




every companies, not only foreign company but also 

Japanese companies search for people with that skill.” So 

far, he has managed to hire a sales engineer, and two 

applications engineers and a secretary. He’s hoping to lure 

two more engineers in the very near future.

Today, his engineers meet regularly with Japanese 

automakers to offer design proposals. But as Maegawa 

instructs them, the typical sales pitch isn’t good enough 

when trying to crack Japanese companies. “You have to 

know their products, benchmark them, and show how 

yours is better. Japanese customers are looking for 

advanced products, not ‘me too.”

PROFITS ALREADY IN SIGHT

CSA knows better than to expect an immediate payoff

from its commitment to Japan. For one thing, the 

investment so far has been modest—fees, rent, salaries—

and developing relationships takes time.

CSA Japan’s sales-forecast chart shows only tiny blips

for 2008 and 2009. But they will have a noticeable jump 


