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ABSTRACT 

 The pur pose of  t his pa per i s to ex amine i ssues of recruiting f or t he 

Japanese c ompanies i n Thailand a nd elaborate t he i mpact of  l ocalization i n hum an 

resource perspective. The paper uses secondary data of questionnaire, a primary date 

of web survey and case study analysis by interviews. 

 The s tudy reveals T hai em ployees d on’t prefer  to w ork for J apanese 

descent co mpanies b ecause t hey f eel a limitation of c areer de velopment thorough 

internal pr omotions. T hey focus c areer de velopment a nd hi gher c ompensation a s a  

result o f career s uccess. J apanese d escent co mpanies a re p ossible t o i mprove t he 

positioning in recruiting by providing career developing planning and career path with 

localization pr ocess. It impacts not  onl y the motivation a nd the commitment o f 

employees but also connects to local community and employers’ brand as well. 

 

KEY W ORDS: Japanese C ompany / Recruiting / Localization / Human Resource 
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CHAPTER I 

INTRODUCTION 

 
 

 The f oreign di rect i nvestments s trongly l ead T hai e conomy. In 2012 the 

total a mount of  f oreign direct i nvestment ( FDI) ended up 549  bi llion B aht. 65%  of  

FDI comes from Japan. It is clearly said that Japan is a unique dominant investor for 

Thai e conomy, b ecause the s econd l argest investor i s f rom S ingapore and o ccupied 

only by 3.5% in total amount of FDI in 2012. With considering the trade business in 

2012 Japan occupies a secondary position (10.2%) in export after China (11.7%) and 

first position(20%) in import. 

 Updated unemployment rate in Thailand was 0.81% in August 2013. T he 

average r ate of unemployment from 2001 unt il 2013  is 1.6%, how ever hi storical 

highest r ate of  5.7%  c ame out  i n J anuary of 2001 a nd hi storical lowest of  0.4%  

happened i n N ovember of 2012. From t his poi nt of  vi ew last decade w e c an f ind a 

wide g ap b etween the demand a nd s upply i n l abor f orce m arket i n T hailand. T his 

situation s trongly s upports high l iquidity of  l abor f orce, s ays e mployees ha ve a 

tendency t o change ow n j ob e asily and e mployers f ace a  m anagerial i ssue ho w t o 

make a b alance b etween h uman r esource co st an d improvement o f e mployee’s 

retention.  

  I found an article of questionnaire which elaborates the ranking of popular 

company f or n ew university graduates i ncluding nine universities i n B angkok. T he 

result s hows t he at tractiveness f or n ew g raduates, w hich co mpany d oes attract n ew 

graduates t he m ost? I t i s e asy t o gue ss t he pr ominent f amous T hai c ompanies m ust 

occupy t he t op ranking and s ome of  J apanese c ompany and f oreign c ompanies a lso 

must be ranked higher in the ranking, however the truth was that I could not find any 

famous Japanese company beside Toyota and Honda in the top 30 ranking. 

 As I m entioned on above, the p resence o f J apanese companies h as the 

strongest influence on T hai e conomy, how ever w hy a re J apanese c ompanies not  

familiar for new graduates? Through the discussion I would like to clarify the reason 
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why Japanese company is not familiar with the Thais who seek for jobs and generate 

some p ractical r ecommendations supported b y managerial t heories, which m ust 

enhance the strategic competencies to survive in the war of talent.     

 In second half I focus one Japanese SME company, whose name is GIKO 

(Thailand) Co., Ltd. Nowadays the company has innovative products and forayed into 

Thai market on June of 2011. The company has faced a difficulty to recruit the Thais 

and a  pr oblem t o retain high t alent i n t he f irm. I  e laborate t he pr oblems a nd the 

reasons for the current s ituation with the context of  Japanese companies in Thailand 

then g enerate the practical r ecommendations which c ould be  applied f rom t he f irst 

half. 
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CHAPTER II 

PERCEPTION OF JAPANESE COMPANY FROM 

QUESTIONNAIRE TO NEW UNIVERSITY GRADUATES 

 

 

2.1 Result of Questionnaire 
 The que stionnaire w as or ganized by  I nfo Biz Thailand which i s famous 

free p aper targeting Japanese co mpanies i n T hailand. I t r eleases 15,000 copies 

monthly. The que stionnaire w as executed f rom A ugust to N ovember of  2011, 

targeting ne w university graduates of nine uni versities i n B angkok. T he num ber of  

valid response ended up 1,188 answerers. 

New graduates strongly pr efer l arge sized a nd f amous T hai de scent 

companies. F irst r anking is P TT, subsequently f ollowed by  SCG a nd CP A ll. The 

important p oint is that top 30 is a lmost all oc cupied by T hai descent c ompanies. In 

terms o f J apanese descent companies we can  f ind only Toyota i n 5 th ranking a nd 

Honda in 8th ranking. (See the table 1 in appendix A) 

 The bellow ta ble shows de finitely “ Thai f avoritism”. The gr oup w ho 

replied “eager to work” is 72.4% and positive answering group which includes “eager 

to w ork a nd l ike t o w ork a  l ittle”, e nds up 85.5% . A pproximately 80%  of  ne w 

university graduates have a tendency to choose Thai descend companies. On the other 

hand more than half of new graduates have a positive perception to work for Western 

and J apanese descent co mpanies, how ever the qui te di fferent point i s that t he r atio 

answering “eager to work” of the most positive group for Thai descent companies is 

quite high and almost two times higher than other foreign groups. 

