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President | Update

Jay Ponazecki     jponazecki@accj.or.jp

MAKING A DIFFERENCE

I 
hope you were able to enjoy the holidays and that you began 
2015 filled with optimism. After hiking in Tasmania’s Walls 
of Jerusalem National Park and in Australia’s largest cool 
temperate rainforest, the Tarkine, I am back in the saddle 
energized and with a reaffirmed commitment to each of 

you to tirelessly find ways to further enhance the value of your 
ACCJ membership. I look forward to speaking with many of you 
at the shinnenkai in Tokyo on January 16, in Kansai on January 22 
and in Chubu on January 23, and to receiving and acting on your 
terrific ideas for the Chamber throughout the year.

Congratulations Laura Younger
I am very pleased to introduce the new ACCJ Executive Director, 
Laura Younger. We are very excited to have Laura at the helm 
leading the Chamber into a new era of further growth and even 
greater service to members—drawing on her intimate knowledge 
of the organization, her successful management of the ACCJ’s 
financials and operations, her contributions to membership 
growth and her strong and growing external presence in the wider 
business community.

Laura has contributed to the Chamber for over 10 years, serving 
as the Deputy Executive Director for the past five-and-a-half years 
and previously as the Membership Services Associate Director 
and the Programs Development Manager. Prior to joining the 
Chamber, Laura was a Human Resources Director in the private 
sector. Laura has, among other things, helped increase the 
numbers of our corporate sustaining members and our female 
members, made hard decisions when cost cutting was required 
and oversaw the Chamber’s very successful USJC-ACCJ Women 
in Business Summit last May.

This concludes a robust five-month search for Sam Kidder’s 
successor. Laura was the leading applicant out of 59, including 
candidates with US government, trade association, NPO, chamber 
of commerce and private sector experience. I would like to 
thank Vicki Beyer, Jack Bird and Chris LaFleur for serving with 
me on the search committee, and Tom Clark, Andy Conrad, 
Debbie Howard, Eric Sedlak, William Swinton and Jim Weisser 
for participating in the final round of in-person and telephone 
interviews of the final candidates.

Please join me in congratulating Laura and supporting her as 
she transitions into her new role.

Thank You for Your Generosity
The pioneer spirit of the Wild West included a generous 
commitment to one’s community. Thank you for embodying 
that spirit in your tremendous support of the 2014 Charity 
Ball. With nearly 400 attendees participating in the silent 
and live auctions and purchasing raffle tickets, as well as 
72 generous sponsors, we were able to raise ¥10.4 million 
for charity. Less than two weeks after the Charity Ball, we 
distributed ¥2 million to the YMCA–ACCJ Ohisama Camp, 
¥2.25 million to the Mike Makino Fund for the Homeless 
and ¥1.5 million each to JKSK, Smiling Hospital Japan and 
the Taylor Anderson Memorial Fund. Any residual amount 
will be donated to the ACCJ Community Service Fund so 
that further contributions can be made to local charities with 
emergency needs throughout the year. 

Photos from the event can be seen at: 
www.accjcharityball.org/2014-charity-ball/

Congratulations Kumi Sato
Last month the Board of Governors named Kumi Sato as 
ACCJ Chairman Emeritus, in recognition of her 27-plus 
years of outstanding service to the Chamber. Among her 
contributions, Kumi has:
(i)      Served as a Governor (1997-2002; 2010), Vice President 

(2003-2006; 2008-2009), Chamber Chairman (2011-2012), 
Special Advisor (2007), External Affairs Committee Chair 
(1995-1996), Japanese Membership Recruitment Task Force 
Co-Chair (2003-2004) and Leadership Forum Co-Chair (2010), 

(ii)    Made significant contributions to core advocacy position 
papers such as the 2010 growth strategy white paper, 

(iii)   Pioneered the Chamber’s corporate social responsibility 
(CSR) efforts by chairing the CSR Task Force in 2006 and 
overseeing the drafting of the Chamber’s first CSR white 
paper, “Conscientious Commerce,” which resulted in the 
establishment of the Chamber’s CSR Committee (now the 
Sustainability Committee) and the start of the Chamber’s 
ongoing CSR-related activities, and 

(iv)   Championed many advocacy positions (including those related 
to labor, diversity and Womenomics) on behalf of the Chamber. 

Please join me in congratulating Kumi and thanking her for 
setting such a fine example of the true meaning of volunteerism. •
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Editor | Learning

Brandi Goode  
brandi@custom-media.com

D
iversity and education 
are reigning themes in 
our January issue of the 
ACCJ Journal—as well as 
diversity in education.

Last month I had the pleasure 
of interviewing the US Embassy 
in Tokyo’s second-in-command, 
Jason Hyland (see page 12). I am 
fascinated by the stories of career 
diplomats, and perpetually in awe 
of these individuals’ linguistic 
abilities. Success in the field requires 
a commitment to educating oneself 
on more than just language, and the 
trajectories of diplomats present 
a vocation as diverse as anyone 
could hope for.

Deputy Chief of Mission Hyland 
is a person who can at once be 

intimidating yet disarming. He 
reminds us that cultural education 
is ongoing outside of classrooms, 
as evidenced by his love of 
literature, films, and yes, even NHK 
morning dramas.

The written word
The role of literature in cultural 
edification is also taken up in this 
month’s Cool Japan column (see 
page 42). When readers in other 
countries are asked about famous 
Japanese authors, one name is 
likely to recur: Haruki Murakami. 
Though audiences at home have 
often criticized Murakami’s works 
as being particularly “un-Japanese,” 
he is the one author who has truly 
captured audiences outside Japan. 

In November, he became the first 
Japanese to accept Germany’s Welt 
International Literature Award, 
further proving his international 
appeal. In his acceptance speech, 
Murakami spoke about the many 
“walls” that serve as barriers to 
human interaction, referencing 
the Berlin Wall of the past and 
the current political “wall” Hong 
Kong protesters are struggling to 
overcome. Murakami’s message 
and global presence demonstrate 
that diplomatic service does 
not necessarily entail an 
embassy posting. 

Best of US–Japan
Diversification surfaces in our top 
story (see page 14), which covers 
Japanese companies seeking new 
partners and clients overseas. This 
is good news for US companies, as 
financial backing from a Japanese 
entity usually implies a long-term 
commitment. Although Japan’s 
import-oriented businesses—and 
those of us who frequently travel 
abroad—continue to bemoan 
the weak yen, this doesn’t seem 
to interfere with domestic firms’ 
appetite for expansion. 

A stronger Japanese presence 
in US business can have mutually 
positive repercussions. I attended 
the December luncheon honoring 
the 2013 ACCJ Person of the Year, 
Toyota Motor Corp. Honorary 
Chairman Fujio Cho. In his spirited 
and humorous presentation, 
Cho described several nuggets of 
knowledge he had gleaned from his 
fellow US managers, while workers 
at the company’s Kentucky plant 
praised the Toyota kaizen method 
of continuous improvement. He 
called the US plant an example of the 
best of the United States and Japan 
coming together. 

In Cho’s words, the most successful 
people are those who are good at 
learning from others. Here’s to a new 
year of diversified learning. •

BREAKING 
DOWN WALLS

The most 
successful 
people are 
those who 
are good 
at learning 
from others.
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E
nglish novelist and travel writer 

Bruce Chatwin (1940–89) can 

be credited with giving the 

Moleskine brand its seemingly 

obscure name in the late 20th century. 

The handy, pocket-sized notebooks, 

called carnets moleskines in their 

native France, were his accessory of 

choice when recording the details 

of a scene while travelling, accounts 

that would later be fodder for his 

prizewinning novels. 

custom for custom
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“To lose a passport was the least 

of one’s worries: to lose a notebook 

was a catastrophe,” Chatwin mused. 

A small French bookbinder ceased 

production of the notebooks in the 

mid-1980s, and the present-day 

Moleskine brand was born in Milan 
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legacy of great artists and thinkers, 

who used the brand’s predecessor 

notebooks to capture their words, 

images and ideas. 

contact Megumi okazaki:   

megumi@custom-media.com   

03-4540-7730

Pablo Picasso and Ernest Hemingway 

figure among the creative icons who 

wouldn’t be caught in a café or crosswalk 

without their little black books. 

Today, Moleskine is a brand built 

on creativity and mobility, and now 

companies in Japan can become a part 

of that legacy.

in 92 countries and 24,000 points 

of sale, Moleskine is an aspirational 

global brand. 

Large-size (13cm x 21cm) customised 

notebooks are available at nearly 40% off 

Japan retail prices, with a minimum 

order of 300. Have a notebook made for: 

•	 Special	events,	such	as	

product launches

•	 Training	and	development	tools

•	 Corporate	and	holiday	gifts

•	 Loyalty	and	incentive	programmes

MoleskinAd.indd   3 8/5/14   9:57 AM



W
hile linguistic ability is 
highly desirable for all 
diplomatic posts, for 
Deputy Chief of Mission 
Jason Hyland, language 

is a passion. Now in his fifth posting 
in Japan, Hyland serves as the 
second in command at the Embassy 
of the United States in Tokyo.

“Even after all these years, and 
all the many other aspects of Japan 
that are so appealing, I remain 
completely fascinated by this 
marvelous language,” he told the 
ACCJ Journal in an interview.

ACCJ Journal: What drew you to 
Japan and has ultimately brought 
you back so often? 
Hyland: While I was studying 
at Berkeley, I decided to take a 
Japanese course, even though I 
had had no prior connection with 
Japan. That class literally changed 
my life, and led to many of the 
decisions that followed, including 
taking a break after graduation to 
spend a year in Japan, and studying 
at Stanford University’s Inter-
University Center for Japanese 
Language Studies. From there I 

Interview | Embassy

A DIPLOMAT AND A SCHOLAR
Deputy Chief of Mission Jason Hyland

By Brandi Goode

Though Japan has featured 
prominently in his diplomatic career, 
Hyland’s assignments have been vast 
in both their geographic focus and 
mission scope. From Azerbaijan to 
Guatemala, and most recently his role 
with the Combined Joint Task Force – 
Horn of Africa, Hyland has had ample 
opportunity to indulge his love of 
languages while serving his country. 

A scholar, film buff, and avid reader 
with a deep reverence for culture, 
Hyland is optimistic about what 
lies ahead for this country and US–
Japan relations.

Hyland has been in his current post since July 2014.
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went on to study international 
relations at The Fletcher School of 
Law and Diplomacy and to join the 
Foreign Service. 

   
What has been your most 
formidable role thus far?
Serving as Provincial 
Reconstruction Team Leader 
in Mosul, Iraq, during the 
Surge in 2007–'8 was definitely 
challenging. I developed a deep 
appreciation for the Iraqi people. 
We did a number of projects in 
collaboration with Iraqis in Ninewa 
Province, including restarting Hajj 
(pilgrimage to Mecca) flights—a 
dream for Muslims in that region—
after more than a dozen years.

How has your time abroad 
shaped your hobbies?
Language has remained a 
passion for me. I remember 
fondly studying Ukrainian in 
Kiev and enjoying that beautiful 
language—especially its rich 
literary traditions—and studying 
Azerbaijani, which is close to 
Turkish. It was interesting to see 
how aspects of Azerbaijani speak 
to the linguistics of Japanese. 
There is something intriguing 
about looking at the first page of a 
textbook in a completely unfamiliar 
language and discovering a new 
world of thought.

I am also a great fan of films, and 
was pleased to discover that my 
cable service includes 24 hours of 
Japanese classics. The old classics 
are great, but I am especially drawn 
to more recent Japanese films that 
give insight into changing Japanese 
society and prevailing ways of 
thinking, namely films from the 
1970s or later. Stories that provide 
background on people and places 
are intriguing. For example, I 
recently saw a film from 2007 called 
Bizan, set in Tokushima City. 

