
JAPANESE COMMUNITY IN NORTH TEXAS 

 
QUICK OBSERVATIONS 

 

Country/region of origin Japan 

Population (community leaders) 5,000 

Population (Census 2000) 3,880 

Main reasons for migration International marriage, work transfer 

Years in this region 1-5 years 

Primary areas of residence Carrollton, Irving, Plano, Coppell 

General level of education Some college, graduate degree, medical doctor 

certification 

Employment Professional, scientific, technical, management, 

many work for Japanese companies 

Principal religions Taoism, Shintoism, Buddhism, Confucianism 

Languages Japanese 

Media (newspaper or radio)  

Community newsletter  

Cultural organizations Approximately 5, plus a Japanese Saturday school 

 

Approximately 500 families in Dallas or 5000 individuals across the Metroplex   are Japanese citizens.  

They are relatively new arrivals, most of who were sent for short-term projects by their Japanese 

employers.  Only a few members of the DFW Japanese community have married non-foreigners, and have 

become American citizens or residents.  Japanese expatriate workers are of the highest educational 

background, and are normally sent to Dallas with their families.  They plan to return to their country at the 

end of their job assignment. 

 

In order to maintain their children’s Japanese language skills and prepare them for the national exams that 

will permit them to enter university, 28 years ago the Dallas Japanese Association established a Saturday 

school.  Currently, two full time administrative employees are employed, with the school’s principal sent 

by the Japanese government, and approximately 30 additional local teachers are hired to teach the 300 

students.  The Japanese School is a primary unifying factor that brings together individuals of both sexes, 

as fathers participate actively as volunteers in the school.  Traditional Japanese women, whose English 

skills are weak, are often shy about mixing with mainstream cultural groups. 

 

North Texas Japanese immigrants and expatriates feel an extraordinary sense of cultural solidarity.  They 

continue to self-segregate, and their well-organized Japanese cultural events are not usually publicized 

outside their community.  The principal Japanese organizations are the Japanese Women’s Association, the 

JWA Taiko drummers, the Origami Society.  The Japan American Society, with a stronger non-Japanese 

membership, was developed to bridge the gap between the rather insular ethnic community and those 

businesses and civic groups who share common interests. 

 

OTHER SOCIAL CHARACTERISTICS 

 

Age distribution Primarily young adults and middle aged 

Percentage of men and women 50% men, 50% women 

Ties to country of origin Nuclear family, close relatives and business partners 

remain, phone relatives weekly 

Frequency of travel to country of origin Every 6 months to a year, business trips to Japan 

Estimate of undocumented Less than 5% 

 

 
Material Source: DFW International 
aweiss@airmail.net 

mailto:aweiss@airmail.net


OUTREACH STRATEGIES 

 

Welcome new Japanese families to the area 

While this study shows 50/50 male/female ratio, it has not proven true statewide.  Women’s organizations 

that will reach out to Japanese women teaching English would be welcomed.  Most males work in high tech 

or highly educated occupations, while the women are often more isolated and want fellowship with each 

other. 

Strategies to reach males are more difficult.  We have excellent Japanese leadership, however, who are 

available for consultation. 

Work with Japanese students on college campuses may also be most effective 

 

HOW DO YOU OPEN THE DOOR TO CONVERSATIONS ABOUT FAITH? 

 

Share your everyday relationship with God…answered prayers, Scriptures that comfort 

Ask about how needs are met through their faith…loneliness, courage, direction 

Offer to pray for their needs 

Give books/videos that tell a faith story 

Discover their interests and find Christians in that field to share their story 

Look for Bible stories or principles that teach a value they respect. 

Men’s business lunches or breakfast 

 


