMWi) in accordance with a resolution by the German parliament. 
Since 1962, AHK Japan has supported companies that wish to start or further expand their international business 
in Japan. Whether our customers are a start-up or established company, AHK Japan offers a wide range of 
services to help along the road to success. As a membership organisation, AHK Japan enables companies to 
establish strong networks. At the same time, it represents the interests of German business in Japan as the 
official arm of Germany’s foreign trade promotion. AHK Japan has extensive and valuable contacts and brings 
the German and Japanese business worlds together.

Marcus Schürmann
Delegate of German Industry and Commerce in Japan
CEO AHK Japan
Tel +81 3-5276-9811
E-Mail mschuermann@dihkj.or.jp

Web japan.ahk.de

KPMG is a network of professional firms with around 207,000 employees in 152 countries. In Germany, 
KPMG is one of the leading auditing and advisory firms and has around 11,700 employees at 25 locations. 
Our services comprise Audit, Tax, Consulting and Deal Advisory. Legal services are provided by KPMG Law 
Rechtsanwaltsgesellschaft mbH.
For all relevant business corridors between Germany and foreign countries or regions, KPMG Germany has 
implemented Country Practices. Each Country Practice consists of country experts who know the specifics and 
regulatory environment of these markets, regularly work in these countries and advise German and international 
multinationals on a day-to-day basis with their country- and corridor-related demands. The Country Practice 
Japan is one of the largest Country Practices at KPMG Germany.

KPMG in Germany

Andreas Glunz
Managing Partner International Business
Tel +49 211-475-7127
E-Mail aglunz@kpmg.com

Jörg Grünenberger
Partner, Head of Country Practice Japan 
Tel +49 211-475-6404
E-Mail jgruenenberger@kpmg.com

Web www.kpmg.de

KPMG in Japan

Daniel Schäfer
Partner, Head of German Desk
Tel +81 90-7819-3231
E-Mail daniel.schaefer@jp.kpmg.com

Contact

German Chamber of Commerce and Industry in Japan 

KPMG AG Wirtschaftsprüfungsgesellschaft


