
 

Journal of Computing and Electronic Information Management 
 

ISSN: 2413-1660 

 

97 

 

Analysis on Japanese Business Management Innovation from 

the Perspective of Culture 

 

Zhilin Li, Yonglin Xia 

Xidian University, Shaanxi Province, China. 

XDRWlizhilin@163.com 

 

Abstract: The corporate management innovation contributes to the success of 

Japanese enterprises. From the perspective of culture, this paper investigates and 

studies the management innovation of Japanese companies, and discusses the 

relationship between culture and innovation. Innovation, being derived from culture, is 

a concrete manifestation of culture, while cultural realities determine innovation. 

Combining specific Japanese business cases, this paper summarizes Japanese 

dominating business management innovations including much attention paid to service 

details, regarding of consumers as friends; importance attached to consumer 

experience, pursuit of long-term interests; serious consideration of brand construction, 

shaping of brand loyalty; stress on social responsibility, appreciation for nature, return 

to the community; trinity of enterprises, employees and consumers jointly creating 

value. For an enterprise in order to achieve its business innovation, it is necessary for 

it to profoundly understand its own culture by which innovation is ushered in and 

promoted. 

 

Keywords: Japanese enterprises, management innovation, derived from culture. 

 

1. Introduction 

As a source bringing lasting vitality to an enterprise, management innovation provides 

the enterprise with a sustainable competitive advantage. Management innovation plays 

a decisive role in a company’s development. It can generally be divided into conceptual 

innovation, organizational innovation, institutional innovation, technological innovation, 

product innovation, environmental innovation and cultural innovation. Japanese 

companies have always viewed innovation as the driving force for their development 

and the guarantee of their survival. When it comes to Japanese corporations, Toyota, 

Sony, Canon, Honda, Panasonic, Toshiba are well-known ones. Among the Fortune 

Global 500 companies, 51, covering automobiles, electronic technologies, catering, 
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and handicrafts, come from Japan, an island nation with a territory of only 378,000 

square kilometers and a population of less than 140 million. Moreover, there grows 

such world-renowned figures as Ohmae Kenichi, an Asian unparalleled strategic 

manager in the field of management, and Nonaka Ikujiro, “father of knowledge 

management theory”.  

It is corporate management innovation that contributes to the success of Japanese 

enterprises. The Japanese nation is fully aware of the scarcity of its own resources, so 

the best way to make its own contribution to the world is to create a philosophy of 

creation with Japanese characteristics, of which the essence is innovation. Japan, a 

nation being skilled at learning, forms its own unique cultural system by constant 

learning, absorption, digestion, and transformation of cultures from other countries. 

The management innovation of Japanese companies, similar to the formation of the 

Japanese culture, becomes a world-recognized management model by the initial study 

of the management models of developed countries such as Europe and America, and 

through gradual absorption, digestion, transformation and development. Culture is the 

essence of all innovation. Without it, no innovation is available. The Japanese people 

are adept in combining their own culture and innovation to form their own unique 

management innovation model through continuous development and improvement. 

 

2. Understanding of Culture and Innovation 

With regard to culture, it says in The Book of Changes, “Culture is the mixture of yin 

and yang, two opposing principles in nature; the combination of men and women 

represents the reproduction of human life and all things.” Culture, soul of a nation and 

symbol of our life, is unique, social, collective, coherent and spiritual, which reflects the 

life style and behavior of a nation, a group, or a person. The term “innovation” was 

firstly proposed by Joseph A. Schumpeter, an Austrian American, believing that there 

are five primary innovations: (1) Introduce a new product; (2) Introduce a new 

technology, namely a new production method; (3) Develop a new market; (4) Grab or 

control a new source of supply of raw materials or semi-manufactures; (5) Construct a 

new organization in any kind of industry. The “innovation” discussed today refers to the 

activities where human beings abide by the laws of the development of things and 

change the whole or some parts of the things by the means of all creative behaviors 

with a certain purpose, so as to make the things update and develop. Innovation 

derives from culture. Without culture, all innovations are nothing but a fancy. From a 

cultural point of view, innovation is a concrete manifestation of culture, and cultural 

conditions determine the state of innovation. Culture is the soul of an enterprise and 

determines its values and development, while innovation, as a way for companies to 

continuously develop and win sustainable competitive advantages, must be integrated 
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with culture. The creation of innovative ideas is a concrete manifestation of the 

accumulation of culture to a certain extent. The inspiration for each new invention and 

new discovery is the burst of culture embedded in the heart. The Japanese culture is a 

great, mysterious, and extraordinary one in the world, under the influence of which a 

management innovation with unique Japanese characteristics has naturally formed. 

