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Introduction & Overview

2011 is proving to be another challenging year for CEOs worldwide. In the US and Europe, CEOs 
are contending with concerns about sovereign debt, fiscal deficits, high unemployment and weak 
consumer demand; in emerging markets fears abound about inflation and over-heating asset 
markets. But Japan’s twin disaster, the tragic loss of life, homes and infrastructure due to the 
Great East Japan earthquake and Tsunami, and the ensuing crisis at the Fukushima nuclear plant, 
is one of unprecedented scale in an advanced economy. 

This Pulse survey is of the international CEO panel that contributes to PwC’s Annual Global CEO 
survey. We surveyed 201 global business leaders from this panel over a three week period in July 
2011 as part of our on-going monitoring of CEO confidence and opinion. The aim was to gain 
insight into how the events in Japan have affected international business leaders’ confidence in 
Japan, strategic and operational lessons learned, and what Japan needs to focus on for its future 
competitiveness.

The findings indicate that global CEO confidence in Japan remains largely unchanged. Clearly, 
those doing business in Japan have been more affected and have learned more from the events. 
But even those not doing business in Japan have learned from the experience. Many respondents 
focused on the importance of business continuity management, supply chain strategy and more 
long-term strategic tools, such as scenario planning. What was really interesting though was what 
business leaders want to see happen next and how they perceive Japan’s future—and how divided 
they are on this key issue.
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CEOs doing business in Japan are confident about growth over the next 12 months

How confident do you feel in prospects for the revenue growth of your company over the next 12 months?

Very confident

Somewhat confident

Not very confident

Not confident at all

Don’t know/uncertain

Doing business in Japan Not doing business in Japan Values indicate percentage

40

44

42

35

10

18

6

3

2

0

Base: All respondents (52; 145)

Despite the two-speed nature of the global economy, and Japan’s 
own challenges, the majority of respondents are very or somewhat 
confident in their company growth prospects. The confidence levels 
of those doing business in Japan remain robust and comparable to 
the confidence levels of those not active in Japan.

Overall, there is a slight drop in global confidence since our 
Annual Global CEO Survey, conducted in the last quarter of 2010. 
This is perhaps a reflection of the high degree of uncertainty about 
the outlook for the global economy in the second half of this year. 
Still, CEOs from the US and Western Europe are surprisingly 
confident despite the evident threats to their respective recoveries. 

1.  Do CEOs  
expect growth 
over the  
next twelve 
months? 
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CEOs three year growth outlook is confident

How confident do you feel in prospects for the revenue growth of your company over the next 3 years?

Very confident

Somewhat confident

Not very confident

Not confident at all

Don’t know/uncertain

Doing business in Japan Not doing business in Japan Values indicate percentage

58

52

31

41

7

5

0

0

4

2

Base: All respondents (52; 145)

CEOs are predominantly positive in their longer-term revenue 
growth outlooks for global economy overall, despite the disaster in 
Japan. Almost sixty percent of those doing business in Japan say 
they are very confident, thirty one percent are somewhat confident. 
Those not active in Japan appear to be slightly more cautious, with 
only just over half saying they are very confident and forty-one 
percent somewhat confident. 

2.  How  
confident  
are CEOs  
about the  
next three 
years?



6 Post 3.11 Japan: Global Community’s Perspective

Those doing business in Japan were largely affected in their operations

Please indicate whether the events in Japan—including Tohoku earthquake/tsunami, the Fukushima nuclear incident, and the government’s 
subsequent disaster response and communications—have affected your business in any of the following ways?

Doing business in Japan Not doing business in Japan Values indicate percentage

38

6

52

4

63

6

29

9

25

12

Had a direct negative impact on revenue growth

Disrupted operations in and around Tohoku
(either your own or your supplier’s operations)

Disrupted operations within Japan
(either your own or your supplier’s operations)

Disrupted operations outside of Japan
(either your own or your supplier’s operations)

Altered longer-term market opportunities

Base: All respondents (52; 145)

Not surprisingly, those doing business in Japan were most affected 
by the impact of the events on their revenues and operations.  
The disruptions to power supply and to the mobility of goods and 
people touched all industries, not just manufacturing, though that 
sector was probably the most affected. Over sixty percent of 
respondents doing business in Japan reported that their operations 
or those of their suppliers were disrupted. Respondents also 
reported disruptions outside of Japan, 29% and 9% of those active 
and not active in Japan respectively—a reminder of how risk 
management strategies need to develop resilience across the whole 
of the supplier network. 

