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JAPAN TRADE CONCESSIONS

THURSDAY, JANUARY 23, 1992

U.S. SENATE,
> COMMITTEE ON FINANCE,
Washington, DC.

The hearing was convened, pursuant to notice, at 10:00 a.m., in
roosn SD-215, Dirksen Senate Office Building, Hon. Lloyd Bentsen
(chairman of the committee) presiding.

Also present: Senators Moynihan, Baucus, Bradley, Riegle,
Rockefeller, Daschle, Breaux, Packwood, Roth, Danfortl}l', Chafee,

Durenberger, Grassley, and Hatch,
[The press release announcing the hearing follows:]

[Prese Release No. H-1, Jan. 17, 1892)

SENATOR BENTSEN SCHEDULES HEARING ON JAPAN TRADE CONCESSIONS, CHAIRMAN
Looks ror TanagiBLE REsuLTs—JoBs—FRoOM PRESIDENT'S PAaCT

WasHINGTON, DC—Senator Lloyd Bentsen, Chairman of the Senate Finance Com-
mittee, Friday announced a hearing on trade concessions made by Japan during the

President’s trip.
Bentsen (D., Texas) said U.S. Trade Representative Carla Hills will testify at the

hearing.
The iearivg will be at 10 a.m. Thursday, January 23, 1992 in Room SPD-216 of
e

the Dirksen Senate Office Building.

“Time after time, we've reached nice-sounding aqreements with Japan on our
trade disputes, only to find years later that no tangible progress resulted. Our trade
deficit with Japan today is four times what it was in 1980, By the Administration's
osm reckoning, that deficit costs us 800,000 American jobs. I want to know how
many jobs we can expect to reqm'n because of the concessions Japan made during

the President’s visit this month,” Bentsen said.
“Japanese companies have said they will try to sell 20,000 American cars—about

one rnoon’s production by our Big 3 automakers—in Japan. How many jobs does
that mean? Many of these concessions won't be fully implemented until 1994. But
many Americans are jobless and hurting today, and [ want to hear what this latest
action plan with Japan will do to help them now,” Bentsen said.

. ®

OPENING STATEMENT OF HON. LLOYD BENTSEN, A U.S. SEN-
ATOR FROM TEXAS, CHAIRMAN, SENATE FINANCE COMMIT-

TEE

The CHAIRMAN. This hearing will come to order. If you will
please take seats and cease conversation, we will be getting under-
way.

'Iywo weeks ago, the President of the United States returned from
a trip to Japan which he had billed as being devoted principally to
trade. That trip occurred in the midst of the most prolonged eco-
nomic downturn that this country has had since the Great Depres-

sion.

(1)
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In the President’s own words, the trip was about jobs, jobs, jobs,
as it should have been. By the Administration’s own estimate, our
trade deficit with Japan is costing us 800,000 jobs in this country.

Those are jobs that are sorely needed in a country where 9,000

eople huddle for hours outside of a new hotel being constructed
i Chicago—huddled out there in numbing cold, waiting to try to
get a chance for one of 500 jobs.

So that is the reason why I called this hearing today, to ask one
simple, but very critical question: how many of those 800,000 jobs
that this trade deficit with Japan is costing us will this trip re-

cover?
In the end, that is how you must measure its success. Frankly,

I am skeptical. We have heen there before: the Maekawa report;
the semi-conductor agreements, the Structural Impediments Ini-
tiative; negotiations on electronics, government procurement, and
auto parts.

Too often the pattern has been the same: great expectations, poor
results. But this latest agreement with Japan seems to break some
kind of a record.

Last Monday, only 11 days after the agreement was reached, Ja-
pan’s Prime Minister said Japan’s commitments were just a target,
not a firm commitment. Sounds familiar.

The President’s team had barely gotten over its jet lag before the
commitments were being withdrawn.

Now I am not sure the Japanese Prime Minister was wrong, 1
have looked at the documents. The commitments look pretty thin.
So, today I would like to ask the administration: is Japan back-
sliding on firm commitments, or were the commitments never firm?

On top of everything else, the Speaker of the Japanese Lower
House accused American workers of being lazy and illiterate. The
fact is that those claims are so outrageously wrong, they do not de-
serve the dignity of a response.

What bothers me most about this trip is that it was an after-
thought. It was originally billed as a foreign policy trip. It only be-
came a trade trip when the President got into political trouble and
his polls dl'oppexf

He did not even bring along his Chief Trade Representative. I
think he should have. I think that big 747 should have had at least
one more seat.

I think it would have been a great opportunity to talk ahout how
Japan is not doing enough to help us in the Uruguay Round. Our
U.g. Trade Representative is our principal negotiator in that
Round. I can promise you that the Japanese Prime Minister sure
had his chief trade negotiator there.

The problem is we can no longer make trade an afterthought. In
my opinion, this is a critical juncture in world trade. We are in the
midst of the Uruguay Round, trying to build a stronger, more open
world trading system.

Some of us have just heen down in South America. An economic
revolution is taking place there as they open up markets, lower tar-
iffs, and do away with trade barmers.

We are witnessing most of the old Communist world taking bold

steps to embrace free enterprise.



3

We face some real opportunities today for trade, but it is not
“Japan bashing” to say that Japan has been the most serious prob-
lem within that system.

For the last decade and longer, Japan has been the primary ben-
eficiary of free markets worldwide, while it is been quite restrictive

in its own market.
Japan’s acceptance of foreign manufactured produuts on a GNP

basis is the lowest of any industrialized or newly industrializing
nation. Today, Japan's surplus with the whole world roughly
equals everyone else’s deficit.

I would argue that we will never make progress in creating a
stable, open world trading system so long as one of the biggest
countries in that system continues to reap the benefits of it while
largely refusing to accept the responsibilities.

I have heard some say that this most recent trip may not have
produced many results, but it was a good beginning. Anyone who
thinks that we are at the beginning with Japan has been sleeping

through most of the movie.
The fact is we have let this problem drift far too long. Our trade

deficit with Japan today is four times what it was at the beginning
of the Reagan/Bush Administrations.

True, we have made some progress. The trade deficit dipped for
awhile, but it is back on the rise again and things have still not
changed fundamentally.

Do we need to strengthen our own competitiveness? Of course we
do. I have been saying for years that we desperately need a na-
tional economic strategy to make sure that our companies can com-
pete with those of any other country in the world. And I cannot say

that too strongly.
But it will not help to make world-class auto parts if the Japa-

nese Keiretsu refuses to buy them. It will not help to educate our
engineers and our inventors if Japanese companies can seize Amer-
ican intellectual property with impunity. It will not help to make
our farmers more competitive if the Japanese will not let in a grain
of U.S. rice.

The facts are that we are successfully competing against other
countries. We do have world-class products.

Since 1986, we took a $22 billion trade deficit with the European
Community and turned it into a $16 billion surplus. But that trade

deficit with Japan remains stubbornly high.

I think this trip did make a difference in one very important re-
spect. It underscored for millions of Americans that international
trade has a direct impact on jobs here at home.

So, today I want to focus on what this trip means to the millions
of Americans who are out of work and what further steps this ad-
ministration intends to take in the future.

I would like to call on my colleague, the Ranking Member, Sen-
ator Packwood, for any comments he wants to make.

OPENING STATEMENT OF HON. BOB PACKWOOD, A U.S.
SENATOR FROM OREGON

Senator PAckwoon, Well, better late to the game than never, Mr.
Chairman. We criticize the President for not plalying up trade.
Then he decides to play up trade, and we say, ah-ha, politics. He



should not have done it. He should have just gone on a diplomatic
and military mission.

Well, this trip was not all that bad, at least from my standpoint
in Oregon. And I have got a number of statements that 1 am going
to put in the record here from paper manufacturers, wood manufac-
turers, auto parts manufacturers and others that think this was a
damn good trip, from their standpoint.

And I remember where we were with Japan. This country is not
going to change overnight; neither are we. We go overseas and say,
open up your markets, and they say, open up your textile markets.
And we say, oh, no, no. We do not mean that. We do not want to
let your textiles in, your apparel in. We even say that to Hong
Kong which does not f\'ave any trade barriers to U.S. exports.

I can remember 20 years ago when we could not sell any beef in
Japan, and we are now selling beef in Japan. Oregon sells an in-
credible quantity of wheat to Japan. Oregon is selling finished lum-
ber products to Japan. We were not useg to be able to get into the
market.

Are we going to be able to break them open for everything? No.
Are they chan]ging? Yes. Was this trip a success from the stand-
point of a whole variety of industries in the United States and not
just agriculture industries? You bet it was.

Was it, from the auto companies? Hard to tell. Although I will
put in the record a statement from Mr. Stemple of General Motors
that he was optimistic about it.

But we have got to realize that no country is E%oing to change
overnight. I will make you this prediction: that if Europe ever gets
its act together—it was going to be Europe 1992, I do not know
when it is going to be Europe now—but if they ever get their act
together, we will have more trouble in the long run with Europe
and protectionism collectively than in the long run we will have
with Asia.

Because in the last analysis, Europe will choose if they go protec-
tionist, and I fear they will; to keep out our products to a great de-
gree, and to keep out Asian products to a great degree. And the fu-
ture for all of us may lay in trade agreements East/West between
this hemisphere and Asia.

So, I do not think we ought to knock this trip. I think the Presi-
dent came off reasonably well. Did he get everything he wanted?
No. I do not get everything I always want. But on balance, how did
we come out in this? We came out pretty well.

And I would ask unanimous consent to put in a whole variety of
statements from different industries that accompanied the Presi-
dent on the trip, and also put in a statement from Mr. Davidson,
the President and Chief Executive Officer of Guardian Industries
Cor{)oration of Michigan.

The CHAIRMAN. Without objection, that will be done.

[The statements appear in the appendix.]

The CHAIRMAN. Are there other comments? Senator Moynihan?

Senator MOYNIHAN. No, Mr. Chairman.

The CHAIRMAN. Senator Grassley.

Senator GRASSLEY. I will put my statement in the record.

The CHAIRMAN. Thank you.

Senator Baucus.
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OPENING STATEMENT OF HON. MAX BAUCUS, A U.S. SENATOR
FROM MONTANA

Senator BAucus. Yes. Thank you, Mr. Chairman. Mr. Chairman,
I think that all of us in this country have strong feelings and some-
what mixed feelings about the President’s trip to Japan.

On the one hand, it was good to see the President finally address
himself to our trade problemns with Japan. I think such personal in-
volvement is long overdue.

On the other hand, I must say that the entire trip smacks of a
political quick fix. And, historically, quick fixes just do not work.

The trip to Japan and the Presidential rhetoric associated with
it represent a sharp departure from the Bush Administration’s po-
sition on Japan over the last 3 years.

In the past, the Bush Administra‘*io.1 has shied away from pursu-
ing an agﬁressive trade policy with Japan. For example, in April
of 1990, the Bush Administration declined to designate Japan as
an unfair trader under U.S. Trade Law .

Now the administration opposes the efforts of myself and others
to extend the so-called Super 301 Provision of the 1988 Trade Act.
It takes this position even though it concedes that Super 301
opened the Japan market to exports of wood products, super com-
puters, and satellites.

The administration has generally opposed efforts to strengthen
U.S. trade laws that are critical to U.S. efforts to open Japanese
markets.

The administration has also blocked efforts to improve the com-
petitiveness of U.S. industries vis-a-vis Japan. In 1989, for exam-
ple, the administration killed a Commerce Department initiative to
make the United States the leader in the development of the next
generation of consumer electronics, high definition television.

And just last year, the administration threatened to veto Con-
gressional efforts to invest Federal money in developing commercial
technologies that would help U.S. industry compete with Japan.

The Bush Administration has opposed these initiatives, in my
judgment, because of a misguided gelief that our competitors play

y the same free market trade rules as we do.

But, as the New Hampshire primary approaches and the trade
deficit with Japan looms as a major blemish on the administra-
tion's economic record, President Bush has now broken from his
hands off rhetoric and now largely blames the recession on Japan.

Unfortunately, the one lesson that is clear from three decades of
trade disputes with Japan is that one shot initiatives never pan
out.
As a number of commentators are fond of noting, every United
States President since Nixon has declared victory over the Japa-
nese trade problem. But history has shown these declarations pre-
mature, anci) the victories hollow.

In fact, as has just been noted, in cases where we have made
trade gains with Japan—beef, semi-conductors, forest products—
the victories came only after years of sustained effort and a com-
mitment by the United States industry to produce quality goods

Unfortunately, I fear that the Bush Administration has not made
a long-term commitment to solving our trade problems with Japan.
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I hrcvlpe the agreements with Japan on auto parts and computers
yield results, but I fear that they will soon be forgotten.

Prime Minister Miyazawa’s recent statement indicates that they
may well be, and the Bush Administration has returned to its
tired, free market rhetoric.

I also note with dismay that President Bush did not even take
is very able Trade Representative, Carla Hills, with him on his trip
to Japan. If President Bush is serious about trade, he surely would
have taken is chief trade negotiator.

Further, if the administration was truly committed to solving the
Japanese trade problem, it would have worked with Congress to
fashion a comprehensive trade and competitiveness policy.

Such a policy must include passage of legislation to extend Super
301 Provisions of the 1988 Trade Act. Senator Danforth, Senator
Rie%le, and myself have introduced legislation to extend Super 301.

This legislation would provide a framework for tough, directed
negotiations aimed at opening the Japanese market to U.S. ex-
ports.

In addition to extending Super 301, it is long past time for the
United States to pass the Trade Agreements Compliance Act. This
legislation, supported by a majority of this committee, would focus
upon enforcing the trade agreements we negotiate with Japan and
other countries.

This legislation would help provide a basis for dealing with the
kind of quibbling and backtracking we now see Japan engaging in.

A number of my colleagues on this committee would add to this
list legislation to restrain Japanese auto imports. This may have
merit. If Japan refuses to play by the rules of free trade, we should
reconsider our own policies. Free trade must be a two-way street.

But I have concerns that the U.S. auto industry has squandered
the protection the Congress has extended to it in the past.

The purpose of protecting the U.S. auto industry is to give it time
to become more competitive, not to give it a largess to be spent on
executive salaries and stock market speculation.

If we are going to extend temporary protection to the auto indus-
try, we must make absolutely sure that the industry uses the
breathing room provided by that protection to become more com-
petitive.

Our agenda for competing with Japan must go beyond trade leg-
islation. The Bush Administration must work with Congress and
the U.S. industry to build competitive products that can be sold in
Japan, as well as in this country; it must be willing to invest Fed-
eral funds in developing commercial technology and raising our
educational standards. Unfortunately, all of this could not be com-
pleted in time for the primary season.

But the economic problems we face are profound. We all must be
willing to put politics aside, even in this election year, and work
to forge a souncf trade and competitiveness policy.

The CHAIRMAN, Thank you. Senator Rockefeller.

OPENING STATEMENT OF HON. JOHN D. ROCKEFELLER, A U.S.
SENATOR FROM WEST VIRGINIA

Senator ROCKEFELLER. Thank you, Mr. Chairman. I will be brief.
I just returned from a week's trip to Japan, right after the Presi-



7

dent’s, and I have got to say that it was not a great deal of fun
following that trip.

I happen to think that it was, unlike what Senator Packwood
said, politically motivated. And that did not necessarily disturb me,
because those things happen in politics. But I felt that Japan was
about the worst place tﬁat one could have taken a trip ts)xat was
motivated in that sense.

The Japanese understood that very well and, therefore, it was
very difficult for them to take the presence of the President and
what he said in a serious manner.

I also feel, as I expressed to Carla Hills before—and I think she
is one of the best people in the administration—that not taking her
to Japan was a fundamental mistake.

Japan operates often, always, in fact, on symbols. If you do not
bring your trade negotiator, it is well understood that you are not
ultimately serious about the issue.

Japan understands very well that this is a problem with both
countries; that we both have a lot of work to do. The SII talks indi-
cated what a lot of that was, and the SII talks were correct, really,
on both sides. .

The administration objects to government actions, to my distress,
to help translate technology into high-quality marketable products.

They say that is industrial policy, which was, in fact, what we
have had in this country for 100 years up until it became politically
incorrect in 1981.

The Japanese, of course, do this. They have a managed economy;
that is why they are where they are. And it hurts us precisely in
the sectors that make us currently a world leader: in semi-conduc-
tors; the means to make them; computers; lasers; robotics; tele-
communications; ceramics; the composite materials.

So, making ourselves competitive in these sectors demands, on
our part, long-term action; retraining our work force and all that
we know that we have to do.

Instead of facing these problems and suggesting to the Japanese
Prime Minister that we are going to take on long-term commit-
ments in solving our problems as we want him to do in his own
situation, the President’s visit was all based on short-term pal-
liatives.

The Japanese challenge, of course, is to change the way they do
business. They have to assume a leadership rofe in defending the
free market system that has brought them to the point where they
are, as the Chairman has indicated, instead of doing what they are
doing, which is undermining in Geneva right now our dumping and
subsidies laws, which is going te make passage of the Uruguay
Round, if it is concluded, very difficult in this Congress.

Here at home I think it is patient capital; it is long-term think-
ing. This is no time for cosmetic surgery. The relationship hetween
the two countries is in too much trouble, it is too important, and
it can be required successfully only with serious, long-term trade
and economic policies. That was not emphasized in this trip, and,
unfortunately, it was the first trip of the President to Japan—ex-
tremely important—and it fell short.

I thank the Chairman.

The CHAIRMAN. Thank you.
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OPENING STATEMENT OF HON. DAVE DURENBERGER, A U.S,
SENATOR FROM MINNESOTA

Senator DURENBERGER. Mr. Chairman, I am going to make some
brief (i'emarks and ask that my full statement be made part of the
record.

The CHAIRMAN. All vight.
Senator DURENBERGER. Yesterday I told my colleague from West

Virginia, and others, that I watched the Democratic candidates for
President speak to the issue of health care up in New Hampshire,
And when somebody asked me who did I think their candidate
should be, I said it was the Senator from West Virginia.

And I would like to endorse his comments here this morning. 1
think they are very, very thoughtful; thought-provoking, hopefxﬁly,
if not here, then somewherve else. That is not just by way of a com-
pliment to him, but by those who agree with what he said.

I, too, agree that it was a mistake fu. President Bush to change
from a pacific relations trip to a pacific trade trip. I did not meet
angbody in Minnesota that would disagree with that.

ut it was a bigger mistake to take the Big Three automobile ex-
ecutives with him, because I heard nothing but talk about that in
my home State of Minnesota. And why? Because it represents the
worst of protectionism in this country, and certainly the worst of
protectionism in my State of Minnesota.

It is U.S. protectionism, not Japanese protectionism, and so I can

understand why, now that the President is back, and the presi-
dents of these companies are back that there has to be a response
that highlights Japanese protectionism as well. And we know it ex-
i?ts, we have got plenty of examples of it, and we can talk about. .-
that.
My State of Minnesota is a fair trade State. It has probably the
healthiest economy currently, or one of the healthier economies, to
put it realistically, in America today because of free enterprise; he-
cause of fair trade; because we have an opportunity to export our
agricultural products; our electronic products, our medical tech-
nology preducts, and on and on.

3-M, which is Minnesota and is America—and I wish to heck the
CEO of 3-M had been taken on this trip rather than some of the
other corporate executives, with the exception of Bob Galvin is
here. I am glad Bob went. But I wish the president from 3-M had
been invited to go along, as well.

3-M does more than 50 percent of its business today abroad, and
a large part of that is exports from the United States. And that is
nearly 100,000 American jobs; it is growing all of the time; it is the
kind of company that you say is a real American company, not just
a Minnesota company. And I do not think they like the symbolism
that came from that trip, either.

During the President’s trip abroad, I was in Minnesota, and I
met with all the people I have just talked about. And what [ heard
is, what we want is long-range thinking. What we want is a sense
of direction.

What we want is to seize the opportunity of the walls coming
down and the central planning systems crumbling and the Chair-
man of this committee and Senator Baucus and I saw in South

America and Mexico.
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It is all crumbling. Why not take advantage of it, rather than
build our own walls up? People in my State want to see a success-
ful conclusion to the GATT Round.

People in my State want to see an end to European protection-
ism. That is why they are so anxious vo see a successful conclusion
of the GATT Round, because of what is represents across the
world; though it is hard to do when U.S. industries are demanding
protection and more protection.

Minnesotans are getting a little tired of being taxed to support
an industry whose vehicles, or products, or services they are not so
sure yet they ought to be buying. And right or wrong, that is just
the impression. ind we know it, and that is the way the folks in
Minnesota look at it.

They are already paying $2,5600 to $3,000 more per imported car
than they were before. That is the price of past protectiomsm.

And T am not going to sit here and add more taxes on them
when—and this is my bottom line observation, I guess, and it ap-
plies not only to the leaders of industry, but leaders here as well,
and it is a compliment to the mental health of constituents of all
of ours—but the objection that I heard time, and time, and time,
and time again to what particular the Big Three CEOs rep-
resented, focused around the salary issue.

But not one of the people of Minnesota begrudges somebody a $2
million salary, or a $4 million salary, or a $10 million salary—
$10.8 for Jack Morris, who is leaving us to go to Toronto—if t]{ey
have earned it.

Jack Morris earned it in the tenth inning of the final game of the
World Series, and that is how simple it is to the farmers of Min-
nesota, and all the little people in Minnesota. If you have earned
it, terrific. But not a one of them believes that any one of those
three guys is earning their way.

And the second thing that they worry about with us and them
is when you ask them about the performance, they scapegoat. They
have got somebody to blame for tﬁe problems.

They are sick and tired of us blaming other people, and they are
sick and tired of other people blaming other people. And when you
ask them about the size of their pay, what does every one of these
people say? Well, everybody gets this kind of pay. Not out where
I live. The margins are getting thinner all the time. And that ex-

cuse 18 out the window.

Thank you, Mr. Chairman.
The CHAIRMAN. Thank you. Senator Bradley.

OPENING STATEMENT OF HON. BILL BRADLEY, A U.S.
SENATOR FROM NEW JERSEY

Senator BRADLEY. Mr. Chairman, Senator Durenbherger’'s com-
ment about Jack Morris reminded me of the time Babe Ruth was
asked why he was paid more money than the President of the Unit-
ed States in 1927, to which he responded, “I had a better year.”
[Laughter.]

It seems to me that the problem with the President's trip was
the premise that it was a trip in which agreements were going to
be achieved that would re-invigorate the American economy.
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The solution to the problems of the American economy are not
going to be found in Toﬁyo They are going to be found in Washing-
ton. I think that that is a fundamenta% error of the trip.

Goin% to Tokyo to try to find the answer is a little bit like going
to the Sahara to try to find water. We have to look clearly at our
cir cumstance.

I am anxious to hear from Carla Hills. I think she is veally out-
standing. I would echo the sentiments of other Senators that I wish
she had been on the trip, and I will look to her explanation of what
was achieved.

But, to me, as I was traveling around New Jersey and watchin 5
the trlg from there and from here, there was a tinge of manage
trade that seemed to creep into the picture.

I might be a minority on this committee that holds this view, but
I do not think our comparative advantage is managed trade, indus-
try by industry, country by country.

f;mk it is in open trade and multi-lateral agreements. I think
thexe was a certain irony about the President's trip to Japan mov-
ing in the direction of managed trade precisely at ti)e time that the
GATT negotiations were floundering.

I think that if the President is going to lead on trade, then he
18 going to have to invest the same iind of personal energy and cre-
ativity in getting a solution to the GATT Round as he did with
Desert Storm.

It is an 1ssue that is more profoundly important to the future of
this country than any that we are discussing. It is going to take
that same kind of commitment and strength and energy to get the
leaders of the other countries in a room and get an agreement that
will not be reached, no matter how able our Trade Representative
is, if negotiations are among Trade Ministers.

I hope that the mesqafze coming out of this Tokyo trip is a sense
of wrgency to get on with the GATT Round and a recognition that
the answers to our economic problems are not to be found in Tokyo,

but in Washington.
Thank you.
The CHAIRMAN. Senator Roth.

OPENING STATEMENT OF HON, WILLIAM V. ROTH, JR., A U.S.
SENATOR FROM DELAWARE

Senator ROTH. Thank you, Mr. Chairman. I think it was Mike
Mansfield who, for many years, was the Democratic Majority Lead-
er of the Senate; who, for many years, under both Republican and
Democratic administrations, was our Ambassador to Japan, and
Mike Mansfield said that the bilateral relationship between the
Japan and the United States is the most important bilateral rela-
tionship in the world.

Now, whether one agrees with that or not, the fact is, we are
talking about the relationship between the two largest economies
in the world.

And I am very fearful that in this Presidential election year, that
rather than seek the kind of constructive answers to this trade def-
icit, this trade relationship, it will deteriorate into just Japan-bash-
ing in America, and in Japan, American bashing.
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This may be very popular politically, but it does not solve a sin-
gle problem; it does not create a single job in America.

More importantly in many ways is that if we continue along that
route, we are putting at risﬁ an international relationship that can
see a serious deterioration of the stability that now exists in that

region of the world.
Now, there is no question hut that some solution has to be found

to this trade deficit. And just let me say you can make all the criti-
cisms you want about the Presidential visit, but 15 years ago I
called for the President of the United States to go abroad and make
t;;ade the number one goal of this country. And I think he achieved
that.

For the first time, we had a President saying, trade is a principal
goal of this country; not other matters. Let me tell you, Mr.
Mitterand, who is President of France, has not hesitated to pro-
mote the sale of French planes and other merchandise.

And that is what we have to become. We have to become con-
scious of the need for trade. Because for every billion dollars of ex-
ports, we create something like 22,000 jobs. That is where the fu-
ture lies. So, I applaud the President for having the courage to
make that his principal goal. Anyone who thought we were going
to resolve all our problems, of course, were mistaken. It is ridicu-
lous even to think that.

But we do have to, here in this country, begin to realize that ev-
erything we do impacts on trade. And that if we are going to suc-
ceed, we have got to, as Max Baucus, in his statement, said, de-
velop the kind of policies that are going to promote U.S. exports.

Now, there are a lot of misperceptions that need to be corrected,
in my opinion. In Japan, there is the idea that we do not produce
quality goods. That is hogwash. We are a leader in many sectors.
We produce quality products, and I would say we produce some
damn good cars today.

Secondly, it is totally wrong to say that the American worker is
not efficient. All figures I have seen show that American productiv-
ity is still number one.

So, we are not dealing from a position of weakness, as many of
the people would have you. As a matter of fact, as I recall, in the
case of Honda—I think it was Honda—they were saying that their
cars produced here were better than the cars being produced in
Japan. They were produced by American workers.

And, finally, I think Japan has to recognize that as an economic
superpower, 1t has got to do something about its imports of manu-
factured goods. The figures I have from 1987 show that Japan’s
manufactured imports were only 2.4 percent of their gross product,
compared with 7.3 for the United States; and 14.4 percent for Ger-
many. So, they have to give us access, and they have to begin buy-
ing.
Just let me say, from our point of view, we have to make some
cnniections, too. We have to, as I say, make trade our number one
goal.

And let me tell you that when the heads of international Amer-
ican corporations come into my office, they complain that their
headquarters are not sufficiently trade-conscious.
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And that is where we are %oing to do something about trade, in
the private sector. I agree with much of what Bill Bradley said, but
it is not going to be solved in Washington.

All we can do here is create an environment of trade; an environ-
ment of growth. But it is going to happen in the private sector and
I think it is critically important that gusiness recognizes that.

Finally, Mr. Chairman, just one additional factor. I am opposed
to rrotectionism, but I do wish the American consumer on his own,
or her own, would look for American products.

The Japanese will buy Japanese products if they are available;
the French will do the same, and many others. So, I think it is time
that we give American products the chance again, because a lot of
them are quality items.

Mr. Chairman, I applaud you for holding these hearings. And I
just want to join my colleagues in saying that I cannot think of a
tou%her, better negotiator than we have in Mrs. Hills.

The CHAIRMAN. Thank you. Senator Chafee.

OPENING STATEMENT OF HON. JOHN H. CHAFEE, A U.S.
SENATOR FROM RHODE ISLAND

Senator CHAFEE. Thank you, Mr. Chairman. I have a brief state-
ment I will put in. I would just like to make, if I may, a couple
of comments. I, for one, am very glad the President made the trip
to Japan.

If nothing else, it certainly did away with the view that Detroit’s
depression 18 due to Tokyo. I think it showed that our aute execu-
tives are hauling down outrageous salaries while not being com-
petitive.

Just as Dave Durenberger said, we do not care what they earn
if they have a good year, but none of them had good years. In fact,
they are losing money hand over fist. We learned that while com-
plaining that the model cars they wanted to sell in Japan did not
sell, they also pointed out that they do not have right-hand drive.
I think it would be hard to describe the appearance of the Big
Three top executives over there other than as a total fiasco. And
I want those companies to succeed.

By the way, Mr. Chairman, I wonder when was the last time
anyf;ody in this committee ever had an automobile salesman call
them up and try and sell them a car.

I have had aluminum siding salesmen call me, and I have had
the Little League, the Salvation Army, and innumerable stock bro-
kers and real estate agents. But 1 have never had an automobile
salesman. I suppose now my phone will ring off the hook. [Laugh-

ter. |
Senator CHAFEE. I just want to report I recently bought a Ford

Taurus, so I am set. [Laughter.]

The other car I have got 1s a Dodge Omni. That is shaky. I have
hadlDon Riegle try to sell me a car; but he is the only one. |Laugh-
ter.
I want these companies to succeed. I might say the blame is not
all on the auto exncutives, while I have the floor. If they do not do
something about the health care package that the UAW has gotten
out of those automobile companies, they will all go down the tube.
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If you try to devise the worst, the most expensive health care pol-
icfy known to man, you would have what the UAW has gotten out
of the automobile companies. They ought to change it, and they
ought to have managed care in there. The benefits would be the
same, and the costs would be greatly reduced.

So, I want those companies to succeed. But, at the same time,
Mr. Chairman, I do not think my constituents at home want to he
deprived of their choice: their choice to buy a Japanese car, if they
believe it is better quality.

Frankly, the reason Americans huy Japanese cars is hecause of
the quality. The quality of American cars has tremendously im-
proved, but there is the perception that is still there.

So, I believe in this choice, and I am not for restricting those
cars. I hope that GM, Chrysler, and Ford will be on the ball and
outdo them in every way. But I do not think out people should be
deprived of the right to choose.

’¥hank you, Mr. Chairman.

The CHAIRMAN. Thank you. Senator Riegle.

OPENING STATEMENT OF HON. DONALD W. RIEGLE, JR., A U.S.
SENATOR FROM MiCHIGAN

Senator RIEGLE. Thank you, Mr. Chairman. While we are hear-
ing a lot of different comments around the table, I think they all,
in a sense, say one thing, and that is we have got very serious eco-
nomic problems in America today and we need a plan to deal with
them. The problems have been building up over many years.

Some of our problems are made worse by events outside our
country that have an impact on the U.S. economy. As others have
said there are also other events within our own economy that I
think also need to be dealt with.

Unfortunately, the trip to Japan was a failure, and even the very
tiny concessions that were given, at least verbally, or represented
from that trip have been recanted on. We have had top leaders in
Japan minimizing and backing away from even those modest con-
cessions which were made. But I do not find that terribly surpris-

ing.

% think one of the ironic footnotes is that our Trade Ambassador,
who is here today, was not on that trip. Most people in America
do not know that. They thought it was a trade trip, but it was a
trade trip without our Trade Ambassador being present and apply-
ing the know-how and hopefully the muscle that would be needed
in such talks.

The same thing is true with respect to the Secretary of State.
This key U.S. figure was also not present on the trip. So, it is not
surprising that very little came out of the talks with our trading
partner, Japan.

I want to comment briefly on the trade issue and the trade prob-
lem, and then talk for a minute about what I think we need to do
here at home.

It does no good to bash America. We have got to rebuild America
and get a team strategy put together here. We need business, and
government, and labor sit down around a table and make some se-
rious decisions as to what sacrifices and what investments have to
be made to restore an economic strength. That is what other coun-

!
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tries are doing. Japan has a plan in which it does identify economic
goals. The Europeans also have such a plan.

One of the lg:*«eat: ironies of our government today is that the Ex-
ecutive Branch has an economic plan for virtually every other coun-
try in the world except our own. There is a plan for Mexico, and
a plan for Kuwait, a plan for the separate parts of the old Soviet
Union, and so forth. 'I‘Lere is no plan for America.

With respect to the external problem, Japan has taken out of the
United States since 1980, $468 billion. It is an enormous capital
drain, which has forced entire industries to be wiped out.

This is true for consumer electronics which has experienced ter-

rific damage in computer chips and flat panel displays. Great dam-
age row is evident in the U.S. automobile industry, finally aviation
is next, along with other sectors and industries of the U.S. econ-
omy.
I think these are important industries for our future. I think we
need the jobs and the national income that come from these indus-
tries. We have got a record high unemployment level in this reces-
sion right now.

We have over 16 million people in the United States who want
to work and cannot find full-time work. Over 10 million of them
cannot find any work.

We also have 6 million additional people who are working part
time yet want to work full-time. If a person works even as httle
as an hour a week, he/she is counted as employed based on the way
we derive the unemployment, figures.

'These unemployment figures represent a major problem for our
country. Yesterday, United Technologies announced that it was
elimnating 14,000 jobs. Every day it is a different company in
America; large companies, medium-sized companies, and small
companies which is making the though decision to cut U.S. workers
from their payrolls and eliminate these value-added jobs.

We have got a major economic problem. The trade cheatins over
the years by Japan, keeping its home markets closed, using dump-
ing strategies here, and using the Keiretsu arrangements both
there and here, have done great damage to the U.S. economy.
These practices do not contribute to fair competition; nor fair trade,
and we all know that.

The unfair trade practices are only a part of our problem and do
not make up for our own shortcomings. We have got to do a much
better job here in America, in solving our economic problems. And
this is true in all industries, including the ones in my State.

I know Senator Baucus said before I came in that if we are going
to have an effort to try to do something to deal with the trade
cheating from abroad, we have got to have commitments from in-
dustries within this country to do a better job with their own com-
petitiveness. I absolutely agree with that view.

I think we have got to have an iron-clad understanding back and
forth among ourselves in terms of how we make ourselves number
one again in the areas of our economy that we think are important
for our National income for the future.

Our people need jobs today. There was a scene on the television
the other day out in Chicago where a new hotel was opening up.
There were thousands of people standing outside, in bitter, sub-
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zero cold weather, and with the snow flying, all people were bun-
dled up, waiting in line to try to file a resume with the hopes of
getting a job in that hotel.

We have engineers driving taxi cabs; we have teachers that are
working in hamburger stores, and other similar examples across
the country. These people are reduced to jobg, for which they ave
overqualified because we do not really, hat® a phan, a strategy, for
our economy so that we can make sure'that therq are enough good
jobs for our people here in the United States. \

Japan, to its credit, has a plan. Part of its plan is to take advan-
tage of weaknesses on our part and to use every manner of trade
cheating that it can get away with. Japan has done this over the
years, and it is doing it today. We have to confront this part of our
economic problems directly.

The apologetic tone of our government in kowtowing to our trad-
ing partners and their unfair trade practices-is really unacceptable.
We cannot allow others to treat us unfairly, nor can we tolerate our
failure as a Nation to have a kind of Team America strategy where
we assert ourselves, pull ourselves together and show what we are
capable of doing. :

The closed markets in Japan have to open. And to say, even
though they backed away from it, that they would take 20,000 or
30,000 American cars 2 years from now is unacceptable. This
amount is less than table crumbs. The number of additional cars
that Japan would take from us in the course of a year is equal to
the number of Japanese: cars sent to the United States in 2 days.

I think America has a job to do here at home. We have a job to
do with respect to confronting the trade cheating overseas.

I would like to hear from the Trade Ambassador today as to what
the goal is for this year, quarter by quarter, on the reduction in the
bilateval trade deficit with Japan. What is the target? How many
billions of dollars is the United States-Japan trade deficit going to
come down? .

I have suggested in the legislation I introduced yesterday with
Senator Rockefeller, Dixon, Levin and Hollings that our trade defi-
cit with Japan ought to come down by at least $8.5 billion this
year. It should also come down in steady steps over the next 5
years, to a balance of trade where we have an orderly adjustment
in our massive trade imbalances.

We cannot afford the continued hemorrhage of U.S. capital and
jobs to Japan, or other places around the world. We just do not
have the economic strength to continue to encourage U.S. jobs and
capital flight.

If we allow additional industries to be destroyed, we are going to
be surrendering our economic future. Protecting our economic fu-
tuve is the responsibility of this committee—one which 1 hope we
will continue to seriously address.

Thank you, Mr., Chairman.

The CHAIRMAN. Thank you. Senator Danforth.

OPENING STATEMENT OF HON. JOHN C. DANFORTH, A U.S.
SENATOR FROM MISSOURI

Senator DANFORTH. Mr. Chairman, thank you very much.
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For the 15 years that I have had the privilege of serving on the
Finance Committee, the members of the committee have had a very
consistent statement to all administrations, and the statement has
been that international trade should be a much higher priority as
far as the Executive Branch goes.

Trade should not simply be the stepchild to a foreign policy, it
should not be a bargaining chip that is given away for foreign pol-
icy objectives.

And, therefore, I think that for the President of the United
States to go abroad, for the President to go to Japan, and for the
President to raise trade as a major item on his agenda in Japan
was exactly what we have been asking Presidents to do for at least
the last 15 years since I have been around. I think that was a very
positive thing.

I do not think that this was a trip for detailed negotiations, al-
though I am told there were some negotiations that went on. But
what was really significant was that the President of the United
States was saying that trade has to be a priority; a priority of our
country and a priority in our relations with otger countries. And
I think that that is exactly right.

I am not sure about the entire entourage that he took with him.
I share some of the feelings much more eloquently expressed by
Senator Chafee. I think that some of the crying and the high visi-
bility that went on on the part of particularly the auto executives
was really embarrassing to them and demeaning to our country
and to the Japanese, as well.

I wish I could say that a single trip is the answer to the trade
problems of the United States. I do not really believe that. I think
that a trip is a trip. It is an opportunity to raise an issue, but it
{'ealiy does not and cannot amount to the solution to trade prob-
ems.

I also wish that I could agree with Senator Riegle, that somehow
the problem is that we do not have a plan, and that if only plan-
ners got together in Washington and sat around a table, the right
plan would solve our problems. I really do not believe that, either.

I think that the ohjective of U.S. policy should instead be the en-
forcement of the rules that we negotiate; day in, day out enforce-
ment, alimost matter of fact, routine enforcement of rules, not bash-
ing another country; not insulting another country; not having tem-
per tantrums; not saying things that are embarrassing to us or to
them; but instead, the enforcement of the rules of international
trade, enforcement for the sake of opening markets, not closing
markets.

That, to me, is effective trade policy. And that is where I hope
we will be moving, and that is where I think Senator Baucus is
moving with the Super 301 legislation that he has introduced.

I think that for some who have watched this trip and for some
who went on the trip and accompanied the President, the trip was
really a kind of an excuse or a setting of the groundwork for a
move toward protectionism.

I think, for example, that the answer to the problem of the U.S.
auto industry is not really access to the Japanese market. It would
be wonderful if we had more access. I think we should insist on
more access. 1 think that it is part of overall enforcement of the
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rules. But I doubt that very many people think that the auto indus-
try in the United States would be made well if only the Japanese
opened their markets to American cars.

And I think that much more damning to American enterprise, to
toe American work force and American industry—much more
damning than the statement of any politician in Japan—is the
statemnents of politicians in the United States that basically we
cannot keep up; that America is not good enough; that we cannot
sell adequate products in other markets, and, therefore, our only
recourse is to raise the barriers to entry to our market. To me, that
is defeatism. That really is protectionism.

The decision, it seems to me, is protectionism on one hand versus
enforcement on the other, and I am for enforcement. And I hope
that this committee is going to be addressing the question of en-
forcement during 1992.

The CHAIRMAN. Thank you. Senator Hatch.

OPENING STATEMENT OF HON. ORRIN G. HATCH, A U.S.
SENATOR FROM UTAH

Senator HATCH. Thank you, Mr. Chairman. I wish to make a
brief statement and, if I could, provide a more lengthy statement
for the record, if that is all right.

At the outset, I want to say, without reservations, that the Presi-
dent’s trade mission cannot be summarily written off as a wasted
effort, and anybody who does that is doing it for political reasons.

Rather, the benefits were both material, as well as significant
from a policy perspective. For the first time, a President has placed
international trade and commerce at a high enough agenda priority
to justify his direct intervention.

Now, that, Mr. Chairman, is a major policy accomplishment. And
that sent a message that I do not think is ignored by the rest of
the world, or by the rest of the business world.

I think it is something for which President Bush deserves a lot
of credit. Anybody who has ever made one of those foreign trips
knows they are difficult, and the people who think they are won-
derful have not made them. They are pathetic. And it is a lot of
gor]k, a lot of effort, a lot of trial, a lot of jet lag, and a lot of dif-

culty.

Indeed, the President has borrowed a page from the business
text books in demonstrating that you often need to get top manage-
ment involved to make a program work.

Secondly, the message has been conveyed to our trading partners
everywhere that the United States has arrived in the trade arena.
Gone are the days when a relatively small share of domestic con-
sumption going to the foreign market kept trade from the top of the
Premdential agenda.

Today it is the strongest source of economic growth in our econ-
omy, currently outdistancing government and private business
spending, as well as consumer spending, in terms of rate of growth.

Many material benefits also emerged from the trip. Today an
agreement is being signed that will expand computer software and
hardware sales in both the private, and now the public sectors in

Japan. ,
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Imminent is a paper agreement that the paper industry, which
appeared before tl? is committee in October, is now praising, having
at last been placed on a more equitable f‘ooting in their attempts
to penetrate the Japanese market.

To be sure, inequities do remain in our Japanese trade relation-
ship, and they do trouble me as well as everybody else. But 1 am
not convinced that we are effectively using the many mechanisms
at our disposal in rallying against unfair practices where they
exist. And let me just catalog a few of my concerns.

First, we saw from the minivan case that Chrysler and others
successfully filed an anti-dumping petition under Section 731 of the
Tariff Act of 1930.

They obtained from the ITC a preliminary ruling leading to the
requirement that a bond accompany each imported van from the of-
fending companies. If the final July 1992 ruling goes their way, the
U.S. companies will have duties placed on minivan importation.

Seumd%y, our successes in using Section 301 of the 1988 Trade
Act to leverage out concessions in the Japanese government pro-
curement sector, as well as from other countries, has not been suc-
cessfully pursued by the U.S. auto industry.

The Auto Parts Advisory Committee still seems inclined to let
the U.S. Trade Representative “self-initiate” a study. APAC, in my
opinion, needs to be more forcetul.

Nor have we been creative and aggressive in applying our anti-
trust laws. This may yet be the best remedy for undoing some per-
ceived injustices, such as cartel buying by Japanese transplants in
the United States.

And, finally, we need to give the Structural Impediments Ini-
tiative more emphasis. In another forum, I have criticized the high
cost of American automobiles sold in Japan.

However, what caused this price differential—30 percent higher
than the U.S. cost? It was inaccessible distribution networks and
inspection costs, the types of barriers that should be eliminated by
negotiation.

And I do not think anybody expected the President to sit down
there and negotiate all of these details for the auto industry. That
is absurd. And those who have been trying to make a fuss about
that. they are absurd.

And, Mr. Chairman, I want to close by saying that I do not ap-
prove of managed trade or protectionist practices by anyone. It 18
contrary to my personal economic philosophy.

However, I am committed to everyone getting his or her day n
court. To illustrate my philosophy, I am less impressed by a man-
dated sale of 20,000 vehicles to Japan, which is a form of managed
trade, than by the permanent elimination of harriers by negotia-
tion, which is what our Trade Representative has heen duing, and
I think doing very, very well. One remedy is for the moment; the
other is forever,

And, Mr. Chairman, I have seen some of these people who were
invited on the trip come back and bad mouth the President. I have
respect for a numberv of those people, but I did not have any respect

with the way they conducted themselves.
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I do not think you do that, especially when the President makes
this kind of an effort. And I personally thought it was not only ri-

diculous, I thought it was offensive.
I think it is time for the automobile industry to show that it is

the greatest industry in the world. They have got the greatest
workers in the world; do not let us let the Japanese have the great-
est managers in the world, but rather, let us have these managers
who are belly-aching about these problems—Ilet them walk up and
do something that is good for the automobile industry and use
these things that we have available for them to get it done.

Let us quit belly-aching and do something to compete, And then
let us use our laws to make sure that the Japanese people do what
is right, too.

Because they are not doing what is right in a number of areas,
and I, for one, am willing to help any Senator on this committee,
or any Senator in the Senate to try and help correct some of those
inequities.

So, let us all pull together and see what we can do for our coun-
try. And maybe it we got rid of some of the politics, we would go

a lot farther.
The CHAIRMAN. Thank you. Senator Breaux.

OPENING STATEMENT OF HON. JOHN BREAUX, A U.S.
SENATOR FROM LOUISIANA

Senator BREAUX. Thank you, Mr. Chairman. I apologize for being
late. Thank you for having the hearings. I think they are incredibly
important. I thank Ambassador Hills for being wit% us, and obvi-
ously being very patient listening to us.

I had written the President a couple of weeks before the trip and
I wrote a letter saying one of the giggest problems we have with
some of the Asian countries, and particularly with Japan, is rice.

They have been absolutely unfair in not even letting us ofter that
product to their country for sale, When our people had a food show
and even tried to show rice in Japan, they almost got arrested.

The Japanese tell us that, well, it is our tradition to grow our
own rice. It used to be our American tradition to build our own
cars, and build our own televisions, and build our own electronics.

We have opened our markets to them, but in this really abso-
lutely unjustifiable position on their part, they have refused us
even to be able to offer a product that we could probably sell to
them at a cost 500 percent cheaper then they could achieve.

The point I want to make is tﬁat I had written the President two
weeks before the trip and said, Mr. President, this is really an im-
portant issue.

Please consider taking one person from the rice industry, from
any State, to go with you on the trip to act as an expert advisor,
to be there as a counsel to show the Japanese that this is really
a serious issue; that we really feel very strongly about this i1ssue.

I got a response from Fred McClure, who said that “we got your
letter. Thank you very much.” I Never got any substantive re-
sponse; In effect, no one from the rice industry was eligible to have
even one seat on the 747. Not just one seat to be able to be there
in an advisory capacity and send a signal to the Japanese.
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I am real sorry Ambassador Hills was not on the trip either. In
summary, I just really wanted to ask about the rice issue and see
what are we doing about this issue. It is just so frustrating.

Thank you, Mr. Chairman.

The CHAIRMAN. Thank you very much, gentlemen.

Madam Ambassador, you have seen the intensity of the feeling
of members. Without a question, this committee, with the primary
jurisdiction of trade, has always put strong emphasis on trade,
than has the Executive Branch. It means so much to the economy
of our country.

You heard the comments about you, too. And I must say that for
someone to have been in that job now for, what, almost three years,
and to have been through some of the toughest of negotiations and
to have that kind of bipartisan praise is quite a tribute. Now tell
us how you are going to live up to it. [Laughter.]

STATEMENT OF HON. CARLA A. HILLS, U.S. TRADE
REPRESENTATIVE

Ambassador HiLLs. Mr. Chairman, thank you for your kind com-
ments and those of the committee. I am pleased to be here to talk
about the state of our trade relations with Japan.

I have sent up a written statement with an appendices. Because
of the shortness of the time that I have with you, let me just make
a few of the points that I did try to make in my written statement.

Perhaps I could cover three items. One is our trade policy cur-
rently with Japan. Secondly, I would like to say a word about the
President’s recent trip in the context of our broader trade objec-
tives. And, finally, perhaps, just a sentence about the future of our
trade negotiations with the government of Japan.

I think you all know that our overall trade objective is and has
been to get markets open, creating export opportunities abroad so
t]i;at we can stimulate economic growth here at home and generate
jobs.

When the President took office 3 years ago, a top goal of his pol-
icy was to expand access to the world’s second-largest market econ-
omy, namely, Japan.

We seek, as you do, an open and competitive climate in Japan
where the decisions to buy or to sell are based upon quality, price,
anl(_i service and not on Keiretsu, collusion, or protective industiial
policy.

And this was the message that the President delivered forcefully
to Prime Minister Kaifu in his Palm Springs meeting in 1990, and
this was again the message that the President delivered forcefully
to Prime Minister Miyazawa in Tokyo on his recent trip, all in an
effort to create this parity of opportunity with Japan.

The administration has steadfastly pursued a comprehensive,
three-prong strategy which includes eliminating barriers in specific
sectors, sectors that have been mentioned here this morning, using
all of the leverage at our disposal and our trade laws.

Secondly, reducing economy-wide barriers that are structural im-
pediments that have been addressed under our Structural Impedi-

ments Initiative, and, I think, effectively.
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And then, finally, working hard in the Uruguay Round to nego-
tiate strong and effective multi-lateral rules, to lower tariffs, to in-
crease access for U.S. goods and services.

This strategy is paying off. During the Bush Administration, U.S.
exports to Japan have risen by 30 percent. Our trade deficit with
Japan has declined 18 percent. Japan is currently our second-larg-
est export market. It is currently our largest single buyer of agri-
El.zlllgural products. Last year their agricultural purchases topped $8

illion.

Since 1988, our overall exports to Japan have grown 50 percent
faster than our imports, and over the past 3 years, our exports of
manufactured goods, which has been mentioned this morning, have

rown by 45 percent, topping $30 billion. So, it is not a small num-
er.
In 1990, American exports to Japan were greater than our ex-
ports to France, Germany, and Italy combined. In fact, our exports
to Japan are about 25 percent greater on a per capita basis than
our exports to all of Europe.

This remarkable expansion of exports to Japan in a relatively
short period of time has created jobs—about 200,000 of them. And
yet, we agree, there is much more work to be done.

Our objective is clear and has been clear from the outset. Our en-
trepreneurs must have the same opportunities in Japan as their
entrepreneurs have in our market. And that is why the President
emphasized the need for market openings in his recent trip.

I daresay that if he had taken the trip and not addressed the
economic issues, he would have been criticized. And then he takes
the trip and emphasizes the economic issues, and he is criticized.

Let us look at what he accomplished in 4 days in Japan. He was
successful. He did achieve greater market access in the $9 billion
public sector market for computer hardware and services. We
signed that agreement yesterday. And the computer industry is ex-
traordinarily pleased. It projects that this market opening agree-
ment will be worth somewhere between $3.5 and $5.5 billion annu-
ally by 1995. That is good.

In addition as a result of the President’s trip, we have greater
access to a $65 billion paper market has been mentioned—this has
been a focus of our attention for the past 3 years—And to a $4 bil-
lion glass market—and those in that market are applauding the
fact that greater access has been obtained.

And you mentioned the new car market. Well, we eliminated 14
standards and certification impediments, restrictions on the cre-
ation of dual distributorships, and the excessive dealer and dis-
tribution mark-ups. So, here again, we have achieved greater mar-
ket opening.

The President was also able to obtain a pledge from Japanese car
makers—this is the private sector. His presence enabled a pledge
to be obtained that Japanese car makers will double their pur-
chases of U.S. auto parts from $9 billion to $19 billion by 1994.

We have always tried to introduce a willing Japanese buyer to
a good, competitive American seller. And that is all this does. We
are not suggesting to you that this opportunity to sell more parts
is going to solve all of our problems, but I think it is a constructive
step in the process of opening an important market opportunity.
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We reached an agreement with the Japanese government on 49
standards and certification issues; those non-tariff barriers, those
invisible barriers that have curtailed our exports of cosmetics, proc-
essed foods, pharmaceuticals, chemicals, and industrial machinery
in Japan.

And we reached agreement with the Japanese government to re-
invigorate the Structural Impediment Initiative by undertaking
new commitments.

It has been said, and I agree, that no single visit, nor any single
agreement with Japan is going to open the market to our standard,
which is to achieve the same opportunity for our entrepreneurs in
the Japanese market as their entrepreneurs have here.

But because of the President’s efforts in Tokyo, the Japanese
market is, as a matter of fact, more open that it was. And Amer-
ican firms and American workers can expect billions of dollars of
increased sales into the Japanese market,

Some urge us to enter into market sharing agreements with
Japan, or to limit its sales heve in our market.

id I just have to say so sincerely that neither of these strate-
gies will accomplish our objective to ensure that the Japanese mar-
ket is as open to our entrepreneurs as ours is to theirs.

Protection stifles innovation, taxes consumers, particularly the
lower income consumers, by raising their prices and reducing their
choices; managed trade merely sets ceilings on what American com-
panies can achieve, and it most assuredly invites similar action
against us.

The only certain way to open the Japanese market is with
steady, persistent pressure; the precise strategy the President has
emp%oyed for his 3 years in office, and it has achieved demonstrable
results.

We sometimes forget how much concrete progress has heen made
over the past 36 months. Some of the agreements reached since the
President took office include: a 1990 satellites agreement, resulting
in a $600 million contract for a U.S. company; the super computer
agreement entered into in 1990, where, U.S. manufacturers have
won three out of eight new contracts since that agreement was
signed, coripared to two out of 43 in the prior 4 years; the wood
products agreement, which the industry says will most assuredly
increase their exports to Japan $1 billion annually; the cellular
telephone agreement, the services and equipment telecommuni-
cations agreement, all nudging toward $1 billion in sales in 1991;
the semiconductor agreement moves sales up from roughly about
$700 million to $2.4 billion annually today; and the major projects
agreement in construction increased our opportunities to exceed
$20 billion. U.S. firms have achieved contracts since that agree-
ment.

Moreover, through the Structural Impediments Initiative, we
have insisted that the Japanese enforce their anti-monopoly laws
and liberalize the retail distribution system, making it easier for
our companies to operate and to sell in Japan.

Another important avenue that ought not to be overlooked for in-
creasing access to the Japanese market is to bring our Uruguay
Round global trade talks to a successful conclusion.
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And on this trip, President Bush raised with Prime Minister
Miyazawa the importance of the Uruguay Round, and that focus on
that Round was both timely and constructive.

In conclusion, let me say that the U.S./Japan relationship has
profound implications for gﬁ’)bal prosperity in the remainder of this
decade, and well into the 21st century. As the world’s two biggest
economies, we do play a critical role in keeping markets open and
our global trading system functioning.

And this administration has been working steadily, and, I be-
lieve, effectively, to do just that.

I thank you.
The CHAIRMAN. Madam Ambassador, when fn:)u cited your num-

bers, I cannot help but have to look at the total numbers. Now, you
cited some individual areas where we made some gains. Fut when
I lovk at what it is in 1991 as compared to 1990, I see the trade
deficit with Japan increasing again.

I have noted the fact that on semiconductors, we had an agree-
ment some 5 years ago that we were to work toward 20 percent of
the Japanese market.

The numbers that I get are 12 percent; the numbers that I un-
derstand your office now puts out are 14 percent. But I think much
of the 2 percent difference is how you figure it, and that you have
changed the way that you calculate the percentage.

I lovk at a situation where the trade deficit with Japan has now
increased to approximately 60 percent of the total trade deficit that
we have,

I have looked at what we have done in bringing down the value
of the dollar against the yen, and I have seen the dramatic change
in the enormous trade deficit we once had with the EC. We moved
that from about $22 billion, as I recall, some 5 years ago, to about
a $16 billion surplus today.

I look at the problems we have had in the Uruguay Round in try-
ing to get the Japanese to help us. On the agricultural sector, as
I recall, they rejected the Denkel text even before the EC did. And
that has added to our problems.

I would like for you to comment on that.

Ambassador HiLLs. Mr. Chai::nan, we also look at the total pic-
ture. And I would point out that since 1988 when President Bush
took office, the deficit with Japan is down from $52 billion to $43
billion. You rarely have a straight line in such matters.

The process of bringing a deficit down is going to he a
sawtoot{:ed process, but 1t is on its way down, and the overall defi-
¢cit is down, as you point out, from a high of about $157 billion in
1986 to, as you point out, $65 billion this year. We are not going
to have bilateral balance with each of our trading partners, just as
a family owes one creditor while it has revenues coming in.

The CHAIRMAN. I agree with that, Mrs. Hills. But 1t is such an
incredible differential difference with Japan compared with as the
progress that we have made with other countries. And that does
give me some concern.

Ambassador HiLLS. We are looking for multi-lateral balance, and
we are trying to get into multi-lateral balance. And, as my state-
ment shows, I agree, with you that we have more work to do with

Japan.
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But I would like the record to show that we have made progress
globally, and with Japan. So, my point is: we are on the right track
and we ought not to change our strategy, which is working, for a
strategy which will curtail trade, will curtail our economic growth,
ﬁnd create problems—grave problems—worse problems here at

ome.

The CHAIRMAN. Well, help clear up for us as to whether or not
these so-called commitments that we heard about for Japan: were
those just targets, or were they firm commitments?

Ambassador HiLs. It depends on the issue that you refer to.

The CHAIRMAN. How about automobiles?

Ambassador HILLS. Automobiles is a commitment private sector
to private sector, It is simply a commitment by the private sector
to buy more auto parts and by the auto distributors to permit dual
distributors.

The CHAIRMAN. Firm or targets?

Ambassador HiLLS. There 18 no enforceable agreement with the
private sector, but it was a public commitment. The dealer associa-
tion commitment permits a Ford, or a Cadillac to be shown on a
Japanese dealer’s show room floor. The fact of the matter ig that
our auto companies today do not have an automobile to ship to
Japan.

The best that we were told they could do was to divert an auto-
mobile from Europe to Japan; we were told that they could not ship
that tomorrow. But, by opening up the opportunity for them to
show their products, I think that is a plus.

The CHAIRMAN. Yes. But I am trying to understand if it is a com-
mitment or a target. That is a very simple question.

Ambassador HiLLs. With respect to computers, we have an
agreement. A government-to-government agreement that will be
monitored, and it will be enforced. On the effort of the Japanese
private business sector to increase its imports of American manu-
factured goods, such as auto parts, that is simply a target. We will
watch that. If that target falls short, that wilr e one indicia of a
market being closed.

If they meet or beat their target, that will indicate an opening
of the market. We still have our trade tools, but we want to work
so we get the market open. We want to have increased access, and
I think the President’s visibility in Japan highlighted the need to
accomplish just that.

The CHAIRMAN. Senator Packwood.

Senator PACKWooD. Carla, let me know if my figures are right.

I am looking at U.S. Department of Commerce figures on the mer-
chandise trade deficit—and this is merchandise; it does not take
into account everything, it is just merchandise—with Japan.

I have got the following figures: 1987, $56 billion; 1988 $52 bil-
lion; 1989, $49 billion; 1990, $41 billion; and through November,
$39 for 1991. Is that the same figures you have got?

Ambassador HILLS. Yes.

Senator PAcCKwoon. Well, it is going down.

Ambassador HiLLs. The trend hine 1s definitely in the right direc-
tion. The projection for the overall year is that 1991 may exceed
the $41 biﬁi(m that was achieved in 1990 by a small amount. And,
hence, we are concerned. We are working on that. Again, the bilat-
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eral balance is not our exclusive focus but rather we also seek than
to get the market open so we have equal, competitive opportunity.

enator PACKWOOD. And I will say again what I said in my open-
ing statement. I have got all kinds of manufacturers in Oregon that
are quite pleased, although it did not relate in this trade. 1 have
got a company called A~DEC that manufactures dental equipment.
We probably are all familiar with it, unfortunately, as we go to the
dentist and see it. [Laughter.]

Twenty percent of their sales are overseas. They have ahout 10
percent of the Japanese market, and they compete in the Japanese
market with several Japanese manufacturers. And they say things
are going fine.

It took them about eight or 9 years to break into the market, and
they have broken in. They have the advantage of being able to sell
directly to the dentists, and it has worked out fine for them. I think
we are going in the right direction.

Let me ask you one specific question. We ourselves would almost
solve this problem of not selling American cars in Japan if Ameri-
cans were just satisfied enough to buy American cars, would we
not? You do not need to answer that. [Laughter.|

Ambassador HiLLS. Thank you, Senator.

Senator PACKwooD. I have no other questions, Mr. Chairman.

Senator RIEGLE. Would you just yield before your time ig-—

The CHAIRMAN. No. Just a minute, please. Let me state that we
have several other witnesses, and I do not want to cut the mem-
bers off, as I am not guing to cut Senator Riegle off. But I wish you
would keep that in mind as we try to get through it.

Senator PACKWoOOD. I would answer his question, though. I drive
a Chrysler van, by the way, and it is a beautiful car.

Senator RIEGLE. I know you do, and I congratulate you for doing
80.

One of the issues—and we cannot discuss it here in the time we
have—is that Japan, over the years, has been selling cars here in
the United States at a lower cost than they sell that same car in
Japan by several thousand dollars.

ud so, in fact, they are very attractive purchase-by-purchase,
because if you can buy a car that normally would cost and be pro-
duced, let us say, at a price of $30,000, and, instead, is being sold
for iSfZ0,000, you know, that is a very attractive purchase in and of
itself.

Those cars are sold at a much higher level in Japan because the
market is closed and other competition is not allowed in there. Not
just in the United States, but from other countries.

So, that two-tier pricing system stretching now out over a decade
is a fundamental part of this issue. It is complex because people
have to move down into the issue of what constitutes dumping pric-
ing and fair pricing, and that is a part of the problem. And I thank
you for yielding.

The CHAIRMAN. Thank you. Are therve others who would like to
comment and ask questions? Senator Baucus.

Senator Baucus. Thank you, Mr. Chairman. Ambassador, T first
compliment you, and the administration for your work under Spe-
cial 301 with respect to intellectual property infringements by the
PRC. You have worked hard at reaching an agreement with C{n‘na,
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?nd ]it looks to me like it is a good agreement. I compliment you
ov that.

It is your work, though, on Special 301—with its targets and
deadlines—which leads me to my real question.

And that is, I am just surprised at the administration’s continued
opposition to extending Super 301.

I am particularly surprised because, in your statement, you talk
ahout consistency, and hanging in there, and being tough, and so
on, and so forth.

You mentioned satellites, super computers, and forest products
as sectors where the Administration succeeded in opening the Jap-
anese markets. As you well know, those successes occurred because
we named sectors under Super 301,

When we had Super 301, we had targets; we had deadlines. And
it ig clear to me that priorities and deadlines g¢ a long way, par-
ticularly with Japan, in reaching success. :

Why does the administration oppose an extension of Super 301?
I mean, it i1s a market opening measure; it is not protectionism. It
is designed to open markets overseas. It does set priorities. We can-
not do everything; we have to set some priorities.

It does set some deadlines. This wm'lg runs by deadlines, and we
all know it is human nature to procrastinate. And the Japanese are
adapt at putting things off—-the SII talks are a good example—if
we do not have deadlines.

So, why not extend Super 301?

Ambassador HiLLS. Let me explain. The Super 301 statute, as it
was drafted, requires USTR to file an action against a country on
a specific date. And that may be the very worst time in our ongoing
negotiations where we are trying to get the market open.

We are negotiating all of the time. I can understand why you
would want to have a Super 301, if you faced a Trade Ambassador
that was resisting using Regular 301 actions which can be filed at
any time, and which also have the same 12 month deadlines and
which are algso a part of legislation that this committee passed. But
that is not what you face.

The statistics show that we have initiated more 301 actions than
any of our predecessor administrations; that we have resolved more
Regular 301 actions than any prior administration; and that we
have self-initiated twice as many 301 actions as the private sector
has brought.

I rarely commence a negotiation without bracketing that negotia-
tion with the Regular 301 process. And I can tell you it is effective,
and I am grateful for this tool you have given us.

But your Super 301, which must be filed on Apvil 1st, is really
very ineffective, and after it is used, it takes me about 4 months
to get the trading partner back to the table.

All of our Super 301s entailed unnecessary friction and delay; I
could have brought a regular 301, and, I believe, solved each action
earlier. You just have to helieve me, because 1 was in the negotiat-
ing room. I am not enthusiastic about Super 301 as an effective
trade tool.

Senator BAucus. Well, a lot of your trade negotiations are. They
see it as good leverage. And I must say you have not filed a single
301 with respect to Japan since the expiration of Super 301.
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Ambassador HiLLs. That is incorrect.

Senator Baucus. What has been filed?