 With looking a t t he ne gative answers Thai d escent c ompanies have 

achieved a quite low ratio of negative answer. With combining “Hesitate to work” and 

“Dislike to  work”, t he a nswering ratio of  ne gative a ttitude ends up onl y 6.6 % . 

Western descent ha s 22.5%  and J apanese ha s 28.8% of  t otal negative a nswers f or 

each. This fact shows almost one fourth of new university graduates have a negative 

perception to work for foreign companies.  
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Table 2.1 Preference to work for foreign company 

  Japanese Western Thai 
Eager to work 33.8% 41.8% 72.4% 
like to work a little 25.0% 25.3% 13.1% 
No idea 12.4% 10.4% 8.0% 
Hesitate to work 10.2% 9.0% 4.7% 
Dislike to work 18.6% 13.5% 1.9% 
  100.0% 100.0% 100.0% 

 

Table 2.2 Image of Company 

  Income Benefit 
Package 

Training Climate Degree of 
Freedom 

Japanese 4.01 3.81 3.58 3.36 3.23 
Western 4.24 3.82 3.6 3.41 3.49 
Thai 3.25 3.12 2.89 3.11 2.68 
*Best image is 5 point, worst is 1 point     
*The figure is on the average of response.     

 

 The ab ove t able shows t he i mage of each  d escent company. In te rms of 

high income, both of Japanese and Western get higher than Thai descent companies. 

The same tendency is found in terms of employee benefit package as well. It shows an 

image and expectation that Western and Japanese descent companies must provide a 

higher compensation than Thai descent companies.  

 Other prominent feature is found in terms of degree of freedom. They give 

the lowest score of 2.68 points in Thai descent companies, however other Western and 

Japanese keep 3.49 poi nts a nd 3.23 poi nts f or each. It i ndicates t hey f eel a k ind o f 

cultural tightness to work in Thai descent companies. 

 

 

2.2. Analysis of Findings 
 Firstly they have a strong aspiration of larges sized organization. Secondly 

they appraise the strength of large organization in order to maximize own benefit such 

as job s ecure and r emuneration a nd expect opportunities to e nhance c areer 

development. 
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 Second is their ethnocentric mindset. As you see their dislike to work for 

foreign companies, they are predominantly eager to work for Thai descent companies. 

On the other hand they must face a d ilemma because despite of Thai favoritism there 

is a  mis match between w hat t hey ex pect f or t he j obs a nd t he pe rception of  T hai 

descent companies. They are motivated by high remuneration and career development 

opportunity. On t he s ame t ime they pe rceive a n i dealized image t oward t he f oreign 

descent companies in terms of remuneration and training.   
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CHAPTER III 

PERCEPTION OF JAPANESE COMPANY FROM THE 

STANDPOINT OF JOB CHANGERS 

 
 

 In order to deepen the perception toward Japanese descend companies in 

Thailand, I conducted a questionnaire targeting my colleagues, who were all Thai. The 

survey was organized by web basis on 8th to 11th November of 2013 and got eighteen 

respondents out of twenty two members.  

 

 

3.1 Job History (See the table 1 and 2 in appendix B.) 
 The major group of  age i s from 31 y ears old t o 40 years old. I t ends up 

61% of t otal respondents. I t means m ajority of  them ha ve some w ork experience 

beside the present work place, at least more than 5 years. 

 About the number of times which they have changed Job so far, the group 

of 3 times to 5 times has 8 respondents and ends up 44%. The most surprising result is 

that only one person has never changed own job before, so that 17 respondents out of 

18 answerers has an experience to change job before.  

 

 

3.2 The Reasons to Change Jobs 

 In the questionnaire I ask the reasons when they had changed jobs in the 

past and their motivations in terms of ideal job. The reasons why they changed jobs in 

the p ast are s hown a s f ollows. First is c areer de velopment ( 30%) a nd s econdly 

compensation and benefit (23%). 
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Table 3.1 the reasons you have changed jobs 

    Respondent Percentage 
The reasons you 
have changed 
jobs 

Compensation and Benefit 
(bonus, Salary and so on) 10 23% 
Career Development 13 30% 
Too Stressful Job 2 5% 
Work Balance 
(Private, Family Matter so on) 3 7% 
Problem with Boss or Colleagues 2 5% 
Bored and want to change 
circumstances 6 14% 
Unmatched Job description 3 7% 
Unmatched Corporate Culture 2 5% 
Others 2 5% 

 

  

3.3 Image of Japanese Companies  
 I have chosen some key words and asked them by multiple choices. The 

result is shown in the following table. The subjects which are appraised positively are 

3 i ssues, says accountability, decision making process and corporate culture. Almost 

70% of respondents have a positive image toward Japanese descent companies. These 

subjects might l ook be tter than Thai descent companies and l ink with t he images of  

Japanese m anufacture products. With t he view o f negative i mages those ar e car eer 

development, i nternal pr omotion a nd work ba lance. M ore than 80%  of  respondents 

perceive Japanese descent companies are l imited for career development and internal 

promotion. It is quite a remarkable impression for them. 

  If you choose to work in Japanese companies, what do you think?   

