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Basic Japanese Customer Relations
For real business

Many Kiwi companies are doing businesses with anttling relationships with Japanese customers.n\Ma
of them have made their customers' unhappy wittriasof similar issues. If you make customersapiply,
this is in effect destroying your business. Thg leto learn the nature of Japanese businessalarays
remember that the customer is always right..

It is not only the Japanese that are a mysterpreidners.. For all nationalities, foreigners armystery.
Kiwis are mystery for American people and Spanisbpte do not understand the Germans.

Yes, the Japanese culture is very different from ¢hlture in other Christian countries and otheraAs
countries. Therefore, many problems have occlretdieen Japanese companies and foreign companies.
In this short note, I'd like to suggest some basicise regarding Japanese customers.

“You are enough.”

A customers’ smile means they are tired

An optimistic opinion can make customers angry \eagily.
The issue is not only price

Never state “it is hard to understand”

The confidence of the highest quality country

Never say that “I know the Japanese”

N O Ok W

1. “You are enough” (please do not visit again!)

In dealing with Japanese customers, you are thagioer. Customers can find it difficult meetingthwi
people who cannot share their common values andrstashding of common sense and theory of Japanese
(business) culture. They get tired of teachirgylapanese way to foreign suppliers (except mafieas
Japanese trading companies like Mitsubishi, ltoch@ustomers believe that “Suppliers have to |eard
follow the customers’ way”. Therefore, the custoshewill to buy would be spoiled when they feel it
necessary to explain the Japanese way of doingnésssito you. Customers may ask themselves “why we
should teach him/her?” The following thoughts tlieme to mind “You are enough. Please do not come
back again!” They never say this to you directyt they will advise your Japanese colleague with a
expectation that the comments will reach you. greeto say, in this situation, your importanceJapan
would be walking ad board for commercial preseatati

2. A customer’s smile means they are tired

Do not trust a customers’ smile 100%. Sometimes 8mile is the same as Buddha’'s abandonment smile
The customer may smile nicely to you sometimes vithew feel tired about your quality and your logitd
explanation. In this case the smile means “bugger

3. An optimistic opinion can make customers angry \aagily.

The first word to customers if there is a complamist be “We are sorry”, even if you do not havedt
responsibility for that issue. You must never mesay, “70% of them are within specification” etGhe
apology must come first, and you also need to bay ‘& 30% defect level is something we regret;.too
Never state an optimistic opinion. Customers ¥eéll that “This guy is hopeless” and “This guy cabhn
understand how serious this issue is” if they lyear optimistic opinion in the early stages of twnplaint
story. What is appropriate in New Zealand is nbtags suitable for Japan. In western countries
complaints are managed so that no suggesting oittatyriiability is given, to protect against litigion. In
Japan, the customer will be more inclined to pushdamages or litigation if they do not feel thaét
supplier has taken accountability for the issust fof all.
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4, The issue is not only price

Some sales people can sell higher priced goodswelien they have cheap competitors, because,

0 Customers feel that the products provide lessassels in terms of the total business.

0 Customers trust the high value of the brand

0 Customers trust the sales staff
In particular, the third point is important in Japa If the relationship between the company and the
customers is not good, then the only way to competg be price.

5. Never state “it is hard to understand”

Japanese customers believe that foreigners camigt Understand the Japanese market situation and
business customs. Customers feel very unhappyhamd “you have not got the capability to undenstaif

you dare to say “it is hard to understand”. Nesagy that.

Japanese people can remember that many Japanepaniesnlearnt and studied hard about the common
sense of products and the business standards oiterprkets to have good export business in th€®'$36
70’s, even when it was difficult to understand bg lapanese way of thinking. So, if you simply says

hard to understand”, the customers feel that yote tfao zeal or commitment to the business”, based o
your words.

6. High expectation for Japanese speaker

If you can speak Japanese well, it is cause ofh@ndssue. Yes if you can speak Japanese it id goo
advantage in business with Japanese market buthgee to understand that the expectation on your
knowledge of Japanese style in minds of Japanesternars is automatically increasing with level ofiy
Japanese language skill. For example, if younare Japanese speaker, the customer’s expectatout ab
your commonsense and knowledge about Japaneseessisinstom and behaviour are small. Customers
think “OK, he (she) is a foreigner.

If you speak Japanese well, the customer’s expeotabout your commonsense and knowledge about
Japanese business custom and behaviour are absean® as an expectation for Japanese native afés

If you have method, logic and way of your countrighngood Japanese tongue, the view from customers’
side is very bad. They will feel unhappy with yand the feeling is same as they met ill manneapddese
guy. If you speak Japanese language well, bewarehehaviour in Japanese custom.

7. The confidence of the highest quality country

Some companies do not perform well in the Japamesket, because they simply decrease quality fortsh
term cost reduction. A Mitsubishi motor is oneitgb example. Directors forgot the reason why they
survived in the market (=quality, continuous impeoent, high value). Now, they have became a ftegot
company. However, other almost Japanese compstilidseep a high quality brand image and are ador
in the market. Japanese people believe that theédeuccess and surviving in tough world tradeswiar
high quality products with a reasonable price. yThelieve that Japanese people, who create higlityqua
goods should use high quality goods. So, Japgrexsgle dislike poor quality goods.

8. Never say “I know the Japanese”

“I know Japan & Japanese well” is something Japamksike hearing from foreigners. You can destroy
every relationship with Japanese people (intemdlexternal to your organization) instantly witfstphrase.
Even you if you have Japanese colleagues, everag@umarried to a Japanese person, even you have a
degree of Japanese culture and even if you areibalapan, you never say this dangerous phrasmiifiye
non-Japanese. Japanese people have a lot ofiprideir characteristic culture. The statemeitpahese

are a mystery!” supports Japanese pride and makes happy. Japanese people love to read books abou
Japan written by western people, because they teargad the misunderstandings of western peophkk, an
they want to feel “we are special”.
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The best style and attitude for foreigners in Japarbusiness would be “l want to learn about tparkese
market”. You should imply that you do not know about Japansay “| know a bit”. However,, asking
your Japanese colleagues to say that “this wegtgyrknows Japanese customer well” is one very itapor

point. You may see a contradictivs the &' point above, but this is Japanese.

Korin Tsuruta
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