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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.
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