Ambassador HiLs, What I did is what I explained to you, I
bracketed each negotiation. I sit down with my counterpart and I
say, how long will this negotiation take?

or example with respect to amorphous metals, it was deter-
mined on the basis of a discussion with my counterpart that a fair
time to resolve the difference was 1560 days—which by the way, is
a shorter period of time than allowed under Super 301. I said fine.
On the 160th day, I will file this action if we have not reached an
agreement. The statute dves not require us to wait a precise length
of time before taking retaliatory action,

So, we started the negotiation, and, indeed, we solved the matter
in 150 days. Similarly, with digital equipment, there we decided
that an agreement would take 120 days.

Senator BAucus. Well, it is clear that there is no perfect time.

I mean, if there is a statute that requires the administration to
take such action by such time, I am sure the administration would
like it to be a day later, or a day earlier.

Nothing is perfect in this world. But I think it is equally clear
that the statute has been effective. You yourself touted three areas
where it has worked: super computers, satellites, and forest prod-
ucts.

Ambassador HiLLs. Well, I could name 15 cases where I have
been, in my opinion, more effective with Regular 301.

Senator Baucus. Well, let us have both. Let us have hoth.

Ambassador HirLs. Actually, I would have to say to you that I
think in the future we will create problems rather than solve prob-
lems with Super 301.

And yet, the remedy of a Regular 301 is indistinguishable from
a Super 301, except that it may be filed in May or December or
any date, instead of a particular, specified date: April 1st.

Senator Baucus. Well, we just respectfully disagree with each
other, because I believe in priorities and deadlines. We are going
to have to set deadlines and dates and priotities if we are going
to accomplish our objectives. Thank you very much.

The CHAIRMAN. Thank you. Senator Grassley.

Senator GrassrLey. Mr. Chairman, is this round a five minute
round?

The CHAIRMAN. Yes, it is. I wish it was three, frankly.

Senator GRASSLEY. I am not comi)laining, I am just asking.

In my opening remarks, which I will insert to conserve time, I
spent a great deal of time talking about enforcement of anti-trust
laws. I am pleased to hear that Senator Hatch brought up the
same issue in his opening statement.

Today, I am particularly interested in hearing our trade ambhas-
sador’s position on the role that she might play in the anti-trust
principles in the trade area. '

For instance, when Attorney General Barr was before the Judici-
ary Comnuttee during his confirmation hearings, I questioned him,
and he agreed that the extraterritorial enforcement of our anti-
trust laws is an important tool for promoting free trade.

He has since moved to expand the class of international anti-
trust cases that the Department of Justice might bring. I appre-
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ciate his efforts, and wonder whether there mifght be also room for
more aggressive promotion of anti-trust principles by the trade rep-
reseuntative’s office.

Madam Ambassador what do you perceive as your role in the
promotion of international adherence to the principles of competi-
tiveness that are embodied in our anti-trust laws, and in the en-
forcement of those laws?

Ambassador HILLS. Senator, our mission is to coordinate trade
policy within the administration, so we work with the Attorney
General among many others, and then to carry out negotiations
pursuant to that policy.

The Attorney d:meral is very able, and is looking at the question
of when extraterritorial application is appropriate. And I know he
is vigorously enforcing our anti-trust laws here at home, so that if
foreigners have made investments here, they must comply with our
anti-trust laws.

Senator GRASSLEY. And you see that as a useful tool?

Ambassador HILLS. I think that the way that the Justice Depart-
ment is discharging their responsibilities 1s useful and effective.

Senator GRASSLEY. All right. I am particularly interested in
whether you think there is room for the use of the trade laws to
promote competitiveness in the Japanese markets in the event that
the Japanese Fair Trade Commission is insufficiently aggressive in
pursuing anti-trust cases.

Last session, the committee held hearvings on the Japanese
Keiretsu form of industrial organization. Numerous Japanese and
American businegsmen, as wel% as anti-trust lawyers, have told the
Congress that the Keiretsu style of organization is anti-competitive,
and contrary to anti-trust principles.

The 1988 Trade Act made clear that Section 301 applies to for-
eign government toleration of conduct that violates its own anti-
trust laws.

Do you think that Section 301, or any other trade law—even in-
cluding Section 337—should be used to discourage anti-competitive
Keiretsu organizations?

Ambassador HiLLs. We have used our Structural Impediment
Initiative to get at the problems of the Keiretsu, and, I think, with
some effect.

Now, the Structural Impediments Initiative was a 3-year under-
taking. The Initiative was completed last year with a commitment
to review its process three times a year and then twice in the suc-
ceeding 2 years, and that is being done.

There is far more disclosure today—disclosure based upon our
type of securities law—in Japan than there was before we started
our discussion. A disclosure of the interlocks in the Keiretsu rela-
tionship will be constructive.

And 1 think that our negotiations in that area will be helpful,
and, as you mentioned, backed up the Justice Department in its
application of our anti-trust laws,

Senator GRASSLEY. You gpoke of the Keiretsu as a problem. Do
you see the system itself as anti-competitive?

Ambassador HILLS. Not necessarily. The question is whether it
operates in a given circumstance in an anti-competitive fashion. All
we ask is that our goods be offered competitive opportunity. When
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they are the best on the basis of price and quality, they ought to
be examined.

Now, it is true, as Senator Riegle has pointed out, that the Japa-
nese, in years past, have followed a strategy of sanctuary at home,
and super-competitive activity abroad. And that has been harmful
to our industry. Those practices are much diminished today. We
have our dumping laws to deal with those dumping practices when
they occur, and the Japanese have been the target of our dumping
laws. We do take action against unfair trade.

But the fact that there is ownership, one corporation of another,
i8 not, per se, a problem, so long as the interlock is transparent
and the competitive opportunity by foreigners offering their goods
is a real competitive opportunity.

Senator GRASSLEY. Do you think that our trade laws ought to be
changed to deal with anti-competitive behavior of Keiretsus, if it
exists? And you say it depends, it might exist or might not exist;
it depends upon the specific tack they might be taking.

Ambassador HiL1S. I think that the Attorney General is in a bet-
ter position to advise you as to whether our current anti-trust laws
are adequate to deal with foreign problems.

Senator GRASSLEY. Well, I am speaking of our trade laws and
what tools you might use if you thought that the Keiretsu system
was a problem, and, in some respects, anti-competitive.

Other than going in under anti-trust laws, can you use these
tools to combat the Keiretsu system?

Ambassador HILLS. Absolutely. Where it results in market clo-
sure, we would take action, and we would seek to get that particu-
lar market open. And that is what we have done. That is what we
have done.

Our successes, which have turned the trade figures with respect
to Japan so that our overall exports are up by 30 percent, are a
result of our looking at individual industry sectors, whether it he
medical devices or heavy equipment, or what have you, to get those
markets open.

The CHAIRMAN. Thank you, Senator. Ave there other Senators
who wish to question the witness? Senator Rockefeller, I believe
you are next.

Senator ROCKEFELLER. Thank you, Mr. Chairman. Ambassador
Hills, when I was in Japan, I spoke with the Prime Minister, the
Foreign Minister, the Finance Minister, all about the question of
dumping and countervailing duties, and the actions of the Japanese
negotiators in the GATT Round. That was my main message.

I did not have a feeling that it was being heard, particularly, and
I also did not have the feeling, frankly, in discussions with the em-
bassy, that it seemed to be as high a priority there as I might have
expected.

Under the present situation, we can countervail against regional
subsidies. The text that I believe that Dunkel has placed before
you, would make that not permissible. Whether or not that is what
Dunkel has done and what the Japanese have caused, or a com-
bination, what do you see the situation as to dumping and sub-
sidies and countervailing duties, and what is it that we are doing
about that with respect to the Japanese at the GATT Round?

54-177 0 - 92 - 2
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Ambassador HiLLS. We have worked very hard, and I am glad
that you reinforced our efforts, in both of those categories. And I
am surprised that you did not get the feeling that our embassy was
pushing very hard too.

I can tell you that I have called in the Japanese Ambassador to
have a serious talk regarding both of these areas, and he is very
able. And I know full well that my messages have been passed
back to Tokyo.

There is a difference between the anti-dumping text, as you
know, and the subsidies text. The permitted categories under the
subsidies text do include regional subsidies. That was more of a de-
mand by the European community than it was by Japan.

In point of fact, our States provide some subsidies. So, it is an
avea where we are working in Geneva to deal with the difficulties
as we see them. That also applies to the anti-dumping laws. With
respect to anti-dumping the European community and the United
States stood shoulder-to-shoulder. Japan was on the other side of
that issue, along with developing countries.

We are analyzing the text with our manufacturing sector now,

and we do believe that the rules against circumvention of our anti-
d;nnping laws, and that the greater specificity of the rules are a
plus.
We are disappointed that we did not achieve all of our objectives.
We are going to have to compare the text as it turns out, because
now it is just a draft, with whether it improves the trading system
from what it is today, or makes it worse, before we decide whether
or not it is something we can accept.

Senator ROCKEFELLER. Is it your impression that the Japanese
are or are not tryix:ig to undermine the separate topics of dumping
and countervailing duties?

Ambassador HiLLs. I would say that on the topic of dumping and
a countervail remedy against dumping, that the Japanese position
is opposed to ours, without question.

Senator ROCKEFELLER. Thank you, Mr. Chairman.

The CHAIRMAN. Thank you. Are there others seeking to question?
Senator Roth, you are next.

Senator ROTH. Madam Ambassador, let me say it is always a
leasure to have you, because it permits each of us to address TV.
Laughter.]

A number of people made a critical comment about the fact that
you were not on the trip to Japan. I wonder if you would care to
comment on that?

Ambassador HiLLS. The U.S. Trade Representative’s office was
very well-represented in Japan. My deputy, Ambassador Moskow,
was there tﬁe entive time. He was engaged, literally, around-the-
clock on the negotiations that did create market openings. I was in
daily contact with him.

I might remind you that the period of time when the President
was in Japan was the period of time that the Dirvector General's
text was being reviewed by our industry, and we were approaching
a Trade Negotiation Committee meeting in Geneva.

We have a very full plate at the current time, with many trade
missions and many trade challenges. We believe that, in this in-
stance, we deployed our resources both correctly and effectively.
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Senator RoTH. Well, I can imagine that if you had not directed
our attention to the Uruguay Round, there would have been crit-
1c8 of that. So, I share your comments.

One thing that concerns me—and I will keep it to this one ques-
tion—is the Uruguay Round and where it is going.

I have been particularly disappointed that Japan, as a leading
trading nation of the world, has not provided more effective leader-
ship in bringing those around to a successful conclusion,

In the area of agriculture, they have not been very forthcoming,
although I have heard that they may begin to take some steps.

But what can we do? Why is Japan, who has benefitted the most,
or as much as anyone from the liberal trade practices espoused by
this country, not taken a more leadership role, and how can we get
it to do that?

Ambassador Hiuls. I think we can only continue our effort to
raise trade concerns with the Japanese leadership. Their historic
role has been less to be leading on international negotiations, but,
in the future, that can be changed, depending on who is in power.

Senator ROTH. Do you see any signs of that coming about, any
recognition of their responsibility to open up the multi-lateral trade
discussions?

Ambassador HiLls. They were energetic in many parts of the
Round, and, in fact, led in some areas. Of course, they represent
their interests, as they see them. And you and I might disagree as
to how they define their long-term interest in these negotiations
that seek to enforce and strengthen the multi-lateral trading sys-
tem.

Senator ROTH. That is all the questions I have, Mr. Chairman,
The CHAIRMAN. Thank you. I see next on the list is Senator

Chafee. Would you care to speak?

Senator CHAFEE. No questions.

The CHAIRMAN. Nothing. Senator Riegle.

Senator RIEGLE. Thank you, Mr. Chairman.

Madam Ambassador, what goal are you seeking, or what marker
has been set out there tor a reduction in the bilateral trade deficit
with Japan this year?

Ambassador HiLLS. We focus less in what the number ought to
be, and more in terms of what the opportunity ought to be. We are
trying to get that market open across the board.

Senator RIEGLE. So, there is no target, though, in terms of the
combination of all of those things—what we sell to them and what
they buy from us. You do not have a target for how much that defi-
cit should come down this year?

Ambassador HiLLS. We are looking for multilateral trade bal-
ance, and we may end up at the turn of the century buying more
from one country and selling more to another.

Senator RIEGLE. I have set forward a proposition, as you know,
with four other Senators and a group of House members that
would require an $8.5 billion reduction in the bilateral deficit with
Japan for this year.

That would be about 20 percent of last year's number. And we
would follow that reduction with equal steps over the next 5 years
in order to get to that balance of trade 5 years out.
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We chose this time table because it allows an orderly transition
rather than an abrupt, immediate move toward restoration of our
trade balance. Could you accept that kind of a goal? Is that within
the range of what we ought to be targeting for and trying to
achieve?

Ambassador HILLS. I think the strategy, Senator, is not one that
I could endorse. What it seeks to do is to curtail our trade, rather
than to open the market.

And I think it is far more important not to constrain trade,
which will limit our economic growth and activity, but rather to
open global markets so we can expand our exports and our eco-
nomic activity for the reason that has been stated.

Senator RIEGLE, Well, let me just stop you. I know the philoso-
phy, because you have stated it over and over this morning. I want-
ed to know whether there is a goal or a target for overall trade def-
icit reduction with Japan. You have said there is not; that answers

that question.
Let me move to the next one. Has Japan practiced protectionism?

Are they practicing protectionism today?

Ambassador HiLLs. In some areas——

Senator RIEGLE. Can you give me just a yes or no?

Ambassador HILLS. In some areas they protect their markets, in
other areas they do not; just as we do.

Senator RIEGLE. Has it worked for them? Have the Japanese
gained great economic strength by the tactics they have followed?

Ambassador HiLLs. If you take their history from the 1960s, I
think their strategy of sanctuary and selling abroad in a competi-
tive fashion has moved their producers along more rapidly. It has
taken a toll on their consumers.

Senator RIEGLE. May I ask you this: why should we not treat
Japan in the trade area exactly the way they treat us? Why should
we treat them any differently on any single item? Senator Breaux's
mention of rice could be one possibility.

This is one product that is out there that I know has a special
heat to it. But if you take the idea of reciprocity across a whole
range of activities and products, why should we—after Japan has
had a bilateral trade surplus with us in their favor of $460 billion
since 1980—rot say today that we will have exactly similar trading
relationships back and forth and where they are open, we will he
open; where they are closed, we will be clogsed. Why should we treat
them any differently than they treat us?

Ambassador HILLS. Because we would greatly restrict our trvade.
We have a surplus with Japan in services. We have a surplus with
Japan in agricultural areas.

Senator RIEGLE. We have an overall surplus?

Ambassador HILLS. Yes. In those séctors.

Senator RieGLE. Oh. No. But not in total in all sectors.

Ambassador HiLLS. Not in total. But, again, Senator, we could go
hack to bilateral balance, country-to-country, U.S.-to-Japan, and
the correction that you urge is do not trade if there is any surplus.

Senator RIEGLE. No. I say fair trade, and I say let us have the
same rules which apply to both countries in all areas. Let me just

cover one more thing.
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Ambassador HiLLS. But we do not give Japan the same rules
going in both directions either. That is why the Uruguay Round is
so important. ‘

Senator RIEGLE. Would you say we have a more open market to
Japanese products than Japan has for us?

nbassador HILLS. In some sectors we do.

Senator RIEGLE. I am taking it as a whole. Now, let us not dance
with one another. I mean, taken as a whole, is the Japanese mar-
ket as open as the United States market is?

Ambassador HILLS. No, it is not.

Senator RIEGLE. All right. Thank you.
Finally, on the automobile situation, you have talked ahout the

fact that you think that there has been some improvement over
timne.

I want to just lay out a point or two, because I think the openess
of the Japanese market to autos is very important. In the news the
last couple of days, Chrysler Corporation, one of the remaining Big
Three in this country, has just undergone another credit rating
downgrade.

This action comes on top of two previous credit rating down-
grades—one for GM and one for Chrysler—which was made public
about two weeks ago. As I am sure you know we have mgjor finan-
cial problems in the U.S. auto industry, and the recession is
compounding the situation.

Japan, has followed the transplant strategy, thereby bringing
some auto plants over here. The Japanese owners operate those

lants based on well-established Keiretsu arrangements, involving
interlocking, vertical business relationships between Japanese com-
panies and financial institutions.

As a result, the Japanese market share of car sales in America
continues to rise. It has been rising steadily since the transplants
arrived in the U.S. The Japanese have 33 percent of the U.S. auto
market now. There is every reason to believe that in the absence
of any U.S. plan to reduce the adverse effects of the transplants on
our auto industry and our economy, the 33 percent market share
will continue to rise.

I must tell you that this is only one U.S. industry. I do not think
you have to love Lee lacocca to care ahout wanting to save the do-
mestic auto industry in this country. I say that, because it is 4.5
percent of our GNP, and involves about 2.6 million American work-
ers.

What I am wondering is this: is there any way that we can try
to break apart this Keiretsu arrangement in a more accelerated
manner?

The data that we have shows that the transplant cars have less
than 20 percent of actual content coming from American compa-
nies. In fact, the lion's share of auto parts for transplant vehicles
comes from other Japanese companies.

One of my concerns about the recent understanding with Japan
is that apparently Japan can buy auto parts from itself to satisfy
the arrangement made during the President’s recent trip. Japanese
transplants in the U.S. can buy auto parts from other Japanese
companies here in America, who, in turn, are buying from Japa-
nese companies over in Japan.
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Ambassador HiLLS. We are trying to get at the Keiretsu, but the
transplants here are regarded as American companies providing
American jobs and we do not want to close themn. We want to offer
our products here and in Japan on a competitive basis. We do not
want to close a Japanese-owned company here because those Japa-
nese companies employ American workers.

Senator RIEGLE. Yes, they do. But, our workers essentially end
u{) doing the lower level work, as you know, when they are em-
ployed by Japanese transplant auto companies.

The CHAIRMAN, Senator, if you could close it up.

Senator RIEGLE. Yes. Thank you.

The CHAIRMAN. Thank you very much. Senator Danforth, do you
have comments?

Senator DANFORTH. I think that when you were answering ques-
tions relating to fixed targets for the trade balance with Japan, or
any other country, what you were saying was that our ohjectives
should be tv negotiate and enforce the rules of fair trade rather
than to pre-judge the result of what that fair trade brings us. Is

that the essence of it?

Ambassador HiLLs. Correct.

Senator DANFORTH. 1 listened to your colloquy with Senator Bau-
cus. For those of us who want to enforce the rules and to do so very
systematically—which is a word you used in your testimony—I
would hope that you would not just rule out thinking that we
might come up with how to have more vigorous and more systemn-
atic enforcement than we might have right now.

Maybe Super 301 is not the greatest idea that was ever devel-
oped. I thought it was a pretty good idea. [Laughter.]

Senator DANFORTH. But if you have a better idea for how to ac-
complish systematic enforcement, fine. I, myself, do not think that
ad hoc enforcement of regular 301 quite does it.

But I would hope that you would at least be willing to discuss
the matter with us before foreclosing either Super 301, or some-
thing that is a reasonable follow on for Super 301.

Ambassador HiLLS. Well, as you know, Senator, I am delighted
to consult with you. And I can show you all the cases that we have
brought and share with you outside the television cameras why it
is we think that a strategy that is mandated at a particular time
works less well than one which has the flexibility of discretion.

And we have brought a number, as you know, of 301 actions—
more than any other administration—and yet we have only been
here for 3 years.

But we are always happy to talk to you about alternative ways
to open markets. And, of course, we upheld the Super 301 statute
for its 2 years in existence and would uphold any other law that

you saw fit to pass.
Senator DANFORTH. I always appreciate your reasonableness.

Thank you. '
The CHAIRMAN. Well, it is nice you want to uphold the law. I like

that, too. [Laughter.]

Senator'Breaux.
Senator BREAUX. Thank you, Mr. Chairman. Thank you, Madam

Ambassador, for being with us.
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Subject: rice. The Japanese support their rice farmers at a sup-
port price hetween eight and ten times the world market. The price
of rice to their rebai? consumers in Japan is somewhere between
three and six times the world's price.

And yet, for the last 20 odd years, they have ahsolutely refused
any country—not just the United States, but any country—the abil-
ity to offer rice for sale in their country.

Now, when I read Section 301 of the Trade Act, it says that, “If
the USTR determines that an act, policy, or practice is unreason-
able or discriminatory, and burdens or restricts U.S. commerce, an
action by the United States is appropriate and the Trade Rep-
resentative has discretionary authority, as under prior law, to take
all appropriate and feasible action, et cetera.” Then it outlines the
action.

Now, my question 1s this: considering the Japanese practices in
this area, do they meet the criteria of a Secticn 301 petition, and
if not, why not?

Ambassador HiLLS. There has been a 301 action brought, and
working with the industry, I think, as you are well aware, we con-
cluded that the hest way to get the Japanese rice market open was
through the Uruguay Round.

“Senator Breaux. Well, these two Y’etitions were not really
brought by our government. They were both rejected. In 1986, the
rice industry filed a 301 petition. And at that time, Ambassador
Clayton Yeutter said, “The Japanese rice program is indefensible,
it is intolerable,” yet he rejected the petition. In 1988, the industry
came back two years later and said, all right, the same thing is
happening. Let us file a new petition. They filed a second petition
in 1988, and we got basically the same words. I have the statement
from Ambassador Yuetter. “Their program is indefensible, it is in-
tolerable, but we reject the petition,”

He did say in 1988, that, if, in the current negotiations in Mon-
treal at that time, that “if they are not successﬁﬁ in bringing a so-
lution to this problem, I will entertain an immediate resubmission
of the Section 301 petition.”

Well, here we are 4 years later. Their support price is eight to
ten times the world’s price; three to six times the price that was
paid by their consumers. And they even try to arrest our people
when they tried to show the product over there.

Now, if a petition was before you today, I mean, like right now,
and knowing these facts and knowing the circumstances, would it
be something that would be positively received by your office, or
would it be rejected again?

Ambassador HiLLs. We would certainly study it.

Senator BREAUX. Study it? I think that is an indication of where

" we are. I mean, I would say to my colleagues, that USTR says file
a petition. We filed a petition in 1986, and they said “everything
you say is true. It is intolerable what is happening over there, but
we are rejecting it.” They filed it in 1988; same situation: the gov-
ernment rejected it.

And now our ambassador, with all due respect, is saying, “We
will study it.” I mean, when I tell my farmers in Texas, and Lou-
isiana, and California about this, they laugh at me now. They say,

you want to do what?
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Ambassador HILLS. We would have to read the petition, Senator.

Senator BREAUX. Sure. I know that. But if the factual situation
that I outlined about the Japanese protection of rice is accurate—
let us assume it is.

Does it meet the requirements of a section 301 petition being fa-
vorably filed. And if it does not, why does it not?

Ambassador HiLLS. I think it certainly raises a prima facia case.
I would want to look at the petition and what the Petitioners were
stating.

I st.;';ll maintain that I think we will get a better outcome by
being successful in the Uruguay Round. Agriculture, rice, barley,
starch, corn, sugar, peanuts, worldwide, are protected. We have
bans or such low imports on some products so tgat they can scarce-
ly come in. -

And Europe is, I think, the largest transgressor. That is why we
are giving so much attention to the Uruguay Round, and why it is
o very important to the global trading system. I am with you. I
want the rice market open.

Senator BREAUX. Let me read something about the Uruguay
Round—the Japanese thoughts on it. “If the Japanese accept the

roposed agricultural plan in the Uruguay Round, which may well

ve resurrected, it would mean that the government of Japan would

have to allow foreign producers to supply at least three percent of
the Japanese rice market a year. And they would then create a 700
to 800 percent tariff to replace their import ban.” That is not too
promising, is it?

Ambassador HinLs. It actually is promising in that it gets the
trading system on the right path. Those high tariff figures that you
mentioned would be subject to progressive reduction over time.

And there would be minimum access at the bottom, and a grad-
ual reduction of the tariff barrier at the top. When we talk about
3 percent growing to 5 percent of total consumption of rice in
Japan, yes, that does create increased market opportunity, and we
think it is going in the right direction.

Senator BREAUX. Thank you.

The CHAIRMAN. Thank you very much, Madam Ambassador. I
know that there are other questions that we would like to ask, but
we also have some other witnesses who have come a long way and
are very patiently waiting for their turn. Thank you for your at-
tendance.

Ambassador HILLS. It is a pleasure to be with you. And if there
are other questions, as you know, I am very happy to answer them
away from this mike.

The CHAIRMAN, Surely.

Ambassador Hu.Ls. Thank you.

The CHAIRMAN. Thank you. I would say for the next round, since
we all had our opening rounds and so on, that we limit the ques-
tions to three minutes.

And the next witness will be Hon. Michael Farren, the Under
Secretary for International Trade, Department of Commerce. Mr.
Secretary, if you would come forward, please. Mr. Secretary, we are
pleased to have you. If you would please proceed.
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STATEMENT OF HON. J. MICHAEL FARREN, UNDER SEC-
RETARY FOR INTERNATIONAL TRADE, U.S, DEPARTMENT OF
COMMERCE
Secretary FARREN. Thank you, Mr, Chairman. Mr. Chairman, I

have prepared a written statement, which I have submitted to the

committee, I will try to keep my opening oral comments brief. I

know you have other witnesses waiting. I can keep them brief, be-

cause I think Ambassador Hills did an excellent job of assessing
the successes that we have had out of this trip.

I think, frankly, you did an excellent job at the outset statin
what the problem is in terms of United States-Japanese trade.
agree with Senator Packwood in his assessment in what we have
accomplished in dealing with that problem through the President’s
visit.

It may be helpful to put things in perspective to look at what we
m*.iginalf;r laid out to be the objective of the mission. And I will just
rﬁad a portion of the mission statement as it was released prior to
the trip.

“Thepmission will demonstrate the importance of open forei
markets and free and fair trade to American jobs, economic growth,
and improvements in- our standard of living. The mission will ex-
press the basic fact that trade is, and must be, a two-way street.

“The mission is not a trade negotiation. Discussions will address
broad interests, based on the need for open markets and the will-
ingness and ability of American industry to compete globally on the
basis of fair trade principles and quality products.”

In summary, the mission’s message is that open markets create
jobs and provide economic growth. I think on the basis of that origi-
nal objective for the mission, we were quite successful.

The mission was not meant to solve or deal with our trade prob-
lems in the course of 11 days. And, in fact, the Bush Admimstra-
tion has been dealing with a broad range of trade issues for the
last 3 years.

The wmission did, in fact, follow through on what th%admim’stm-
tion set out to do 1n 1989, which is to really create a business/gov-
ernment partnership in dealing with the issue of trade and inter-
national economics.

I think it did, for the first time, have the President go to four
separate countries and put on the table the question of trade and
economics as a number one priority.

I might point out that it was a four-nation trip. We were received
very well in the first three countries. I think they recognized the
importance of the message. In fact, they were quite receptive to the
message of open markets and the interest of the U.S. business com-
munity to participate globally.

We did, obviously, get a different reaction in Japan. I think the
assessment of the trip has not properly reflected the facts. In fact,
I was somewhat frustrated that t?)ere was an assessment of the
trip by many people, particularly in the media, before they ever
had an opportunity to review the facts.

Before the plane landed at Andrew's, the trip was already being
called a failure, which I think is an unfortunate judgment, because
it may, in fact, have a long-term negative effect on what I think
could come from what we accomplished on this trip.
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The trip was not a departure from prior administration policy.
We did not want to move towards managed trade, by any means,
and we did not. If that were our interest, you would see govern-
ment-to-government negotiations on that basis.

This trip, in fact, included the business community because we
are convinced the problems of trade have to be dealt with private
sector-to-private sector. And that is precisely what we laid out.

If [ can, for a moment, just run through what did occur on auto
parts and autos, because I know that has been focused on, and that
was an area that 1 particularly addressed in Japan during the
visit.

We laid out before we left precisely what we would like to see
come out publicly at the conc{:lsion of the President's visit. And I
will point out what those issues were, and I think we were success-
ful on all points.

In auto parts, we wanted the government of Japan to conclu-
gively embrace the company voluntary plans that had been devel-
oped through the MOSS talks since the summer of 1990. These are
voluntary.

In fact, the statement from the Government of Japan really took
the form of the public announcements that the individual compa-
nies had made indicating that they hoped to achieve an annual
purchase of $19 billion in auto parts by 1994.

The CHAIRMAN. Mr. Secretary, I apologize for interrupting your
statement, but we have a vote on the tloor, and some of us will go
to that and return as quickly as we can. Senator Riegle will con-
tinue to Chair in the meantime.

Secretary FARREN, Thank you, Mr. Chairman.

We also wanted the government of Japan to put forward a com-
mitment for the Japan Fair Trade Commission to assess the dis-
tribution network of auto parts, the manner in which Japanese
companies purchase auto parts, and frankly addvess the question
that was raised by members today on the operation of the keiretsu.
They did that.

e also wanted a conclusive commitment for the Government of
Japan to proceed with a sourcing study of auto parts, which Sec-
retary Mosbhacher and his counterpart called for last fall.

We wanted an agreement on methodology; we also wanted a com-
mitment on the verification of the facts that would come out of that
study and responses from auto makers—both American and Japa-
nese auto makers. We accomplished that.

We also wanted a clear commitment beyond the Ministry of
International Trade and Industry in Japan to support an import
promotion program-——

Senator RisGLE. Let me just stop you at that point. I want to
refer to a comment in a journal from Ambassador Hills on the
question of the auto parts issue and breaking the Keiretsu, which
appeared in the Wall Street Journal.

She is quoted, and it is a partial quote, to the effect that, “if the
Japanese want to buy the auto parts from Japanese trangplant
companies, that that would satisfy the auto parts aspect of the re-
cent US-Japan understanding.”

I am very troubled ahout that comment and plan, because, as
you well know, the domestic content of the products of Japanese
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transplant operations in the United States is quite low. In most
cases it is far below the required 50 percent by U.S. law.

This raises the question of whether the auto parts’ understand-
ing is one where &e Japanese, in effect, could satisfy its require-
ments by buying auto parts from their own Keiretsu Japanese
partners.

I would be very troubled if that, in fact, is the understanding, or
is the arrangement. Can you clarify the terms of the understanding
regarding auto parts purchases by Japanese transplant auto com-
panies?

Secretary FARREN. Senator, we did not draw a distinction as we
reacted to the Japanese voluntary plans for $19 billion in pur-
chases. We did not draw a distinction between companies or plants
having equity ownership by American shareholders versus Japa-
nese shareholders,

Frankly, I think it is important for the U.S. Government to judge

.a job in a factory in the United States to be a job of an American
worth getting equal treatment under U.S. Government policies.

Senator RIEGLE. Well, let me stop you.

Secretary FARREN. But if I can—-—

Senator RIEGLE. Yes. Go ahead. Then I want to follow-up on that.

Secretary FARREN. There are two things that came out on auto
parts, and I would like to be able to run through the balance, too.
But addressing your question, there are two things that came out,
I think, that are significant. One, the $19 billion figure is subject
to debate.

As to whether or not that is significant, what implications that
will have for traditional U.S. auto parts manufacturers, for that
matter, what effect it will have on the domestic U.S. content for
Japanese-produced cars here in the United States. 4

I think the sourcing study will go an awfully long way to put
some clear facts on the table that will allow us to better judge the
significance of that voluntary objective of the Japanese companies
to purchase $19 billion.

What was more significant, for the first time, the government of
Japan, in their Action Plan—their unilateral document coming out
of our discussions—indicated that the long called-for objective by
the companies of 70 percent U.S. content in the transpfants was
something that was within the national intevest of Japan. They
cited it as something that was an objective, and that is worthwhile.

That, I think, will also give us a basis of judgment to work
against when the sourcing study is completed. Your numbers are
accepted by many; something less than 20 percent. Few accept the
current Japanese numbers as being a realistic figure.

But, more significantly, I was very pleased that Senator Grassley
and Senator Hatch raised the point of competition policy. We have
addressed it in the Structural Impediments Initiative.

It i1s something that we are pleased the Justice Department par-
ticipated in. Assistant Attorney General for Anti-Trust Rill has
been focusing on it; in fact, he was one of the negotiators in SII.

I think what is more significant on the operation of the keiretsu
is whether or not it does, in fact, violate accepted norms of com-
petition policy, not just by the United States, but in other industri-
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glized countries. And that is something that we really need to ad-
ress.

And the sourcing study will go a long way to putting facts on the
table on Japanese buying practices. The openness of the
system——

Senator RIEGLE. Let me tell you what I have found on that. We
held a hearing the other day under the auspices of the Banking
Committee on the issue of auto parts supply and the keiretsu. U.S,
manufacturers do quite well in the area 1n making auto parts and
selling them to the rest of the world, as you well know.

Secretary FARREN. $23 billion.

Senator RIEGLE. We do very well. But we have this problem
where we cannot sell in Japan, despite quality products. Therefor
it is obviously that there is a barrier in the way that prevents U.S.
auto parts suppliers from gaining access to the Japanese market.
What. we are finding in this country is that premiere auto parts
manufacturers are being shut down'gecause of this situation. They
are being choked to death because they cannot compete on an even
hasis, even in this-country, against the Japanese transplant auto
parts makers.

In other words, the plants that Japan has established heve in the
United States to do auto parts have used anticompetitive practices
to kill off a large part of the indigenous U.S. industry.

I see that as both unfair, and very damaging to the U.S. econ-
omy. If the profits were accruing to American interests and remain-
ing in our country rather than being rebated and taken back to
Japan, we would have a different situation, which would be more
to our advantage, economically.

Our auto parts suppliers obviously see the reverse of this sce-
nario. The reason the Japanese are conducting business in the U.S.
is that it allows Japan to accrue more financial strength over time.

I am greatly concerned that the Japanese can satisfy the auto
parts understanding by buying through from keiretsu members.
This practice is killing off tl); imerican auto parts firms. Yet, the
President agreed to allowing keiretsu purchases, something that is
greatly to Japan’s liking and which will help its auto parts suppli-
ers, while providing great harm to U.S. companies.

The general comment from Ambassador Hills seems to acknowl-
edge a willingness to accept this reality that as long as the Japa-
nese are buying, even ifit is from the Japanese here in the United
States, they are satisfying the understanding. I do not think that
should be the foundation of the recent United States-Japan ar-
rangement.

Secretary FARREN. Well, the government of Japan, in their state-
ment coming out of the President’s trip, indicated that they
thought that it was imporiant for Japanese auto makers to look to
traditional American suppliers for purchases in this $19 billion. So,
they cited that themselves as the objective.

Senator RIEGLE. Yes. But was that the message that Japanese
officials and businesses accepted? Is there a requirement; is there
a mandate; is there a commitment; or is there a firm understand-
ing with the Government of Japan on working at and buying from

traditional American autoparts suppliers?
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Secretary FARREN. These are voluntary objectives. I think it is
dangerous to call any one of them a commitment.

Senator RIEGLE. That is what I was afraid you were going to say.

Secretary FARREN. The moral suasion of MITI, and, for that mat-
ter, the obligation of the companies havin% made those statements
publicly will certainly be something we will be looking at.

Senator RIEGLE. Let me just stop you here. I have got to go, be-
cause we are about to fimsh this vote, and I need to make this
vote. Su, we will stand in recess until the first member on this side
returns, which should be in a minute or two. '

Secretary FARREN. Fine, Senator. Thank you.

Senator RIEGLE. So, the committee will stand in recess just for

a very short time.
AFTER RECESS

The CHAIRMAN. If you will please be seated and cease con-
versation, we will get back under way. Mr. Secretary.

Secretary FARREN. Thank you, Mr. Chairman.

Mr. Chairman, on auto parts I had pointed out that we wanted
a public statement on company-to-company plans whig¢h included
the voluntary objectives of tﬁe companies. We achieved that.

We wanted a commitment for the Japan Fair Trade Commission
to do an analysis on the auto parts area on the question of whether
or not there were exclusionary business practices and Anti-Monop-
oly Act problems,

We also wanted MITI's program for import promotions, which in-
cludes tax incentives and financing, particularly for small and me-
dium-sized importers, to receive greater support from the Govern-
ment of Japan. ‘

On autos, our objectives included what the auto companies had
told Vice President Quayle before he left for Japan in May, which,
by the way, also included business executives along on that trip:
what was the number-one thing that U.S. Government could do to
assist U.S. auto sales in Japan? And that was to resolve the cer-
tification and standards problems that were outstanding, in some
cases, for 15 or 20 years. :

In fact, the American Chamber of Commerce in Japan a few
months ago had simply thrown their hands up on some of these
standards problems and said they were not going to hother to dis-
cuss them anymore because they assumed they were insoluble.

We, in fact, addressed all 14 issues and the resolution of those
issues has, in fact, been publicly praised by the three auto execu-
tives that were on the trip.

We also wanted the Jupanese auto companies to come out with
their own plans on how to open up their distribution network. They
had already taken some steps to relieve sume of the contractual re-
strictions that their dealers have. We wanted them to go further.

Frankly, we wanted the same access for American companies
that Japanese companies enjoyed in the 1960’s and 1970’s when
they set up their distribution network here in the United States.

And we did make progress, frankly, through private sector-to-pri- -
vate sector discussions under the auspices of the Japan Automobile
Manufacturers Association, to have the three U.S. auto makers in-
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vite their counterparts to Detroit this coming month to continue
those discussions. To me, that does not spell the lack of progress.

We also wanted MITI to incorporate auto importers and distribu-
tors in their import promotion program, giving them access to the
tax and financial incentives that they have offered more broadly
within their business community.

We wanted a commitment from the Japan Fair Trade Commis-
sion to do an analysis of access to the Japanese market for foreign
auto makers, restrictions on distribution that make sales of U.S.
vehicles virtually impossible. There is a commitment for the JFTC
to do that.

And we also wanted the broad Government of Japan to embrace
what was an agreement between MITI and the Department of
Commerce to do a rather detailed economic study of access to the
Japanese market for foreign-made automobiles.

We had already reached an agreement on how to conduct that
study. We wanted it clear that the Government of Japan itself, bhe-
yond their own Ministry of Trade and industry, was supportive of
1t, and wanted it concluded expeditiously.

That will go an awfully long way to put some facts on the table
as to just what the nature of the problem is for U.S. auto makes.

In summary, I think in the auto and auto parts area we made
real progress. I would also like to point out that in everything I
have heard from the three auto executives, and, for that matter,
from every auto executive that was on the trip—and I think you
will hear from Mr. Galvin from Motorola shortly—was that they
were extremely pleased. ‘

In fact, they indicated that it was more than just a first step, it
was a very worthwhile undertaking for them, and marked a real
commitment from the U.S. Government to work in partnership
with U.S. business.

We have heard repeatedly from corporations and trade associa-
tions that were represented on this trip, and more broadly, from or-
ganizations like NAM and the U.S. Chamber, that this was a suc-
cessful mission,

In reflecting back just 6 months ago, if you had told me that you
would have the Chairman of the National Association of Manufac-
turers, the National Federation of Independent Business, the
Chairman of the United States Chamber of Commerce, the Chair-
man of the U.S./Japan Business Council, and the Chairman of
every leading advisory group to the U.S. Government from the pri-
vate sector along on a trip to Japan—for that matter, Asia and
Australia—and that there would be no light between them on their
position, that they would be equally forceful and not look at simply
sectoral problems,but deal with things generically on the question
of opening markets, I would have questioned whether we could
have accomplished that. President Bush did. I think it is an ex-
tremely important step.

What troubles me about the criticism of the trip. we may blunt
the capacity of the U.S. Government to do it in the future, and we
may send exactly the wrong signal to the four countries we visited
and others on what the meaning of this trip was all about.

Thank you, Mr. Chairman.
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[The prepared statement of Secretary Farren appears in the ap-
pendix.r

The CHAIRMAN. Mr. Secretary, I am delighted with what I hear,
ingofar as progress has seemingly been made on the certification
process which has heen outrageous for so many years.

But insofar as the unanimty of blessings for the trip, I do not
see that at all. From what I saw of the speech of Mr. Iacocca before
the Detroit Economics Club, it did not sound that way to me.

Now, let me ask you another one.

Secretary FARREN. Mr. Chairman, could I comment?

The CHAIRMAN. Please. I gave you quite a bit of time.

Secretary FARREN. Sure. I understand, sir.

The CHAIRMAN. All right.

Secretary FARREN. Thank you.
The CHAIRMAN. The plans of the Japanese manufacturers to sub-

stantially increase their importation of U.S. auto parts were based,
as I understand it, on the assumption that the Japanese trans-
plants in our country were going to increase their production some:
50 percent.

Why did that have to be a part of the agreement? I have been
told it is. Does that not just mean that we are sort of trading,
where we come out even, and that we really have not gained any-
thing if that increase is coming from those Japanese transplants?
Help me understand that.

Secretary FARREN. All right. Mr. Chairman, one, I think we have
to be cautious about what the nature of the documents and the
commitments were. It did not constitute a bilateral agreement. In
fact, we made it very clear that what the Government of Japan had
put out was a unilateral statement.

In fact, when we looked at their unilateral statement, we insisted
they take out the number 20,000 automobiles, frankly, because we
thought it was an absurdly low number and we were very troubled
that they would put a number in there.

The CHAIRMAN. I am told it was an afternoon’s production by the
Big Three——

ecretary FARREN. I understand. In auto parts.

The CHAIRMAN. Yes. )
Secretary FARREN. On that, we noted—in fact, we noted it pub-

licly right after we concluded the issuance of the statement—that
the important number there was the 70 percent figure on U.S. con-
tent, and that the $19 billion number which, in fact, was assuming
there would be an increase in capacity, was subject to considerable
debate as to its significance, and we were much more concerned
with the question of how Japanese manufacturers were getting to
a much higher domestic content in their transplants.

And the commitment during the trip to go ahead with the
sourcing study will give us the facts we need to judge just what the
nature of that domestic content is.

The CHAIRMAN. Well, let me ask you another question, because
I put myself under this limitation of 3 minutes.

We heard the Trade Ambassador talking about the gains that
had been made with Japan, the changes in the market. And yet,
Japan’s global surplus in 1991 rose to over $80 billion—its highest
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level since 1987. Its surplus with the United States increased to
$43 billion.

Japan's exports last year grew 10 percent; its imports, less than
1 percent. Does that not also suggest that whatever progress has
been made has been substantially curtailed, or stopped, or re-
versed?

Secretary FARREN. Mr. Chairman, what you point out is that the
Japan trade issue is not a U.S.-Japan issue; it is a global issue.

'F he CHAIRMAN. Of course it is a global issue.

Secretary FARREN. The balance with Europe and Asia was up
nearly 50 percent this year. Ours remained relatively constant. The
real victims of Japanese trade policies are the developing countries
that require the second-largest economy in the world to have an
open 1mzéu’ket: so they can export and provide their own economic
growth.

The message we heard in Korea, oddly enough, was a positive
one on our presence, and one for open markets. It was a message,
though, of ?ease tell the Japanese to open up their market. Korea
has a $9 billion deficit with Japan.

The CHAIRMAN. I know what they have, and I know how man
Hyundai they sold to Japan last year. They sold four, as 1 recall.
I agree; it is a global problem. But, you know, I hired up to this
coux(litry, and this is the one I am concerned about. Senator Pack-
wooaq.

Senator PACKwWOOD. In addition to everything else Commerce
does, you are involved in some export enhancement programs.
What do you do with Japan? How do you try to enhance, in the
Commerce Department, exports to Japan?

Secretary FARREN. Senator, we have significantly -increased our
trade promotion efforts. In fact, in the Structural Impediments Ini-
tiative area, we have received kudos, oddly enough, from the Japa-
nese for the success we have had in our trade promotion efforts.

One, since the start of the Bush Administration, we have in-
creased our staff in Japan from 45 to 61. We have increased our
budget of $3.7 million to $4.9 million. We have undertaken a num-
ber of cooperative efforts with MITI—frankly, with MITI funding
some of those efforts.

We have created a dialogue with MITI on a sector-by-sector
basis. We have created a Japan Trade Information Center, along
the lines of what we have done with Europe.

We have created a number of new documents that will assist
U.S. business on gaining access to Japan. Secretary Mosbacher also
created the Japan Corporate Program, a small group of 20 compa-
nies representing a wide variety of firms from a number of indus-
tries to serve as paradigms. And they have become very effective
in highlighting our market access problems.

In fact, the issues that were raised on glass were a result of
Guardian Glass being part of the Japan Corporate Program, and
working with them in identifying some of the impediments that
they confronted.

We frankly want to be able to show American companies that
you can export to Japan. You can make money. It is difficult, but,
frankly, we will have a self-fulfilling prophecy—even if we open up
the Japanese market—if American companies are so turned off to
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the costs and the prospects that they are not prepared to market
in that country, and that is what we have tried to turn around.

Senator PACKWOOD. I walked over to the vote with Senator Bau-
cus, and I told him the experience I had had, and he had had a
similar experience.

About 2 years ago, I held hearings in Oregon looking for compa-
nies that were successful in selling in Asian markets, and usually
that would include Japan.

And I was stunned by the number of companies I turned up—
smaller companies. I knew the bigger ones. Ten, 15 employees, 20
employees. One of them with five employees selling some kind of
a gadget you insert in your throat when you are doing an oper-
ation, which they were selling 60 percent overseas, and operating
out of a town of about 300 people.

I am amazed at the ingenuity of people that get into markets.
W}'lxen they have got a niche and they have got a product, they can
sell it.

Secretary FARREN. And we have got to get those stories out. That
is important. And MITI, oddly enough, agrees with us on that, and
it has been helpful.

Senator PACKWOOD. I have no other questions, Mr. Chairman.

The CHAIRMAN. Thank you. Senator Baucus.

Senator BAucus. Thank you, Mr. Chairman. I must say, Mr. Sec-
Setary, the experience I was referring to was not with respect to.

apan.

I asked several ambassadors from Southeast Asia to come to my
State, met with businessmen, and that has worked out very well.
But that is Southeast Asia; it is not Japan.

I have a couple of questions. Number one, you say that this is
a global problem. I agree. We are not the only country that is con-
cerned with Japan’s protectionism. I was in Europe several weeks
ago. The Germans are just outraged at Japan.

If this is a global problem, why not a multi-lateral, Article 23
kind of approach. If other countries are having the same kind of
problem with Japan as we are, does it not make sense to try some
sort of concerted effort. The Uruguay Round of GATT, even if it is
successful, is not going to address all the problems we have with

Japan.
In fact, most of the problems we have with Japan are outside the

GATT. So, why not an Article 23 approach?

Secretary FARREN. Well, I think now that you have seen the
numbers come out, and the Japanese figures on the 50 percent in-
crease and the balance with Europe and Asia, you may see that
propusal once again coming out of Europe. You know, they did in
the early 1980’s suggest an Article 23

Senator BAucus. That is right.
Secretary FARREN [continued]. Which asserts a denial of benefits

in the GATT system. At the time, the United States opposed that.
I think at the moment we perhaps still would, but I think it is
pressuve that Japan will ultimately confront. And I think, perhaps,
that is one reason why MITI and others in the government realize
this 1s a problem they have to address.




46

Senator Baucus. Well, I hope you pursue it, frankly. I think
there has to he a concerted global effort if we are going to reach
any concrete results.

My second question goes to enforcement or the lack of enforce-
ment of any agreements, commitments, targets, whatever, that
were reached on the last trip. It sounds like none of it is enforce-
able, except, perhaps, for the computer procurement provisions. Is
that correct?

Secretary FARREN. Well, I think Ambassador Hills pointed out
that ultimately if the goals that the companies have set for them-
selves are not achieved-—and they must assume they are reason-
* able, they put them out themselves publicly—then that could serve
as an indicator that the market is not being properly opened, and
that would allow our industry or the administration to look at var-
1ous trade measuves.

The President himself indicated in his closing comments in
Japan that we would be prepared to look at all measures to enforce -
the outcome of the trip.

Senator Baucus. Why did the agreements not seek greater com-
mitments, looking more, to enforceability?

Secretary FARREN. Well, we are dealing with the issue of access,
not setting goals or targets. They did that for themselves, which I
think is a worthwhile effort for them to have an import vision rath-
er than an export vision.

We tried very hard to stay away from hard and fast targets, and
we also, at this point, tried to stay away from iron-clad agree-
ments,

If we were going to negotiate an agreement along those lines, it
would have been a very different set of discussions. They would
have been very difficult negotiations.

Senator BAUCUS. Are you saying that if you had Boufht agree-
ments, you would have come up with nothing because they would
not want to agiee?

Secretary FARREN. I personally think, Senator, at this point, the
approach we are taking could end up with a lot more than we
would get in trying to get government-to-government agreements.

Senator Baucus. Thank you.

The CHAIRMAN, Thank you. Senator Rockefeller.

Senator ROCKEFELLER. Thank you, Mr. Chairman.

Secretary Farren, both you and Ambassador Hills seem to be so
explicitly concerned about not being tagged with anything that
smacks of managed trade.

And it ie a word which is evidently terrifying, akin to the words
industrial policy or economic strategy. You talk about this agree-
ment as company-to-company. You {now perfectly well that the
major companies would not agree on a company-to-company basis.

You know perfectly well that the Chairman of the largest auto-
mobile company in Japan was called into the Prime Minister’s of-
fice, after having refused to go along with the deal, was told to go
along with the deal at length, directly, hy the Japanese Prime Min-
ister—which is the government—and then so did. And then the

press releases went out. A
Now, I am not critical of that. You agree that that happened, do

you not?
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Secretary FARREN, I have read in the paper that that happened,

Senator.

Senator ROCKEFELLER. Well, believe me; it happened. If it did
bappen, one, it is not necessarily such a terrible thing, is it, that
the Prime Minister had to intervene, or that the President of the
United States came over with an enormous entourage, with a tre-
mendous amount at stake, both diplomatically, politically, or any
other way that you want to construe it? Is it perhaps all right that

that happened?
Secretary FARREN. Well, I think it is very important for Japan

to have an import vision.

Senator ROCKEFELLER. Answer me simply. You know what I am
trying to get at. That was a managed agreement. It was caressed
by the Prime Minister’s office. Accept it; do not fight it. It is the

way the world is.
Secretary FARREN. I think it is within the national interest of

Japan, just as after World War II, we called in our business leaders
and said, begin to import, when we had a significant current ac-
count surplus ourselves.

Senator ROCKEFELLER. So, we do it ourselves.

Secretary FARREN. I think it is a good thing to have occur. If the
goverument offers moral suasion and points out that the privale
sector should do it because it is within their national interest.

Senator ROCKEFELLER. Well, I think this was more than moral
suasion the Prime Minister had in mind.

In any event, do you foresee any circumstance under which the
U.S. Government would not make sure in the near and long-term,
and on a monitored basis that everything that was suggested in
Tokyo that was arrived at either company-to-company, or any other
way that you choose to phrase it, will, in fact, come about?

Secretary FARREN. The President said that he would be prepared
to look at any and all measures to see that the outcome ot the trip
was successfnl.

And 1 was criticized today in an editorial in the Wall Street Jour-
nal for making a very direct statement after the comments the
other day from the Chairman of Toyota and the Prime Minister.
Yes. We feel strongly that there will be a negative reaction to any
lack of success in the program that was laid out during the Presi-
dent’s trip.

Senator ROCKEFELLER. Thank you, Mr. Chairman.

The CHAIRMAN. Thank you. Senator Roth.

Senator RoTH. What I am interested in is what can we do as a
gvvernment to promote exports further than we have.

Take the case of Japan. You are a small business in my State
of Delaware. It is pretty hard to know what ovpportunities there
are. In some areas, you have to make those opportunities, of
course.

For example, Japan has JETRO, which, as I understand it, is
sort of a government corporation that is around the world in large
numbers to seek opportunity to promote opportunity to Japanese
business.

What can we do in this direction to help all business, particulavly
medium and small business to know that there is opportunity? We
passed legislation hopetully promoting trading companies. That
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failed. At least we have had no smashing success with new trading
companies. The big ones folded up.

How can we provide better opportunities and more information? -
This new publication “Destination Japan” is fine. I have no objec-
tions to this. But it is general. But tell me about specific informa-
tion that helps our people begin selling. For every billion dollars of
exports, we create 22,000 jobs.

Secretary FARKEN. Senator, we need an effectively funded U.S.
and foreign commercial service, which is why the President has
called, in each successive year over the last 3 years, for a $10 mil-
lion increase in our funding. The way we have been able to in-
crease our staff in Japan is reflective of how we have used that ad-

ditional funding.
We need an effective export/import bank and financing arrange-

ments,

We need to make trade a number one issue, which is, frankly,
one very positive thing out of this trip. Trade is now, at least, a
front page question. I think that is gooé).

We need to do more of what Secretary Mosbacher has done over
the last year: thirty seminars throughout the United States, over
5,000 attendees, most of them first-ttme exporters; an opportunity
to see what information is available from the U.S. Government and

the capacity, on our part, to deliver it.
Senator ROTH. Are we seeking specific opportunities and getting

that information?

Secretary FARREN. Yes. We literally offer tens of thousands of
counseling sessions every year to U.S. business firms to individual
companies on specific opportunities.

There is also a regular full-page advertisement in the Journal of
l(‘nmmerce that lists trade opportunities that our organization col-
ects.
This is something done on a company-by-company basis, which
is why the company-company efforts coming out of this trip were
so significant.

Senator ROTH. My time is up. Thank you, Mr. Chairman.

The CHAIRMAN. Thank you. Mr. Secretary, thank you very much
for your attendance and for your statement. It will be helpful to us.

Secretary FARREN, Thank you, Mr. Chairman.

The CHAIRMAN. Our next witnesses will be a panel of two. First,
Mr. Robert Galvin, who has been a friend of mine for many years.

I think he is one of the most progressive and able business man-
agers that I have known; a man who has an intimate knowledge
of what it takes to try to crack the Japanese market. And we are
looking forward to hearing about the problems and the successes
and wﬁat he thinks was accomplished on the trip.

Second, Mr. Owen Bieber, a distinguished, organized labor lead-
er; a man who has an intimate knowledge of some of the concerns
and the problems facing the United States automobile industry,

and we are very delighted to have him.
Mr. Galvin, if you would proceed.

STATEMENT OF ROBERT W. GALVIN, CHAIRMAN OF THE
EXECUTIVE COMMITTEE, MOTOROLA, INC., SCHAUMBURG, IL

Mr. GALVIN. Thank you, Senator. I appreciate this hearing.
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Let me start by daring to suggest what would be a remarkable
outcome of this hearing. You have heard from yourself, and you are
hearing from us. And I hope, incidentally, my brief statement,
which has some color to it, will be actually read by each of the
members of this committee.

And the outcome I hope comes out of this is that you would have
the objectivity to have looked at the totality of the effect of this
trip, and that you would ascribe to it a sufficient degree of endorse-
ment and approbation of success for the good of America.

I am probably as experienced a person at acting in the realm of
employing government service to open markets, and having, in a
part of a comﬁany that has succeeded in that, to see in this experi-
ence that we have had, since about December the 1st, and then the
trip itself, and what can be the aftermath of the trip, a seminal
success—a seminal succeeding process.

To the degree that one wants to be very pedantic and look for
very precise fackaged situations, no, you cannot, and would never
have been able to find that.

But I respectfully suggest that those of us that have been labor-
ing in this field, and frankly trying to bring some of you—I speak
of the Senate itself—along over the last 25 years on this issue—
and we have all come a long ways-—and administrations, that this
trip, which is illustrated by the profile that I have described there,
did things that were step function important for American busi-
ness. :
And I direct you all the way to the third of my graphics to say
that, regrettably, the focus has been on what is terribly important,
but it what I factor as 5 percent of the importance of this trip—
it is a very important 5 percent—and that is the automobile part,
that I am sure we are going to hear from Mr. Bieber about very
eloquently.

But for all of the rest of American business, including setting the
stage for the environment of security and democracy where we can
practice our investments with confidence in Australia, Asean,
Korea, and Japan is a very big benefit to this trip. Very big bene-
fits in trade in Australia, Asean, and Korea.

For example, in anticipation of this trip, the Koreans moved
much faster towards an intellectual property position that is closer
to what we want. These kinds of very significant events took place.

This trip, if it is properly interpreted by American business as
being the success that it truly was, that it truly is continuing and
will continue to be, will energize American industry substantially.

I have all kinds of stuff here from people who have written me
since I have returned and spoken to four separate audiences about
this matter and had two separate press conferences.

Everybody that hears the balanced report—and this is a tervibly
simplistic summary of it—says, my God, I did not realize it was
this good.

And I have got letters in here from competitors who say if there
is that much hope that we now have the President behind us and
we are going to get incrementally more energy behind the pressure
that is needed to pry open markets in Japan, I will go in and make
a try again. That is the kind of letters I am getting from people.
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And people from audiences come up and say, gee, I am glad to
hear there is some hope in this thing. I thought the way I was
catching thig from the press that things were not good.

So, I am not going to repeat my written testimony here. I will
be glad to answer a question or two, and consult individually with
any of you who have(‘ueen very gracious to always be interested in

what folks like us have to say.
But this trip, sir, in the eyes of the businessmen who see the

whole picture and who are engaged in everything from auto parts
and alipthe other manufacturing and service businesses, look upon
this as a very, very important new platform in which Americans
can move.

My last comment is I think I know the Japanese, from a trade
standpoint, as well as anybody in this country. And I think I kuow
the Japanese government officials as well.

They heard the President. They will act as a result of the influ-
ence and the pressure of now the aggregate of the entire U.S. Gov-
ernment being behind them. And, incidentally, the power of your
concerus are very, very significant. And they happen to back up the
President, for the most part.

I know what is going on in the background in MITI and in some
of the companies. And I pay credit to the fact that certain compa-
nies and certain government officials are working assiduously to
achieve a new level of access, and, therefore, trade in Japan.

I have never been satisfied. I have always been out mn front for
what ought to be the next and more aggressive stage of how much
more business should be done in Japan.

But I respectfully suggest that this experience was a very strong
step forward towards greater success of American business in
Japan.

[The Prepared statement of Mr. Galvin appears in the appendix.]

The CHAIRMAN. Thank you very much.

Mr. Bieber.

STATEMENT OF OWEN F. BIEBER, PRESIDENT, INTER-
NATIONAL UNION, UNITED AUTOMOBILE, AEFROSPACE AND
AGRICULTURAL IMPLEMENT WORKERS OF AMERICA (UAW),
DETROIT, MI
Mr. BieBiR. Thank you, Mr. Chairman. I appear here today on

behalf of 1.4 million active and retired members of the UAW. Let

me just say at the beginning, I do not intend to look at percent-
ages, or anything else.

I just want to talk about what I see coming out of the meetings,
and the effect upon the domestic auto industry, and to point out
to everyone here that that domestic auto industry plays a very,
very important role in providing jobs in the type of economy that
we will or will not enjoy in this country.

We appreciate having this opportunity to share our views with
the committee on the discussions of automotive issues that oc-
curred during President Bush's trip to Japan.

The Tokyo Declarations, economic and trade relations component
was simply a statement of intentions and of hope, not firm commit-
ments. We all know that since the President returned from Japan,
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we have had this view confirmed in statements by Japan and the
Prime Minister, and the auto company executives in both countries.

We do not expect the Tokyo Declarations Global Pavtnership
Plan of Action to contribute to reducing the more than $40 hillion
U.S. trade deficit with Japan, or the more than $30 billion of auto
trade deficit.

The U.S. trade deficit in automotive products with Japan is a se-
rious problem for the American workers in the auto in({ush-y, and,
for that matter, the entire U.S. economy.

The importance of the auto industry extends to many other man-
ufacturing industries from textiles to robots, and to the tex base of
communities all across this great nation of ours.

The UAW saw the President’s trip to Japan as an opportunity to
achieve meaningful progress in reducing the United States-Japan
automotive trade imbalance.

We suggested that exports of cars from Japan should be veduced
from the current level of about 1.8 million annually to 800,000, in
the longer term, we proposed that the U.5. adopt a market share
limit covering imports from Japan and transplant velicles.

The European community has already negotiated such an ar-
rangement with Japan. Our concerns ahout the future of U5, suto
industry employment were not diminishied one bit by President
Bush’s trip to Japan.

The Plan of Action’s target for increased imports of Big Three ve-
hicles into Japan is paltry. The Japauese suto assemblers an-
nounced the possibility that as many as 15,000 more Big "Three ve-
hicles per year could be sold in Japan.

With U.S. imports of vehicles from Japan running at snore than
2 million, it would take more than 133 years for this incremert io
U.S. exports to amount to a single year's worth of U5 wnorts
from Japan. This is not a prescription for balancirng U.S.-Jupru
auto trade.

If all the expectations contained in the Plan of Action uuio parts
sections come to pass, total purchases of U.3. auto perts by il
Japanese auto producers would increase from $§9 biljion 1o 8%0
$19 billion in 1994; a gain of $10 billion.

Unfortunately, even if these expectaiions are met, the US.-
Japan auto imbalance would not be sigaificantly improved. Do fo
the increase in low local content transplant production, the vilve
of U.S. auto parts imports from Japan would remain virtua!iy v
changed in 1994,

In addition, it would be a mistake to assume that increased auto
parts purchases in the United States by Japanese auto companies
will increase U.S. employment. The UAW remains convinced that
increased transplant production will displace Big Three production
and not the imports.

And if this, indeed, is the case. then the additional purchases in
the United States by the Japanese autv producers will he more
than offset by reduced Big Three purchases.

The far higher value of domestic sourcing for a vehicle by the Big
Three compared to the transplants accounts for this result.

The products made in the United States by the Big Three compa-
nies are not 100 percent U.S. value, and we fault them for their
sourcing of parts abroad. But they are far higher in local content
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than the transplant vehicles, and that is why American jobs in the
auto parts industry have been lost as transplants replaced tradi-
tional U.S. vehicles. :

And that is why the $8 billion increase in local sourcing for the
trz(alnsplants will not provide any relief to the domestic auto parts
industry.

As if );;his were not bad enough news for the U.S, auto parts in-
dustry workers, it appears that the Japanese auto companies in-
tend to direct the bulﬁ of the additional purchases in tﬁe U.S. to
the Japanese parts companies thut have moved production to the
U.S. and have traditionally supplied the Japanese auto assemblers
through their Keiretsu ties.

Thus, the increased local sourcing by the transplants may not
create jobs for workers at traditional U.S. parts companies. It is for
these reasons that the UAW has characterized the results for auto-
motive trade of President Bush’s trip to Japan as nothing more
than promises. -

American auto workers and the American people are tired of
promises. It is time for Congress to insist on balanced United
States-Japan trade. The UAW supports the Trade Enhancement
Act of 19‘5)2, S. 2145, introduced by Senator Riegle, and others.

That legislation would not simply set targets for improvements
in bilateral trade as the Japanese government and the Japanese
companies have done, and as President Bush accepted. It would re-
quire Japan to reduce its trade surplus with the U.S. by 20 percent
each year for b years.

And if Japan fails to meet these reductions, a quota would be im-

osed on the number of vehicles that can be imported into the U.S.
by Japanese companies.

Mr. Chairman, I have got about——

The CHAIRMAN. Mr. Bieber and Mr. Galvin, I did not mean for
you to he cut that short. So, if yoa want to take some more time,
you do it. And I will get back to you.

Mr. BigBer, Thank you, Mr. Chairman.

It is time for Congress to take the contribution of the automaotive
industry to the nation to heart. We believe that prompt, favorable
consideration of the Trade Enhancement Act of 1992 would accom-
plish that.

In conclusion, Mr. Chairman, I appreciate the opportunity to
present the views of the UAW on the President's trip to Japan, and
the need for effective action to reduce the United States-Japan
automotive trade imbalance.

I also want to thank you and the members of the committee for
giving us the opportunity to be here this morning.

Mr. Chairman, 1 have submitted a much longer statement. I
would ask that that be incorporated into the record. I would be
happy to try to answer any questions that you, or other members
of the committee might have.

['The prepared statement of Mr. Bieber appears in the appendix.]

The} CHAIRMAN. Mr. Galvin, would you like to add to your state-
ment.

Mr. GALVIN. No, Mr. Chairman.

The CHAIRMAN. Let me start out by asking you the first question
then. Because I quite agree with you, I do not know any other busi-
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nessman who has had as much experience in trying to break into
that market, and in doing it with some success.

