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WORLD EYE REPORTS

FRANCE
France embarks on an ambitious reinvention
Since winning last year’s presidential election, Nicolas Sarkozy has embarked on a grand project to overhaul the French way of life with the ultimate objective of
stimulating economic growth, and streamlining government and social institutions.

Despite perceived burdens
that hinder the country’s
growth, France remains a
heavyweight on the global eco-
nomic stage. It is the world’s
fourth-largest exporter of goods
and the fifth-biggest importer.

Attracting more than 79 mil-
lion visitors a year, the country
is also among the top tourist
destinations in the world, with
the capital Paris and the region
of Provence in the south being
consistent attractions.

While France has achieved
decent growth as compared to
its European neighbors in re-
cent years, Sarkozy wants the
country to pull away from the
pack and unveiled various re-
form measures in line with that
objective.

To increase France’s advan-
tages as a business location,
the Sarkozy government wants
to restructure the labor milieu
and tax regime.

One measure meeting the
most resistance is the proposed
change to employment guide-
lines, including the entrenched
35-hour workweek. Sarkozy
wants to give employers great-
er flexibility in hiring and firing

workers, as well as in determin-
ing working hours.

A plan to lower the top rate of

corporate tax from 33 percent
to 28 percent aims to make
France one of the most fiscally
competitive countries in the Eu-
ropean Union.

Sarkozy also wants France to
boost its position as a source of
global investment and destina-
tion of foreign direct investment
(It ranked No. 3 as a recipient of
FDI in 2006). The 20,000 for-
eign companies in the country
produce around 30 percent of
France’s GDP and employ
more than 2 million people.

According to the Invest in
France Agency, more than 650
foreign investment projects are
launched in France every year.

‘‘Since 2006, the Invest in
France Agency managed to as-
sist in the creation of 1,500 jobs
with Japanese investment
alone,’’ adds IFA Ambassador
Philippe Favre.

One important advantage for
France is its central location in
Europe, the world’s largest
market with 493 million con-
sumers. It shares boundaries
with major economies such as
Germany, Italy, Spain and the
U.K.

Located between Northern
and Southern Europe, and
straddled by the Mediterranean
Sea and Atlantic Ocean,
France offers access to a uni-
fied market linked by excellent

infrastructure.
Its highly skilled labor force

and huge investment in R&D

have consolidated France’s
leading position in sectors such
as aerospace, automotive,
pharmaceuticals and energy,
with Airbus and the high-speed

TGV train being flagship com-
panies.

Registering the second-high-
est number of patents every
year, France has maintained its
well-known reputation as a hot-
bed of innovation and creativity.
In fact, the country has the sec-
ond-largest number of science
and technology degree holders
per 100 residents in the EU.

This year, France and Japan
celebrate the 150th anniversary
of diplomatic and trade rela-
tions with both sides looking to
a more productive future.

‘‘The 150th anniversary of bi-
lateral ties is a new momentum
to bring France and Japan clos-
er together. (It is) an opportuni-
ty to campaign for Franco-Jap-
anese relations, promote bilat-
eral trade and investment, and
deepen cultural exchange,’’
says Yutaka Iimura, the Japa-
nese ambassador to France.

‘‘Japanese direct investment
ranks second in France while
France, on the other hand, is
the third-largest direct investor
in Japan,’’ adds Iimura.

Meanwhile, Favre is confi-
dent that the two countries can
expand their partnership.

‘‘In the past, the driving eco-
nomic force was the automotive
sector. But at present, we can
identify more diversity and
more small to medium-size
companies are investing in
France. We are expecting
growth in Japanese investment
over the next few years,’’ he
says.

The areas of Franco-Japa-
nese investment and trade
have been biotechnology,

chemicals, pharmaceuticals,
energy and nanotechnology,
according to Louis-Michel Mor-
ris, CEO of UBI France, the
agency that oversees French
business abroad.