3.  How have  
companies  
been affected  
by the March 
2011 disaster 
and ensuing 
events?
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The event have made some reconsider their supply chain strategy and logistics

Please indicate whether you plan to make any of the following supply chain-related changes in reaction to what has been learned from the 
events in Japan?

Doing business in Japan Not doing business in Japan Values indicate percentage

21

12

23

9

Change supply chain strategy
(e.g., inventory levels, supplier collaboration)

Change supply chain logistics
(e.g., location, timing, redundancy)

Base: All respondents (52; 145)

Many business leaders responded saying they do not plan to change 
their supply chain strategies. However, approximately a fifth of 
those active in Japan and a tenth not active, say they are planning 
changes to their supply chains. This is a smaller number than we 
might have anticipated in weeks following the disaster, when 
certain industry sectors, in particular electronic and automobile 
parts manufacturers, appeared strongly affected. Those companies 
that are adjusting their strategies are planning changes that should 
help build more resilient supply chains; for example, by adjusting 
inventory levels and improving supplier collaboration to better 
manage delays or shocks. Changes to supply logistics, looking at 
the location of suppliers, avoiding over-dependence, and increasing 
redundancy in supplier networks, are also areas that business 
leaders see as critical to managing future disruptions. 

4.  How are CEOs 
adjusting 
supply chain 
management?
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Companies, whether active or not in Japan, identified two main 
action items from a menu of strategic planning tools: short-term 
demand forecasts and scenario planning. This combination of 
short-term responsiveness and horizon scanning through scenarios 
could be powerful for companies everywhere as they have to 
manage higher levels of uncertainty and a more interconnected 
global business environment. 

5.  What have  
been the  
lessons for 
strategic 
planning?

CEOs are reassessing the near-term and thinking more long-term

Please indicate whether you plan to make any of the following changes to your strategic planning processes in reaction to what has been 
learned from the events in Japan?

Enter/exit new markets

Enter/exit new businesses

Change market positioning
(e.g., pricing)

Reassess short-term
demand forecasts

More scenario planning

Doing business in Japan Not doing business in Japan Values indicate percentage

8

11

8

9

10

10

31

21

48

35

Base: All respondents (52; 145)
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Despite the dramatic nature of the events in Japan and their 
continuing consequences, well over half of all respondents stated 
that their confidence in Japan remained unchanged. However, 
nearly a third of those doing business in Japan signalled a decrease 
in confidence. Clearly, the proximity to the events, or their direct 
impact on that group, have left a mark. For some respondents it 
appears that the events actually increased their confidence level. 
We surmise that this may be because of the Japanese people’s 
perceived resilience in the face of such an event. Equally, Japan’s 
disaster preparedness and response capacity surpasses that of other 
countries that have experienced major natural catastrophes in 
recent years. 

6.  How confident 
are CEOs in 
Japan after 
the recent 
events?

Most CEOs say their confidence in Japan is unchanged

Please specify how the events in Japan, have altered your confidence in doing business in Japan, either now or in the future?

Increased confidence

No change in confidence

Decreased confidence

Don't know/uncertain

Doing business in Japan Not doing business in Japan Values indicate percentage

2

11

67

58

31

18

0

13

Base: All respondents (51; 141)
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For those doing business in Japan, the four priorities competed for 
the top of the list. Improved economic policies and fiscal deficit 
management was their first choice; a clear energy policy that 
supports energy security and more timely and accurate govern-
ment communication tied for second, followed closely by political 
stability and leadership. For those who do not do business in 
Japan, energy security topped the list, followed by government 
communication and economic policy. These are all issues that have 
come to the fore since March. Political leadership and stability, and 
fiscal deficit issues pre-date the crisis but have become even more 
acute because of it. There is the biggest divergence in responses  
(a difference of 20%) between those doing business in Japan and 
those not doing business in Japan on the issue of political leader-
ship and stability. This may suggest that those not active in Japan 
are less concerned by its political environment or just less attuned 
to Japanese politics over the past few years.