But I cannot help but remember back to the semiconductor
agreement in 1986 and what that agreement was with the Japa-
nese. And 4 years after that was signed, the U.S. industry testié)ed
before this Committee that Japan had not met its commitments to
it. Why do you think it will be different this time? :

Mr. GALVIN. Well, first off, sir, that was only the second time
that such class of negotiation had ever taken place, that I know of.
1 had the first industry-to-industry negotiation with the Japanese
for any industry in 1983, and we got acquainted with the process.

The semiconductor agreement that I personally negotiated with
Tanahachi and his associates from business in 1986 was the second
exercise of process. I vespectfully suggest the process is excellent.

We did not get the full results done, but now, for the first time,
we have an agreement in this administration that they ought to
more aggressively use private sector-to-private sector negotiations.
I think the third time through we will do it better.

So, I focus, sir, on the process. We incidentally accomplished a
hell of a lot more because we had that process than we would have
otherwise accomplished, because you do have to pry open the mar-
kets in Japan. Once you get there, you can earn and keep your po-
sition,

So, agreed; I am disappointed that we are not at 20 percent yet.
I think we will get a {:»t cluser as a result of this trip than we
would have gotten if there had not been this trip. I think people
understand they have got to move harder and faster.

I say now let us put on the all court press. Let us have the auto
parts manufacturers sit down with their cusiomers, as they are
i;eady to do. They like this general principle of what we are doing

ere.

I cannot talk to the car makers. Auto parts people want to sit
down with their customers and do more tﬁan what had been pre-
sumed in the deal. I am not disappointed to hear people say that
there is not a firm target. I think tﬁe objective should be lots more
than $10 hillion in terms of auto parts. Let us go after it.

So, I say that we have the makings now of a process like the
semiconductor agreement to use in five or ten industries, including
the service business, sir. That does not get enough attention. Lots
of opportunities in services.

But in manufacturing, clearly, we could do a lot more and with
the hacking of this Congress, which is just marvelous the way you
people have really dug into this class of issue, and now with the
presence of a President and key people like Mike and Carla, et
cetera, and Moskow, who did a marvelous job for the USTR when
he was over therve, I think there is a great deal of promise that we
can accelerate this situation.

The CHAIRMAN. Tell me. You hear so many Japanese officials
talk about. how the problem is that we are not competitive, that we
lack quality. How cio you respond to that on semiconductors and
telecommunications?

Mr. GALVIN. Well, the Japanese have to posture everything. I am
sure l};ou know, and some of your associates know, the character
and the quality, and it is good character and good quality of Japa-
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nese—it ig their character and quality. They have to posture all
these kinds of things.

But privately, they recognize that we are meeting them and beat-
ing them in al}l, kinds of markets in the world, and we are serving
them very ably in many, many, many, many categories of products.

And, when we are given the chance—Americans in general—and
then work hard, we match up to them. So, that is'a bit of rhetorical
obfuscation, sir.

And behind the scenes, the people that count recognize that
there are suppliers out there that could meet their needs. And if
they are forced into buying and they all need to be forced—do we
understand the character of the Japanese?

None of them can give up anything unless they are forced, be-
cause they have to keep harmony with all the rest of society.

The CHAIRMAN. I really had some questions for you, too, Mr.
Bieber. But mayhe I will be able to come back to those. Go ahead.

Senator PACKWOOD. Mr. Galvin, what are the principle products
Motorola sells in Japan now?

Mr. GALVIN. Well, we are a very large supplier of cellular tele-
phones, and we are a very large—I brought this along for the sake
of having a display—a very large supplier of——

The CHAIRMAN. We ought to charge you for a commercial.
[Laughter.]

Mr. GALVIN. I did not start the question, sir.

Senator PACKWOOD. Are those cellular telephones the little port-
able things where it opens up and we use them here? It is a port-
able phone.

Mvr. GALVIN. It is a portable phone.

Senator PACKwooD. All right. Now, let me ask you something.
You do pretty well in Japan with that?

Mr. GALVIN. Yes, sir.

Senator PACKwoOD. As I recall, five or ten years ago, you were
saying you could not get into the market on those.

Myr. GALVIN. That is correct.

Senator PACKWoOD. How did you do it?

Mr. GALVIN. We went to the U.S. Government and Bob Strauss
went over and pounded the table and got Dr. Shinto to give us a
request for quotations.—~And- then we went over and we overcame
every damn obstacle that they put in our path with regard to speci-
fications and met the specs and got the order.

Senator PACKWOOD. And now you are doing swimmingly.

Mr. GALVIN. That is right. But you have to. force the market
open.

Senator PACKWoOD. I understand. It can be done.

Mr. GALVIN. It can be done.

Senator PACKwooD. This is the normal answer I get from my
businesses in Oregon: we have succeeded at it. It is roughly the
same answer. I remember the experience of a lumber manufac-
turer. He was a Swiss man, never been involved in lumber before.
He came and opened up a mill in Oregon. He was not doing very
well. He decided he could sell in the Japanese market, he thought.

And for 3 years—he lost money every year. The Japanese had in-
spectors in his own plant, that he paid for. But he would cut it to
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their dimensions and he was cutting good wood, because they
wanted exposed post heam construction.

He has gnally made it, and he sells 90 percent of his market in
Japan. It took him 3 years to get in, and it took him 5 years to
turn a profit. But he is doing quite well at it.

Mr. Bieber, let me ask you a question. Do you think in terms of
autos and auto parts and related things to automobiles we ought
to have a reasonable balance of trade with Japan?

Mr. BIEBER. Do I think we should have?

Senator PACKWOOD. Yes. Yes.

Mr. BIEBER. Of course.

Senator PACKWoOOD. In automobiles.

Mr. BIEBER. Yes.

Senator PACKwooD., Why?
Mr. BiEBER. Well, because I think when you look at the auto-

mobile industry, the importance of it to our country, that it cries
out that we not just let this important piece of our economy go by
the way side.

In addition to that, I see other areas in which other governments
insist upon that fairness in trade, which gives them an opportunity
to get into other markets. I look at the European community as
one,

Certainly they are not leaving a situation where somebody can
come in, take whatever they want of the market, and not play fair-
ly in reverse.

Senator PACKWOOD. But you answered my question about auto-
mobiles. Would your answer be the same industry-by-industry, that
'ijn eac}; industry there ought to be roughly a balance of trade with

apan’

Mr. BieBER. Well, let me say this. Let me answer it this way. If
somehody can suggest to me—and I have heard all the testimony
this morning—how you are going to work out balance of trade with
Japan unless you do something with automotive, I need to be
shown that. Because when you %ook at 30 billion or 40 billion, it
says to me you have to do something in auto or you are not going
to work it out.

Senator PACKwWooD. And that is the veason, not hecause that you
happen to represent the UAW and the autos are hard hit.

lelr. BIEBER. Senator, let me say this. I heard another Senator
who is not here this morning take a back-handed crack at the
UAW, and I will answer him. By the way, he is in eiror, because
the UAW led the parade in that managed medical care situation.

Senator, the UAW and the auto workers do not operate within
a vacuum. We cannot be successful or a failure without the rest of
the country being successful or a failure.

And if you look at the importance of the American auto industry,
I would suggest that my concern for that industry is also a concern
for the future of this county, because that is a big lynch pin of our
economy.

Senator PAckwoob. That has a stunning similarity to Charlie
Wilson's statement of 40 years ago, about what is good for the
country is good for General Motors. It came out, he said, and vice
versa. And the famous statement was what is good for General Mo-
tors is good for the country. That is not quite what he said. But
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what you are saying is what is good for the UAW would be good
for the country.

Mr. BiesER. No. What I am saying very simply is that to try to
suggest that this is only a UAW problem could not be further from
the point.

The point is that the American auto industry is the lynch pin of
our economy, and it is important to the future of this country, Un-
less we want to, in fact, continue down the road that we are, and
that is, do away with the domestic auto industry.

And it does not take an expert to come here and tell you what
you get: third world economies. The last time I looked, that was not
very good for anybody, including the leaders of those countries.

The CHAIRMAN, We will have another round.

Senator PACKWoOD. Thank you, Mr. Chairman. That is all right.

The CHAIRMAN. Senator Baucus.

“Senator BAaucus. Thank you, Mr. Chairman. Mr. Galvin, you
have done well in Japan. You said a few years ago you had a tough
time, and Bob Strauss went over and pounded the table, and you
met all the specs, and so forth.

In your candid judgment, why has the auto industry not done the

same?
Mr. GALVIN. T cannot answer for the automobile people. They

have got some superb spokespeople.

Senator BAucus. But you are a businessman; you know Japan.

Mr. GALVIN. Yes.

Senator BAucus. What has happened?

Mr. GALVIN. Well, our experience is not a bad role model, and
that is that one has to go and force open markets. And maybe that
is not what the energies are addressed to. And then, of course, you
have to offer what the customer wants.

Senator BAucus. Mr. Bieber, your answer?

Mvr. BiBiR, Well, first of all-—

Senator BAUCUS, Briefly, because I have another question.

Mr. Biesgrr, I will try very briefly. First of all, I would point out
that Mv. Galvin points out with the help of the American govern-
ment, tliey were able to do some things. We have not been able to
do that. Quite frankly, we have a situation where we have not been
able to get a fair shot. We produce parts. You know, the thing I
think everybody has to understand—-

Senator Baucus. I understand. If I might, please, because we do
not. have a lot of time here. Let ug——

Mr. Bieser. Well, I mean, but I—

Senator BAucus. I am with you.

Mr. BiEsrRr. All right. You may be with me. I think there is an
important point. Mr. Chairman, I would like a bit of time myself
if I can come hack to make that point.

Senator BAaucus. All right. The point is this. I agree with you
that we need a very strong, vibrant U.S. auto industry, and it is
good for America. :

I iust think we have to develop our manufacturing process, that
we have to produce more products in America that we can =ell to
Americans and sell to people overseas. And the auto industry is
certainly a cornerstone of the productive etfort we must make.
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Now, without getting into who is at fault here, without getting
into questions of blame as to why the U.S. auto industry is in such
dire straits.

But putting hlame aside for a moment, let us talk about solu-
tions. How do we get the U.S. auto industry strong so that 30-40
percent of the cars bought in Japan are American cars, instead of
30 percent of the cars hought in America being Japanese.

Vsﬁat should the auto industry and the UAW be willing to do in
exchange for some kind of relief? That is, if there is a VRA, if we
address transplants in some way, what do you think the industry
should do in exchange to show that the American people are not
getting a pig-in-a-poke?

To what degree should we say to the executives, bring down your
compensation? It is my understanding that in 1992, the total GM
executive compensation will equal the total GM profits. The same
dollar amount.

I was in Germany not long ago. BMW makes all their cars in a
way so the steering wheel can be on either the right-hand side or
the left-hand side.

Do you think it is unreasonable for the Congress, if it encourages
the administration to do something for the industry, to, in ex-
change, say, all right, X percent of your profits have to go back into
investment, you have to cut back your executive compensation, you
have got to do all these things to show that you are really doing
what has got to be done so that three, or four, or 5 years from now
we can lift the VRA?

Mur. BIEBER. Well, let me add to——

Senator BAucus. Well, my time is up. If you could just in one or
two sentences add to that.

The CHAIRMAN. No. You go ahead and answer the question.

Mr. BizBER. He asked the question. You ought to let me answer
it.

Senator Baucus. Well, I am not the Chairman. Maybe the Chair
will let you.

The CHAIRMAN. You go ahead.

Mr. BieBER. Thank you, Mr. Chairman. First of all, let me say
this. The UAW, nor this current gresident of the UAW, nor all of
his predecessors have to take a back seat to anybody in talking
about their displeasure with the high compensation of CEOs.

And I, quite frankly, am happy to hear other people concerned
about it this morning. So, anytlgmg you want to write that takes
that into consideration, you will have my support. And they all
know that, because I have told them that many times before. .

Senator BAucus. What else?

Mr. BikBER. Now, let me make the point. You raised a good

vint. You said BMW builds a car that you can put a steering
wheel on either the right-hand side or the left-hand side. If we are
given an opportunity to sell some cars in Japan, we can do the
same thing.

But, Senator, I have to say in all fairness, if [ was a CEQ of an
American automobile company, I would not have made the invest-
ment for a right-hand dnive car to sell in Japan when I cannot get
“into the market. So, g]\;e us an opportunity to force an opening of
that market and the American prod};cts can compete.
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I want to also point out another thing which is big, and that is
the auto parts industry. Now, I keep hearing about they can sell.
You cannot sell unless you can get into it. You cannot get into the
transplants here.

Why? Because their answer merely is our parts do not meet up
to the quality of Japanese standards. Then someone tell me how
we sell those parts in Europe that go into that same BMW car? The
gagjnaw Steering Gear plant in Saginaw, Michigan makes steering

evices.

Our export to Europe has doubled—has doubled. And those same
devices go into those cars. Quality is high enough for BMW, but
somehow it is not high enough for the Japanese to look at in the
Japanese market, or here in the United States.

Senator Baucus. Well, my time is up. You did not really answer
my question, but my time is up now. That is all right.

The CHAIRMAN. All right. We will give you another shot. All
right. Let's see. Next we have Senator Roth.

Senator RoTH. Thank you, Mr. Chairman. One of my concerns,
Mr. Galvin, is that many people stop in my office who are involved
in international operations full-time, represent their major compa-
nies, say, in the Pacific Rim.

They come back and tell me that one of their concerns is that
their parent company—their home office—does not put enough sup-
port and attention to trade. That, in their opinion, the American
market continues to be the first concern and international trade
only secondary.

Is that a problem? Is there anything we can do about that?

Mr. GALVIN. There are managements that have that perspective
and that certainly will restrain most companies from being success-
ful. I respectfully suggest that we could do some things to change
that motivation around.

I started my testimony here a few minutes ago by saying one of
the nicest things that could occur, if you could possibly stomach it,
is to say, you know, there was more benefit out of it than we real-
ized on tgis trip, and we think American business should take
greater heart and have a {g*reater gense of confidence that you can
succeed in Japan. We will back you up. Even the President says
he is going to back you up more.

I think that would awaken a substantial increment of that block
of American managements who have apparently been obliged to
gay, as apparently the car companies might have been obliged to
say, hey, we do not see enough hope that we cannot put our invest-
ment there.

Some of us moved ahead boldly and said, let us throw caution
to the wind, and we succeeded. I think more people have to under-
stand that now that they have got support of the follow-on of the
Bob Strausses, they are going to get some really good benefits.

Senator RoTH. Mr. Bieber, 1 agree with you that a viable auto
industry is essential to our economy. And, as I said earlier, it is
my judgment that we are producing in the United States some
pretty damn good cars. But the problem seems to be one of percep-
tion,

That one illustration where, I think it is Toyota—I may have the
wrong car—is being produced at the same facility that a General
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Motors car is being made. And according to the story, the Japanese
car sold extraordinarily well; they could have sold a lot more. But
the American car, produced by tﬁe same workers, incidentally, at
the gan;e facility, does not sell. What can we do to correct that per-
ception?

r. BigBrr, Well, Senator, you ave absolutely right. Some of
those high-quality cars are produced in your State. And you are ab-
solutely right in the example you give. It is two, actually, not one.

One i a situation in Freemont, California where the Prizm is
produced, along with the Corolla. Same parts, run and produced by
the same people.

The other 1s the Diamond Star Joint Venture in Illinois between
Chriysler and Mitsubishi. I have been in both of those plants. Iden-
tical parts, run down the same line, put together by the same peo-
p]e21 z}nd it is true the Japanese model has outsold the domestic
model.

Senator Baucus, before you leave, let me also say I agree with
you on the reinvestment. '

And so, it is a perception problem. Quite frankly, we get a lot of
jollies in America out of, you know, sort of kicking our own back-
sides. And I marvel when I get into these discussions. I will sa
to someone, well, why do you say the foreign car is better? We”‘:
in 1968 I had X type of American car. Weﬁ, compare it to 1968.

In 1968, the Japanese could not sell a car here either because
they had a poor car, and we had a poor quality car.

But let us look at 1992 to 1992. The incidence of problems per
100 is almost identical, and it is almost zero. We build a very high-
quabty car.

And 1 say the same thing to the media. Quit kicking the hell out
of the American product. I agree with you that we have a problem

there, and it is a perception problem.
And I think i1t behooves all of us to become salesmen. And for

whomever it was that said nobody called him this morning, I think
it was Senator Chafee, if I can be of help to anyone, I would be
happy to use my good office.

Senator RoTH. Well, my time is up. But as I said earlier, I wish
the American consumer would begin looking first at American
products.

Mur. BIEBER. I join you.

Senator RoTH. Thank you, Mr. Chairman.

The CHAIRMAN. Senator Chafee.

Senator CHAFEE. Thank you, Mr. Chairman.

You know, Mr. Bieber, 1t seems to me that you present a very
unusual argument for a salesman. If I get what your saying, it is
if we can sell enough cars in Japan that need a right-hand drive,
then we will produce a right-hand drive vehicle.

Well, I have never had a salesman come to me and say, if you
make such and such a requirement. we will produce it for vou. I
like(.l the salesman that will come to me that has the product all
made.

I just think vou are barking up the wrong tree if you think that
the people are going to stand around in Japan and say, boy, we
think that Cherokee is marvelous. If you would only put a right-

bhand drive, we would buy it.
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I might say there is a great demand for right-hand drive vehicles
all over the world, and 1 just recently came back from a conference
in Jamaica. In Jamaica, it makes you weep.

Ninety percent of the cars sold in Jamaica currently are Japa-
nese. And so, if you are waiting for the demand to get there hefore
you put the steering wheel on the right-hand side, you are going
to have a long wait, I suspect. .

Mr. BIEBER. No. I certainly did not want to imply that. First of
all, the right-hand steering wheel is going to be inserted into the
Probe, which will be sent back to Japan.

We have a helping hand there, by the way, because Mazda pro-
duces that car; a good quality car built by UAW workers. And so,
that is a helping hanc? in getting that car imported back into
Japan. There 18 somewhat of a selfish motive on the part of Mazda
to do that.

The point I was making, Senator, was this: that when you say
we do not build a right-hand drive car, that is correct. But we also
sell a lot of American cars in Europe where a lot of the countries
also have right-hand drive.

What I was trying to say was if you are looking at a market that
is totally closed, and I do not think anybody can really argue that
that market has not been closed—b5,000 vehicles into it last year
certainly represents not an open market by any stretch of the
imagination—then you would I])ook, as any good business people
would, at what you put into an investment, Right?

My point is, if we had right-hand cars lined up from here to San
Francisco, under the current rules and the cuwrrent policy, the
would not get into Japan, whether they are right—han(f, left-hand,
or middle.

Senator CHAFEE. Well, I do not want to debate this forever, but
it seems to me that it is tough for you to say that when others who
have worked hard on it, like Mr. Galvin, and has produced the
products that they want, they can sell them.

I am not just talking about his company, I am talking about
Proctor and Gamble, and a host of others. But let us not debate
that. Again, it seems to me that where the problem is is not in the
sales in Japan. The problem is the sales in the United States of
America.

I think you pointed out that statistics currently show that foreign
automobiles—that is total foreign automobiles, not just Japanese—
now have 30 percent of the market in the U.S.

Mr. BIEBER. Yes.

Senator CHAFEE. Am I correct in that?

Mr. BIEBER. Yes.

Senator CHAFEE. The great bulk of those foreign vehicles are, no
question, Japanese.

Mr. BIEBER. Right.
Senator CHAFEE. And the problem goes right back to the one you

said, which was, your folks produced lousy quality and now—-
Mr. BIEBER. No. I am not going to accept that, that our folks pro-
duced lousy quality.
Senator CHAFEE. All right. Then——
Mr. BIEBER. I challenge you then to show me that——

Senator CHAFEE. Let me finish.
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Mr. BIEBER.—the statistics that say that.

Senator CHAFEE. Well, that is what led to the downfall of the
sales of American-made vehicles. And it does all well and good for
us to sit around and kick the Japanese, but we had better look at
oursgelves. You are producing good quality cars now, but you did not

for many years. Thus is the perception.
I looked at a Cadillac ad the other day, and across the bottom

it had words to the effect, “this will convince you that American
uality is now good,” or something to that effect; acknowledging
that the problem was it was not price, it was quality.

Mr. BIEBER. But, Senator—
Senator CHAFEE. Do not say that the Japanese also were produc-

ing low quality, and, thus, the Americans just flipped a coin and
took the Japanese. They chose the Japanese vehicles because, not
price, but quality. It is taking you a long time to catch up, however,
you are catching up. Infact, I believe you have caught up. But could
I ask you one question specifically?

Mr. BIEBER. Well, would you let me answer what you—

Senator CHAFEE. Yes. Here is my one specific question. What
rate of absenteeism does an employer have to tolerate before he can
fire a UAW employee?

Mr. BieBeR. Well, let me suggest this, that that is going back to

the 1940s and 1930s, that argument, because if you look at what
has happened today, we do not have that kind of a problem any-
more.
We have joint committees that help people, because before that,
it led to absenteeism. There were problems. We have done all kinds
of work jointly with the companies on that. The absentee figures
are very, very low today. Very low. And first of all, the
measuremen t—-—

Senator CHAFEE. Well, what about—

Mr. BIEBER. The measurement is not how soon you can fire a
person. The measurement is how do you help people who have a
problem, whether it is family, whether it is something else, how do
you help that person continue to be a good, producing, tax-paying
citizen, rather than just firing. Firing is not the answer.

Mr. Chairman, may I just have a second? Because I want to
make this point, Senator. Number one, you did irritate me when
you point and say that the people I represent are the cause of
this—the cause of quality.

Senator CHAFEE. I understand.
Mr. BIEBER. Let me suggest to you that at the time that you go

back to the poor quality, it is correct to say so were the imports.
Since 1980, we have designed and developed a totally new car in
this country.

It gives you an opportunity to build quality in. We have asked
the people on the floor to participate in how you raise the quality
of that vehicle so that today we do have a good quality product.

Senator CHAFEE. | agree.

Mr. BIEBER. People from your State help build good quality prod-
ucts in Rhode Island, and other places, that go into these cars and
the finished product. Now, only a fool—and I do not represent
fools—would suigest that you would deliberately set out to build

something less than top quality.

54-177 0 - 92 - 3
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I want to hitchhike once more on what Mr. Galvin said. Mr.
Galvin has had success, but Mr. Galvin has also had the oppor-
tunity of a state-out there that says you have to move to that.

That is my problem with what we came back from with from
Japan. Some of those figures are figures that we were told in 1981
and 1982 we would have by 1985. a’e need to say to the Japanese,
lt{hias cannot continue. Free trade and fair trade. Open up your mar-

et.
The CHAIRMAN. Thank you, gentlemen. I have a hunch that you
will get a chance to speak with Mr, Riegle. Senator Riegle.

Senator RIEGLE. Thank you, Mr. Chairman.
Mr. Galvin, I have great respect for you and for your company,

as you well know. But I think you made a very important point
that needs emphasis, and that is, you had a very powerful
downfield blocker helping you.

Mr. GalVIN. Yes, sir.
Senator RIEGLE. As you told the story, your company is based in

Texas, and Bob Strauss was the trade ambassador during the
Carter Administration was also from your State—and someone
whom you knew.

You knew you had a terrible problem with the Japanese stiffing
you every single time you tried to penetrate that market.

You went to Mr. Strauss and he did the downfield blocking and
pressed hard on your issues. We all know that the Japanese arve
very good at putting a few drops of oil in the areas where the

squawks are the loudest.

Your company happened to build fine products; you had the
downtield blocker you needed, and you are in that market now. I
do not know what percent of your sales and profits is coming from
Japan. I hope it is a substantial amount. I suspect it is not a huge
amount in terms of your overall operation.

But, I daresay that if you were an entrepreneur industrialist in
some other part of the country that had not had access to Bob
Strauss, whom I know and respect as you do, to go in to him and
lay the situation on the line, you know that you would be here
singing a different tune today, you probably would not be selling
your products in Japan today, either, Would you agree with that.
That and the fact Bob Strauss was critical to your success in
Japan?

Mr. GaLvIN, Yes, sir.

Senator RigGLE. All right. Many are aware that we do not have
the direct assistance of %nb Strauss or his successors available to
every U.S. industry. If we did, we would not have the problems we
have with Japan.

If Bob Strauss had gone to bat for every other U.S. industry, or
if we had a Bob Strauss for every industry who could go over and
really confront the Japanese and get their response and a change
in their business behavior, we would not be Laving this hearing
today. We would be talking about some other subject. But, we do
not have this situation.

So, in fairness, I think we ought not to take that example where
you had special help, which I think you properly deserved. I think
because Motorola is a state-of-the-art company, it earned the vight
to be able to penetrate the Japanese market with its quality prod-
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ucts. I am glad that your company has been able to crack the Japa-

nese market to some extent.

I think that this is not true, for most of American products. It
is not true for our automobiles and auto parts. We sell automobiles
and autoparts in a lot of different places around the world.

The only place we cannot seem to sell them is in Japan. As far
as autos are concerned, our companies have produced a lot of right-
hand-drive cars that come out of Europe and cannot be sold, in
Japan, either. It turns out that 60 percent of the cars from
abroad—the tiny number that Japan takes in—are left-hand-drive
cars. So, you know, that is a red herring issue—that is a phoney
issue.

But what is not a phoney issue, it seems to me, is that our coun-
try is in some real difficulty today. I am told Texas is bouncing
back a little bit. I certainly hope it 1s.

But the rest of the country is really struggling economically.
Since 1980 Japan has taken $460 billion out of the United States.
How much more scarce capital can we afford to let Japan take out
of the U.S.?

Mr. Galvin, I recognize that you and Mr. Bieber, are strategic
thinkers and strategic planners, who run big organizations.

I do not think you can allow your country to have that kind of
a net capital drain over such a short period of time when so much
of it is happening as a result of targeting of strategic U.S. indus-
tres.

If Japan targeted Motorola today, and came in here with a $25

roduct and sold it for $15, far below what you could make and sell
1t for, and continued under-sell month after month, year after year,
you would not be in business.

It does not matter how good your product is, Japanese predators
can drive you out of the market and business all together. They
have done this in a number of sectors in our economy. You have
seen it, evidenced by your nodding in the affirmative.

To combat this behavior, I believe we have got to have a broader
strategy. We cannot just do the Bob Strauss strategy, because that
is not big enough. In this respect, I would hope that we could get
a consensus that business, and government, and labor could sit
down around a table together, and work out an effective economic
strategy for America.

I want someone like Bob Graham at the table, and someone like
Owen Bieber, and someone heading our government—I wish it was
Lloyd Bentsen, from Texas, instead of Bush, because I think this
Chairman understands this problem—to work out the trade mis-
understandings and problems our country is facing.

The reinvestment questions that Max Baucus raised as well as
the need for additional help on the labor side are important pieces
for us to consider in the context of any broader strategy for the
U.S.; I am confident that the labor people will do their part. If
some sacrifice is needed, we all know this has been done hefore. We
did it in the Chrysler situation when we worked for the govern-
ment loan guarantees.

We need a strategy for America, and it cannot be for just one
»any. It cannot only be Bob Strauss breaking the table for Mo-

C()lll{
a.

toro



64

We have got to have a strategy that gets this country back to
work, We have 16 million people in this country today that want
to work and cannot find work. This situation is outrageous.

Japan is going to take $4 billion out of our economy this month,
it took $4 billion out last month and in total, the Japanese have
taken $460 billion out of the open U.S. market since 1980, while
maintaining their closed markets.

At the time we are talking about trade issues and problems, and
not acting, more American jobs are jeopardized. We have a national

overnment to look after the national interest, which is the well-
eing and standard of living of every person in this country.

We can't afford to only help a few companies or an industry here,
or an industry there; We need to address the whole broad sweep
of issues affecting our country. That is why we need a national
plan. We need to stop the trade cheating in our market. We also
need an aggressive American plan here at home—built, designed,
and carried out in this country. There is no other way to restore
the economic ground we have lost. The longer we dance around this
question, the further behind we are going to be, relative to other
economies in the global market.

Thank you, Mr. Chairman.

The CHAIRMAN. Thank you, Senator. Thank you very much.

Well, I think this has been very productive. Let me say I think
that once upon a time, if I understand the definition of the word,
it was probably considered “chic” to buy foreign cars. And I think
there was a legitimate complaint about American quality.

But I have seen the American industry invest $170 billion in im-

roving productivity and quality. There has been a major change
m the quality of American cars.

I think something that is going to come out of this hearing, and
something out of this trip, l\%r. C%alvin, is an understanding of the
importance of the American automobile industry to the overall
economy of this country.

I think it also is going to come back in style to have loyalty to
American products. And 1 think that lin eringrgerception of those
products not having quality is bein dispe%led. e difference in the
quality and the number of defects between Japanese cars and U.S.
cars is very slim now.

I think that message is beginning to get across. Frankly, I think
that is a better way of building back the American automobile in-
dustry in trade, ratﬁer than restricting imports. I believe that.

I think those are some of the benefits that are going to come out
of this trip. A better understanding of the importance of the Amer-
ican automobile industry, of trade, and of what is happening to the

quality of our products.
If there are no further comments, thank you very much, gentle-

men.
[Whereupon, the hearing was concluded at 1:25 p.m.]
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ADDITIONAL MATERIAL SUBMITTED

PREPARED STATEMENT OF OWEN BIEBER

Mr. Chairman, my name is Owen Bieber. I am President of the International
Union, United Automobile, Aerospace and Agricultural Implement Workera of Amer-
ica (UAW). I appear today on behalf of the 1.4 million active and retired members
of the union. We appreciate having this opportunity to share our views with the
Committee on the discussions of automotive trade issues that occurred during Presi-
dent Bush's trip to Japan. Viewed in terms of results not rhetoric, the Tokyo Dec-
laration’s Economic and Trade Relations component was simply a statement of in-
tentions and hopes, not firm commitments. In the time since the President returned
from Japan, we have had this view confirmed in statements by Japen's Prime Min-
ister Miyazawa and auto company executives in both countries. We do not expect
the Tokyo Declaration’s “Global Partnership Plan of Action” to contribute to reduc-
ing the more than $40 billion U.S. trade deficit with Japan or the more than $30
billion auto trade deficit.

The economic discussions in Japan covered a variety of subjects in addition to
automotive trade. The Tokyo Declaration addresses each one in language that has
become all too familiar in the past 10 years of huge U.S.-Japan trade imbalances.
The announcements on paper products, flat glass, Japanese government procure-
ment of computers and legal services all have one thing in common: they “should”
increase opportunities for U.S. exports to Japan by reducing the complexity of Japa-
nese import procedures for foreign producers and increasing “market access.” My fa-
vorite, Mr. Chairman, is the reference to the “intensified efforts” of the Office of the
Trade and Investment Ombudsman to “improve market access” by resolving com-

laints about Japanese standards and certification procedures. Automotive prob-
ems in this area have been among the issues claimed to have been re-
solved in every Japanese government trade package announced since 1983.
Now we are told they will once again be resolved in the wake of the latest discus-
sions.

The U.S. trade deficit in automotive products with Japan is a serious problem for
American workers in the auto industry. We strongly believe that it is also an impor-
tant problem for the entire U.S. economy because of the significance of the auto in-
dustry to many other manufacturing industries, from texties to robots, and to the
tax base of communities across the Nation. The more than $30 billion auto trade
deficit with Japan—has become a near constant in the U.S. trade picture.

The UAW saw the President's trip to Japan as an opportunity to achieve mean-
ingful progress in reducing the U.S.-Japan automotive trade imbalance, and we gave
the President a specific proposal to meet this goal. In a letter to the President dated
December 27,1991, we proposed that the current level of exports of cars from Japan
should be reduced from about 1.8 million annually to 800,000. This would make a
sizable dent in the trade imbalance. In the longer term, we proposed that the U.S.
adopt a market-share limit covering imports from Japan and transplant vehicles
with low levels of local contenl assembled by the Japanese auto companies in this
country. The European Community has already negotiated such an arrangement
with Japan. It sets a limit of 16 percent of the market through the end of this dec-
ade. The share of the U.S. market held by the products of Japanese auto companies
is more than twice that level.

The desperate condition of the domestic industry justifies reducing Japan's ex-

orts of vehicles and parts to this country. Hundreds of thousands of American auto
arkers lost their jobs in the 19805 due to the increase in imports, the growth of
al assembly by tixe Japanese companies (transplants) and the restructuring of the
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industry. During the ongoing deep recession, hundreds of thousands more joba have
disappeared. They will return only if the economic and trade policies of the Bush
Administration change. Frankly, Mr. Chairman, we are extremely pessimistic about
such a change taking place.

Our concerns about the future of U.S. auto industry employment were not dimin-

ished one whit by President Bueh's trip to Japan. A brief review of the results of
that trip in the area of automotive trade will demonstrate the basis for this assess-
ment.
First, the target for increased imports of Big 3 vehicles into Japan is paltry. The
Japanese auto assemblers announced the possibility that, if everything goes right,
if the Bigk.") make substantial inveatments in design and engineering l%r the Japa-
nese market (including building right hand drive models), they could sell as many
as 20,000 Big 3 vehicles in Japan in fiscal year 1994 (ending March 31, 1995). The
Japanese companies are already selling ebout 5,000 of these vehicles, so the in-
crease would be 15,000 per year. With U.S. importa of vehicles from Japan running
at more than 2 million, it would take more than 133 years for this increment in
U.S. exports to amount to a single year's worth of U.S. imports from Japan. This
is not a prescription for balancing U.S.-Japan auto trade.

Even the use of the term “target” for thiese Japanese import plans may he optlimis-
tically misleading. The Japanese auto manufacturers, according to the document re-
leased by the two governments, “have expressed . . . their willingness to help ex-
pand the sales of US automobiles.” Toyota's announcement states that it is “pre-
pared to negotiate with General Motcrs about the possibility of retailing GM vehi-
cles in Japan . . . Such an arrangement might reasonably be expected to yield
sales of 5,000 vehicles a year.”

These statements are not elements. of a trade agreement with enforceable commit-
ments. They are nothing more than public relations jargon designed to sidestep the
real question: what will Japan do to reduce the auto irade imbalance? To that ques-
tion, there is no answer in the announcements about vehicle imports into Japan.

The auto parts element of the Global Partnership Plan of Action is a bit more
complex than the vehicle section, but no more reassuring. If all the expectations con-
tained in the Plan of Action take place, total purchases of U.S. auto parts by the
Japanese auto producers would increase from $9 billion in 1990 to $19 billion in
1994, a gain of $10 billion, Auto parts purchased for the U.S. transplant operations
of the Japanese firms would grow from $7 billion to $16 billion, up $8 billion, while
exports from the U.S. to Japan would increase from $2 billion to $4 billion.

he first paragraph of the Plan of Action includes the assumption that transplant
vehicle production in the U.S. will grow by 50 percent from 1990 to 1994. This
means growth from 1.6 millioa vehjcﬁ;rs to about 2.3 million. With imports of built-
up vehicles into the U.S. effectively unrestricted, we believe this increase will come
at the expense of sales by the Big 3 producers, not imports from Japan. 1t is in this
context that the promised increases in purchases of U.S. auto parts by Japanese
producers and their impact on U.S.-Japan trade must be considered.

Let me first discuss the impact these increased purchases of U.S. auto parts could
have on U.S.-Japan trade. The UAW has criticized the transplants for their high
levels of imported parts. In the document released in Tokyo, the Japancse auto pro-
ducers claim that 560 percent of the transplants’ parts are sourced locall{ and 50 per-
cent are imported. The figures for local sourcing are higher than we believe to be
the case. Accepting these numbers for a moment, for the sake of argument, it is ap-
Earent that two things wil) hapFen if tranaplant production increases by 50 percent.
Pirat, the amount end value of imported parts that are assembled into the trans-

lants will grow. Second, local purchases will increase. The increased local sourcing
ﬁas been the only component of this increase in tremsplant production that the Jap-
anese companies, the Japanese government, the Presigenl and some U.S. auto parls
and supplier companies have mentioned in their descriptions of the talks in Japan.
That leaves out the import increase,

The Japanese companies also atated in the Tokyo plan that, for their U.S..assem-
bled trmxsp)ants, “in terms of percentage of local procurement in the total purchase
of parts, the percentage ia expected to increase from ahout 50 percent in FY 1990
to about 70 percent in FY 1994." Since local sourcing in FY 1990 of $7 billion ac-
counted for 60 percent of parta value in the transplants, then imports of parts also
amounted to $7 billion. Even if local sourcing were, in fact, Lo increase o 70 percent,
the overall value of U.S. auto parta imports from Japan would remain virtually un-
changed in FY 1994 due to the increase in transplant production. In other words,
because of the planned increase in transplant output, the promised in-
creases in local sourcing of auto parts will not result in any meaningful re-
duction in the overall amount of auto parts imports (and hence will not re-

duce the trade deficit with Japan).
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The only reduction in the auto parts trade imbalance projected by the announce-
ments (rom Tokyo would come from increased Japanese imports of auto parts [rom
U.S. supplicrs, Eere, the current level of imports is so low that its doubling from
$2 billion to $4 billion is hardly cause for celebration. Yes, the UAW would be
pleased to see an increase in auto parts exports to Japan, but the size of the in-
crease deecribed in the Japanese action plan, if it occurs, will not make much of
a dent in the auto trade 'unﬁulnnce. And, as with other items addressed in the talks,
there is absolutely no commitment to the higher export figure; it is simply “ex-
pected” to occur.

Now, let me turn to the impact on U.S. auto induatry ermoployment and production
of the “expected” increase in U.S. sourcing by the .K]paueae companiea for their
transplant. production. Again, we helieve the announcements are less than what
they appear to be. The omplo(zrmmt impact that reaults depends on whether in-
creased transplant production displaces Big 3 production or imports from Japan. In
addition, the mmpnct on the U.S, economy will be different if tge new work goes Lo
traditional U.S. parta firms or to newly transplanted parts firms from Japan that
are part of each .Yﬂpaneae auto company'’s network of “keiretau” suppliers.

Since imports from Japan have i{opt a high and quite atable share of total U.S,
sales as transplant produclion has increased, the UAW ia convinced that increased
transplant production will dirplace Big 3 production, not imports. If this is, in-
deed, the case, then the additional purchases in the U.S. by the Japanese
auto producers will be more than offset by reduced Big 3 purchases.

The far higher value of domestic sourcing per vehicle by the Big 3 compared to
the tranaplants accounts for this perverse result. There is an incredible statement.
in the Toyota prees release regarding its targets for U.S. auto parts purchases. It
says, “The huge volume of local purchasing at Toyota’s U.S. plants 18 cvident in
their high levels of local content, which compare favorably with the levels at the Rig
Three U.S. automakers.” Mr. Chairman, I challenge Toyota to defend that atatement
with hard evidence. The products made in the U.S. by the Big 3 companies are not
100 percent U.S. value, and we_fault them for their sourcing of parts abroad. But
they are far higher in local content than the transplant vehicfe& hat is why Amer-
ican jobs in the auto parta industry have been lost as tranaplants replaced tradi-
tional U.S. vehicles. And that is why the $8 billion increase in local sourcing for
the transplants will not provide any relief to the domeslic auto parts industry. It
will be more than offeet by decreased parts purchases by the Big Three, if they con-
tinue to lose market share to the Japanese producers.

There ia one more point I would like to make concerning the Japanese announce-
ment aboul increased U.S. purchases. There is a curious paragraph that siates, “In
making these procurements, specinl consideration will be given to the U.S. parts in-
dustry, which i currently under a difficult situation.” '1%1)9 only possible procure-
ments being conridered in this paragraph are U.S. purchases, so why is “special con-
sideration of the U.S. parts industry” included? 'I‘I)te only explanation I can make
ie that the Japanese auto companies intend to direct the hulk of the additional pur-
chases in the U.S. to the Japanese parts companiea that have moved production to
the U.S. and have tmditionnﬁy supplied the Japanese auto assemblers. This pattern
of purchasing reproduces the keirelau supplier relationships that prevail in Japan.
Apparently “special consideration” muat be needed to give traditional U.S. parts
suppliers a bit more of the business than they would get without it. A University
of Michigan study found that traditional U.S. auto parts suppliers only received 40
ercent of the local parts sourcing of the largest transplant producer, Honda, while
apanese parts companier accounted for 60 percent. 'I'ﬁis nmeans that the increased
local aourcing by the transplants will not create jobs for workers at traditional U.S.
gurts companies, Their plants are increasingly likely to close. These closings will
isplace workers and disrupt communities across the country. We have seen more
than enough of this, Mr. Chairman, to know that it is extremely harmful to the indi-
viduals affected and wasteful of investments made over long periods in machinery
and structures. )

It is for theke reasona that the UAW has characterized the results of President
Bush’s trip to Japan for automotive trade as nothing more than promises. At this
time, Mr. Chainvan, American auto worlkers and the American people are tired of
promises. They expect their government to represent their interests in preserving
good jobs, improving their living standards and establishing trading relationships
that generate fair, balanced trade. These goals were not furthered by the President's
trip. It is time for Congress to insist on balanced U.S.-Japan trade. Year afler vear,
market access negotiations have failed to address the claims of competitive U.S. pro-
ducera that they do not receive fanir treatment from Japanese firnas. The time for
more “marketl access” agreements has passed. We need ellective, enforceable meas-
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ures to bring halance to U.S. trade with Japan and, especially, to the automotive
trade that accounts for three-quarters of the overall U.S. Seﬁcit with Japan.

The UAW supports the Trage Enhancement Act of 1992 (S. 2145), which has been
introduced by Senator Riegle and others. That legislation would not simply set “tar-
gets” for improvements in hilateral trade, as the Japanese government and Japa-
nese companies have done and as President Bush accepted. It would require Japan
Lo reduce its trade surplue with the U.S. by 20 percent each year for 6 years. If
Japan faile to meet these reductions, s%eciﬁc limits would be imposed. In particular,
a %uota would be imposed on the number of vehicles that can be imported into the
U.S. by Japanese companies. The quota would decrease by 260,000 vehicles each

ear. [t would decline further to offset any increase over the current level of produc-
ion of low local content Ja})anese transplants. These quota reductions could be di-
minished only if imports of high content U.S.-built vehicles into Japan increased
and/or transplant producers increased substantially their purchases of parts from
traditional U.S. suppliers.

Mr. Chairman, the U.S. auto industry is at a crossroads. The recession in the
early 1980's cost hundreds of thousands of auto workers their jobs; the current re-
cession is producing similar dangers. The transplants are not a substitute for the
traditional domestic vehicles in terms of jobs generated, technological development
supported, U.S. manufactured goods purchased or taxes paid. It is time for Congress
to take the contribution of the automotive industry to t‘l)m Nation to heart. We be-
lieve that prompt, favorable consideration of the Trade Enhancement Act of 1992
would accomplish that.

In conclusion, Mr. Chairman, I appreciate the opportunity to present the views
of the UAW on the President’s trip to Japan and the need for effective action to re-
duce the U.S.-Japan automotive trade imbalance. I would be pleased to answer any
questions you and members of the Committee may have.

PREPARED STATEMENT OF SENATOR BiLL BRADLEY

Thank you, Mr. Chairman. [ appreciate the opportunity to discuss the Adminis-
tration's attempts to deal with our trade deficit and current economic woes.

I believe, Mr. Chairman, that President Bush's recent trip to Japan was historic—
for the first time, an American President stipulated thal both our problems and the
solutions to them are located outside the United States.

That is remarkable admission, one that has generated great debate about the
symbolic impact of America going, hat in hand, to beg for concessions from the Japa-
nese.

And while that symbol is disheartening, focusing on it may divert us from the real
calamity of President Bush's trip: that ge believed he could go to Japan to fix our
economy.

'I'herey is no one in this room who does not lmow that this trip was a political exer-
cise, not an economic mission. Bul President Bush insists he returned from Japan
with agreements that would reinvigorate the American economy.

This ie not true. But more to the point, it could not possibly be true. The premise
was false. It was as if President Bush announced that he was going to the Sahara
desert to bring back water—what he wanted simply doesn’t exist where he went.

We do have trade problems with the Japanese, and they do need to be corrected.
Of highest priority is the quesation of access; American businesses face a wide array
of obstacles as they try to break into Japanese markets, barriers which are unique
to Japan and jts economic structure.

The closed business practices of the keiretsu are a specific challenge. 1 met with
a businessman last week who related the difficulties he faced breaking into the Jap-
anese wmarket, confronting a distribution system dominated by long-term relation-
ships between suppliers who do not allow penetration.

Addressing such systemic inequities is the foundation of good trade policy; de-
manding concessions in a by-industry, by-country manner is not.

The Bush Administration’s attempt to create a new mercantalism only highlights
the real problem: the United States is in a slow-motion depression, burdened hy a
disinterest in long-term planning, global opportunities, infrastructure and edu-
cation. President Bush does not want to address structural issues, so he creates
Scapegoam. One month it's credit card rates, the next its bank regulators, now it's

apan.
r. Chairman, the world has changed. Political freedom and the liberalization of
trade have created untold global opportunities. Three billion people have entered
the world marketplace in the past few years alone as a result of the collapse of com-
munism and the crumbling o}? market barriers. We must either take advantage of
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this or be consumed by it—and unless we get our own house in order, the result
will surely be the latter.

We must abandon the luxury of diversion. The Japanese Speaker must not resort
to calling American workers “lazy,” President Bush must not ignore the failure of
his own domestic policies, and we must all ignore the easy embrace of protectionism.

None of this gets us anywhere. 1 look forward to hearing from the Adminiatration
today, to get their viewa on what specific ateps we can take to improve our trade
relations with Japan and the world as a whole,

PREPARED STATEMENT OF SENATOR JOHN H. CHAFEE

Mr. Chairman, I would like to thank you for providing us with an opportunity to
examine the results of the President’s recent trip to Japan. The press reports have
only focused on certain aspects of the trip and have not provided a complete piclure
of the negotiationa that were concluded in Japan.

It is clear that the Japanese have been out of step with the progress that has
been made in the world trade community over the laat several years. They have not
opened their markets to all of our products while our markets have been completely
open to their products. .

At the same time, we have made some progress in certain sectors. Our trade defi-
cit has been reduced by more than 30% since 1987 and our exports to Japan have
increased by more than 700% during that same period. While more progress must
be made to open their marketa, our increased exports to Japan over the last 3 years
have supported approximately 400,000 American jobs.

I believe this trip was another important toward free market trade hetween the
two largest economic powers in the world. I think James D. Robinson 1ll, CEO of
Amwmerican Express said it best: “This ia the first time the U.S. has come out united—
the Commerce Department, the Treasury, the President, the business community—
to declare that trade is a national priority on a part with our security interests.”

The action plan that was aireed to by President Bush and Prime Minister
Miyazawa will further promote bilateral trade and economic strength between our
two countries. It will expand markets for U.S.-made goods and produce American
jobs by breaking down trade barriers and eliminating trade protectionismn.

As a result of the one on one meetings between the President and Prime Minister
Miyazawa, we were able to resolve over 650 standards problems that have impeded
access to Japanese markets for American businesses. The two countries also com-
Fleted important negotiations to open the Japanese public sector market {or main-

rame computers. In addition, a framework was developed for negotiations during
the next few montha to open several other important Japanese markets, including
paper goods and flat glass.

e agreementis on Japanese standards will provide the American auto manufac-
turers with a real opportunity to make progress in exporting autos to Japan. How-
ever, the American auto manufacturers must be willing to invest the capital nec-
essary to produce cars that built for the Japanese.

The most important change that must be made to American cars ir to convert
them to right-hand drive. We cannot hope to sell cars in Japan when the are only
built with left-hand drive. 1 understand that Chrysler has already committed to de-
velop a right-hand drive Jeep Cherokee to be exported to Japan. This is an impor-
tant step in opening the Japanese market to autos manufactured in this country.

I know that many Americans, including many Members of this Committee, believe
the Japanese need to do more to reduce our enormous trade deficit, but [ ‘mpe we
will be able to avoid protectionism. We must continue our efforts to open foreign
markets by eliminating trade barriers rather than resorting to bad ideas like man-
aged trade or protectionism. In addition, government and industry in the U.S.
should concentrate on making America more competitive.

I look forward to hearing Lhe views of our distinguished witnesses on the results
of the President’s trip to Japan. Thank you, Mr. Chairman.
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PREPARED STATEMENT OF J. MICHAEL FARREN

INTRODUCTION

The President’s business mission was a pathbreaking Presidential
initiative bringing together business and government to convey a
message of U.S. commitment to compete globally in open markets.
The composition of the mission showed the broad commitment of
U.S. business and workers to provide quality products in the
global market. The mission illustrates that business, commercial
interests, and jobs are part and parcel of our relations with
other nations, as international economic performance becomes ever
more vital to the long-term health of our economy.

The Administration has worked tirelessly since 1988 to open the
markets of Japan, Korea, and other east Asian nations to U.S.
exports. Some examples of previous market opening efforts of
this Administration in the Pacific include: semiconductors,
construction (major projects), and supercomputer agreements with
Japan; and telecommunications and tariff reduction agreements
with the Republic of Korea. As I will detail in my
country-specific remarks, we advanced our goal of market opening
throughout the region in areas like intellectual property rights,
trade in services, and trade in goods such as computers, paper,
glass, autos and auto parts.

Reflecting the importance of the Asian market, this trip marks
the first time a U.S. president has led a delegation of business
leaders on a mission focused on business and commercial issues.
But it is not the first time this Administration has focused on
commercial development and market opening. It is a continuation
of a series of similar missions by the Vice President and
Secretary Mosbacher, In May, the Vice President took a business
mission to Japan where he focused on increasing U.S. access to
the Japanese auto parts markets. In August, he led a delegation
of business leaders to Latin America. Secretary Mosbacher has
led ten trade missions overseas since early 1989. He has made
five trips to help push for open markets in Asia, visiting eight
countries. Three trade missions were included in Secretary

Mosbacher'’'s visits.,

why was the Asia Pacific region chosen as the first destination
of a Presidential Business Delegation? Two way trade with Asia
totalled almost $300 billion last year compared to about $190
billion in two way trade with the European Community (EC). The
Asia-Pacific region is the fastest growing economic area of the
world and shows no signs of relinquishing this title in the near
future. For instance, growth in the Four Tigers averaged 8.7
percent in the 1980s; while the ASEAN nations grew at an annual
rate of almost seven percent in the same period. Almost every
major country in the region is engaged in major development
projects which represent tremendous prospects for U.S. firms.
Japan is engaged in a $3.i trillion infrastructure development
program announced under SIJ, and Taiwan is investing $300 billion
to modernize its infrastructure. For these and other reasons,
the region’s importance to the U.S. economy and the opportunities
offered for U.S. products and services should only increase in

the 1990s.

The President was accompanied by CEOs who represented the broader
interests of the U.S. business community through membership in
various trade organizations, including the National Association
of Manufacturers and the U.S. Chamber of Commerce. Corporate
leaders from several small firms, particularly the chairman of
the National Federation of Independent Businesses which
represents over half a million small businesses, also joined the
delegation. We also had three winners of the Malcolm Baldrige
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Quality Award along, which included two small business winners.
Finally, we had representatives from our Japan Corporate Program,
a program jointly sponsored by MITI and the Department of
Commexrce. Upon their return, delegation members briefed
colleagues in the business community on commercial conditions and
opportunities in the four countries visited.

AUSTRALIA

The U.S. consistently maintains a trade surplus with Australia.
Australia was our eleventh largest export market in 1990, taking
over $8.5 billion in U.S. exports. U.S. merchandise exports in
1991 are estimated to be at roughly the same level, with the U.S.
having an estimated $4.4 billion surplus. We are Australia’s
second largest trading partner. America is the largest foreign
investor in Australia, with cumulative direct and portfolio

investment in excess of $36 billion.

The objectives of the Presidential Trade Mission to Australia
were to highlight the benefits of a long-standing U.S.-Australia
trade alliance and assure the Australians of our continued and
strong commitment to the region and to the multilateral trading

system.

The Presidential Business Delegation visited Sydney, Canberra,
and Melbourne. The business delegation met with Australian
government and business leaders and discussed such topics as the
need for a successful conclusion to the Uruguay Round and
opportunities for trade and investment in several sectors ranging
from services to energy and minerals. Long-standing U.S.
concerns regarding intellectual property rights, local content
requirements, and government procurement were also raised with
Australian government officials. To diffuse Australian criticism
of the U.S. Export Enhancement Program (EEP), President Bush met
with Australian farm leaders and stressed the need to work
together to limit agricultural subsidies through the Uruguay

Round.

In his speech to the joint session of the Australian Parliament,
President Bush announced his proposal to negotiate a bilateral
Trade and Investment Framework Agreement (TIFA} with Australia.
The Australian government has responded positively to the
President’s proposal and negotiations are expected to begin
shortly. Once the TIFA is in place, the consultative mechanism
will provide the U.S. with a useful forum to resolve various
bilateral trade issues and promote bilateral trade and

investment.

SINGAPORE

Tradg has been the life blood of Singapore for centuries.
Lacking abundant natural resources, Singapore has prospered on
the strength of an inexpensive and productive labor pool,
lqcation, and prudent economic management. The U.S. is
Singapore'’'s largest trading partner. 1In 1991, two way trade is
expected to exceed $18 billion. The U.S. is the largest foreign
investor in Singapore; over 800 American firms operate there.

The reception in Singapore was warm and cordial. 1In fact, the
Delegation was asked to make certain that we repeated the
practice of bringing a business delegation on future visits
because the degree of cooperation between the two business °
communities is very important to our overall relationship.

The visit of the Presidential Business Delegation to Singapore
successfully accomplished its three major objectives. First, it
hlgh;ighted to U.S. business the excellent export opportunities
provided by the Association of Southeast Asian Nations (ASEAN),
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whose members have among the highest economic growth rates in the
world. Second, it reinforced our strong ties with Singapore, one
of our largest trade and investment partners in Asia, and
demonstrated our commitment to free trade. And third, because
Singapore has traditionally been a gateway into Southeast Asia,
this visit demonstrated to the other members of ASEAN -~ Brunei,
Indonesia, Malaysia, the Philippines, and Thailand -- that the
United States Government and private sector will remain involved

in the region.,

During his visit to Singapore, President Bush announced a number
of significant initiatives. First, he and Prime Minister Goh
Chok Tong announced that the United States and Singapore agreed
in principle to sign a bilateral investment treaty, which will
further reinforce our substantial investment ties. An
interagency delegation will go to Singapore in late February to
begin exploratory discussions on this treaty. That delegation
will also hold bilateral trade talks as called for by the Trade
and Investment Framework Agreement (TIFA), which our two
governments signed in October 1991. These talks will focus on
four issues: market access, services, intellectual property
protection, and antidumping and countervailing duties.

Second, the President announced the lifting of the sixteen year
long trade embargo against Cambodia. This action thus allows
American individuals and firms to assist in the reconstruction
and growth of the Cambodian market.

Third, he highlighted the upcoming trade-promotion tour of the
U.S. Ambassadors to ASEAN. The President and the Secretary of
Commerce also brought together the Business Delegation with the
U.S. Ambassadors to ASEAN and with business representatives from
the region to acquaint American industry with the trade and
investment opportunities provided by ASEAN. And fourth, the
President announced the establishment of the U.S.-Asia
Environmental Partnership, which will bring together U.S.
Government agencies, the U.S. business community and non-
governmental organizations, and their Asian counterparts to
address the serious environmental challenges facing Asia.

KOREA

Korea is the largest of the Four Tigers, and has a phenomenal
record of economic growth over the past several decades. Our
trade deficit with Korea has decreased from nearly $9 billion in
1987 to a little over $4 billion in 1990, and an estimated $1.5
billion last year. The U.S. remains the Republic of Korea's
largest trading partner, absorbing 25 percent of Korea's exports,
down from 30 percent in 1990. Korea is our sixth largest export
- market. The U.S. is Korea's largest foreign investor, with $2.1
billion invested at the end of 1990.

During President Bush’s visit to Korea, he and President Roh
reviewed our bilateral economic relationship. While a
Presidential Business Delegation is rather unique for the U.S.,
it is not unusual for many countries in Europe or Asia. In fact,
President Roh pointed out to President Bush that he has been
leading similar missions for some time, and was pleased that the
President "stole" the idea from Korea. President Bush commented
that although Korea has made progress in removing visible
barriers to trade, foreign firms still face significant
difficulties in doing business in Korea. He pressed Roh to
address such fundamental market access problems as
non-transparent standards and regulations, cumbersome customs
procedures, restrictive financial policies, and a frugality
campaign that has often had an adverse affect on imports.
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To promote the further growth of our bilateral economic
relationship and improve market access, the two Presidents
announced an initiative to "study and recommend ways to make it
easier to do business together." They tasked the Economic
Subcabinet, which is the principal consultative mechanism on
trade issues between the U.S. and Korea, to serve as the focal
point for discussions on this initiative. The next meeting is
being scheduled for Washington in March.

Under the new initiative, the Subcabinet would identify topics to
be investigated and agree on terms of reference for a joint
working group for each topic. We are now in the process of
developing suitable topics for discussion and action. We believe
that the Presidential commitment on both sides will ensure steady
progress in the reduction of trade barriers.

Liberalization in financial services was specifically addressed
by the Presidential Business Delegation in their meeting with
President Roh. Furthermore, given the concern of American
business over Korea's restrictive financial and investment
policies, Treasury Deputy Assistant Secretary for Developing
Countries, James Fall, was sent to Korea as a follow up to the
President’s call for a response to these issues. This is a part
of the Treasury Department’s ongoing series of bilateral
Financial Policy Talks (FPT) with Korea'’'s Ministry of Finance.
Some progress has been made in FPT. For example, the Korean
Government opened the country’s stock market to foreign
investment on January 1 and recently announced plans for interest
rate deregulation and the easing of foreign exchange controls.

JAPAN

It is impossible to discuss the economic importance of the Asia
Pacific region without talking about Japan. Some speakers, in
seeking to expand on the Four Tigers analogy, have referred to
Japan as Asia’s "elephant." Others have referred to it as the
original Asian Tiger. No matter what verbal imagery we may
assign to it, Japan remains the region’s dominant economic

presence.

A great deal of attention has been focused on our bilateral trade
relationship with Japan over the past several years. Japan is
our second largest trading partner (after Canada), and is our
second largest export market (also after Canada). The U.S. and
Japan are the two largest economies in the world, together
comprising over one third of the total world economy. Japan is
now the second largest investor in the United States (after the
United Kingdom), and is the third largest source country of
outward investment in the world.

While the U.S. trade deficit with Japan has dropped 30 percent
since 1987, and U.S. exports to Japan are up 70 percent in the
same period, the macroeconomic and other factors which have
traditionally been relied upon to bring our worldwide trade
accounts into balance have not been effective in correcting our
chronic merchandise trade deficit with Japan. For instance, our
trade surplus with the European Community increased from $6.3
billion in 1990 to an estimated $17.0 billion in 1991. This was
largely a result of economic recovery and the concomitant new
market opportunities within Europe, and of the competitiveness of
U.S. products. However, despite a strong Japanese economy over
the same period, our bilateral merchandise trade deficit has
stubbornly remained above $40 billion since 1985, including an
estimated $42.5 billion deficit last year. Japan’s share of our
overall merchandise trade deficit has risen from 40 percent in
1990 to an estimated 65 percent in 1991.
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Our bilateral trade deficit with Japan is symptomatic of a larger
problem, one that impacts both American and Japanese workers and
consumers. The Japanese economic system -- especially in kay
sectors -- is largely (and by design) self-contained, and
exhibits specific and unique structural impediments to the free
flow of goods and capital. Because of the singular challenges
posed by the Japanese market, this administration has worked hard
to develop specific approaches to cultivate and ensure commercial

opportunities for U.S. business, including:

o Aggressive pursuit of market-opening agreements in key
sectors in which U.S. businesses have been shut out;

The Structural Impediments Initiative (S1I) has been
developed and expanded to address structural barriers to
trade, such as inadequate public infrastructure investment,
restrictions on large retail store openings, lackluster
enforcement of anti-competition laws, keiretsu, and other

exclusionary business practices; and

Greatly enhanced trade promotion and business counselling
efforts, including the Japan Corporate Program and the
expanded Japan Export Information Center.

Over the past year, as Japan's world trade surplus increased
markedly, tension grew in Japan's overseas markets. Last fall,
the "Business Initiatives for Global Partnership," or Business
Global Partnership (BGP), was announced. The President’s visit
was well timed to take advantage of this effort in its formative
stages, as that effort can significantly benefit U.S. commercial

interests.

The Tokyo Declaration and the Global Partnership Plan of Action,
of which the Business Global Partnership is an important part,
outline the significant results of the trip. With a focus on
creating specific business opportunities, these steps should
increase U.S. export opportunities. Compared to any other
economic package resulting from a single presidential effort,
this represents a substantial success.

The Tokyo Declaration clearly and emphatically states that the
United States and Japan are resolved to enhance openness and
oppose protectionism. The Japanese government will expand
efforts to stimulate imports as outlined in the Global
Partnership Plan of Action (part II). The United States and
Japan have expressed support for efforts by Japanese companies
participating in the "Business Initiatives for Global
Partnership" (BGP). The BGP is a private sector initiative to
expand imports through company developed voluntary action plans.
We are encouraged by the announcement that 23 leading Japanese
companies in the electronics, auto, and machine industries will
increase imports from the world over JFY 1990 levels by $10
billion in JFY 1993. MITI and the USG will monitor the progress
of the plans and ensure that U.S. firms take effective steps to

benefit from this initiative.

The GOJ will employ tax incentives to promote imports by Japanese
companies and encourage local procuremnent by Japanese affiliated
companies operating abroad. The BGP will also enhance Japan
External Trade Organization (JETRO) activities which assist
foreign firms in establishing contacts with Japanese companies.

The BGP creates expanded opportunities for U.S. suppliers to
trade with Japanese companies and will assist U.S. firms in
pursuing export contracts and business arrangements under the
voluntary action plans recently announced by 23 Japanese firms.
We anticipate that many of an additional 88 Japanese companies
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and 22 industrial associations (which account for approximately
50 percent of Japanese trade) will soon announce voluntary import

plans.

Japan has also agreed to many specific measures under the BGP to
promote imports and increase foreign direct investment.
Cooperation by USG and GOJ financial institutions will create
additional opportunities for U.S. companies to work with Japanese
firms on projects in developing countries.

Specific sectoral achievements include:

Computeis

There is a wide disparity between the foreign share of Japan's
private sector computer market and the foreign share of the
public sector market. For example, industry figures show that
foreign manufacturers currently hold 41 percent of Japan'’s
private sector mainframe computer market but only 6 percent of
the public sector mainframe market. At the national government
level, foreign market share is only 0.4 percent.

U.S. and Japanese negotiators concluded a new procedural
agreement on Japanese public sector computer equipment and
services procurement, which requires public sector entities in
Japan to follow open and competitive procedures when procuring
such equipment or services. U.S. industry has praised the
agreement. It is estimated that this agreement will bring an
additional $2 - $3 billion a year in U.S. computer sales to
Japanese public sector entities.

Paper

Japan is the world’'s second largest producer and consumer of
paper and paperboard products. While it relies heavily on
imports for its raw materials, imports from the U.S. in 1990 of
printing/writing papers (higher value added papers) accounted for
only 0.2 percent of total Japanese consumption. This is true
despite the best efforts of competitive U.S. paper producers over
a period of years to penetrate the Japanese market.

The government of Japan has agreed to complete ongoing market
access negotiations with the U.S. Government by March 31, 1992,
Steps involved in this agreement will be combined with efforts by
Japanese paper distributors to increase their procurement of :
competitive U.S. products under the BGP initiative. In addition,
the Japan Fair Trade Commission (JFTC) will conduct & survey on
competitive conditions in the paper sector. We anticipate that
this survey will address what we believe are long-standing
anti-competitive and exclusionary activities on the part of
Japanese manufacturers and distributors of paper and paperboard
Once barriers are removed, we estimate that U.S.

products.,

exports could increase $400 million annually.