I enjoyed learning more about that 
area’s history and traditions. 

What is the greatest achievement 
in your career to date?
I played a small role in Project 
Sapphire, a once-secret, now-
declassified project to move to the 
United States 600 kilograms of 
highly enriched uranium from a 
remote and less-than-secure site in 
Kazakhstan. The project is marking 
its 20th anniversary, and I was 
proud to be part of an international 
collaboration that made the 
world safer.

I was also proud to be part of the 
first US Embassy team that entered 
Kobe after the Great Hanshin 
Earthquake in 1995. When the 
2011 Great East Japan Earthquake 
occurred, I was Deputy Chief of 
Mission in Canberra, Australia. 
I immediately put up my hand 
to help, but there were already 
many volunteers, and my duties in 
Australia made it difficult for me to 
leave for an extended period. My 
heart goes out to all who suffered 
in that tragedy, including the many 
people who are still endeavoring 
to recover.

 
What diplomatic skills do you feel 
translate best to business?
If you are going to operate 
effectively in a foreign environment, 
you need to have a deep 
understanding of the culture and 
history, how people think, and 
what matters to them. The same is 
true whether you are a diplomat or 
a businessman.

This also applies to contemporary 
matters. I am a devoted watcher 
right now of NHK’s morning drama 
Massan, as this keeps me in contact 
with daily life. Watching that 
program, I’m sharing the experience 
with thousands of Japanese citizens 
and developing a mutual point 

Interview | Embassy

We should 
rededicate 
ourselves 
to working 
closely in 
all fields, 
particularly 
in the areas 
of science 
and research 
collaboration.

of reference. I think that cultural 
appreciation is absolutely essential.

What are your hopes for the future 
of US–Japan ties?
I am constantly amazed by how 
natural and enduring is the 
friendship between Japanese 
and Americans, even though we are 
different in so many ways. Maybe 
those differences, which have 
emerged against a background of 
trust further developed over the 
last 70 years, are what make our 
relations so dynamic. 

I think we should rededicate 
ourselves to working closely 
in all fields, particularly in the 
areas of science and research 
collaboration. During my time here, 
I’m committed to strengthening 
these partnerships, as both 
Japan and the United States are 
so technologically advanced. 
Together we can make meaningful 
contributions to the world. 

What is your message to foreign 
businesses here and US firms 
looking to the Japanese market?  
I would say that this is the world’s 
third-largest economy with an 
ambitious vision for being even 
more international, a country with 
the rule of law and democratic 
values. Compared to when I first 
visited, Japan has become more 
global in its attitude toward doing 
business with foreign partners. 
Societal factors such as employment 
structure are also changing, and 
we’ll be looking into even more 
transitions in this area. The links 
between American and Japanese 
businesses are stronger than ever.

Japan is going to be a crucial part 
of Asia’s exciting future, and I hope 
American businesses—whether they 
have international experience or 
not—will all take a serious look at 
this market. •
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Cover Story | M&As

Japan firms snap up US partners  
to grow sales and boost expertise 

Custom Media

J
apanese corporations are 
conducting forays into the US 
market, buying up some big 
names in America across a 
wide cross-section of business. 

From SoftBank Corp.’s purchase 
of Sprint Corp., to pharmaceuticals 
giant Daiichi Sankyo Co., Ltd. 
paying $410 million for Ambit 
Biosciences Corp., and Ajinomoto 
Co., Inc. investing $800 million in 
Windsor Quality Holdings LP, there 
is clearly a new-found interest in 
gaining assets to increase Japanese 
companies’ footprints in America. 

But these are not the spontaneous 
splurges of the 1980s, often seen as 
spends on acquisitions that were 
more trophies than investments. 
Many of the Japanese companies 
that had sunk billions into the US 
market soon found themselves 
haunted by many of those deals, 
such as Mitsubishi Estate’s $400 
million purchase, in 1989, of the 

iconic Rockefeller Center complex 
in New York.

This time around, it is apparent 
that the lessons of those heady 
but ultimately costly days have 
been taken to heart in Japanese 
boardrooms. 

“My impression is that the 
circumstances and approaches are 
different today. These deals are 
driven by a coherent strategy, not 
by currency arbitrage or hubris,” 
Paul Ford, a partner in KPMG’s 
Transactions Services Group in 
Tokyo, told the ACCJ Journal. 
“These transactions are well thought 
out from a business enhancement 
perspective, more so than what was 
going on 25 years ago,” Ford said. 

“The level of sophistication and 
professionalism going into these 
deals is very high,” added Ford, 
who has been closely involved in a 
number of trans-Pacific transactions 
for Japanese clients. “The mergers 

and acquisitions teams at companies 
like Rakuten and SoftBank are 
world-class and can compete globally 
with just about anyone.” 

Ford pointed to one particularly 
symbolic arrangement as being 
indicative of the strength of Japanese 
deal-making in the United States. 
On April 30, Suntory Holdings Ltd. 
announced that it had completed the 
acquisition of all outstanding shares 
in Beam Inc., the company behind 
the 219-year-old Jim Beam brand of 
bourbon whiskey.

The deal created the third-
largest company in the world in the 
premium spirits market. The new 
entity—Beam Suntory Inc.—is based 
in Deerfield, Illinois, and headed by 
Matt Shattock, who was the CEO of 
Beam from 2009.

Shattock immediately made it clear 
that the new company is looking for 
further international expansion. 

“By combining the 
world leader in bourbon 
and Japan’s leading 
spirits company, we 
have created a stronger 
global business with an 
even better premium 
portfolio,” Shattock 
said in a statement. 

“We will be 
focused on 
continuing our 
momentum, 
growing in 
developed 
and emerging 
markets, 

Left: Windsor 
Quality Holdings 
LP President 
Greg Geib (left) 
and Ajinomoto 
Co. President 
Masatoshi Ito at a 
news conference 
to announce their 
merger.

Right: Yamazaki 
Sherry Cask 2013 
was named best 
whisky in the world 
in November 2014.

Global 
Ambition
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Cover Story | M&As

and building on our combined 
strengths,” he added. “Those 
strengths include a dynamic 
portfolio across key categories, 
powerful routes to market, and 
passionate people.”

The executives of Suntory are 
equally delighted. The Japanese 
producer is behind the Yamazaki 
Sherry Cask 2013 whisky, which 
was recognized as the best in the 
world by the World Whisky Bible in 
November 2014.

“Since its founding, the Suntory 
Group has always shared the spirit 
of yatte minahare (go for it) in 
taking on new challenges, creating 
new opportunities, and living our 
corporate values,” said Nobutada Saji, 
president and chairman of Suntory.

“Beam’s heritage of over 200 years 
is also characterized by a spirit of 
entrepreneurialism, creativity, and 
courageous decisions that exemplify 
the same yatte minahare spirit,” 
he added. 

Hasumi Ozawa, a spokesperson 
for the company in Tokyo, said the 
group’s portfolio will be “unmatched 
throughout the world” and will 
allow Suntory to achieve further 
global growth.

“The US spirits market is big 
and growing, according to the 
international wine and spirit 
organization, so that makes it 
attractive for us,” Ozawa told 
the Journal, adding that Beam 
operates an advanced research 
and development program “and 
they value quality and innovation, 
as we do.”

E-commerce ventures
And, while Suntory has purchased a 
single big-name brand, Rakuten Inc. 
is snapping up a US-based series of 
companies that share synergies with 
its own core business.

Over the past 18 months, 
Japan’s e-commerce and Internet 
behemoth—the largest of its kind 
domestically, and among the 
biggest in terms of sales in the 
world—has acquired US-based 
logistics company Webgistix, 
global video streaming service Viki, 
purchase-history data aggregator 

Slice, and leading membership-
based, online, cash-back site 
Ebates Inc. 

Rakuten Marketing, meanwhile, 
has acquired Data Analytics Engine 
from Product Feed, and deals 
content aggregator PopShops.

James Bell, of the company’s 
public relations department, said 
the following about the acquisitions: 
“As well as being strong individual 
brands themselves, these companies 
offer services that complement 
our own, and provide us with 
opportunities to strengthen and 
develop our e-commerce and 
content offerings not just in the US, 
but globally.

“These acquisitions allow us to 
expand our operations into the US, as 
well as strengthen our global services 
by integrating the technology, 
experience, and know-how held by 
each company into our businesses.” 
Bell also hinted that further deals are 
planned for the years ahead.

“The US has a history of 
entrepreneurship, and we see a lot 
of innovation coming from the 
country,” he said. “This makes it very 
attractive for investment. 

“In fact, along with Israel and the 
Asia–Pacific, the US is one of the 
main focus areas of our corporate 
venture capital fund, Rakuten 
Ventures.”

New competitor: private brands
Roy Larke, a professor of 
international marketing and 
Japanese business at Tokyo’s Rikkyo 

University, and a senior lecturer at 
New Zealand’s Waikato University, 
said that Japanese companies 
are seeking a larger market to 
play in, as well as new research 
and development opportunities. 
They are seeking allies because they 
are aware that few domestic firms 
have successfully made the leap on 
previous occasions, he explained.

“Japanese companies excel 
at R&D and other systematic 
disciplines,” he said. “Marketing, 
speaking very generally, is a different 
matter. At home, within the cultural 
norms of Japan, there are some 
companies that excel in marketing, 
but there are few that stand out. 

“In particular categories—
beverages, toiletries, chilled desserts, 
for example—there are a few big 
players at home who are all heavy 
marketers, but none of them are 
particularly skillful or innovative,” 
he added. “This weakness has been 
a major issue whenever they’ve 
been overseas.”

That makes the brand, and the 
marketing know-how that comes 
with it, the overriding factor in 
such deals.

“Lastly, these companies are 
beginning to be squeezed at home 
by the introduction of private 
brands—and this will boom in the 
coming years,” he said.

Aeon and Seven & I both confirm 
that between 12 percent and 
15 percent of their sales are derived 
from their own brands; in some 
categories, the proportion is much 
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“The US has 
a history of 
entrepre-
neurship, 
and we 
see a lot of 
innovation 
coming from 
the country.”
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higher. These companies will be 
aiming for between 40 percent and 
50 percent of total sales from private 
brands in the medium term.

“At that point, even today’s biggest 
makers will need to have really 
powerful brands and marketing 
messages to command shelf space,” 
warned Larke.

There is still risk attached to 
overseas acquisitions, however, and 
SoftBank Corp. was forced to slice 
about $1 billion off its annual profit 
forecast in early November. The 
primary reason behind this is the 
poor performance of Sprint Corp., 
the US carrier it purchased for 
$22 billion in 2013, which has been 
losing customers in droves. 

Masayoshi Son, chief executive of 
the Japanese parent company, has 
plans to turn SoftBank into a global 
mobile media powerhouse, but its 
second-quarter operating profit for 
2014 fell 23 percent year on year. 

Speaking to reporters in Tokyo at 
the announcement of the company’s 
figures, Son admitted, “Sprint’s battle 
will be long and tough, and it’s not 
something that can be fixed in a 
short time.”

He insisted that the focus is 
on Sprint’s long-term business 
potential and that there are already 
indications that management is 
turning around the losing streak. 

Waning domestic market
“There is continued strong appetite 
among Japanese firms to invest 

The other side of the coin for 
domestic firms is the declining 
Japanese population and, hence, 
a shrinking home market. 

“In a growing number of sectors, 
the marketplace is global, and 
Japanese companies know they 
have to operate on that scale to be 
successful over the long term,” Ford 
said. “Logically, they have to expand 
their global footprints to compete 
effectively.”

The United States remains an 
attractive destination.

