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“Get out there and observe the market, your customers 
and products. Brainstorm like crazy and prototype in bursts!”  
- Tom Kelley, IDEO

2016 was a year in which there were many topics in the 
business world. It was also a year in which there were political 
events with an international impact, such as the decision 
of the UK to leave the European Union, the United States 
presidential election, and the visit of the Russian President to 
Japan at the end of the year. In the business world, I see signs 
of a VUCA world emerging. A UVCA world refers to a world 
of Volatility, Uncertainty, Complexity, and Ambiguity. This 
term has been used often by people in the business world since 
a couple of years ago. The VUCA world is now the new norm 
and nobody can avoid it anymore. That’s why people are often 
discussing how to survive the VUCA world in public and 
private sectors, as well as in academic communities in Europe 
and the US.

CHANGE OF MACRO-VIEWPOINT

What does the word “global” in global business mean? 
Global is an adjective of the noun globe and means worldwide. 
My definition of global business is a worldwide market in 
which people, goods, money, and information can be moved 
quickly beyond the national boundaries. In such a worldwide 
market, you must have a world view. Specifically, you must not 
think about things only in respect to Japan being at the center. 
You must think about things in respect to a global view. In 
the meantime, a change of tide is apparent in the worldwide 
market both macro- and micro-wise. The term global began 
to be used at the end of the 20th century. Take a look at the 
past centuries from a perspective of global business, and 
you will see that changes are apparent. For example, in the 
19th century, the emphasis was placed on the expansion of 
territory and colonialization. It was the nations that took the 

leadership and the evaluation criterion was power. In the 20th 
century, the emphasis, leadership, and evaluation criterion 
have also changed to the free-market competition (capitalism), 
corporations, and performance, respectively. How about the 
21st century? There are various opinions. In my opinion, 
the emphasis is changing to the human capital development/
entrepreneurship, the leadership is changing to the citizens 
(individuals) instead of the nations or corporations, and the 
evaluation criterion is changing to the purpose. Capitalism 
itself may undergo a change. Capitalism has been selfish and 
greedy in the last few centuries. However, it is changing to 
ecology- and human-centered capitalism.

CHANGES OF MARKETING

Changes of marketing technique are also obvious. 
According to Philip Kotler, marketing starts with 1.0, then 
shifts to 2.0, followed by 3.0, and is currently shifting to 
4.0(1). 1.0 is product-centric marketing, which requires a 
product-oriented approach. Entering an era of diversity, 2.0 
is consumer-centric marketing, which requires a market-
oriented approach. 3.0 is value-driven marketing with a focus 
on the value created by products and services. The current 4.0 
marketing requires a needs-oriented approach like storytelling 
marketing specialized in self-expression. This corresponds 
to the fifth highest level (self-actualizing need) of Maslow’s 
5-stage hierarchy of needs(2). The motivation of purchasing 
activities is to reach self-actualization by moving up the five 
levels of the hierarchy of needs: physiological, safety and 
security, social, esteem, and self-actualizing.

MEGA TRENDS AND GAME CHANGER

There is another notewor thy thing for the macro-
viewpoint. That is mega trends. Take a look at the upper 
layers over world affairs. You can see various trends, such 
as expansion of the power of individuals, diffusion of power, 
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change of population composition, and food, water, and energy 
issues. They interact with and impact each other. There are 
also several drivers that accelerate a change of game. They 
include a world economy that frequently generates a crisis, 
national governing power that is slow to respond to changes, 
increasing probability of a clash of super powers, growing 
regional conflicts, impact of advanced technologies, and the 
changing role of the United States. Those elements can be 
combined to generate various scenarios.

I am personally interested in topics such as food, water, 
and energy issues. We must focus on global issues instead of 
national ones in order to start a new big business. The United 
Nations developed 17 goals in the 2030 Agenda for Sustainable 
Development Goals, which include many challenges that 
Yokogawa and other companies should take in order to 
contribute to creating social value.

VISION OF RESEARCH AND DEVELOPMENT

When you consider those changes in the environment, 
t he re  a re  t wo impor t ant  concept s  for  resea rch and 
development. The first one is design thinking. Design thinking 
refers to a system of steps from discovering a problem to 
solving the problem. It represents a transformation from 
the conventional approach of solving a problem through the 
virtual verification process to the approach of developing and 
solving a problem by identifying the root of the problem.

 ● Virtual verification: Analyzes the problem. Why does the 
problem occur?

 ● Design thinking: Identifies the root of the problem. Why is 
it a problem?

In an era when it is difficult to predict the future and the 
future is uncertain, the innovation activity must be carried out 
in parallel to the current product development and advance 
development to avoid biases from those developments. This 
innovation activity is comparable to looking for a potential 
problem compared to the conventional approach of looking for 
an existing problem.

In addition, an innovation process framework, in other 
words, a thinking framework to create solutions that produce 
innovation, is required (Figure 1). Its core is formed by three 
processes of OIP (Observe, Ideation, and Prototype).

Figure 1 Process-oriented innovation framework(3) 

The second concept is a transformation from R&D to 
C&D. R&D is the conventional research and development, 
and C&D refers to Connected and Development. For C&D, 
you must create a community with external stakeholders, such 
as customers and suppliers, at an early stage and develop and 
solve a problem in the co-creation process. This transformation 
to C&D will become a driving force to create 1 from 0.

Furthermore, C&D will promote diversity. There are two 
kinds of diversity(4). One is inherent diversity and the other is 
acquired diversity that is acquired through experience.

Inherent diversity includes elements such as gender, 
ethnicity, age, religious background, sexual tendency, physical 
handicap, and nationality. On the other hand, the acquired 
diversity elements include the understanding level of culture, 
cross-generational interaction, social media literacy, cross-
professional knowledge, global thinking, and language skills. 
This acquired diversity will play an important role for the 
future research and development.

CONCLUSION

The past experience in the global business will probably 
not be of much use in surviving the VUCA world in the 21st 
century. In a world in which it is getting more difficult to 
predict the future, we must deeply understand how to perceive 
and act first and then think about what to do to further develop 
these abilities.

In addition, a human-centered persona approach, such as 
support for collaboration between human and environmental 
systems, will become a core aspect in the global business in 
our century.

It goes without saying that innovation is essential for 
business growth. And to generate innovation, we must make 
our workplace a place that is open and diversified and is ready 
to accept different opinions. Breaking free from regulations, 
we must work together with business communities to provide 
a place where future research and development is able to 
actively create opportunities to move the world forward.
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