Glass

Japan is the world’s fourth largest market for flat glass. Only
All are members of

three Japanese companies produce flat glass.
well established and strong keiretsu. The overwhelming
difficulty for U.S. exporters has been penetrating the keiretsu
network and closed distribution system. Steps the Government of
Japan has agreed to take to increase market access for
competitive foreign firms to export flat glass to Japan include

the following:

o MITI will facilitate the efforts of foreign firms to
increase sales in the Japanese market;
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Japanese companies will be encouraged by MITI to include
imports of flat glass under their Business Global

Partnership plans;

o JFTC will survey conditions in the glass market from a
competition policy perspective;

All Japanese glass manufacturers will be encouraged by MITI

o
and the JFTC to put in place anti-monopoly compliance
programs by February 1992. A stated goal of such compliance
programs is to open the distribution system for glass to
competitive foreign glass manufacturers;

o The Ministry of Construction will facilitate efforts of

foreign firms to meet Japanese building standards for flat
and other glass building materials.

emiconductors

The President’s trip also resulted in a reaffirmation of the 1991
U.S,-Japan Semiconductor Arrangement. That agreement recognizes
the expectation of U.S. industry that foreign market share in
Japan will reach more than 20 percent by the end of 1992, This
figure is not a guarantee. In 1990, Japan'’s semiconductor market
was valued at about $20 billion. Current foreign market share in
Japan is 14.3 Percent. Foreign sales will have to increase by
about $1.2 billion by the end of this year to reach a 20 percent

market share.

Non-automotive Standards

The forty-nine non-automotive related standards and certification
issues raised by U.S. companies in various industries have been
resolved or will) be resolved through the office of the Trade and
Investment Ombudsman’s (OTO) intensified efforts. These steps
will improve market access in sectors such as industrial
machinery, chemicals, transportation equipment, processed food,
cosmetics, and pharmaceuticals. The Government of Japan will
continue to address market access issues raised by foreign
companies and others through the OTO.

SII

The Structural Impediments Initiative (SII) has been a key
element in our trade policy dialogue with Japan since it was
announced in July 1989. SII produced many meaningful commitments
on the part of the Japanese government. Progress has been
significant in some areas, but in others greater efforts are
needed. SII is critical to our firms’ ability to sell in Japan.
There can be no level playing field if exclusionary business
practices, investment restraints and business biases against

imports exist.

A successful SII complements the President’s specific commercial
goals in Japan. We have agreed with the Japanese government to
reinvigorate SII. The dialogue will broaden, new commitments
will be undertaken and old ones will be implemented fully. We
hope to have our next meeting within the coming month.

Autos and Auto Parts

Automotive trade with Japan in 1991 comprised an estimated 70
percent of the overall bilateral trade deficit. Comparatively
speaking, in 1987 (the peak deficit year) automotive trade was 56
percent of the bilateral trade deficit. The 1991 U.S.-Japan
automotive trade imbalance accounted for about 45 percent of the
worldwide U.S. merchandise trade deficit.



(i

Both U.S, auto parts and vehicle manufacturers have less than one
percent of the Japanese market while maintaining significant
market shares in other foreign countries -- even those which
possess indigenous, competitive automotive industries. Indeed,
excluding trade with Japan, we estimate the U.S. would show a $5
billion surplus in auto parts in 1991. Ford and GM sold over 3
million cars in the highly competitive European market last year.
Japanese vehicle manufacturers have been reluctant to procure
U.S.-made parts although the products are of high quality and are
competitively priced. The U.S.-Japan auto parts price survey
conducted in the spring of 1991 showed that U.S. parts, both
installed and uninstalled, are in many cases 200 to 300 percent
less expensive than the Japanese equivalent.

In the vehicle sector, access to the distribution system in Japan
has been a significant barrier to market access. During the
visit, each of the five major Japanese automotive manufacturers
indicated their intention to provide access to their dealership
network for U.S. auto manufacturers through company to company
arrangements. These actions build on earlier announcements by
Japanese automotive manufacturers to no longer require prior
notification or consultation from their dealerships before the
dealers undertook dual dealership arrar.ements.

Outstanding standards and certification issues identified by U.S.
industry have also been significant impediments preventing U.S.
firms from gaining further access to the Japanese market.

Several issues have been in existence for more than a decade.
Combined with both the contractual restrictions effectively
preventing Japanese auto dealers from "dualing," i.e., carrying a
competing manufacturer'’s product, and with exorbitant land prices
in Japan (which effectively preclude the establishment of
independent distribution networks), U.S. manufacturers have not
had effective distribution opportunities,

We reached a resolution of a majority of standards issues, and in
a few months all of the issues will be resolved. Twelve of the
fourteen outstanding issues have been resolved completely, and of
the remaining eight issues, six are in a resolution process, i.e.
we have reached an understanding on how to finalize them. The
remaining two issues will be resolved shortly.

Specifically, the expedited method for importing vehicles into
Japan, known as the "preferential handling procedure," now has a
potential higher unit cap of 3,000 units per model. Previously,
the limit had been 1,000 units. Also, Japan agreed to accept
auto emission test data from the U.S. (U.S. vehicles still tested
to Japanese standards), which reciprocates U.S. practice.

MITI has announced tax and financial incentives under the
Business Global Partnership, and the joint MITI-DOC vehicle trade
opportunity study is progressing. The contractual relationship
between dealers and auto manufacturers has been revised and now
no longer includes a clause requiring dealers to hold
consultations with the manufacturer prior to handling competing
products. The Japan Fair Trade Commission (JFTC) also announced
its intention to initiate a survey of competition in the
automobile and auto parts sectors before the end of March, 1992.

In the auto parts sector, the Japanese automotive manufacturers
announced voluntary plans to increase parts purchases by $10
billion by 1994. This is an increase from about $9 billion in
JFY 1990 to $19 billion in 1994. These are significant numbers
and represent a step in the right direction.
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The U.S. and Japanese governments also reached agreement on the
technical aspects of the joint sourcing scudy which will be
underway this spring. The first phase of the study will examine
the sourcing patterns of the U,S. and Japanese vehicle
manufacturers, including Japanese transplants in the U.S. The
second phase will examine the origin of the subcomponents used by
the first tier suppliers in manufacturing parts sold to the
automaker. The study will be useful in providing benchmarks for
claims of increasing U.S. content by Japanese manufacturers.

In the private sector, the Big Three announced their intention to
meet again with the CEOs of the five major Japanese auto
manufacturers. The visit was also an opportunity for the other
members of the delegation to open a dialogue with their
counterparts in Japan.

CONCLUSION

As the President said upon his departure for Asia on December 30:
"The sharp lines that once separated foreign and domestic policy
have been overtaken by a new reality. If we want to put people
to work here at home, we’ve got to expand trade and to open

markets."

That’s what this trip was all about. It was not meant as a trade
mission, winning contracts for specific companies. It was not
conceived as a trade negotiation, aimed at solving individual
problems, although we did make excellent progress in various
areas as I have discussed above. It was quite simply a mission
designed to bring trade and economic concerns to the forefront of
our bilateral relations with these countries. As the President
has stressed in the past, economic security in the New World
Order will be as important as military security. American
industry is willing and able to play the same important role in
the pursuit of economic security as it did in the pursuit of
military security. American industry and American workers are
willing and anxious to compete globally on the basis of fair
trade principles and quality products. That was the message we
brought to Australia, Singapore, Korea, and Japan; and by that
measure, the mission was a success.

MINISTRY OF TRANSPORT

KASUMICASEKI CHIYODAKY,
TOKYQ, JARPAN

The Honorab.e e B e 295z
J. Michael Parren

Under Secretary for Internaticnal Trade

U.S. Department of Commerce

Washington, D.C. 20230

Dear Mr. Farren:

ponge to President Bush's erip to Japan in early January, 1992,
the United States and Japanese Governments reached agreement on measures to
fecilitate the application process for the Japanese Tvpe Designation
#rproval (TDA) concerning the impert of U.S.‘manufactured vehicles into
Japan. At that time we agreed to exchange letters betweesn the Japanese

-
=
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Mindstry cf Trapspert (MOT) and the U,5. Department of Commerce (DOC)
cutlining these measures and the respensibilities assoclated therewith,

The MCOT will actively assist the U,S., company to ensure a smooth
apzlication process. The f£irst time each U,S8, manufacturer applies for TDA,
MeT will offer counseling and assistance to the U.S, company for a smooth
and expeditious application process, MOT understands that DOC will cooperate
in these efforts, In this respect, the MOT is ready to send a mission to
explain TDA system so that the utilizariorn of this system by U.S, avtomakers
pay be further premoted, The MOT understands that the U.S, Governmant will
encourage .S, autcmakers to utilize the TDA system as much as possible,

The MOT 13 cémmitted o incurring travel and other reiated costs of MOT
w£91¢1alg asscciated with the testing, in U.S. manufacturer's facilities,
cf 0.8, veMicles submittad for application to the TDR system for export to
tre Ja;énese marxet in compliance with Japanese standards, MOT is alsc
concivted to upcurring travel and other related expenses of ¥AT officials
agzoriawed with the evamination ¢f the U.S. official testing inmstitute for

ther purpese of 1tx designation,

Two months after the Type Designation application has been filed with
the MCT, the MOT will notify the applicant in writing of its application
£ratus, At that time MOT will also inform the applicant of action, 1f any,
that reeds to be taken to complete the approval process,

~he ¥OT has, so far, taken neasures to simplify the TCA system, for
example,
--8hortening of exavanatiorn periods
-~Acceptance of data from foreign official testing institutes
--Prascic sinplification of docurnents required for acquiring
“DA

The MCT will be ready to continue to streamline the TDA system as far

v

wezikle and as problers arise.

v

“he U.S. and Japarese Gevermwenss will cantinue to work for the
iatarrational harmonization of motor vehicle standards, The MCY and DOC and
otizr appropriate U.S, government agencies will work together to facilitave

U.S. covpanles' integgraticn into the TDA system. The U.S. Government will
-~

(JETRT) Butoinchile Cepartment in New York as a lccal conbtact in addition to
¥I72's Vehivee and Coirponent Approval Ditvision, Road Transport Bureau, and
TS Automobkile Type Aprroval Test Division, Traffic Safety and Nuisance

Recsarch Institute as necessary to resolve any potential problems which
could arise in the future,
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in this regard, a fruitful and ¢cooperative 0.8.-Japan relationship will
be mairtained and enhanced in the future through deeper mutual

understanding.,
Sincerely,
l§2~. <:E~ﬂf\,’:ré;%tﬂ~‘2—~———~”
Kiyoshi Terashima
vice Minister for
International affairs
P.S.

sctached :s the list deta:ling the statug of aute standard issues,
produced on a non-paper basis on Jan. 9, 1992, We will be following up on
these issucz. ve will pe werking with you in the near future.

Auto standardg
status ¢f the 14 points

six Yssues in Resclusion by OTQ:

1. issue: engine exhaust emissions test (OTO 453)
vesolution: MOT will accept data that official
test institutes in the U.S. conduct
according to Japanese emission contrel
test mocalities. MOT will start discussions
with the USG EPA on technical aspacts of
these procedures.

5. i{ssue: DPHP (Preferantial Handling Frocedure) (OTO 454)

resolution: Preferential Handling Procedure (PHP) can
be applied up to 2000 units per yeax for each
type. Furthermore provided that application for
Type Tesigration (TD) is submitted by the appli-
cant at the time when the number of vehicles to
which PHP is applied reaches 2000, *PHP can ve
applied to up to a total of 3000 units per yeax
for each type until the procedure of TD is
conpleted.

3. issue: catalytic ccnverter overheat warning systen
(07O 457)
resclution: MOT will enter into technical discussions
with USG agencies to resolve this issue.

4. iesue: exterior rear-view mirror (to OTO 12/26/91)
urderstanding: MOT will accept foreign technical standard
data which American carmakers are now furnishing
for U,S. exports to Europe as equivalent to the
corresponding test procedures in Japan.

5. issue: head restraint test (0TO 456)
understanding: MOT will accept foreign technical standard
dats which American carmakers are now furnishing
for U.S. exports to Europe as egquivalaent to the
corresponding test procadures in Japan.
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6. issue: complete on/off function ¢f front turn signal
lamps (070 4£59)
understanding: The USG and GOJ agree to co-sponsor and
cooperatively support discussion to develop a
fixed variation of intensity standard for tuxrn
signal larps in the ECE WP 29.

Six Issves $olved Technigcally As Of 1/1/92

7. issue: brake test (never submitted to 0TO)
U.S. request: eliminata test and accept U.S. stardarxds
and manufacturer’s certificate
status: resoclved

8. issue: lighting device test (OTO 461)
U.S, reguest: eliminate test and agree to common standards

status: resolved

$. issue: chassis stamp - vehicle identification number
{never submitted to OTO)
U.8, raquest: accept U.S. practice
status: resolved

10. issue: steering impact test (air tags)
(rever submitted to OTO)
U.S. reguest: accept U.S. test
status: resolved

issue: side-slip test (never subnitted to 0OTO)

U.S. reguest: eliminate test or use wore nmodern testing
eguipment

status: resolved

P
[

»)

issue: conmmenized vericle inspection at local Land
offices (never subritfed to 0OTQ)

U.S. reguest: hat Japan adopt a single vehicle
inspection system nationwide

status; resolution in implementation

[

Two _JIssues to be Resolved Imminently

13. issue:r light-alloy wheel test (alminum wheels) (OTO 460)
U.5. reguest: accept U.S. SAE test as functional
eguivalent and allow manufacturer to certify
status: SAY standards solution within 3 months

14, issue: rear side marker lamp rust be within 400 mm of
the car’s rear end (OTO 458)
U.S. reguest: eliminate requirement or relax to the
standard of the rear reflector (over wheel)
status: ECE WP 29 solution within 3 months
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JAPAN COUNTRY FACT SHEET
PROFILE:;
A. Population: 123.61 million
B. Recligions: Shintoism, Buddhism, Christianity 1 percent

C. Government: Type: Parliamentary Democracy
Head of Government: Prime Minister Kiichi Miyazawa

D. Language: Japanese
ECONOMY:
1988 1989 1990
A. GNP ($B, Nominal) 2,916 2,890 2,964
B. GNP Growth Rate (real, 1985 base) 6.2 4.7 5.6
C. GNP per capita (in dollars) 23,750 23,448 2397
D. Government spending as a percent of GNP 15.8 15.6 154
E. Inflation (CPI, 1985 base, percent) 0.7 23 3
F. Unemployment (percent) 25 23 2.1
G. Foreign Exchange Reserves ($B) 971.7 84.9 77.1
H. Average Exchange Rate ($1=) 128.15 137.96 144.79
I. U.S. Economic Assistance 0 0 0
J. Output/hour manufacturing (1985 =100) 90.7 98 94.6
K. Domestic Demand (percent growth) 7.6 59 58
L. Houschold Savings Rate (percent) 143 14.1 138
TRADE:
A. Total Japanese Exports ($M) 265,917 275,175 286,948
B. Total Japanese Imports ($M) 187,354 210,847 234,799
C. Total U.S. Exports (FAS value, $M) 322,426 363,812 393,893
D. Total U.S. Imports (customs value, $M) 440,952 473,211 494,903
E. US. Exports to Japan (FAS, $M) 37,725 44,494 48,585
F. U.S. Imports from Japan (customs value, $M) 89,519 93,553 89,655

Principal U.S, Exports: automatic data processing machines and office equipment; wood,
in the rough or roughly squared; aircraft, spacecraft, and associated equipment; seafood
products; semiconductors and other electronic components

Principal U.S, Imports: motor cars and other motor vehicles, automatic data processing
machines and office equipment, parts and accessories of motor vehicles, scientific optical
equipment, and semiconductors and other electronic components

Best U.S. Export Prospects: Pharmaceuticals, tclecommunication services, marine fishery
products, biotechnology products, medical equipment and supplies, industrial chemicals,
aircraft and parts, architectural/engincering/construction services, sporting goods, computer
software and services, and building products.

Foreign Supplier Share of Japanese Imports in 1990:

1. S.E. Asia:  23.3 percent 3. EC. 14.9 percent 5. Indonesia: 5.4 percent
2. US.: 22.4 percent 4. Middle East: 13.2 percent 6. Australia: 5.3 percent

v
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BOP Current Account Balance: 1989: $57.16 billion
1990: $35.79 billion

Trade Balances with leading partners, 1990 ($B):

1. US.: 41.07

2. S.E. Asia: 28.12

3. E.C. (including the Federal Republic of Germany): 18.49

4. Federal Republic of Germany: 6.30

5. Republic of Korea: 575

6. Middle East: -21.46
IMPORT POLICY:

1

2

Tariffs: The average Japanese tariff is low, but on specific items, particularly foodstuffs and
leather goods, both tariffs and quotas are trade restrictive. Japan has recently eliminated the
import quotas on beef and citrus, as well as the quotas on many processed foods,

Taxes: Since April 1, 1989, the commodity tax has been replaced with a general consumption
tax of 3 percent, 6 percent on autos, which is levied on the c.if. plus duty value,
Licensing of Technology: Until recently, a report had to be filed with the Ministry of
Finance and other competent ministries through the Bank of Japan before signing a licensing
contract. In practice, the investor was notified that the Japanese Government had no
objection within one hour following notification, if the proposcd investment was in
unrestricted industries. However, as part of the U.S.-Japan Structural Impediments Initiative
Agreement, this prior notification requirement has been replaced by ex post facto notification
for investment in unrestricted sectors. More stringent regulations apply to "designated
technologies” which have been determined to have significant influcnce on the security of the

nation and the national economy.

INVESTMENT

Foreign Ownership Restrictions: A 100 percent foreign capital is allowed in

principle except for the following sectors: broadcasting; teleccommunications; electric power
generation; domestic rail and air transportation; arms; gun powder; atomic energy; aircraft;

space development; narcotic manufacturing; vaccinc manufacturing; sccurity guard services;
agriculture, forestry, and fisheries; petroleum refining and marketing; leather and leather

product manufacturing; and mining.

Total U.S. Direct Investment in Japan (cumulative): 1988 $16.9 billion, 1989 $18.5 billion,
1990 $20.9 billion.

Principal Foreign Investment Sectors in Japan (1950-1989); Machinery, chemical,
commerce/foreign trade, services, real estate, petroleum, banking/insurance, and metals.

U.S. Share of Foreign Direct Investment in Japan: 50.5 percent (as of March 31, 1990)

Principal Foreign Investors in Japan (JEY 1989): United Statcs, the Netherlands, Federal
Republic of Germany, Switzerland, United Kingdom, and Hong Kong.

Japan's Foreign Direct Investment in U.S, (cumulative): 1988 $53.4 billion, 1989 $67.3
billion, 1990 $83.5 billion.
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FOREIGN TRADE OUTLOOK - ECONOMIC OVERVIEW

‘The Japanese economy continues to experience success despite the recession in the United States.
Since 1987, Japan has enjoyed strong economic growth, highlighted by low inflation and
unemployment and led by strong domestic rather than external demand. The real GNP growth rate
in 1990 was 5.6 percent. Japanese monetary policy played an important role through 1989 in
sustaining expansion of Japancse domestic demand, while falling import prices and a measure of
deregulation kept inflation at bay. Troubled stocks and more stringent monetary policy have not yet
dampcened perceptibly the strong growth in all components of domestic demand, except housing,
Consunier spending and corporate investment are the mainstays of the current boom.

More and more U.S. companies are realizing that the best way to respond to Japanese competition
at home and in world markets is to become involved in the Japanese market. Not only is Japan the
world’s second largest cconomy ($2.96 trillion) after the United States, it is the largest economy in
Asia and the second largest market for U.S, exports after Canada. Japan has a highly educated and
efficient labor force, a stable government, an economy driven by high levels of houschold savings and
capital investment, a huge and growing domestic market, and continuing growth exceeding that of
the United States. Not only are there opportunities for U.S. companies in the Japanese market, but
market entry into Japan should be a vital part of any company's international marketing strategy.

Over the next several years, Japan will offer many new business opportunities -- in infrastructure
build-up, as the tremendous economic growth has brought a need for airports, roads, bridges, and
housing; in leisure, as the Japanese worker finds more time and money to spend off the job; in
retirement communitics and health care with the "graying” of Japanese society; in changing and
broadening consumer tastes, as the average Japancse consumer has become more cosmopolitan with
greater exposure to foreign products; and in Japan's large Official Development Assistance (ODA)

projects.

THE JAPANESE ECONOMY

The Japanese cconomy, rebuilt from post-Second World War ruins, was the world’s second largest
economy in 1990. Persistently huge external trade imbalances have evoked steadily mounting
international economic and political pressures on Japan to adopt policies that accelerate structural
adjustment. Frustrated trading partners point oul that Japan is also home to inefficicnt transport,
agricultural, construction, and distribution sectors which are sheltered from foreign competition.
Transition to greater competition in these sectors is under way -- too slow to satisfy trading partners,

but remarkably rapid in Japanese cyes.

Imports into Japan are increasing, and the share of imported manufactured goods has risen from
" about 20 percent in 1982 to about 48 percent in 1990 (SITC categorics 5-8). Japanese external
balances, after a four-year upward spiral, declined in yen terms in 1987, and in dollar terms since

1988,

Following Japan's reversal of its casy monetary policy in latc 1989, a climb in interest rates brought
capital costs from historic lows to levels more comparable with those in the United States. Together
with a change in expectations of carnings, the higher intcrest rates prompted reduced net capital
outflows from Japan. Japanese monctary policy tightening coincided with two distinct periods of
broad cquily market depreciation, the first in the early spring of 1990 and the latter following the

Iraqi invasion of Kuwait in August 1990.
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Japan has pursued relatively tight fiscal policics since 1982 to constrain growth in government debi,
which had expanded to about 35 percent of nominal Gross National Product (GNP) in that year.
However, under pressure from other Group of Seven (G-7) countries to contribute to the reduction
of international imbalances, the Japanese Government in June 1987 initiated a $35 billion
multisector public works spending package and followed up with tax cuts worth about $10 billion.
Building on economic growth which began late in 1986, the package helped to reduce fiscal drag on
the economy. In the June 1990 report on the U.S.-Japan Structural Impediments Initiative (SII)
Agreement, the Japanese Government agreed to formulate a ten-year plan to boost social

infrastructure spending significantly.

In coopcration with the United States, Japan is playing a lcading role in increasing Official
Development Assistance (ODA) flows, and became the world's largest donor in 1990. Japan has
committed to double ODA to at least $50 billion over the five-year period from 1988 to 1992 and to

improve the quality of that aid by boosting the share of grant and untied aid.

Japan cnded most forcign exchange controls in the 1970s, culminating in a major simplification of the
Foreign Exchange and Forcign Trade Control Law in 1980. Currcntly, pursuant to the international
understanding launched under the 1985 Plaza Accord and refined since then, Japan actively
coordinates economic policies with the United States and its other G-7 partners. The appreciation
of the yen since 1985 has increased the price competitivencss of American products and is
contributing to the reduction of Japan's enormous external trade imbalances. At this point, although
import price reductions have had some impact in moderaling domeslic price levels, there remains
room for further improvement in terms of benefits for consumers.  This situation could stimulate

additional de:mand for imports.

WHY EXPORT TO JAPAN?

You have heard about the great market potential in Japan for goods and services. There are three
basic reasons why your firm’s produclts and scrvices should be in the Japanese market.

First, Japancse consumers, both individual and corporate, arc spending in,record amounts. This
recent phenomenon s in addition to the high levels of capital investment and rescarch and
development (R&D) outlays of the private business sector, and continuces to fuel Japan’s economic
growth. Alrcady, many Europcan and Asian competitors are pursuing this trend and have come to

Japan in [orce.

Sccond, there is a massive infrastructure buildup under way in Japan as it strides into the 21st
century. Trillions of dollars are to be spent on airports, bridges, roads, port development projects,
heliports, buildings, tclecommunications systems, resorts, retirement communitics, marinas,
conference centers, and medical and science cities. Furthermore, the U.S. Government has
negotiated an agreement with the Japanese Government to ensure more opportunities for American

firms in the Japancse construction market.

Third, entering the Japanese market should be regarded as an indispensable part of the global
strategy of your business -- and without a global strategy, it will be very difficult to remain
competitive in your domestic market over the long term. Your firm should be in Japan (1) at a
minimum, to gather information on the Japanese competition and new Japanese technology; (2) to
exploit the growing Japanese market; (3) to compete with your Japanese competition in Japan,
thereby enhancing your competitiveness and your market share ultimatcly in the United States; and
(4) to establish relationships with Japanese business and government entitics to enable your company

2
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to work in Japanese-financed devclopment projects in third countries. Japan's Official Development
Assistance (ODA) program is now one of the world's largest providers of U.S. Agency for
International Development (AID)-type grants and loans. Finally, experience gained in Japan
responding to the severe demands of Japanese customers can result in improvements to your
products made and sold throughout the world. The observation that if a company can sell in Japan,

it can sell anywhere, is basically true.

YES, THERE ARE DIFFICULTIES, BUT THEY CAN BE OVERCOME!

So you have heard about great opportunitics in Japan and its necessary role in your firm’s
international marketing strategy. You have also been warned of the great difficulties your firm will
face. You have been told that your goods may be treated unfairly, that you will have to adapt your
product to the Japancse market, and that the distribution system in Japan is too mysterious and
complex. Beyond these problems, you recognize that you will face impenetrable cultural barriers.
However, only some of this is true to a limited degree, and these perceptions should not deter you
from taking advantage of one of the world’s largest and richest markets.

Unquestionably, Japan is a difficult market to crack and, as in most countries, there are cases of
protectionism. Nevertheless, Japan is not the "closcd market” of even a decade ago. There are now
very few formal barriers to trade in the form of quotas and tariffs. For those who have a quality
product and arc willing to undertake the high cost of initial market entry in the world’s most
expensive country, it is possible to achieve a substantial market share and to make significant profits.
The regulatory system is still complex, but the Japanese Government has substantially removed the
legal and administrative restrictions on imports and foreign investment in Japan that traditionally
made doing business there difficult for U.S. businesses, In fact, the Japanese Government has
shifted its position towards encouraging imports and promoting investment. However, some knotty
regulatory barriers and discrimination do still exist. When a company cannot solve such problems
independently or through legal advisers in Japan, the U.S. Government, and particularly the U.S.
Department of Commerce, can often provide assistance. U.S. companies should not be afraid of
retaliation by the Japanese bureaucracy for secking fairness and transparency in Japancse
administrative regulations. There are difficulties, but upon closer inspection, they are not as
formidable as they first appear. With a little hard work, they can usually be overcome. Many U.S.
firms now realize that they can no longer afford not to make a commitment to the Japanese market.
The ultimate benefits of getting established in one of the world's largest, most advanced, and
dynamic economies, more than repay the initial cffort and long-term commitment.

MARKETING STRATEGY

The key to your success in Japan is the commitment of your resources -- including your time, money,
and personnel -- to develop a market for the long term. If you prepare well, exercise patience, and
demonstrate commitment, then you will likely reap substantial benefits from your efforts. There are

six key points that cvery American firm wishing to do well in Japan must know, understand, and
remember before entering the market:

Product: The acccptance of your product in the Japanese market is based primarily on its quality
and after-sales scrvice, not its price (although this is still an important consideration). Your product
may sell well in the United States and other countries, but that does not mean it will be well
reccived in Japan. The Japanese are the most discriminating shoppers in the world. The Japancse
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are very quality-conscious. Strict delivery dates must be met, Customer-oriented service is a decisive
factor. The Japanese consumer looks for innovation in technology, design, style, and fashion. Both
your product and corporate image are critically important.

Preparation: Substantial preparatory homework is required. You must make an effort to know the
market for your product and your potential competition in that market. You must carcfully monitor
the activities of Japanese competitors and Japanese Government regulations and development
programs. Furthermore, you must be ready and willing to modify your product to meet local
marketing requirements. This modification would include metrification of products, manuals, and
sales literature. These steps may be necessary in order to meet some regulatory condition or simply
to conform to the personal preferences of the Japanese consumer or end-user. Your firm would do
no less when selling in the United States. You should have all relevant product literature translated

into Japanese. This may prove expensive, but it is necessary.

Presence: In almost cvery case, you MUST have a presence in the Japanesc market if your firm is
to succeed. This can be in the form of a representative -- an individual or organization that serves as
a middleman representing you and your product, or an actual physical presence by your firm -- a
liaison or branch office, subsidiary, or joint venture. Whichever option you choose, a presence is
absolutely essential. Your firm needs someone in Japan to advertise your product, take orders,
resolve potential delivery problems or bottlenccks on the Japanese side, work with distributors,
replace defective or broken goods, and implement after-sales service. You need someone to
physically import the product, to arrange payment, and to kecp you informed of what is happening.
This last point is often neglected by exporters. Products come and go in Japan. What is an
advanced product or in fashion today can be outmoded and unfashionable tomorrow. Your firm
must be continuously kept aware of market trends and product developments in Japan to remain

competitive.

Culture: An understanding of the Japanesc business mentality and a willingness to accommodate
Japanese consumer preferences are extremely important. Simply put, learn about Japan -- about its
culture, history, and business practices. One of the most common mistakes American firms make in
Japan is that they do not listen to their people in Japan. It is wise to listen to your Japanese
representative when he or she makes a suggestion. Your representative is in the best position to
know what is going on in Japan, and therefore, to reccommend the best course of action.
Demonstrate prudence, but do not disregard the comments or suggestions made by your
representative in Japan. A lack of responsiveness by you may result in an acriving shipment not

being cleared through customs or poor salcs.

Education: Many products from the United States fit into a cultural or an industrial environment
that may not currently exist in Japan. This uniqueness is what often gives U.S. produets the edge.
However, you often must educate your customers about the product’s purpose, use, and quality.

“Patience: Entering the Japanese market requires a long-term approach; negotiations are likely to
be lengthy, initial costs arc high, and returns may be slow in reaching profitable levels. Do not
expect immediate results. Only by excrcising paticnce will you succeed. A number of firms have
failed in Japan only because they lacked a sustained commitment and prematurcly withdrew from the

market.



90

Distribution and Sales Channels

The Japanese distribution system is very different from our own; it is as inefficient as it is complex.
There are two basic methods of distribution for potential exporiers to Japan. Onc is 10 use the
existing distribution channcls of a trading company, manufacturer, or wholesalcr. The other is to set
up your own distribution system -- which could be very expensive initially, but more efficient over the
long term. The decision as to which approach to follow must be based on an assessment of product
characteristics, the potential market size, the structure of the market (buyer universe), the degree of
complexity of the existing distribution channcls, and your firm’s resources, as well as your willingness
and ability to commit them to the development of the Japancse market.

If the market is one in which there is a large number of smaller end-users located throughout the
country, it may be necessary to rely on a network of wholesalers. Where the buyer universe is
relatively concentrated among a limited number of large firms, marketing may be direct or through a
single intermediary. A key factor for you is to answer the question, "Who has control over the
channels of distribution which provide access to my market?” Your firm must understand existing
distribution channels in order to utilize them or develop an innovative approach. To reach your
potential customers, you may have to rely on a trading company or wholesaler who controls related

distribution channels for your product.

Japanese distribution practices are often markedly different from those in the United States.
Multiple layers of middlemen may be involved in a system of highly institutionalized marketing
channels linking producers, retailers, and end-users. Wholesalers and retailers in Japan significantly
outnumber their counterparts in the United States. Many elements of the distribution system have
fewer than ten employees, cannot provide their own credit or maintain large inventories, and often
have financial, ownership, or exclusive arrangements with major Japancse manufacturers, industrial
groups, or trading companics. Distribution channels in Japan vary considerably from industry to
industry and product to product with particular differences between consumer and industrial goods.

In some capital goods scctors, Japan has a number of small firms which function as subcontractors
for larger manufacturers. Small and medium-sized firms, cmploying fewer than 300 persons, supply
the majority of manulacturing industrics with most of their products. To scll to these firms, it is
often necessary 1o follow a multilayered distribution system. You need to determine the identity,
locations, and nceds of your customers before choosing the distribution channel. Your
representative can be of tremendous aid in identifying and accessing the proper distribution channel.

Introducing Your Product to the Japanese Market

The first move your company must make before entering the Japanese market is to determine
whether or not there is in fact a market for your product. Second, you must have a market strategy.
The Japancse customer is the most demanding in the world.  Poor quality, inferior packaging, and
sccond-rate customer service will not be tolerated. In addition, when doing business in Japan, what
is considered unnccessary flufl in most countries is vital for the success of your company. You arc
trying to sell more than your product to the Japanese. Your company's image, rcputation, and
reliability arc critically impottant. The Japancese insist on knowing your company’s history, goals, and
vision for success. Perception and image are everything in Japan. The more information they know
about you and your company, the more comfortable they will be in dealing with you.
Communication is vital. Your potential Japancese agent/distributor/representative must be reassured
that you are making a permanent commitment o the Japanese market. If you have not convinced
him or her of your seriousness, your product will receive minimal considcration.
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You should designate a manager who is responsible for Japan operations. Idcally, the Japan
portfolio should be the manager’s sole responsibility; and if not resident in Japan, he or she should
visit Japan at lcast four times a ycar. In addition, when sclling the product, a company
representative who knows the product should be in Japan to answer specific technical questions or
hold seminars and conferences. Too often, when a potential Japanese customer asks a technical
question about a U.S. product, the American company’s marketing represcntative cannot answer the
question. Providing an informational brochure in Japancse is a good beginning, but quite often it is
not enough. The inability of your sales representative in Japan to answer technical questions about
the product indicates (o your potential customers a lack of pride in your product. They will take

their business elsewhere.

The Japancse often praise the innovative design, technology, and creativity of American products.
However, many times they are critical of the low quality of the product or the reluctance of
American companies to alter their product to mect Japanese consumer tastes. Japanese consumers
will carclully examine the stitching of clothing and will notice if the color fades when washed, If
they detect a {law, they are unlikely to purchase the product. American companies cannot stand pat
in the Japancse market cither. Too often, an American company will have a good product that
captures Japanese interest, but the company does not continue to develop or modify the product to
mect the specific nceds of the Japanesc consumer. Mcanwhile, Japanese and Asian competitors will

take the product, copy it, and improve it -- offering it at a cheaper price.

The type of product that you are interested in exporting to Japan will largely dictate the direction

you will take. Listed below are a few suggestions on how to expose your product to the Japancse

market. Pleasc note, and this is of the utmost importance to succeed in Japan, that your goal here is
to introduce yourself to your potential Japancse counterpart -- your partner, if you will. This partner
is the organization, company, or person with whom you, the exporter, will work. Your partner’s role
in this arrangement is to introduce and sell your merchandise to the Japanese consumer or end-user.
dowever, your cooperation, attention to detail, and involvement are the primary conditions tor their

success, and yours,

The Agent/Distributor Service: The U.S. Department of Commerce offers the Agent/Distributor
Service (ADS) which is an overscas scarch to identify potential representatives for your product in
the Japanese market. U.S. commercial officers in Japan prepare a list identifying up to six Japancse
prospects who have expressed an interest in representing you in the market. Since the processing
time at the U.S. Embassy ranges from 30 to 45 days, you should allow for sufficicnt lcad time. An
additional bencfit from this scrvice is that the U.S. Government is introducing your firm (o a
potential Japanese partner. Proper introductions by third partics arc an integral part of doing
business in Japan, and many Japancse firms are reluctant to do business without an appropriate
introduction. When filing for the ADS, you should give as much information as possible about what
is unique or different about your product. Information on your company’s function, history, and
goals is cqually important. The ADS docs not include a scarch for a licensee or joint venture
partner. Contact your local U.S. Department of Commerce district office for more information on

the ADS.

The Comparison Shopping Service and Market Research: The Comparison Shopping Service
(CSS) is a more comprehensive service for those companies which arc prepared to make a more
serious initial commitment to the Japanese market. The CSS is a custom market research service
designed to help firms such as yours get the precise information you neced to assess a given export
market. The CSS can provide key marketing facts about your specific product which cannot be

found in broader industry surveys.
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The CSS provides answers to nine key marketing questions about your product in Japan: (1) Does
the product have sales potential in the market? (2) Who is supplying a comparable product locally?
(3) What is the usual sales channel for getting this type of product into the market? (4) What is the
going price for a comparable product in this market? (5) Are purchasers of such products primarily
influenced by price or other competitive factors, such as credit, quality, delivery, service, promotion,
brand, etc.? (6) What is the best way to get sales exposure in the market for this type of product?
(7) Are there any impediments to selling this type of product in this market, such as quotas, duties,
or local regulations that might impede sales? (8) Who might be interested and qualified to represent
or purchase this company’s product in the market? and (9) If a licensing or joint venture strategy
seems desirable for this market, who might be an interested and qualificd partner for the U.S.

company?

Answers to thesc questions arc obtaincd from on-the-spot, personal interviews conducted by private
sector market rescarch firms in Japan. The rescarchers conduct a CSS survey by interviewing
knowlcdgeable local sources, such as importers, distributors, cnd-users, or local producers of
comparable products. The final CSS survey will be completed and sent to you in approximately 60
days. For further information, contact your nearest U.S. Department of Commerce distric!. office.

There are many industry subscctor analysis reports that have been written by the U.S. and Foreign
Commercial Service of the U.S. Department of Commerce and Japan External Trade Organization
(JETRO). For a list of market research reports available, contact the Japan Export Information
Center (JEIC) at (202) 377-2425. In addition, if your firm wishes to contract for more detailed
market rescarch, contact the JEIC to obtain a list of market research and business consulting firms in

Japan.

Trade Shows/Missions: These events offer excellent opportunitics to introduce your product to
the market, expose your company and pfoducts to a large number of potential customers, enhance
and build your company’s image, educate the market about your products, lcarn about the needs and
expectations of the customer, and lcarn about the competition. The U.S. Department of Commerce
regularly schedules showings of American products and invites interested Japanese buyers to attend.
For more information, contact your local U.S. Department of Commerce district office or the U.S.
Department of Commerce’s Japan Export Information Center (JEIC). The various types of trade

shows include the following:

TraDE Events: Overscas promotions that are organized and recruited by the U.S. Department of
Commerce. The shows are industry specific and are of usually two types. Solo Exhibits are shows
which are initiated and staged by the Commerce Department and which feature only U.S. exhibitors
and their products. International Trade Fairs are shows in which the Commerce Department
establishes a U.S. section or pavilion, featuring U.S. products and exhibitors. Cost of participation in
trade shows vary, but for companies that have the resources, trade missions can be one of the most
cost effective ways of developing an export market.  For more information, contact the Office of

International Operations at (202) 377-8422,

MatcumAKER TRADE DELEGATIONs : Overscas sales promotion trips arranged znd recruited by the
Commerce Department. Matchmakers arc week-long, industry specific trade delegations. They are
often planned in conjunction with a recognized international trade fair. Commercial specialists at the
U.S. Embassy in Japan match American suppliers in one-on-one interviews with potential agents,
distributors, and/or joint venture or licensce partners -- depending on the market penctration
strategy of the U.S. firm. Mission members are responsible for their own expenges and a
contribution to defray general mission expenses. For more information, contact the Office of

Marketing Programs at (202) 377-4231.
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Foretan Buver PrRooraM: Trade missions of Japanese buyers who visit U.S. domestic sales
promotion events arranged and recruited by the Commerce Department. Foreign Buycr Shows
present a broad range of products and services with good prospeets for increased international sales.
For more information, contact Export Promotion Services at (202) 377-0871.

State Representative Offices in Japan: Thirty-cight U.S. states have their own representative
office in Japan. These offices are designed to promote exports from and encourage investment in
their respective states.  You should contact your state government in order to determine what

assistance it can provide you. For a list of state representative offices in Japan, contact the Japan

Export Information Center at (202) 377-2425,

Industry Trade Assoclations: You should contact your trade association for information on
exporting to Japan. U.S. trade associations often have international departments or affiliations which
can provide information on marketing; testing, standards, and certification; and intcllectual property
protection. Members of the association serve as excellent sources of information and may be able to
introduce your company to a potential partner in Japan. Also, your association may have a good
working relationship with a counterpart association ot office in Japan. Some U.S. industry
associations with offices in Japan include the American Electronics Association, the Motion Picture
Association of America, Inc., the Pharmaccutical Manufacturers Association, the U.S. Semiconductor
Industry Association, the U.S. Electronics Industry, and the U.S. Automotive Parts Industry.

Export Trading/Management Companies: Trading and management companics are trade
intermediarics or middlemen that provide clients with a varicty of export trade services. Each trading
company is unique in the combination of scrvices it offers and the products it handles. Some trade
intcrmediarics deal in a wide range of trade facilitation services while others specialize in a few.
Such services can include, for example, advertising and promotion; consolidation of the shipments of
a number of suppliers to lower freight rates; supplying freight forwarding and international
documentation; finding suitable distributors and interested overseas buyers; providing credit checks
on overseas traders and buyers; market research; translation; and taking title of the goods, Available
through U.S. Department of Commerce district offices is a publication titled Eaport Yellow Pages
that lists contact information on 1,000 U.S. export trading companics.  The choice between using a
Japancsc or an American sales agent/distributor should be based on informed knowledge of the

markel.

Japan has more than 6,000 trading companics. Japanese trading companics include many small,
specialized firms “senmon shosha” that represent the primary Japancse equivalent to U.S. trade
intermediarics. Japancsce trading companies also include general trading companics, “sogo shosha,”
that represent the vanguard of the Japanese economy. The sogo shosha account for 50 percent of
Japan's exports and 60 percent of imports. The nine largest Japanese sogo shosha have a combined
annual sales volume of about $700 billion. For the year ending March 1989, the Mitsui sogo shosha

alone had $126 billion in trade transactions.

Sogo shosha are organized along industry lines, not along geographical lines, Each sogo shosha is
part of a large industrial conglomerate (“keirctsu®) centered around a major bank. Most have
manufacturing subsidiarics or affiliatcs and serve as conduits for technology transfer through licensing
agreements ncgotiated for their manufacturing subsidiaries. Sogo shosha deal with a multitude of
products -- Mitsui, for example, handles as many as 20,000 different items.

Sogo shosha act as trade intermediaries between buyers and scllers at all stages of product and trade

flow -- from upstream raw material extraction, through production, to downstream distribution to the
end-user. The sogo shosha scarch for volume growth in value-added, bulk commodity products.
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They are willing to play whatever role is necessary to make the project or transaction work -- trade
catalyst, joint partner, consortia organizer, and support of major project management. Sogo shosha
have vast communication networks and have an extensive presence in foreign markets. For example,
one s0go shosha has 190 offices worldwide with 20 in the United States alone.

It is not unusual that 60-70 percent of a sogo shosha’s asscts are committed to financing suppliers
and customers. Sogo shosha derive financial strength from their keiretsu's bank (often a major
stockholder). Bank loans are used to acquire or establish firms to obtain a production base or enter
resource development. The sogo shosha also reloan funds to clients. In 1987, the sogo shosha
provided over $26 billion in trade credits and $47 billion in long-term loans and credit guarantecs.

Sogo shosha tend to handle bulk items such as agricultural products, industrial materials, and textiles.
In the casc of a product other than a bulk commodity or raw material, the usc of a specialized
trading company or senmon shosha should be considered. These smaller firms limit themselves to a
narrow range of products and handle most phascs of the product's journey through customs to the
end-user. They often can provide greater assistance for products which require after-sales service
such as clectronic instruments and medical equipment.

The third distinctive type of trading company is the "captive” type, which is owned by manulacturers
or merchandisers, It performs foreign trade functions for particular manufacturers and is primarily of

interest to firms that wish to export to their parent companics.

Japan's gencral trading companics have established an Export Promotion Office for U.S.
Manufactured Goods to advise American companics interested in trading with Japan and other
forcign countries. The companies’ trade experts are located at 105 offices in 19 U.S. cities. These
offices are linked individually by a computer system that can give manufacturers and exporters
information on markets, financing, laws, regulations, exchange rates, and other factors with a bearing
on trading decisions. For a list of these offices in the United States, contact the Japan Export
Information Center (JEIC) of the U.S. Department of Commerce at (202) 377-2425.

Japan Chamber of Commerce and Industry: The Japan Chamber of Commerce and Industry
(JCCI) offers manufacturing directories, phone numbers, contacts, and lists to help a U.S. company
find the most apprapriate partner in Japan for a joine venture or product distiibution. In addition,
many of the regional chambers of commerce and industry in Japan publish trade opportunitics or
bullctins with foreign products and companies listed, Since 1984, the JCCI has had an office in
Kansas City, Missouri which can advise your company about opportunitics in the Japanese market
and provide information on Japancse companies interested in possibly doing busincss with your firm.
The Osaka Chamber of Commerce and Industry (OCCI) and several municipal and business groups
sponsor the annual Glaobal Opportunitics Convention (G-BOC), which is held in Osaka, Japan.
G-BOC provides an excellent opportunity for your company to be introduced to potential Japanese
business partners. Amcrican companics can contact the JCCI for additional information on G-BOC.

JCCI contact points are located at:

JCCI Jccl

Commerce Tower Suite 2323 2-2 Marunouchi 3-.chome
911 Main Strect Chiyoda-ku, Tokyo 100
Kansas City, MO 64105 Japan

Phone: (816) 221-6140 Phone: 011-81-3-3283-7660
Fax: (816) 471-6523 Fax: 011-81.3-3216-6497
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occl

2-8 Hommachibashi
Chuo-ku, Osaka 540
Japan

Phone: 011-81-6-944-6403
Fax:  011-81-6 944-6409

Japanese Department/Chain Stores: In the consumer sector, an important feature of buying
patterns has been low consumer mobility combined with high population density. Surveys indicate
that most Japancse consumer purchases occur within a closely defined neighborhood, with the result
that a large number of Japan's retail outlets are neighborhood stores accounting for roughly half of
all retail sales. Most of these are served by three or more wholesalers, resulting in “pyramid pricing.”
The emergence and growth of self-service discount stores and "superstores” are helping to reduce the
amount of layering and price markups, In addition, department and specialty stores are increasing
their volume purchases from abroad. Department stores in Japan typically carry 500,000 items and
make 80-90 percent of purchases from as many as 1,500 wholesalers, many of which supply goods on
consignment. Some stores are establishing central purchasing offices, and many of the large
superstore and department store chains now have direet buying offices in the United States:

Daici, Inc. Daimaru, Inc.
Suite 215 1114 Avenue of the Americas
1025 West 190th Strect New York, NY 10036
Gardena, CA 90248 Phone: (212) 730-7138
Phone: (310) 515-0141 Fax: (212) B40-7645

Fax: (310) 515-1086

Daimaru California, Inc. Hankyu, Inc.

19401 South Vermont Ave., A-204 2951 28th St., Suite 3010
Torrance, CA 90502 Santa Monica, CA 90405
Phone: (310) 516-9716 Phone: (310) 396-8710
Fax: (310) 516.9578 Fax: (310) 396-3026
Isctan Co., Ltd. Matsuzakaya America, Inc.
666 Sth Avenue, 12th Floor 460 East 3rd Street

New York, NY 10103 Los Angeles, CA 90013
Phone: (212) 767-0300 Phone: (213) 626-0133
Fax: (212) 767-0307 Fax: (213) 626-7936
Mitsukoshi, Inc. Scibu Corp. of America
465 Park Avenue 55 East 59th Street

New York, NY 10019 New York, NY 10022
Phone: (212) 753-5580 Phone: (212) 826-1144
Fax: (212) 355.7161 Fax: (212) 826-1148
Taka-Q Co., Lid. ‘Takashimaya, Inc.

115 West 57th St., 3rd Floor 1290 Ave. of the Americas, Rm 1731
New York, NY 10019 New York, NY 10104
Phone: (212) 489.4720 Phone: (212) 265.2577
Fax: (212) 6640138 Fax: (212) 265-1539

10
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Tokyu Department Store Co., Ltd.
24712 Madison Street

Torrance, CA 90505

Phone: (310) 530-8207

Fax: (310) 530-4173

The retail market is in the process of change. Significant alterations in Japan's Large Scale Retail
Store Law have eased restrictions on opening new stores. There has been a substantial increase in
the number of applications to open new retail stores since the reforms have been announced.
Import clearance procedures at airports and scaports have becn simplificd, and plans are in place to

improve and expand facilities in these arcas.

Faced with deregulation and changing patterns of consumption, many Japancse companies are
modifying markcting and sales strategics to take advantage of these developments, Imports are
already benefiting from these trends as scen in increased sales by Japanese department stores and
other mass merchandiscrs and by a variety of new retailing ventures that match changing Japanese
lifestyles. There are also indications that some distributors are modernizing and consolidating

operations,

Other U.S. Governmental Assistance: Scc section titled "Where to Get Market Information and
Trade Leads."

The Japanese Government: Sce scction titled “The Japanese Government.”

Choosing a Business Partner in Japan

Selecting the appropriate partner in Japan is probably the single most critical factor for your success
in the market. Your partner should be someone with whom you can communicate comfortably --
someone who can teach you the subtleties and finer points of the product market in Japan. Your
partner should be able to answer most of your questions regarding the sale of your goods. He
should be able to recommend alterations on your product which are required by government
regulation or which will make your product more attractive to the Japanese consumer. You need to
maintain a constant dialogue with your Japanese partner for an effective relationship.  You need to
be a good listener, You should also anticipate and respond to the nceds of your potential customers.
If you arc not successful in establishing a good working relationship and trust with your Japanese

partner, you will not succeed in Japan.

Occasionally, an American cxporter wishes to change agents/distributors/representatives. The reasons
for this decision may vary, If the U.S, product docs not sell well within the first year, the American
exporter often incorrectly assumes that their Japanese partner has not done his or her job.

However, there are other factors which must be considered such as lack of paticnce on the American
firm's part, poor product quality or after-sales service, or an unwillingness to meet Japanesce
consumer tastes. If you have established a good working relationship and trust with your partner,
you should be able to determine what the real factors are. Remember it is difficult to change
partners in Japan. Business in Japan is driven by personal relationships. Terminating the
relationship between you and your Japanese trading partner may alienate you from the business
community. Furthermore, it is very difficult to keep a search for another partner secret from the
original partner. The impact on the existing relationship and overall business in Japan could be fatal,

1
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The following is a 12-point checklist for your company in choosing a trading partner in Japan:

(1)  Does your prospective partner have knowledge and expertise it your product area, and an
established network in the specific area that you want to sell to?

(2)  Can you use the distribution network that your partner owns?

(3)  What is the quality of your partner’s employees, and wha: team will be working for you?

(4)  What is the sizc of the sales force, and what percentage of their time will your product
receive?

(5)  What is your partner’s corporate culture? Are you his/her (irst experience with an
international company?

(6)  What geographic coverage can your partner provide? Can he/she help you deliver the
product outside of the major citics?

(7)  How does your partner handle strategic planning? Has he/she performed a thorough analysis
of what it will cost to handle your product?

(8)  How is your partner positioned in the marketplace and what arc his/her long-term goals?
Are these compatible with yours?

(9)  What is your partner’s attitude toward advertising and investment? Is he/she a savvy
marketer?

(10)  Is there a conflict of interest between your product and your partner’s product?

(11) Do you have support from the senior management of the Japanese company and arc they
accessible to you?

(12)  Does the contract provide adequate inteliectual property protection for your firm?

Which is the Best Entry Mechanism for Your Company?

Sclecting your best entry method requires an assessment of the potential market size, the structure
of the market, the complexity of existing distribution channcls, your firm’s resources, and your
willingness and ability to commit to the Japanese market.

In cvaluating the alternatives for market entry, you should carcfully weigh the allernative costs of
various distribution options against the potential market for your products, The type of product that
you are interested in exporting to Japan may make your decision easy.  You should choose a
business partner who will profit from marketing your product or service and who is experienced in

importing your product line.
More Advanced Market Entry Alternatives

Beyond the agent/distributor relationship, if your firm is intcrested in cstablishing a permancnt
presence in the Japanese market, other options include setting up a representative or branch office,
subsidiary, or joint venture. In choosing an entry option, your company should consider many points,
including the volume and type of business to be carricd out, costs, and the degree of control you

wish to maintain. Not every entry alternative will suit your company.

You can also enter the market by appointing a Japancse manufacturer of a complementary product
line as your representative. This type of representation allows you to take advantage of product
compatibility with the Japanese firm's own lines and to utilize its distribution and scrvice nctwork.
Such arrangements have frequently led to mutually beneficial relationships, including licensing
agreements and joint ventures for partial or full manufacturing of products in Japan. Somc forcign
firms use a freight forwarder to handle some of the details of importing, such as arranging for
transportation and customs clearance. Necessary technical services can be arranged through
contracts with specialized technical or engineering firms which posscss the required capabilities.

12
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Establishing an Office in Japan

If your company can afford to do so and is serious about doing well in the Japanese market, you
should strongly consider the establishment of a representative or branch office in Japan. This sort of
presence will atlow your firm the most direct control of its operations in Japan and will help ensure
the quality of after-sales services. This office can gather information on the competition, emerging
new technologies, and developing market trends,

Representative Office: A forcign company that wishes to collect information or to facilitate
contacts in Japan should consider establishment of a liaison or representative office. This liaison
office may be established to develop market data, provide information to potential clicnts, and refer
customers to distributors or trading companics that can accept orders. The office can also work with
distributors to develop the nccessary promotional and service mechanism. It is not necessary to
obtain special approval from the Japanese Government to establish a liaison office, but it must have
no income and is therefore not allowed to handle orders directly. Morcover, this option is free from
Japanese tax burdens, The liaison office may function by providing guidance and support to an
agent, and managing all marketing activitics except for the formal sale.

Branch Office: To go a step beyond a representative or laison office, you can establish a sales or
branch office. A branch office can engage in trading, manufacturing, retailing, services, or other
business. Until recently, to set up a branch office, a company had to file a notification with the
Ministry of Finance through the Bank of Japan between 3 months and 30 days before the office was
established and register with the Ministry of Justice within 3 weeks of the opening of the office.
However, as part of S, this prior notification requirement has been replaced by ex post facto
notification for investment in unrestricted sectors. A special license still must be obtained from the
appropriate Japanese ministry to engage in business in certain sectors. These include broadeasting,
telccommunications; clectric power generation; domestic, rail and air transportation; arms; gun
powder; atomic cnergy; aircraft; space development; narcotic manufacturing; vaceine manufacturing;
security guard services; agriculture, forestry, and fisherics; petroleum refining and marketing; leather
and leather product manufacturing; shipbuilding: banking; and mining. A sales office may take and
fill orders, and is liable for payment of Japanese taxes. A sales office may carry out a full marketing
program, including arranging for advertising, recruiting a sales force, and carrying out all neccssary

promotional activitics.

Other alternatives include incorporating your own subsidiary company in Japan, joining with a
Japanese company in a joint venture arrangement, or acquiring stock in a Japanesc corporation,
These options are likzly to be much more complicated and involve more time and expense, but they
can offer an cffective means for a company to manufacture locally, guarantee better protection for
proprictary information, and penetrate some markets which have subtle but substantial barriers to

imports.

A major problem for smaller U.S. firms entering the Japanese market is the high cost of cstablishing
a permancnt presence which allows for the follow-up capability necessary to achieve full market
potential. You may wish to consider arranging for representation through the use of the previously
mentioned Agent/Distributor Service, your contacts established at a trade show or mission, your
state's representative office in Japan, or your industry's trade association. Another approach is to
pool resources of several firms which have complementary product lines and a desire to operate in
Japan. Such a group might cstablish a marketing association, consortium, or jointly owned export
management company, and set up a sales and service office in Japan. This operation may take the
form of a liaison office which handles contacts with agents, distributors, and customers. Considering
the importance of brand image in Japan, group members may wish to consider adopling a group logo
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which would be a universally recognized and accepted identity for their product line. This approach
is not widely used by U.S. firms in Japan, but has been successfully employed by a number a
European groups. Another alternative is to piggyback your product with a complementary product
line of a firm which is successfully exporting to Japan.

In evaluating the alternatives for market entry, you should measure the projected sales and potential
market share for your products against costs of various distribution options. In Japan, the
justification for working with an intermediary is lower cost while sacrificing direct market feedback

and long-run profit potential.
For additional information on establishing an office in Japan, refer to the following publications:

us i ; (1991), Japan External Trade Organization (JETRO),
New York Office -- (212) 997-0400.

Guide to Investment in Japan (1991), Industrial Bank of Japan (1BJ), Washington, D.C. Office --
(202) 835-0455.

Guide to Direct Investment in Japan (1991), Japan Development Bank (JDB), Washington, D.C.
Office -- (202) 331-8696.

Establishment of a Representative Office in Japan (1990), Japan External Trade Organization
(JETRO), New York Office -- (212) 997-0400).

Dircet Foreign Investment in Japan (1987), American Chamber of Commerce in Japan (ACCJ).

Setti Opcrating a_Business in Janan A _Handboo?: for the Foreign Businessman (1988), by
Helene Thian, published by the Charles E. Tuttle Company.

Establishing a Busingss in Japan (1986), U.S. & Forcign Commetrcial Service, U.S. Embassy Tokyo,
Unit 45004, Box 271, APO AP 96337-0001.

Licensing

Licensing product technology is an alternative with considerable appeal. A firm can immediately
contribute to its bottom line with little investment or dircct cost. What is often overlooked,
however, is the missed opportunitics and indirect costs of licensing.

Licensing is a very limited form of market participation, High potential returns from marketing and
manufacturing cfficiencics arc lost, and very little market information is gained. Often licensing
agreements prove to be short-lived as the licensee develops the ability to become a competitor to the
licensor in all markets. Indircct costs of managing and policing the licensing agreement are also
often overlooked. There are many cases of licensees under-reporting sales and under-remitting

royalty payments.

The key to success in a licensing agreement is having a partner whose goals coincide with your own.
Indirect expenses should be anticipated, and the contract should provide for a cross-technology
exchange between licensor and licensce. Important to the management of a licensing agreement is
having a well-qualificd individual assume responsibility over the management of the contract. This
individual should maintain close contact with the licensee and stay abreast of the Japancse market by
visiting Japan periodically. A carcfully constructed and exccuted licensing agreement can prove
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beneficial, but the risks and costs should be anticipated,

Until recently, according to the Foreign Exchange and Foreign Trade Control Law, nonresidents who
planned to execute or amend any agreement with Japanese nationals for the import of technology
had to give prior notice to the Ministry of Finance through the Bank of Japan and any other ministry
exercising jurisdiction over the affected industry. In practice, the investor was notified that the
Japanese Government had no objection within one hour following notification, if the proposed
investment was in unrestricted industries. However, as part of an SII commitment, this prior
notification requirement has been replaced by ex post facto notification for investment in
unrestricted sectors. Technology transfer agreements may normally be executed except in those
cascs involving the transfer of specially regulated and/or designated technologies, in which case a
report must be filed with the Ministry of Finance and the appropriate Japanese ministrics.

Special regulations apply to the following sectors based on the U.S.-Japan Treaty of Fricndship,
Commerce, and Navigation and the Code of Liberalization of Capital Movements of the
Organization for Economic Cooperation and Development (OECD):  broadcasting,
telecommunications; electric power generation; domestic rail and air transportation; arms; gun
powder; atomic encrgy; aircralt; space development; narcotic manufacturing; vaccine manufacturing;
sccurity guard services; agriculture, forestry, and fisheries; petroleum refining and marketing; leather

and leather product manufacturing; and mining.

Moreover, the Japanese Government has specified the following 12 arcas as the designated
technologics which have significant influence on the sccurity of the nation and the interest of the
national cconomy: aitcraft, arms, gun powder, atomic energy, space development, electronic
computers, clectronic parts for electronic computers for next generation, appliances for laser
processing and light communication, innovative materials, salt electrolysis by nonmercurial methods,
petroleum production at sea bottom, and leather and leather products,

In addition to the regulations mentioned above, international technology assistance contracts are
subjcct to screening by the Japancse Fair Trade Commission (JFTC). The licensor and licensee are
required to file jointly the report of the licensing agreement with the JFTC within 30 days aflter the
conclusion of the contract. The JFTC is authorized to act if the contract may be interpreted to
constitute unreasonable restraint of trade or unfair business practices. The U.S. Government has

sought the removal of this discriminatory filing requirement in the SII.

Franchising

The franchising industry has become a multibillion dollar business in Japan. Originally developed in
the fast food area, it has cxpanded into a variety of new sectors. In 1989, there were 626 domestic
and foreign franchising chains in Japan with aggregate total sales of 7 trillion yen ($49 billion) at
131,267 outlets (franchiscd -- 115,750; dircctly operated -- 15,517). The number of franchising
chains, 626, is about one-third of the franchise chains in the United States.

In general, the details of a master franchise agreement are not disclosed. However, certain
similaritics among franchise agrecments exist. Most U.S. franchisors usually do not try to recruit
actual shop operators in Japan dircctly from the United States. Instead, U.S. firms concentrate their
efforts on finding a master franchisce, which is usually either a Japanese company or a joint venture
between the U.S. franchisor and a Japanese company, or in some cascs, a wholly owned subsidiary of
the U.S. company. The master franchise holder Is then responsible for the actual recruitment of
Japanese franchisces. Usually, the master franchisce will pay the U.S. company a lump-sum payment
which is payable over a certain period of time, in addition to royalty payments whi¢h average around
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5 percent of the sales. Since the quality and nature of services are quickly changing to suit market
demand in Japan, the life cycle of a new type of service organization or fast food chain tends to be
relatively short. Typically in Japan, once consumer interest or need is successfully identified several
companies with similar capabilities rush into the market and generate fierce competition. Thercfore,
U.S. franchising operators should consider entering the Japanese market only after preparing a
feasibility study, developing a long-term investment plan, and carefully evaluating the timing and lifc

cycle of the particular good or service,
Direct Marketing

A relatively recent development has been the significant growth of dircet marketing in Japan.
According to Japan Direct Marketing Association (JADMA) estimates, total sales revenue of its
members in JFY 1988 (Japan Fiscal Year -- April 1, 1988 - March 31, 1989) was $8.8 biltion, an

increase of nearly 31 percent over the previous year.

U.S. direct marketers enjoy the benefit of a well-cducated Japanese populace with a high level of
discretionary income and a great curiosity about the United States. Interesting, unique, well-made,
brand-name items, adapted to Japanese tastes or sizes, sell well in Japan. The following are two
marketing methods which illustrate how U.S. products arc being successfully sold through direct

marketing in Japan:

One marketing approach is to use a non-duty-free-catalog aimed at travelers, Japanese going
overscas on holiday desire to minimize the time spent shopping for “obligatory® gifts and souvenirs
for fricnds, relatives, and co-workers. Japanese consumers will often know before going overseas the
gifts that they want to buy. Many travel magazines describe in detail the "best shops” in the major
U.S. citics that Japanese should visit, Airline companics and travel agents have been aggressively
promoting catalog sales of non-duty-frec imported goods, especially cosmetics, accessorics, gifts, and
food (excluding most brand-name luxury goods, which have an exclusive agent in Japan), Travelers
place the orders before departing and the goods arc delivered to their home after they return.

These goods are imported just like other imports (customs-cleared, customs duty paid, and
consumption tax paid), so the price is higher than if purchased by the traveler overseas, although
usually lower than the retail price at department stores in Japan. The primary value of this service is
convenicnce. There is great opportunity for firms with an innovative approach for rcaching and

servicing this market.

Another marketing mcthod is to utilize the foreign catalog sales corner at 50 major Japanese post
offices. This approach, employing the so-called International Mail Order Support Service (IMOSS),
allows customers 1o sclect merchandise from a foreign company's catalog, pay for the merchandise by
international mail order or credit card, and receive shipment direetly from the seller located overscas.
There is no nced for the dircct marketer in this case to stock inventory in Japan.

One negative market condition affecting direct marketing is that the Japanese consumers desire to
inspect a product prior to purchase. Successful Japanese catalog companics maintain a showroom
where the customer can cxamine the product before ordering.  Also, some of the largest catalog sales
operations are managed by well-established department stores and other reliable retail chains.

Japanesc consumers are demanding about the condition and packaging of goods. Everything must
arrive in perfect order, just as if they had purchased the item in a store. It is very common that
goods arc returned for claims of damage. Direct marketing should not be scen as a way to get
around the Japanese customer's expectation of strong after-sales product support.
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Without a well-established position, it is unrealistic for a U.S. company to expect to rent a mailing
list, send an English-language catalog dircctly from the United States to Japanese individual
customers, and be inundated with orders placed by these customers, U.S. companics aiming to enter
this market should at least be prepared to make an investment in service functions such as market
rescarch and product support. In addition, a representative in Japan can act as a liaison with the
U.S. supplier to handle receipt of claims, customs clearance, public relations, and the preparation of
a Japanesc-language catalog. Warchousing and delivery can be managed by the representative as

well.