 

3. Japanese Business Management Innovation 

The tremendous influence of Japanese enterprises, among which the enterprises with 

a more-than-one-century history are too numerous to mention one by one, on the 

world benefits from the exquisite Japanese craftsmanship and high-quality commodity, 

and, more importantly, the unique business management innovation. According to the 

author’s research on Japanese companies, it is argued that the management 

innovation of Japanese companies is mainly reflected in the following five aspects. 

 

3.1 Much Attention Paid to Service Details and Regarding of Consumers as Friends 

Vargo and Lusch first proposed the concept of “Service-Dominant Logic” in 2004, by 

which the traditional “Goods-Dominant Logic” was replaced to guide business 

operations. In Service-Dominant Logic, a series of intangible resources such as 

knowledge and skills are core elements, while values are jointly created by both 

consumers and enterprises. Thanks to a well understanding of the importance of 

service to consumers, Japanese companies pursue a higher level of service under the 

premise of guarantee of no fake commodity to satisfy each customer with an attitude 

of making friends with them sincerely. Every service detail by the companies gives 

consumers a warm feeling. They try their best to provide consumers with warm and 

thoughtful services, and make friends with consumers, so that they feel they are not 

shopping but talking and shopping with friends. Japanese companies make consumers 

enjoy more happiness in the process of shopping by means of service details, thereby 

obtaining the added value beyond the value of the product itself. It is the 

thoughtfulness and dedication of these services that make the physical stores in Japan 

have not been affected by e-commerce as some in China. 

The Imperial Hotel treats the providing of consumers with the highest-quality services 

and merchandise as part of their business philosophy. The hotel welcoming concierges 

take some small change with them to pay the fare for the guests after helping them 

open the car door when they arrive at the hotel, avoiding the embarrassment of guests 

with no change. The service staff wear gloves and help carry the luggage of the guests, 

and they change the gloves for every 30 minutes; the room service staff help to press 

the elevator button and make a bow towards the elevator when the door closes; the 

toilet seat cushion maintains a certain temperature, and service staff talk to guests with 
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smile. Nihonkotsu is a leader in the Japanese taxi industry. To meet the challenge of 

Uber, a car-hailing app in the U.S., he constantly enhances service quality, provides EDS 

chauffeur service, and improves taxi booking service to make consumers feel safe, 

comfortable and happy. As a result, he wins a large number of consumers and 

successfully fights against the impact of Uber on the entire taxi industry. 

Service awareness and service spirit can bring extra added value to consumers, 

enhance the value of the product itself, and make consumers experience more pleasure 

from service. It is the pursuit of perfection in service details that makes Japanese 

companies maintain their own unique management innovations, and constantly 

develop and progress. 

 

3.2 Importance Attached to Consumer Experience and Pursuit of Long-term Interests 

Consumer experience helps consumers feel the enterprise spirit in the process of 

experience, and obtain the according knowledge. Knowledge and brand image that this 

experience brings increase consumers’ trust in the enterprise and construct the basis 

for the formation of brand loyalty. What a company pursues is long-term interests, 

while it is the trust of consumers and their loyalty of the brand that bring long-term 

interests to the company. Japanese companies are expert in making use of this kind of 

experiential innovation by opening up plant facilities to allow consumers to visit and 

study, so that they can personally experience the manufacturing of their products thus 

increasing brand penetration. 

Kanefuku, a Tokyo-based company manufacturing cod roe, opens its factories to let 

consumers experience the manufacturing of cod roes, which gives the consumers a 

feeling of product safety and reassurance. The factories are equipped with visiting 

areas, product display rooms, fish and shellfish quiz games, etc., which offers 

environment for parents and children to broaden their knowledge in the learning 

experience, thereby feeling the charm of the company. All consumers coming here are 

free to taste, and can gain something valuable by experience. Besides, Kanefuku has 

also established the Mentai Oarai Park to constantly attract consumers to visit and 

experience by offering free tasting food, free rest area, free experience zone, etc., 

which not only sells products, but also generates a certain influence on consumers so 

that they talk it each other, subtly enhancing the company’s visibility and brand 

penetration with an ultimate result of visits by groups of consumers in succession. This 

pursuit of long-term interests has enabled Kanefuku to form its own corporate culture. 