Table 3.2 Image of Japanese companies 

    Respondent Percentage 

Compensation 
Higher than Thai companies 
Lower than western companies 14 78% 

  Higher than western companies 2 0% 
 
  Lower than Thai companies 3 17% 
  No idea 1 6% 
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    Respondent Percentage 
Career 
Development Limited 16 89% 
  Proactive 1 6% 
  Wide range and useful 0 0% 
  No idea 1 6% 

 

    Respondent Percentage 
Internal 
Promotion Limited 15 83% 
  Attractive 2 2% 
  No idea 1 1% 
        
    Respondent Percentage 
Work Balance Hard and Long time work 10 59% 
  Moderate 6 35% 
  Good Work Balance 1 6% 
  No idea 0 0% 
        
    Respondent Percentage 
Empowerment Well empowered to Thai staff 3 17% 
  Moderate 10 56% 
  Not empowered 4 22% 
  No idea 1 6% 
 
    Respondent Percentage 

Job Role & Job 
Clear role and appropriate 
responsibility 9 50% 

Responsibility 
Unclear role and heavy 
 responsibility 7 39% 

  
Unclear role and limited 
 responsibility 2 11% 

  No idea 1 6% 
        
    Respondent Percentage 
Accountability Clear 12 67% 
  Not Clear 4 22% 
  Not idea 2 11% 
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    Respondent Percentage 
Decision Making Clear and consensus basis 13 72% 
Process unclear but consensus basis 2 11% 
  unclear at all 0 0% 
  Strong leadership basis 3 17% 
        
    Respondent Percentage 

Corporate Culture 
Family oriented/ 
Long term oriented 12 67% 

  
Aggressive/ 
Short term oriented 3 17% 

  Moderate/ Not clear culture 3 17% 
  No idea 0 0% 

 

 

3.4 Analysis of Findings 
 Firstly w e f ound hi gh liquidity of l abor f orce e ven i n w ell-educated an d 

white c olor workers. The main reasons to c hange jobs are t wo, s ays car eer 

development and compensation. This tendency is found in new graduate too.   

 In t erms o f Image t oward Japanese d escent co mpanies some i ssues look 

similar w ith n ew g raduates. N ew g raduate f eel m uch m ore f reedom i n Japanese 

companies than Thai descent companies. Job changers also feel positively in terms of 

management style (accountability and decision making process) and corporate culture 

too.  

 It i s a lso pr oved by  s ame i mage w ith ne w gr aduates that J apanese 

companies provide higher compensation and benefit than Thai descent companies but 

lower than W estern d escent co mpanies. However the i mages t oward managerial 

policies doesn’t   look clear. They feel the degree of empowerment is not enough. The 

respondent to job r ole and r esponsibility look vague, says ne gative a nd pos itive 

reactions are counter balancing.  

 The much more things we must learn from this result comes from negative 

images. More than 80% of respondents think Japanese companies have a limitation of 

career development and internal promotion. This issue is critical to attract high talent 

employees. New graduates have a perception without own work experience, however 
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job c hangers m ust formula own opi nions from ow n e xperiences in t he pa st. I t is 

clearly t hat they f eel a r eluctance to ch oose Japanese d escent companies b ecause of 

this ne gative i mages and pe rceptions. I would l ike t o summarize w hole of  images 

toward J apanese d escent co mpanies as  f ollows. “Hard work” and “No Future of 

Career Success” but a little bit “Better Salary”.  
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CHAPTER IV 

RECOMMENDATIONS TO ACQUIRE AND RETAIN HIGH 

TALENT EMPLOYEES 

 

 
 Through the above two analysis of questionnaire we get some key issues 

and would like to address practical recommendations to improve the situation.  

 

 

4.1 Compensation Level is Lower than Western Descent Companies 
 For tackling this issue I would l ike to recommend two directions. One i s 

Localization, which must be progressed simultaneously with the globalization. Second 

is Talent management. We should select core employees to be nourished for the future 

top management of  local subsidiary. Through this process the compensation must be 

differentiated f rom other em ployees. Consequently w e acquire the hi ghly e ngaged 

employee by di fferentiation of  high t alent group. Of course wage s tandards i n every 

level should be  e xamined and ba lanced w ith labor market s tandard c ontinuously, 

however t hrough this pr ocess t he a ccountability a nd c lear j ob de scriptions ar e also  

required to execute effectively. 

 

 

4.2 Career Development Oriented Job Change 
 The r easons why the j ob s eekers look at  J apanese descent co mpanies as 

limited career d evelopment a nd limite d in ternal promotion, I  w ould l ike t o address 

they t hink the t op management positions are oc cupied all by J apanese expatriates 

temporary a ssigned from parent co mpany. I t m akes l ocal em ployees t o r ecognize a 

limitation of own career in internal promotion. 

  The f irm s hould strategically d esign the transition of empowerment to 

local talent in terms of responsibilities and decision making. Until reaching this goal 
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the c ompany should vi sualize career pa th through i nternal promotion and t ry t o 

communicate with local employees continuously.  
 

  

4.3 Dislike SME and Prefer Large Company 
 The corporate s ize o f J apanese d escent c ompanies in T hailand looks 

relatively small. You can count them in SET (Stock Exchange of Thailand) l isted all 

on one  hand. In t erms of  c orporate s ize most o f J apanese d escent co mpanies are 

similar with Thai SME companies, however in order to evaluate i ts real s trength we 

must consider its whole structure  of corporate f amily. They have a Japanese p arent 

company and some has other brother companies too, not only in Thailand but also in 

other ASEAN countries. We emphasize this resource to enhance the development of 

career for employees. The firm can provide a training opportunity in Japan and other 

countries furthermore c an pr ovide career oppor tunities t o work i n ot her c ompanies 

beyond the countries. 

 

 

4.4 Thai Favoritism 
 In order to challenge the Ethnocentrism the first requirement is to share the 

universal vi sion and va lues, then t ry to c ommunicate continuously a nd build up a 

common sense by  uni versal measures. S econdly l ocalization i s a s ure car e. T he 

company can t ransmit t he information which ap peals the f irm is  not a  s imply 

functional subsidiary of foreign parent company. The importance of subsidiary is quite 

high i n t he company group a nd the s uccess of e mployees’ career i s also p romised. 