The Japan Direct Marketing Assoclation: In response to the recognized need for assistance in
the direct marketing ficld and with the guidance of the Japanese Ministry of International Trade and
Industry (MITI), the Japan Direct Marketing Association (JADMA) was founded as Japan's first and
only officially rccognized dircct marketing association on October 11, 1983, The aims of JADMA
arc; advancement of a standard of commercial cthics in the dircet marketing industry; promotion of
fair busincss practices; consumer protection and cducation; a systemized structure for settling
consumer complaints; modernization of the direct marketing industry; representation of the trade's
interests with appropriate government agencies; conducting seminars and developing educational
programs; collection and distribution of information from both domestic and international sources;
and greater contact and cooperation with related trade associations overseas, In addition, JADMA
conducts research aimed at exploring the future potential for wtilizing new media forms by the direct

marketing trade. JADMA's address is:

‘The Japan Direct Marketing Association
No. 32 Mori Building, 3-4-30 Shibakoen
Minato-ku, Tokyo 105 JAPAN

Phone: 011-81-3-3434-4700

Fax: 011.81-3-3434.4518

Pricing

The acceptance of your product in the Japanese market is based primacily on its quality and
alter-sales scrvice, not its price. However, pricing analysis is a critical aspect of marketing in Japan
for your company. Markups at the various levels of the Japanese distribution system have caused
some imported items to be priced at levels which are noncompetitive with Japanese domestic
products, even though the landed price of the imported product was comparable. Prices of
competitive Japancse products can usually be taken as a starting point for tracing back through
distribution channcls the appropriate margins for cach link in the chain. You should carcfully
cxamine the margins which arc provided by both the domestic and foreign competition and compare
the cost of establishing your own channels. Negotiations with a prospective agent should be
conducted to determine a realistic selling price which would include reasonable and acceptable
markups. Your company should also attempt to eliminate from its export price all purely domestic
costs involved in marketing the product in the United States,

Advertising

Success{ul marketing in Japan of your product requires appropriate advertising and market rescarch,
In many instances, you can rely on your trading partner for assistance.

American exporters often find that advertising strategies that suceeeded in other countrics will not
work in Japan. Advertising which appeals to the emotions and senses rather than logic is successful
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in Japan. As a homogeneous and extremely literate country with a highly cancentrated population,
Japan is well-suited for the use of mass media advertising. With almost instantaneous
communication emanating from Tokyo and several regional communication centers, advertising
through mass media plays an important role in marketing in Japan.

Television, radio, and both mass circulation and specialized newspapers and magazines are available
for advertising. There are a large number of gencral and specialized business publications available
for reaching the target audience for the markcting of such goods as industrial products. Transit
advertising in railway cars and buses is particularly common because of the high degree of reliance
on public transportation, and the long commute encountered by many Japanese workers. Outdoor
advertising is also popular and use of direct mail promotions is growing at a rapid pace,

The Japan Fair Trade Commission regulates sales promation with rules regarding the value of
premiums which can be offered in connection with sales promotion, the type and content of product
labels, and the claims which manufacturers can make about their products in advertisements. Local
governments have strict rules governing the design, size, and usage of outdoor advertising.

For a list of American and Japancse advertising and public relations firms in Japan, mailing and
mailing label services, or a selected list of business publications in which your firm could advertise,

contact the Japan Export Information Center at (202) 377-2425.

The Japanese Consumer

Your company should carefully consider the characteristics and preferences of the over 123 million
consumers in Japan. Japancse consumers are the most discriminating shoppers in the world. They
have become increasingly sophisticated in their tastes and demand high quality and good after-sales
service in the products they purchase. After-sales service in Japan is an "attitude.” It is not
uncommon for a Japanese manufacturer to apologize for a breakdown in a picce of machinery it
serviced two years ago when the customer returns to purchase another product, The Japanesce also
continue to be rather brand-conscious, but a trend toward individuality has been noticeable in recent
years. The Japanesc make grcater demands in terms of the appearance of a product. Packaging is a
very important factor in marketing. For example, the gift-giving market in Japan is very large.
However, great emphasis is placed upon the packaging with less importance placed on the gift itself
(typically in the $10-$15 price range). In addition, for trade shows, the presentation of the product
and the booth is as important as the product itself. Remember, image is cverything in Japan.

The standard of living in Japan is relatively high, although housing standards and the amount of
leisure time arc lower than in other industrialized countries. Mcdical care in Japan is good, a
nationalized health care system is in place, and the Japanesc life expectancy is among the highest in
the world. The Japancse cducation system is topnotch and the literacy rate is approximately 99

percent,

According to the Japan External Trade Organization (JETRO), Japancse familics tend to spend the
largest part of their monthly income on food (27 percent), followed by hobbices and leisure (12
percent), housing (5 percent), and clothing (5 percent). Monthly expenditures on leisure have been
increasing recently as the Japanese cconomy becomes more consumer-oriented. Homes in Japan,
particularly urban arcas, are very small. This fact should be taken into account by your company
because the lack of storage arca in most homes limits the amount and size of Japanese purchases,
Furniture and appliances thercfore must be scaled down in size in order to fit into most Japanese
homes. Likewise, since the Japancse tend to be smaller physically than Westerners, clothing and
shoe sizes should be scaled down to fit the local standards.
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The consumer market in Japan is segmented according to factors such as age, sex, income level, and
lifestyle. While the mass media’s nationwide influence and standardized education have contributed
to the homogeneity of the Japanese population, regional differences exist In areas such as climate
and cuisine. Tastes vary tremendously depending on age and sex in Japan. Like their American
counterparts, Japanese young people tend to enjoy trendy items. Japanese college students have
more leisure time than junior or senior high school students. The average male white-collar worker
in Japan spends a portion of his salary on dining, alcohol, lunch, golf, cigarettes, hobbies and leisure,
A noteworthy trend of equivalent wage earning females is that they spend more money than their
male counterparts. These women, along with single males and students, arc leaders in consumer
spending in Japanese society due to their high incomes and large discretionary spending habits.
After men join the work force, they become more conservative and usually have less money for
discretionary spending.  Until marriage, young working women usually live at home. Once married,
they tend to leave their jobs in order to manage their households, including the family budget.
Another significant change in the consumer market is the graying of Japanese socicty as more and
more Japanese are nearing retirement. Retired persons tend to have more leisure time and more

discretionary income.

How to Please the Japanese Consumer
The following tips should help you satisly the needs of your potential customers:

Give a High Level of Support to Customers. In virtually every product or service sector,
markets in Japan arc competitive to a degree unknown in most other countries. Conscquently,
Japanese buyers, agents, and distributors at all levels of the distribution chain are accustomed to
receiving a higher level of support than many foreign suppliers normally provide. Suppliers
commonly provide comprehensive personnel services, including actual staffing of retail points of sale
and training of the buyers' personnel. Supplicrs also work with buyers to help develop uses and

applications for products.

Know Every Detail. Because large numbers of companics arc struggling to increasc market share
in all sectors, they have become adept at identifying small niches in their scctor and being the first or
oest at creating products meeting specialized demands in those niches. Successful differcntiation of

your product is necessary to set your product apart from the competition.

Design for the Market., The fragmentation of scctors into a multitude of small, specialized niches
and the willingness of Japanesc companics to create products to fit those niches means supplicts
must work closely with all levels of the distribution chain to provide products specifically designed for
their target market. In the United States, a market is often created for a product; in Japan, the

product must be tailored for a specific market.

Expect Small Orders at First. Small initial orders are a natural outgrowth of competition,
diffcrentiation, and the Japancse willingness to design for the market. The companics and people
involved with a new product must assure themselves that the item will meet the specific needs of the

customer by testing the market.
Emphasize Quality. Attention to quality standards is perhaps the most important aspect of the
Japanese market. The Japanese arc accustomed to high quality and they insist on it. The concept of

quality applies not only to the product, but to its presentation as well. For instance, in day-to-day
life, how food is presented and the way gifts are wrapped are just as important as the items
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themselves. Your firm must do its homework and be sure that items translated into Japanese are
proporly prepared and free of grammatical and typographical errors.

Recognize Japanese Scnse of Structure, Japanese are proud of their strong sense of unity,
organization, and structure. In group meetings, your firm should make clear through its actions who
is the “point person” or senior spokesperson for the group. This action often can be accomplished
through the use of business cards. Exchange of business cards s a necessary formality in busincss
meetings, and it is advisable to have them translated into Japanese on the reverse side. Also, it is
often a good idea in Initial meetings to outline your company’s structure and history.

Demonstrate Reliability. To succeed in Japan, it is very important to kcep promises made and to
respond promptly to communications from Japanese business and trading partners, especially when
problems or emergencics arise. Reliability extends to permanence in the marketplace. The Japanese

need to know that you will be in the market for the long term.

BUSINESS CUSTOMS AND PRACTICES

An understanding of and sensitivity to Japanese business and social practices is of great importance
in establishing and maintaining strong and successful business relationships in Japan. Many
Americans may assume that because meetings and correspondence are carried out in English,
Western rules apply. While Japanese business exccutives do not expect foreigners to be fully
knowledgeable about all business and social customs, you will find that accommodation to such
customs and practices is well worth the effort. Remember, you are not just trying to sell your
product, but also the image of your company and, to a large degree, yourself. Showing
understanding and sensitivity will only help in your cfforts to succeed in Japan and will demonstrate
to your potential customers your seriousness about the market.

Japanese business executives place considerable emphasis on face-to-face contact. A personal call on
a potential business partner based on an introduction will be more clfective than initiating contact by
a letter or a fax. The “cold approach” is definitcly not the best approach in Japan. Time and time
again, American firms that make such overtures find that the Japancse companics they have
contacted do not reply. Rather, an introduction by an intermediary who holds significant status is of
tremendous assistance in cstablishing business contacts and cannot be overemphasized.

Initial contacts between Japanese firms are usually formal and made at the exccutive level, while
more detailed ncgotiations are often carricd out at the working level, The main purpose of a first
meeting is to get acquainted, establish the broad interest of the calling party, and allow both sides an
opportunity to access cach other to determine whether or not more substantive discussions are
desirable. Do not expect to have a contract signed by the time you leave the first meeting,
Remember, the objective of your first few meetings is to establish rapport and trust between the two
parties. A futile attempt to pressure your potential partner into a contract will only alicnate.

Business cards (meishi) are exchanged extensively in Japan and serve as a useful reference and
secord of contacts. The exchange of business cards, usually at the start of a meeting, helps to
formalize the introduction process and establishes the status of the partics relative to cach other and
their place of business. You should attempt to familiarize yourself with the ctiquette of exchanging
cards, as well as other Japanese social practices. The traditional Japanese greeting is the bow,
although most Japanese dealing with foreign business exccutives will expect to shake hands. A nod
of the head or slight bow by a forcigner in acknowledgement of a Japanese bow is appreciated.
Japanese business executives do not normally deal on a first name basis in business relationships, and
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initial busincss and social contacls arc characterized by politeness and formality.

One source of confusion in business communication may come from the Japancse language itsell.
The word “hai® means yes in Japanese but its usage varies. "Hai® is often used to mean “yes, |
understand what you said” rather than “yes, I agree.” It is usually safer to assume that a Japanese
person is not making a decision but instead is acknowledging and understanding what has been said.
Also, the Japanese language is less precise than English and allows the Japanese to be deliberately
vague. The concept of saving or losing face is an important one, and the Japancse are able to avoid
confrontation, embarrassing situations, and direct rejection by their use of indirect language.

The Japancsc rely heavily on noaverbal communication. They tend to look to nuances, inferences,
and signals to convey intent. Thus, while American negotiators are inclined to focus on tactics and
press for agreement as a negotiating objective, the Japanese side prefers to probe, feel out the other
party, and be relatively certain of the other side's position before putting forward a proposal on

which baoth sides can agree.

Interpreters are widely used in business meetings between Japanese and foreign firms.  While many
Japanese business executives speak some English, the use of a good interpreter can avoid
miscommunication. The effective use of an interpreter requires preparation, including the thorough
bricfing of the interpreter in advance on the background of the meeting, and on any technical
aspects which may be covered in particular. Using an interpreter efficiently can make or break a
potential business deal.  Always bring your own interpreter, even if the Japanesc side is supplying
one and even if the Japanese side speaks English as well. Try to always use the same interpreter.
Have the interpreter debrief you after the mecting on his/her impression of nonverbal signals and
the mood of the meeting, and conversation among members of the Japanese side.  After a mecting
(or trade show, if applicable), go through the business cards and other information that you have
collected.  Have the interpreter translate the cards not alrcady translated and clarify those that are,
cspecially titles. Get the interpreter’s impression on who is in charge, whether the people you have
met have the ability to make decisions, and what the next move of the Japanese side may be. Speak
slowly and clearly, avoid idioms or slang that may be difficult to translate, and look at your Japanese

counterparts, not the interpreter, when speaking.

The group decision-making process which is universal in Japan may make it impossible 1o reccive a
prompt response. ‘The Japanese negotiator represents a group, and until intcrnal agrecment has
been reached on issucs under discussion, no commitment can be made. For this reason, you should
not expect an immediate answer, but should recognize that negotiations normally extend over a long
period of time. It takes a longer time to cullivate business relationships in Japan than in the United
States. Amcrican business cxccutives coming to Japan expecting to scttle their business in just a few
days often depart in frustration, having made no progress.

The Japancse approach busincss negotiations in a tentative manner, developing a relationship in
stages: first, a limited arrangement; then, if the relationship is mutually satisfactory, it may be
expanded into a broader, more binding agreement, Since Japanese are accustomed (o international
business dealings, the foreign preference for more formal and structured contractual obligations is
recognized. Thercefore, contracts have become a universally accepted practice in foreign trade.
However, Japanese business executives emphasize good faith over legal safeguards in business
relationships and have little confidence in detailed contracts which attempt to cover all possible

contingencies.

The Japanese preference is for broad agrecments and mutual understanding, so that when problems
arise they can be handled flexibly on a case-by-case basis. Thus, discussions with Japanesc entitics
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should be comprehensive. Before entering into a contractual agreement, both sides should
thoroughly and openly discuss the arrangement and their expectations to avoid misunderstandings
later. Japanesc prefer the security of long-term, reliable, and exclusive business arrangements. Once
a commitment is made, it is for the long term, and it becomes quite difficult to break an agreement

and find a ncw Japanese business partner.

Although all forms of payment are in general use in international transactions, an irrevocable letter
of credit payable on sight is the most common form of settlement. Defcrred payments in
transactions with U.S. firms are comparatively rare, With Japan, trade settlements are customarily
done on the basis of promissory notes, typically 60 to 120 days, and banks will provide short-term
financing through discounting and rollover of notes.

In the instance of a commercial dispute settlement, the Japancse legal system tends o be slower and
more cumbersome than its U.S. counterpart. In gencral, Japanese companics are more apt to seek
out-of-court dispute settlements and avoid judicial proceedings.

The following are typical Japancse ncgotiating tactics:

(1)  The Japanese usually respond to the other party's proposal -- rather than laking the initiative.

(2)  The Japanese tend to single out specific elements and negotiate one clement at a time --
rather than packaging a deal.

(3) ‘The Japanese tend to maintain a relatively quiet response mode at meetings after stating
their official position. They usually allow the other party enough mancuverability in order for
the other party to keep giving bit by bit,

4) Once a concession is made, it becomes the new baseline (without a counter-concession on
their part) and they move on to the next item.  Their strategy usually is to keep whittling
away ong concession at a time.,

5) The Japanese use time and patience to wear down their opponent -- consciously planning on
long, drawn out periods of successive meetings.

(6)  The Japancse negotiating team never has the authority to commit in a “give and take™ type
approach. They are usually only authorized to receive offers and communicate prior
authorized consensus positions.

(7)  The Japanese tend to use the "bad guy” ploy extensively, that is, constantly referring to other
organizations such as government agencies/authorities concerning requirements or required

concessions.
How to respond:

(1) Do not expeet rapid progress.
2) Learn to be quict and accept long pauses in discussions. OQut wait the Japanese until they

respond constructively to your last proposal.

(3) Do not make successive individual concessions -~ insist on a package deal.

(4) Do not make a follow-on proposal with further concessions until the Japanesc respond 10 the
current proposal with concessions on their part. Set an agenda for the next mecting
accordingly. &

(5) Do not fall for the “cultural differences” ploy. Be polite but direct.  You can expect the
Japancse (o understand Western business practices and culture, They should be prepared to
compromise and accommodate on those issues which you identily as vital and absolutely
essential. However, you should likewise show an appreciation of Japanese culture. This will
help facilitate negotiations.

(6)  Keep records on concessions by both parties.
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(7)  Have a fluent Japanese speaker present at negotiations to preclude private discussions during
meetings and to insure the translations are accurate,

(8)  Negotiate from a position of strength and confidence. The Japanese do not respond
positively to real or perceived weakness, nor do they respond to idle threats and intimidation.

BEST U.S. EXPORT PROSPECTS

Many areas in the Japanese market have substantial opportunities for U.S, exporters to Japan.
Today, exporting American goods and services, as well as investment in Japan, is a wise course for
many businesses planning expansion. The competition is intense, but when an American firm
corrcctly identifies a competitive window in a Japanese product sector and has the capability to
effectively export a quality product to Japan, it will likely find an opportunity for successful sales. A
great effort must be made to gain initial market share. However, a firm with long-range goals is

well-positioned to find eventual profitability.

The following ten product arcas are considered to offer significant export opportunities to American
firms. They were chosen because they offer (1) short-term growth potential or (2) a large market
receptive to additional U.S. suppliers. The list highlights product arcas where Japanese demand is
strong, and American suppliers are competitive and have the greatest likelihood of expanding exports
to Japan. For many of these sectors, a brief Industry Subsector Analysis (ISA), which provides more
information, is available. For a list of ISAs, contact the Japan Export Information Center (JEIC) at

(202) 377.2425.

Note, however, that the term "promising export arcas” does not necessarily mean that U.S,
companics in these sectors can successfully enter the market or that they are better-positioned to
satisfy market demand and to take a market share over other competitors. Rather, it more
specifically means that various commercial environmental factors indicate that there is increasing
demand in such sectors and that after having identified the opportunities for growth, domestic
companies arc aggressively entering the market, as well as other Asian and European firms,
Therefore, competition in promising export product areas is very intense, with domestic companics
especially inclined to rush into these market sectors irrespective of the effect on short-term

profitability.

The name of cach product sector is followed in parentheses by: (1) estimated market size in 1991,
(2) estimated market growth rate from 1991 to 1993, (3) estimated U.S, imports in 1991, and (4}

estimated average growth rate of U.S. imports in 1991,

Phermaceuticals
($50 billion, 3 percent, $900 million, 5 percent)

Japancse physicians and other medical specialists look to the United States for the most advanced
products. However, in the over-the-counter market, U.S. brands are not very well known. Japanese
drve manufacturers have stepped up their R&D activities, and European supplicrs are consolidating
their distribution nctworks. Importation and sales, as well as local production, of pharmaceuticals is
one of the most tightly regulated areas. There are two interrelated Japanese governmental approvals
necessary: a "shonin® for a product based on its efficacy and safety and a “kyoka® for the business of
manufacturing or importing, which requires a minimum level of personnel and facilities.
Pharmaceuticals account for approximately 30 percent of Japan's total medical expenditures.
Products for an aging socicty, including diagnostic and therapeutic drugs for elderly diseases, have
high growth potential. The most promising subscctors are in-vitro di::gnoskic test rcagents and home
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tests, with an cstimated market size of approximately $2 billion and $35 million, respectively.

Telecommunication Services
(360 billion, 8 percent, $2.7 billion, 10 percent)

The Japanese Telecommunications Law (TBL) was liberalized to allow competition with the
traditional common carriers, Nippon Telegraph and Telephone (NTT) and Kokusai Denshin Denwa
(XDD). As a result, there are some 40 Type I (common) carricrs competing with them. The TBL
also allows one-third foreign equity participation in the common carrier business, In particular,
Regional Bell Operating Companies (RBOC) should have an excellent opportunity to participate in
Type I business. The market for land mobile communications services will grow rapidly in the future,
which should present further opportunities in the next generation of services for cordless telephones.
A most promising subsector is cordless telephone licensing/Japan-wide services with an estimated
market size of approximately $800 million.

Marine Fishery Products
(330 billion, 1.5 percent, $2.5 billion, 12 percent)

Demand in this sector remains basically strong. The total Japanese domestic catch in 1990 decreased
from 1989 by 9 percen: to approximately 11 million metric tons. Notable decreases arc seen in
sardines, 12 percent to 3.6 million tons; Pacific mackerel, 47 percent to 248,000 tons: Alaskan
pollock, 23 percent to 883,000 tons; squid, 28 percent to 532,000 tons; bonito, 12 percent to 299,000
tons; and tuna, 7 percent to 278,000 tons. Total imports in 1990 improved by 6 percent to about $11
billion from 1989. Imported seafood comprised approximately 30 percent of total seafood
consumption. Notable increases were seen in fresh and live seafood such as shrimp, salmon, and
tuna. Processed seafoods, such as cel and pollock roe, also increased. The top seafoods imported
from the United States include frozen Pacific salmon (§650 million), frozen snow crab ($260 million),
frozen surimi ($240 million), frozen sablefish ($110 million), frozen king crab ($100 million), frozen
salmon roe ($93 willion), frozen cod/pollock roe ($90 million), frozen herring (875 million), frozen
cod ($70 miltion}, and live or fresh sea urchin (367 million). The most promising subscctors include
fresh and irozen salmon (an estimated market size of approximately $2 billion), frozen crab (3850

million), and frozen mackerel ($100 million).

Bioiechnology Products
(3700 million, 15 percent, $10 million, 10 pereent)

Japanesc look to the United States for innovative technologics and products in this ficld,
Historically, Japan has had good fermentation technology. Large nontraditional biotechnology
companies which have abundant financial resources are also making inroads. It is widely believed in
Japan that biotechnology could trigger a second technological revolution, following in the wake of
the electronic revolution. According to the Bioindustry Association, the market by the year 2000 will
be approximately 15 trillion yen (roughly $107 billion at 140 yen/USS). Both the Japanese
Government and private sector are accclerating their R&D in biotechnology. The most promising
subscctors include pharmaceuticals and chemicals, with market sizes of approximatcly $460 million

and $100 miliion, respectively,
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Medical Equipment and Supplies
($10 billion, § percent, $1.5 billion, 10 percent)

Japanese medical professionals generally look to the United States for innovative and advanced
products, but some criticize the lack of good after-sales service from U.S. suppliers. Competition
from local manufacturers, followed by German and Swedish suppliers, is strong. Japanese technology
is said to be superior to other countries in areas such as ultrasonic equipment and fibcrscopes. The
United States dominates markets for implantable devices including pacemakers, artificial heart valves,
and artificial joints. Importation and sales, as well as local production of medical equipment, are
tightly regulated. There are two interrelated Japanese governmental approvals necessary: a “shonin”
for a product based on its efficacy and safety and a "kyoka® for the business of manufacturing and
importing, which requires a minimum level of personncl and facilities. The Japanese market for
products in this sector is steadily expanding. Products for the elderly and, in particular, cost-effective
diagnostic and therapeutic products have high growth potential. The most promising subsectors
include diagnostic imaging equipment and implantable devices.

Industrial Chemicals
($160 billion, 3.5 percent, $6.5 billion, 10 percent)

Imports from the United States constitute approximately one-third of Japanese chemical imports.
Many Japancse trading companics arc aggressively seeking opportunitics to develop new businesses
with U.S, chemical companies, even for very small market niches. Innovation is the key factor which
they want to sce in thesc types of products, Even large trading companies, which need at least $15
million in annual sales to sustain one employee, look for new business with as little as $300,000 in
annual sales potential. For small to medium-sized Japanese trading companices, the prospective sales
figure can be as low as $150,000. Small to medium-sized U.S. chemical companies with unique
technology should have good opportunities. The most promising subsector is specialty chemicals,
with a market sizc of approximately $100 million.

Alrergft and Parts
(38.9 billion, 8 percent, $4 billion, 10 percent)

The number of U.S. manufacturing firms in the aircraft sector is limited and virtually all have offices
in Japan, Thesc companics are constantly evaluating the balance between competition and
cooperation with Japanese manufacturers involved in acrospace. The number of cooperative efforts
among Amecrican, European, and Japanese firms has increased markedly in recent years. While the
United States still maintains a commanding icad in aircraft and components, demonstrated by the
U.S. bilateral trade surplus, Japancse aircraft exports have been expanding in recent years. Another
important competitive factor is the entry of European manufacturers into the Japanese market.
Their aggressive marketing cfforts pose a possible threat to the long-standing dominance of U.S.
products in the Japancse market. The most promising subscctors are military and civil aviation
aircraft with market sizes of approximatcly §2.9 billion and $3.4 billion, respectively.

Architectural/Engineering/Construction Services
(8620 billion, 5-12 percent, N/A, N/A)

On May 25, 1988, the U.S.-Japan Major Projects Arrangement (MPA of 1988) became cffective.
The MPA designated 17 major projects as special-measure projects offering opportunities for U.S.
firms in architectural design, enginecring consulting, construction, and goods procurement. The
estimated value of thesc projects is $17 billion. In June 1991, the U.S. and Japanese Governments
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completed a two-year review of the MPA and reached an agreement to renew and revise the MPA
of 1988. The new arrangement expanded coverage to 17 additional projects, as well as 6 pending
projects. These 23 additional projects are worth an cstimated $26.7 billion. The most promising
subsectors, along with an estimate of their market size in millions of U.S. dollars, are architectural
services for private projects ($7,800), resorts in western Japan ($28,000), Sports Island ($850), Kyoto
Station Building ($700), and Synchrotron Projects ($300).

Sporting Goods
($14.1 billion, 4 percent, $365 million, § percent)

The import market for sporting goods has grown by 6 percent per year for the last several years, and
this upward trend is expected to continue until the end of this century, Several factors are driving
this growth, including resort development, an increase in leisure time, the development of new
lightweight materials, and international competition such as the Olympics which are to be held in
Nagano in the winter of 1998. As a result of an increased interest in nature, outdoor activities have
become very popular, and the market for outdoor equipment should continue to grow. The most
promising subscctors, along with an estimated market size in millions of U.S. dollars, include golf
equipment ($2,700), outdoor equipment ($1,400), pleasure boats ($600), and fitness equipment

($500).

Computer Software and Services
(319 billion, 25 percent, $280 million, 30 percent)

A shortage of computer software engincers forces computer end-users to use packaged software
more, and to seck systems software to increasc productivity of sofiware development. To enter the
Japancse market, "Japanization® is a must, including localization, and translation of computer
software. The software to be introduced to the Japanese market should have a good sales record in
the U.S. market. The most promising subsectors include personal computer software and bascline
software for mainframes, with an estimated market size of $1.2 billion and $1.1 billion, respectively.

Other promising export arcas include the following scctors:

(1)  Building Products

(36.7 billion, 3 percent, $1.1 billion, 2 percent)
(2)  Laboratory Scientific Equipment

(84.1 billion, 7 percent, $720 million, 9 percent)
(3)  Computcers and Periphcerals

(838 billion, 10 percent, $2.7 billion, 10 percent)
(4)  Plastic Materials and Resins

(349 billion, 5 percent, $900 million, 17 percent)
(5)  Automotive Parts

(892 billion, 5-10 percent, $680 million, 15 percent)
(6)  Films and Vidcos

($1.5 billion, 3 percent, $425 million, 10 percent)
(7 Jewelry

($18.2 billion, 3 percent, $340 million, 4 percent)
(8)  Telecommunications Equipment

($15.8 billion, 5 percent, $750 million, 35 percent)
(9)  Apparel

($67 billion, 3 percent, $185 million, 6.5 pereent)
(10)  Houschold Consumer Goods -- Intecior Industry
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(856 billion, 7 percent, $250 million, 20 percent)
(11)  Machine Tools and Metalworking Equipment

($7.9 billion, 20 percent, $195 million, 30 percent)
(12)  Industrial Process Controls

($3.5 billion, 5 percent, $120 million, 8 pereent)
(13) CAD/CAM/CAE Systems

($2.5 billion, 15 percent, $1.1 billion, 20 percent)
(14)  Processed Foods

(3185 billion, 5 percent, $2 billion, 7 pereent)
(15)  Paper and Paperboard

(356 billion, 3 percent, $600 million, (-)1-(+)2 percent)
(16)  Electronic Components

($33.8 billion, 13 percent, $6.2 billion, 20 percent)
(17)  Electronics Industry Production and Test Equipment

($17 billion, 7.6 percent, $1.5 billion, 6 percent)
(18)  Giftware

(8§25 billion, 5 percent, $125 miltion, 15 percent)
(19)  Veterinary Equipment and Supplics

($3.2 billion, 25 percent, $200 million, 30 percent)
(20)  Automobiles and Light Trucks/Vans

(390 billion, 5-10 percent, $510 million, 10 percent)
(21)  Advanced Ceramics

($7.3 billion, 9.6 percent, $65 million, 15 percent)
(22)  Pollution Control Equipment

($5 billion, 8 percent, $10 million, 9 percent)
(23)  Cosmetics

(514 billion, 5 percent, $64 million, 50 percent)
(24)  Hcailth Carc Services .

($155 billion, $ percent, $10 miilion, 10 percent)
(25)  Woaden Furniture

($19.2 billion, 10 pereent, $86 million, 30 percent)
(26)  Air Conditioning and Refrigeration Equipment

($16.7 billion, § percent, $115 million, 10 percent)
(27)  Made-Up Textile Products

(39 billion, 4 pereent, $90 million, 5 percent)
(28)  Security Equipment

($1.5 billion, 12 pereent, §5 million, 23 percent)
(29)  Printing and Graphic Arts Equipment

(83 billion, 12 percent, $65 million, 15 percent)

(30)  Coal
($7.4 billion, 2 percent, $755 million, (-)5-(+)2 percent)

JAPANESE GOVERNMENT PROCUREMENT

Of the 5.6 billion SDR (Special Drawing Rights - 1 SDR is equal to $1.32 as of July 1991) in
Japanesc Government purchases of goods and services (the total public market), about 320 million
SDR are open to foreign competition under the Government Procurement Code of the General
Agreement on Tariffs and Trade (GATT). Government entities are interested in purchasing a wide
range of goods from telccommunications and computer cquipment and scientific and testing
instruments to less sophisticated products and supplics.
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If you want to sell under the government procurement program, you should appoint a local agent or
representative (local representation, though not mandatory, is recommended strongly because of
short deadlines and the necessity to submit bids and other documentation in Japanese), be
prequalified by the government agency to whom you wish to sell, and then attempt to win the tender
under competitive bidding practices.

Most Japanese Government entities use permanent lists of qualified supplicrs under a selective
tendering system. During the time period from Dccember to February of each year, an
announcement will appear in the official Japanese Government gazetie, the Kampo, with information
on procedures and criteria for becoming a prequalified bidder for a particular agency. In order to be
placed on the lists, supplicrs and/or their agents are required to apply during a specificd period prior
to the beginning of the fiscal year, usually sometime in January or February, Foreign supplicrs arc
permitted to apply through the end of the Japancse Fiscal Year (JFY) ending cach March 31,

Specific tender notices are published in the Kampo at various times 50 days prior to the time of bid.
Under the provisions of the GATT Procurement Code, forcign companies are permitted to bid on
specific invitations prior to qualification if there is suflicient time to complete the qualification

procedures.

To assist your firm in competing for Japancse Government contracts, the U.S. Department of
Commerce has extended its Trade Opportunities Program (TOP) to disseminate summaries of
translated tender announcements. Tender announcements appear in the Commerce Business Daily
on a regular basis. Tender documents can be oblained directly from the tender requestor (name and
address found at the top of each Commerce Business Daily listing). However, all Japanese
Government tender documents and all qualifying bids and contracts must be prepared in Japancese.
Nippon Telegraph and Telephone (NTT) tenders are one of the few exceptions which can be
submitted in English, The U.S. Department of Commerce district offices can help potential U.S,
bidders by identifying firms that can provide translation services. The chances ol successfully bidding
on these tenders without some representation in Japan is very limited.

If you have an agent or representative in Japan, you can contact the appropriate Japanese
Government ministry through it. If not, the following companies may be of assistance:

Mr. Robert F. Connelly
Procurement Scrvices Int'l KK,
Asahi Sanbancho Plaza #206
7-1 Sanban-cho

Chiyoda-ku, Tokyo 102 Japan
Phonc: 011-81-3-3234.6921
Fax: 011.81-3-3234-6915

Mr. Tom Frost

Frost International Corp.
3007 31st Avenue

Forest Grove, Oregon
Phone: (503) 357-6783
Fax:  (503) 359-5650

Ms, Eriko Tanaka

Procurement Services Int'l, USA
31 St. Marks PI. #14

New York, NY 10003

Phone: (212) 6742587

Fax:  (212) 541-8350

Mr. Grif Frost

Frost International Corp,
1-11-3 Higashi, Shibuya-ku
Tokyo, Japan 150

Phone: 011-81-3-3499-5745
Fax:  011-81-3-3499-5074
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Mr. Y. Watanabe Mrs. Mie Teno

Vice President Managing Director

Fujikasei Co., Ltd. Deltapoint International Ltd.

Takasa Bldg. 8F 9-20 [chibancho, Suite 603

4-13-16 Awaza Nishi-ku Chiyoda-ku, Tokyo 102 Japan
Phone: 011-81-3-3221-1751

Osaka, Japan 550
Phone: 011-81-6-532-7431 Fax: 011-81-3-3221-1753

Fax:  011-81-6-532-7435

REGIONAL OUTLOOK OUTSIDE THE TOKYO AREA

Osaka and the Kansal: The Kansai is the region centered around the cities of Osaka, Kyoto, and
Kobe. It boasts a population of 22 million, The six prefectures comprising the area --Osaka, Shiga,
Nara, Wakayama, Kyoto, and Hyogo -- account for almost 20 percent of Japan's total cconomic
output. The Kansai's GNP exceeds $410 billion, which is a figure that represents approximatcly 3
percent of the world's output. I classificd as a country, the Kansai would rank above Canada as
number seven among the world’s largest cconomies. Osaka, the largest city in the Kansai with a
population of approximately 4 million, scrves as th commercial hub for the cntire region. The
Kansai area, and specifically Osaka, is Japan's historical business center. Scveral major industrics in
Japan, including pharmaceuticals, textiles and apparcl, sporting goods, and chemicals, are

concentrated in the Kansai,

The Kansai is also the center for a number of major construction projects. A recent survey
conducted by the Kansai Revitalization Center (KIRC) lists 822 major projects in the Kansai area
valucd at aver 35 trillion yen (approximately $250 billion). This major project development
represents tremendous opportunities for U.S. companics. These opportunitics range from design and
construction services to supply of building materials and resort and leisure equipment.

Businesses in the Kansai benefit from lower operating costs, and a lower cost of living, than thosc in
Tokyo. For example, the monthly rent for a threc-room office in Osaka is $670 compared to $2,300
in Tokyo. A typical condominium in Osaka rents for $800 a month compared with $4,000 in Tokyo.

Osaka is less than three hours to Tokyo by bullet train.

The U.S. Department of Commerce has an office in Osaka and is available to counsel U.S,
companics on business opportunitics in the region. The American Chamber of Commerce in Japan
has a Kansai chapter, which has over 300 members. In addition, other groups such as the
International Business Association provide strong networking opportunitics.

Nagoya and the Chubu Region: The Chubu region is located in central Japan and includes the
prefectures of Aichi, Gifu, and Mie. Nagoya, located in the Aichi prefecture, is the largest city in
the Chubu arca and has a population of over 2 million. The GDP of the Nagoya arca alone is as
large as the Republic of Korea's. The Chubu region is the home of such industrial companics as
Toyota, Noritake, Brother, Makita Power Tools, and Nippon Denso. This region is currently
attracting a significant amount of altention both domestically and internationally. Plans for a new
24-hour intcrnational airport have begun, and the airport is expected 1o be operational by the year
2005. Developments in the auto, acrospace, and new materials industrics are also bringing attention
10 this arca. A number of U.S. acrospace companies have been making significant investments in the
Nagoya area. Morcover, automobile parts supplicrs and other high technology companics view
Nagoya as an excellent base for rescarch and development centers.
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American business people in Nagoya recently created the American Business Community of Nagoya,
This group is similar to the American Chamber of Commerce in Japan (ACCJ) and seeks to provide
sell-help for U.S. firms doing business in this region. To date, the group has nearly 30 members, and
representatives of such U.S. firms as General Dynamics, United Technologies, and Coca-Cola. The
U.S. Department of Commerce recently established a new office in Nagoya to assist U.S, companies
interested in investing in the arca and secking possible business opportunities in the region.

Fukuoka and the Kyushu-Yamaguchi Reglon: The Kyushu-Yamaguchi region, lying 700 miles
west of Tokyo, has a land arca the size of Switzerland and an economy 1.5 times that of the
Netherlands and 2.6 times that of Taiwan. Local business lcaders call Kyushu Japan's "Silicon Island®
because of the semiconductor industry there which accounts for 42 percent of Japan's total chip
output. In addition, a recent movement of the Toyota group to Kyushu, along with expansion by
Nissan, will bring an estimated 10 percent of Japan's car production to this island within the next five

years.

Regional business and political leaders have sought to stimulate cconomic growth through a wide
variety of innovative development projects, including high-technology research, water(ront
redevelopment, and claborate resort projects. Public works projects in the Kyushu-Yamaguchi area
will amount to approximately $36 billion over the coming decade, and the Fukuoka arca resort
projects are estimated to be worth $14 billion. Plans are being made to obtain funding from the
national government to start construction of a major new international airport within the next ten
years to serve as a new hub for western Japan as well as for nearby Asian countrics.

Particularly good business prospects in the Kyushu-Yamagnchi region may be found in the arcas of
electronics and computers, architecture, design and construction, and medical equipment and
technology, Exhibitions and seminars are organized by the U.S. Department of Commerce's
Fukuoka office in cach of thesc areas during the course of the year.

Sapporo and Northern Japan: Northern Japan, consisting of Honshu's four northeast prefectures
and the island of Hokkaido, has a gross regional product larger than $275 billion, This
industry-centered region imports heavily from other parts of Japan, but U.S. products can be
extremely competitive. The secondary and processing sectors need lower priced American materials
and services to survive.  Establishing distribution in this region is much cheaper than in Tokyo.
Sapporo, in Hokkaido, lying 700 miles north of Tokyo, is also an important center of commercial

activity.

The best sales prospects in northern Japan are home building materials, major project construction
and building materials, food processing machinery and supplics, agricultural machinery and supplics,
and tourism. Exporters of coal, logs, wood pulp, processed lumber, fish, fish products, fced grains,
and all other agricultural inputs should pay particular attention to the increasing demand for
domestic product substitutes. Hokkaido is a good test market for recreational and consumer goods
and direct mail salcs. The U.S. Department of Commerce office in Sapporo can provide consultative
and facilitative services, temporary work space, simple office services, and exhibition and seminar

space in its display area for American products.
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PROMINENT ECONOMIC ORGANIZATIONS IN JAPAN

The Ameﬂca;z Chamber of Commerce in Japan

Founded in 1948, the American Chamber of Commerce in Japan (ACCJ) has actively sought to
promote the development of commerce between the United States and Japan, In order to do this,
the ACCJ works with business and government organizations in Japan and the United States to
exchange ideas and opinions and seek resolution of problems and issues affecting the bilateral
relationship. The ACCJ performs two important functions for its members: (1) it apprises them of
the special problems they will confront while conducting business in Japan and (2) where possible,
assists them in solving those problems. Residing in Japan is not a requirement for membership.

The ACCJ produces several excellent publlcauons, including the recently published Trade and

) Besides providing an evaluation of the current
trade and investment environment in Japan, this study also identifies the key success factors for those
American companies that have come to prosper in Japan, with the idea that others could usc these
concepts and practices to guide future strategies for Japanese market entry or expansion.

The ACCJ committee structure, through which information is gathered and disseminated to all
members, is the keystone to the ACCJ's operations. For this reason, active participation in
committee activitics by ACCJ members is highly encouraged. Current ACCJ committees exist on the
following subjects: China relations; direct marketing; employment practices; external affairs; financial
services; high technology; independent business; internal affairs; investment in the United States;
investments; licenses, patents, and trademarks; living in Japan; marketing; membership relations;
nominating; programs; publications; public affairs policy; taxation and legislation; trade expansion;
and Washington relations/Asian-Pacific Council of American Chambers of Commerce (APCAC).

The ACCJ's address is:

The American Chamber of Commerce in Japan (ACCJ)
Fukide Building No. 2

4-1-21 Toranomon, Minato-ku, Tokyo 105, Japan
Phone: 011-81-3-3433-5381

Fax:  011-81-3.3416-1446

Keldanren

Keidanren (Federation of Economic Organizations) was established in 1946, Onc of Japan’s fout
main business organizations (the other three being Nikkeiren, the Japan Committee {or Economic
Development, and the Japan Chamber of Commerce and Industry), Keidanren is the most influcntial

in Japan's economy and industry.

Kcidanren’s principal functions are to adjust and mediate differences of opinion among its various
member industries and businesses, and to submil proposals to the government regarding policies
designed to stimulate the economy. It also promotes international exchanges on business matters
between private citizens. To carry out these functions, Keidanren has a number of permanent
committees and consulting organizations, including committees concerned with general policy, energy,
economic cooperation, and trade policy. It also has ad hoc committees on defense production and

space exploration,

Internationally, Keidanren conducts an active program of economic diplomacy on a nongovernmental
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level through conferences with American and European business leaders. As Keidanren is the
spokesperson for big business in Japan, its proposals and demands have exerted a strong influence in
Japanese political life. Its views are often sought by the Japanese Government and its
recommendations given important consideration. Keidanren's address is:

Keidanren

1.9-4 Otemachi

Chiyoda-ku, Tokyo 100 Japan
Phone: 011-81-3-3279-1441

Kelwd Doyu Kai

The Japan Committce for Economic Development (Keizai Doyu Kai) is made up of business
managers and exccutives of various Japanese corporations. The committce’s purpose is to promote
progress and stability in the Japanese economy by making proposals aimed at benefiting the national
economy as a whole. It avoids taking stands on political issues.

At the time of its establishment in 1946, the coinmitice was composed of progressive business leaders
and industrialists concerned with the problem of reconstruction and democratizing the Japanese
cconomy. It was intended to provide an informal forum for developing and advancing new ideas.
Membership has grown to some 1,000 business persons, Various subcommittees exist, which conduct
rescarch and issuc rccommendations under the guidance of a board of 200 trustces. The committee
has stressed the social responsibility of business and promoted the cooperation of business and
academia. It also cooperates with similar organizations in other countrics and is particularly
concerncd with promoting the economic development of Southeast Asia. Kceizai Doyu Kai's address
is:

Keizai Doyu Kai

1-4-6 Marunouchi

Chiyoda-ku, Tokyo 100 Japan

Phone: 011-81-3-3211.1271

JAPANESE TESTING, STANDARDS, AND CERTIFICATION

One of the most important arcas of concern for your company is meeting the requirements of
Japancse testing, standards, and certification procedures which cover a wide range of product sectors.
Unfortunately, obtaining information in these arcas {rom outside of Japan is ditficult. Japanesc
approval procedures are often slow and cumbersome and can be discouraging to those unwilling to
make a major commitment of their time and encrgy. However, significant progress has been made in
specific product arcas in the last few years, and steps to simplify the system continue. Problems with
Japancse standards and certification systems gencrally have fallen into one of three categories:

Lack of Transparency: Some of the committees that draft Japanese standards have shown
reluctance to allow foreign participation. As a result, foreign firms whose products could be affected
by new standards have had no meaningful input into the development of those standards.
Furthermore, in many cases forcign firms do not Icarn the details of the new standards until after
Japanese {irms represented on the committces have, and thus the foreign firms lose critical lead time
- retooling to comply with the new standards. This situation is beginning to improve as more dralting
standards commitices are opened to participation by qualified forcigners.
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Lack of Acceptance of Foreign Test Data: In the past, Japanese authorities refused to accept
the results of tests conducted by manufacturers or independent U.S. test laboratories. Companies
seeking certification had no choice but to submit 1o testing and inspection by Japanese authorities,
exposing certain proprietary information. The Ministry of Intcrnational Trade and Industry (MITI)
now accepts test results from U.S, testing laboratories for certification of electrical appliances. A
handfu! of U.S. labs have received Japanese Government approval to inspect factories and give type
approval to U.S. products. MITI has designated the following U.S. testing laboratories to certify

products as mecting Japanese safety and quality requirements:

DSET Laboratories, Inc. Applicd Rescarch Laboratories
Box 1850 of Florida, Inc.

Black Canyon Stage | 5371 N.W, 161st Street
Phoenix, AZ 85029 Miami, FL 33014

Phone: (602) 465-7356 Phone: (305) 624-4800

ETL Testing Laboratories, Inc. Hazelton Laboratories, Corp.
Route 11 9200-T Leesburg Pike
Industrial Park Vienna, VA 22180

P.O. Boux 2040 Phone: (703) 893-5400

Cortland, NY 13045
Phone: (607) 753-6711

Underwriters Laboratories, Inc.

1285 Walt Whitman Road

Melville, NY 11747

Phone: (516) 271-6200 ext. 877 or 614

Underwriters Luaboratories (UL) is the only U.S. testing facility that has received MITI designation
to conduct product testing for type approval and to approve products under the voluntary Japan
Industrial Standards (JIS) system, allowing the product to be marked with a JIS symbol.

Progress also has been made in the acceptance of foreign-generated test data {or health care
products. Japan now accepls the results of all pre-clinical tests conducted outside of Japan, if those
tests are conducted according to Japanese test protocols. However, the Ministry of Health and
Welfare (MHW) s still reluctant to approve products based on clinical tests performed outside of
Japan, cven if these tests are conducted on Japanese people. Test data developed in Japan is
required for medical implantable or invasive products or devices and pharmaceuticals.

Lack of Harmonization with International Standards: Japancse standards often differ from
international standards or from standards prevalent clsewhere. While some changes have been
implemented, Japancse standards continue to deviate from intcrnational standards in many instances.
The U.S. Government continues to raise discriminatory standards cases with the Japanese authoritics.

Japan also has a system of voluntary government and industry marks with specific standards
requirements. Japan Industrial Standards (JIS), Japan Agricultural Standards (JAS), and other
quality marks are important for winning consumer acceptance for a product and are highly
recommended, but can create difficultics for foreign suppliers in those cases where they deviate from

international standards.

A JIS mark on your product is a quality certification mark in Japan. It means that products with JIS
marks satisfy the quality level set by corresponding Japancse Industrial Standards. Although a JIS
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mark is not mandatory, it is recognized by Japancse consumers as signifying good product quality.
JIS mark approval is conducted by the Japancse Government on a factory-by-factory basis. Thus, the
quality is indirectly guaranteed by the Japanese Government.

Complying with Japanese standards and obtaining import certification can be arduous at times. Your
company should work closely with your agent/representative/importer in Japan in order to facilitate
this process. Much information on Japanese standards is only available through the appropriate
Japancse governmental ministry and/or only exists in written form in the Japanese language.
Therefore, it is often up to your representative in Japan to supply your firm with this type of
information. Your agent/representative/distributor should carefully study the products to be
imported and all regulations concerned.  All relevant information should be passed onto your
company since goods not conforming to regulations will not be certified to enter Japan.
Furthermore, there are cases where a product is controlled by more than one law, or different laws
apply to products of the same group, sincc cach law has its legislative objective. Technical
regulations are concerned not only with technical specifications of a product itsclf but also with
packaging, marking or labeling requirements, testing, transportation and storage, installation, etc.
Your company nceds to identify certification requirements for your product if appropriate.

Some Japanese standards and certification information is available in the United States and is in
English. To determine whether or not Japanese standards on your product exist in the United

Statcs, please contact the following organization:

U.S. Department of Commerce
National Center for Standards and
Certification Information
National Institute of Standards
and Technology
Administrative Building, Room A629
Gaithershurg, MD 20899
Phone: (301) 975-4040

The National Center for Standards and Certification Information (NCSCI) provides information on
U.S., foreign, and international voluntary standards; government regulations; and rules of certification
for nonagricultural products. The NCSCI serves as a referral service and focal point in the United
States for information about standards and standards-related information. It responds to requests for
information by identifying relevant standards and/or regulations. Scarches are made with the aid of
various indexces, by contacting professional and standards-developing organizations, and through
communicating directly with foreign standards bodies. The requester is referred to the appropriate
standards-developing organization for additional (technical) information and/or copics of the
document in question. NCSCI does not provide copies of standards,

The following is one private sector organization in the United States that has English translations of
many Japanesc standards for purchase:

The American National Standards Institute
11 West 42nd Street, 13th Floor

New York, NY 10036

Phone: (212) 642-4900

Your product must be adapted to metric standards. The Office of Metric Programs of the US.
Department of Commerce provides exporters with guidance and assistance on foreign metric import
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regulations and on matters relating to U.S. transition to the metricsystem. It can also give referrals
to state metric contacts. For information, call (202) 377-3754.
Another source of informatlon on various Japunesc standards and regulauons is the publication

a which is

produccd by thc Japancsc Intra Oovemmcntal Council on Slandards und Certification Systems
(Printing Bureau, Ministry of Finance). This publication is available in the United States from:

OCS America, Inc.

5 East 44th Street
New York, NY 10017
Phone: (212) 599-4502

The Japan Standards Association (JSA) has established Kikaku Net, an on-line database which was
put into operation in October 1989. The system includes two comprehensive files, one for domestic
and one for international/overseas standards which have cross reference fields for each other. Many
of the fields are supported both in Japanese and English so retrieval is possible in both languages.
This system is a convenient tool for your business in identifying existing Japancse standards and the
over 200 Japanese manufacturer's associations responsible for drafting specific industry standards.
Inquiries on Kikaku Net should be directed to:

Overscas Standards Center

Japan Standards Association

4-1.24 Akasaka

Minato-ku, Tokyo 107 Japan

Phone: 011-81-3-3583-8001 (ext. 245)
Fax:  01(.81-3-3584.5159

Questions on access to Kikaku Net should be dirccted 10:

Customer Service Manager

Database Business Department

Japan Information Processing Service Co., Lud.
2-424 Toyo, Koto-ku, Tokyo 135 Japan
Phone: 011-81-3-35690-3202

The Building Center of Japan is a Japanese quasi-government organization which deals with
Japanese construction standard issues. If your {irm wishes clarification regarding Japancse

construction standards, contact:

"The Building Center of Japan

3.2:2 Toranomon

Minato-ku, Tokyo 105 Japan

Phone: 011-81-3-3434-7155 (International Section)
Fax:  011-81.3-3431-3302
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The following two organizations have been designated the General Agreement on Tarifls and Trade
(GATT) national inquiry points in Japan for standards information:

Standards Information Service

First International Organizations Division
Economic Affairs Bureau

Ministry of Foreign Affairs

2-2-1 Kasumigascki, Chiyoda-ku, Tokyo 100 Japan

The Standards Information Service at the Ministry of Forecign Affairs mainly handles inquiries in the
ficlds of drugs, cosmetics, medical devices, foodstufls, food additives, telecommunications facilitics,
motor vehicles, ships, aircraft, and railway equipment. It does not answer inquiries concerning
Japanese Industrial Standards (JIS) which are handled by the Japan External Trade Organization

(ETRO).

Standards Information Service
Information Service Department
Japan External Trade Organization
2-2-5 Toranomon, Minato-ku 107
Tokyo, Japan

The Standards Information Service at the Japan External Trade Organization mainly handles
inquiries in the ficlds of electric equipment, gas appliances, measurement scales, foodstulls, food
additives, ctc. Those inquiries concerning JIS on medical devices, motor vehicles, ships, aircraft, and
railway equipment are also handled by JETRO,

INTELLECTUAL PROPERTY PROTECTION

If you are sceking to develop trade or to license your technology in Japan, you should take the steps
necessary (o obtain and protect your rights in patents, trademarks, copyrights, designs, trade secrets,
and other intellectual property rights in Japan, Failure to do so can limit your potential for success,

Japan and the United States are signatorics of the Paris Convention for the Protection of Industrial
Property and other treaties governing the protection of industrial property rights. These treatics,
however, do not automatically protest patents or trademarks your business has acquired in the
United States. You will have to file applications for patents or for trademark registrations in Japan,
but your U.S. rights can provide certain advantages if applications are filed promptly in Japan. A
U.S. patent or trademark attorney, as appropriate, can provide advice, but you will also need to hire
a Japancse attorney, preferably one with which your U.S. attorney has an established relationship, to
prosecute the application for a patent or for registration of a trademark.

Japan and the United States belong to the Berne Convention for the Protection of Literary and
Artistic Works and to the Universal Copyright Convention. These conventions provide automatic
protection for copyrighted works, including computer programs, originating in cither country or
produced by authors of cither country. The ownet of a U.S, copyright which is infringed in Japan
would be able to suc the infringer in Japancse courts. Registration for copyrighted works is not
required. Japan does provide for voluntary registration of computer programs and musical works,
which simplifics the cvidence that must be produced in court.

U.S.-produced semiconductor chips are protected in Japan under the Japanese Law Concerning the
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Circuit Layout of a Semiconductor Integrated Circuit. Under this law, foreign chip layout-designs
should e entered in the registry maintained by the Industrial Property Cooperation Center.

Obtaining and protecting intellectual property rights in Japan can be time-consuming and costly.
While the cost or time involved in acquiring intellectual property rights might seem prohibitive, lack
of such rights would permit competitors both in and outside of Japan to copy your product or
production process which you want to market or license in Japan and to compete with your firm in
the Japanese market. Even when intellectual property tights have been acquired, pirating of
technology and designs can occur in Japan, as it does in many countries, including the United States.
Each company in a trading or licensing agreement should understand clearly what its rights and
obligations are with respect to the intellectual property rights owned or acquired by the other. Such
a clear understanding helps to create a good rapport based on mutual trust, thercby ensuring the

success of the trading or licensing agreement.

In 1989, 1990, and 1991, Japan was included on the "Watch List” under the so-called Special 301
provisions of the Omnibus Trade and Competitiveness Act of 1988, because of deficiencies in its
intellcctual property laws and problems of a practical nature involving protection of patents,

copyrights, and trademarks.

Patents: Japan's patent law differs from U.S. patent law in several important ways. First, under
Japan's pateni law, patents are granted to the first inventor to file an application claiming a
particular invention, rather than to the first to invent as is done in the United States. Under the
Paris Convention, the date on which a U.S. applicant filed his U.S. application will become the
Japanese filing date so long as the corresponding application, in Japanese, is filed in Japan within
one year of the U.S. filing date. Prompt filing in Japan is also important because printed publication
of a description of the invention anywhere in the world, or knowledge or use of the invention in
Japan, prior to the filing date of the Japanese application would preclude the grant of a patent on
the application. Second, unlike the United States, where examination of patent applications is
automatic, an applicant must request examination of his patent application in Japan but has seven
years in which to do so, As is true in most countries of the world, but not in the United States, all
patent applications arc published in Japan 18 months after filing. If, during the examination, the
Japanese Patent Office (JPO) finds no impediment to the grant of a patent for a particular
invention, it publishes the patent application a sccond time, including any changes that have been
made during the examination. Following this sccond publication of the application, any party may
oppuose the grant of a patent by demonstrating that the standards for patentability are not met by the

invention,

Japan and the United States are signatories to the Patent Cooperation Treaty (PCT), which is
administered by the World Intellectual Property Organization. Under the PCT, an applicant can file
a single "international application” designating the PCT member countries in which a patent is
sought. The international application has the same effect as filing individual national applications in
cach of those countrics. U.S, nationals can file an inteinational patent application with the U.S,
Patent and Trademark Office of the U.S. Department of Commerce and designate Japan as one of
the countries in which a patent is sought. The international patent application under this program
does not obviate the need to (ile a separate patent in Japan, However, it does provide the applicant

with certain advantages regarding time limits and translations.

It takes a long time to obtain a patent in Japan. Like patent offices in other countries, the JPO
docs not begin examination until 18 months after a patent application is filed, even if examination is
requested at the time of filing. The shortage of patent examiners adds to the problem as does the
number of patent applications {iled by Japanese companies, causing a significant backlog of
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applications awaiting examination. An applicant can request accelerated examination under certain
circumstances, but this does not help reduce the period of examination in ordinary cases. The JPO
has added some examiners 1o its staff and has begun to hire subcontractors to perform initial
searches of patent applications. In December 1990, the JPO inaugurated the world's first electronic
filing system for patent applications. These measures, however, have yet to result in substantial
reductions in the time required to examinc a patent application and grant the patent.

It must be emphasized that correct translation is necessary in the patent application process. The
JPO shows little sympathy towards translation mistakes or typos. Companies should ensure that

translations of their applications are perfect.

The average time required to examine a patent application in Japan was 32 months in 1990. That is
in addition to the 18 months prior to initial publication and the 2 months following publication for
oppaosition, indicating that, on average, it took 52 months to obtain a patent in Japan (assuming
there were no oppositions filed). During the examination period, no effective legal protection will
exist. By comparison, the average period required for the U.S, Patent and Trademark Office to
process a patent application is 18 months, In the U.S.-Japan Structural Impediments Initiative (SII),
the Government of Japan has agrecd to reduce the period required for examination to 24 months
within 5 years. If the application {s uncontested in Japan and all requirements are met, the patent is
granted and valid for 15 ycars from the date the application is published (but not more than 20 years

from the date the spplication was submitted).

Trademarks: To provide for protection for the brand names of products, Japan cnacted the
Trademark Law of 1959. Under the law, the first person to file an application for a particular
trademark is cntitled to the registration of the mark in connection with the particular class of goods.
Japan has just enacted a new law providing for the registration of service marks which comes into
effect in April 1992, Currently, service marks are protected only under Japan's Unfair Competition
Law. The tradcmark law permits the owner of a well-known foreign trademark or service mark to
oppose the registration of a mark if it can demonstrate that the mark is confusingly similar to its
own. Onc common mistake to avoid is to trademark just your product  You should also trademark
the packaging and/or promotional materials that go along with your product. A trademark
registration is valid for ten years from the date of registration and can be renewed indefinitely for
ten year periods so long as the trademark continues to be used, [f a mark has not been used for a

period of three years, it can be canceled.

On February 20, 1990, Japan agreed to the Nice Agreement Concerning the International
Classification of Goods and Scrvices for the Purposes of the Registration of Marks. As is the case
with patent applications, a resident agent (usually a lawyer or patent agent) must prosecute the
trademark application, As with the processing of patent applications, Japan's trademark registration
process is very slow. It takes an average of 4 years to process a trademark registration in Japan,
comparcd with an average of 13 months in the United States. The only protection available for a
trademark in Japan prior to registration is under the Unfair Competition Law. Under this law, the
owner of the mark must demonstrate that the mark is well-known in Japan and that consumers will
be confused by the use of an identical or similar mark by the unauthorized user.

Copyrights: Japan's copyright law is administcred by the Copyright Office of the Cultural Affairs
Agency, Ministry of Education. Under the Berne Convention for the Protection of Literary and
Artistic Works and the Universal Copyright Convention, Japan provides protection for copyrighted
works, including computer programs, for nationals of member states of those conventions and/or
works first published in member countries. The protection lasts for the life of the author plus 50
years or 50 ycars from publication in the case of juridical entitics. Registration is not required.
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Japan amended its copyright law in April of 1991 to extend protection for sound recordings from 30
to 50 years, to provide a rental right for foreign phonogram producers, and to provide criminal
penalties for copying previously unprotected U.S. and certain other foreign-produced sound
recordings released from 1968 to 1978. The one-year prohibition against rental starts to run from
the date of first sale anywhere in the world, not from the date of first sale in Japan; there is no
protection for foreign sound recordings produced before 1968,

In 1988, Japan enacted legislation. to facilitate the prosecution of suspected video pirates, although
loopholes remain. The law must be enforced more rigorously if it is to be effective in curbing abuses
which have cost U.S, owners of rights in video recordings an estimated $200 to $250 million cach

year.

Semiconductor Chip Layout and Design: The layout-designs of U.S.-produced semiconductor
chips are protected in Japan under the Japanese Law Concerning the Circuit Layout of a
Semiconductor Integrated Circuit, This law is administered by an independent registration agency,
the Industrial Property Cooperation Center (IPCC). Under the Japancse law, foreign chip
layout-designs may be registered in the registry maintained by the IPCC. The duration and the level
of the protection is essentially the same as under the U.S. Semiconductor Chip Protection Act.
Japanesc layout-designs are eligible for protection in the United States under orders issued by the
Assistant Secretary and Commissioner of Patents and Trademarks,

Utility Model and Design Protection: The Japanese utility model system parallcls the patent
system. It serves as an incentive to individual inventors and small and medium-sized businesses
(which lack large budgets for research and development) to invent. While novelty remains an
important requirement, the degree of inventiveness for a utility model is less than that required for a
patent, Devices are protected as utility models, but not methods. Application procedures are similar
to those for patents, but the period of protection is 10 years from the date of publication of the
application and no more than 15 years from the date of application.

Japan also protects registered designs under a system modeled on the British. To be registered, a
design must be industrially uscful, novel, and creative. The design right lasts 15 years (rom the date
of registration, The application for registration is similar to that [or patent applications.

Trade Secrets: Japan cnacted amendments to the Unfair Competition Law in 1990 which provide
some measure of protection for theft of trade sccrets such as know-how, customer lists, sales
manuals, and experimental data. ‘The law provides for injunctions against wrongful use, but not
against use by innocent third party transferces of trade sccrets.

If you are interested in protecting your product in Japan, you will necd a Japanese lawyer (bengoshi)

or patent agent (benrishi). Consult with your attorney here in the United States, the
tindale- Hubb. w Di or for a list of selected lawyers and patent attorneys, contact the

Japan Export Information Center (JEIC) at (202) 377-2425. Other English-language intelicctual
property protection publications available include:

*Patent Protection or Piracy - A CEO Views Japan,” iew. September/October

1990, pp 58-67. Reprint Product Information and Orders: (617) 495-6192.

Patent Application Paperless System: Guide Book. Japanese Patent Office (1990).

Guideline for Accelerated Examination and Accelerated Appeal Examination System for
Working-Related Patent (or Utility Model) Applications. Japancse Patent Office (July 1989).
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Quide to Industrial Property in Jaoan. Japanese Patent Office (1988).

Japanese Patent Office

Industrial Property Rights in Japan, Japan External Trade Organization (Revised 1981).

EXPORT FINANCING

Export-Import Bank of the United States

The Export-Import Bank of the United States (Eximbank) can provide export financing assistance to
American companies through the following programs:

Working Capltal Guarantee Program: This program helps small businesses obtain critical
pre-export financing from commercial lenders. Eximbank will guarantee 90 percent of principal and
a limited amount of interest on loans or revolving lines of credit extended to eligible exporters. The
funds may be used for such pre-export activities as buying raw materials or foreign marketing. For
more information, contact the U.S. Division at (202) 566-8819,

Export Credit Insurance: Through its agent, the Foreign Credit Insurance Association, Eximbank
offers insurance which covers political and commercial risks on export receivables. For more
information, contact the Insurance Division at (202) 566-8955.

(1)  The New-to-Export Policy is available to firms just beginning to cxport or with average
annual export sales of less than $750,000 for the past two years. The policy offers enhanced
coverage and a lower premium than usually found in regular insurance policies.

(2)  The Umbrella Policy is available to commercial lenders, state agencics, export trading
companics, and similar organizations to insure export receivables of their small and

medium-sized clients,

(3)  The Bank Letter of Credit Policy insures commercial banks against loss on irrevocable letters
of credit issucd by foreign banks for U.S. exporters.

(4)  The Multi-Buyer Policy insures all or a rcasonable spread of an exporter's short- or
medium-term export credit sales.

(5)  The Financial Institution Buyer Credit Policy insures individual short-term cxport credits
extended by financial institutions to forfign buyers.

(6)  The Short-Term Single-Buyer Policy and the Medium-Term Single-Buyer Policy allow
exporters o insure their receivables against loss due to commercial and specified political

risks on a sclective basis,
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(7)  Leasc Insurance Policies offer a lessor the opportunity to expand its overseas leasing program
by providing comprehensive insurance for both the stream of lease payments and the fair

market valuc of the leased products.