What is interesting about these results is that areas critical to 
business success and future competitiveness, such as skills avail-
ability, the importance of sustainability, and the need to address 
the impact of an ageing, shrinking population, do not feature as 
highly among business leaders’ priorities. These issues were not 
ignored but the fact that few respondents ranked them within the 
top three may indicate a form of risk myopia on the part of CEOs. 
They are all long-term issues, strongly linked to fiscal concerns 
and Japan’s image as a leading economy. Business—and govern-
ment—leaders must understandably focus on the risks they face 
today, but failure to pay attention to longer-term, or more slowly 
evolving issues, can result in even greater risks in the future.

7.  What do CEOs 
see as critical  
to business 
confidence  
in Japan?

CEOs are clear about what Japan needs

Please select, in order of preference, the three most important issues that Japan needs to address in order to increase your confidence 
when doing business in Japan, either now or in the future? Percentage of respondents who ranked each statement 1, 2 or 3

More timely and accurate government communication

Clear energy policy that supports energy security

Political stability and leadership

Regulatory oversight of risk management and
governance systems

Tax reforms and incentives

Availability of key technical and function skills
in the workforce

Availability of key cultural and linguistic skills 
in the workforce

Policies and practices to address impact of an ageing,
shrinking population

Policies and practices that support environmental
sustainability

Economic policy, inlcuding managing fiscal deficits

Doing business in Japan Not doing business in Japan Values indicate percentage

38

32

38

33

36

16

28

22

14

9

4

8

10

4

28

14

22

25

40

27

Base: All respondents (51; 141)
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Asking CEOs to look at the bigger picture for Japan prompted a 
somewhat divided response. 52% of those doing business in Japan 
see Japan’s future competitiveness declining, even having over-
come this crisis. Additionally, 10% of those doing business in Japan 
are more pessimistic. They think it will be difficult for Japan to 
re-emerge in the foreseeable future as an economic and political 
power. On the other hand, 45% of those not active in Japan do see 
Japan re-emerging as a strong economic and political power.

The divide in the responses to this question suggests that, as 
Japan’s leaders manage the immediate risks, they should also seek 
to maintain and enhance Japan’s global brand and its attractiveness  
to business. The message from these preliminary findings may be 
that this is a moment in which Japan can leverage the international 
business confidence it still commands by including business leaders 
in the process of restoring competitiveness.

8.  How do CEOs 
perceive 
Japan’s 
future?

CEOs are divided about Japan’s future prospects

Please select which of the following statements best reflects how you see Japan coming out of the recent crisis?

Doing business in Japan Not doing business in Japan Values indicate percentage

38

45

52

39

10

8

0

8

Japan will overcome this crisis quickly
and will re-emerge as a strong
economic and political power

Japan will overcome this crisis, but it will
lose global competitiveness gradually

It will be difficult for Japan to re-emerge
in the foreseeable future as an
economic and political power

Don't know/uncertain

Base: All respondents (50; 132)
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Research methodology 

PwC’s global survey panel is comprised of CEOs or equivalent senior executives from the top 
companies in each country. In large economies, the survey includes only companies with 
revenues of more than US$50million, and aims to have 25% of responses coming from companies 
with over US$1billion in revenues. To ensure global representation, the criterion is revenues 
of more than US$10 million for companies in smaller economies. The panel covers a spread of 
industry sectors but excludes the public sector, state-owned companies and direct competitors  
in professional services. 

This survey is the first CEO pulse survey undertaken with the PwC International CEO Panel.  
This panel was developed with respondents from the 14th Annual Global CEO Survey (which 
took place in late 2010) and consists of 783 members across the world. All panel members were 
invited to participate in a short on-line survey implemented by PwC’s International Survey Unit. 
The survey was open for a period of 3 weeks and during this time we received a total of 201 
completed surveys, equating to a response rate of 26%. The survey took place between 29th June 
and 18th July 2011. The survey comprises CEOs from across 53 countries.
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