Because the company assigns local talent as top management and in some cases assign 

to ot her subsidiary companies too. This ki nd of  message s trongly i mpacts the 

improvement of corporate image and consequently attracts local high talent. 
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CHAPTER V 

THEORETICAL FRAMEWORK 

 

 
 As I  m entioned i n recommendation pa rt, ke y f actors to s ecure t he long 

term success in  terms of a ttracting high ta lent is localization s trategy. I a lso indicate 

how l ocalization i mpact to e nhance corporate br and and recruiting strategy. 

Subsequently l ocalization a lso c ontributes a  s ignificant imp rovement in  te rms o f 

human resource m anagement a nd de velopment. I  w ould l ike t o di scuss t hese i ssues 

with related supporting theories. 

 

5.1 What is Localization? 
 In t he context of  human r esources localization i s defined b y s ystematic 

investment in the recruitment, development, and retention of local employees who can 

take ove r the r unning of l ocal employees and t he degree of  localization s hould be  

evaluated by the degree of local responsibility in decision- making. 

 

 

5.2 Why Localization is Required? 
  The reasons and motivations why localization i s r ecommended for Trans 

National C orporations ( TNCs) are described by  s ome researches. There are f our 

positive influences to managerial issues. 

 Firstly l ocal a uthority a nd publ ic opinion e valuate f oreign firms b y the 

level o f lo calization. Of c ourse the a uthority restricts foreign e xpatriates by w ork 

permit and quotas, furthermore a good impact is to improve the ethnocentric images. 

  Secondly it improves the relationship with local network. Expatriates must 

overcome c ultural and language ba rriers, however industrial key pl ayers a nd 

governmental authorities feel a  hesitation to build a  close and long term relationship 

with them because mostly foreign expatriates are assigned temporary only for two or 

three years. 
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 Thirdly the advance of localization contributes to promote the commitment 

and motivation of employees. With the view of local employees expatriates occupying 

top management positions continuously l ook l ike a bl ocking for i nternal pr omotion. 

This limitation of internal promotion ends up dissatisfaction and less commitment of 

employees. T he c areer de velopment pr ocess and a ppropriate pos ition i s prepared 

through internal promotions. It is the most effective way to reduce turnover and retain 

high talent in the company. 

 Forth is clear benefit that localization reduces the cost of expatriates. Some 

researches reveal d ual salary s ystem, w hich does n ot m ean only l ocal em ployees 

between blue color and white color but also expatriates and local managers. Japanese 

expatriates r eceive not onl y s ame level of  s alary i n parent c ompanies but  a lso a re 

mostly entitled t o ove rseas benefits a nd allowances. This m ust be  a s ource of  ba d 

feeling toward the expatriate from local employees. 

 

 

5.3 Localization Process 

 Localization process is divided into the following three stages: 1.Planning 

2.Localizing 3.C onsolidating. Wong a nd L aw ( 1999) poi nt out  f our important  

directions through the a bove l ocalization pr ocess. In or der t o t ackle t his pr ocess t he 

first thing to do is to motivate the expatriates to advance localization, which should be 

directed by  pa rent c ompany. A fter t he pr eparation of  ba sement t hree di mensions i n 

localization stage should be considered, says “Selection”, “Motivation”, and “Develop 

experiences for local employees”. 

 Wong and Law (1999) also figure out that “Retention of local employees” 

is t he mo st c hallenging ma tter in  localization process. Retention s trategy i s divided 

into following two steps. First is finding local high talents which should be developed 

and second is to retain that local talent. For the first of all the marketing approach in 

human r esource is e ffective in  th is matter. T he c ompany s hould e nhance t he visible 

presence in local labor markets through publishing, affiliating educational institutions 

and scholarship and so on. Second is strategic and comprehensive retention strategy. 

 The mo re imp ortant issues th an attractive c ompensation is  to d o with 

career d evelopment a nd i nvolvement i n de cision making. The company provides 
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necessary training and mapping of career paths for employees is an important message 

to the employees. 

 

 

5.4 Career Development and Succession Planning 
 As w e m entioned i n t he pr ocess of  l ocalization, t he c areer de velopment 

and succession planning for the replacement of expatriates are essential and one of key 

success factors.  

 Career d evelopment is composed of  f our s teps. F irst i s the appropriate 

performance m anagement system, t hen t hrough t he a ppraisal of  a chievement w e 

analyze the talent of each employee. Next is to choose the talent group then finally we 

provide c areer path de velopment through individual de velopment plan, c oaching 

(Mentoring Scheme) and performance appraisal. 

 Glass Ceiling issue is discussed sometime in this context, originally it is  a 

barrier to advancement to higher-level of  jobs in the company that affects to women 

and minorities, however in localization context we should consider it with the view of  

local em ployees. The cei ling m ust b e t he d ual s ystem b etween ex patriates an d l ocal 

managers. The b arrier i s co nsidered as  d ue t o l ack of  a ccess t o t raining programs, 

development experiences or relationship (e.g., mentoring). 

 Succession Planning is perceived as an extension of career development. It 

means to identify and track high potential employees who are capable of filling higher 

–level managerial position. The company provides a set of development experience to 

be a  p otential leader. T hen it also h elps to  retain h igh p otential talent w ithin the 

organization. It is categorized into three stages. First is selection process. It takes much 

time b ecause of t urnover or  he /she m ight c hange i nto poor  pe rformance, ot herwise 

individual preference and so on. Second is providing development experience for high 

potential e mployees. Third s tage is f itting into corporate c ulture and ha ving t he 

personality characteristics needed to successfully represent corporate core values. This 

stage is v ery ch allenging s tage t o t ackle the E thnocentrism for t he J apanese descent 

companies.   
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CHAPTER VI 

APPLYING A JAPANESE SME COMPANY 

CASE STUDY OF GIKO (THAILAND) CO., LTD.  