“The US is a natural fit for 
Japanese companies because it is an 
industrialized society with well-
defined laws and business practices,” 
Ford explained. “It is transparent 
and there is very little incremental 
country risk, which appeals to 
Japanese firms.”

The American economy and 
markets continue to grow, he said, 
while the US is “a fantastic market” 
for technology and innovation.

“I think we will continue to see 
Japanese firms using M&As to grow 
from market, brand, and technology 
standpoints, and the US is the logical 
place for them to do that,” he added. •

Japan’s Aging Population
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Rakuten, Inc.
(Online marketplace)

Webgistix 
(Cloud-based fulfillment technology 

for e-commerce)

Undisclosed 

(Believed to be $30 million) 

Jun ’13

Viki
(Global video streaming)

Undisclosed 
(Believed to be $200 million)

Sep ’13

Slice
(E-commerce data aggregator)

Undisclosed Aug ’14

Ebates
(Cash-back shopping site)

$1 billion Sep ’14

SoftBank Corp.
(Wireless and wireline 

communication services)

Sprint Nextel Corp.
(Mobile communications, 

broadband services, fixed-line 

telecommunications, portal services)

$21.6 billion Jul ’13

Suntory Holdings Ltd.
(Alcoholic, non-alcoholic drinks)

Beam Inc.
(Spirits)

$16 billion Apr ’14

Ajinomoto North America, Inc.
(Seasonings, processed 

foods, beverages, amino acids, 

pharmaceuticals, specialty chemicals)

Windsor Quality Holdings, LP
(Asian/ethnic frozen foods)

$800 million Nov ’14

Daiichi Sankyo Co., Ltd
(Pharmaceutical products)

Ambit Biosciences Corp.
(Biopharmaceuticals)

$315 million Nov ’14

overseas,” said KPMG’s Paul Ford. 
“In the last six or seven years, 
there has been steady Japanese 
investment outside Japan. 
Some expected that would decline 
when the yen weakened and, 
while we did see some short-term 
volatility, outbound M&A 
[activity] has remained at a high 
level,” he pointed out. 

“These acquisitions are driven 
by strategic business reasons 
instead of short-term arbitrage.”
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The Hyatt Regency Naha will open in late 2015.

Girls interested in STEM careers at the CS-J booth.

RE/MAX Eyes Women, Elderly

Tech Show Draws a Crowd

Automakers Go West
Three Japanese car companies significantly increased 
production at their US plants in 2014, abandoning or 
downsizing domestic factories (CNBC, December 5).

Nissan Motor Co.’s factory in Mississippi has become 
the new worldwide production base for its 2015 Murano. 
Before, the vehicle was made in Kyushu. Nissan now 
produces 85 percent of the cars it sells in the United States 
in North America.

Toyota Motor Corp. builds nearly 70 percent of its vehicles 
sold in the United States in North America, while about 
95 percent of the vehicles Honda sells in the country come 
from a network of factories in the United States, Canada, and 
Mexico. Honda produces more automobiles in the US than 
in any other country.

New Hotel in Naha

¥1 Billion for N-cleanup

Hyatt Hotels Corporation has announced a franchise deal 
in Naha, Okinawa, for a property to open in late 2015 
(press release, December 9).

The Hyatt Regency Naha will be the first hotel from 
the brand on the island of Okinawa. The property will 
be located within walking distance of Kokusai-dori, the 
city’s primary entertainment district. It will comprise 
294 guestrooms, four food and beverage outlets, meeting 
space, a fitness center, and an outdoor swimming pool.

Citing a rise in inbound tourism to Japan, Hyatt entered 
into the franchise agreement with a subsidiary of Ken 
Corporation, Ltd., which also owns a Hyatt in Guam. 

Some three dozen US companies were 
represented at SEMICON Japan, the largest 
international exhibition of semiconductor 
materials (press release, December 5).

The Japan conference is one of eight 
global shows set up by the San Jose-based 
SEMICON association. The 2014 event 

was the 38th edition of SEMICON Japan, 
with companies such as Cisco Systems, Inc., 
IBM, and Intel Corp. hosting annual booths. 
Commercial Service–Japan (CS-J) co-organized 
two multi-speaker panels on the Internet of 
Things and women in science, technology, 
engineering, and mathematics (STEM).

A California company has received 
a ¥1 billion grant to demonstrate its 
nuclear waste-removal technology 
for possible use at Fukushima 
(Business Wire, November 30).

Kurion, Inc. received the funds 
from Japan’s Ministry of Economy, 
Trade and Industry. The company 
specializes in the removal of tritium, 
a water contaminant that is difficult 

to treat and can spread easily if it 
escapes into the air. The particle 
has been at the core of debates on 
how best to manage the growing 
volume of irradiated water at 
the inactive Fukushima Dai-ichi 
Nuclear Power Plant. This deal is 
Kurion’s fourth major project at the 
Fukushima site, with a specified 
completion date of March 2016. 

RE/MAX Holdings Inc. is targeting 
housewives and retirees for home 
buying as it enters the Japanese 
market (wn.com, November 27).

The Denver-based company began 
its Japan operations on December 1, 
and is looking to capitalize on 
Japan’s housing market recovery. 
Land prices in the nation’s three 
largest metropolitan areas have 

increased for a second year, since 
Prime Minister Shinzo Abe came 
to power in 2012. 

RE/MAX was launched in 1973. 
It is known for its commission-
based business model, which it is 
implementing in Japan, where the 
real estate brokerage market still 
comprises a majority of agents 
who are paid a salary. 

Nissan's 2015 Murano 
is now produced in 
Mississippi.
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From left: Robert Langer, Edward Witten, and Fukumi Shimura

Tokyo’s $3 Billion 
Diversity Fund

First Oil in Four Years

Pharma Firm Buys Partner

Kyoto Prize Announced

Mooove over McDonald’s
Sales of beef offal, particularly cow tongue, 
from the United States have sharply rebounded 
since Japan lifted its 11-year ban on US beef in 
2013 (McClatchyDC.com, December 8).

In 2013, beef-tongue exports jumped nearly 
150 percent over the previous year. Tongue 
belongs to the category of meat known as offal, 
which also includes internal organs, delicacies 
prized in Japan but rejected by most US palates. 

Offal sells for about $8 a pound in Japan, but 
only 50 cents a pound in America. The hottest 
location for gyutan (beef tongue) in Japan is 
currently Sendai, which has over 100 beef-tongue 
restaurants, including a shop that invented and 
sells cow-tongue ice cream.

Japan now ranks as the top foreign 
market for US cattle producers, in terms 
of both volume and value.

The 30th annual Kyoto Prize was 
awarded to two US scientists and 
one Japanese artist (Business Wire, 
November 20). 

Recognizing their lifelong 
contributions to society, each laureate 
received a 20-karat-gold medal 
and ¥50 million. Robert Langer is 
a biomedical engineer with more 
than 800 patents, while Edward 
Witten, a theoretical physicist, has 
made outstanding contributions 

to mathematical science through 
his 30-plus-year exploration of 
superstring theory. Fukumi Shimura 
is a dyeing and weaving artist who 
founded a school and tells stories 
with her kimono artwork.

The Kyoto Prize is Japan’s highest 
private award, and is supported by 
the nonprofit Inamori Foundation. 
To date the prize has honored 96 
individuals and one foundation, 
collectively representing 16 nations.

Japan’s ambassador to Jamaica has 
announced a $3 billion fund for promoting 
women’s independence, in a speech where 
he also extolled the Japan–US alliance 
(Jamaica Observer, December 7).

Ambassador Yasuo Takase was speaking 
at an event marking the 50th anniversary 
of Japan–Jamaica diplomatic relations. 
He reiterated Tokyo’s three main foreign 
policy pillars, as stated by Foreign Affairs 
Minister Fumio Kishida: strengthening 
the Japan–US alliance, deepening 
Japan’s cooperation with neighboring 
countries, and bolstering economic 
diplomacy as a means of revitalizing the 
domestic economy.

The $3 billion reflects one of the guiding 
principles of the Shinzo Abe administration, 
Takase said, namely the empowerment of 
women domestically and internationally. 

The US shale oil boom has enabled 
Japan to import US oil for the first 
time in four years (BusinessWeek, 
November 27).

An export ban on US oil has 
been in place for nearly 40 years, 
but producers and consumers are 
finding ways around this in their 
quest to reduce reliance on Middle 

East suppliers. Cosmo Oil Co. 
received Japan’s first shipment of 
US condensate, a lightly processed 
form of crude, in late October.

The recent surplus of crude 
from US shale formations is 
reshaping decades-old trading 
routes and helping Asian buyers 
diversify their supply chain. 

A Japanese drugmaker plans to buy 
US-based Avanir Pharmaceuticals 
to help expand its neurological drug 
offerings (Fortune, December 2).

Otsuka Holdings agreed to the 
deal for about $3.5 billion, largely 
because the patent for one of its 
most profitable drugs, Abilify, will 
expire in 2015. Abilify brought in 

$5 billion in revenues in 2013, 
about 40 percent of total sales.

Avanir develops drugs that 
treat central nervous system 
conditions, making the firm a 
good fit for Otsuka and its future 
ambitions. The Japanese company 
currently specializes in drugs to 
treat mental illnesses.  
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J
apan had a banner year for 
Diversity and inclusion (D&I) 
in 2014, with more attention 
paid to the issue than ever 
before. Notable political 

progress was made, with five women 
appointed to Prime Minister Shinzo 
Abe’s Cabinet. Despite the ensuing 
scandals involving two of those 
candidates, Abe has shown steadfast 
resolve by striving to keep women in 
his inner circle. 

The 2014 events calendar 
included the Women’s International 
Networking Conference, the 
USJC-ACCJ Women in Business 
Summit, the Global Organization 
for Leadership and Diversity 
(GOLD) Symposium, and the 
World Assembly for Women in 
Tokyo, all featuring a glittering 
array of speakers. These occasions 
certainly raised general awareness 
of the economic and social benefits 
of a more inclusive and flexible 
working life for all.

My favorite quote of 2014 came 
from Gerald Lema, president of 
Baxter International, Asia–Pacific 
region, at the GOLD Symposium: 
“Flexibility for no reason.” In 
other words, flexibility needs no 
justification; it automatically brings 
benefits to every individual and 
every organization. How much better 
life would be if everyone could freely 
take time out from work to attend to 
family. Plus, caring for the increasing 
number of elderly family members 
is already starting to impact men as 
well as women in Japan. The ability 
to work flexible hours and work 

from home will become the only 
affordable and practical solution. 

I am encouraged to report that 
the government has embarked 
on several initiatives to promote 
D&I. The number of childcare 
facilities is gradually increasing, 
with Yokohama leading the nation. 
The Ministry of Education, Culture, 
Sports, Science and Technology 
is funding women’s leadership 
courses in the education field. The 
City of Yokohama now has both a 
director and an outside advisor for 
gender equality promotion. The 
Ministry of Health, Labour and 
Welfare is creating a global health 
innovation program, which will 
include modules on diversity. East–
West initiatives are also under way, 
such as a collaboration between the 
Okinawa Institute for Science and 
Technology Graduate University 
and US colleges to run summer 
camps promoting careers in science, 
technology, engineering, and math 
among female students. 

On the corporate side I have 
observed a growing number of 
companies taking action and 
providing budgets to bring gender 
empowerment training to their 
staff in Japan. Some are setting up 
regional leadership and influencing 
skills training projects for female 
talent development across Asia, 
while others are at least introducing 
the D&I concept through mini 
lunchtime workshops. 

On the minus side, while 
government representatives have 
gathered huge amounts of data on 

every possible diversity topic, there 
is still a lack of practical strategies 
to decrease workplace gender 
stereotyping, remove promotion 
barriers, and punish sexual/power 
harassment. This issue still seriously 
impacts women’s ability and 
motivation to stay in the workplace. 

