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p-TIPS Keep the wellsprings flowing 
(Saving water)

Most of us are familiar with the 18th century Scottish proverb: “We’ll 
never know the worth of water until the well runs dry.” Although 75% of 
the earth’s surface is covered by oceans, only 0.01% of water resources are 
available for human use. Changes in lifestyles, population growth, increas-
ing urbanization, and climate change are placing greater demands on water 
supplies worldwide. It makes sense to conserve as much of this precious 
commodity as possible and to utilize it in the most productive ways so that 
our well never runs dry. We all know that water should be turned off while 
brushing teeth or shaving and gardens should be watered in the cool of the 
evening to reduce evaporation. American Water & Energy Savers have other 
conservation tips worth considering.

1) Create an awareness of the need for water conservation among your 
children. Don’t let them play with toys requiring a constant water 
stream; teach them to catch rainwater for potted plants or the lawn.

2) Encourage your employer to promote water conservation at the work-
place. Suggest ways your enterprise can use water more productively 
and incorporate useful ones in training manuals.

3) Patronize businesses that practice and promote water conservation. 
This includes using eco-friendly detergents, shampoos, etc. to make 

water reclamation easier and lighten loads on treatment facilities, in 
addition to purchasing water-saving toilets when it’s time to replace 
old ones.

4) Report all significant water losses (broken pipes, open hydrants, etc.) 
to the authorities. Take a good look around your home and business, 
too, to ensure that taps aren’t dripping and pipes aren’t leaking.

5) Encourage your school system and local government to promote a 
water conservation ethic, including tourist awareness programs. The 
more who become involved, the better.

6) Support increased use of reclaimed wastewater for irrigation and 
other uses. Singapore’s NEWater is a successful example.

7) Conserve water because it is the right thing to do. Don’t waste the wet 
stuff just because you’re not paying for it directly, such as while stay-
ing in a hotel.

9) Try to do one thing each day that will result in water saving. Even if 
the amount saved is minimal, every drop counts.

by Michael Manson...............................................

terparts many women are playing a bigger role in paying the family bills. In two-
income families, 25% of the women bring home a bigger paycheck, while the 
1987 figure was 18%.

The impact of women in the economic picture thins out if you consider women at 
the top, either as corporate board members or as top managers. Of the 100 larg-
est publicly traded companies in Massachusetts, only 10% have women CEOs 
and 50% have no women board members. Only 9.2% of the executive positions 
in those companies are held by women. At Fortune 500 companies, 12.4% of 
board seats are occupied by women and the percentage of corporate officer and 
director positions held by women is about 15%.

In politics the “glass ceiling” of the business world is replaced with the “marble 
ceiling.” Despite the heavy news coverage of three women prominent in politics, 
Nancy Pelosi, Hillary Clinton, and Condoleezza Rice, only 16% of the US Con-
gress is female. Only one woman remains on the US Supreme Court. In 1920, 
the year women were given the right to vote, there were no women in Congress. 
Their numbers increased to 10, 11, and 87 in 1950, 1970, and 2007, respectively.

One way to bring more talented women into the US workforce and into leader-
ship positions is to solve the critical issue of childcare in a gender-equal society. 

The US has done poorly in this area. Women in the USA have the highest fertili-
ty rate of any major developed country and very weak family leave policies com-
pared with other developed countries. About 43% of professional women leave 
work voluntarily to attend to their families. This leaves US women in the lurch. 
Recent trends, however, have shown that women may be devising their own solu-
tions: enter the “mompreneurs.” One study showed that women-owned dotcom 
start-ups survived the dotcom collapse far better than male-owned companies. 
Female-led companies increased by 17% from 1997 to 2004, and it is estimated 
that 40% of all privately held companies in the USA are now headed by women. 
It is not surprising to see this strong showing by bright, talented women who are 
eager to be part of an economy running at full speed.

Michael Manson had a long and close association with the APO when he 
was the Assistant Director of the East-West Center’s Institute of Economic 
Development and Politics in Honolulu. He helped to initiate a number of col-
laboration programs between the APO and the East-West Center. Manson also 
served in the Asian Development Bank, and was Director of Communications 
with the State of Hawaii’s Department of Business, Economic Development and 
Tourism. He is presently an educator.
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COMMON SENSE 
TALK

“When a problem comes along, study it until you 
are completely knowledgeable. Then find that 
weak spot, break the problem apart, and the rest 
will be easy.”