 

 
 In or der t o deepen t he discussion a nd generate t he practical 

recommendations for Japanese descent companies I would like to focus one Japanese 

SME co mpany, whose n ame i s GIKO ( Thailand) C o., Ltd. The parent c ompany ha s 

achieved a success as a leading company in medical technique in Japan.  

 

6.1 Company Profile  
 GIKO (Thailand) is a subsidiary of GIKO (Japan), has been established in 

Thailand since 2010 originally by doing the businesses of dental products, particularly 

dentures. They have 13 employees, which includes four Japanese expatriates too. The 

products a re pr ofessionally pr oduced by  up-to-date technologies, hi gh qua lity of  

materials and modern equipment to secure the premium quality of products. (See the 

appendix C.) 

 

 

6.2 Current Business Situation 
 At f irst the c ompany ha d a  c hallenging pe riod in T hailand b ecause they 

had not enough customers of dentists. Dentist and patients usually don’t want to take 

any risk ag ainst t he s afety i n t erms of m edical t echniques. T he co mpany w as 

completely new comer in Thailand providing high quality product supported by new 

technologies, how ever i ts technology a nd products are co mpletely not f amiliar with 

Thai dentists. It must take much more time to obtain trust from dentists and patients.  

 Moreover, t here was a hi gh competition of  price i n this pr oduct line a s 

well.  This is a  c hallenging to G IKO (Thailand) t o c ompete with local co mpetitors. 

The co mpany t ries to di fferentiate a nd dr ive the m arket by  t he qua lity of  products 

which are safer and more durable than competitors’ products. 
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  The company ha s a nother di fferentiation strategy, w hich f ocus a  beauty 

dental solution. It is a serried of innovative and unique products. (See the appendix D.) 

Traditional de ntal t echnique focuses the purpose t o recover t he natural f unction by 

filling t he t ooth, how ever t his pr oducts targets to m ake u sers ap pearance more 

beautiful. The customer segments look totally different.  

 The price of product is almost four times compared with competitors’ one. 

The profit ratio ends up almost 80%. It is quite higher than the average margin ratio of 

Japan. The di stribution channel de pends on beauty c linic hi ghly. Beauty clinic and 

bridal ch annel s ales r atio have 50% of total s ales, dental c linic 40% and university 

channel 10%  for each . The s uccess of s ales depends on t he connection to d entist 

community and relationship management with both of each Japanese and Thai dentist. 

Because t hey t ry t o e dify dentists a nd upl ift t he s tandard of qua lity a nd s ervices by 

cutting edge technology from Japan. 

 

 

6.3 The Organizational Problems 
 From the interview to the president I recognize some problems which the 

company faces and being struggling nowadays. 

 

 6.3.1 Human Resource Management  

 They have only 13 employees, in which it has 4 Japanese expatriates. Last 

year they have faced a critical problem to continuing the business. Four Thai staff had 

quitted j obs a ll t ogether. T he c ompany a sked t he pa rent c ompany t o s end t entative 

work fo rce f rom J apan i n or der t o m aintain t he nor mal bus iness operation. 

Consequently the company depends highly on the contribution of Japanese expatriates 

and support from the parent company from Japan.   

 Similar problem has happened in the past. At the beginning of foundation 

the company has a Thai director as one of shareholders, who has a strong connection 

to dentists and educational institutions. Six month later I found this person has already 

left out from the company.  
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 6.3.2 No Road Map to Educate Technicians 

 At first t hey had a  plan t o set up an e ducational school a ffiliate w ith 

universities, however i t was held up be cause the degree of  understanding toward the 

importance of medical techniques among dentists and universities were not enough.  

 Other competitors use employees without enough training and provide the 

lower quality of product in lower price. The president illustrated in the interview that 

GIKO smile is  quite a  u nique orthodontics to ols a nd they s tarted s elling it w ith th e 

price o f  50,000 Baht, how ever six month l ater other c ompetitors r eleased co pycat 

products only in 500 Baht. 

 Nowadays t hey a re struggling t o find a  way t o affiliate w ith external 

institutions to  facilitate the educational function but it h as no fruit so far. They al so 

consider t o set up internal t raining to catch up t he demand, however t hey can’t f ind 

any qualified candidate so far. 

 

 6.3.3 Difficulty to Connect with Thai Human Network and 

Community 

 As I m entioned be fore, t o bui ld a t rustful r elationship w ith de ntists and 

universities is a  key success factor to cultivate the understanding cutting edge dental 

technique and look for a possibility to set up an educational institutions in Thailand in 

order to nourish the human resources who has an appropriate capability and techniques 

in dental filling and dentures. Nowadays the Japanese president try to take this role but 

there is a limitation because of language, cultural and social barriers. 

 

 6.3.4 Heavily Dependence to Japanese Expatriates and Japanese 

Parent  Company 

 They h ave been depending on t he contribution a nd s upport f rom the 

Japanese p arent co mpany. E specially al l technical i ssues ar e h andled by J apanese 

expatriates. Thai staff mainly covers only the marketing and logistics. It ends up high 

cost structure of  t he c ompany a nd the ad -hoc-ism i s s pread i n t he c ompany. T he 

president agrees i t i s cr itical t o s et a s trategic w ay t o ch ange m anagement s tyle, 

however so far it is untouched at all.         
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6.4 SWOT Analysis from Human Resource Perspective 
 Above problematic phe nomenon have a  c lose relationship with hum an 

resource (HR) perspectives. I would like to analyze the competencies of the company 

from human resource perspective. 