There is now academic evidence 
that even gender micro-aggressions 
such as brief verbal and behavioral 
indignities that communicate hostile, 
derogatory, or negative sexual slights 
toward women can cause emotional 
and physical discomfort, or even 
mental health problems. It is urgent, 
therefore, that more effort be put into 
raising awareness and supporting all 
organizations, to make workplaces 
inclusive, welcoming environments 
for all.

Finally, negotiation techniques 
represent one important professional 
skills gap. Research from Harvard 
University clearly shows that 
traditional negotiating skills 
training based on the concepts of 
getting a deal, winning and losing, 
and confrontation do not work for 
women. This is one of the main 
reasons women still do so badly at 
negotiating better salaries. 

At a pilot course I facilitated for 
the FEW Careers Strategy Seminar 
in September, all participants agreed 
that problem solving, finding mutual 
benefits, and building relationships 
provide them with a better-fitting and 
more appealing negotiation strategy. 
This dovetails with Facebook COO 
Sheryl Sandberg’s advice to “think 
personally, act communally.” •

Diversity | Review

D&I IN 2015: WHERE DO WE STAND?
By Elizabeth Handover

Elizabeth Handover 
is co-chair of the 
ACCJ Women in 
Business Committee 
and president of 
Intrapersona K.K., 
Lumina Learning 
Asia Partner.

Negotiation  
techniques 
represent 
one 
important 
professional 
skills gap 
[for women].
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I had the pleasure of working with Language 

Resources (LR) and their staff at our Japan site, 

where LR has been a long-time provider of 

language instruction.

“The LR commitment to quality is exceptional. Their 

instructors are held to the high standards of advance 

certifications in teaching English, and this showed in the 

meticulous planning and skilled delivery of the teachers 

I observed.

“Excellent customer service is also an LR value that is 

evident in their ability to customize programming and 

scheduling.”

Jeff Craig, M.Ed.
Manager, Fab Central Team Training

Micron Technology, Boise, Idaho

When it comes 
to company 
language training, 
we let our clients 
do the talking.

Professional Language Services for Professional People

—

Nominee 2013 BCCJ British Business Awards—
Global Talent
—

Head Office
Taiyo Bldg. 6F., 1-2 Kitanagasa-dori 5-chome 
Chuo-ku, Kobe, 650-0012
〒650-0012  兵庫県神戸市中央区北長狭通5丁目1-2太陽ビル6F　

Tel: (Kobe) 078-382-0394  •  (Tokyo) 03-3725-0725
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W
atching the news in recent months, you may 
have noticed a rising number of Japanese 
CEOs talking about the need to globalize 
and, therefore, the need for a workforce able 
to speak English. With all this lip service 

being given to the importance of the English language, 
it is perhaps a good time to consider how important it is 
to study Japanese.

Looking around the American Chamber of Commerce 
in Japan, you are likely to find many very successful 
foreigners who have little to no Japanese language ability. 
Many young professionals may jump to the conclusion 
that they can do without local language skills, but the 
truth is far more complex. 

During the 1990s and early 2000s, Japan had a 
significantly higher percentage of expatriates living and 
working in Tokyo than it has today. Many executives 
had been brought over by multinationals. For those 
companies, knowing the business was more important 
than knowing the language. Likewise, for many middle 
managers, their assignments were of a limited duration, 
and thoughts of returning home in a year or two did little 
to motivate them to study such a challenging language.

However, the situation started to change as the 
extra costs involved in employing expatriates eroded 
already falling profits. As a result, company leadership 
encouraged more local hiring. The Lehman shock was 
the catalyst for change, which was further exacerbated 
by the 2011 Great East Japan Earthquake and the 
resulting economic downturn. 

Recently, contrary to the hype surrounding English-
language learning, many recruiters have seen an almost 
95 percent increase in the requirement for Japanese 
fluency in new job openings. This is the single biggest 
barrier for foreigners looking for work in Japan. It is an 
especially acute problem for low- to mid-level positions, 
underscoring the importance of Japanese-language 
study. While a few industries are language-flexible, the 
vast majority remain closed to candidates without a 
minimum level of business Japanese.

Given the changing landscape and general increase 
in competition for jobs, it is worth considering studying 

the language. Fortunately, there are many good learning 
options, ranging from private tutors and language schools 
to university courses and software aids.

• Match budget and timing
Sorting through the myriad of language-training 
possibilities can be bewildering. But many options are 
available, whether you want to begin an evening course 
once a week, or a full-time intensive program. Start by 
fixing a budget, then decide how much time you can 
realistically devote to your studies. When calculating, 
make sure to include homework and travel time.

• Focus on testing or daily functionality? 
Some courses are specifically designed for students who 
wish to pass Japanese-Language Proficiency Tests. Such 
programs tend to follow narrow subject parameters to 
maximize the chances of exam success. This may be ideal 
if your target is meeting a minimum requirement for a 
new job or promotion, but less useful if you want more 
general language tuition. Then there is the option of 
tailored tuition. Knowing your end objective is essential 
for choosing correctly. 

• Benefit to your workplace
Assess the work-related benefits your study program will 
bring, both for your own cost–benefit analysis, and to 
determine the chances that your employer will contribute 
time and/or money to your endeavor. 

Learning Japanese can certainly yield great professional 
and social benefits. Thus, if your long-term future lies 
in Japan, a good grounding in the language may well be 
your passport to a better career path and lifestyle. •

Diversity | Young Professionals

JAPANESE LANGUAGE: 
ADVANTAGE OR NECESSITY?

By John Ghanotakis, Amir Khan, and Timothy Trahan

John Ghanotakis 
(chair), Amir Khan, and 
Timothy Trahan (vice 
chairs) are members 
of the ACCJ Young 
Professionals Group 
Subcommittee.

Recruiters 
have seen 
an almost 
95 percent 
increase 
in the 
requirement 
for Japanese 
fluency in 
new job 
openings.
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A
fter an inspirational day at 
the USJC-ACCJ Women in 
Business Summit in May 
2014, several members of 
the American Chamber 

of Commerce (ACCJ)–Chubu 
chapter had a desire to create 
something similar. 

In late October, the “Diversity in 
the Workplace: Broadening Culture 
Understanding and Empowering 
Women” summit was held at the 
Westin Nagoya Castle Hotel, with 
about 100 attendees. 

After an address from ACCJ 
President Jay Ponazecki, Akiko 
Yoshimoto, vice-governor of Aichi 
Prefecture, opened the plenary 
session. Yoshimoto highlighted 
some of the challenges and focal 

Chubu | Summit

CREATING WIN-WIN SOLUTIONS
Nagoya conference promotes diversity in the workplace

By Erin Sakakibara

The summit was a great learning 
opportunity for men and women.

Erin Sakakibara 
is the secretary 
of the ACCJ-
Chubu Women 
in Business 
Committee and 
the 2014 Volunteer 
of the Year.

points for diversity solutions on the 
government level. These included 
tackling goals for the number of 
executive positions held by women, 
improving work-life balance for 
both genders, female empowerment 
issues, and challenges facing families 
needing childcare. 

Other keynote speakers 
included Monika Merz, president 
of Toys“R”Us Asia–Pacific, and 
Dean Foster, president of DFA 
Intercultural Global Solutions.

Merz delivered an inspiring 
talk on some of the issues raised 
during her tenure at Toys“R”Us, 
including the need to identify 
staff that have valuable skills and 
are in danger of leaving due to a 
change in family circumstances. 
She discussed solutions the 
company implemented, whether it 
was offering them flex or part-time 
schedules, or work-from-home 
arrangements for win-win results. 

Foster described the ways in 
which international companies 
are encouraging diversity, both on 
a local level and through virtual 
global teams, a theme that he 
expanded on during his breakout 
session workshop.

A session co-facilitated by Ginger 
Griggs and Elizabeth Handover 
of Lumina Learning enlightened 
participants on the factors that 
might be holding them back in the 
workplace. Griggs and Handover 
offered tools for visualizing and 
realizing personal success, to 
boost confidence in one’s career. 
These tools were tangible and useful, 

Ginger Griggs (left) and Elizabeth Handover 
led a breakout session on visualizing success.
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pressure put on Japanese women 
to do everything from raising a 
family, to managing a household 
and working.

All in all, the summit was a 
great learning opportunity for 
men and women, executives 
and employees, as 
well as students and 
potential staff. Plans 
are already under way 
for the next Chubu 
diversity summit in 
October 2015, in 
conjunction with the 
Aichi government. •

and many participants remarked 
on their eagerness to incorporate 
them into their personal and 

professional lives.
In addition, a panel 

discussion offered insight 
from the government, 

education, and private-sector 
perspectives, and included a 
question-and-answer session 

for participants. One university 
student asked about what she should 
be looking for when applying for 
jobs. Another participant expressed 
her frustration and received 
validation regarding the substantial 

Student volunteers from Nanzan UniversityACCJ-Chubu leaders and volunteers

Dean Foster is president of 
DFA Intercultural Global Solutions.

Vice-governor of Aichi Prefecture 
Akiko Yoshimoto opened the plenary session.

A fabulous charity evening at The Ritz-Carlton, Tokyo to raise funds 

for RIJ, helping to support refugees worldwide to rebuild their lives.

Friday 
6 March 2015 
7pm-midnight

  Wheels & Deals

BOOK 
NOW!

Book a table of 10 @ ¥200,000, or pay ¥23,000 per person to include seated buffet, drinks, live charity auction, 

casino tables and Formula 1 simulator cars. Go to www.refugeesinternationaljapan.org to book tickets today.





“America is open for business!”
 

T
hese five words drive the 
job creation and growth 
strategy backed by US 
President Barack Obama 
and Commerce Secretary 

Penny Pritzker, who highlighted 
the message in her October visit 
to Japan: “Our job … is to open 
doors, nurture connections between 
American and Japanese businesses, 
and encourage investment in one 
another’s communities.” Sometimes, 
this means leading a long “hike.” 
Pritzker urged Keidanren leaders 
to invite Japanese firms to explore 
investing in the United States by 
attending the 2015 SelectUSA 
Summit on March 23–24 near 
Washington, D.C.

With a projected 2,500 
participants, the 2015 summit 
will be double the size of the 2013 
inaugural event, which featured 
the president and four cabinet 
members. This event uniquely 
links top investors with high-level 
panelists and representatives of 
virtually all states and localities 
who are eager to facilitate inbound 
investment. New this year will be 
a pre-conference primer geared 
toward novice investors. 

Last year’s Japan delegation was 
the second-largest contingency 
in attendance, and we’d like to 
see it, too, doubled. Comprising 
investments worth a cumulative 
$344 billion as of 2013, Japanese 
companies are reaping the benefits 
of America’s business environment 

and resurgent market. In 2013, 
Japan was the world’s top investor 
in the United States. Here’s how 
you can participate in this year’s 
summit, a vital element of US–Japan 
economic integration.

Serve as a Sherpa: Tell us what 
niches or companies are hot for 
foreign direct investment (FDI) 
from Japan. What are the drivers—
and the barriers—to bringing more 
FDI into the United States? Who 
might be announcing a noteworthy 
investment this spring? Who would 
make a great speaker?
 
Recruit Japanese summiteers: 
Leaders from all sectors are sought. 
As a twist on the quote from the 
Statue of Liberty: “Send us your 
mired, your entrepreneur, your 
huddled masses yearning to teethe 
tax-free.”  

Join us: Last year’s delegation 
included American Chamber 
of Commerce in Japan (ACCJ) 

Globalization and Labor Diversity 
Committee Chair Bryan Norton—a 
US entrepreneur who leveraged his 
Japan-based company to invest back 
home. On, on!