For observers and insiders,
the relationship between the
two countries remains mutually
beneficial because both sides
have similar values about work
and put the same premium on
creativity.

‘‘The main similarity be-
tween Japanese and French
culture is their high craftsman-
ship and strong desire to con-
tinuously produce better
things. A few examples of this
complementary synergy in the
economic sector are opera-
tions such as Nissan-Renault,
Toyota in France, and the co-
operation between Mitsubishi
Heavy Industries and Areva,’’
Iimura points out. x

Kubota leads in innovative technology
Kubota, the Japan-based manufacturer of agricultural and industrial machinery, has come a long way since it established its European organization in France in 1974.

After more than 30 years, the company has expanded its net-
work to nearly 600 distributors across Europe, with France emerg-
ing as the top market. In 2007, Kubota reported whopping growth
of 63 percent in the last three years.

‘‘France is our No. 1 customer in Europe,
with 60 percent of our sales coming from the
French market,’’ says President Satoshi Iida,
who has orchestrated this robust perfor-
mance over the past three years.

Kubota’s range of products includes trac-
tors, riding mowers, mini-excavators and die-
sel industrial engines.

‘‘The company has retained its leading po-
sition in these categories with sales reaching
a turnover of 400 million euros,’’ says Iida,
who plans to expand its core business, com-
pact machinery, to a new category to expand
its markets in France and Europe.

In line with those objectives, the company
recently launched several new products.

‘‘We introduced an 8-ton machine to enter
the midi-excavator market, a 128-horsepow-
er tractor geared toward the agricultural in-
dustry, a utility vehicle — the RTV — that will
open up a new niche, as well as a series of

diesel industrial engines with over 50 horsepower,’’ says Iida.
Safety, comfort and environmental awareness as well as profes-

sional performance remain at the core of Kubota’s innovation and
development strategy.

‘‘All of our engines comply with the most
stringent exhaust-emission regulations,’’
says Iida.

Last July, Kubota participated in an ex-
perimental project in the city of Lyon, where
it unveiled a tractor that ran on 100 percent
biofuel and bio-oil — another example of
how Kubota Europe shows its dedication to
the local community.

Improved customer service is another of
Iida’s objectives. A unified European infor-
mation system (called SAP) was implement-
ed among all European subsidiaries to in-
crease communication and efficiency, and
consequently ensure greater customer sat-
isfaction, including pre- and post-sales ser-
vice.

‘‘We are committed to introducing every
year innovative products that meet Europe-
an standards and to invest in R&D so as to
constantly improve safety, ease of opera-

tion, comfort and most importantly environment conservation,’’
says Iida about his strategy to increase the Kubota brand in Eu-
rope.x
www.kubota.fr
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This year, Japan and France mark an important milestone with the 150th anniversary of
cultural relations between the two countries. The Japanese Institute of Culture in Paris recent-
ly commemorated its 10th year in the French capital.

JEOL France is a leading global supplier of scientific instru-
ments used for research and development in the fields of
nanotechnology, life sciences, optical communication, foren-
s ics and biotechnology. Utilizing its unique technologies, prod-
ucts, services and knowledge, JEOL has helped customers
make significant breakthroughs in product development and
scientific research. www.jeol.fr

The French government’s Web site provides visitors with
the latest news on the country, information about the govern-
ment and updates on major projects. With links to all the
government ministries, the portal has become a valuable re-
source for prospective investors and tourists. w w w.premier-
ministre.gouv.fr

Invest in France Agency aims to position the country as a
highly attractive destination for foreign investment, and as a
regional platform from which to export goods and services. Its
Web site also contains a comprehensive guide to all invest-
ment-related inquiries. www.invest-in-france.org

France Guide is the official Web site of the French Govern-
ment Tourist Office, which provides tourists from around the
globe with information on major attractions and destinations
within the country, train and travel advice, relevant news and
facts about France, as well as weather and hotel booking
information. www.franceguide.com

France has remained the biggest market for Kubota in Europe.
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