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to traditional die-cast iron or forged iron and because powdered metal 
products require less additional machining, it also is a quicker process. 
New innovations in powdered metals allow for innovations in the 
design and manufacture of automotive parts. This is compelling news 
to Japanese sales engineers. Mr. Rumbaugh indicated that, “ once they 
understand our sintering technology process, you immediately obtain 
a sense of how they might have used our powdered metal parts on 
past projects.” This is the challenge for the company’s Nagoya office, 
articulating these innovations in the sintering process and explaining the 
benefits of these developments to potential customers in Japan. 

The process of setting up an office in Japan was very smooth, Mr. 
Rumbaugh said. The company spent a lot of time evaluating the costs, 
benefits, and capabilities of Japan’s different business structures. 

The management thoroughly researched the different business 
structures and meticulously examined the pros and cons of a 
representative, branch or subsidiary office. The firm reached out to 
JETRO, who supplied a great deal of assistance. Mr. Rumbaugh said, 
“JETRO was a large part [of our entry into Japan]. Their guidance was a 
tremendous benefit to us.”

The trust that was built between Chicago Powdered Metal Products 
and JETRO was just as important as their business research. JETRO 
assisted the company with questions regarding incorporation and site 
selection. Later, when the firm was ready to hire a manager in Japan, 
JETRO’s Nagoya office introduced the firm to a number of candidates. 
Because the company had been working with different groups within 
JETRO, including JETRO Chicago, it was easy for them to trust the 
recommendations of personnel, which made the difficult process of 
hiring the right person much smoother. It was through JETRO Nagoya’s 
efforts that CPMP found Max Kataoka, the company’s Japan manager. 
Mr. Rumbaugh said that, “after speaking via teleconference with my 
president (John Miller), Max became our first employee of CPMP’s Japan 
Branch.” 

Guidance for American Companies on Developing Business with 
Japanese OEMs
Rumbaugh indicated that it is very important to first develop a 
relationship with a Japanese customer and then business will come 
along. “When your company’s Japanese customer contact rotates away 
from you and into a new position, he will make sure that the same level 
of trust you have with him is transferred to his successor.” Therefore, 

the person may change, but the relationship between your company 
and his does not. Mr. Rumbaugh puts a two to three year timeframe into 
developing trust with a Japanese customer. If nurtured properly, this 
relationship will last for a decade or more. 

Rumbaugh also stressed that “being up front and open with Japanese 
OEMs is the key to building partnerships. Inform them immediately if 
delivery will be delayed for one or two days. They will understand if you 
inform them ahead of time and don’t wait until the last minute to call. Do 
not overreach or over-promise what you can do for a Japanese company, 
only to admit later that you cannot keep your commitment.” 

Rumbaugh advises American companies initiating investment in Japan 
to keep office staff small until increasing business demand enables 
the company to hire an additional associate. There’s no need for an 
initial investment in Japan to include three to four people in the office. 
He also said that it is important to have your Japan-based manager in 
place three weeks to a month prior to establishing a business presence 
in Japan in order to respond in a timely manner during the process of 
incorporation. Rumbaugh said that having Max Kataoka on board during 
the final push to incorporate was a tremendous benefit, and something 
that most foreign companies overlook. Most importantly, firms that want 
to do business in Japan need to do their homework in advance and learn 
as much as they can. 

CPMP’s Timeline for Establishing a  
Business in Japan

December 2005 – Contacted JETRO Chicago
• Obtained market outlook on Japan’s auto industry & information on 

Japanese business practices

May 2006 – Visited JETRO Tokyo’s Invest Japan Business Support 
Center (IBSC)

• Obtained advice on market entry

October 2006 – Visited JETRO Nagoya’s IBSC
• Identified office location
• Interviewed manager

• Utilized temporary office 

July 2007 – Established Japanese Branch Office

Ask
 JETRO?

What’s new with the 
JETRO USA website?

Chicago Powdered Metals ... from page 5

If you haven’t seen the JETRO USA website in 
a while, it’s time for a return visit. Head over to 
www.jetro.org, and take a look a the fresh, new 
design, along with many new features.

Along with established features such as success 
stories, advice on business partnerships, and lists 
of upcoming events, you’ll find new information 
on the trends and opportunities that make Japan 
truly special.

And be sure to check the Newsletter section, 
where among other bulletins, you’ll find a back 
issue library of the JETRO Midwest Newsletter.
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