Co-host at Base Camp D.C.: 
Last year ACCJ member Orrick, 
Herrington & Sutcliffe LP got the 
Japan delegation off to a rousing 
start by hosting a reception with 
senior US officials. Volunteers?

Get us beyond the beltway: 
We want to scale more mountains 
by offering spin-offs from the 
summit to regions attractive 
to specific industries such as 
healthcare, energy, or agro-industry. 
As ACCJ scouts are not bound by 
“geographic neutrality”—as we are 
at Commercial Service–Japan—you 
can pick the peaks for us. 

Companies seeking trail maps 
and those ready to apply should 
visit www.selectusasummit.com/ 
or contact our summit coordinator 
at Gregory.Briscoe@trade.gov •

Japan’s Toyoko Inn was at an impasse. The no-frills hotel chain had invested in land in 

Chicago, New York, and Atlanta, but visa complications prevented progress. As the 

firm started shifting its overseas expansion away from the United States, it learned of 

the 2013 SelectUSA Summit and decided to join, hoping to find a solution. President 

Barack Obama’s attendance confirmed for Toyoko that the entire US government is 

serious about facilitating FDI. The summit also expedited access to officials who helped 

resolve the hotel’s issues, qualifying the case as our first investment success story for 

Japan. Work will begin this winter at three sites, creating work for 340 people besides 

construction jobs. Toyoko Inn plans to develop a nationwide hotel chain, creating 

hundreds, if not thousands, of employment opportunities.

Embassy | FDI

TACKLING THE SUMMIT: 
SHERPAS WANTED

By Andrew Wylegala

Andrew Wylegala 
is the minister 
counselor for 
commercial affairs 
at the Embassy of 
the United States 
Tokyo.

President Barack Obama speaks at the 2013 SelectUSA Summit.

Making Inn-roads
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F
inding Japanese college 
graduates who can speak 
English, let alone function 
across cultures, is an ongoing 
challenge for multinational 

companies. In the late 1990s, Japan 
was the top source of study-abroad 
students in the United States. Now, 
the country has fallen to seventh 
place, coming in after China, South 
Korea, and India, among other 
nations. But there are a handful of 
young Japanese who found their 
way to competitive US universities 
and represent bright possibilities 
for this nation’s future. One can 
only hope that these three students 
represent the vanguard of a more 
international Japanese leadership.

Tomonobu Kumahira
Brown University, class of 2015

Tomonobu Kumahira is majoring in 
international relations with a focus 
on economics and China. A Tokyo 

native, Kumahira attended Toin 
Gakuen, a private middle and high 
school in Yokohama. 

Perhaps it was fate that 
took Kumahira to Brown. As 
valedictorian of his class of 1,800, 
he had planned to attend Japan’s top 
public university, The University of 
Tokyo. However, due to a careless 
error in the entrance exam, he was 
not accepted, and, instead, went on 
to matriculate at Keio University.

Not feeling sufficiently challenged 
there, mid-way through his first year 
he decided to apply to universities 
in the United States. This significant 
shift in thinking was probably 
influenced by his home environment; 
his father is a graduate of Brown, and 
both parents are alumni of Harvard 
Business School. Yet, at the age of 
five, he had told his parents that he 
would never go to an international 
school—because he is Japanese.

When planning an alternative 
to Keio, Kumahira commented 

Education | Leadership

TAKING THE WORLD BY STORM
Three students from Japan find new opportunities at US colleges

By Teru Clavel

that, “[it] turned out that I could 
only apply to three schools because 
I could not get through more 
applications. I had this constant 
feeling of frustration, not being 
able to express myself—yet needing 
to learn how.” In Japan, there 
are limited resources to support 
students who, educated here, wish to 
apply to competitive US universities.

Coming from Japan’s regimented 
education system, Kumahira 
was attracted to Brown’s more 
liberal academic policy, which, 
he said, “emphasizes freedom and 
responsibility.” However, Kumahira 
admits, “Nobody knew if I could 
survive my first semester.”

At Brown, Kumahira founded the 
Brown Bears Japan, an information 
and recruiting organization to 
encourage more Japanese students 
to study abroad and apply to Brown. 
The club, which has grown to 15 
members, sent 10 representatives 
to 10 Japanese cities this summer, 
to share information on US college 
life and the application process. In 
many cases, the Brown Bears plant 

Tomonobu 
Kumahira was 
valedictorian of his 
class of 1,800.

Kumahira founded the Brown Bears Japan, to encourage more Japanese to study abroad.
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Teru Clavel is a 
consultant, writer, 
speaker, and 
researcher with 
a focus on 
international 
education.
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the seed to inspire others to study 
abroad. The club also operates a 
blog, with each article receiving 
about 5,000 hits per month.

The club’s overall efforts appear 
to have succeeded, the university 
this fall having welcomed four 
students from local high schools 
in Japan. Moreover, Kumahira has 
stepped down from the Brown Bears 
presidency, so that fellow students 
can learn to run the project, and 
ensure that its legacy continues long 
after he has graduated.

Sumire Hirotsuru
Harvard University, class of 2016

A native of Oita Prefecture, 
Kyushu, Sumire Hirotsuru is a 
third-year music and sociology 
major at Harvard College. At age 
15, the violin prodigy was awarded 
the IBLA Grand Prize at the 
International Music Competition 

in Ragusa Ibla, Italy. The annual 
contest, organized by the IBLA 
Foundation in New York City, 
is held for pianists, singers, 
instrumentalists, and composers.

The following year, she performed 
at Carnegie Hall and toured the 
United States. The turning point 
for Hirotsuru came during her 
tour, when she visited college 
campuses. She learned that in the 
United States, she could pursue both 
academic studies and music, unlike 
in Japan, where she would need to 
select a single focus. The broader 
US possibilities, she believed, would 
open up more career options and 
offer multiple perspectives through a 
liberal arts education.

Hirotsuru started playing the 
violin at age two, and by the time 
she was in middle school, she flew 
twice monthly to Tokyo for studies 
with a music professor at Toho 
Gakuen School of Music, the alma 
mater of world-renowned conductor 
Seiji Ozawa.

A product of Oita’s public school 
system, she never attended a juku 
(cram school) and credits her rapid 
mastery of the English language to 
the discipline she cultivated through 
her dedication to the violin.

At Harvard, Hirotsuru—who had 
previously been a solo violinist—is 
a member of a chamber orchestra 
and has been the concertmaster of 
the Harvard Radcliffe Orchestra 
since her first year. “It’s a different 
feeling playing with other students. 
We can inspire each other, and the 
musical level here is really high,” 
she explained. 

Hirotsuru is also involved with 
musical and opera productions, 

Education | Leadership

Hirotsuru co-founded, with her mother, the two-week Summer in 
JAPAN program, [which] brings 10 to 12 students from Harvard to 

Oita, where they teach up to 70 students in [various] subjects. 

and is producing the school’s 
opera for this year, Acis and Galatea. 
“Since I usually perform onstage as 
a violinist, I wanted to know what 
it’s like to organize an entire show,” 
she said. And, just to make sure she’s 
adequately occupied, Hirotsuru also 
serves as president of the Harvard 
Early Music Society, through which 
she learns about the business 
and entrepreneurial side of the 
music industry. 

Recognizing the lack of 
international exposure available 
to students in Oita, Hirotsuru co-
founded, with her mother, the two-
week Summer in JAPAN program. 
This brings 10 to 12 students from 
Harvard to Oita, where they teach 
up to 70 students (aged seven 
to 18), in subjects ranging from 
writing and public speaking, to the 
English language and drama. She 
wants students to experience extra-
curricular activities besides juku. 
“I really want to give something of 
the precious experiences I have had 
[at Harvard] to future students in 
Japan,” she explained.

Hirotsuru in 
her dorm room 
at Harvard

Sumire Hirotsuru began playing the violin 
at the age of two.
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Kazuma Takimoto
Columbia University, class of 2015

Though Kazuma Takimoto is now 
a senior at Columbia College, he 
started his university career at 
Waseda University in Tokyo. Having 
attended a private high school in 
Kyoto, Takimoto was following 
what he calls “the expected 
academic path.”

“I had always thought myself to 
be an average person without any 
special talents. I have no experience 
such as playing the piano in a 
Chopin competition, or anything 
like that. I thought I would live an 
average life and have an average 
career,” Takimoto explained. “I did 
not go to an international school or 
English cram school, but just went 
through the compulsory education 
system, according to the Ministry of 
Education’s guidelines. That is all the 
English education I ever had.

“At Waseda, I was leading 
the typical life of an ordinary 
college student: working part-
time, attending club activities, 
taking classes—though not very 
enthusiastically—and just taking 
notes on what the professors were 
saying … a normal Japanese college 
education,” he said. 

Then, everything changed when 
Takimoto attended Shanghai’s Fudan 
University as an exchange student 
in the summer of his freshman 
year. “I did not know that Japanese 
universities were behind,” he said. 

Education | Leadership

From this experience grew his 
determination to make a significant 
change in his life.

When Takimoto returned 
to Waseda to live in a college 
dormitory with international 
students, he had a newfound 
perspective. “One student was an 
ambitious, talented Singaporean 
who had learned to speak Japanese 
fluently in Singapore and passed The 
University of Tokyo entrance exam. 
There were students from China and 
South Korea, too, who spoke English 
fluently. TOEFL [Test of English 
as a Foreign Language] scores of 
around 115 were not rare,” he said. 
The maximum score possible on the 
test is 120.

“I thought that, when I graduated 
from Waseda, I would probably get 
a job with one of Japan’s respectable 
companies. However, I wondered if 
I would become as competitive as 
those students in the global business 
arena. After learning that we must 
compete with people like the 
students I had met at Waseda and in 
Shanghai, I had doubts about Japan’s 
college education. I suspected that 
it was leading us in the wrong 
direction, and was a mere extension 
of high school education,” he said.

Just after the start of his 
sophomore year, Takimoto left 
Waseda to spend six months 
studying English for the TOEFL 
and SAT [Scholastic Aptitude 
Text] exams. He applied to the 
National University of Singapore, 

to stay close to home yet receive a 
global education. However, he was 
not accepted due to his low test 
scores. Unable to return to Waseda, 
Takimoto instead decided to attend 
a community college in California, 
in the hope of being able to transfer 
to a University of California (UC)
school, such as UCLA or Berkeley. 
Takimoto was at the community 
college for a year-and-a-half, during 
which time his TOEFL and SAT 
scores improved.

Although he was accepted to 
UC schools of his choice, on the 
advice of his academic adviser, 
Takimoto applied to, and was 
accepted at, Columbia—the only 
non-UC school to which he had 
applied. “The decision [to attend 
Columbia] was easy,” he related. 

Nevertheless, Columbia is 
challenging, Takimoto conceded.

“I am in the library all the time 
on weekdays. It is open 24 hours, 
and people are there at all hours, 
especially during the test weeks. 
Watching others working hard 
drives me to do the same.”

Although the various twists 
and turns it took him to get to 
Columbia have added two years 
to his undergraduate experience, 
Takimoto has no doubt he made 
the right decision. “Having a 
diverse group of people around 
you makes a difference. These 
experiences enrich my life, and will 
continue to do so in the future,” 
he added. •

Everything changed when Takimoto attended 
Shanghai’s Fudan University as an exchange 
student in the summer of his freshman year.

Kazuma Takimoto 
derives inspiration 
from a diverse 
group of 
acquaintances.
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Language Resources
Language Resources has specialized 
in providing client-specific, needs-

based English language training for 
business and technology since 1981.

Our clients range from local 
Japanese SMEs to multinationals. 

In addition, our highly experienced 
team of trained interpreters 
and translators provide our 

clients with reliable and accurate 
English–Japanese translations and 

interpreting services. 

