
Japanese native and CEIBS MBA 2015 

alum Ichijo Futakawa is the President of 

Nissan Mobility Service and VP of China 

New Business Development at Nissan 

China Investment. We caught up with him to dis-

cuss his work at the Japanese automaker, and the 

current state and future prospects for electric vehi-

cles (EV) in China.

Following nearly 10 years at Toyota, Ichijo joined 

Nissan after completing the CEIBS MBA pro-

gramme. He assumed a new position in China in 

2021, after steadily growing his career to reach a 

highly demanding role spanning business devel-

Electric mobility remains resilient 
amid auto slowdown

opment and operations for mobility service and 

other non-traditional OEM business in the Chi-

nese market.

As a seasoned professional in the auto industry, 

Ichijo notes that although the COVID-19 pandem-

ic presented challenges to global auto sales – dis-

rupting supply and logistics chains and reducing 

consumer demand – the EV market has shown 

positive momentum against the downturn trend, 

especially in China.

“EV is actually progressing, because while the 

pandemic reduced the demand for cars, it didn’t 

stop engineering and R&D efforts. Given the 

fact that “intelligent” EVs require more soft-

ware skills, people could actually work from 

home instead of being on site to test the hard-

ware,” he says.

Recent Chinese government policies aimed at 

stimulating electric mobility have also contributed 

to the growth of EV sales, with the emergence of 

numerous domestic EV makers and start-ups and 

enticing purchase incentives.

“Intelligent EV is a national trend backed by a 

series of supportive policies. The country-level 

strategy means that the government is investing 

more resources in technology, production facili-

ties, talent and the market [...]. If you buy EV, then 

you get a lot of subsidies, and the requirements 

for obtaining an EV license plate are also different 

from traditional fossil-fuel vehicles, which is very 

unique in China,” Ichijo explains.

As with other foreign companies in China, Nissan 

is seeking ways to partner with local market play-

ers to best engage with the country’s auto market. 

One of the ways to do so, Ichijo points out, is to 

work together with leading Chinese autonomous 

driving start-ups, such as WeRide, to achieve win-

win results.

“Our strategy, particularly in China, is that we 
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China, we are not only doing our own develop-
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Experience is essential but being able to listen to others' 

perspectives that challenge your own assumptions is 

equally important.

Stable volumes and forecasts that were the essence of 

the automotive market in the past; are now gone and 

�exibility has become the norm.

“The competitive landscape in the industry is 

completely different now. Stable volumes and 

forecasts that were the essence of the automo-

tive market in the past; are now gone and �Á�H�[�L-

�E�L�O�L�W�\ has become the norm,” Pierre-Yves says. 

Along with unpredictability comes shifting 

market demand, Pierre-Yves admits, as consum-

ers nowadays don’t see vehicles as a symbol of 
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about auto mechanics and became a repairman. 

Meanwhile, Qian started a garment business with 

1,000 RMB from her parents after graduating 

from high school. The two met on a blind date 





businesses will be listed on the domestic capital 

market. On the other hand, investors need to hone a 

more rational understanding of industries and com-

panies to obtain valuable information.

However, there’s a significant information asym-

metry between enterprises and retail investors.

“There’s no investor-facing content service plat-

form in the market,” Li says.