 

 6.4.1 Strength 

 They h ave a flat o rganization an d t reat em ployees v ery flexibly, s uch a s 

the company admits one employee to flexible work time because she starts studying at 

university after working time. The HR policy is quite long term oriented because their 

product requires t he de ntal knowledge a nd relationship management with d entists. 

Such kind of capability is not easy to be nourished in short term. The parent company 

has a fluent capability to educate and nourish dental technicians and the company can 

use this talent pool in lower cost in the foam of Japanese expatriates. 

 

 6.4.2 Weakness 

 They have a difficulty t o at tract high t alent b ecause of t he s ize of 

company, furthermore no br and image i n T hailand. Another problem is a f ailure to 

retain t he employees as  mentioned b efore. They have not pr epared enough training 

and career de velopment oppor tunities, even t hough t heir business r equires pa rticular 

chemical and dental knowledge. They just train new employees by OJT f rom senior 

staff. One of competitive advantages of the company is high quality of product, so far 

it has ne ver c hanged into t he  organizational know ledge yet b ecause all pr oduction 

processes are delivered by the hand of Japanese expatriates. 

  Japanese managements worry and hesitate to train the employees because 

trained e mployees w ho have s pecific s kills might qui t jobs a nd c hange to be  their 

competitors in the future.   

 

 6.4.3 Opportunity 

 The company e mphasizes the qua lity of pr oducts. T he s ource of  quality 

comes f rom t he pr ecise w ork by  de ntal technicians. T he de ntal c ommunity a nd 

academic society are positive to lead and cultivate this kind of occupational training. 
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The company m ight p lay a co re cen ter of training and car eer d evelopment f or 

technicians. 

 Some employees might have opportunities to be trained in Japan by using 

the facility and resources of parent company. 

 

 6.4.4 Threat 

 Higher compensation and benefit of other industry makes a d ifficulty for 

the company to attract h igh ta lent employees. The t endency of  j ob hopping worsens 

the situation. The headhunting is also a threat for this kind of human network oriented 

business. S ome e mployees are a lso s olicited to c ompetitors w ith the p urpose t hat 

competitors obtain know how from the company.   

 

 

6.5 Problem Statements from HR Perspective 
 I would l ike to address the problems which the f irm have been facing in 

terms of human resource perspective. 

 

 6.5.1 Lack of Internal Training  

 The bus iness uni t w hich c an a chieve the profits quickly is  ma inly of 

traditional dental f illing a nd dentures. I n this pr oduction the de ntal t echniques t o 

process an d s hape t he material o ut to fit th e o rder w ith preciseness is c ritical. They 

have a  plan t o train technicians in internal w ay, how ever now i t depends on t he 

Japanese experts who are dispatched as an expatriate. 

 

 6.5.2 Difficulty to Recruit Potential Candidates 

 They want to recruit the specialists of Prosthodontics in Thailand to work 

in their laboratory. We see the dilemma that they have not prepared a training function 

in internal or external either even though the training is key success factor for dental 

techniques. Furthermore t he c ompany ha s no c lear pi cture of  c ompensation for 

technicians who qualifies to provide the high standard of technique work similar with 

Japan. The w eak employer b rand also m akes i t more di fficult because of  foreign 

descent company and SME firm. 
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 6.5.3 Less Strategic Approach 

 They h ave f aced a hesitation a nd l ack of  unde rstanding f rom t he pa rent 

company to c hange H R pol icies from fi re-fighting a nd a d-hoc r eactions to s trategic 

way.  I t i nvolves r ecruiting pr ocess, c ompensation a nd pe rformance a ppraisal. I n 

current situation t he employees can ’t f igure out career d evelopment planning and 

career path at all.  

  

 

6.6 Recommendations 
 As w e discussed i n the t heoretical framework, the lo calization is a  k ey 

drive t o tackle t he problems f or the c ompany. Firstly the p arent company s et th e 

motivation for th e e xpatriates to  localize the T hai subsidiary company w ithin s ome 

period. It must be within 3 to 5 years. It is quite important to be set the localization as 

a critical success factors in managerial issues between parent company and subsidiary 

company. The e xpatriates a lso c onvince t he pa rent c ompany how  doe s i t r educe the 

cost and improve the efficiency of local operation too. Then the company would admit 

and set up a planning to translate ad-hoc business policies to strategic way through the 

process of localization. 

 

 6.6.1 Selection Process 

 First of a ll th ey mu st collect h igh talent from local l abor m arket, w ho 

would b e a s uccessor o f J apanese expatriates, of  c ourse c andidate s hould involve 

existing employees t oo. T hey start ch ange t he r ecruiting process with competency 

basis. The structured job description and job analysis are necessary, which defines the 

required Knowledge, Skill and Attributions (KSA). 

 Through this process I would like t o express t hree key i ssues. F irst i s to 

secure the transparency and adaptation. It is quite a mixture of strength both of SME 

sized f irm and Japanese f irms and also can differentiate with Thai SME companies. 

Secondly they emphasize the future plan for the candidate then the company provides 

a set of occupational training and opportunities to dispatch them to the Japanese parent 

company in or der t o a cquire t he t echnical know ledge a nd c orporate va lues. It t akes 

much time a nd e xpense, however that is  q uite a  different poi nt w ith T hai S ME 
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companies. The t hird i s to e nhance t he e mployer’s brand. T he c ompany s hould 

affiliate with universities and educational institutions through CSR activities such as  

scholarship a nd internship a nd so on. N owadays they do pus h up s imilar a ctivities, 

however its objective is to acquire the human connection. New objective should be set 

as activities to enhance the corporate and employer’s brand.  