0120-38-0394
info@language-resources.co.jp

www.language-resources.co.jp

For company employees 
who need language training 
that matches internationally 

established standards of 
professionalism, Language 

Resources’ 30-year experience 
as a leader in the field can 
provide the solutions your 

company needs.  
—Geoff Rupp, founder and chairman 

EDUCATION, LANGUAGES & COR POR ATE TR AINING

The American School in Japan (ASIJ)
ASIJ is a dynamic school with a 

rigorous academic program that 
young alumni report prepares them 

well for the future. 
State-of-the-art facilities on our 

14-acre main campus support a broad 
and progressive curriculum and over 

100 co-curricular activities. 
Graduates go on to attend top-tier 

colleges in the United States, Canada, 
Australia, and Japan.

0422-34-5300
enroll@asij.ac.jp
www.asij.ac.jp

Canadian Academy 
Founded in 1913, Canadian 

Academy (CA) is a private, co-ed, 
international day and boarding 

school in Kobe, Japan. CA serves 600 
students, aged 3 to 18, coming from 

37 different countries. 

078-857-0100
admissions@canacad.ac.jp

www.canacad.ac.jp

ASIJ prepares well-rounded 
students who are ready to 
be the next generation of 
innovators, creators, and 
problem solvers with the 
academic and social skills 
they will need for success 

in the future. 
—Ed Ladd, head of school

Canadian Academy inspires 
students to inquire, reflect, 

and choose to compassionately 
impact the world throughout 

their lives. 
—D.J. Condon, headmaster
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How would you design a robot that can 
pick up and throw BuckyBalls and then hold 
a larger ball while hanging from a bar? If you 
could create a new app for your iPad, what 
would it do? What kind of fairground ride 
would you design and how would you build a 
prototype from Lego WeDo? These are just a 
few of the questions being tackled by students 
at The American School in Japan (ASIJ). 

ASIJ prepares all students to meet the 
challenges of a dynamic global society in 
which they collaborate, communicate, create 
and innovate through ubiquitous access to 
people, information and ideas. Our aspiration 
is to make technology and design thinking 
an integrated experience for students by 
bringing them into the core of the learning 
process. A key directive that originated from 
ASIJ’s strategic planning process was that 
the school should focus on developing an 
emphasis on design and the design process 
in the curriculum. In August 2015, we’ll open 
a new building with maker spaces and labs 
equipped to support our students in their quest 
to discover, develop and design.

Our students are empowered through our 
1:1 technology program to work together, 
research, share and consume information, 
and create media-rich products. From 
experimenting and designing to using 
their devices to document their thoughts 
and ideas, they work on a wide range 

Teaching and Technology at The American School in Japan

SPONSORED CONTENT

December saw our elementary students participate 
in the Hour of Code project with a week of 
activities introducing the concepts of coding. From 
kindergarteners controlling bee-bots to programming 
with Scratch in fifth grade, students got hands-on 
experience using code language. After school, 
students continue to explore through our Coding 
Club, App Jam and robotics clubs, and pursue things 
at an even higher level in AP Computer Science.

All sixth-grade students take a creative design course, which is an introduction 
to the design process and uses a variety of technologies including robotics, 
programming, CAD and 3D printing as well as hands-on building materials 
and techniques. Students have the opportunity to use these tools to design 
creative solutions to self-identified problems, a process that exposes them to 
the fundamental stages of the design cycle.

 Design Thinking at ASIJ

of engaging projects that require higher-
level thinking, critical decision-making and 
problem solving. 

“As well as the three ‘Rs,’ we now teach 
the three ‘Cs’—communication, collaboration, 
and creativity,” says Head of School Ed Ladd. 
“It is not only the amount of information 
available to students, but it is the constant 
accessibility to this information that is 
changing the face of education. Teachers 
are no longer the font of information; 

instead, the teacher is a coach or facilitator 
who helps students analyze information, 
synthesize it, and use it to solve problems,” 
he adds. “I’m very excited by the changes 
we’ve already made and the innovative 
ways students and teachers are exploring 
and creating with new technology. There 
has never been a more exciting time to be 
an educator—or a student.” 

Nursery through grade 
12. Accredited by WASC. 
For complete admissions 
information please visit:  
http://community.asij.ac.jp or 
call 0422-34-5300 ext. 720
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EDUCATION, LANGUAGES & COR POR ATE TR AINING

Nishimachi International School
Conveniently located in central Tokyo, 

Nishimachi offers a co-educational 
learning experience in English for 

students in grades K-9. We educate all 
students to be internationally minded 

and independent thinkers.

03-3451-5520 
admissions@nishimachi.ac.jp

www.nishimachi.ac.jp

R & K Marketing, Inc.
R & K Marketing, Inc. is a market 

research company and a distribution 
partner of Miller Heiman, Inc. in Japan.

We offer Miller Heiman’s well-
known and proven sales training 

programs, which are the gold 
standard for managing complex sales: 
Strategic Selling®, Conceptual Selling, 

and Large Account Management 
ProcessSM (LAMPSM).

03-5326-3147 
info@randkmarketing.jp

www.randkmarketing.jp

Nishimachi’s rigorous 
academic reputation is 

recognized globally, and is 
based on our unique history, 
English–Japanese language 

programs, and multicultural 
approach to learning. 

—Terence Christian, headmaster

We are devoted to our 
customers, who are looking 

to produce creative marketing 
and elevate their salesforce to 

peak performance levels. 
—Ryuzo Kuraku, president

St. Alban’s Nursery
Small and intimate, in a leafy garden 
atmosphere only five minutes from 

the Tokyo American Club, our nursery 
offers each child opportunities for 

learning and self-discovery in a safe, 
structured, loving environment. 

Focusing on the individuality of each 
child, we offer an extensive choice of 
materials and activities based on the 

Montessori method. 

 090-6480-4542
gilma.yam@gol.com

www.stalbans.jp

Our aim is to enhance each 
child’s individual development, 

by providing purposeful 
and stimulating activities—

opportunities to create, play, 
make friends, and learn, while 

having fun. 
—Gilma Yamamoto-Copeland, 

director
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DIVERSITY AS A KEY TO SUCCESS
By Philip O’Neill

A 
team of McGill MBA 
Japan students recently 
won the Japan MBA Case 
Competition, an English-
language contest that brings 

together talented MBA students from 
major universities in Japan, as well 
as overseas participants. This year’s 
competition included teams from 
Hong Kong University of Science 
and Technology and Singapore’s 
Nanyang Technological University. 

The competition comprises a 
complex business case. Each team must 
come up with and present its set of 
recommendations to a panel of judges, 
who play the role of company executives. 

This year, McGill was awarded first prize 
among a strong set of teams. The McGill 
MBA Japan team was very diverse, 
consisting of members from China, the 
UK, Italy, and Canada. 

World-leading organizations realize that 
diversity in their management ranks is a 
key driver of success; innovation, market 
insights, as well as new products and 
processes are all driven by diversity. 

In Japan, gender diversity is widely 
recognized as one of the greatest 
challenges and opportunities facing 
organizations. The McGill MBA Japan 
program is proud of the fact that our 
student body is almost 50 percent women, 
making McGill the first choice for female 

MBA students. With an average of 19 
nationalities represented, no other MBA 
program in Japan—and very few in the 
world—can offer such an outstanding 
setting for developing current and 
future managers. 

McGill MBA Japan is a weekend MBA 
program offered in Shinjuku, Tokyo, that 
is taught entirely in English by professors 
who fly in from the Desautels Faculty 
of Management at McGill University in 
Montreal, Canada. 

Applications for entry in April 2015 are 
now being accepted. 

Find out more at one of our Open House 
sessions. www.mcgillmbajapan.com 

http://mcgillmbajapan.com/


journal.accj.or.jp/businessindex

Business Index | January 2015

Yokohama International School (YIS)
Founded in 1924 as a pioneer in 

international education, YIS remains 
committed to providing the highest 

quality, balanced education to 
internationally minded students in 

an inquiring and supportive learning 
environment. We pride ourselves on 
our strong academic programs, wide 
range of student activities, spirit of 

innovation, and close-knit community. 

045-622-0084
admissions@yis.ac.jp

www.yis.ac.jp

St. Mary’s International School
Our campus is in Setagaya, Tokyo, 

featuring well-equipped classrooms, 
as well as athletic and art facilities. 
The school was founded in 1954 by 
the Brothers of Christian Instruction.

03-3709-3411
admissions@smis.ac.jp

www.smis.ac.jp

Yoyogi International School
Founded in 1999, Yoyogi International 

School is a center of excellence 
in early childhood education. 

Stimulating and bright classrooms, 
a low teacher/student ratio, and a 
community represented by over 

25 nationalities provide children up 
to 5th Grade (from September 2015) 

with a truly international 
environment in which to learn.  

 03-5478-6714
info@yoyogiinternationalschool.com

www.yoyogiinternationalschool.com

There is a sense of trust and 
belonging at YIS that allows 
everyone to do their best job 
in what they are good at and 

try things they want to be 
better at. 

—Craig Coutts, head of school

Students are encouraged to 
achieve excellence. A child 

can live up to his full potential. 
The focus at St. Mary’s 
has always been on the 

heart and how we nurture 
empathy in boys. 

—Saburo Kagei, headmaster

Our goal is to help children 
become passionate learners by 
building self confidence and 
focusing on each individual’s 
talents. Supporting the needs 

of every child is crucial in 
achieving success. 
—Yuko Muir, director

EDUCATION, LANGUAGES & COR POR ATE TR AINING

Business Index—a monthly printed and digital industry company listing— 
can help with finding the right school, fulfilling your specialized recruitment needs, and much more!
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Y
okohama International 
School (YIS) enjoys a 
reputation throughout 
the international school 
community as an institution 

with passionate and dedicated 
educators driven to keep YIS at the 
forefront of international education, 
while still maintaining our small-
school feel and strong sense of 
community. Internationalism is at 
the heart of our school culture, with 
nearly 50 countries represented 
among our students and faculty.

International Curriculum
YIS students come from and move 
on to schools all over the world, 
including other international 
schools as well as schools in national 
education systems. As an IB 
(International Baccalaureate) World 
School, we offer the IB Primary 
Years Program, IB Middle Years 
Program, and IB Diploma Program. 
Together, the three programs are 
the most widely respected and 
followed academic continuum in 
the international school world. 
An IB education at YIS fosters 
the communication skills, critical 

thinking, and global perspectives 
young people need to thrive in an 
increasingly interconnected world. 

Academic Rigor, Balance, 
and Innovation
We pride ourselves on providing 
a well-balanced education with 
opportunities for students to excel in 
many different areas. Learning is of 
course the priority, and our students’ 
academic achievements include 
external exam scores consistently 
above global averages as well as 
matriculation to leading universities 
around the world. Student learning 
also takes place through a wide range 
of extracurricular activities and 
innovative co-curricular programs. 
For example, they can learn about 
Japanese music, arts, and culture 
through our International Center 
for Japanese Culture; seamlessly 
integrate IT in their learning 
through our Connected Learning 
Community; take part in local and 
overseas service programs; and, for 
those in high school, pursue the 
Global Citizenship Diploma, which 
recognizes their education and 
accomplishments in the classroom, 

YIS: A TRULY INTERNATIONAL  
LEARNING COMMUNITY
By Craig Coutts

within the larger context of the 
school and in the world beyond. 

Warm and Welcoming 
School Community
Current families and visitors alike 
often comment on the warm and 
welcoming community that exists 
at YIS. A strong sense of care and 
belonging is also fostered by our 
active PTSA (Parent Teacher Student 
Association), which reflects our pride 
in the diversity of our community 
members. This multicultural 
mix is an important element of 
international school education, and 
the experience of everyone involved 
is much richer because of it.