Guarantee Program: This program provides repayment protection for private sector loans to
creditworthy buyers of U.5. capital equipment and services exports. Coverage is available for loans
of up to 85 percent of the U.S. export value, with repayment terms of one year or more. Eximbank's
guarantee is available for fixed or floating rate export loans in U.S. dollars or convertible foreign
currencics. For more information, contact the Export Finance Group at (202) 566-8187,

Loan Program: This program provides compctitive, fixed interest rate financing for U.S. export
sales facing forcign competition backed by subsidized financing. Eximbank extends direct loans to
foreign buyers of U.S. exports and intermediary loans to responsible parties that make loans to

foreign buyers. Coverage is available for loans of up to 85 percent of the U.S. export value. The
interest rates are the official minimum matrix rates agreed on by members of the Organization for
Economic Cooperation and Development (OECD) and depend on the repayment period and the
classification of the buyer’s country. For more information, contact the Export Finance Group at

(202) 566-8187.

Engineering Multiplier Program: This program stimulates the exports of U.S. architcctural,
industrial design, and enginecring services. Eximbank will extend loans or guarantees up to 85
percent of the U.S. export value of services involving projects with the potential of generating U.S,
export orders of $10 million or double the original export contract, whichever is greater. It also will
guarantce commercial financing for approved project-related costs in the host country of up to 15
percent of the U.S, export value. For more information, contact the Engincering Division at (202)

566-8802.

Operations and Maintenance Contracts Program: This program helps U.S. firms compete for
overseas contracts to operate and maintain new or established projects. Eximbank will provide loans
or guaranices for up to 85 percent of the U.S. export value of operations and maintenance
transactions with repayment terms of up to five years. The contract must provide a long-term benetit
to the oweaer, such as training local personnel to take over the operation or establishment of
permancent procedures 10 assure good operation of the project. For more information, comtact the

Engincering Division at (202) 566-8802.
Foreign Credir Insurance Assoclation

The Foreign Credit Insurance Association (FCIA) helps U.S. exporters shipping on short-term credit
(up to one year) (o be assured of receiving payment while extending appropriate credit terms. As an
agent of Eximbank, it insures U.S. companics against the risk of nonpayment by foreign buyers fot
commercial and political reasons. The insurance can cover 90 percent of the commercial risks and
100 percent of the political risks or 95 percent of all risks, a decision that is made by the
policyholder. For more information, contact FCIA at (212) 306-5000.
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The Small Business Administration

The Small Business Administration (SBA) can provide export financing assistance to American
companies through the following programs:

Export Revolving Line of Credit Program: This program guarantces loans up to $750,000, the
proceeds of which can be used to finance foreign market development or labor and materials needed
to manufacture or wholesale for export. The maximum maturity is 18 months. For more
information, contact the Office of Financial Assistance at (202) 205.6497.

International Trade Loan Guarantee Program: This program offers small businesses that can
significantly expand existing export markets, develop new export markets, or those adversely affected
by import competition, loan guarantees up to $1 million for [acilitics and equipment and up to
$250,000 for working capital. Maturities of loans may extend up to 25 years. For more information,
contact the Office of Financial Assistance at (202) 205-6497.

Small Business Investment Companles: Licensed by SBA, firms whose investment strategies

include export activitics may receive equity capital or term working capital in excess of SBA's
$750,000 statutory limit. For more information, contact the Investment Division at (202) 205-6734.

Business Loan Guarantee Program: Financing for fixed-asset acquisition or gencral working
capital purposcs may be obtained; the program encourages private lenders to make loans of up to
$750,000 to borrowers who could not borrow on reasonable terms without government help. For
more information, contact the Office of Financial Assistance at (202) 205-6490.

The Overseas Private Invesiment Corporation

The Overseas Private Investment Corporation (OPIC) can provide export financing assistance to
American companics through the following programs:

Finance Programs: Mcdium- to long-term financing for overseas investment projects is made
available through loan guaranties and direct loans. Loans generally range up to $6 million and are
reserved exclusively for projects significantly involving U.S. small busincsses or cooperatives.
Guarantees, as large as $50 million, are available for projects sponsored by any U.S. company
regardless of size. OPIC's financing commitment may range up to 50 percent of total project costs
for new ventures and up to 75 percent for expansion of existing successful operations, with final
maturities of 5 to 12 years or more. A special small contractor's guarantee program is also available.
For more information, contact Public Alfairs at (202) 457-7087.

Lease Financing Program: This program offers loans and guarantees to foreign leasing companics
in which there is a significant U.S. private business interest. Terms of the guarantee are typically
from four 1o scven years. For more information, contact Public Affairs at (202) 457-7087.

Small Contractor’s Guarantee Program: This program will guarantec an cligible financial
institution for up to 75 percent of an on-demand standby letter of eredit or other form of payment
guarantec issued on behall of a small business construction or service contractor. For more
information, contact Public Affalrs at (202) 457-7087.

42

o



128

The U.S. Department of Agriculture

The U.S. Department of Agriculture (USDA) can provide export financing assistance to American
companies through the following programs:

Export Credit Guarantee Programs: These programs arc designed to expand U.S. agricultural
exports by stimulating U.S. bank financing of foreign purchases. The programs operate in cases
where credit is necessary to increasc or maintain U.S. exports to a foreign market and where private
financial institutions would be unwilling to provide financing without a guarantee. These programs
guarantee letters of credit from foreign financial institutions against default, For more information,

contact the USDA at (202) 720.4221.

Market Promotion Program: Authorized by the Food, Agricultural, Conscrvation, and Trade Act
of 1990 and administered by USDA's Foreign Agricultural Scrvice, the Market Promotion Program
promotes a wide variety of U.S. commoditics in almost every region of the world, Surplus stocks or
funds from the Commodity Credit Corporation arc used to partially reimburse agricultural
organizations conducting specific foreign market development projects for eligible products in
specified countries. For more information, contact Marketing Operations at (202) 720.5521.

Japanese Entitles

The Export-Import Bank of Japan (JEXIM): In order to increasc Japan's imports, the JEXIM
has cxpanded the scope of cligible borrowers for low-interest financing. Products of American
companics are cligible for the Japanese Government import credit program.  For information,

contact:

The Export-Import Bank of Japan The Export-Import Bank of Japan
375 Park Avenue, Suite 3601 2000 Pennsylvania Ave., N.W.
New York, NY 10152 Suite 3350

Phone: (212) 888.9500 Washington, DC 20006

Phone: (202) 331-8547

The Japan Development Bank (JDB): The JDB has sharply increased low-interest financing
offered to forcign companics for import-related facilitics in Japan as well as for direct investment in
Japan by U.S. companies. For information, contact:

The Japan Development Bank ‘The Japan Development Bank
Center for Promotion of Direct Center for Promotion of Direct
Investment in Japan Investment in Japan

1101 17th Street, N.W. 575 Fifth Avenue, 28th Floor
Suite 1001 New York, NY 10017
Washington, DC 20036 Phone: (212) 949-7550

Phone: (202) 331-8696

The Export-Import Insurance Division of the Ministry of International Trade and Industry
(EID/MITI): EIDMITI, which began operations in 1950, insures repayment of export credits.
EIDMITI insurance enables commercial banks, which normally would be unwilling to assume the
risk of certain types of financing, to fund overscas projects. EID/MITT has a wide range of short,
medium, and long-term insurance programs for Japanese and non-Japanese cxporters, importets, and
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investors, For more information, contact:

Ministry of International Trade and Indusiry
Export-Import Insurance Division

1-3-1, Kasumigascki

Chiyoda-ku, Tokyo 100, Japan

In May 1991, the Export-Import Bank of the United States reached an agreement for cooperation
with the financial institutions of the Government of Japan (JEXIM, JDB, and EID/MITI) to advance
mutual objectives in: (1) expanding the role of exports in the growth of global trade, (2) facilitating
the flow of trade and investment capital to developing countrics, (3) assisting cooperation between
suppliers and banks of Japan and the United States, and (4) increasing the volume of exports from
the United States to Japan and other countrics. It is expected that the cooperative application of
financing support by the respective agencies will enable projects to be financed which otherwise
could not proceed for lack of complete capital resources. In particular, it is expected that U.S.
exports will benefit from more effective access to financing supported by the Japancse agencics.

CUSTOMS CLEARANCE

Customs Documentation: While customs procedures have been simplificd i recent years, a
number of documents are still required for clearance through customs. These include: (1) for

import quota items, an import license, usually valid for four months from date of ssuance, (2) an
Import Declaration Form (Customs Form C 5030), (3) shipping documents such as a commeraal
invoice, packing list, and an original and signed bill of lading. or, if shipped by dir, an aie waybill, (4)
a certificate of origin if the goods are entitled to favorable duty treatment (preferential or GATT
rates; in practice, shipments from the United States are routinely assessed the GATT or “emporary®
rates without a certificate or origin); (5) any additional documents necessary as proof of comphance
with relevant Japanese laws and standards regulations. To be certan that ol required documentation
is provided at the time your shipment arrives in Japan, consult with your agent importer.

CoMmMmERrCiAL Invoice : All shipments regardless of value require at teast two copes of the
commetcial invoice. The invoice must be on shipper's fetterhead and signed by the shipper
or an approved representative. This document is used to determine the value of goods being
imported and should include: the complete name and address ol the shipper, full desenption
of goods and tarifl classification, number of units shipped. umt price. ot prce, and country

or origin of goods.

PackinG Liasr: A packing list is recommended and should proside the followmg informauon
exact description of all items in the shipment. the gross and net weight of cach package. the
exterior measurements of cach package, the total number of shipping contuners and gross

weight and gross measurement. Units of measure must bean metne on both docements and

goods.
But, or Labing: Three signed original bills of Tading should be sent througn hanking

channels, and at least two unsigned copies should be forwanded o the convpinee bor goosds
sent by air, a standard set of ten (one original and mine coprest shoul b made avpbabie

CERNNCATE OF ORIGIN ¢ A centilicate of ongin s required enly when the goeds are we he
granted duty concessions under GATT or the Generalized Ssstem ot Proferenes such
documents are often authenticated by a local chamber ot commerie s b apanese
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consular or diplomatic official.

Import License: Most goods now qualify as *freely importable® and do not require an
import license. The only exception is for thase commodities falling under import quotas in
which case the Japanese importer would obtain the license (see section on quotas),

Packing, Marking, and Labeling: Straw packing materials ars prohibited. The Japanese
Measurcment Law requires that all imported products and shipping documents show metric weights
and measures. There is no law requiring display of the identity of the place of origin. However, if
labels indicating origin are determined to be false or misleading, the labels must be removed or
corrected. Otherwise the goods will be returned to country of origin, False or misleading labels
which display the names of countries, regions, or flags other than the country of origin, and/or names
of manufacturers or designers outside the country of origin are not permissible.

There are no generic regulations for the marking of packages, but certain goods such as food, drugs,
cosmetics, clothing, and electrical appliances are covered by specific regulations outlined, respectively,
in the Food Sanitation Law, the Pharmaceutical Affairs Law, ordinances of the Ministry of Health
and Welfare, and the Electrical Appliance Control Law. As such regulations apply to specific
products, it is important to work with a prospective agent/importer to ensure your product meets

requirements.

In general, most labeling laws are not required at the customs clearance stage, but at the point of
sale. Conscequently, it is most common for Japanese importers to affix a label before or afier

clearing customs.

Health and Sanitary Requirements -- Inspection Certificates: Japanese health and sanitary
regulations are strictly enforced.  All imported plants and soils, animals, meat, and viscera of animals
must be accompanicd by a phytosanitary inspection certificate issued by the government of the
exporting country attesting that such shipments are free from infectious maierials or discases.
Additional information is available from the Animal and Plant Health Inspection Service, U.S.
Department of Agriculture, Hyattsville, MD 20782, (301) 436-8590 (Vetcrinary Services) and (301)

436-8537 (Plant Protection and Quarantine).

Japan's Food Sanitation Law requires that an Import Motification Form must be submitted for alt
food products at the time of import to ensure all standards governing foodstulfs have been met. The
use of chemicals and other additives in foods is severely restricted in Japan, The additive regulations
follow a “positive list” approach which indicates only those additives which arc permitted, their
maximum tolerable amount, and the foods in which the additives may be used. Cosmetics are
governed by similar restrictions covering permissible ingredients.  Additional information on specific
regulations is available through the U.S. Department of Agriculture, Office of Food Safety and
Technical Seevices at (202) 720-9408, or the U.S. Department of Commerce, Japan Export

Information Center at (202) 377.2425.

Import Quotas: Japan has in effect two quota systems: a quantity allocated quota and a tariff
quota. The quantity allocated quota is applicd to imports of some dairy products, fish, grain staples,
and coal. Import of these items requires an Import Quota Certificate issucd by the Ministry of
International Trade and Industry through an import notice system granting allocation twice a ycar,
The quata certificate is valid for four months. Once the certificate is obtained, an application for
approval is then made (o an authorized forcign exchange bank which issues the import license.

A tariff quota is in effect for cheese, maize, oats, malt, preparations of cocoa without sugar, some
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tomato products, pineapples, some alcohol materials used as base of alcoholic beverages, leather, and
leather footwear. For items subject to an import tarilf quota, a lower primary duty rate is applicd
until the quantity exceeds the quota threshold at which time a higher duty is assessed. To apply for
the primary duty rate an importer must obtain a quota allocation in advance from the Ministry of
International Trade and Industry. Current quota volumes and duty rates arc listed in the yearly
publication of the Japanese tariff schedule.

Tariffs: According to the Japancse Government, the average tariff is now onc of the world’s lowest
at 3.4 percent. However, import duties on some agricultural items and certain manufactured goods
remain relatively high.  As part of their import incentive program, the Japanese expanded the list of
duty-frec manufactured products in April 1990 by 1,004 items and reduccd the tariff on four more,
Conscquently, almost all machinery imports are now tariff free.

Tarifls arc administered by the Customs Burcau of the Ministry of Finance. Japan is a member of
the Harmonized System Convention and therefore shares the same classification system as the
United States up to six-digits. Duties arc assessed on the c.if. value (cost, insurance. and freight) at
ad valorem or specific rates, and in a few instances are charged a combination of both,

Japan’s wanilf schedule has four columns: general, GATT, preferential, and temporary. Goods from
the United States are charged GATT rates unless a lesser temporiary rate has been instituted.
Japan’s preferential system of tariffs grants lower or duty-free rates to products imported from

developing countries.

In addition to the customs duty. a 3 percent consumption tax {geaeral exase taxg (6 pereent on
autos) is levied on all goeds sold in Japan and payment is required at the time of mport declaration.
‘The consumption tax is asscessed on the c.if. value of the product plus the import duty. Refer to the

section on taxation for more information.

Dutics and consumption tax are payable when making an import declaration at the tme of custor:
clearance by the importer. The Import Declaration Form (Customs Form € 5030} is filled out by
the importing company and is used as an import declaration as well as a tax payment declaration
form,

Sample and Advertising Materials: Japan is a member of the International Convention 1o
Facilitate the Importation of Commercial Samples and Advertising Materials under the ATA Carnet
System. Use of a carnet allows goods such as commercial and exhibition samples, professional
cquipment, musical instruments, and TV cameras to be carried or sent temporarily into a foreign
country without paying dutics or posting bonds. A carnet should be arranged for in advance by
contacting a local office of the United States Councit for International Business or the New York
office at (212) 354-4480. Fees are based on the value of goods to be shipped. Processing time takes

gencerally five business days.

Advertising materials, including brochutes, films, and photographs. may enter Japan duty free. A
commercial invoice for brochures and literature for free distribution mast have cither the actual or
estimated value of the cost of production. Do not use the term "no charge.”

Artickes intended for display at trade (airs and similar events are also permitted o enter duty free
but arc required to be reexported within one year. A commercial invotce for these goods should be
marked “no commercial value, customs purposes anly™ and “these goods are for exhiition and are to

he returned after conclusion of the exhibition.”
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Free Trade Zones and Bonded Areas: Japan has one free trade zone at Naha on Okinswa. In
addition, there are five kinds of bonded areas: designated bonded arcas, bonded sheds, bonded
warchouses, bonded f(actories, and bonded exhibition sites. Goods may be stored in bonded areas for
up to two years; however, storage fees are high. Duties are payable only when the goods are cleared

through customs.

TAXATION

Taxes in Japan are imposed by national and local governments and can be classified into four groups:
income taxes, property taxes, consumption taxes, and transfer of goods taxes.

Taxes on Income
NamoNAL Taxes: Income Tax (Individual Income Tax) and Corporate Tax (Corporate Income Tax)

LocaL Taxes: Prefectural Inhabitants Tax, Enterprise Tax, and Municipal Inhabitants Tax

Taxes on Property
NanonaL Taxes: Inheritance Tax and Gift Tax
LocalL Taxes: Automobile Tax, Mine-lot Tax, Property Tax, Light Vehicle Tax, Special

Landholding Tax, Business Office Tax, and City Planning Tax

Taxes on Consumplion
NaTioNAL Taxes: Consumplion Tax (general excise tax), Liquor Tax, Tobacco Tax, Gasoline Tax,

Liquefied Petroleum Gas Tax, Aviation Fuel Tax, Petrolcum Tax, Local Road Tax, Customs Duty,

and Monopoly Profits Tax
Locar Taxes: Prefectural Tobacco Tax, Golf Course Utilization Tax, Special Local Consumption

Tax, Municipal Tobacco Tax, and Bathing Tax

Taxes on Transfer of Goods
NATIONAL TAXEs: Bourse Tax, Securities Transaction Tax, Registration and License Tax, Motor

Vehicle Tonnage Tax, Stamp Tax, Tonnage Due, Special Tonnage Due, and Promotion of
Power-Resources Development Tax
LocaL Taxes Real Property Acquisition Tax, Hunter's Registration Tax, Automobile Acquisition

Tax, Hunting Tax, and Mineral Product Tax

The United States and Japan signed an Income Tax Treaty on July 9, 1972, This agreement was
designed to prevent double taxation from occurring with respect to income taxes. The Japancse
Government reduced personal and corporate income tax rates and introduced an indirect
value-added tax (general excise tax) named the consumption tax in April 1989,

Consumption Tax: The commodity tax was replaced April 1, 1989 with a consumption tax of 3
percent, 6 percent on autos, The consumption tax, intended to broaden the tax base and thereby
improve the Japancse Government's ability to respond to growing claims on the national purse in
one of the world's fastest aging socictics, evoked widespread popular opposition, as it is primarily
vicwed by consumers as a sales tax. The impact of the consumption tax on imports into Japan has
not been severe, and imports have continued to rise strongly since its imposition. It is levied at the
time of cach resale, starting with customs clearance into Japan at which time it is levied on the cost,
insurance, and freight (c.if.) value plus import tariff. Most retail sales are also subject to the 3

percent consumption tax.
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Tax Treatment of Forelgn-Owned Firms: Local branches of foreign firms are generally taxed
only on income derived from within Japan, whercas domestic Japanese corporations are taxed on
their worldwide income. Calculation of taxable income and sllowable deductions, and payments of
consumption tax are otherwisc the same as those for domestic companies, with national treatment for
foreign firms. The Corporation Tax Act classifies corporations as either foreign or domestic
depending on the location of the head office, without regard to the place of incorporation. The
U.S.-Japan Tax Treaty provides for the avoidance of double taxation.

Dividends distributed by a Japanese firm are subject 1o a 20 percent withholding tax. The tax treaty
reduces this tax to 15 percent for U.S. sharcholders, Interest payable to a nonresident is normally
subject to withholding of 20 percent, but the tax treaty reduces this to 10 percent, as long as the
interest is not attributable to a permanent cstablishment in Japan. Royaltics and fees paid to a
forcign licenser by a Japanese licensce are subject to a normal withhalding tax of 20 percent,

reduced to 10 percent by the tax treaty.

Rate of Corporation Tax: As of April 1, 1990, the basic rate of 37.5 percent was established for
the national corporation tax. The rate is 28 percent for firms capitalized at or under 100 million yen
and with a taxable income of under 8 million yen.

Capital Galns: Capital gains from the transfer of real property in Japan are subject (o the normal
corporation tax (37.5 percent). In addition, capital gains are subjcct to the surtax at the rate of 20
percent with regard to gains on transfer of land in Japan possessed for not more than five years (30
-percent surtax il less than two years). Capital gains from the sale of sccurities are subject to the
normal corporation tax at the rate of 37.5 percent, A special tax-cxempt provision concerning capital
gains on the sale of securities exists in Japan's tax treaty with the United States.

You should contact a U.S, busincss consulting or accounting firm in Japan for specific guidance on
tax issucs. A list is available from the Japan Export Information Center (JEIC) al (202) 377.2425.

THE STRUCTURAL IMPEDIMENTS INITIATIVE

The Japanese cconomy is undergoing marked structural change, Fast-growing domestic demand,
currently fucled by both personal consumption and capital investment, supplanted external demand
as the engine of Japanese cconomic growth in 1985-90. This change has primarily been a
market-driven response 1o the fundamental exchange rate realignment of the last five years,
Another central factor has been the focus on deregulation of the economy, particularly the
privatization of public tclccommunications and railway companics and the simplification of product
standards. Despite progress in this arca, Japan's economy remains heavily regulated, reinforcing
business practices that restrict competition and thus keep prices high. Price controls remain on
certain agricultural products, and burcaucratic obstacles to the entry of new firms into businesses
such as trucking, rctail sales, and telecommunications also have slowed the cconomy's structural

adjustment.

To accelerate structural adjustment, on July 14, 1989, President Bush and Prime Minister Uno
launched the Structural Impediments Initiative (S11) to identify and solve structural problems in both
countrics that stand as impediments to the reduction of payments imbalances. Under this initiative,
the U.S, side identificd six arcas of concern in Japan's cconomy -- savings and investment, land use,
distribution system, pricing mechanism, cxclusionary business practices, and affiliated-company
(keiretsu) relationships. The Japancse side in turn proposed study of American policies in seven
arcas that bear on U.S. competitiveness.
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In the SII Joint Report, issued Juns 28, 1990, both sides agreed to carry out reforms in these areas.
Japan committed to spend 430 trillion yen from 1991-2000 to address social infrastructure needs,
which will help correct Japan's chronic imbalance of savings over investment and foster further
domestic-led cconomic growth, Vigorous implementation by Japan of the competition-oriented
domestic economic reforms, such as toughening anti-trust enforcement, easing of limits on large
stores, land tax reform, and more corporate disclosure, should help translate Japan's growing
productivity into higher living standards and stimulate greater demand for imports.  Already,
liberalized rules for large retail store openings have led 1o many new store applications, including
several outlets planned by one major U.S. retailer.

FOREIGN TRADE BARRIERS

Over the past few years, the Government of Japan has removed most formal barriers to the import
of goods and services. Import licenscs, which are still technically required for all goods, are granted
on a pro forma basis with limited exceptions (fish, leather goods, and some agricultural products).
Japan's average tadiff rate is one of the world’s lowest, and Japan has offered to reduce its industrial
tariffs by one-third in the Uruguay Round market access negotiations, 1f successful, the Uruguay
Round will further reduce trade barriers in a number of areas such as agriculture, where an end to
the ban on rice imports is sought; manufactured goods, where the United States has proposed the
mutual climination of tariffs for major industrial scetors; and the services sector.

In one of the most intensive periods of U.S.-Japan trade negotiations ever, U.S. and Japanese
ncgotiators in concluded agreements to improve sales opportunities for foreign supercomputer
manufacturers in Japan's public sector supercomputer market, remove restrictions for purchases of
foreign commercial satellites, resobve tariff and standards issucs regarding wood products, and
enhance opportunities for U.S. and foreign semiconductor manufacturers to scll their products in
Japan. In addition, the Government of Japan agreed to liberalize the market for telecommunication
products and services, strengthen copyright protection for American music recordings, and resolve a
dispute involving amorphous metals. Also, the list of construction projects covered by the Major
Projects Agreement (MPA) was expanded in July 1991, The revised MPA improves the
procurement procedures and has established a new complaints mechanism.

Current obstacles to selling into the Japanese market do not {it into conventional trade barrier
categories. Instead of tariffs and official discrimination against imports, American exporters face a
number of factors which raise costs and inhibit access. These include the tangle of government red
tape, the high cost of land, an outdated and fragmented distribution system, collusion among
Japanese competitors, and insvlar attitudes by both government and private busincss exccutives. As
described previously, through the Sl the Japasiese Government has committed itself to a number of
steps in the arcas of distribution, exclusionary business practices, and land use which should help cut

the cost of new market eatry for U.S. exporters.

U.S.-JAPAN TRADE AND INVESTMENT

‘The U.S.-Japan trade deficit reached an all-time high in 1987 at $59 billion, but has been slowly
decreasing. The 1990 trade deficit was $41 billion, a decrease of 16.3 pereent from 1989, The
narrowing can be attributed (o a continual increase in U.S. exports, as well as a recent decrease in
Japancse imports into the United States. The fiest year in which U.S. imports from Japan decreased
was 1990, While the U.S.-Japan trade deficit narrowed, Japan's overall trade surplus increased to

$52 billion.
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U.S. exports to Japan consist primarily of automatic data processing machines and office equipment;
wood, in the rough or roughly squared; aircraft, spacccraft, and associated equipment; seafood
products; and semiconductors and other clectronic components. Imports from Japan are comprised
mostly of motor cars and other motor vehicles, automatic data processing machines and office
equipment, parts and accessories of motor vehicles, scientific optical cquipment, and semiconductors

and other electronic components.

U.S. foreign direct investment in Japan rcached a cumulative value of $20.9 billion in 1990. This is
an increase of 13.6 percent from the 1989 total of $18.5 billion. Foreign investment in Japan in 1989
was primarily in the machinery, real estate, commerce/foreign trade, chemical, banking/finsurance, and
scrvices scctors. This figure is far below Japan's investments in the United States.

The Foreign Exchange and Foreign Trade Control Law and the implementing Cabinet Order
Concerning Pomestic Direct Investment, Etc. (Cabinet Order No 261, Oct. 11, 1980) do not require
official permission for dircct foreign investment. Nevertheless, until recently, the prospective
investor had to give prior notification of the proposed investment to the Ministry of Finance via the
Bank of Japan, and to any other ministries with jurisdiction over the industry, In practice, the
investor was notificd that the Japancse Government has no objection within one hour following
notification, if the proposed investment was in unrestricted industrics. However, as part of SII, this
prior notification requirement has been replaced by ex post facto notification for investment in

unrestricted scctors,

Japan pravides foreign investors national treatment after entry with limited exceptions notified (o the
Organization of Economic Cooperation and Development (OECD). In accordance with the
provisions of the OECD Code of Liberalization of Capital Movements, Japan rctains restrictions in
the following business categories to protect the national security and interest: for national security:
arms, gun powder, atomic energy, aircraft, and space development; for maintenance of public order
and protection of safety of the general public: narcotic manufacturing, vaccine manufacturing, and
security guard services; and for protection of domestic industries: agriculture, forestry, and fisherics;
petrolcum refining and marketing; leather and leather product manufacturing; and mining. In
addition, Article VII of the U.S..Japan Treaty of Fricndship, Commerce, and Navigation exempts the
following scctors from the requircment for national treatment of investments:  broadcasting,
telecommunicaltions, electric power generation and other public utilitics, domestic rail and air
transportaticn, banking, shipbuilding, and industries involved in the exploitation of land or other

nalural resources.

Investments in the scctors mentioned above are restricted. Frior to the 1980 revision, foreign
investment in these arcas was prohibited.  Investment is now allowed, but investment and ownership
may be limited under the present law. U.S. investment has taken place in these sectors, but the
criteria for defining and controlling these sectors remain unclear, The fact that guidelines are not
made public potentially inhibits further investment. Foreign investment in the banking and sccurities

industrics is subject (o a reciprocity requirement,

The U.S. business community in Japan perceives that, in addition to the explicit legal and regulatory
restrictions on foreign direct investment, further restrictions are implemented through "administrative
guidance.” In general, business in Japan is more regulated than in the United States, with much of
the regulation taking place in private through consultations between the involved government
ministry and industry. There is no counterpart to the U.S. Administrative Procedures Act in Japan
requiring that regulatory laws and practices be formulated in public. Administrative regulations can
impede investment, including foreign investment, in service industries such as trucking,

telecommunications, and finance.
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The Japancse Government continues to publish visions® for the future development of promising
industrial sectors and to provide some funds for pre-competitive rescarch in certain industrial areas.
The Japanese Government does not employ local equity requirements, export performance
requirements, or local content requirements. In addition, the Japancse Government has not forced
foreign individuals or companies to divest themselves of investments. Japanese law allows limited
foreign landholding, and foreign investors may repatriate capital and profits readily.

The acquisition of existing Japanesc companies is difficult due in part to cross-holding of shares
among allied companics, and a low percentage of publicly traded common stock. The difficulty of
acquisition of existing companics inhibits some foreign investment. While problems remain, the
American business community perceives the Japanese Government on the whole as welcoming
foreign investment at both the national and local governmental level,

Japanese foreign direct investment in the United States reached a cumulative value of $83.5 billion
in 1990. This is an ircrease of 24 percent from the 1989 total of $67.3 billion. At year-end 1988,
Japanese foreign dircet investment in the United States totaled $53.4 billion -- for an increase of 26
percent from 1988 to 1989, This slowing trend is due to a variety of factors: overall intcrest rates
have riscn substantially (although the impact on the manufacturing sector is not as great as others)
and stock prices have substantially decreased. It has therefore become difficult for some Japanese

companies to raise the necessary investment capital.

For more information on U.S.-Japancse investment, contact the following organizations:

U.S. Department of Commerce - Japan Export Information Center
Report: Investment Climate Statement for Japan (7/90)
(202) 3772425

U.S. Department of Commerce - Burcau of Economic Analysis
U.S. Foreign Direct Investment Abroad (202) 523-0612
Foreign Dircct Investment in the United States (202) 523-0641

U.S. Department of Commerce - Office of Trade and Investment Analysis
Investment Data (202) 377-4628

THE JAPANESE GOVERNMENT

The Japanese Government spending policy has given an indirect boost to the competitiveness of a
number of Japanese industrics, In the past, the government dirccted considerable public and private
resources 1o targeted priority areas, but has been moving away from such industrial policy measures,
partly in response to criticism by Japan's trading partners of these export-oricnted policics. The
Japanese Government continues to promole high technology cooperation among firms and plays a
direct role in organizing these cfforts, using off-budget resources and small amounts of appropriated
funds to contribute to investment projects and government/private sector efforts.

The trade agencics of the Japanese Government (the Ministry of International Trade and Industry,
the Japan External Trade Organization, and the Manufactured Imports Promotion Organization) are
under pressure from foreign countries to implement further market opening measures. These
agencies are now cooperating with the United States in the Joint Trade Expansion Program to
increasc American exports to Japan. Unlike past market-opening packages, the Japanese
Government is now backing its pledges with substantial sums of money on a case-by-case basis for
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import promotion from the United States.

The Ministry of International Trade and Industry (MITI): MITI is responsible for the
formulation and implementation of the government's trade and industrial policy. With the Ministries
of Finance, Construction, Transportation, Agriculture, and Forestry and Fisheries, as well as the
Economic Planning Agency, MITI occupies a central position in what the Japanese call the economic
bureaucracy. MITI is regarded as one of the three most powerful and prestigious ministrics of the
central government (together with the Ministry of Finance and the Ministry of Foreign Affairs).
MITI has overall responsibility for trade matters, and it funds most of the governinent’s export
promotion programs. However, day-to-day management and operation of these programs is the
Japan Extcrnal Trade Organization’s responsibility. MITT functions include both policy-making and
operations. On export-related matters, it superviscs the export financing programs of Japan's
Export-Import Bank, operates several types of export insurance programs, supports research
organizations, and facilitatcs various types of overscas technical and cooperation training programs,

The Japan External Trade Organization (JETRO): Although lcgally placed under MITIs acgis,
JETRO administers the export programs of the Japanese Government with virtual independence.
MITT subsidizes roughly 60 percent of JETRO's total annual expenditures and, technically, has final
decision-making authority over JETRO management and programs. Originally established to help
Japanese firms export, JETRO now also assists American companies sccking to export to Japan and
promotcs Japanese investment in the United States, JETRO publishes a number of market
information rcports and other pamphlets useful to U.S. exporters. The degree of assistance you are
able to receive from JETRO may vary, Minimally, you should obtain a publication list from the
organization. Other JETRO trade promotion activitics include:

E xPORT TO JAPAN O PPORTUNTIY DATABASE : This is a combination of two scparate databascs
aimed at providing small and medium-sized overseas exporters with opportunities to do
business with Japanesc importers. The Potential Importer Database identifics Japancse
companics and the merchandise they want to import. This data is freely accessible from each
of JETRO's seven U.S. offices to help a potential U.S. exporter find a potential Japancse
importer. The Potential Exporter Database provides the names of U.S. companics inlerested
in exporting to Japan with full product descriptions. This dalabase is available for use by
Japanese importers at JETRO's Local Internationalization Centers in 49 locations throughout

Japan.

Japantse Tors INFORMATION S ysTiM @ Not to be confused with the U.S. Department of
Commerce TOP program, the JETRO TOPS (Trade Opportunity Scrvice) is a closed-access
database svstem for matching potential business partners. The JETRO TOPS system matches
overscas exporters with Japancse importers from a database of tens of thousands of
companics. Registered companies are provided with a list of potential business contacts. To
register your company, complete the application form available at JETRO's seven U.S.

offices.

TrADEFAIRS: Since 1985, JETRO has organized large-scale trade fairs in Japan for forcign
products and services. Exhibitors in these events have benefited from JETRO's extensive
network of contacts in Japanese industrial and distribution circles, In addition, JETRO has
recently initiated a pilot project involving small-scale exhibitions of foreign products,
exhibitions for spot sales, and import product promotion seminars in several Japanesc citics.
JETRO publishes a comprehensive annual directory titled List of Trade Fairs in Japan
For this publication and other trade fair information, cali one of the seven U.S. JETRO

offices.
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TraDE COMPLAINTS :  Exporters who believe they have encountered nontariff barriers or
other institutional problems related to trade should contact the U.S. Department of
Commerce. In addition, complaints may be brought 10 the attention of JETRO, When
JETRO deems it appropriate, trade complaints will be forwarded to the Office of Trade and
Investiment Ombudsman (OTO), which was established by the Japanese Government for the
purpose of scttling trade grievances. Complete information about the OTO is available at all

JETRO offices.

JETRO offices in the United States are located at:

JETRO, New York JETRO, Chicago

44th Floor, McGraw-Hill Building 401 North Michigan Avenue
1221 Avenue of the Americas Suite 660

New York, NY 10020 Chicago, IL 60611
Phone: (212) 997-0400 Phone: (312) 527-9000
JETRO, Houston JETRO, Denver

1221 McKinncy 1200 17th Street

One Houston Center, Suite 2360 Suite 1110

Houston, TX 77010 Denver, CO 80202
Phone: (713) 759-9595 Phone: (303) 629-0404
JETRO, Los Angeles JETRO, San Francisco
725 Figucroa Street Suite 501

Suite 1890 Qantas Building

Los Angcles, CA 90017 360 Post Street

Phone: (213) 624.8855 San Francisco, CA 94108

Phone: (415) 392-1333

JETRO, Atlanta

245 Peachtree Center Avenue
Suite 2102

Marquis One Tower

Atlanta, GA 30303

Phonc: (404) 681-0600

The Manufactured Imports Promotion Organization (MIPRO): MIPRO is a nonprofit
organization cstablished in 1978 by the joint efforts of the Japancse Government and the private
scctor to promote the imports of foreign manufactured products by hosting various trade exhibitions
and providing a wide range of market information. MIPRO's activitics arc broadly classified into the
following three categories: (1) holding imported product trade exhibitions for buyers and the general
public, (2) disseminating information regarding imported products and the Japanese market, and (3)
promoting sales of forcign products to Japanesc consumers to enhance their appreciation of the
quality of imported goods. MIPRO operates under the acgis of JETRO and maintains an office in

Washington, DC at (202) 659-3729.
JAPAN IMPORT PROMOTION MEASURES

In January 1990, the Japanese Government announced a comprehensive three-year plan to increase
Japancse imports. The import promotion package includes tax incentives for Japanese importers,

climination of tariffs on approximately 1,004 manufactured products, low-interest loans for import
promotion activitics and foreign direct investment in Japan, and a $100 million grassroots import
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promotion program.

Japanese manufacturers who increase their duty-free manufactured imports of capital, intermediate,
and durable goods in Standard Industrial Trade Classification sections 5-8 by a minimum of 10
percent will be cligible for a S percent tax credit of the value of the increase in imports. Alternately,
manufacturers may choose a maximum of 20 percent accelerated depreciation for imported
machinery. The Japanese Ministry of International Trade and Industry estimates that the incentives
will increase manufactured imports by $3 billion in the Japanese fiscal year 1990,

A number of Japanese financial institutions have expanded eligibility to foreign companies and
increased low-interest loan quotas for import promotion activities. Qualifying U.S. firms are eligible
for manufactured export financing by the Export-Import Bank of Japan. Also, the Japan
Development Bank will offer low-interest loans for foreign direct investment in Jupan by foreign

investors.

The Japan External Trade Organization (JETRO) intends to increase the number of trade and
foreign buyer missions traveling to and from Japan. Many trade mission participants will be recruited
by local JETRO offices. In addition, Japanese export consultants have been sent by JETRO to the
United States for two years to conduct seminars on exporting to Japan and provide individual

business counscling.

U.S. DEPARTMENT OF COMMERCE JAPAN EXPORT PROMOTION
INITIATIVE

A truc test of success for any internationally oriented business is entry into the Japanese market, one
of the most profitable, yet difficult, markets. Ongoing efforts of U.S. trade negotiators, incremental
structural adjustments within the Japanese cconomy, and more recently, a significant commitment of
resources by the Japanese Government to promote imports have combined to create an increasingly
favorable commercial environment for U.S. business. To take full advantage of export opportunities
resulting from this process, the U.S, Department of Commerce has developed an export promotion
program designed specifically to assist U.S. firms in entering the Japanese market.

The US. Department of Commerce Japan Export Promotion Program has four main elements:

(1)  The Department identifics Japanese domestic infrastructure and Official Development
Assistance (ODA) projects and alerts the U.S. business community of potential commercial
opportunities. The program cmphasis is on projects which iavolve technologics where U.S.

firms enjoy a compeltitive advantage.

(2)  Successful penetration of the Japanese market requires long-term planning and dedication of
significant resources to adapt to the special features of the Japancse market. Recognizing
this, the Japan Corporate Program (JCP) has been designed to assist U.S. firms enter and/or
compete cffectively in the Japanese market. On November 29, 1990, the Commerce
Department announced the 20 companics sclected to participate in the JCP. As part of a
five-ycar commitment to the program, the companics will arrange four visits a year to Japan,
including two by their chief executives; publish their product literature in Japanese;
participate in at lcast onc trade promotion event in Japan cach ycar; and modify products as
nceded to enhance sales in Japan. The Commerce Department will work closely with these
firms over the next five years, providing them with market data, arranging introductory
meetings with prospective Japanese buycers, and recommending market development
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strategics. This kind of assistance is available to U.S. firms outside of the JCP through
services of the U.S. Department of Commerce’s Japan Export Information Center (JEIC)
and U.S. and Foreign Commercial Service. The Commerce Department will incorporate the
knowledge gained from the JCP into counseling services for U.S. business. Ultimately, the
JCP is intended to foster a perception in Japan that U.S, firms can compete and to correct
the U.S. business community's perception about the limited prospects for entering the
Japanese market.

(3)  The Commerce Department has improved its programs to help U.S. firms find
representatives, sccure market rescarch, and participate in trade promotion events focused on
the Japanese market. In addition, the JEIC was created to extend business counseling and to
provide current and accurate information on exporting to Japan.

(4)  The U.S.-Japan Joint Trade Expansion Program, which involves data and information
exchange, market rescarch, trade events, and trade facilitation services, was renewed for

another year in April 1991,

U.S. DEPARTMENT OF COMMERCE SPECIAL INFORMATION PRODUCTS
AND BUSINESS FACILITATION SERVICES FOR JAPAN , .

The following are U.S. Department of Commerce special information products and business
facilitation services that are designed to help your firm export to Japan:

Japan Market Information Reports (JMIRs): The JMIR’s arc aimed at firms and individuals
that are new to Japnn and nced gcncral background information on the business climate and services
available from the pnva(e scetor in Japan. The three JIMIR's are titled Directory of [}usmgss
Support Organizations in Japan, Establishing a Busincss in Japan, and English- lgggguagg Business
Publications in Japan. To obtain these reports, contact the American Embassy in Tokyo at:

Japanese Market Section, EIC
Foreign Commercial Service
U.S. Embassy, Tokyo

Unit 45004, Box 271

APO AP 96337-0001

Industry Subsector Analyses (ISAs): ISAs are short introductions to sclected Japanese markets
-- overall asscssment, competitive situation, market access (standards and regulations),
trade-promotion opportunitics, trade publications, and statistics. A list of ISAs for Japan is available
from the Japan Export Information Center (202-377-2425). To obtain the reports, contact your local

U.S. Department of Commerce district office. .

Country Marketing Plan (CMP): The annual CMP provides information on the general
commercial and cconomic environment, policy issucs, trade initiatives, and barricrs to U.S. exports.

Contact your local district office to obtain the CMP [or Japan.

Business Facilitation: The U.S. and Forcign Commercial Scrvice/Japan (US&FCS/apan) offers
individualized consultation scrvices designed to help a firm enter the Japanese market,
US&FCS/Japan can also make appointments with associations, consultants, government agencics,
multiplicrs, or names supplicd by the US. firm or source and photocopy pertinent information for
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the U.S. firm. US&FCS posts in Japan are located at;

U.S. Embassy, Tokyo

1-10-5 Akasaka

Minato-ku

Tokyo, Japan 107

Phone: 011-81-33.224-5060
Fax: 011-81-33-589-4235

U.S. Consulate, Osaka-Kobe
11-15, Nishitenma 2-chome

U.S. Consulate, Fukuoka
5-26 Ohori 2-chome
Chuo-ku

Fukuoka, Japan 810
Phone; 011-81-92-751-9331
Fax: 011-81-92-713-9222

U.S, Consulate, Sapporo
Kita 1-Jo Nishi 28-chome

Kita-ku Chuo-ku
Osaka, Japan 530 Sapporo, Japan 064

Phone: 011-81-6-315-5900 Phone: 011-81-11-641-1115
Fax: 011.81-6-361-5978 Fax: 011-81-11-641-0911

U.S. Consulate, Nagoya

. 10-19 Sakae 2-chome
Naka-ku

Nagoya, Japan 460

Phone: 011-81-52-203-4011
Fax: 011.81.52-201-4612

From the United States, the mailing addresses of the U.S. Embassy in Tokyo and the U.S. Consulate
in Osaka are:

Foreign Commercial Service

Foreign Commercial Service
U.S. Consulate General, Osaka-Kobe

U.S. Embassy
Unit 45004, Box 204 Unit 45004, Box 239
APO AP 96337-0001 APO AP 96337-0002

The U.S. Trade Center: Located in Ikebukuro's Sunshine City complex, the U.S. Embassy's U.S.
Trade Center is an idcal site for single or multi-company exhibitions, seminars, technical-product
demonstrations, conferences, receptions, and other promotional events. The Trade Center is
available for use by your company or by your representative in Japan. Your company may wish to
take advantage of these facilitics which offer an impressive American ambience. To identify possible
upcoming events or to schedule one yourself, contact your local district office or the Trade Center

at;

MAILING ADDRESS:
U.S. Trade Center

Unit 45004, Box 229
APO AP 96337-0001

U.S. Trade Center

7th Floor, World Import Mart
1-3 Higashi Ikebukuro 3-chome
Toshima-ku, Tokyo

Phone: 011-81-33-987-2441
Fax: 011-81-33.987.2447

WHERE TO RECEIVE EXPORT COUNSELING

Trade Information Center (TIC): The U.S. Government interagency Trade Promotion
-Coordinating Committee has cstablished a comprchensive, one-stop information center for U.S.
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companies secking information on Federal programs and activities that support U.S. exports,
including information on overseas markets and industry trends. The center provides detailed
infotmauon on the resources available through the pubhcation Export Programs; A Business
vernment Resources, Also provided is a computerized calendar of U.S.
Government-sponsored domestic and overseas trade events. For more information, contact the TIC

at 1-800-USA-TRADE.

U.S. Department of Commerce/International Trade Administration (ITA): ITA offers
assistance and information to help U.S. exporters. ITA unitls include country (International
Economic Policy -- IEP) and industry (Trade Development -- TD) experts and domestic and overseas
commercial offices (U.S. and Foreign Commercial Service -- US&FCS), each promoting products and

offering services and programs for the U.S. exporting community.

THE J APAN EXPORT INFORMATION CENTER (JEIC): The Office of Japan is the country-specific (JEP)
expert on Japan in ITA. The Office of Japan performs two scparate and distinct functions: trade
policy and trade promotion. The former involves the development and implementation of bilateral
and multilateral trade policy and commercial strategies. The latter function is performed by the
recently established JEIC, The JEIC offers business counseling and provides current and accurate
information on exporting to Japan. The JEIC provides information on doing business in Japan,
market entry alternatives, market information and research, product standards and testing
requirements, tariffs, and nomtariff barriers. The stafl also maintains a commercial library and is
available to participate in private- and government-sponsored seminars on various aspects of doing

business in Japan. Contact the JEIC at (202) 377-2425.

TRrADE DeveLopMenT (TD): TD industry specialists work with manufacturing and service industry
representatives and associations to identify trade opportunities and obstacles by product or service,
industry sector, and market. They also develop export marketing plans and programs. To assist U.S.
business in its export cffort, industry experts conduct exccutive trade missions, trade fairs, marketing
seminars, and busincss counscling. Scven major industry sector offices offer export promotion
services: Aerospace, Automotive and Consumer Goods, Basic Industries, Capital Goods and
International Construction, Science and Electronics, Services, and Textiles and Apparel. A
cross-sectoral unit, Trade Information and Analysis, provides statistical data and analyses useful in
export promotion. To identify an industry specialist, call (202) 377-1461 or contact the Japan Export

Inlormation Center at (202) 377-2425.

U.S. AND ForeigN CoMMERCIAL SERvICE (US&FCS): Established to help U.S. firms compete more
effectively in the global marketplace, the US&FCS has a network of trade specialists in 68 U.S. cities
(district offices) and 67 countries worldwide. US&FCS offices provide information on forcign
markets; agent/distributor location scrvices; tradce leads; financing aid; and counscling on busincss
opportunities, barricrs, and prospects abroad. District office trade specialists can provide the
business community with local export counseling and a varicty of export programs and services,
including the Export Qualifier Program. In this program, specialists help firms determine their
readiness to export through a computerized program, Specific recommendations arc proposed to
help strengthen and enhance a company’s exporting ability. For the telephone number of your local
district office, contact the Japan Export Information Center at (202) 377-2425 or call (202) 377-4767.

Orrce or ExPORT T RADING COMPANY AFrairs  This office has the Federal role in promoting the
formation and use of export trading companies and export management companies, and offcrs
information and counscling to businesses and trade associations regarding the U.S. export
intermediary industry. The office also administers the Export Trade Certificate of Review program,
which provides limited antitrust protection to U.S. firms for joint export activitics that can lower
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expenses and increase profils. For more information, call (202) 377-5131.

U.S. Department of Commerce/Bureau of Export Administration (BXA): BXA is responsible
for control of exports for reasons of national sccurity, lorcign policy, and short supply. Licenses on
controlled exports are issued and seminars on U.S. export regulations are held doniestically and
overseas. For information, call (202) 377-4811.

U.S. Department of Commerce/National Oceanic and Atmospheric Administration
(NOAA)/National Marine Fisherles Service (NMFS): NMFS specialists work with fishing
industry representatives and organizations to facilitate access to foreign markets. In cooperation with
US&FCS, NMFS assists exporters secking 1o find and explore new opportunities for export of fish
and fish products, especially to the Japanese and European markets. It also provides inspection
services [or (ishery exports and issues U.S. Government certification. Contact the Office of Trade
and Industry Services at (301) 427-2379 and Export Inspection Services at (301) 427.2355.

U.S. Department of Agriculture/U.S, Trade Assistance and Planning Office (TAPO): TAPO
is a single contact point within the Foreign Agricultural Service for agricultural exporters secking
foreign market information. The office also counscls firms that believe they have been injured by
unfair trade practices. Contact TAPO at (703) 305-2771.

Small Business Administration/Export Legal Assistance Network (ELAN): ELAN is a
nationwide group of attorneys with expericnce in international trade who provide free initial
consultations to small businesses on export-related matters. Contact ELAN at (202) 778-3080.

Small Business Administration/Small Business Institutes (SBI): SBIs provide international
trade counseling and management assistance to eligible small businesses, Contact the Office of

Business Development at (202) 205-7414

Export-Import Bank of the United States/Services for Small Businesses: Eximbank offers
briefing programs which arc available to the small business community, including regional seminars,
group briefings, and individual discussions held both within the bank and around the country.
Eximbank offers a special toll-free hotline to provide information on the availability and use of
cexport credit insurance, guarantecs, and direct and intermediary loans extended to finance the sale of
U.S. goods and scrvices abroad. Contact the hotline at 1-800-424-5201.

Export.Import Bank of the United States/City-State Program: Eximbank works with state and
local government agencies to offer export counseling and financial assistance to the busincsses in
their jurisdictions. Cooperative programs currently operate in three cities (Columbus, Los Angeles,
and Tucson) and cight states (California, Maryland, Massachusetts, Nevada, Michigan, Texas, Utah,
and Washington) and the Port Authority of New York/New Jersey. New programs are being
cstablished in North Carolina, Oklahoma, and Pennsylvania. For more information, contact (202)

566-4490,

Overseas Private Investment Corporation (OPIC)/Investor Services: Investor services is an
OPIC initiative designed to assist smaller U.S. firms with their overscas investment planning and
implementation nceds. Fee-based scrvices provide counseling to American firms on business plan
development, project structuring, joint venture partner identification, and location of projeet
financing services. Contact Investor Services at (202) 457-7091,
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WHERE TO GET MARKET INFORMATION AND TRADE LEADS

U.S. Department of Commerce/National Trade Data Bank (NTDB): The NTDB is a
comprehensive source of export promotion and international trade data collected by 15 U.S.
Government agencies. Updated cach month and releascd on one CD-ROM, the NTDB cnables a
rser with an IBM-compatible personal computer cquipped with a CD-ROM reader to access over
100,000 trade-related documents. The NTDB contains the latest Burcau of the Census data on USS.
imports and exports by commodity and country; the complete CIA World Factbook; current market
research reports compiled by the U.S. and Foreign Commercial Service; the complete Foreign
Traders Index, which contains over 45,000 names and addresses of individuals and firms abroad
interested in importing U.S. products; and other significant trade data. The NTDB is available at
over 600 federal depository libraries nationwide and can be purchased for $35 per single disc or $360
for a 12-month subscription. Contact your local U.S. Department of Commerce district office or call

(202) 377-1986 for ordering and other information.

U.S. Department of Commerce/The Economic Bulletin Board (EBB): The EBB, a personal
computer-bascd clectronic bulletin board, is your on-line source for trade Icads as well as for the
latest statistical relcases from the Burcau of the Census, the Burcau of Economic Analysis, the
Burcau of Labor Statistics, the Federal Reserve Board, and other federal agencies. Subscribers to
the EBB pay an annual registration fee of $35, which allows two hours of free access 1o the system.
For access information, contact EBB at (202) 377-1986.

U.S. Department of Commerce/Trade Opportunities Program (TOP): TOP provides
companics with current salcs leads from international firms seeking to buy or represent ULS. products
or services. TOP leads arc printed daily in leading commercial newspapers, such as the Journal of
Commerce and are also distributed electronically via the Economic Bulletin Board. The fec varies.
Contact: Your ncarest U.S. Department of Commerce district office or (202) 377.4767.

U.S. Department of Commerce/World Traders Data Report (O3WTDR): A method for checking
the reputation, reliability, and financial status of a prospective trading partner. For $100, an exporter
can obtain this information, along with a recommendation from commercial officers at the U.S.
Embassy as to the suitability of the company as a trading partner. Contact your local U.S.
Department of Commerce district office or call (202) 377-4767.

U.S, Department of Commerce/Business America (BA): The principal Commerce Department
publication for presenting domestic and international business news.  Each biwecekly issue includes a
*how to" article for new exporters; 3 discussion of U.S. trade policy; news of government actions that
may affect trade; and a calendar of upcoming trade shows, exhibitions, fairs, and seminars. An
annual subscription is $49. For information about BA. contact ITA’s Office of Public Affairs at
{202) 377-3251. or for ordering a subscription. contaet the U.S. Government Printing Office at (202)

783-3238.

U.S. Department of Commerce/Commercial News USA (CNUSA): A monthly magazine
published by the U.S. and Foreign Commercial Service to promote U.S, products and services 1o
overscas markets, which is disseminated through 240 U.S. embassics and consular posts around the
world. Selected portions are reprinted in newsletters that are tailored in content and fanguage to the
individual country and distributed to potential buycrs, agents, Ametican chambuers of commercee
abroad, and other multipliers. U.S. firms can have their products or services highlighted for a small
fee. Contact your local U.S. Department of Commerce district office or call (202) 377.4918.
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U.S. Department of Commerce/Bureau of the Census/Center for International Research
(CIR): CIR compiles and maintains up-to-date global demographic and social information for all
countries in its International Data Base (IDB), which is accessible to U.S, companies sceking to
identify potential markets overseas, The information on the IDB can be purchased for $175.
Contact the Systems Analysis and Programming Stalf at (301) 763-4811.

U.S. Department of Agriculture/Economic Research Service (ERS): The ERS stafl provides
economic data, models, and rescarch information about agricultural economics and policies of foreign
countries and bilateral agricultural trade and development relations. The ERS maintains files on the
production and marketing of major commodities, pricing data, usc development and conservation of
natural resources, and overseas performance of the U.S. agricultural industry. It also publishes
regional agricultural and trade reports, commodity cutlook circulars, and a variety of research
publications on country specific issues. Contact Agriculture and Trade Analysis Division at (202)

219-0700.

U.S. Department of Agriculture of Agriculture/Trade and Marketing Information Centers:
These centers, part of the National Agriculture Library, help locate relevant material from their large
collection on trade and marketing, and provide copics of research and data from their AGRICOLA

database. Contact the Information Center Branch at (301) 344.3704,

U.S, Department of Agriculture/Country Market Profiles: Thesc profiles are country-specific
2-4 page descriptions of 40 overseas markets for high value agricultural products. They provide a
market overview, market trends, information on the U.S. market position, the competition, and
general labeling and licensing requirements. Contact the FAS Information Division at (202) 720-

7932,

U.S. Department of Agriculture/AGExport Connections: The AgExport Action Kit provides
information which can help put U.S. cxporters in touch quickly and dircctly with forcign importers of
food and agricultural products. Contact AgExport Connections Staff at (202) 720-7103.

U.8. Department of Agriculture/Computerized Information Delivery Service (CIDS): CIDS
provides instant access to USDA reports and news releases, making time-sensitive agricultural
information available to any location within seconds of relcase. Among the information available, for
a fee, through CIDS are trade leads, market reports, economic outlooks, and certain statistics. For

more information, contact (202) 720-5505.

U.S. Department of Labor/Forelgn Labor Trends: These are a scrics of reports, issucd
annually, that describe and analyze labor trends in more than 70 foreign countrics. The reports,
which are prepared by the U.S. Embassy in cach country, cover labor-management relations, trade
unions, employment and unemployment, wages and working conditions, labor and government,
international labor activitics, and other significant developments. A list of key labor indicators is also
included. Contact the Office of Foreign Relations at (202) 523.-6257.

U.S. Department of Energy/Coal and Technology Export Program: This program promotes
the export of U.S. clcan coal products and services by acting as an information source on coal and
coal technologies. Contact the Office of Fossil Energy at (202) 586-7297.

Small Business Administration/Export Information System (EIS): EIS data reports provide

specific product information on the top 25 world markets and market growth trends for the past five
years. Contact the Office of International Trade at (202) 205.7264.
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GUIDANCE FOR BUSINESS TRAVELERS

Documents Required: A valid U.S. passport is necessary to enter and travel in Japan, and by law
foreigners are required to carry their passports at all times. A visa is not needed for visits up to 90
days (with a round-trip air ticket) unless you plan to establish a business or work for a Japanese firm,
in which case visa applications are available at the Japanese consulate nearest your U.S. residence.
Immunization and health certificates are not required upon entrance. If you will be staying longer
than 90 days, you must obtain an Alien Registration Card, available free of charge from the
municipal office of the city or ward where you are temporarily residing in Japan.

Arrival Procedures: Upon arriving in Japan, your passage through both immigration and customs
is usually automatic as long as your passport (and air ticket if arriving without a visa) is in order. An
oral declaration of personal effects is all that is required unless you arrive by ship, have
unaccompanied baggage, or bring articles exceeding the duty-free allowance. If you expect
unaccompanicd luggage to arrive after you, in order to be exempt from paying duty later, a
declaration form should be filled out when you clear customs. The duty-free allowance is roughly
$1,400 (200,000 yen). You are allowed to carry up lo two carlons of cigarettes, 2 ounces of perfume,
and three 750 ml bottles of hard liquor into the country. Japan has very stringent regulations on
admitting plants, vegetables, and other agricultural produce into the country. Since customs
restrictions vary depending on country of origin, it is advisable to check before your departure with
the Japanese Embassy or your nearest Japancse consulate. A few luggage carts arc available at the
airport, but clsewhere you must carry your own baggage. A few porters are available, but at
principal rail stations only. Light packing is adviscd. You should exchange U.S. dollars for yen
before lcaving the airport, especially if you are arriving at night or on a Sunday. There is a currency
exchange counter inside the customs arca of Narila Airport (Tokyo).

Business Hours: Businesses usually operate Monday through Friday from 9:00 AM until 5:00 PM.
Some may be open later on weckdays, and many are open until noon on Saturday. Banking hours
are from 9:00 AM to 3:00 PM Monday through Friday. Most stores are open from 10:00 AM to
8:00 PM, cxcept department stores which close between 6:00 PM and 7:00 PM.  Restaurants are
open from 11:30 AM to 10:00 PM. Family restaurants as well as coffee shops start serving at 10:00
AM or carlier. Bms and nightclubs open at around 5:00 PM. Public transportation is not available
after midnight and taxis add an additional charge from 11:00 PM to 5:00 AM.

Holidays: In addition to the holidays listed below, Japancse firms and government offices observe
year-cnd and New Years Holidays, December 29th through January Sth; and the Bon Festival, when
many Japanesc rcturn to their hometown to honor the deceased, August 13th through the 16th:

January 1
January 15
February 11
March 21
April 29

May 3

May S
September 15
September 23
October 10
November 3

New Year's Day .
Adult's Day

National Foundation Day
Vernal Equinox Day
Greenery Day
Constitution Memorial Day
Children's Day
Respect-for-the-Aged
Autumnal Equinox Day
Health-Sports Day

Culture Day
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November 23 Labor Thanksgiving Day
December 23 Emperor’s Birthday

Time: Japan occupies only one time zone. Japan Standard Time, observed all year, is 14 hours
ahead of U.S. Eastern Standard Time (13 hours during daylight savings time in the United States).

Language: The average Japanese person does not speak English with any fluency. Although some
staff members at major holtels, department stores, and restaurants speak English, it should not be
expected outside of these situations. While in the business environment English is becoming more
widely used, you should hire an interpreter for important business mectings. The Japan Export
Information Center or the Commercial Section of the U.S. Embassy can recommend a specialist
agency (o fit your nceds. The fee for an interpreter varics from about $230 to $615 per day (30,000
yen to 80,000 yen) depending on ability. You should carefully screen applicants as there is no

guarantee of quality.

Climate: Japan is characterized by a change of scasons. Summers are muggy and hot, with a rainy
scason that begins in Junc and continucs until mid-July. The rainy scason is followed by a period of
clearer, hotter weather lasting almost without interruption until the stormy typhoon season in late
August and Scptember. In general, fall and winter arc much drier than the spring and summer and
litile snow falls on the Pacific Ocean side of Japan's main island of Honshu. Spring is beautiful in
Japan with cherry and plum blossoms in full bloom. Generally. the weather and climate in Tokyo is
similar to that of Washington, D.C.

Money: There are no restrictions on the amount of’ money brought into or taken out of Japan,
Coin denominations are 1, 5, 10, 50, 100, and 500 yen and paper denominations are 1000, 5000, and
10,000 yen. Most consumer transactions in Japan are in the form of cash, Travelers checks can be
exchanged at major department stores, hotels, banks, and retail establishments.  Credit cards arc
accepted at hotels, depariment stores, and many shops and restaurants. U.S. credit cards can also be
used in cash-dispensing machines in some banks and department stores to obtain yen. 1t is safe to
carry cash in Japan sincc therc is a very low incidence of street crime. U.S. personal checks are not

practical to usc on short visits.

Telephones: Public telephones are available everywhere for domestic calls. Local calls are 10 yen
per three minutes, International calls can be made inexpensively from designated public telephones
available in major commercial arcas. Also available and convenient are prepaid telephone cards at

vending machines for use in public telephones. U.S. telephone operators can be reached for collect

and credit card calls.

Hotels: World-class Western-style hotels are located in all major citics and many smaller cities.
Hotels are more expensive in Japan but offer excellent service and many amenities. English is
universally used in these hotels. Business persons contemplating a trip to Japan should make carly
reservations since space is limited. Smaller, less expensive "business hotels” are also an alternative.
There is a tourist information office and a hotel reservation desk at Narita Airport (Tokyo).

Transportation: Japan maintains a clean, sophisticated, and efficient transit system. You can reach
almost any location by using buses, subways, and taxis. The national and private railways are prompt
and convenient, and the Tokyo routes can be navigated with a map and a littde effort. Buses are
more difficult because the routes are more complicated and the signs mostly in Japanese. 1T at all
possible, it is best to avoid traveling at rush hour in Tokyo, as all modes of transportation are very

crowded.
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Tokyo train and subway systems are very convenicnt and relatively easy to understand; in fact, train
lines are color coded. Commuter trains are well connected with long distance trains. Maps of the
system are free of charge and are available at subway and train stations. Fares correspond to
distance traveled, and most local fares can be purchased at vending machines. Wall maps located in
the station identify destinations and related fares. If you are unsure of a fare, it is best to get the
lowest fare and upon reaching your destination the ticket taker will inform you of the amount
remaining. Subway and commuter train service usually ends at midnight.

Taxicabs are expensive but plentiful, and available around the clock. There is an extra fee added to
your fare between 11:00 PM and 5:00 AM. Taxicab drivers rarcly speak English, You may wish to
have a clerk at your hotel write your destination on a slip of paper to show the driver. In any case if
your destination is not well known you should carry a map with the location marked in Japanese.

Do not open or close the passenger door of the cab -- it is controlled by a lever operated by the

driver. Taxi drivers do not receive tips.

Restaurants: Water is perfectly safe to drink throughout Japan. Japanese hold cleanliness in high

regard and even incxpensive coffee shops and restaurants arc extremely well kept. A 10 percent tax

is applied to bills over 2,000 yen, and a service fee of 10-15 percent is included in all hotel, nightclub,
and restaurant bills, In Japan tipping is not customary.

There are many different types of restaurants in Japan, including hotel restaurants, fast-food,
Western-style restaurants, Chincse, and of course specialized traditional Japanese restaurants. Hotel
restaurants are usually very expensive. There are many chain and independently owned family
restaurants in Japan where food is good and inexpensive. The lunch meal is the best value in eating

out in Japan.

Upon entering a traditional Japanese restaurant or a Japancse home, shoes must be removed at the
entrance and are replaced by slippers. These should be worn as long as the floor is plain wood; in
the tatami (straw mat) area, slippers come off and you walk in stocking fect. When cating in
Japancse restaurants, an attempt to use chopsticks will bring attention, approval, and even
appreciation from waitresses and hosts. When offered sake, beer, or other drinks at a dinner party
or in a club, the glass or cup should be lifted an inch or two from the table. The custom is that you

fill your partner's glass or cup, not your own.