 

 6.6.2 Motivations 

 Once new KSA is organized, the company should touch the improvement 

of pe rformance appraisal ba sed on ne w KSA on each pos ition and design t he 

proficiency too. The compensation level should be also checked with the market level 

and a ppropriate s alary r anges too. T he company f acilitates the t raining an d car eer 

development planning, which is not only technical training as mentioned on above but 

also m anagerial t raining too. That is k ey m essage from t he company t hat local 

employees are not  only labor force but  also the potential resources as  a m anagement 

for the future. 

 The company al so v isualizes t he car eer p ath f or t he em ployee. One 

possible option is a networking career path, which cultivates multi skill and it might 

qualify the candidate for the future position as a manager. 

 

 6.6.3 Development Process 

 Finally t he c ompany w ould be  a ble t o e xtract t he pot ential c andidate f or 

the successor of  e xpatriate pos ition. T hen the c ompany pr epares t he m ore r equired 

experience for the candidate of successor, which includes the temporary assignment to 

parent company in Japan too. This kind of experience must nourish strong relationship 

with the or ganization of  parent c ompany a nd e nhance the e ngagement of  e mployee 

too. Such ki nd of  e xperience s urely nour ishes t he m anagerial c ompetency w hich i s 

required for top managements.  

 

 

6.7 Impact to the Bottom Line 
 Localization i s ex pected t o advance t he l ocal network. Firstly It s urely 

makes the human connection easier to be cultivated than Japanese expatriates. It ends 



23 
 

up expanding bus iness oppor tunities. Of c ourse t he c ost reduction of  e xpatriates i s 

definitely.   

 The presence o f l ocalized co mpany i mpact HR i ssues as  w ell. The 

commitment and motivation of employees would be improved. The distinctive impact 

must be found in the recruitment. Employees have an expectation to be promoted up to 

the top management. Furthermore it is not a simple subsidiary company but takes one 

strategic role in the company family. They might expect to achieve a successful global 

career plan as well.  

 These positive impact increases the employee satisfaction. Once employee 

work with a satisfaction, it increases the quality of products and service. Consequently 

that increases the customer’s satisfaction and profitability as well.   

 

 

6.8 Obstacles and How to Deal It?  
 In the process for localization some of obstacles for implementation could 

be pointed out. Firstly the c ompany might ha ve too hi gh expectation a nd ends up 

mismatch w ith compensation level i n t he m arket. This ki nd of  m ismatch s hould be  

resolved to c heck t he compensation l evel t oward t he external a gent and s imilar 

position of competitors. It is also required to communicate continuously and lead the 

consensus between the expectation and job role and responsibility. 

 Secondly the parent c ompany surely f avors to r educe the c ost, however 

they might not  support s trategic approaches. Human resource practical is affected by 

local labor market and must consider it in local context. The company is no longer to 

be able t o m anage t his di versified s ituation by J apanese t raditional w ay. Only t he 

universal measure which enhances the transparency and consensus between employees 

and company is a right way. 

 As we elaborate the characteristics of new graduate and job changers, their 

motivations are highly based on c areer development and compensation as a  result of 

career success. The company which can’t illustrate future picture of employees’ career 

success h as no w ay to r each high t alent from local labor market. With l ooking at 

firm’s c ompetitive a dvantages it depends on t he pr ecise technique of  dental 

technicians, which i s supported by their p rofessionalism a nd occupational pr ide that 
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they support an important role for t he dental s ervice. Thus t he i nvestment t o human 

resources directly link with the improvement of quality and product for the company. 

Thirdly the l ocalization i s a  s trategic pr ocess w hich s hould be  c onducted by  t he 

parent company and the expatriates. In this process some candidates might qui t jobs 

and others might be demoralized. Surely it must be a sequence of try and error. At the 

beginning of  foundation the company had hi red a  Thai local di rector but  he  had left 

out. From this event the company should learn the lesson but should not throw away. 

The company should incorporate next generation without stopping and stepping back.    
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CHAPTER VII 

CONCLUSION 

 

 
 Firstly Japanese de scent companies ha d e xpanded the m anufacturing i n 

Thailand with t he purpose of  r educing the l abor cost. N owadays t he labor c ost of  

Thailand i s n ot r elatively ch eaper t han I ndonesia an d V ietnam. N ew m anagerial 

environments require the role of local employees to shift from low cost to added value. 

On the contrast tight labor market makes it crucial to retain capable people as well as 

attract high talent.  

 We el aborates h ow unfamiliar J apanese descent co mpanies are f or job 

seekers through analyzing the questionnaires and  found the fact both of new graduate 

and job c hangers focus c areer development a nd hi gher compensation a s a r esult of  

career success. It also indicates some hints for the Japanese companies to improve own 

attractiveness and employer brand in Thai labor market. 