Pleasant Atmosphere 
and Convenient Access
Located near several parks in the 
historic Bluff district of Yokohama, 
YIS enjoys a pleasant environment 
and convenient access for families in 
Yokohama, as well as for those who 
choose to live in Tokyo—just over 
30 minutes away by express train. 
A great number of our students 
commute from Tokyo every day, 
with the nearest station only a few 
minutes’ walk from our front gate.

Welcome to YIS
Choosing a school for your children 
involves many considerations, but 
ultimately it’s about finding the right 
fit. We invite you to visit us and 
experience YIS first-hand. •

Contact admissions@yis.ac.jp 
or call 045-622-0084

An IB 
education 
at YIS 
fosters the 
communication 
skills, critical 
thinking, 
and global 
perspectives 
young people 
need to 
thrive. 

www.yis.ac.jp/
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Valuable 
cargo
It’s important to 
choose someone 
who’ll take extra 
care of the most 
precious things.

Crown service offerings include:
• International & Domestic Shipment
• Immigration & Legalization
• Pre View Trip Services
• Home & School Search
• Settling-In
• Intercultural Support

Tel: +81 3 5447 2301
tokyo@crownrelo.com

Go knowing
crownrelo.com/japan

CR Ad ACUMEN Magazine 1.indd   1 6/28/2013   5:33:21 PM

Founded in 2001, OYIS is the only WASC accredited 
(Preschool to Grade 8), International Baccalaureate (IB) 
World School in Osaka City.

• Core beliefs align with the YMCA philosophy of: 

CARING  HONESTY  RESPECT  RESPONSIBILITY

• Challenging, developmentally appropriate curriculum 
that emphasizes international mindedness.

Osaka YMCA International School
6-7-34 Nakatsu, Kita-ku, Osaka 531-0071
Tel: +81(0)6 6345 1661  Fax: +81(0)6 6345 1601
www.oyis.org ・ general-inquiry@oyis.org



A
ccording to Pico Iyer’s 
talk at the TEDGlobal 
2013 conference, about 
220 million people live 
in countries other than 

those in which they were born. This 
figure is four times the population 
of Canada and Australia combined, 
and soon this collective body of 
expatriates will comprise the fifth-
largest “nation” on the planet.

Among those expatriates who 
have returned to their country 
of origin, a rising number of 
people struggle to fit in because, 
compared with their peers, they 
have developed a more global 
perspective. This group includes 
students educated abroad. 

Furthermore, to broaden their 
children’s worldview, parents 
are increasingly choosing an 
international school education, even 
when family members have never 
lived abroad.

International schools in Tokyo 
have the opportunity and challenge 
to build on students’ global 
experiences, to position today’s 
youth as leaders of the 21st century.

Central to accomplishing this 
aim is attracting and retaining 
passionate, caring, competent, 
and committed teachers for each 
classroom. In spite of the many 
different ways of delivering a first-
class curriculum—such as by using 
diverse technologies—teachers 
remain the single most important 
variable for engaging students 
in meaningful learning that, it is 
hoped, will make a difference in 

their lives and in those of other 
global citizens. International 
schools must continue to 
employ teachers from a host of 
different cultural and educational 
backgrounds. This leads to school 
cultures that transcend national 
borders and thus prepare 
students for an interconnected 
world. Schools must support 
these teachers and reward them 
generously, because they truly 
make a difference every day in the 
lives of international-school pupils.

One of the most effective ways 
to develop global competence is 
to experience being a foreigner 
living and working in a context 
where one’s culture and language 
are not dominant, states Dr. Yong 
Zhao in his book, World Class 
Learners: Educating Creative and 
Entrepreneurial Students. Zhao, 
a professor of education at the 
University of Oregon, suggests 
several ways schools can help 
educate students to become 
outstanding learners. For example, 
teachers can encourage their 
pupils to build a global network 
of partners, to learn a foreign 
language, as well as to make 
products and pursue projects with 
universal themes. In this way, 
international schools can function 
like multinational enterprises. 

In addition to globalizing 
education within the walls of the 
classroom, international schools 
must find ways to involve students 
in their host country’s culture. 
Field trips are an important part 

of fulfilling this objective. Such 
study-away trips should explain 
the significance of historical and 
cultural sites in a way that supports 
a school’s overall curriculum, and 
which allows participants to view 
history through another lens. 
Service learning, or volunteer 
opportunities, give students a way of 
contributing to their host country. 
These activities also promote the 
development of empathy, which 
has been recognized as particularly 
important for 21st-century learners.

The quality of education offered 
at international schools in Tokyo 
will continue to be a factor in 
the city’s reputation as one of the 
world’s most vibrant locations. As 
preparations for the 2020 Olympic 
and Paralympic Games unfold, 
investing in the globalization of 
education through top-notch 
international schools will send a 
strong message to other countries 
about how we are all interconnected 
in this fast-changing world. •

Education | Schools

TEACHING WORLD-CLASS 
LEARNERS
By Dr. James Langholz

Dr. James Langholz 
is the middle 
school principal 
at St. Mary’s 
International 
School in Tokyo. 
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Advocacy | Diet Doorknock

T
okyo is on track with its 
early preparations for 
the 2020 Olympic and 
Paralympic Games, with 
General Electric (GE) 

firmly behind the campaign to 
make the event a dazzling and 
unforgettable sporting occasion.

With a mission to bring its 
global expertise and experience to 
bear on hosting the Games, GE Japan 
hosted the “Tokyo 2020 and Beyond” 
symposium at the Hotel Okura 
Tokyo in mid-November. The event 
coincided with a review of Japan’s 
progress to date by a team from the 
International Olympic Committee 
(IOC), headed by IOC Vice 
President John Coates.

“Fifty years ago, the first Olympic 
Games to be held in Asia were 
hosted here in Tokyo,” Coates 
told delegates at the outset of the 
symposium. “For those Games, 
Japan invited the world’s best 
athletes to come and compete. 

STRONG FOUNDATION FOR SUCCESS
Tokyo aims to host the most sustainable Games yet 

Custom Media

That inspired a nation of people to 
take up sport.

“The 1964 Olympic Games gave 
Japan the opportunity to re-emerge 
on the international stage,” he said. 
“And the success of the Games 
underlined Japan’s ability to unite as 
‘Team Japan’ and to galvanize people 
behind a common cause.”

Looking to the upcoming 2020 
Olympics—which will be on a scale 
far beyond what Tokyo experienced 
half-a-century ago—Coates said, 
“The IOC has been extremely 
pleased with the progress that we 
have witnessed over the course of 
our two-day examination meeting.

“Given the commitment and unity 
of the Japanese people, Tokyo 2020 
will provide a transformational 
opportunity not only for Tokyo, but 
also for Japan.” 

That legacy will stretch far beyond 
the closing ceremony for the largest 
multi-discipline sporting event on 
the planet, said Coates, who played 

a key role in organizing the Sydney 
Olympics in 2000. To this day, he 
emphasized, Sydney’s Olympic Park 
attracts thousands of visitors, and 
has brought positive, long-term 
benefits to Australian people. 

He feels certain that the people of 
Tokyo will equally benefit from the 
city hosting the Games in just five 
years’ time.

Yoshiro Mori, president of the 
Tokyo Organizing Committee for 
the XXXII Olympiad, and a former 
prime minister of Japan, expressed 
his appreciation for the IOC team’s 
visit and support. He also called 
for the organization and former 
host cities to “share your wisdom” 
to ensure that the event goes off 
without any hitches. 

Mori singled out GE to praise its 
unstinting support. “We have been 
working for a long time with GE, 
and this country also has a long 
history of working with the company, 
particularly around the time of 

Event | 2020 Olympics

Members of the 
International 
Olympic 
Committee 
and the Tokyo 
Organizing 
Committee spoke 
at the symposium.
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the March 2011 earthquake, when 
GE helped us greatly by providing 
infrastructure support,” Mori said. 

Thomas Edison famously used 
bamboo from Kyoto as a filament 
in his prototype light bulbs, and 
the Connecticut-based firm began 
business in Japan 130 years ago. 

Today, GE employs 4,700 people 
here and is focused primarily on 
the healthcare, energy, aviation, and 
capital sectors. As well as 50 office 
locations across the country, it has 
manufacturing facilities in Hino 
(Tokyo), Yokosuka, Yokohama, and 
Kariwa (Niigata Prefecture). 

An enthusiastic sponsor of the 
Olympic movement since 2003, 
Jeffrey Immelt, chairman and 
CEO of the company, said GE sees 
the 2020 Games as an excellent 
opportunity for the people of Japan, 
based on three broad themes.

The first is dedication, Immelt 
said, pointing to GE’s commitment to 
investing more than $6 billion a year 
in research and development. Tokyo 
needs to be similarly committed to 
introducing the latest technology and 
services to ensure that the Games are 
the best they can be.

Globalization is the second theme. 
Using his company as an example, 
Immelt said GE will next year earn 
more than 70 percent of its revenues 
from outside the United States. 

“The Olympics are a vehicle to 
open Japan to the world and to give 
everyone the opportunity to see this 
country for the first time,” he added. 

The third component is innovation, 
he said. “The only successful 
companies in the 21st century will 
be innovative companies, and the 
Olympic Games and athletes are 
some of the best innovators in the 
world,” he explained. 

“I believe that Tokyo 2020 
will show off Japan’s tremendous 
capabilities, and the opportunity 
is there for Tokyo to reintroduce 
itself to the rest of the world,” 
Immelt said, pointing to a number 
of areas in which Japan will be 
able to showcase its cutting-edge 
technology and know-how.

These include clean energy, 
with the Tokyo 2020 campaign 
positioning the Games as the 
“most sustainable Olympics in 
history.” The sustainability aim 
also entails increasing efficiency 

to leave a smaller carbon footprint, 
as well as ensuring a new level 
of inclusiveness for smaller 
companies. 

“GE is a big believer in this 
country, this economy, and the 
people of Japan,” Immelt concluded. 

And even though the IOC team 
expressed confidence in the Tokyo 
organizers’ progress to date for the 
2020 event, they warned that the 
next five years are likely going to 
pass very swiftly.

“It’s going to go fast, and the 
amount of work that has to be 
accomplished in the last two years, 
in particular, is immense,” said 
Christophe Dubi, executive director 
of the IOC. “In fact, it’s terrifying.

“You have to build an organization 
that is the size of a multinational 
corporation to deliver the event,” 
he said. “You need to start in exactly 
the way that Tokyo 2020 has done, 
to establish strong foundations. And 
once you have elaborated the vision, 
then everyone can relate to that and 
work towards that goal.

“Those strong foundations mean 
that the master plan can be finalized 
safely,” he added. •

“The Olympic 
Games and 
athletes 
are some 
of the best 
innovators 
in the world.”

Jeffrey Immelt 
(second from 
left), chairman 
and CEO of 
GE, emphasized 
dedication, 
globalization, 
and innovation.
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I 
traveled to both coasts of the 
United States last year on the same 
mission: introducing US readers to 
contemporary Japanese literature, 
translated. 

As a cultural export, literature can offer 
exceptionally intimate engagement with 
the proverbial other. It grants access to 
another culture’s feelings, perceptions, and 
assumptions—and a glimpse, perhaps, into 
its densely coded DNA.

In May, my editorial colleagues Ted 
Goossen, Motoyuki Shibata and I hosted 
a weeklong series of events in New York 
City to launch the fourth edition of 
Monkey Business, an annual publication 
founded in 2011 that combines English-
language translations of Japanese fiction, 
poetry, essays, interviews, manga, and 
photo-stories with original contributions 
from American writers whose work is 
published in Japanese. Our events also 
brought together authors from both 
countries, including award-winning 
Toh Enjoe and Hideo Furukawa from 
Japan, and Americans Laird Hunt and 
Matthew Sharpe. 