Emergencles: Throughout Japan, if police assistance is nceded, dial 110. The police officer who
answers the phone probably will not speak English; however, he or she will transfer you to someone
who does. In the cvent of an accident or fire, dial 119 from anywhere in Japan. Pay phones usually
have a red button which is a dircct line to emergency assistance.

Electrical Power: Japanese clectrical power is 100 volts alternating current. The frequency is 50
Hz in Tokyo, while in Nagoya and west of Nagoya (Kyoto and Osaka) the frequency is 60 Ha.

Measures: The metric system is used in Japan, and temperature readings are measured in
centigrade.
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RELEVANT PUBLICATIONS

There are many English-language publications on Japan and Japanese business practices. The
following is a bibliography of the publications that proved to be most useful in compiling this report

and which are available through the contacts given:

Government Printing Office: The following publications arc available from the U.S. Government
Printing Office. To place an order, write or phone:

Superintendent of Documents
Government Printing Office
Washington, D.C. 20402.9325
Phone: (202) 783-3238

i ing. U.S. Department of Commerce, 1986, Includes information on
exporting strategy, business operations, and the mechanics of exporting. (Stock Number

003-009-00487-0)

Coun ud ca Handbook Series). Department of the Defense, 1982. An
authorilative publication covering the history, culture, characler, and structure of the economy, the
political system, foreign relations, and national security.

Natiopal Negotiating Styles, Foreign Service Institute, U.S. Department of State, 1987. A handbook

containing valuable tips on negotiating with the Japanese and other foreign nationalitics.

1991 National Trade Estimate 3arricrs, Office of the United States Trade
Representative, 1991, A comprehensive, country-by-country review outlining the basic trade issues

confronting U.S. companics doing business overscas.

U.S. Department of Commerce District Offices: The following publication is available through
your local U.S. Department of Commerce district office:

Country Marketing Plan (CMP), 1991, (Annual) Signilicant country data, best prospects and
industry analysis, outlinc of the commercial and financial environment (including regional outlook),
and barriers to trade. List of available market rescarch and upcoming trade events also included.

American Chamber of Commerce in Japan: Sclccted publications availablz through the
American Chamber of Commerce in Japan are listed below. Order forms and publications are

available from:

The American Chamber of Commerce in Japan
Fukide Bldg. No. 2, 7th Floor

4-1.21 Toranomon

Minato-ku, Tokyo 105, Japan

Phone: 011-81.3-3433.5381

Fax: 011-81-3-3436-1446

Ametrican Chamber of Commerce in Japan (ACCJ) Directory. ACCI, 1991 (annual). A complete

listing of more than 600 U.S. corporations and 2,000 individuals that are members and associates.
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ACCJ Journal. A monthly magazine which contains timely articles about doing business in Japan,
Concentrates on U.S. business activities and marketing principles which have been successful in

Japan.
vestme apan. ACCJ, 1991, A major study that

cvaluates the current climate for trade and investment in Japan and analyzes the key factors for
success. Includes more than 30 detailed industry sector reports.

o ices of Americ ics_in Japan, ACCJ, 1991, A thorough analysis of how
American companics in Japan treat their employees, based on a survey of the employment practices
of 204 ACCJ member firms. Covers employcee relations, development and training, recruitment,
personnel policies, and local trends.

apan, ACCJ, 1989. An cxcellent publication that discusses *rookic” mistakes in
exporting to Japan thal cost time and money. Gives the new exporter an immediate opportunity to
benefit from the experience of others, while the veteran gets some helpful new tips as well,

Finding a Home in Tokyo, ACCJ, 1991, A practical guide for the newcomer through the
bewildering world of Tokyo real cstate.

Living in Japan, ACCJ, 1987. A guide for those who anticipate an assignment to Japan or have
been recently relocated there.

Unite cs-Japan Trade, White Paper. ACCJ, 1990. A scctor-by-scctor look at the current status
of bilateral trade issues effecting U.S. companics in Japan. Industry background, current status, and
recommendations are given and the U.S. and Japancse Government actions are highlighted.

OCS Amcrica, Inc, Publications: The following publications are available through OCS America
(a worldwide publications distributor),

OCS Amcrica, Inc.

Rm. 1186 Nat'l Press Bldg.
14th Street & F Street, NW,
Washington, D.C. 20045
Phone: (202) 347.4233

1991-92 Dircctory; Jmncsc-/\fﬁiigtcd Companics in the U.S.A. and Canada. Japan External Trade
Organization (JETRO). A listing of major Japanese firms in the United States and Canada by state

and product category.

apanese Market: A Compendium of Information {or the Prospective Exporter -- 1991, Japan
External Trade Organization, Contains information on the Japanese market, consumers, business
practices, distribution system, labeling and marking, and import procedures. .

al. Japan External Trade Organization, 1991, How-to

a Business |
guide to cstablishing an organization in Japan, .
2P usiness ’s Guide apanese Market. Japan External Trade Organization, 4

vol., 1990. Collection of four volumes which include successful market entry strategics, an
introduction to Japan and sources of information, a directory of Japanese importers, and products
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subject to tariff elimination and tax incentive programs.

Trade Procedure Guide for Export to Japan. Japan External Trade Organization, 1990. Answers

questions regarding Japanese import system and procedures, import procedures for importing major
items, standards, and how to sell products in the Japanese market.

National Technical Information Service (NTIS): NTIS, in cooperation with the U.S.
Department of Commerce Japanese Technical Literature Program, offers a new Japanese directories

series. Orderforms and publications are available through:

U.S. Department of Commerce
National Technical Information Service
Springficld, VA 22161 -
Phone: (703) 487-4650

Fax: (703) 321-8547

Dircclory of Japanese Databases -- 1990. NTIS, 1989, Provides a description of 43 Japanese

databascs that are accessible from the United States.

Dircctory of Japanese Technical Reports 1990-1991. NTIS. Contains complete bibliographic

citations (including abstracts) of Japanesc reports that entered the NTIS collection during 1990-91.

Dircctory of Japancse Techpical Resources in the United States -- 1991, NTIS, 1990. Contains an
extensive listing of over 250 commercial services, government agencies, and libraries that acquire,
translate, or disscminate Japanese technical information,

Miscellaneous: The following sources are also useful references:

Access Nippon: How to Succeed in Japan. Access Nippon, Inc., 1991 (annual). Includes information
on the Japanesc cconomy, business practices, getting along in Japan, specific Japanese industrics, and
corporate profiles. Contact: Access Nippon Inc., Yamaguchi Bldg., 2-8-5 Uchikanda, Chiyoda-ku
Tokyo, 101 Japan. Fax: 011.81.3-3258-1487

Japan_Company Handbook. Toyo Keizai, Inc. (quarterly). Provides a look at publicly traded

Japancse companies, Company description, indusiry outlook, key financial and corporate data, and
stock performance is given. Organized alphabetically by industry for fast reference. Published in two
scctions. Available through Toyo Keizai America Inc. Phone: (212) 949-6737 Fax: (212) 949-6648

Japan Economic Almanac. Nihon Keizai Shimbun, Inc., 1991 (annual). Overview of Japancse
industry scctors, including a review of the year, information on the Japancse economy, and key

trends. Lists key povernment agencics and officials, and business organizations and associations.
Contact: Nihon Keizai Shimbun, Inc., 1221 Avenue of Americas, Suite 1802, New York, NY, 10020

JEl Reports. Japan Economic Institute (weekly). Cover various trade and economic issucs and
focus on one topic in-depth cach week. Contact: Japan Economic Institute at (202) 296-5633.

ing in Japan: t andbook fo Softw. anics. American

Electronics Association (AEA), 1990. A how-to source book for establishing a presence in the
Japancse software market. Guide can be obtained by contacting AEA Infonet at (408) 987-4200.
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ARE YOU READY TO EXPORT TO JAPAN?

Before your first sale, you should be prepared for all facets of your export business. How would you
answer the following questions?

m
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(10)
(1)
(12)
(13)

Have you selected a team of qualified export advisors? (accounting, tax and customs advisor,
attorney, freight forwarder, banker)

Have you developed a master international marketing plan?

Do you have long-term commitment by top management to overcome the initial difficultics
and financial requirements of exporting?

Have you carefully selected your Japanese distribution channel?

Have you rescarched the markets in onc or two geographic areas in which to concentrate
your initial export efforts?

Have you considered the international markel potential for each of your products?

Do you intend to treat your Japanese distributors on an cqual basis with their domestic
counterparts?

Have you considered the Japanese market scparately in designing your marketplace
techniques?

Are you willing to modify products to mect Japanese regulations and/or cultural preferences?
Will you print service, sale, and Warranly messages in the Japanesc language?

Are you prepared to provide readily available after-sales service for the product?

Do you understand Japanese laws, culture, and business practices?

Are you prepared to file your patent and trademark applications in Japan?

If you answered "yes” to cach of these questions, you should avoid the most common mistakes of
potential exporters.

* U,5, G.P.0.:1991-311-890:40333 67
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PREPARED STATEMENT OF ROBERT W. GALVIN

PART 1

President's Pacific Trip Profile
(Emphasis Selected by Robert Galvin)

AUSTRALIA

Z> Ve
Z>mn>

DEMOCRACY (1/4)

Security objectives - timely reassurances and new
initiatives were well conceived and achieved.

Democracy advocacy was well conceived and received.
Economic objectives for Australia, Asean Region and

Korea were properly prioritized, addressed and
fulfilled with new initiatives conceived on the trip.

Page !
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PART 2
Constituancy of U.S. Business Delegation

ACTPN

INDUSTRY POLICY

AUTO PARTS ADVISORY
ADVISORY COMMITTEE

COMMITTEE

PRESIDENT'S EXPORT
ity COUNCIL
MANUFACTURERS
BALDRIGE WINNERS (01)
: ERICAN ELECTRONICS
BUSINESS. ASSOCIATION
COUNGIL
U.S.-ASEAN
BUSINESS COUNCIL
NAM
FEDERATION OF
INDEPENDENT
USINESSES (550,0
JAPAN CORPORATE BUSINESSES (550.000)

PROGRAM PARTICIPANTS U.S.-KOREA BUSINESS COUNCIL

U.S. CHAMBER OF COMMERCE

The business delegates were appropriate and capable
representatives of the broad spectrum of almost all

American businesses.

Each of the twenty-one contributed valuable insights
and ideas before and during the trip to help shape and
refine the thrust of the President's multi-facited

objectives and programs. bage2
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PART 3
Economic Issues: Japan Portion of the Trip
J

Please note that | ascribe a weighting factor of 25 to Japan
trade factors, out of the 100 total points of value of the trip.

Please note that the opportunities in Japan are diverse and are
illustrated by weighting cars, auto parts, general manufacturing
and services as illustrated.

AUTO.

+ CARS 5%

++ PARTS 4%

++ GEN. MFG 8%

++ SERVICES 8¢

The President has significantly and evidently elevated his
personal dedication to support American business interests in

Japan.

This will enhance the welcome support of State and Treasury
on top of the strong support from USTR and Commerce.

Page 3
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The President conveyed clear and responsible
messages to the Japanese re the lack of reasonable
access to markets and his personal determination that
substantial corrective, measurable results must be

forthcoming promptly and continuously.

The above factors substantially strengthen the American
hand.

Initial access and access-related agreements and
prccesses were reached: (Our government negotiators
served superbly. Credit should be given to certain
Japanese companies and agencies whose response to
the influence of this trip was positive.)

. high performance computers and services
(government procurement)

. paper goods

J glass

. auto parts

. telecommunications
. financial markets

J semiconductor furtherance

Page 4
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*  major projects
« standards, certification and testing

« Import Board strengthened

And additionally,
»  Sll furtherance
+  GATT cooperation
«  Global Partnership Agreement

The understanding of critical fundamentals that drive the
process of market opening and market earning were
driven home.

About the Japan Market

«  True openings rarely occur without outside
pressure and influence to pry a market open.

« Japanese customers expect and deserve
satisfaction of all of their requirements.

«  The Japanese professional buyer must reach out
to deserving potential suppliers in cultivating partnering
arrangements as American firms did with Japanese firms

a generation ago.

Page §
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About the American Supplier

»  Quality, delivery, etc. are paramount. The
President properly conveyed a balanced represen-
tation of America, the supplier. Many, many American
companies more than measure up today. The
presence of Baldrige winners and others testified to
that. At the same time, he acknowledged®hatall
suppliers must always be willing to redouble efforts
and thus can ably deserve a principal place at the
supplier table.

About an Added Process to Further Qpen and Expand
Markets

« In addition to government-to-government
negotiations on general factors and sector-specific
opportunities, Private Sector-to-Private Sector
discussions should (and will) be expected to move all
parties to new levels of trade into Japanese markets.
These have been, and can be, engaged in lawfully and
in the broad interest of many industries with
government's cognizance.

Page 6

L 2N
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PREPARED STATEMENT OF SENATOR CHARLES E. GRASSLEY

Thank you Mr. Chairman for calling this hearing today to discuss the results of
the President's trip to Japan.

The trade relationship between our two countries is one of great concern to me
since Japan holds the largest share of our worlds global trade deficit. My firat reac-
tion is to lash out at the Japanese, however, I will reserve these coruments for a
later time and instead would like to address this matter in the context of a state.
ment that was printed in a book written by Anthony Robbins. I believe the informa-
tion contained in this statement has a great deal of relevance to the hearings today.
Let me paraphrase from the book.

We have a set of false beliefs that are leading us down a road of economic frustra-
tion, and some say potential disasler. Our economy faces challenges in virtually
every sector. For example, a March 1981 Forbes article describes two cars—the
(legaler-l’lvmouth Lager and the Mitsubishi Eclipse—and notea that Chrysler aver-
aged only thirteen salea per dealership of their car while Mitsubishi averaged over
100! You may say, “what else is new?' The Japanese are beating the pants off the
American companies in relling cars. But the unique thing about these two cars is
that they're exactly the same-they were built in partnership between these two com-
panies. The only difference between the laser and the eclipse is the name and the
company who is selling il.

Research investigating the cause of the diacrepancy in sales has shown that peo-
ple want to buy Japanese cara because they believe they have greater quality. The
problem in this case is that il's a false belief. The American company’s car has the
same yuality hbecauee it in the very same car. Why would consumers helieve this?
Obviously, it's because the Japancse have created a reputation for quality, providing
us with numerous references to back it up-even to the puint where we no longer
question ita validity,

It may sur{)rise you that the Japanese commitment to increasing quality is actu-
ally the result of an American export in the person of Dr. W, Edwards Deming. In
1860 this renowned quality control expert was brought to Japan byGeneral
MacAurther, who was frustrated with a war-ravaged Japanese industrial base
where he couldn’t even count on heing able to complete a phone call. At the request
of the Japanese union of scientists and engineers, Deming began to train the 3npn~
nese in hia lotal quality-control principals, Deming taquht the Japanese fourteenth
principle and a bagic core belief that is the foundation of virtually all decisions made
in every successful, major, multinational Japanese corporation to this day. The core
belief, simply, is this: A constant, never-ending commitment to consistently increase
the quality of their products in every aspect of their business every single day would
give them the power to dominate the markets of the world. Deming taught that qual-
ity was not just a matter of meeting a certain standard, butl rather waa a living,
breathing tm)ceas of never-ending improvement. If the Japanese would live by the
principles that he taught, he promised them that within 5 years they would flood
the world with quality products and within a decade or two become one of the
world’s dominant economic powers, The Japanese took him at his word, and today
he is revered as the father of the “Japanese miracle.” In fact, each year since 1950,
the higheat honor a Japanese company can receive is the national Deming prize,

In 1983 Ford Motor Company hired Dr. Deming to conduct a series of manage-
ment seminara. Une of the attendees was Donald Peteraen, who would later become
chairman of Ford and put l)em'mg‘a rinciples into practice throughout the com-
})nny. Petersen decided he needed Deming to twm the company around. Once

Jeming was brought in, he changed the traditional Western belief from, “how can
we increase our volume and cut our costs?” to “How can we increase the quality of
what we're do'm{ and do it in such a way that quality would not cost more in the
long term?” Ford reorganized ita entire focus to make quality the top priority as re-
flected by their advertising slogan—quality if job No. 1—and by implementing
Deming's systems, Ford within three years moved from a staggering deficit to the
dominant induatry position with a $6 billion dollar profit.

How did they do it? They found that Americans perception of Japanese quality,
while frustrating, had much to teach them. Deming taught the members of the Ford
team that quality always coata less. This was directly the opposite of what most peo-
ple believed: That vou could only achieve certain levela of quality before costa got
out of hand.

The Japanese believed that quality costs less, that if they created a quality prod-
uct they would not just have satisfied customers but loval customers—customers
who would be willing to wait in line and pay more for their product.

In Japanese businesses, ans a result o} Deming's influence, there ia a word that
in used constantly in diacussions about buainesa or relationshipa. The word is
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“kaizen.” This word literally means conatant improvement. They oflen a?oak of the
“kaizen” of their trade deficit, the “kaizen” of the production line, the “kaizen” of
their personal relationships. The Japanese understand that tiny refinements made
daily ﬁeg‘in to creale compounded enhancement at a level that most people would
never dream of.

This belief was an American export—and maybe it's one we need to repatriate in
order to change the direction of our economic future,

Raving said all of this let me conclude with the following:

In view of recent figures showing an increasing trade deficit, we must carefully
re-evaluate owr trade policies. The Japanese have been extremely protectionist of
their target industries until they reach a satisfactory level of export penetration.
Japan has been somewhat willing to ease import reatrictiona, but 1 do not feel the
Japanese Government has gone as far as it should in addressing specific trade
grievances by weatern countries.

This Committee has had hearings that informed us that the Japanese economy
is dominated by highly integrated and collusive economic structures, called
keiretsus. These keiretsus include highly vertically integrated operations, in which
all parts of the entire chain of production, from: miners of the metal to the manufac-
turers of components to the retailers, are represented in an enterprise. They also
include horizontally collusive arrangements among companies that produce the
same product, such as auto manufacturers. The effect of such collusion can be the
exercise of market power to allocate marketa and control prices, which would harm
both American and Japanese consumers and competitors,

We must recognize that Japanese investmentsa differ greatly from the pattern of
U.S. investment in Europe or of European investment in the United States, where
the purpose is to gain market entry by acquiring or developing local tiea for mutual
investment flow between our two countries. In the cage of Japan this same procesa
ia largely a one-way silreel. U.S. companies or real estate are sold to the Japanese,
but the opgoaito rarely occura, It is this non-reciprocation that is at the heart of the
yueslion aboul Japanese investment, .

Japan has exported more than $11 billion in auto parts to the United States dur-
ing the past 2 years while allowing only $840 minion worth of U.S. parts into
Japan, Testimony before this commitiee lust October asserted the allegations of cor-
porate income taxes being underpaid by Japanese companies operating in the Unit-
ed Statea. In 1987, Japan's transplants had U.S. revenue of ¥182 billion and had
only $129 million in taxable income. If U.S. companies had such favorable tax treat-
ment in Japan, I am sure that they would have little trouble in competing.

My preference is to actively reek to end foreign barriers to U.S. products. I am
hopeful that through continued negotiations, we may effectively end foreign restric-
tions on U.S. goods, thereby stimulating domestic production. But, be asrured ] am
not willing to see the United States worker suffer as a result of unfair trade policies,

And finally let me state for the record that 1 totally diangree with the Japanese
Speaker of the House of Representatives when he stated that the reason for the

S./Japan trade imbalance 18 inferior U.S. workers and the fact that U.S, workers
are illiterate. Mr. Chairman I am not sure how to interpret this remark. When we
make a negative comment about the Japanese trade deficit we're accused of Japan
bashing or making a racial slur,

For this Senator 1 can say that 'm willing to wager our industrial and agricul-
tural workforce with any in the world given a level playing field. I am also one Sen-
ator whose is tired of the Japanese reneging failure to open their markets to U.S.

oods, their failure to live up to bilateral negotiations and then finding the Amer-
ican workforce and our husinesses as an easy excuse for not selling more to Japan.

It's time the Japanese incorporate the word “kaizen” into their trade relations
with the United Statea. If nof, Mr. Chairman, it may be time to find an Engliah
translation for “kaizen” in this market. A word that comes to mind ir “cloced.”

PREPARED STATEMENT OF SENATOR OrrIN G, HaTon
TRADE RETIRES PRESIDENTIAL LEADERSHIP

Mr. Chairman, the moat important message coming out of the President’s trip is
the need tor presidential leadership in trade and commerce. As the very nature of
foreign policy alters from securily to economic isgues, presidents will have to adopt
a lesson from the private scctor: top management involvement males thinga hap-

pen.
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TRIP ACCOMPLISHMENTS

1 will be the firat to say that the trip may have been too much of a media event—
and that maybe the expectations of the American people had been unjustly raised.
Keep in mind, that this was the first time a President ever led a trade miaajon.
There was much to learn: that trade negotiations are not unlike research—they are
continuous, technically profound, complex and take time, They are all the more dif-
ficult hecause they demand countries to make deep changes in customary and often
cultural practices: witness EC protection of their automobile markets from Japanese
penetration.

Besides nlertinﬁ this country's leadership that trade must now rank high on the
presidential agenda, there were several, impressive accomplishments:

—Access to both the computer software and hardware markets in the public
and private sector will be expanded. At the national governmental level in
Japan, U.S. penetration was less than one percent—although our private sector
share is about 20 percent. I have heard fromn the computer indunatry. They are
satisfied thal the agreement to be today will offer open biddin(%v and an estab-
lished protest procedure for U.S. interesta, will make a positive difference.

—A second area is paper. On October 16, 1991, thia committee lintened to the
grievancer of the American Paper Institule. Despite overwhelming price and
other competitive advantages, U.S. access to the Japanese paper market was
only 2.2 percent. Our market, by contrast, had 14.7 percent penetration. In
March, we will rign a new agreement only if there are no limits on U.S. pen-
etration in the Japanese market.

~-And, there were other successes that we have heard about, or will, in the
areas of agreement on atandards and glass products.

Mr. Chairman, let me return to my theme of presidential leadership. | don’t want
{o winimize the role of the trade negotiators. These accomplishmenta didn't juat
happen because the President decided to go to Japan. The groundwork had been
laid by the USTR over many months of negotiations—the compuler agreement took
18 months.

Even in the case of auto parts and auto sales, the Japanese Ministry of Inter-
national Irade and Industry formed the “MITI Buainess Glohal Partnership” back
in November Lo examine ways ol opening the Japanese market to more American

penetration.
TRADE INEQUITIES REMAIN WITH JAPAN

Resolving the auto trade differences is not something that a presidential trip can
summarily accomplish. As we know well on this committee, having sat. through
many hours of testimony on keiretsu and other Japanese business practices, tﬁe
automobile isaue is deeply enmeshed in the Japanere business culture.

But there is much more that we, both government and industry can and should
do Lo improve our market accesa. I am not going to devote time to the issues of bet-
ter worker education and training—everyone knows what we need Lo do.

Rather I want to atate apecific remedies that we can take, now.

TWO FOUNDATIONAL APPROACHES

There are two framework approaches that we take in managing owr trade dis-
putes with the Japanese—nand others. We are working to negotiate away the mas-
give atructure of harriers in place in Japan, to which the Japanese themselves rou-
tinely adwit. And, we have put in place a number of statutory remedies that allow
for unilateral challenges (o unfair practices, involving both imports as well as our
ability to export and invest abroad. Let me deal with the latter approach firat.

The all-embracing Trade Act of 1988 has equipped our industries with two poten-
tially powerlul mechaniamsa: the so-called “Section 301" actions, which allow for an
inveatigation of a broad category of unfair practices, for which the U.S. can uni-
laterally impose sanctiona. In addition, the International Trade Commission, acting
under Section 731 ol the Tarifl' Act of 1930, can investigate dumping allegations on
the basis of an industry petition. Both tools have been used quite effectively to le-
verage a change of behavior by foreigm traders.

Stll another and lesser used remedy has been our Antitrust laws. In my judg-
ment, speaking na a member of the Judiciary Committee, this is a watershed that

may hold soime surprising capabililies.
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THFE, MINIVAN DUMPING CASE

Without going into extensive detail, the recent International Trade Commission
preliminary ruling that Mazda and Toyota have dumped minivans in the U.8, aug-
ests an opportunity for U.S. auto makers to unify and attack perceived unfair prac-
ices. On the strength of this Section 731 action, Chrysler and others were able to
require that a bond be provided with each minivan exported by these companies.
If the final determination, to be made this summer, agrees with the preliminary rul-
ing, then duties will be imposed on minivan sales.

SECTION 301 ACTIONS BY THE AUTO INDUSTRY

The U.S. auto industrgr has been less bold in using Section 301. The Auto Parts
Advirory Committee (APEC), created by the Trade Act of 1988 to monitor unfair
auto trade practices, has done little more than to try to get the USTR to “sell-initi-
ate” a Section 301 action, which the President’'s Export Council endorsed last Sep-
tember, but which the Administration determined to be “premature” in light of
progress made in getting Japanese cooperation,

—My point ia that, if the grievances have credibility, a Section 301 action
must be brought by APAC. And | believe APAC has grounds for this action.
After all, the so-called “two-way” street in auto parts trade in 1990 tallied $10.3
billion in exports from Japan to the U.S. compared $863 million the other way.

-——Furthermore, Commerce Undersecretary J. Michael Farren has amply docu-
mented the virtual exclusion of U.S. replacement parts manufacturers from the
Japanese market unless they have a contract for original equipment—compo-
nents that are placed on the car when it ia assembled—with a major Japanese
manufacturer, P‘;ere, too, are added grounds for a Section 301 action.

As we know well, Section 301 has leveraged many changed—the most recent
being the agreement with the Chinese on intellectual property protection, among
other trade accomplishments with China. I would go on record saying that a Section
301 can uscfully avert ugly trade wars. In the case of Japan, it has opened govern-
ment procurementa to all countries and has led to extended copyrigﬁt protections

for foreign materials.
ANTITRUST ACTIONS NEED REVISITING

Late last year, this Committee heard a number of testimonies that hemoaned the
absence of antitrust actions in behalf of parties injured by unfair trade practices,
specifically those that emerge from keiretsu relationshipa.

I have considered such remedies and suggest that there is great potential. The
lawa, as they are now written, can limit the effect of Japanese buying cartels, that
foreclose U.S. exporis and suppliers to U.S.-based Japanese auto makere. There ap-

eared to be little interest in t{:e Justice Department in enforcing the antitrust laws

ecause of an understanding that such laws applied to the domeatic market, which
tended to suggeat that exportera need not apply. Justice has taken this position
even though the Foreign Trade Antitrust Improvements Act of 1982 makes action-
able any conduct that forecloses U.S. export competiticn. In my opinion, with
prompting from Congress, Justice can be brought into the fold.

THE ADMINISTRATION I3 PROCEEDING PROPERLY IN DISMANTLING JAPANESE
STRUCTURAL BARRIERS

The President said during his trip that the former method of sector-by-
sector talks was not good enough. A frontal assault on the Japanose husi-
ness structure was needed, giving renewed life to the Struciuvral Impedi-
ments Initiative (SII).

In another forum, 1 have lamented the $20,000-plue price taf on an American
Chevrolet being sold in Japan. What caused the price difference? It was the inacces-
sibility of distribution channels and excessive inspection costs, which added over 30
percent to the car's price.

I have alro criticized the outrageous price differences between auto parts sold in
Japan, often 193 percent higher than those sold in the U.S., according to an Inter-
natioual Trade Administration study. 1 am in complete agreement with APAC on
this point. .

On both counts, it makes more sense to me to eliminate these barriers, once and
lt;or all, than to negotiate a one-time, mandated sale of 120,000 U.S. vehicles to

apan.
1e fundawmental problem ia that we can never do enough, quickly enough. Rut
I am not unconvinced that we haven't already laid a groundwork for change, and -
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I am even less convinced that the automobile induatry is unifying iteelf effectively
to deploy and enforce the already established programs for dealing with unfair trade

praclices.

PREPARED STATEMENT OF CARLA A. HILLS

INTRODUCTION

Mr. Chairman and members of the Committee, it ia a pleasure to appear before
you to review the current state of U.S.—~Japan trade relations.
1 would like to talk about:

¢ The Administralion’s trade policy with respect to Japan and the achievements
of that trade policy to date;

¢ The accomplishments of the President’s recent trip to Japan in the context
of our broader trade ohjectives with Japan; and

¢ The future directiona for our trade negotiations with the Government of

Japan.
U.8.~JAPAN TRADE POLICY

The central ohjective of President Bush's trade policy haa been to open markets,
creating new export opportunities abroad and stimulating growth, jobs, and prosper-
ity at home.

Since President Bush took office 36 months ago, a top goal of that policy has been
to expand access to.the world's gecond largest market economy: Japan. We seek to
create an open and competitive climate in Japan where the decision to buy or sell
i8 based on quality, price, and service, not on "keiretsu,” collusion, or protective in-
duatrial policies,

If we are to have harmony between our two great nations, our entrepreneura must
be permitted to trade and invest in Japan as freely as Japanese entreprenecurs are
able Lo trade and inveal here in the Uniled States. This was the message that the
President delivered forcefully to Prime Minister Kaifu in their Palm Springas meet-
ing and to Prime Minister Miyazawa in 'l'okyo earlier this month.

o create this parity of opportunity with Japan, the Adminiatration has stead-
fastly pursued a comprehensive three-part plan of action, which includes:

» Eliminating barriers in specific seclors using all the leverage at our disposal,
including our trade laws;

¢ Lowering economy-wide barriers through our Structural fmpediments Ini-
tiative, or our SlI talks; and

. Worfu'ng hard in the Uruguay Round to negotiate strong and enforceable mul-
tilateral rules, lower tariffs, and increased access for UJ.S. goods and services.

U.9.JAPAN TRADE TRENDS

Our policy is paying off. The results are showing up on the profit statements and
payrolls of America’s competitive corapanies.

Juring the Bush Administration, U.S. exports to Japan have grown 10 times faat-
er than U.S. imports from Japan. Exports to Japan have risen by 30 percent in the
last 3 years, while U.S, imports from Japan have increased by just 3 percent. As
a result, our trade deficit with Japan has declined by 18 percent since 1988,

Japan is currently our largest single buyer of agricultural products. Last year its
purchases exceeded $8 billion.

In the critical manufacturing sector, U.S. exports to Japan have heen doing par-
ticularly well, growing 60 percent faster than overall U.S. exports lo Japan. Uver
the past 3 years, U.S. exports of manufactured products Lo Japan have risen hy 45

ercent and exceed 30 billion. This compares to a 34 percent increase in U.S. manu-
actured exports Lo the world.

In 1990, American exporta to Japan, which is our second largest export market
after Canada, were greater than our exporta to Germany, France and Ilaly com-
bined. In fact, our exports to Japan are about 25 percent greater on a per capita
basis than owr exports to all of Europe.

This remarkable expansion of exports to Japan in a relatively short period of time
has created an additional 200,000 expnrt-ro{:\ted jobs. Glnha{l.v, our exporta have
also done well: since 1988, export expansion ovemll’ has created 1.8 million U.S. ex-
pori-related jo{)s. Without our strong export growth, the cuwrrent downturn would be

twice as deep.
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We are encouraged by the fact our exports to Japau are growing. But there is atill
much work to be done, Japan's imports of mtmu&ctured gonds are atill roughly 4
percent of its GDP, whereas in the United States it is 7 percent, and in many Euro-
pean countries it is even higher.

The issue still remnins: we must have better access to the Japanese market for

U.S. exports of all kinds.
THE PRESIDENT'S MISSION TO JAPAN

It was in this context that the President embarked upon his misesion to Japan ear-
lier this month, It was a bold initiative in the Administration’s continuing effort to
address the disparity in access between our markets.

The President accomplished much-during his visit, achieving increased access in:

¢ 'The $9 billion public section market for computer hardware and services. The
U.S. computer industryv projecta the value of thia market-opening agreement at
between $3.5 billion and $5.5 billion annually by 1995.

¢ The $66 billion paper market in Japan.

¢ 'The $4 billion glass market, which our entreprencurs describe as a highly con-

centrated and anticompetitive market.
¢ And, the new car market, which has been encumbered with standards and

certification impedimenta, restrictiona on the creation of dual dealerships, and
excengive distribution and dealer markups.

The President was also able to:

¢ Oblain a pledge that Japanese car makers will increase the purchase of U.8..
made awto parts from $9 billion to $19 hillion hy 1994,

¢ Reach an agreement with the Japanese government on 49 standards and cer-
tification irsues that have curtailed our exports of cosmetics, processed foods,
sharmaceuticals, chemicals and industrial machinery— markets in Japan col-
L-«:tivol valued at more than $23 billion annually; and

¢ Reach agreement with the Japanese Government to reinvigorate the Struc-
tural Impediments Initiative by undertaking new commitments.

No single vigit lo, and no single agreement with, Japan is alone going to open the
Japanese markel as much as we seck. But, as noted by a nunber of companies and
trade associalions, the President’s recent initiative was a real success, Encauae ns
the President said upon his return at Andrews Air Force Base: “We accelerated the
opening of more Japanese markets to our exporta.”

Because of the President’s effort in Tokyo, American firms and American workers
today can expect hillions of dollars of increased exports to Japan. And, as we know,
for each $1 billion in additional exports, roughly 20,000 new jobs are created.

Still, aome urge us to enter warket-share agreements with Japan or to limit ils
sales here. But such actions seek to manage our trade or impose protections which
will only decrease our export opporturuties and, hence, our jobs,

Neither will solve our difficultiea. Managed trade merely sets ceilings on what
U.S. comparea can achieve, not floors from which they can grow. And, it inviles
nilmilm' action against us from our partners with whom we maintain a trade sur-
plus,

Ar for protectioniam, it is, arn Milton Friedman has said, “A really-good lahel for
a bad cause.” Protectioniam only hurts those it is supposed to help. It atifles innova-
tion by insulating producera from the competitive global marketplace, at the same
time il taxes consumenrs, dispruportionate‘)y lower income consumers, by raising

prices and reducing choices.
PRESIDENT'S MISSION PART OF CONTINUING EFFORT

The only sure way to open Japan's markets is with ateady, perasistent pressure—
the precise strategy the President has employed for 3 years, The President's mission
was another step in that ongoing effort. =

We sometlimes forget how much concrete progress has been made. Some of the
agreements aince the President took office include:

¢ Under a June 1990 agreement, Japan opened its government procurement of
satellites vesulting in a $600 million contract for a U.S. firm.

¢ Japanese government purchases of supercomputers were opened to U.S. firms
as the result of a June 1990 agreement guaranteeing fair competition based on
price and performance. UI.S. makers have won three out of eight new contracts
since the agreement compared to two out of 43 in the previous 4 years.
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¢ In June 1990, the United States reached an agreement Lhat opened Japan's
market for wood products. It is expected to reauﬁr in increased U.S. exports to
Japan of $1 billion or more annually.

. Rccess to the Japanese telecommunications market was expanded under a
1989 cellular telephone agreement, two 1990 services and equipment agree-
ments, and a 1991 services agreement. Since 1988, U.S. telecommunications ex-
porta to Japan have increased 180 percent to about $735 million in 1991.

¢ The United States and Japan implemented a new semiconductor arrangement
in August 1991; U.S. semiconductor sales in Japan now total nearly $2.4 billion
annually compared with just $920 million in 1986.

¢ 'The 1991 Major Projects Arrangement on Construction contains a list of 17
major construction projects valued at $6.4 billion to be covered by special meas-
ures that facilitate foreign access, with the potential addition of six more worth
$20 billion to be added 1n 1992. Since 1988, U.S. firms have won $376 million
in contracts, versus almost none previously.

¢ And, through the SII process, Japan has made mpecific commitmenta to in-
crease investments in public sector infrastructure, more vigorously enforce its
antinwnopoly laws, liberalize the retail sector, and increase shareholder rights,
among otﬁers. All of these changes in Japan are making it easier for U.S. firms
Lo operate and sell in Japan. For example, the SIl proceas resulted in the end
of onerous Japanese reatrictions on the establishment of large retail stores; and
enabled Toys R Us to open last December to record sales.

THE FUTURF OF U.8.~JAPAN TRADF. RELATIONS

I have focused the majority of my testimony on our bilateral relationship with
Japan. Bul another important avenue for increasing access to the Japanese market
is to bring the Uruguay Round of global trade talks to a successful conclusion. Our
bilateral agenda with Japan should be facilitated by agreements concluded in the
Round covering the broad range of U.S. intereats—agriculture, market access, serv-
ices, investment, intellectual property and strengthening of the rules, iuc‘uding
those related to unfair trade practices.

President Bush used the opportunity of his visit to Japan to engage Prime Min-
ister Miyazawa on developments in the Uruguay Round, and the need for Japan to
exercige its leadership in concluding these important negotiations. This is clearly ve-
flected in the Tokyo }l))oclnmtion that resulted from the trip, as is the fact that we
have much work ahead of us to complete the Round.

CONCLUSION

The importance of the Round to our bilateral relationship underscores the fact
that the G.S‘—annn relationahip has profound implications for global prosperity in
this decade and the 21at century. We are at a pivotal moment in history that re-
quirea that the United States and Japan go beyond interdependence and achieve
real partuership.

The permanence of the amazing political and economic reform we are witnessin
around the world depends in aignificant part on cooperative action by the Unitec
States and Japan. As the world’'s two biggest economies, we play a critical role by
keeping our markets open.

e must find waya to diapel antagonism on both sides of the Pacific and to work
constructively to build a truly free and open global trading system. A true economic
and political partnership between the United States and Japan, each with open
markets, can be a unifving force for the world and an engine of growth for our glob-

al economy, as well as our own.

APPENDIX.—AccoMPLISHMENTS OF TRADE NEGOTIATIONS WITH JAPAN DURING THE
BusH ADMINISTRATION

RESULTS OF THE PRESIDENT'S TRIP TO JAPAN

I am pleased with the many accomplishments of the Presidents frip to Jupan,
President Bush furthered our trade objectives in all three of the areas | outlined
above as forming the basis for our trade negotiations with Japan.

Multilateral Trade Issues

On the multilateral frout, as a result of the President’s trip, Japan renewed its
commitment to the Uruguay Round and the process established by Director Genernl
Dunkel to conclude the Round. Both sides recognized that final agreement would
have to include substantial benefits in market access for goods and services. We will



166

build on the President’s discussions in our negotiations with Japan on all the re-
maining issues in the Round.

Structural Impediments

‘The President and Prime Minister Miyazawa also agreed to reinvigorate the
Structural Tmpediments Initiative by undertaking new comunitments to address is-
sues affecting the business environmenta of our countries. SII is our broadest bilat-
eral initiative, and we believe thia agreemtmt to add new commitments to $11 is
an important step to ensure that $11 remains a dynamic Srocess, capable of ad-
dressing problems that become apparent over time. As noted above, $11 principals
are planning to meet shortly, in February, to discuss specific measures that each
government will undertake.

The President’s trip also furthered our efforts to remove structural impediments
to U.S. exports in a number of specific ways. As | mentioned earlier, one of our pri-
orities in the $11 talks is eliminating exclusionary Japanese business practices, |
am pleased with some of the progress that was made in this area earlier this month.
For example, the Japan Fair Trade Commission has agreed to undertake inveatiga-
tions in four sectors from a competition peragzctive: autos, auto parts, paper, and
glass. These are all sectors in which we have been concerned about anti-competitive

ractices in Japan, and for which we have been pressing for some time for JFI'C

investigations. uch investigations should help to bring about effective enforcement

of Japan's Antimonopoly Act.

Voluntary Announcements by Japanese Corporations

I am also encouraged by the voluntary announcements by individual Japanese
corporations of their intentions to increase imports as well as local sourcing by
transplants producing outside of Japan.

One of our priorities in our $16 negotiations has been opening up Japanese cor-
porate procurement: to competitive products from U.S. firms. Corporate procure-
ment has, frankly, been a tough nut to crack because the tendency for Japanese
manufacturers to source inputs from traditional Japanese suppliers stela from a
variety of cultural and historical factors, not usually government policies and prac-
tices per se.

We welcomed MITI's Busineas Global Partnership program when it waa unveiled
last fall, and we welcome the announcements of the Japanese private sector of their

plans to increase imports and local sourcing.

* Eighty-eight Japanese corporations and 22 Japanese trade associations have
expressed their support for increasing importa under MITI's Business Global
Partnership initiative, a program that was unveiled just two short. months ago,
during my trip to Tokyo.

¢ So lar, 23 Japanese companies in the electronics, auto, and machinery indus-
tries have announced their plans to increase their imports by $10 billion by
1993. More such announcements are expected in the coming months.

These voluntary plans are public statements of intent by major Japanese compa-
nies. As such, they reflect a recognition that Japanese corporations must do more
to ensure that the Japanese corporate market place is open to competitive foreign

roducts. We shall of course be following trends very closely to see if these plans
ave the desired effect of opening up corporate procurement to competitive foreign

products.

New Bilateral Agreement

Among the most significant accomplishments of the President’s trip, in my view
was the initialing of an agreement on measures Japanese government entities would
follow when procuring computer products and services, a sector in which U.S. firms
are extremely competitive, both in Japan and globally.

The new agreement containa significant procedural improvements, including re-
quirementa that foreign and domestic suppliers be accorded equal access to pre-hid
information; improved transparency; and the institution of an impartial bid protest
mechaniem. It also explicitly states that the new measures will be adopted with the
“aim of expanding procurements of competitive foreign computer products and serv-
ices” by Japanese government entities. As part of this agreement, the Government
of Japan also confirmed that it would take actiona to eliminate or prevent anti-
competitive behavior relating to the distribution of compuler goods and services in
the private sector.

The U.S. computer industry has done fairly well in the Japanese private sector;
we believe the new agreement will help make cash registers ring for U.S. computer
firms marketing to the Japanese public sector. We have opened Up a public seclor
market for computer products unc{) services of $9 billion that is expected to grow to
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nearly $16 hillion by 1996; our current sales in this arena are only about $500 wil-
lion. The U.S. private sector has placed the potential value of the agreement to for-
eign computer manufacturers at $3.6-6.6 billion for 1996 projected market size.

Other Sectoral Achievements
We achieved significant results in other sectors as well.

¢ In the paper sector, a $66 billion market in Japan, the Japanese Government
h{{lﬁd agrleed to formulate measures to increase access for U.S. firms by the end
of March.

¢ In the glass sector, a $4 billion market that is highly concentrated and has
a history of anticompetitive practices, the Japanese government agreed to en-
courage Japanese glasa users to increase imports, and committed to facilitate
salea efforta by foreign producers.

o In legal services, the Government of Japan recognized the role lawyera play
in international transactions and indicated that it would redouble its efforts to
resolve impediments to the provision of legal servicea in Japan by foreign altor-
neys. Clearly, more needs to be done. Nonetheless, this was an important public
affirmation.

e On semiconductors, both governments reaffirmed their commitment to make
further efforts for increased markel access for foreign semiconductor producers
under the 1991 Semiconductor Arrangement.

¢ On auto parts, Japanese automakers voluntarily committed to increase their
),mrchnses of U.S. aulo parts, from $9 billion in 1990 to $19 billion in 1094,
hey stated their intention to increase importa from $2 hillion in 1990 to $4
billion in 1994, and to increase local procurements by transplants in the United
States from $7 billion in 1990 to $15 gilh’on in 1994,

» On finished vehicles, the Japanese government resolved most of the 14 auto-
motive standarde and certification issues which the U.S. indusatry has identitied
as problematic; U.S. automakers had previoualy identified standards and cer-
tification requirements aa gigoificant impediments to their salea in the Japa-
nese market. The Japanese automobile dealers’ associations publicly confirmed
their willingneas to sell U.S. automobiles in their existing dealerships, & move
which could reduce significantly the costs of U.S.-made cars in the Japancse

market,.

Other Trade-Related Accomplishments
There are other significant accomplishments of the President’s trip with respect
to our trade relationship with Japan that should not be overlooked.

¢ Prime Minister Miyazawa pledged that the Govermment of Japan would sub-
mit to the Japanese Dict a budget for 1992 and a fincal investment and loan
program aimed at strengthening domestic demand, and hence imports, by in-
crensinq public investment.

o The Japanese Government took steps to expand government procurement op-
portunitiea open to foreign bidders, which should double the value of contracls
open to foreign bidders, bringing it to about $6.3 billion,

¢ Further, we resolved 49 non-automotive standards problems impeding U.S.
sales of processed foods, cosmetics, industrial equipment, transport machinery,
pharmaceuticals, and medical devices. For the U.S. exportera concerned, thesge
standards have in many cases been the single greateat impediment to their ac-
cess lo the Japanese market.

OTHER ACCOMPLISIIMENTS TO DATE

Prior to the President’s trip, this Administration reached a significant number of
olther market-opening agreementa with the Japanese,

Telecommunications
We have signed four scparate agreements with the Japanese in this sector over
the post 3 vears.
¢ [n June 1989, we signed an agreement on cellular telephones and third party
radio which improved foreign firms’ access to Japan's rapidly growing mobile

communications market.

o In July 1990, the United States and Japan reached agreement to liberalize
Japanese ref(ulnlions overning both advanced telecommunications services—
international velue-added network eervices (IVANS )—and network channel ter-

minating equipment (NCTE).
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—On the services side, the IVANS agreement committed Japan to
streamline the process for U.S. firms to entler its market for such services
as voice mail and electronic banking, and provided for private
intracorporate communications networks between Japan and the United
States, It also eliminated a burdensome surcharge often placed on U.S.
firms by Japan's telecommunications carriers,

—On the equipment side, the NCTE agreement opened Japan's market
for devices that make computers and other office equipment compatible
with a digital telephone network. Previously, U.S. manufacturers of this
equipment had been permitted to sell only {o Japan's telecommunications
carviers, which have traditionally bought almost exclusively from Japanese

firms.
e In June 1991, we concluded further neFotintiom that eatablished transparent
procedures for a complaint mechanism that will enaure that Japanese carriers
cannot use unsubstantiated allegations of prohibited resale of leased circuita by
U.S. firms to deny service to those firma.

U. 8. exports of telecommunications products to Japan have grown by
180 percent since 1988, and last year are estimated to have reached $730

m on.

Supercomputers

In Juve 1990, I exchanged letters with the Japanese Ambassador to the United
States confirming that the Japanese Government would require government entities
purcharing supercomputers to follow open, competitive, and transparent procure-
ment procedures. This agreement commitled the Government of Japan to eliminate
bide incorporating deep (fi’scnunts; outlined technical factors to be used in evaluating
aupercomputer bids; required procuring entitiea to evaluate bids on the basir of
overall price and performance; and established anew complaint resolution mecha-
niam to resolve procurement diaputes.

As a result of the 1990 supercomputer ngreement, the first award ever
made to a U, 8. company untier open competition occurred in August 1990.
Since June 1990, U.S. firms have won three out of the eight contracts that
have heen awarded; prior to the agreement, U.S. firms had made only two

sales out of 43 bids awarded.

Satellites

In June 1990, T alao exchanged lottera with the Japanese Ambassador that opened
the Japanese government markel for non-R&D satellites to foreign suppliers. The
Japanese Government specified detailed new procedures for the procurement of sat-
ellites by government-controlled entities that required purchasing agencies to follow
open, transparent and non-discriminatory procurement procedures. As with the
mlporcomruler agreement, the aatellitea agreement also established a new proce-
dure for the reaolution of diaputes arising from the bidding process.

The first satellite procurement awarded since tﬁe 1990 agreement was
made in December 1991 to a U.S. firm. The procurement, which was for two
communications satellites, is valued at approximately $600 million.

Wood Products

We reached a third agreement in June 1990 as well, which opened the Japanese
markel to importa of processed wood products and expanded Japanese demand for
auch products. The agreement include(r commitments in the areas of tarifl classifica-
tion, lariffs, product standards, and building code atandards.

The U.S. industry estimates that full implementation of the agreement
should result in about $1 billion annually in increased U. 8. exports to

Japan of processed wood products.

Construction

Laat July, Ambassador Murata and Sceretary Mosbacher signed the 1991 Con-
struction Major Projecta Arrangement, which significantly expanded the scope of our
1988 agreement on major Japanese government construction projects. US'I‘I{ was ac-
tively involved in all stages of this agreement. The new agreement stipulated that
compelition in all Japanese public works projects would be open, transparent, and
nondiacriminatory; it also contained a new list of 17 additionni conslruction projecls
to be covered by apecial measures that facilitate foreign access, with six more
projecta that may be added later this year. Thia brings to a total of 40 the number
of pro{octs covered by such apecial measures. The 1991 accord also instituted a new
procedure {or independent review of complaints submitted by U.S. firms.
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Since 1988, U.S, firms have won at least $378 million in contracts to pro-
vide construction services to the Jz‘ajmnese public sector; prior to the first
Construction MPA, U.8. firms had virtually no access to gae public works
market in Japan. The 1991 Arrangement improved foreign access to $26 bil-
lion in Japanese public works projects.

Seniconductors

We concluded a new bilateral Semiconductor arrangement last asummer as well,
which took effect Auguat 1. The new arrangement provides for continued improve-
ment in foreign access to the Japanese semiconductor market. For example, it calls
for the Japanese Government to promote long-term relationships between Japanese
semiconductor users and foreign semiconductor producers. It also containg provi-
gions to deler dumping of ngmnese semiconductors in the U.S. market. The ar-
rangement recognizes the U.S. semiconductor industry’s expectation that foreign-
market share should grow to more than 20 percent by the end of this year as a de-
sirable, and attainable, goal,

Sales by U.S. semiconductor companies to Japan rose from $0820 million
in 1986 to nearly $2.4 billion last year, The foreign share of the Japanese
semiconductor market, which was just 9 percent in 1988, was calculated for

the third quarter of 1991 to be 14.3 percent.

Amorphous Metals

Our two governmenta reached an underatanding in September 1990 that required
Japanese utilities to evaluate bids using standards similar to those applied by U.S.
utilities in purcharing transformers. It also committed Japanese ulilitiea o buy
from Japanese transformer manufacturers 32,000 amorphous metal transformers
producms) uring materiala purchased from the United States.

Japanese utilities are now nhead of schedule in purchasing amorphous
metzs transformers,

The Structural Impediments Initiative

There have already been a number of notable developmenta from SH. Indeed, we
can point to perhaps 20 or so changes already in Japanese law or practice that
would clearly not have occirred but for SH. For example:

¢ Japanese law was amended to provide that large retail stores can he estab-
lished in no longer than 12 montj)m and more than one thousand new atoves
have applied for permits. Toya R’ Us has been an important U.S. beneficiary
of the amended law and has already opened two atores in Japan and plans more
than 100 by the end of the century.

¢ The government has introduced disclosure requirements that now require
firms to show who is doing business with whom, and has improved its enforce-
ment of Japan's Antimonopoly Act.

¢ Expenditures in public infrastructure related to importas have increased. Fx-
penditures on personnel have increaged in areas that are important to the Unit-
ed States, and which are as diverse as customs, the JFT'C, and patents,

!
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SUBMITTED BY SENATOR BOB PACKWOOD

STATEMENT OF WILLIAM DAVIDSON,
PRESIDENT AND CHIEF EXECUTIVE OFFICER,
GUARDIAN INDUSTRIES CORP.

In more than 30 nations, on nearly every contineat, Guardian Industries is a highly
competitive American manufacturer of advanced flat glass products ~ the types of glass used in the
architectural, construction and automotive industries. Our company bas successfully taken a winning
formula of high-quality, low prices, superior service and technological innovation and become a
significant participant in nearly every major international glass market. Guardian Is accustomed to
the challenge of entering new foreign markets. We have gained a significant share of highly
developed North American and European markets and have rapidly grown to become the world's
fifth |ar'gast producer of flat glass. Our record of achievement in adapting to the special demands

of manufacturing and selling our products in places as diverse as South America, Southeast Asla, and

Eastern Europe, is second to none.

Weare proud of our reputation as an aggressive, low-cost producer of high-quality products,
We are also proud of our reputation as a company that is tenscious and not that is intimidated by
entrenched glass competitors.  Guardian’s cfforts to enter foreign markets have not always met with
immediate success, Members of tls committee are well aware of the very serious market barriers
we have encountered close to home ~ in Mexico, where a single producer dominates the market,

does not welcome new cntrants in their home market, and generally favors a one way free trade

agreement in flat glass,

Yet experienced as we are in entering foreign markets, nothing had prepared us for the

situation we are currently confronting in Japan -- a rapidly growing $4 billion 8 year glass market

that is tightly closed to unwanted Imports, yet s a market that we must cnter successfully if we are

to remain a world leader in the glass industry,

Eight years ago, the Japaa Fair Trade Commission characterized Its flat glass industry as one
of the four "major oligopolistic industries® in Japan, and concluded that it remained “ina high state

of oligopoly”. Nothing has changed. The Japanese market is controlled entirely by three companies:
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Axahi Glass (50 percent market share); Nippon Sheet Glass (30 percent market share); and Ceotral
Glass (20 percent market share). This cozy allocation of market share has remalned constant since
the early 1950s. Not surprisingly, the lack of competition In this market has epabled Jepanese
manufacturers to charge exorbitant domestic prices, sometimes even as much as triple the price in
comparable international markets, thereby generating adificlally high profits that are being used 0

finance acquisition of market share around the world, including the U.S.

Guardian, as well as other U.S. flat glass producers, are capable of supplylng the bighest
quality flat glass t Japanese customers on & cost effective basis, In fact, most of the techuological
innov: son in our industry in recent years has come from U.S. manufacturers seeking comparative
advantage In 2 very competitive U.S. market. However, the "keiretsu® networks of close alliances
between manufacturers, fabricators, distributors, and customers, as well as exclusionary business

practices, continue to keep foreign competition out of the Japanese market.

During the past (wo years, we have met many prospective Japanese customers who privately
expressed their desire for a more competitive plase market in Japan, but they are understandably
Intimidated by the market power of the Japanese producers. The methods used for barring unwanted

lmports vary, but Include: a closed distribution system; exclusionary business practices; and
sotiquated building codes. The closed distribution system represeats probably the greatest barrier

to competition. Of the nearly 400 distributors of flat glass in Japan, only four will handle imported
glass, and they operate at the very low end of the market. Each of the Japanese producers possesses
its own network of exclusive distributors, cutters, and fabricators. None will do business with
another glass supplier. Since nearly all of the existing distributors are exclusive to or controlled by
one of the domestic manufacturers, a new entrant has no choice but to create or develop its own
distribution network, Yet atteinpts to do so have been handicapped by exclusionary business
practices. Many potential customers bave been quite forthright In explaining to Guardian their
susceptibility to retaliation from, and in many cases explicitly threatened by, the Japanese domestic
manufacturers,  Such exclusionary business practices include: refusal to sell glass products that
cannot be made up through imports; refusal to buy products from the ¢ustomer or its sistec

companies; use of keiretsu relationships to threaten the supply of vital raw materials; and predatory

pricing.
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Not long ago, Guardian recelved a letter from a potential Japanese customer stating that it
regretted not being able to buy Guardian's glass, despite the good price and quality, because Japanese
glass manufacturers were threatening 1o cut off its essential supplies if it purchased Guardian glass.
In another case, a trial order was canceled afler an official from one of the Japanese glass
manufacturers threatened retaliation. These are typical of the many examples of anti-competitive

practices the Japanese marufacturers employ to block unwanted imports.

Yet while competitive U.S, flat glass manufacturers are excluded from the Japanese market,
Japanese manufacturers continue to enjoy unrestricted access to the U.S, glass market, mainly
through acquisitions. Asahi Glass, for example, slready owns at least 20 percent of AFG Industries,
one of the largest U.S. producers, and has an option to acquire majority control of the company in
March of 1993, This would give Asahl alone 20 percent of the North American flat glass market,

In addition, Nippon Sheet Glass shares ownership of another major U.S. glass manufecturer, LOF,

with the British company, Pilkington.

The Japanese glass manufacturers ability to generate excessive profits in thelr closed home
market permits them to fund such acquisition of market share not only in the U.S., but throughout
the world, and to significantly undercut U.S. competition fin third country markets, Meaningful

access to the Japanese glass market, therefore, is critical for the future competitiveness and survival

of the U.S. flat glass industry.

For this reason, Guardian bas been working to establish a beachhead in the Japanese market,
Yet our efforts have demonstrated that no foreign company, no matter how competitive, will be able
to succeed in Japan without the strong intervention of the Japanese government, For this reason,
President Bush sought and obtained specific commitments from the Japanese government that, if
implemented, should result in a structural change in the Japanese flat glass market and opportunities

for competitive U.S. manufacturers. These commitments include:

¢ A commitment to implement an anti-monopoly compliance program that will ensure

that the distribution system is opened up to competitive foreign glass manufacturers;
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. A commitment to ensure that building codes that act as non-tariff barriers will be

revised 50 that they do not discriminate against foreign manufacturers;

. A commitment that the Japan Fair Trade Commission will conduct a comprehensive
investigation of anti-competitive conditions in the Japanese flat glass industry; and

. A commitmeat to work with U.S. government officlals in monitoring real progress

that will be measured in texms of growing market share of U.S. companies in the

Japanese flat glass market.

Guardian regards these commitments as a major breakthrough for U.S. flat glass producers
that, frankly, could not have been schieved without Presidential attention. The agreement s the
result of serious and unflagging work undertaken by U.S. negotiators in confronting the market
access issus with thelr Japanese counterparts in the months and days leading up to the President’s
visit, culminating in the President’s personal intervention with the Prime Minister. For this success,

the Administration deserves uoqualificd praise from the U.S, flat glass industry.

The agreements the President brought back from Japan ov the glass issue, however, must
translate Into real business opportunities, This will only happen if there is a vigorous follow up, not
only by companies like Guardian, but by the U.S. and Japanese governments. It is absolutely
essential that U.S. government closely monitor real progress measured in terms of market share for
U.S, compaaies and continue o pressure the Japanese government to ensure real competition in the
Japanese market. Without a sustained effort on the part of the Japanese government to open their

market, it will be impossible for even the most competitive U.S. company to succeed,

For our part, Guardian remains committed to do whatever Jt takes to succeed in the Japanese
market, Given the opportunity to compete fairly, there is no reason why we should not achicve the
sams level of market share we have gained clsewhere in the world, Todsy we belisve we are the
most efficlent and most competitive producer of flat glass products in the world. Ten years from
pow, this will not be the case unless we are able to compete fairly in the Japanese market. We

cannot ignore the largest single ountry market in the world after the United States simply becsuse
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it is too difficult to penetrate. Nor can we continue to allow our most potent worldwide competitors
1o use their home market as a profit ganctuary to fund thelr expansion into our markets elsewhere
in the world, Unless we succeed in Japan, not only Guardian, but the rest of the U.S. flat glass
industry will lose Its ability to compete effectively with the Japanese around the world, Based on
the commitments made during President Bush’s visit, we have stepped up our commitment of

financial and human resources to penetrate the Japanese glass market.

The agreement the President was able to achleve on our behalf has given us an opportunity,
for which we are grateful, But it is only the beginning of a long process that will require continual
U.S. and Japanese government attention, We urge this Comumittee to strongly support the

adminstration in monitoring the Japanese government’s implementation of the commitmeats made

during President Bush's recent visit,

Thank you,
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DETROIT — The most significant change signaled by President Bush's
visit to Japan with U,S. businass leaders is a nev era of goverument~business
boopcration, Ceneral Motors Chairzan Robert C. Stempel sald today.

"We started a meaningful process in Japan, and we mean to follow up on

it,” Mr. Stempel said at the kickoff dinner for the annual Autcmotive News

World Congress.
"Por the first time, Japan saw the power of a joint U.S.

government-industry initiative,” Mr, Stempel said. "It was a change and they

knew it, For a loog time, Japan has depended on the U.S. governzent to keep

U.S. business 'in li{ne' while Japan, Incorporated, expanded.

"This time, the Department of Commerce got it right., They understand —
as the Jap;naaa have long understood — that a thriving, vital automobile
industry is essential to a thriving, vital national economy.”

Despite public debate over the value of the Japan trip, Mr. Stempel said
thgt 1f it "accomplished nothing other than to raise political and public
awsreness of the lmportance of a viable auto industry and a correspondingly
strong {ndustrial base in this country, then I can tell you it was an
outstanding success.

“If enough of the American public say to themselves, 'Hey, one of seven

jobs in this country is dependent ou our auto industry. Where are the jobs

going to be in the future?', then ail the effort was worthwhile. And if
enough U.S. consumers vake the time tc check the outstanding, world-class

products being offered by the domestic manufacturers, I am confi{dent what GM

-~ more --
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will continue its more than 50 years uf ):isdership as the number-one producer
of vehicles 1o the world.”

“The one thing I know the trip accomplished was to strengthen the ties
batwaen Amsricas governmant and Azarican business,” Mr. Stespel emphasized,

He credited President Bush and Departzmeat of Commsrce Secretary
Robart A, Mosbacher for providing the initiative to furthar open up
international trade, changing the image of Amsrican goods and services and
d;nonscrntin; that the U.S. has high-quality, high~value products to help
reduce the chronic imbalance of trade between the U.S. and Japan.

Y2 said the :e}u "open market” has 2 differen’ meaning in the U.S. than
it does {n Japan.

"In the U.S. open market, 36 percent of the vehicles sold are imported,”
he said. "In what the Japasese call an 'open market,' three percent of the
vehicles are lumports.”

Mr. Stempel said the number of companies competing for a share of the
world automptive market is large and growing, but he expressed confidence that
b.s. auto manufacturers now have products equal to or better than foreign
manufacturers.,

He atressed that the American automobile industry is the leader in fuel
economy, and that today "the difference in quality among cars 18 not an {ssue.”

"We don't have to ask the American public to prove their loyalty by

buying American products,” Mr. Stempel said. “We don't have to ask thea to

buy our cars or trucks because they feel sorry for us. We don't have to ask

them to buy out of a sense of patriotism or pity. We want them to buy our

products because they have high quality and high valus.”
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"WASHINGTON D.C., January 16, 1692...The Auto Parts Advisory Comittee (APAC)
today !ndicated support for the arncunced increwsed aefforts by Japanese
vehicle producers to procure parts from traditional U.S. suppliers. "The
$19 billion target included in last week's agreement & a positive starting

point," asccording to Jack Reilly, APAC chairmsn, vho seccowpanicd Presi{dent

Bush on the trade wissfon. He slso enphusized tha importance of ongoing

govarnment and business sector talks vhich will "{nsure that the sopentun of

this historic veek will accelevate and axpand."

Reilly, President snd CZC of Tenreco Autzmotive, had high praise for vhat he

called "the Prasident's clesr comritment to market access in a nev ars of

froe, falx, and opan trade. This mescage var delivered in a concise and

unequivocal vay to the Japanese."

‘ Detatls of thes plan produced by tha Japan Automobile Manufacturers
Assoziation (JAMA) include: ,

* An increase in U.S. parts purchases te $19 billlon from $9 billion by
fiscal yaar 1994,

* Increases {n local contant to sbout 7C parcent by 1994, from the current

50 percent level,
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* A pledge to provide "special consideration" to traditional U.S5. suppliers
in the impplementation of the plan.

-

These targets are based on an assumed SO percent increase in U,5. production

b

by the Japanese vehicle makers in 199¢ to over 2 million units.

"We {ntend tc analyze the data carafully to understand their full impact on

cur industry,” stated Reilly, adding that "we are certainly encouraged by
this positive step forvard.” APAC will play an active role in monitoring
progress by assarsing the previously raleased parts deficit forecast (n

1ight of the announced i{ncreases, and sctively supporting the joint DOC/MITI
sourcing study scheduled for this spring.

"The ultimate measure of our cooparative success," Reilly said, "will be
visible in s reduction of the bilateral psrts deficit, which both sides

agree is unsustainable over the leng term.”

APAC is a rational advisory comuittee estatlished by the Pair Trade in Auto
Parts Act included in the Omnibus Trade and Competitivoness Act of 1988,
APAC's charter {s to advise thg Dapartment of Commerce on issues ralated to

trade in the auto parts sector betwearn the 11,8, and Japan.