In the Internet age, the foundation of brand communication has changed from 

endorsement to public praise. The construction of consumer experience facilities is 

likely to result in a loss for a company at the very start, but it will bring long-term 

benefits to the company once the system is formed. In the process of experience, 
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consumers can obtain brand-related knowledge and experience value beyond the 

product itself, which has a significant role in enhancing consumer satisfaction with the 

brand, increasing the public praise of the brand, and forming brand loyalty. 

 

3.3 Serious Consideration of Brand Construction and Shaping of Brand Loyalty 

The brand is the core of marketing. Japanese companies attach great importance to 

brand assumptions and to brand equity. Among the world’s top 500 most valuable 

brands in 2018, 37 brands were from Japan. In today’s world, as companies, 

consumers, and marketing models changes, the traditional 4P (product, price, place 

and promotion) marketing concept has become hard to adapt to the ever-changing 

market, and business operations have also undergone a transition from manufacturing 

to selling, to marketing, and to the current brand construction. Marketing has entered 

the era of marketing 3.0 centered on humanistic centralism, while the brand has 

entered the era of brand 3.0 focused on the value jointly created by both consumers 

and enterprises. As an intangible asset, the brand has received an increasing attention 

from companies. Those enterprises that attach less importance to brand building and 

are eager to pursue sales are doomed to fail. The vast majority of the value of a brand 

to a business is created by consumers’ loyalty to the brand. Japanese companies 

understand the value of consumers’ brand loyalty to the companies, so they make 

great efforts to enhance consumers’ loyalty to the brand through a series of practices. 

Oisix.daichi, a Japanese food ingredient online retailer, is an industry leader with an 

eighteen-year-long history. It provides safe and fresh ingredients, and offers 

coordinated services covering origin, cultivation and technical guidance, logistics, 

packaging, nutritional quality, recipes, kitchenware, and thermal energy, etc., which 

brings a steady stream of new and old consumers to the brand. With the continuous 

development and improvement of its own brand, the company has received an 

increasing satisfaction of consumers with the brand, as well as an ever-improving 

brand loyalty. As an intangible asset, a brand can bring a steady stream of profits and 

a large number of loyal consumers to the company. Thanks to consumer loyalty to the 

brand, consumers are willing to pay Oisix.daichi in a higher price to purchase its 

ingredients, and to advertise the brand to be a loyal buyer. 

For companies, the cost of maintaining an older customer is much lower than that of 

attracting a new customer. The shaping of consumers’ brand loyalty is as if a person 

living in a certain place for a long time is unwilling to move to another place, so 

consumers’ loyalty to a certain brand is also hard to change. This brand-to-consumer 

relationship will give companies a constant stream of sales, and consumers will buy the 

products of this brand repeatedly and reject other brands. Moreover, consumers will 

also recommend the brand to other consumers and provide support to the brand, 
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which acts as a brand defender. Even if there is a negative impact on the brand, 

consumers will tolerate and vindicate it. 

 

3.4 Stress on Social Responsibility, Appreciation for Nature, and Return to the 

Community 

The ultimate goal of business management is not only to obtain profits, but to create 

value for society and nature, to safeguard and promote social welfare, and to protect 

and improve the natural environment. Enterprises obtaining benefits from the society 

and resources from nature should also repay the society and appreciate nature. Having 

acquired wealth in material, companies should pursue enrichment in psychology, the 

fundamental of business management. 

SUNTORY, a famous Japanese company producing drinks and beverages, has been 

pursuing a high quality of water since its establishment by insisting on using natural 

water as a raw material with “mutual coordination between people and nature” as its 

management philosophy, winning a large market share. SUNTORY, a company living on 

water, knows that everything it possesses is derived from nature, thus paying back to 

nature and leaving more limited water resources to future generations. SUNTORY 

actively carries out the protection and construction of natural water forests and makes 

unremitting efforts to realize the harmonious coexistence between man and nature. 