 Localization is one of key success factors with the prospective of foreign 

descent c ompanies i n order t o bui ld up a  s trong brand i n l ocal market a nd promise 

long term engagement of employees in human resource. We also recommend Japanese 

descent co mpanies, es pecially f or S ME co mpanies t o u tilize t he r esources o f parent 

company to differentiate with Thai SME companies too.   
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Appendix A. Result of Questionnaire for new university graduates 
From Info Biz Thailand, Issued No.181&182 on January and February 2013 
(Excerpted Version) 
• Organizer; Nippon Info B Co., Ltd 

 159/14 Serm-mit tower, 9th Floor Room 915, Sukhunvit 21 Rd. Klongtoey-nua, 
Wattana, Bangkok, Thailand 

• Executed; on August-November 2012 
• # of respondent; 1,188 
• Target Group: New graduates from 9 universities in Bangkok. 
Top 30 ranking of companies which new graduates want to work 

  Name of Company Points 
1 PTT Public Co., Ltd.       594 
2 The Siam Cement Public Co., Ltd.     457 
3 CP All Public Co., Ltd.       267 
4 Thai Airways International Public Co., Ltd.   236 
5 Toyota Motor Thailand Co., Ltd.     222 
6 Electricity Generating Authority of Thailand (EGAT) 137 
7 GMM Grammy Public Co., Ltd.     134 
8 Honda Group       131 
9 Work point Entertainment Public Co., Ltd.   115 

10 The Siam Commercial Bank Public Co., Ltd.   112 
11 True Corporation       108 
12 Thai oil Public Co., Ltd.       87 
13 Charoen Pokphand Foods Public Co., Ltd.   97 
14 Bangkok Entertainment Co., Ltd.(TV3)   78 
15 Advance Info Service Public Co., Ltd.   74 
16 Krung Thai Bank Public Co., Ltd.     72 
17 Government Saving Bank     69 
18 Chevron Thailand Exploration and Production, Ltd. 62 
19 TOT Public Co., Ltd.       61 
20 Kasikorn Bank Public Co., Ltd.     59 
21 Singha Corporation Co., Ltd.     57 
22 Total Access Communication Public Co., Ltd.   56 
23 CH.Karmchang Public Co., Ltd.     48 
24 Ministry of Foreign Affairs     46 
25 Osotspa Co., Ltd.       44 
26 Microsoft Corporation       43 
26 RITTA Co., Ltd.       43 
26 SAMSUNG Group       43 
29 Bangkok Bank Public Co., Ltd.     41 
30 Google Inc.       38 

*Original ranking covers top 100 but choose  
  Only top 30     
*The way of allocation the marks         

Answerer give 3 points for first preference, 2 point for 2nd and  
1 point for 3rd.   
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Appendix B. Questionnaire to Job Changers 

Target Group: 18 persons of office workers in KASIKORNBANK PCL 

 Including managers and staff who handle Japanese related business. 

Date 8th November to 11th November 2013 

Questionnaire Format: Google web questionnaire 

Table 1. 

    Respondent Percentage 
Age 22-25 2 11% 
  26-30 3 17% 
  31-35 7 39% 
  36-40 4 22% 
  over 40 2 11% 

Table 2. 

    Respondent Percentage 
Job Never Ever 1 6% 
Change 1-2 Times 7 39% 
  3-5 Times 8 44% 
  More Than 6times 2 11% 

Table 3. 

    Points Percentage 
Please order 
your motivation 
of ideal job 

Career Development 68 25% 
Compensation 59 22% 
Work Balance 55 20% 
Atmosphere 
(Corporate Culture) 40 15% 
Corporate brand/Size 27 10% 
Internal Promotion 21 8% 

    
 

  
*Respondent choose 5 answers in order out of 6 choices.   
*First priority given by 5 points, second is 4 points, third is 3 points,   

 fourth is 2 points and fifth is 1 point. Then all points are accumulated. 
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Appendix C. Profile of GIKO(Thailand )  Co., Ltd.  
 
http://gikothailand.com  
 
【President】 

Mr.Yasunori Kadota 
 
【Office】 

764/7 Sukhumvit rd., Soi Ari , Klongton, 
Klongtoey , Bangkok Thailand 10110 
TEL: +66-2-261-1070-1 FAX : +66-2-261-1072 

 
【Establishment】 
 24 / 6 / 2011 
 
【Capital】 
 3,500,000 THB 
 
【Main Business Activities】 
 ・Dental Materials Manufacturing and Sales 
 ・Dental Technician Education 
 
【Philosophy】  

『Joy』By contributing to people’s health, we strive to bring as much 
 joy to as many as possible. 

『Satisfaction』 
 We strive to create workplaces conducive to the health, wellbeing 
 and satisfaction of all our employees. 

『Fulfillment』 
 We are committed to a three-step cycle of fulfillment: 

 ・Happiness in the community through our work in the health industry. 
 ・Material and spiritual satisfaction on the part of our employees. 

・Prosperity through the success of the company. 
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【Vision】 
『Training medical professionals』 

We s hall tr ain h ighly-skilled and de dicated m edical pr ofessionals to 
practice  

throughout the world. 
『Creating businesses in dental technology』 

We shall cultivate new businesses and markets in dental technology and 
expand this field globally. 

『Face-to-face dental technology』 
We shall meet patients directly in order to produce dental appliances that  
meet their needs. 

『Independence』 
We shall work to establish original dental technology by nurturing dental 
technicians who have acquired their own unique professional skills. 
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Appendix D. Sample of Products  (GIKO (Thailand) Co., Ltd.)  
 

Zirconia 

 

 

 

 

 

 

 

■ Features 
 - Strength. 
 - Long spans can be. 
 - No metal. Good for health. 
 

■ Materials 
 ‐ Coping ： DeguDent Cercon(Germany) , ZIRCONIA 
 ‐ Ceramic ： SHOFU(Japan) , VINTAGE ZR 

 

GIKO Smile（Focusing  on  Dental Clients） 

You can get a mouth piece accessories just from the 
impression of your teeth. 
You can attach and remove it whenever you like as 
a ring and earrings. 
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 Before    After 
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