"
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January 14, 1992 CONTACT: Robert Miller
(201) 369-8500
‘ Chria Dataa

(202) 393-6362

Bnglewood Cliffs, N.J..,. The Motor and Equipment Manufacturers
Assoclation (MEMA) today welcomed tha announcement that Japanosne
vehicle manufacturers have pledged to take additional steps in the
next three years (JFY 1992-94) to expand purchases of U.,S. auto
parts. The Aasociation observed that Japanuse industry's expanded
$19 Lillion target fcr the year buginning April 1994 shculd
geneiatle new momentum in the near termd, but apphasized the need for

contlnund Indudtry and governnent discussions to sastaln {u,

Jach Reilly, MEME Chaelrran and CIO of Tennewo hutomotive, whe
au L opcenle ) Fresadent Bush dazing Nis Japan viual, volged speaial

sUptectetion Lo Prswadent sl oard nis hdninrsuration (or helr

contartec etforts to address the U.5. auto parts trade proble

fe applaudiad the President's commitaent to free and falr trade that
wan reflected (1 his statsnent that the Unfted States wants

“agreenents that produce permenent frprovenent in access and in

11,5, sales o Japanest Narhets ond polnsncht luprovements in the

tivea of Jaransse consumers.



180

Reilly noted that "the Proesident's personal involvement {n
encouraging wmore rapid progress toward resolution of major U,8.-
Japan automotive trade lssues has sent a clear and conatructive
messaga to Japanese government and i{ndustry leadars at a critical
juncture in U.S§.=-Japan relations., His commiémenc to build upon the
initial raesults of this unprecedsnted trip is especially

encouraging.”

Mr. Reilly and MEMA Prasident Robert Miller also highlighted MEMA's
appreciation for the 1leadership which the Japan Automobile
Manufacturers Assoclation (JAMA) and {ts members have shown in
expanding their NHovenmber 1991 comnltment to accelevate the growth
of business with U.S, suppliers. Mr. Miller stated that "U.s,
automotive suppllers will redouble thelr efforts to work with JAMA
penbers and their U.S. arffiliates to design, bulld, and dellver
world-class components so we cart achicve, and hopeful iy exceed, the
eipended  Lusliness level furecastad 1n the recent V.S, =Japan

announcercent, "

MLMA Lndicated thal the revised Japancuse pledge of $19 billion in
U.s. parts purchases by fiscal year 1394 represents a ¢ percent
constant dollar {mprovement over the $17 billion level sugyested by
the procurement announcersnts which Japan's 've largest producery

made in Novenbeov.
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However, the nev buying targets are Llinked explicitly to an
assupption that Japanege producers will aexpand thaeir U.8.
production by 50 percent to over 2 million units by 1994. “This
commitment will requirae careful study to evaluate its eventual
inpact on traditional U.S. manufacturers, A;re significant is the
Jypanese agreement to ralsme the percant of local procurement to
about 70 percent {n JFY 1994, from %0 percent in JFY 1990. I would
say that pledge to work with traditional U.S. suppliers is moat

encouraging,” Rellly said.

According to Rellly anda Miller, "The MEMA~JAMA "One on One*"
conferencs plannad for Septenmber 1992 will offer U.5, suppliers and
Japanese vehicle manufacturers an excellent opportunity to discusc
specific ways to meet the expanded purchasing needs of Japanese
producary, both Immedlate and mediun-term," Through this and other
Jeint infttatives with JAMA, HENA plans to encourage the full
reslizaotion  of  Japansse  Industiy  procurensnt plans  and an
Acceteration 0f business developr=nt elfurts Invoiving Japanrese

veinicle proeducers and U, 8. autonctive suppliers.

The Yotor and Equipnent Manufacturers Association, founded in 1904,
s the only broad-Lased asseciation which exclusiveiy representa
and setves U8, nmenufacturers of motor vehicle parta, eqguipment,

service chenicalu, and allled products.

54~177 0 - 92 - 7
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Tenneco Automotive Tenneco Automotve Buiding

A Tenneco Company Suie 300
100 Tii State Inlernational
Lincoinshire, IL 600694418
(708) 940-6010

J. P, Reltly

Pregicsent ana Chagl

Executive Otficer

January 13, 1992

The President
The White House
Washington D.C., 20500

Dear Mr. President:

1 wish to thank you personally, and on behalf of
the U.S. auto parts industry, for including me in
last week's historic trade mission to Japan. The
trip was successful in that it opened the door,
albelit only a little, through which American
companies can pow continue to build relationships

and business.

The strong and unequivocal message you delivered
was consistently and forcefully conveyed by
Sccretary Mosbacher and Under Secretary Farren, as
well, 1 believe the Japanese now clearly
understand the commitment of the allied U.S.
government and business communities to free, fair,
and open global trading. This position must
continue to form the foundation of future
discussions between our governments and
industries.

while we have begun the process of change, I
remain concerned for the long term health of my
industry. Over 700,000 U.S. jobs and 4,000
American companies depend on the ultimate success
of our mission. We cannot afford to repeat the
history of previous administrations, which have
claimed victory on trade issues with Japan before
the battle was over. Rigorous and diligent
monitoring and follow-up are required to insure

SUcCCess.

All members of the business delegation have an
obligation to keep you appraised of progress on
these issues. I intend to update you on the autc
parts situation on a quarterly basis (or more
frequently when warranted), and will continue to
work closely with my colleagues at the Department

of Commerce.

Again, thank you for your support on these
difficult, yet critical, trade matters.

Best regards,

President & CEO
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FROM US TRADE REP PAGE . 803

PRESS RELEASE

FOR IMMEDIATE RELEASE  CONTACT: Micheis Normen
January 8, 1992 202-652-8407

COMPUTER INDUSTRY EXECUTIVES APPLAUD U.S.
GOVERNMENT FOR QUICKLY CONCLUDING NEW PUBLIC
SECTOR MARKET ACCESS AGREEMENT WITH JAPAN

Washington, D.C. - Today, the chief exscutives ¢f tha twelve
leading American computer companies welcomed news from
Tokya that the U.S. govemment hgs succassfully concluded
negotiations with Japan on an agreement to increase access for
foreign information technology products into Japan's public sector
market. (n particular, the members of the Computar Systems
Policy Profect (CSPP) applauded President Bush for his quick and
concerted effort on thig critical lssue,

"The outstarding effort by the President's trade negotiators
demongtrates a steadfast commitment to open markets and fair
competition,” said John Sculley, CEO of Apple Computer and
chairman of CSPP. "We look forwerd to working with the
government of Japan and the U.S. government to ensure that the
agresmert’'s goals of falr and open market access are achieved.”

On December 3, 1891, the mombers of GSPP met with United
States Trede Representative Carla Hms’to formally pragent findings
from a 12 month study of Japan's publia secior market, The data
Indicate that the problem is serious (Tact shest attached). For
example, CSPP has found that while foreign computer
marvtacturers have established a major share position in Japan's
private gector market (41%), the foreign mainframe share of the
Japanese national government merket is cnly 0.4%.

e AR L,
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“The computer industry is pleased that the Bush Administration was able to make
cuick and effective use of the information we provided,* sald Sculley. "We commend
the government for using our findings to negctiate an enforceable agreement with
Japan that will allcw our industry to Increase market share in the Japanese public
sector market.'

The Computer Systems Pollcy Project (CSPP) was formed In 1989 to develop and
advocata Industry positions on trade and technology policy lssues. CSPP's members
include the CEQs of Apple, AT&T, Compag, Control Data, Gray Research, Data
General, Digital, Hewlett-Packard, IBM, Sun Microsystems, Tandem and Unisys,
Kenneth R. Kay, a partner in the law firm of Preston Gates Ellis & Rouvelas Meeds, Is

oxecutive director,

Addtional background Infermation ig avallable upon requast. Please comact Michgle
Norman-at {202) 662-84Q7.
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Relesse: Immadinte . Jaguaxy 10, 1992
Contacts luryum Karineh Co M Pr .I‘i.-\.\v
2027626-5728 .

CIEMA OPYIMISTIC THAT AGREENENY 1O OPEN JAPAN'S
mcmmmmam

VASHINGTON—-="V¢ applaud tha President’s efforts to sscure improved
accexs to Japan’s goverosent markst,® stated John L. Plekity, president of the
Cowputer and Businmss Rquipment Mennfscturers Associstiom (CBENA), at the
coaclusion of negotiaticns on an ugreement atfecting Japan’s public mector
procurement practices. "The skillful work of U.5. begotistors has the
potential to make s differsnce for U.S, computer and business equipment
manufacturers sesking fair consideration.——and sales—in the Japaness public
sector merkac.”

Pickitt explained, *"Many U.S. computer cosmpanies are very ancceasful
" in the Japanese coxmurcisl market; there is no doubt about the sppeal of their
products to the Japanese consuaer. In Japan’s governmsnt macrket, bovever, the
sace coapanies have made only small mdvances. Ve balieve this has been due to

{nequities {n the procurement systen,*®

It is expected that implementation of the sgreevent, vhich eddresses
praocurement of both products and services, vill cume {n stages over the next
year, vith cooputer products affected first.

*Ve velcose such significant changen us a reduced reliance on sole
gource contracts, vhich are currently primary mechsnixms for Japan’s public
sector procurcments,” noted Pickitt, Also contained in the agreswent-—covering
sccess of all forewign companies, not just U.S.—arw improvements in Japan’s bid
protest procedures and nethods of comsunicating procurement opportunities.

CBEMA iz a 73-year-old trade asxoviation representing lesding industry
sanufscturars that collactively penerats 3% of our nation’s gross natlonal
product and employ over 1.2 million people in the United Ststes.
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EQR IMMEDIATE RELEASE EQR_HORE INFORMATION
John Hatch, (202) 682-9110

WASHINGTON, D.C,, January 9 =-The Amarican Electronics
Association (AEA) said today that the agreement on Japanase
govaernment computer procurement reached today by the United
Statas and Japan should significantly increase U.8, access t¢ the
$6 billion Japanese government computer market,

William Krist, AEA Vice President for International Trade,
said accass to this huge market has been high on AEA's advocacy
agenda for a long timae, "AEA applauds President Bush for progress
on this issue., We will be closely monitoring the agraement,

"U,S§., computer manufacturers now have just 0.4 percent of
the Japanesa central governmeit computer market. In contrast,
Amorican computar firms claim 41 percent of the Japanese private
market," Krist added. "This is proof positive of the high
quality and acceptability of our products in the Japanese
marketplace."

While AEA has not yet seen the final text, our understanding
is that key elements of the agreement include:

*+ All guppliers = including foreign - will be given equal

accass, including participation in study groups in the pre-

solicitation phase.

* Specifications for bids nust be neutral between

potential suppliers.

(more)
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* gdingle tendaring would be limited to exceptional cases.

* Final selection of supplier(s) would be published.

* A bid protest system will be established.

* The Japanege government will request agraement support

from Prafaectures, .

* Unjust low bids will automatically disqualify the bidder.

* Effective date for {mplenentation the agreement will be

April 1, 1992 for products and October 1, 1992 for services,

"Although much ¢f the press focus has been on automctive
issues, the U.S, electronics industry ls deeply concerned with
{ts six-year-old $20 billion annual trade deficit with Japan.
our industry employs 2.4 million Americans. Our ability to be
successful in global markets contributes to the American standard
of living," Kriast said,

"Howaver, the naw agreerent is not going to solve all our
problems," Krist stated, "We call on the U.S. and Japan %o
resolve remaining electronics access issues."

The agreement was a ey part of President Bush's trade
mission to Japan. Electronics executives in the trade group
include Winston Chen, CEOQ, Solaectron Corp., Robert Galvin,
Motorola Inc. and Raymond Marlow, President, Marlow Industries
Inc. They are ACA menmboers and Malcolm Baldrige Award winners.

The American Electronics Association represents 3,400
companies in technology communities throughout the United States.

Fov almost 50 years, AEA has been the accepted voice of the

American electronics industry.
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13043 West Nine Mile Road Northwille. Michigin 18167 Teiephone 313/347-0100

) IMMEDIATE RELEASE
For further mformanon contact: January 9, 1992
Peter S, Walters, Group Vice President
(313) 3479102

»

Northville, Michigan ~ Guardian [ndustries Corp. (*Guardian®) woday welcomed the success of
President Bush's flar glass market iccess negotiations in Japan. Guardian, among the world's largest
glass producers and 1 major competitive force in Nomh America, South America, Western Eusope
and Eastern Europe has encountered 2 tightly controlled and oligopolistic Japanese flat glassy sector
in its efforrs during the last several years W increase its sales of high quality float glass products in
Japan. Float glass is used in e utomotive and construction sectors,

In commenting on this week's wade negotiauons, Wiliam Davidsoa, Guardian's President and CEO,
s2id President Bush and his trade negodators mods significane progress this week in obuining
specific commimmenrs from the Japanese governmewr to take steps 0 open the market. Our glass
products are quality and price competidve and, if customers are allowed the opparmmity w purchase
Guardian glass, we are confident thar we will build a meaningful preseace in the Japaness market,
as we have in all the other msjor glass markers of the world®.

Administranon rade aegotiators obtained commitments that the Japanese government would make
significant efforts 10 open the Japanese glass distnbution system, eliminate exclusionary business
pracuces and easure that its construction codes did not serve as barriers 0 market entry. Moreover,
the Japan Far Trade Commussion will ininate 2 study by March of 1992 concerning the antic

competitive namre of the industry.

Davidson said, *although much progress must still be made before internitiondl glass competitors are
convinced their products will be allowed to compete fairly, it is now clear thu the Japapese
government recognizes that the Japanese fat glass industry has not allowed real competition and
thereby pesalized Japanese consumers. This recognition anc: commitment to correct the sination was
accomplished as 2 direct result of President Bush and bis Administration's perseverance in addressing
these issues®, Davidson further stated, "Guardian will increase its sales and distribution capabilities
in Japan in responss to the Japanese government's commitrient 10 open the glass warket. Guardian
will work closely with the U.S. governmest and cow momtor carefully the effors of the Japanese
government 10 undertake the commimment it has made’. .

Guardian, a diversified manufacrurer of 1at glass and flar glass products bas been expanding
aggressively throughout the world in recest years. la early 1991 Guardian bégan cpmmucm
production of float glass i Hungary, aftes makiog one of the !ax_gm\U.S. investments in Easterz
Europe 1o date. It currentdy bas tloar glass plants under consuuction in India and Thalaod.

Furthermore, Guardian has developed a variety of products in the automotive glass fabrication area
that has led 19 recent additional investments w support the company's growing presence as a elobal
glass supplier to the world’s automotive industry, Guardian began operating its fourth automotive
glass fabrication plant in late 1991 and began construction in September, 1991 of its second Eurcpean
anomotive glass facility.

Guardlan, founded in 1932, is a leading manufacturer and fabricator of flat glass products used in
construction and automotive applications, The company curtenty operates eleven float glass
production Iines in he U.S., Eutope and South America, Guardian also has two figure glass lines
and extensive glass fabricadon facilities in the U.S., Canada and Europe. The company also
mamufacurers a broad line of fiberglass insuladon products, molded plastic products. and oil

production equipment.
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FOR IMMEDIATE RELEABE Contact: Steve Lovett
(202) 461-2724

U.8. WOOD PRODUCTS INDUSTRY APPLAUDS PREBIDENT'S BFPFORTS TO OPEN
JAPANESE MARKET

"The National Forest Products Association applauds Prasident
Bush's decision to personally hecome involved in the effort to
open fully Japan's market," said Parry Cullen, President of NFPA.
"Despite world-class competitiveness, the U.S. wood products
Industry has found access to the critically important Japanese
market seriously restricted by a profusion of tariff and non-

tariff barriers."

The National Forest Products Association noted that these barri-
ers to U.S. wood products take two forms: tariff barriers on
processad wood products that limit the ability of U.S. producers
to sell value-added wood products in Japan, and a host of complex
requlations that discriminate against imported wood products vis-
a-vig Japan's domestically produced building products,

Steva lovett, Vice Prasident of NFPA, noted that Japanese tariffs
on wood products range as high as 20% and tend to increase on
more highly manufactured products. "The President should insist
on Japan's immediate elimination of wood products tariffs; they
serve only to protect inefficient producers," Lovett said.

lLovett also explained that a series of Japan's regulatory re-
strictions serve to discriminate against the performance of Horth
American wood products in favor of building materials chat Japan
produces domestically. The North American industry s seeking
"an opportunity to compete in all construction markets based on
the performance or our products ~- rather than restrictive codes
that {rrationally hamper use of wood products," Lovett noted.

Bob Donnelly, chairman of NFPA's International Trade Council and
a member of the Bush Administration's Japan Corporate Progran,
added that: "Immediate elimination of wood products restrictions
in~Japan would show Japan's support for an open world trading
system and benefit the Japanese consumer by permitting them to
use high-quality, economical and aesthetically pleasing wood
products. At the same time, North American producers could
increase the sale of value-added wood products by hundreds of
millions of dollars if Japan would fully eliminate its barriers."

A 1990 Super 301 investigation concerning Japan's wood products
barriers resulted in an agreement to open further the market, but
"gserious problems remain," said cullen. "We are very pleased
that the President is making this effort to open Japan's market.
U.S. wood products firms cannot compete fairly internationally
without complete access to the world's second largest market."

NATIONAL FOREST PRODUCTS '\SS()(TIATI‘(’)‘;“J

[FRUSEEASTTRSTIN SAUT AR Y BURTR] (MU ROTAYES (YL S TGRS AP )
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NEWS

92-03 CONTACTS:
LAURA BROWN (202) 637-3087
FOR IMMEDIATE RELEASE JUDGE MORRIS (202) 637-3145

ASIA TRIP LAYS GROUNDWORK FOR 'NEW ERA’
IN U.8./JAPAN TRADE AND ECONOMIC RELATIONS, NAM CHAIRMAN 8AYS

[} et

WASHINGTON, DC, Jan. 13, 1992 ~~ "Trade baetween the United
States and Japan means a lot more than cars. Despite what you‘re
hearing, this trip was a real success for tha bulk of American
manufacturers and their workers," National Association of
Manufacturers Chairman Dexter Baker announced today upon his
return from Asia with President Bush.

"The groundwork has been laid for a new era in U.S/Japan
trade and economic relations. It’s now up to American companies
to seize these new opportunities," Baker continued.

"Kozo Watanabe (Japanese minister of international trade and
industry) and other leaders of Japanese industrial sectors
revealed in our discussions a genuine desire to find ways to
purchase more American products. Believe me, they will go to
great lengths to avoid the specter of protectionism.

"1 am convinced our negotiations in Japan will yieid new
market opening opportunities for a broad range of U.S. products -
- including glass, computers, paper and chemicals as well as
autos and auto parts," he said.

“The real sleeper success story of the trip is the

U.S./Japan accord to boost economic growth,!" Baker continued.

to us to run with the ball.

nI believe that American companies who commit to the Asia
Pacific market, including Japan, will do very well. Thanks to
our President’s ihitiatives, American manufacturers and service
companies are now more welcome to ‘come on over’ to Japan and

compete, " Baker concluded.

—eNAM=-



191

V3 NEWHS RELEAE

AMERICAN PAPER INSTITUTE

200 Maxiinon Averua, New York, N.Y. 10098-2400
212-320-0808 - FAX 210-000-2009
Cable Address: AMPAPINGT-NEW YORK

FOR IMMEDIATE RYXLEASE

NEW YORK, N.Y., Jaguary 9, 1992 - *The United States paper industry {s very
pleased that by the end of March 1992, through cooperative and intensive consultations, the
Government of Japan and the Government of the United Statos of Amarica will agres on
moasures to substantially increase market access for foreign firms exporting paper products
10 Japan.' That good news was included in the joint communique relesswd during President
Busb's visit to Japas," sald Anthosy P, Gamarie, chelrman of Amerioms Paper Institute and
chalrman, president and chief executive officer, Bowater Incorporated, Darien, Connecticut.
The American Puper Institute (APT) is the national trade ussociation of the U.S. pulp, paper
and psperboard industry. In additon, the communique states thet “Japanr Fair Trade
Commission (JFTC) has decided to initiats & survey on conditions in the paper sector from
the competition policy perspective, before the end of March, 1992."

MORE
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*The U.S. paper industry, with total shipments exceeding $122 billion, s & strong, low
cost, competitive producer serving worldwide markets. [t is dedicated to the peinciple that
open markets are beneficlal to all countries,” said Dr. Irens W, Meister, APY vice president,
international.  Although Japan {s the world's sccond largest paper and paperboard
consuming country, in 1991 U.S. paper and paperboard exports to Japan accounted for anly
2.2% of Japaness consumption,

"The globally competitive U.S. paper industry,” said Mr. Ganmde, "has been secking
greater access to the Japanese market for 8 number of years without significant results. The
ongoing discussions on access for paper products, which have been in progress for several
months between the representatives of U.S. and Japanese governments, sre strongly
supported by the U.S. paper industry.”

Member companies of API are committed to being long-term, reliable suppliers of
high quality paper products to Japan and expect that an agreement between the U.S. and
Japanese governments will enable US. companies to become much more significant

participants in the Japanese market for paper products.
For further information from API, please contact Dy, Irene W. Maister, vice

president, international (212) 340-0640,
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Two Manhattanulle Rosd
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Media Contacts: Analyst Contacts:
Robert D. Leahy Carol S, Tutundgy
(914) 397-1666 (914) 397-1632
William P, Puller III Cathorine J. Mathie
(914) 397-1669 (914) 2397-1623

INTERNATIONAL PAPER ENCOURAGED
BY THE PROSPECT OF GREATER ACCESS T0 JAPANESE MARKETS

For Impediate Relsase
Tuesday, January 14, 1992

PURCHASE, N.Y. -- International Paper Chalrman and Chief Executive
Officer John A. Gaeorges today sald company officials are
"encouraged" by the contents of the Joint communique issyed during
President Bugh's trip to Japan. The communique contained
negotiating deadlines concerning graater access to Japanese markets
for U.8. paper producers.

During talks last week with President Bush, Japanesa
government officials pledged that by March 31, 1992, the two
countries will agree on measures to substantially increase markat
access for foreign firms exporting paper products to Japan.

The U.S. paper industry is the most competitive in the
developed world, and yet U,S. exports of paper and paperboard
products to Japan account for only 2,2 percent of Japanesa
consusption, Georges noted. He added that Japan is thae world's
second largest consumer of paper and paperboard products, but
imports less than 4 percent of its consumption of these products.

"We are plessed that the Bush Administration hag aggressivaly
pursued negotiations with the Japanese government to identify and
seak to eliminate the barriers to U.S. paper products," Georges
sald, "We hope thesa negotiations, to ba concluded by the end of
March, will result in substantial opening of the Japaneso market to
the sale of U.S. paper products. Intarnational Papsr exports over
$1 billion a year of paper producta and is fully prepared to nmeet
the service, quality, and performance requirements of the Japancse
warket, "

International Paper, headquartered in Purchase, N.Y., is a
worldwide producer of a wide variety of paper and forest products.
The company is & major producer of printing and vriting papers,
paperboard and packaging products, and wocd products. The company
also operates speciality products businesses and distributes paper
and wood products. International Paper has manufacturing
operationg in 25 countries and expoerts i{ts products to more than
120 nationa. P
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S8TON® CONTAINER CHAIRMAN OPTINIBTIC
PAPER INDUBTRY WILL BENEFIT FRON PRESIDENT'® TRIP TO JAPAN

CHICAGO, January 13, 1992 -~ Prasident Bush's visit to Japan
offers the prospect of a subatantial {ncreasme in United States
exports of paper products to Japan, said Roger W. 8tone, Chelrman

and CEO of Btone Container Corporation.

Btone's comments came as a result of last weok's signing of
a conmunique between the United States and Japan that atates that
the Japan Fair Trade Commission (JFTC) will initiate a survey on
conditions in the paper sector from the competition policy
perspective, bafore the end of March 1992. The conmunique ie a
result of ongoing discussions on access for paper pioducta, which
have been in progress for several months between the

representatives of the United states and Japancse governments.

In 1991, the U.8. paper lndustry produced over 6122 billion
worth of products, a substantial portion of which was sold around
the world, "In papermaking, the U.5, is world class,* said

Btona, '"We are low cost producers and our quality and technology

are unsurpassed,"”
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The U.B. paper industry has been eseking greater access to
the Japanese merket for a number of years without signifioant
progress. Although Japan is tha world's second largest paper andg
paperboard oonluminq‘country. in 1991 fuwports represented only
2.2 peroant of consumption, “Presjdent Bush's agreoment opens

the door but continued pressure wiill be necessary to get through

that door,% Gtone said.

Stone Container is a major {nternational prodiucsr and
exporter of paper and paper packaging products. It hag a
signifiocant presence in the Japanese market. Its product line
inoludes containerboard, oorrugated containers, kraft paper,
poper bags and macks, narket pulp, and various wood products,

Its U.8. shipments to other world markets ware about $300 million

in 1991,

Headguartered in Chicago, the conmpany has manufacturing
facilities and sales offices in the United States, Canada,

Mexico, Western Burope and the United Xingdon., 1It also maintaing

sales offices in Japan and China,

14
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COMMUNICATIONS

STATEMENT OF THE AMERICAN NATURAL Sopa AsH CoRPORATION (ANSAC)

The American Natural Soda Ash Corporation (ANSAC) is a Webb-Pomerene ex-
gort association which represents six U.S. producers of soda ash (FMC, General
Sh;miAcs:ﬂ, Rhone Poulenc of Wyoming, North American Chemical, Tenneco, and TG

oda ).

Market barriers in Japan have restricted U.S. sales of soda ash since the early
19708, when U.S. firms firat began significant export shgnnents to Japan. In 1991,
U.S. sales in Japan declined sharply from 1990 levels. U.S. firms sold approximately
281,000 metric tons in Japan, down from 326,000 tons in 1990. The estimated de-
cline in U.S. market share was from 23.4 percent in 1990 to 20.4 percent in 1991,
These figures include “captive” sales attributable to the Asahi Glass-Tenneco joint
venture; if captive numbers are excluded from the totals, U.8. sales in 1991 were
246,000 tons versus 311,000 tons in 1990. ANSAC believes that in the absence of
market barriers in Japan, its 1991 sales should have been higher by 95,000 metric
tons valued at about $22.2 million. ANSAC estimates that market barriers in Japan
have deprived the U.S. industry of an estimated $191.6 million in lost revenue since
1991. In preparing its annual National Trade Estimate Report, the Office of U.S.
Trade Representative has repeatedly cited soda ash as a sector in which U.S. firms
are encountering significant market barriers in Japan.

The barrier confronted by U.S. producers in Japan is a group consisting of the
four Japanese soda ash producers (Asahi Glass, Central Glass, Toyo Soda and
Tokuyama Soda) and their affiliated trading companies, which have regulated U.S.
access to the Japanese market through anticompetitive actions including control of
the distribution channels and terminal facilities, pressure on Japanese distributors
and consumers, and (at least until 1983) joint arrangemeunts on customer allocation,
sharing of proﬁts losses, and distribution. Japan's Fair Trade Commission (JFTC)
has investigated U.S. alfegatione on two occasions; in 1983 it found the existence
of an illegal cartel, which it ordered to cease, and in 1987, it found the existence
of certain potentially “problematic” practices, and formally admonished Japanese
soda ash producers to take care nol to violate the Antimonopoly Law. Despite these
two actions and a long series of bilateral U.S.-Japan discuseions, ANSAC helieves
that U.S. sales of soda ash in Japan are still regulated by the Japanese producers

and their affiliates.
The problem is significant from a U.S. policy perspective for several reasons.

Firat, current U.S, trade policy is designed to redress the trade imbalance by main-
taining exchange rates which permit expansion of competitive U.S. exports, Soda
ash is a product area where the United States is extraordinarily cost-competitive,
even vis-a-vis Japan, the country with which the U.S. has the single largest trade
imbalance. But a U.S. trade Y;) icy which places priority on exchange rate policy
cannot succeed if competitive U.S. exports are blocked by anticompetitive business

arrangements.
LOST SODA ASH SALES, JAPAN 1984-1989
[000's Mt
C .
1984 1085 1086 | 1087 | 1988 | 1989 1990 1991 h‘;“v:
Actual 881887 ... 191 21 240 231 270 298 31t 246 1972
Estiinated sales with no trade
DAMBIS ..oovvvcrvveneimrmsnenereane 305 420 420 420 420 420 2406 2385 3196

(198)
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LOST SODA ASH SALES, JAPAN 1984-1989—Conlinued
[000's M)

1084 | 1oas | 1086 | 1067 | 1088 | o0 | w0 [ toe1 | Sumv

Lost sales 000's ML ........ocerieine 114 209 1680 189 150 122 95 139 1224
Lost sales § mflions ... 1821 344 288| 302) 240] 185 152 221 1918

' ANSAC salee; doss not Inchide sales by AsahkTennaco venture.
?Revised to deduct Annual “Caplive” Tons exporied from U.S. to Japen by AsahlTenneco joint venture,
Second, the soda ash trade problem underscores a broader problem in U.S.-Japan

trade relations—the fact that Japan's weak antitrust enforcement enables powerful

§Toups of private Japanese producers and distributors to restrict U.S. exports to
apan, In part because such restrictions do not involve overt government protection-
ist measures, the U.S. government has found it difficult to address this problem in

an effective manner.

BACKGROUND

The United States enjoys a substantial comparative advantage over Japan in soda
ash. Because of abundant deposits of natural ash, the U.S. can produce higher qual-
it{ soda ash, at a lower cost, than any other country in the world. Japan must man-
ufacture soda ash by a variety of synthetic methods, utilizing imported raw mate-
rials and energy. This disparity gives U.S. firms a commanding cost advantage.

Japan United States
Energy (CAlM 10N) ....ocvviiniiiiminrniiom s 31,500 28,500
Labor (PeopleM ton) ............... 1.05 44
Raw Materlals (YOVM 100) .....c..ovvvieurriiiminnceiniesineismmsssssssnssessesssmerssreens 15,000 2,750

In the 19708, U.S. firms began seeking to exploit this cost advantage by expand-

ing their sales position in Japan. However, they found that a cartel consisting of

the four Japanese soda ash producixés{“Aaahi Glass, Toyo Soda, Tokuyama Soda and

Central Glass, together with their ated trading companies, controlled the Japa-
nese distribution system and were able to regulate U.S. sales in a manner which
prevented U.S. firms from achieving significant increases in sales.

In essence, the four Japanese producers agreed to import soda ash jointly to main-
tain “order” in the domestic market. They used designated trading companies affili-
ated with them to conclude all import transactions with U.S. exporters. They estab-
lished a joint facility, Toko Terminal, dedicated to the handling of imported soda
ash. They shared profits and losses accordin% to an agreed ratio, agreed on prices
of soda ash to consumers, and annually set a figure for the volume of imports which
would be permitted, a figure which was given to the trading companies dealing with
U.S. producers. (The functioning of this system is described in ANSAC's 1986 white
pager, Japanese Market Barriers in Soda Ash.)

S, Eroducers and the U.S. government complained to the Japanese government
about the cartel's restrictions on U.S. sales. The Ministry of International Trade and
Industry (“MIT1") contended that no cartel existed, and that U.S. companies' low
level of sales was attributable to their lack of price aggressiveness, quality problems,
and concerns about their reliability as suppliers. However, in March 1983, the
Japan Fair Trade Commission (“JFTC”), after investigation, found that a cartel con-
sisting of the four Japanese producers was restricting import sales, and it ordered

this activity to cease. :
In 1983, in the immediate aftermath of the JFTC finding, U.S. sales increased

substantially. This was attributable (1) to the JFTC decision; (2) to a new dis-
tribution chennel established pursuant to which Sumitomo Shoji, a Japanese trad-
company, undertook to distribute U.S. soda asrg;J and (3) to the formation of

i
mSAC, which improved U.S. economies of scale; and (4) to the fact that local pro-
ducers were experiencing difficulty in satisfying local demand.

CONTINUING PRORLEMS

By mid-1986 U.S. sales of soda ash in Japan were clearly stagnating, and U.S.
producers began to receive numerous indications that the Japanese producers and
their affiliated trading companies were still regulating the market to restrict import

growth. Specifically:
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1. U.S. firms were told by a number of Japanese consumers that a percentage cap
had been placed on their purchases of U.S. soda ash (e.g., 30%, 20%) by their tradi-
tional euppliers and that no additional U.S. tons woulf be purchased regardless of
the price or other terins. They were also told that an overall limit of 210-220 thou-
sand tons had been placed on U.S. import volume.

2. U.S. sales executives visiting individual accounts in 1985 were told by some
Japanese customers that they could not purchase U.S. soda ash without pre-clear-
ance by their traditional suppliers, who would give them a quota of U.S. purchases
which was allowable. In one case a Japanese customer was told that “20 percent
was enough for the Americans.” The threat—explicit in some cases and implicit in
all—was that if these limits were exceeded, the supplier would not supply the cus-
tomer in the event of an interruption in U.S. supply. This prospect ia particularly
daunting to glassmakers who may incur major costs if they are forced to shut down,
furnaces and other facilities.

3. Japanese distributors who were engaged by U.S. firms to distribute soda ash
encounlered pressure from a variety of sources. A company which was employed by
ANSAC to enter the bagged soda ash market (a particularly profitable sector) re-
ceived a phone call from MITI saying that he should not go into the bagged ash
busineas ﬁecause it would “not be good for Japan.” (Prior to this, many attempts
to engage distributors for bagged ash had failed). In 1986 a Japanese company was
warned by one of the Japanese producers that if it did not cease distributing U.S.
ash, this firm would cease purchases of all products from this company.

4. At the end of several calendar years, ANSAC received soda ash orders from
Japanese trading companies who would only place the orders upon assurances that
the purchase would not cause total sales for the year to exceed the average for the
prior year. At the end of 1986, one trading company, placing such an order for 7,000
tons, said “we want you to do as well as last year but we don’t want to give you

rowth.” At the end of 1988, an order was placed by a trading company which was
mordinately concerned whether the order would be counted as part of the U.S. total
for 1988 or for 1989—a concern which is commercially irrelevant, but quite relevant
if someone is trying to administer a quota.

6. In 1991, ANSAC offered one of Japan's largest consumers of soda ash a price
of $35 a ton less than the domestic supplier price, which would have saved this pro-
ducer $1.6 million a year. This company rejected this offer—for the finest, highest
purity soda ash in the world—in order to buy “Japan first” at much higher prices.

COMMERCIAL DEVELOPMENTS

U.S. soda ash enjoys competitive advantages in Japan that are not always shared
by other U.S. export problems. U.S. quality is very good—on a par with Japanese
quality—a fact which MITI has acknowledged on occasion. The U.S. industry has
made a major resource commitment to serving the Japanese market:

¢ The U.S. industry maintains several months' inventory of soda ash in Japanese
warehouses to allay customer concerns about availability.
¢ ANSAC has contracted for a vessel dedicated solely to delivering U.S. soda ash
to the Japanese market. The contract forbids the carrying of other cargo and meaus
the return voyage to the U.S. is in ballast. This is to ensure that there is absolutely
no daunger of contamination en route.
¢ U.S. producers have engaged Sumitomo Shoji, @ major Japanese trading com-
any which is not affiliated with the Japanese producers, to distribute U.S. soda ash

in Japan,

The greatest single U.S. competitive advantage, however, is price. The U.S. cost
advantage was substantial even during the years of the strong dollar, and has wid-
ened as the dollar has weakened against the yen.

When U.S. firms entered the Japanese soda ash market in the early 1980's, the
market price for soda ash was 55-60 yen/ton (prices vary from customer to cus-
tomer; there is no single “market price”). U.S. firms and their Japanese distributors
used Erice discounts as a lever to expand their share of the Japanese market, and
have been the price leaders since the early 1980's. By 1988, prices had fallen to 30~
35 yen/ton. U.S. price discounts have varied by account and by month, but have
ranged from 2 to over 20 percent. Japanese firms have generally not met U.S. dis-
counts completely, but after 1985 they increasingly lowered their prices to a level
geveral yen/ton above the U.S. offering price, a move that was often followed by fur-
ther U.S. discounts.

In the fall of 1985 and spring of 1986, Japanese firms accused U.S. producers of
dumping soda ash in Japan, which caused the U.S. government to ask U.S. soda
ash producers to provide assurances and evidence that they were not dumping in
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Japan (these were given). The Japanese reversed themselves in mid-1986 and began
arguing that U.S. soda ash was not price competitive in the Japanese market. A fre-
quent argument used b{ MITI was to convert U.S. prices from yen (o dollars, and
to point out that in dollar terms, U.S. prices were rising. This was misleading be-
cause soda ash salea in Japan are not transacted in dollare but in yen, and U.S.
yen-hased prices had consistently fallen.

ANSAC’s efforts to expand ita sales in Japan led to some incidents which were
of interest because of the light they shed on the nature of the Japanese market.

* As ANSAC expanded its sales force, it contacted increasing numbers of small
customera, These firma usually reported that they had one traditional Japanese sup-
plier and that they never received competitive offers from other Japanese soda ash

roducers. One larger customer indicated in 1987 that it had not received a competi-
ive offer from ano%her Japanese firm for over 20 years. This apparent lack of com-
etition among Japanese firms suggests a continuing market segmentation, whether
ormal or informal, between Japanese producers.

¢ Some Japanefe customers refused to buy any U.S. soda ash on any terms what-
svever, and one such firm refused an offer of four free truckloads of ANSAC soda
ash in early 1987,

¢ Some Japanese soda ash customers have pleaded with ANSAC not to cut the
price of soda ash to them, despile the obvious economic benefits, because of the
problems this would create with those firmg’ relationship with local suppliers.
ANSAC has received very sharp expressions of displeasure from customers to whom
AytS?\C unilaterally extended price cuts on existing sales volwnes without prior con-
sultation.

Toko Terminal. The Toko Terminal was established by the Japanese soda ash pro-
ducers and its affiliated trading companies as Japan's only port facility dedicated
solely to handling soda ash. In 1983, as part of its order against the Japanese cartel,
the JFTC directed the Japanese producers to cease using this facility in a manner
which restricted U.S. importa. ANSAC has utilized Toko Terminal (as well as other
port facilities), but has encountered periodic problems with the handling of its prod-
uct, in effect, by its principal Japanese competitors. To cite one current example,
Toko Terminal's owners have raised the importing and storage cost charged to
ANSAC to $60 per ton when the typical world cost is $10-156/ton. Beginning in 1987,
ANSAC has periodically requested that it be allowed to purchase an equityv position
in Toko Terminal to acquire a voice in the manasement of the facility. Toko Termi-

nal’s owners have refused to consider this propos
The Sumitomo arrangement. Prior to mid-1988, U.S. soda ash was sold in Japan

through two main distribution channels, FMC soda ash was sold by Sumitomo Shojiz
a trading conapany which is independent of the Japanese producers’' group. ANSAC
soda ash (apart ;':om the FMC tonnage) was sold through Stauffer Japan Ltd., a
subsidiary of Stauffer, and through a variety of Japanese distribution companies.
However, in 1988, Stauffer Japan was acquired by a foreign firm, requiring XNSAC
to restructure its distribution system. In July 1988, ANSAC named Sumitomo its
sole distributor in Japan.

Sumitomo was chosen because of its record of aggressive sales of U.3. soda ash
in Japan on behalf of FMC. In perhaps a negative acknowledgement of Sumitomo's
marketing capabilities, the Japanese soda ash producers reportedly expressed dis-
Fleasure over the new arrangement. Several large Japanese trading companies nf-
iliated with the Japanese producers regard the designation of Sumitomo as a threat
to their traditional business, and have reportedly counseled consumers to refuse to
deal with Sumitomo as ANSAC's new agent. ANSAC has been pressured to pay
commissions to unwanted middlemen and/or offer price inducements before cus-

tomers will accept Sumitome.
U.8. GOVERNMENT ACTIONS

In March 1986, ANSAC presented a White Paper on the renewed problems in
soda ash to the Office of 8.8. Trade Representative, USTR Clayton Yeutter re-
sponded by appointing a special negotiating team consisting of Clyde Prestowitz and
Joseph Massey to look into the issue (Preatowilz resigned from the government
shortly thereafter). MITI responded to the U.S. industry's charges by indicating (1)
that there was no evidence of a cartel or a resurgence in anticompelitive practices,
and (2) that U.S. stagnation in salesa was attributable primarily to the lack of price
competitiveness of U.S. firtus. A series of papers were exchanged on these issues.

The soda ash issue was the subject of considerable attention by both the executive
and legislative branches between 1986 and 1991. USTR and the Department of
C'ommerce raised the jssue on numerous occasions both informally and in formal bi-
lateral discussions. U.S. Ambassador Mike Mansfield personally raised soda ash
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with Japanese officials on several occasions. Wyoming Senator Malcolm Wallop vis-
iled Japan on two occasions (and hosted Japanese Ambassador Matsunaga in ’E‘(i)-
ming) to expresa his concerna on the soda ash issue. Members of the Senate Fi-
nance, House Ways and Means and Energy and Commerce Committees have writ-
ten to and spoken with Japanese officials on the issue.

THE SECOND JFTC INVESTIGATION

In November 1987, the JFTC announced the result of a second investigation of
the soda ash industry. It found that no violation of the Antimonopoly Law had oc-
curred, nor that evidence existed that the soda ash cartel had continued beyond
1983. It did find, however, that certain practices existed which “could become prob-
lematic depending on circumstances.” The JFTC formallt' suromoned the heads of
the four Japanese soda ash companies and warned them to “take care not to violale
the Antimonopoly Law.” It also indicated that because of the past history of cartel
activity aud the changing structure of the market, it would continue to monitor the
fl;oda ash market, and would “severely respond” to any violation of the Antimonopoly

1w,

It was evident from diacussions with U.S. and Japanese officials that the principal
“problemnatic” practice was that under which Japanese customers pre-clear their
purchaaes of U.S. soda ash with their traditional Japanese suppliers. One JFT( offi-
cial characterized this practice as neither legal nor illegal, but “gray area’—hence
the cautionary warning to Japanese producers. The practice would not e regarded
as illegal unless it could be proven that the rx;roducer used actual coercion in a spe-

“¢ific case to prevent a customer from buying U.S. ash.

Subsequent efforts by ANSAC to seek clarification of the JFT(’s finding and to
ascertain what concrete follow-up measures would be taken have received a vague

response.
VOLUME OF 1.8, TRADE AFFECTED BY JAPANESE RESTRICTIONS

Japan has five aoda ash planta all operating on modificalions of the traditional
lime soda process. Of these only one is competitive on a world scale: the Asahi lemt
at Kitakyushu. The other four, Tokuyama, Central Glass, Tosoh (formerly 'Toyo
Soda) and Asahi's Chiba plant all have whole operating costs in excess of current
returns.

Had the Japanese market been opened following the 1983 JFTC decision, at least
one of these plants would have shut down. There would have been financial pres-
sure to operate these units profitably, and breakeven operating rates would have
been achievable only with one plant closing. The four non-competitive plants only
cover operating costs by diverting profits from other products made at the same site.

The closure of one of the Japanese planta would have increased American soda
ash sales to 420,000 mt. or 67 million dollars per year.! Even if one subtracts ton-
nages attributable to the Asahi-Tenneco joint venture in 1990-91, between 1984 and
199) an additional $191.6 million dollars would have been added to the American
trade balance.

Had the 1983 JFTC ruling resulted in full market access for American soda ash,
an additional 71 million dollars? would have been spent in Japan on soda ash dis-
tribution, additional commissions for sales activities would have heen 6 million.2 On
the inveutory side an additional 33 million dollars 4 worth of inventories would have
been maintained and an additional finance cost of 4 million dollars ® incurred.

In the United States, the additional sales in the Japanese market would have
added employment for 482 more people and an increase in the American balance
of payments of between 16 and 36 million dollars per year.

SIGNIFICANCE OF THE RESTRICTIVE JAPANESE PRACTICFS

Beyond the aclual volumes of trade affected, the soda ash problem in Japan is
sigunificant for several reasons. First, the United States currently suffers a massive
trade deficit, and if thal deficit is to be eliminated, it is essential thal competitive
U.S. exports not be foreclosed from foreign markets by artificial barriers. Current
U.S. policy emphasizes maintaining a competitive alignment of exchange rates to
ensure that U.g' exports are fully price-competitive abroad. Soda ash is a product

' An average price of $160 CIF is apsumed.
2Based on an average distribution cost of 11 yen per kilo and an exchange rate of 180 yen/

dollar.
3Bused on an average commission of $6.00/MT.
4Based on invenlories of 90 days sales.
5Based on an interest charge of 12%/yr.
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in which the United States erbioye a clear comparative advantage—superior coet,
quality, and availability—and if sales of U.S. soda ash to Japan cannot be signifi-
cantly expanded decg)ite these advantaﬁes one must question the basic premises un-
derlying current U.S. trade priorities. If the markets of major trade surplus coun-
tries like Japan are not ﬁn'ce-elaatic, then a trade policy whose centerplece is the
exchange rate may not achieve its objectiven.

Second, the soda ash highlights a pervasive problem in U.S.-Japan trade rela-
tionas—the fact that Japan's weak antitrust enforcement enables powerful groups of
manufacturers and distributors to regulate access to the Japanese market, a phe-
nomenon that has been evident not only in soda ash, but sectors as diverse as con-
struction, auto parts, semiconductors, consumer electronics, textiles, cement, and
steel. Japau's “privatization of protect{onism" is one of the I»rincipal reasons that in
spite of the stromx yen, the virtually complete lack of formal import restrictions, and
the proximity of ugbl’y cost-competitive industries in Korea and Taiwan, Japan's
iugﬁr:rts of manufactured goods remain negligible by world standards.

e U.S. government has not devised an effective way to deal with anticompeti-
tive foreign practices that block competitive U.S. exports. As a practical matler auch
activities are be{ond the reach of U.S. antitrust remedies. The absence of overt for-
eign government policy measures makes the U.S. government reluctant to confront
the foreign government involved. The soda ash case shows the limits of cooperation
with local antitrust authorilies.

The soda ash problem is an important one, however, because if Japan will not per-
mit increased U.S. sales of soda ash—a product area where U.S. [irms enjoy a clear
com&etitive advantage-——it is unclear how the U.S. can expect o redress the current
bilateral trade imbalance. As Wyoming Senator Malcolm Wallop put it, “if the Japa-

nese won't buy U.S. soda ash, then what will they dbuy?”

STATEMENT OF THE AMERICAN PAPER INSTITUTE

The American Paper Institute (API), represents U.S. manufacturers who account
for more than 90 percent of U.S. production of pulp, paper and paperboard.

Members of APl are encouraged by the joint communigue on a U.S.-Japan Global
Partnership Plan of Action, issued by President Bush ang Prime Minister Miyazawa
on January 9, 1992, which calls for the Government of Japan and the Government
of the United States to agree, by the end of March 1992, on “measures to substan-
tially increase market access for foreign firms exporting paper products to Japan.”
This is a step in the right direction and the U.S. paper industry welcomes the short
deadline for putting forward practical measures to open the Japanese market to
U.8. paper products.

But, in the last analysis, it will be the agreement, itself, and the follow-up jmple-
mentation which will determine whether the pledge made in Tokyo during President
Bush’s visit translates into significantly enhanced8 access to the Japanese market for
U.S. producers of paper products.

The announcement in the joint communique pertaining to the paper industry is
the latest action in ongoing bilateral discussions which began carly last year, deal-
ing with Japanese barriers, These discussions, aiming to increase iraports of paper
and paperboard, and handled in the U.S.—Japan Trade Committee, are viewed by
the industry as addressing problems raised within the broader Structural Imped:-
ments Initiative (“611") Agreement.

The U.S. paper industry believes that there is much that the Japanese govern-
ment can do to change the anti-import busineas culture and practices that have con-
sistently favored imports of raw materials and resisted imports of value-added prod-
ucts, This will require active encouragement and incentives to Japanese importers
on the part of the Japanese government.

There is clearly much room for growth to bring the level of penetration of the Jap-
anese market by U.S. paper and paperboard roducers up to a level Lthat we believe
ia consjstent with the YI g industry's cost anX quality competitiveness as well as ita
performance in other international markets.

The U.S. industry has been a significant supplier of pulp—a raw material—to
Japan, but has tried unsuccessfully for many years to significantly expand sales of

aper and paperboard products in Japan. Japan is the world’'s second largest pro-
gucer and consumer of paper and paperboard. Although its natural resources are
limited, import penetration of paper and paperboard grnducta in Japan is the lowest
in the world. In 1990, Japanese imports of paper and paperbonrd products from all
sources were 4.1% of Japan's total consumption of these products; imports from the
U.S. accounted for only 2.2%. For products like printing/writing paper, where an
independent study undertaken for the U.S. paper industry last year demonstrated
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U.S. producers’ superior cost competitiveness (on a delivered basis), U.S. penetration
in 1990 was only 0.2% of Japanese consurmaption of 9 million metric tons. In the
gynckaging area, the United States is the world's largest exporter of kraft linerhoard.
et again, our f:netration was only 2.2% of total linerboard consumption there. In
fact, U.S. exports of kraft linerboard to Japan fell from 172,000 metric tons in 1983
to an estimated 108,000 metric tons in 1991, a decrease of 37%. B contrast, U.S.
exports of kraftliner to the reatl of the world during that period grew by 60%.
he U.S. paper industry has the fiber resources, energy and capital, as well as
good corporale management, and U.S. producera are prepared to be long term reli-
able sup[;;liem of high quafity paper and paperboard products to Japanese cus-
tomers. Degpite an expanded commitment of resources by U.S. paper and paper-
board producers to selling in the Japanese market, an array of “systemic” barriers—
in addition to remaining Japanese tariffs on our products—prevent the U.S. paper
industry from increasing its penetration of the Japanese market.

An independent study undertaken in the United States last year for the American
Paper Institute concluded that the printing/writing paper market in Japan is char-
acterized by strong vertical integration through share holdings—which often in-
cludes paper producers, distributors and end users within the same keiretsu, or cor-
porate group. And, there are close horizontal relationships between different paper
producers within the same keiretsu. This translates into effective market. control,
resulling in distributors’ reluctance to handle imported papers which compete with
their owners' products. In addition, financial institutions in the various keiretsus
have strong relationships with paper producers, distributors and printers, as share-
holders and/or lenders, reinforcing the producer-distributor relationship. The Ja?a-
nese system of rebates by producers to distributors during cyclical downswings also
discriwinates in favor of domestic producers. API has provided detailed information
to U.S. negotiators regarding these structural barriers.

For this reason, the U.S. paper industry welcomes the important decision by the
Japan Fair Trade Commission (JFTC)—also announced in the January 9 joint com-
munique—“to initiate a survey on conditions in the paper sector from the com-

etition policy perspective, hefore the end of March 1992." The U.S. paper industry
wpes that this atudy by the JFTC will be a thorough in-depth review of practlices
aflecting competition, including as they pertain to import competition.
Where anti-competitive practices which violate Japanese Anti-monopoly Law and
f\}uidelines are found to exisl or are suspected, the Japanese government must fol-
low up with swift and meaningful enforcement to halt those practices.

We firm)y believe, however, that a study alone, regardless of its conclusions, can-
not alter Ja')anese business practices. We believe that the commitment to undertake
this study should be just the firat step in a sustained effort by the Japanese govern-
ment to send a strong signal to the business community that exclusionary practices
which hinder imports will not be tolerated.

We believe that appropriate agencies of the Japanese government should review
a number of Japanese structural features which impede imports of paper and paper-
board and, therefore, need to be forcefully addressed. Key among these are:

(1) The complex, multi-layered and opaque distribution system for paper products.
This is coupled with the fact that foreign producers of paper and paperboard are
generally unable to deal direcily with Japanese customers. Rather, they are rou-
tinely inatructed to deal through middlemen,; .

{2) Conditions in the Japanese paper industry which make the Japanese market
unresponsive to the normal forces of supply and demand which operate in other
major world markets. These conditions incrude bank financing practices which prop
up non-competitive—i.e., inefficient and high costr—pgﬁ:r and paperboard mills and
which permit those producers to build new capacity. This leads to {requent aud sig-
nificanl overcapacity, depressing the Japanese market and making it unattractive
to more competitive foreign suppliers, and;

{3) Relationships between membera of the same keiretau, or corporate farmuly,
which foster exclusionary business practices limiting imports.

We believe that healthy competition from imports would atrengthen the Japanese
paper industry and greally benefit Japanese conswmers of paper and paperboard.

he U1.S. paper industry views the commitments made in Jf‘okyo regarding the
paper sector as a positive development. Likewise, a January 6, 1992 announcement
of & voluntary iniliative undertaken bv the members ot the National Paper Mer-
chante Association of Japan with the Japanese government—a so-called Business
Global Partnership Program-—to cooperate with those foreign paper companies who
seek access to the Japanese market is a hopeful sign. In the lasi onalysis, however,
only a significant increase in imports of U.S. paper products will show the serious-
ness of the Japanese government's and distributors’ intentions.
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U.S.T.R. is the lead agemc:{ in the bilateral discussions on the paper sector and
the U.S. industry is prepared to work actively in the coming weeks with U.S. nego-
tiators. In the marketplace, U.S. code:nies are prepared to be reliable long term
suppliers of uality F?yer products. Our industry is hopeful that thin cooperative
U.8.-Japan effort will finally—after more than a decade of effort—result in suhstan-
tially increased access to the Japanese market for U.S. producers of paper and pa-

perboard.

—

STATEMFNT OF THE AMERICAN INTERNATIONAL GROUP, INC.

I appreciate the opportunity to submit this statement to the Senate Finance Con-
mittee on the results of President Bush's recent trip to Asia. I had the pleasure to
be a member of the business delegation that accompanied the President during his
virits to Singapore, South Korea and Japan, and participated in or attended many
<t>f the discussions he conducted with business and government leaders in each coun-

ry.
My own company, AIG, has long had an extensive network of insurance and fi-
nancial servicea activities throughout Asia. We have the largest businesa prerence
of an{ American insurance organization in both Japan and Southeast Asia, and
have been in the region for decades. We are a major life insurer, property-casualty
insurer and investor in all of the countries visited by the President.

At every atop on the trip, the President sent a strong meseage that fres and fair
trade are the rules to which all nations must adhere. I[{ was the first time that an
American President had taken a business group with him on a foreign state visit.
This in itself sent an important new signal gﬂat he United States intends to elevate
trade and economic issues to the highest levels in our relations with other countries.

In Southeast Asia, the most pressing concern among the region's leaders and peo-
ple is whether the United States would remain an econoric force in the face of ils
declining securily interests, or whether we were disengaging and relinquishing
these markets—the most rapidly growing in the world—to other competitors. I am
confident the President disabused the ASEAN leaders of their concerns with a very
strong message that we intend to remain and to strengthen our economic presence
in Southeast Asia. He was very direct about our commitment and the necessity of
our continued deep involvement in the region.

As Chairman of the U.S.-ASEAN Council for Buginess and Technology, I chaired
the business roundtable discussions in Singapore which provided the President with
a forum to discues, not only the U.S. commitment to A§EAN, but aleo the specific
concerns the United Stales has about barriers to trade and investment in the
ASEAN nations, His message was received clearly.

In addition to the Presidential initiatives announced in Singapore, such as the
new environment project and an agreement to negotiate a Bilateral Investment
Treaty, our joint Business Council developed an action plan to move the ASEAN na-
tions toward freer trade, greater market access and gxll national treatment. The
plan, which was made possible only by the President’s presence, is attached to this
statement. It conlains a series of joint business and government undertakings Lo be
implemented over the next severa" months,

n South Korea, the President stressed the same themes of market access and na-
tional treatment, Agreements were reached on intellectual property rights, semi-
conductors and financial services. For our industry, one direct ang very positive out-
come wns a_commmitment by the Koreans to s{eed up the product approval process
for foreign insurera operating in that market. Again, I believe the visit to South
Korea was very successful, and that the President’s message was forcefully delivered
and received clearly by the Koreane.

Obviously, most of the press interest and public attention focnsed on the Japan
portion of the President’s trip. In my view, the meetings with the Japanese were
very conslructive, 'I.'he{ were touqh, frank negotiating sessions, but specific commit-
ments were made in the Tokyo Declaration and the accompanying Plan of Action
in a remarkable number of areas of great importance to the United States. Much
of this, [ helieve, was lost in the media attention on the auto industry’s particular
ei‘zenda. For example, the Declaration has a provigion referring to the reinvigoration
of the Structural Impediments Initiative, including new commitments to address
gpecific aspects of the Japanese business environment that impede market access,
foreign investment and competitiveness.

President Bush made clear to the Japanese that, in a range of areas, market ac-
cess is inadequate. In our indusu?r, I believe the 'f‘ukyo discussions will ultimately
lead to a climate which is more likely to enable foreign insurance companies to do
meaningful amounts of business with large Japanese corporations. AIG companies
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are the largest underwriters of commercial and industrial insurance in the United
States; but despite 46 years of experience in the Japanese market, it has been vir-
tually impossible for us to compete in this sector. thile change in this area will
take time, I believe it will ultimately occur and benefit the entire industry. The
leadership shown by the President on this trip was a major factor in gaining the
attention of the Japanese on this important issue.

Unfortunately, but perhaps inevital:}lv the trip raised unrealistically high expecta-
tions. The &u?oae olP such a trip co d never have been to completely resolve all
major outstanding bilateral issues of trade liberalization and market access. No
President could have achieved this in only a few days of high-level discussions, and
no one should have expected him to do so. Some of these trade issues have been
under nelgotiation in the GATT for over 6 years.

What President Bush did accomplish, in my view, was something much more jm-

ortant. He set the stage for future discussions and he raised key economic issues

etween the United States and its Asian trading partners to the highest possible
level. We will not see the results of this trip in 10 days or 10 weeks. Bul, with sus-
tiained effort and intensive follow-up, we will see concrete accémplishments over
time.
Finally, T think much of the coverage of this trip has focused on a misconception
that U.S. business was pushing for “managed trade.” This is most definitely not the
case. There is a sharp difference between managed trade, which would quickly lead
the world back into an era of regionalism and protectioniam, and what we are advo-
cating as far as Japan is concerned. We do not believe in managed trade or in quo-
tas. What we should be moving toward is a system under which countries take on
the responsibilities of the world trading system as well as the benefits. If the world
trading system is to survive, then countries are going to have to play by the same
rules, reducing barriers and voltmtan‘l{ imﬁorting goods and services that are more
economically and efficiently produced elsewhere.

Not all countries view it that way. Some nations believe it is their right or duty
to build up as large a surplus as they can. This approach will inevitably lead to the
collapse of the world trading system. Countries that are in surplus should vol-
untarily open their market to imports of goods and services better produced in other
:o_untries, rather than continuing to protect inefficient or marginal domestic indus-
ries.

The United States behaves this way to a greater extent than any other nation in
the world. I believe we have the right to expect our trading partners to adopt the
same approach, and to raise the issue at the highest political levels wherever they
do not. This is what the President did on his Asian trip. He delivered an important
message of our national will to Asia, the most competitive and dynamic market in
the world. The mesaage was transmitted forcefully and was clearly received by the

leaders of our trading partners.

Atlachment.
U.S.-ASEAN CounciL For BusiNESS AND TECHNOLOGY, ING,,
Washington, DC.

ActioN PrRogrRAM BuUILDING MOMENTUM: MaxiMizing PresIDENT BusH's VisiT TO
ASEAN

The visit of President Bush to Singapore brought to the forefront U.S. economic
and strategic inlereats in ASEAN. It has focused the attention of leading business
associations and fovenunent aﬁncies in the U.S. on the potential to expand U.S.-
ASEAN t{rade and investment. The programs proposed below will build on the Presi-
dent's visit, and establish and action agenda to pursue the great potential of ASEAN
for American companies.

The programs will include both promotional activities as well as efforta to put
in place @ comprehensive olicg framework for continued strong economic and
commercial links between the U.S. and ASEAN.

PROMOTIONAL ACTIVITIES

U.8. Ambassador's Tour—1992. Five American Ambassadors in ASEAN, along
with their senior commercial officers, will visit six U.S. cities in March 1992, The
focus will be on informing American companies of the business opportunities in
ASEAN. Seminars are scheduled in Portland, Chicago, Detroit, Atlanta, and
Houston. A meeting with the financial community will be held in New York. In
addition, the Ambassadors will meet with community leaders, local government offi-
cials, and members of Congress. Extensive regional and national press coverage is
being organized. This tour should become an annual event.
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ASEAN CEO Visit to USA. Business leaders from ASEAN will be invited to the
U.S. for meetings wilh counterparts (in farticular members of the Presidential Busi-
ness Delegation). The group will visit the Los Angeles, St. Louis and Washing-
ton in May 1992. Purpose is business development and increasing awareness of
ASEAN opportunities and concerns.

Trade and Investment Missions. Missions that are sector-focused on the key
growth areas in ASEAN, will be organized in 1992, Progmms include: Environ-
mental Technologies, June (Philippines and Mal‘%laia); lean Coal Technology,
June 5§5-16 (Thailand, Indonesia); Machine Tools/Manufacturing Technologies,
July (Thailand, Singapore, Indonesia); Food Processing & Pac g, August
(Philippines, ’I‘fmiland, Malaysia): State of Ohio Governor Voinovich Mission,
September (Singapore, Indonesia, Thailand); Environmental Technologies, Sep-
tember (Singapore, Indonesia); Oil & Gas Equipment and Services—State of
Oklahoma Governor Led Mission, October g ingapore, Malaysia, Indonesia);
Food Proces & Packaging, November (Philippines, Singapore, Indonesia);
Environmental Technologies, December (Thailand, Malaysia)

ASEAN Missions to the United States will also be organized, including: Environ-
mental Technologies, May; Food Processing & Packaging, June; Machine
Tools/Process Controls, August.

ASEAN Ambassadors Tour. The ASEAN Ambassadors have frequently trav-
elled as a group to various U.S. locations. The Council will organize an ASEAN Am-
bassadors tour to four cities in September 1992, as a follow-up to the U.S, Ambas-
sador’s visit. Both business and political leadership will be involved in the program.

U.S.-Asia Environmental Partnership. Announced by President Bush in
Singa&ore, this program coordinates the efforts of U.S. Government tgencies to 1pro~
mote U.S, investment and trade in the environmental industry. The Council will es-
tablish a task force to monitor this initiative, and ensure active business participa-
tion in its planning and implementation. The Council will also work with the
ASEAN Section to engage ASKEAN private and public sectors in this broad program.

Briefings and Meetgn s in ASEAN. The Council will launch a series of brief-
ings between senior U.S. Government officials and regional representatives of Coun-
¢il member companies resident in ASEAN. These will be coordinated through the

Council's Singapore office.
POLICY INITIATIVES

A New Strategy for ASEAN., In early 1991, the Council hosted an initial strat-
egy meeting from the private and public sector to discuss a broader strategy for pro-
jecting U.S. interests in ASEAN. The Council will convene another such meeting in
early 1992, The NSC should coordinate government participation with the Council
Zré élzgrﬁng and implementing an economic and commercial action agenda with

Bilateral Investment Treaties. The Council will work with USTR and State,

roviding private sector perspectives on the Singapore-U.S. BIT negotiations. The
Jouncil will actively encourage other ASEAN countries to consider the negoliation
of these agreements.

Trade and Investment Cooperation Committee. The Council will coordinate
with USTR in recommending agenda items for the next meeting of the TICC. The
Council will serve to organize U.S. and ASEAN private sector involvement in the
meeting of the TICC (planned for April, 1992), and will hold a plenary meeting in
conjunction with the TICC meeting.

ade and Investment Framework Agreements. The Council will stror‘:%gly en-
courage other ASEAN countries to enter into TIFA agreements with the U.S,, as a
prelude to a U.S.-ASEAN free trade arrangement.

Double Taxation Treaties. Lack of these treaties seriously inhibits the competi-
tiveness of American companies in ASEAN. New treaties are needed with Thailand,
ngaysia and Singapore, and the existing agreement with the Philippines should be
updated. )

High-level Visits. The U.S. Government should reciprocate the President’s visit
to Singapore with invitations to other ASEAN leaders to make official visits to the
U.8. As a start, Prime Minister Mahathir should be invited in early 1992.

These initiatives will be over and above involvement in on-going government-to-

vernmaent consultations, including the Post Ministerial Conference, the ASEAN-

0
fJ.S. Dialogue, and the Economic Coordinating Committee.

O



