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uring 2009 almost all businesses
worldwide will turn for the worse
and Okamura, leading player in
the Japanese market for office

furniture, is placing a greater emphasis
on enhancing competitiveness.
With an expected 10% reduction of the
turnover for the year ending March 2009
(market climate deteriorated rapidly
since October 2008), net income will go
down by around 50%, although even not
bad in comparison with the office furnitu-
re sector as a whole.
Turnover of the year 2010 (March) is
expected to go down slightly from remai-
ning unchanged, due to continuing
adverse market condition. However, pro-
fit is expected to increase, due to cost-
reduction of sales administrative expen-
diture or main materials.
Office furniture accounts for just 60% of
Okamura’s turnover and a slightly higher
percentace from the point of view of
revenue. The company is also active in
the sectors of store displays and material
handling systems.

KKEEYY WWOORRDDSS:: 
MMAARRKKEETT DDIIFFFFEERREENNTTIIAATTIIOONN
But let’s focus on the office furniture.
Here the company aims to achieve suc-
cessful market differentiation through
high added value products (“Contessa”
chair, for example, is a flagship product),
fully strenghtening overseas business
develoment as a Japanese player and
proposing a “Creative Office”.
The office furniture market in Japan, but
not only here, is facing big threats like a
decline in the office population (increa-
sing aging population, changes in the
employment structure, shifting manufac-
turing overseas) and a slowdown in the
construction investment. In the meanti-
me, we should also mention the strong
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request of office renewal aiming to office
efficiency along with improvement of
working environment or change of wor-
king style.  In particular, people-friendly
office products, barrier-free products
and layouts, security, more communica-
tion in the office are in big and growing
demand.

SSUUCCCCEESSSSFFUULL ““OONN DDEEMMAANNDD”” 
PPRROODDUUCCTTIIOONN
Since 1997, 11 years ago, Okamura
started its own production system,
“OPS” (Okamura Production System)
and radically eliminated waste in the fac-
tory and reduced production lead time.
As a result, Okamura accomplished to
reduce manufacturing cost by over 1 bil-
lion yen every year, and created compe-

Tokyo’s metropolitan area has been the
privileged client for these products so
far, whereas today it’s time to approach
the growing Osaka market (and the
Kansai region), as well as foreign mar-
kets (United States and Europe).
Okamura boasts No 1 market share of
26.5% in the Japanese market for office
furniture, and is definitely strong in the
middle-upper end of the market.
Nowadays it is the fifth world player.
The company is listed at the stock
exchange and has a long term strategy in
terms of dividend policies: in the last five
years, 75% of revenues on average have
been reinvested in the company, and
25% has been paid as a dividend.

titive superiority by realizing high-mix low-
volume production, addressing to custo-
mer needs.
Due to a strong internal R&D depar-
tment, the company is able to reach
approximately one third of total sales with
new products. R&D costs account for
around 1.0% (excluding labour cost) of
the turnover. In comparison with other
leading players, the share of production
made by the nine company plants nation-
wide is pretty high (70%) and it allows to
keep quality/cost/lead time in good
balance. Margins for high-grade pro-
ducts, that today represent approximate-
ly 10% of office furniture sales, are 10
points higher than those for standard
products. They are mostly upper end
seatings and partitions.
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IIDDEENNTTIIFFYY AANNDD PPRROOPPOOSSEE AA UUNNIIQQUUEE ““SSPPAACCEE”” FFOORR EEAACCHH CCLLIIEENNTT TTHHAATT MMEEEETTSS TTHHEEIIRR OOWWNN PPAARRTTIICCUULLAARR NNEEEEDDSS!!

TTRRAANNSSFFOORRMMIINNGG TTHHEE OOFFFFIICCEE FFRROOMM AA PPLLAACCEE OOFF WWOORRKK OORR DDAATTAA PPRROOCCEESSSSIINNGG 
IINNTTOO AA ““KKNNOOWWLLEEDDGGEE CCRREEAATTIIOONN SSPPAACCEE””

KNOWLEDGE CREATION PRACTICES IN THE OFFICE
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