SUNTORY believes that its own development is the common gift of the old customers, 

new customers and the community. Therefore, it proposes the concept of “trisection 

interests” to return to the community, actively fulfill corporate social responsibilities, 

provide consumers with the highest quality goods and services, offer funding for 

cultural education and social welfare, and contribute to solving environmental 

problems and resource issues. 

Thanks to this lofty sense of social responsibility and gratitude, SUNTOTY has 

successively won a large number of consumers with an increasing influence on the 

community. This approach of attaching great importance to social responsibility, return 

to the community, and appreciation for nature impels Japanese companies to form 

their own distinct model of management innovation, laying a solid foundation for the 

companies’ development and their sustainable competitive advantages. 

 

3.5 Trinity of Enterprises, Employees and Consumers Jointly Creating Value 

The creation of value is by no means a unilateral act of the enterprise but jointly 

created under the mutual influence among employees, enterprises and consumers. 

Putting people first, as the cornerstone of enterprise development, is fully reflected in 

Japanese companies. They attach great importance to all employees. For example, the 

system of lifelong employment and annual performance system have long been alive 
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among Japanese companies. The trinity of enterprises, employees and consumers 

jointly creates value where enterprises and employees form an internal interaction 

mechanism, enterprises and consumers an external interaction mechanism, employees 

and consumers an interactive sharing mechanism. 

Sumitomo Electric Industries (SEI) regards basic research as its own lifeline. In the 

development process of Redox Flow batteries, it holds a tolerance policy for employees, 

allows R&D personnel to fail again and again, and still continues to support the 

research. After more than 20 years of repeated research, the research and 

development staff successfully developed Redox Flow batteries that can be charged 

and discharged indefinitely. JATCO, an automatic transmission design manufacturer, 

encourages diversity in employee development, strives to create a free community 

environment, and implements regular employee training and communication between 

senior staff and grass-roots employees, which ultimately gains employees’ trust and 

loyalty to the company and boosts a constant progress in production of the company. 

The attitude of the company to employees determines that of the employees to the 

company. The company offers equal, inclusive, understanding, and support to the 

employees, which greatly stimulates the employees’ enthusiasm so that they regard 

themselves as the owner of the company and create value together with the company. 

At the same time, the company’s corporate culture can be experienced by consumers 

thereby increasing their favorability to the company. In brief, the trinity of employees, 

companies, and consumers forms an interactive mechanisms to jointly create value. 

 

4. Conclusion 

Based on the above analysis, the management innovations of Japanese companies 

cover much attention paid to service details, regarding of consumers as friends; 

importance attached to consumer experience, pursuit of long-term interests; serious 

consideration of brand construction, shaping of brand loyalty; stress on social 

responsibility, appreciation for nature, return to the community; trinity of enterprises, 

employees and consumers jointly creating value. These innovations all stem from 

Japan’s characteristic culture. 

This management innovation of Japanese companies is inextricably linked with the 

Japanese culture. Japanese culture is represented by a sense of shame, which means 

one who does not pay the debt of gratitude after receiving others’ grace will be 

considered a shameless person. Besides, obedience to and worship of nature are also 

one aspect of Japanese culture. Japanese people attaches great importance to 

“righteousness”, different from “reasonableness”, which is the core of “loyalty”. Japan is 

a nation adept in learning and imitating, under the influence of which Japanese culture 

is highly inclusive for its absorption of other excellent cultures and the stress on 
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etiquette. Japan is a multi-religious country. Businessmen in the time of the Edo period 

(1603–1867) inherited the requirements that one engaging in business deals should 

maintain a conscious mind. There is also a discourse of “one session and one meeting” 

in the Japanese tea ceremony. This distinct kind of cultural connotation has formed a 

unique management innovation for Japanese companies. Culture promotes the 

management innovation of Japanese companies. Without it, all innovations are nothing 

but a fancy. From the perspective of culture, innovation is a concrete expression of 

culture, while the cultural realities of a company determine its innovation. To achieve 

innovation, it is necessary for an enterprise to fully understand the culture of the nation, 

so as to usher in and promote innovation by the means of culture.  
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