Norman Vincent Peale

“Of all the attitudes we can acquire, surely the 
attitude of gratitude is the most important and by 
far the most life-changing.”

Zig Ziglar

“The goal of education is to replace an empty 
mind with an open mind.”

Malcolm Forbes

“One cool judgment is worth a thousand hasty 
counsels. The thing to do is to supply light and 
not heat.”

Woodrow T. Wilson

“News is like food: it is the cooking and serving 
that makes it acceptable, not the material itself.”

Rose Macaulay

“Thought that is silenced is always rebellious. 
Majorities, of course, are often mistaken. This is 
why the silencing of minorities is always danger-
ous. Criticism and dissent are the indispensable 
antidote to major delusions.”

Alan Barth

“The whole problem with the world is that fools 
and fanatics are always so certain of themselves, 
but wiser people so full of doubts.”

Bertrand Russell

“It is but a truism that labor is most productive 
where its wages are largest. Poorly paid labor is 
ineffi cient labor, the world over.”

Henry George

“War challenges virtually every other institution 
of society—the justice and equity of its economy, 
the adequacy of its political systems, the energy 
of its productive plant, the bases, wisdom, and 
purposes of its foreign policy.”

Walter Millis
For order and inquiry on APO publications and videos, please contact the Asian Productivity Organization, Hirakawa-cho 
Dai-ichi Seimei Bldg. 2F, 1-2-10 Hirakawa-cho, Chiyoda-ku, Tokyo 102-0093, Japan. Phone number: (81-3) 5226-3920, 
Fax: (81-3) 5226-3950, e-Mail: apo@apo-tokyo.org

New APO publication

“Management is the art of adapting to the business environment,” states veteran management consultant Dr. 
Soichiro Nagashima. The problem is that the business environment is very whimsical, subject to a range of 
political, economic, technical, and social infl uences, and its changes are not visible to the insensitive eye. 
However, “For individuals, stagnation means death; for a company, maintaining the status quo is equivalent 
to giving up and closing down.”

The storms of changes in markets and business environments present companies with great challenges and 
opportunities. Important determinants of business success in the past, such as economy of scale, can be a hin-
drance when promptly responding to rapid socioeconomic changes. In this new era of the economy of speed, 
managers of fl exible and agile SMEs have increased opportunities to be successful. One strategy is “moving 
in a different direction from others” to “exploit blind spots in a market” in a niche marketing strategy.

Niche marketing is targeting a product or service to a small portion of a market that is not being readily 
served by the mainstream product or service markets. Niche marketing usually refers to SMEs producing 
specialty products or services for a limited segment of the market. “The strategy for seizing a market niche 
requires an understanding of important marketing concepts and strategies based on segmentation,” wrote Dr. 
Nagashima.

Dr. Nagashima has served as an APO expert for some 40 years. He is also the author of two APO bestsellers, 
100 Management Charts (1987), and Corporate Strategies for a Borderless World (1997). This new publica-
tion, Niche Marketing: Sixty Success Stories, introduces examples of mainly Japanese companies that have 
achieved success through visionary insight and creative ideas. Their stories fall into four categories, each 
connected to a different strategy: creating demand leading to new products; using a competitor’s strength; 
turning woe into weal; and expanding sales. Background information and explanations in each part and the 
accompanying strategies provide readers not only with guidelines on how to develop their own strategies 
but also management knowledge. Readers will enjoy the author’s optimism and passion as he presents each 
example with personal details.

The companies introduced are diverse in terms of size and type of industry but all created new ideas for 
unique products and services and satisfi ed newly created demand or needs. Part I, for example, introduces 
JALPAK, which provides combined service from fl ight reservations to local dining arrangements for Japa-
nese tourists in a “total strategy.”

Niche Marketing was originally published in Japanese, and the English translation is published in a shorter 
version to be used in international seminars and management workshops, as number 33 in the APO Productiv-
ity Series. The author hopes that readers realize that similar success stories could occur anywhere at any time, 
especially with the spread of information and communication technology, and that the examples in this volume 
will motivate entrepreneurs and SME managers to act on their own ideas for innovative products and services.

Productivity Series 33

NICHE MARKETING:
60 SUCCESS STORIES
By Soichiro Nagashima

APO  72 pp.   2007
ISBN: 92-833-1723-8  (hard copy)
ISBN: 92-833-7059-7  (e-edition)