I was back in Manhattan in August 
to deliver a presentation pegged to the 
release of Haruki Murakami’s latest 
novel, Colorless Tsukuru Tazaki and 
His Years of Pilgrimage. I have 
known Murakami since 1999 
and interviewed him on several 
occasions. Goossen, a scholar 
and translator of Murakami’s 
fiction, joined me, as did 
pianist Eunbi Kim, co-
creator of a performance 
project featuring live 
music, dance, and theater, 
called Murakami Music. 

October saw me traveling to California 
with Monkey Business for a two-week, six-
city tour starting in San Diego and ending 
in the San Francisco Bay Area. Authors 
Furukawa, Tomoka Shibasaki (co-winner 
of this year’s Akutagawa Prize, Japan’s 
most prestigious literary award), and 
poet Hiromi Ito were joined by American 
writers Steve Erickson, Peter Orner, and 
Dean Rader, as well as literary translators 
Michael Emmerich and Andrew Leong. 

In most cases, audiences on both 
sides of the continent have been large, 
keenly interested, and very curious. For 
while manga, anime, film, and music 
can sometimes transcend or circumvent 
the question of translation, literature is 
language. And unlike European languages, 
many of which bear some similarity to 
contemporary English, Japanese can 
appear—superficially at least—a radically 
different tongue, one whose intricacies 
and embedded expectations might 
seem untranslatable. When you read a 
Japanese story that has been translated 
into English, how much of the original 
are you really getting?

The “lost in translation” question is 
as tantalizing as it is converse: what, if 
anything, might be gained, or enhanced, 
when Japanese writing is translated 
into English? Scholar Jay Rubin, one 
of Murakami’s long-time American 
translators, once half-jokingly told an 
audience in Seattle that when they read 
Murakami in English, 95 percent of the 
writing is by Jay Rubin. The audience, 
Rubin reports, was none too happy to 
hear it.

Murakami madness
Murakami, of course, is an exceptional 
case in nearly every respect. His work has 
been translated into over 40 languages. His 
books are not only bestsellers at home—
where his new titles often break publishing 
industry sales records set by his older 
works—but also in countries as far-flung 
as Germany, Italy, and Australia. One week 
after the Manhattan release presentation in 
August, Tsukuru Tazaki topped The New 
York Times bestseller list. 

And Murakami is a translator, too, 
primarily of US literature into Japanese. 
Novels and stories by John Irving, F. Scott 
Fitzgerald, J.D. Salinger, and others have 

all been rendered readable in native 
Japanese by Murakami. Plus, 
his name on the cover virtually 
guarantees brisk sales. 

Murakami’s finely tuned 
understanding, not only of the 

two languages but also of the US 
and Japanese cultures, was driven 

home in 2008, when he and I read 
his work onstage at the University of 
California, Berkeley, and engaged in a 

public discussion before a sold-out 
crowd of over 2,000. 

Cool Japan | Literature

LOST—OR ENHANCED?—IN TRANSLATION
Engaging more readers globally with Japanese works

By Roland Kelts
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We had dined and talked together 
in the days leading up to the event, 
though he politely resisted my 
attempts at preparation. As we stood 
in the wings waiting to go onstage, I 
was nervous, but he was not. When 
he stepped out to introduce a story 
he would read in Japanese, followed 
by my reading in English, he joked 
about missing a World Series game 
on TV that evening and a meeting 
with Thom Yorke of Radiohead 
back in Tokyo—just so he could 
be at Berkeley. “You’re very lucky I 
showed up” was his message. 

From that point on, the audience 
was Murakami’s, and my job was 
staying out of his way. 

Humor is one of the keys to any 
culture, but it can also be one of the 
trickiest to fit into a foreign lock. 
Murakami’s acute understanding 
of the US cultural sensibility is at 
least partly traceable, I believe, to his 
lifelong reading and appreciation of 
the country’s literature. 

He began reading novels by 
American writers as a boy in Kobe, 
and was particularly drawn to the 
works of Raymond Chandler, Kurt 
Vonnegut, and Richard Brautigan. 
Combined with his love of US 
popular music, from the Modern Jazz 
Quartet and the Beach Boys to the 
Red Hot Chili Peppers, Murakami’s 
engagement with American literature 
took him beyond the country’s 
history and politics. His reading went 
deeper than the slapstick humor 
of a Bugs Bunny cartoon or Three 
Stooges movie, and into the realm of 
feeling and personality.

Laughter and playfulness
Humor, and a liberal dose of 
playfulness, drive the Monkey 
Business project, too, and is a quality 
we try to convey in the pages and 
at the live events in North America. 
Its title is lifted from a 1956 Chuck 
Berry song about eluding the 
seriousness and petty hang-ups of 
modern life, and was chosen by 

Shibata when he started the original, 
Japanese-language publication in 
2008. (The current Japanese edition is 
published three times per year and is 
now simply called Monkey.) 

Murakami is a frequent 
contributor to both the Japanese and 
English editions, and is arguably 
one of the reasons they exist at all. I 
was introduced to Shibata at one of 
Murakami’s readings in New York 
City in 2002, and when his name 
appears in the table of contents, the 
publication tends to find readers a 
little faster. 

One of the project’s aspirations 
is to broaden the English-language 
readership beyond Murakami, by 
introducing a wide array of Japanese 
writers and artists. It isn’t easy. 

A mere 2-3 percent of books 
published in the United States and 
the UK are works in translation, 
versus 27 percent in France, 28 
percent in Spain, and 40 percent in 
Turkey, as reported in September 
2014 by the BBC. According to 

the Japan Foundation, roughly 65 
Japanese titles were translated into 
English over the past year, a slight 
drop from the year before. 

Exporting Japanese literature is 
no sure bet, though I feel privileged 
to be a part of the mission. When 
I meet readers of Monkey and 
Murakami, they remind me that 
the experience of literature across 
languages is enriching and edifying, 
but also a whole lot of fun. •

Cool Japan | Literature

Murakami’s 
engagement 
with 
American 
literature 
took him 
beyond the 
country’s 
history and 
politics. 

Roland Kelts is a Japanese-American 
writer, editor, and lecturer who divides his 
time between Tokyo and New York. He 
is the author of the acclaimed bestseller 
Japanamerica: How Japanese Pop Culture 
Has Invaded the US and the forthcoming 
novel Access. His fiction and nonfiction 

have appeared in The New Yorker, 
Time, Psychology Today, Playboy, and 
The Wall Street Journal. Kelts authors a 
monthly column for The Japan Times, 
and is also a frequent contributor to 
CNN and NPR. Find him online at: 
http://japanamerica.blogspot.com

Author Haruki Murakami
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T
hese words were repeatedly 
mentioned to describe outgoing 
American Chamber of Commerce 
in Japan Executive Director 
Samuel Kidder, at an event given 

in his honor at the ANA InterContinental 
Tokyo on December 10. 

Some 90 guests were in attendance to bid 
farewell to Kidder, who has served as leader 
of the chamber for the past eight-and-a-half 
years. A large contingency attended from 
the Embassy of the United States in Tokyo 
and the related Commercial Service–Japan, 
where Kidder served for nearly 16 
years. Representatives from Keidanren, 
the America–Japan Society, and other 
chambers of commerce also came on the 
night to pay their respects. 

From the numerous speeches given in-
person and on video, it is clear that Kidder 
touched many lives and had an enduring 
impact on the development of US–Japan 
trade ties. Here are some memorable 
words from the evening. •

WALKING WITH KINGS 
But never losing the common touch  

Custom Media

Calm, steadfast, friendly, a mentor. “Sam was always the smartest guy and 
the friendliest face in the room. He had 
the common practical background and 
the business sense to speak well on any 
subject. Nearly every foreign service 
officer here has known life with Sam in it. 
We are in denial he is leaving.” 

Andrew Wylegala, minister-counselor for 
commercial affairs, US Embassy Tokyo

“Waiting for Sam to get angry is like 
betting against JGBs [Japanese government 
bonds]. It may happen, but probably not 
in our lifetime. Sam was always calm, cool, 
collected, and smiling—but he always got 
the job done.”

C. Lawrence Greenwood, Jr., former US 
ambassador to APEC

“Sam’s leadership during the 2011 Great 
East Japan Earthquake was exemplary. In 
the face of so many ‘flyjin,’ Sam stayed and 
demonstrated the qualities that sum up his 
character: stalwart, unflappable, poised, 
positive, and calm. Thank you for your 
friendship most of all.”

Allan Smith, ACCJ president emeritus

“Mentor, sempai, counselor, and teacher 
are words I hear often about Sam. He was 
truly a rock for our members during the 
2011 earthquake, and constantly showed 
steadfast resolve when a decision needed 
to be made.”

Michael Alfant, ACCJ president emeritus

Samuel Kidder (second from left) has met many distinguished persons, including General (Ret.) David Petraeus (third from left) and Deputy Chief of Mission 
Jason Hyland (second from right).

Kidder's sense of humor was one of his trademarks.

Kidder with ACCJ-
Kansai leaders Keizo 
Yamada (left, president) 
and Yuko Nakaoka 
(operations manager).

THIS COULD BE YOU!
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“During my tenure, the TPP [Trans-
Pacific Partnership agreement] and [Prime 
Minister Shinzo Abe’s] third arrow were 
focus areas for our growth agenda. Sam 
had a unique ability to feel the pulse of the 
membership, as diverse a group as that is.”

Laurence Bates, former ACCJ president

“The ACCJ is losing its quarterback.”

John Peters, former minister-counselor for 
commercial affairs, US Embassy Tokyo

If you can talk with crowds and keep your virtue,   

    Or walk with Kings—nor lose the common touch,

If neither foes nor loving friends can hurt you,

    If all men count with you, but none too much;

If you can fill the unforgiving minute

    With sixty seconds’ worth of distance run,   

Yours is the Earth and everything that’s in it,   

    And—which is more—you’ll be a Man, my son!

“Sometimes I just think, ‘wow, I made it out 
of Wisconsin.’ I am in awe of the progress 
the ACCJ has made, and I believe the 
chamber does good work that matters. We 
form personal bonds that enrich and enliven 
our existence.”

Samuel Kidder, ACCJ executive director 
2006-2014

-Excerpt from Rudyard Kipling’s “If ”, one of Kidder’s favorite poems.

At the ACCJ Charity Ball, with former US Ambassador to Japan John Roos (third from right)

At the ACCJ 
office; Kidder 

served from 
2006 to 2014.

EXPERIENCE
SUCCESS

WISDOM
LEADERSHIP
INFLUENCE

INSIGHTS
  A NEW series on BIJ.TV in 2015

Executive Spotlight 
Expert insight from the leaders driving Business in Japanthe first and  

only bilingual  

video channel on 

Business in Japan www.bij.tv

COMING
SOON

THIS COULD BE YOU!
To be featured in this series, please contact Sam Bird:   

samuel@custom-media.com  •  03-4540-7730



Suits from $395 (¥46,000) 
Blazers from $275 (¥33,000)
    

       
 

Tuxedos from $595 (¥70,000)
Trousers from $135 (¥16,000) 

       
 

Overcoats from $650 (¥77,000)
Ladiesʼ suits from $395 (¥46,000)
       
 Shirts from $69 (¥8,100) — minimum four shirts

Other superfine quality suits from $550 (¥65,000) to $2,200 (¥259,000)
All prices in USD (excluding shipping); delivery within two weeks



facebook.com/The.ACCJ

twitter.com/AmChamJapan

youtube.com/user/AmChamJapan

linkedin.com/company/american-chamber-of-commerce-in-japan

1  
Recipients of the 
2013 ACCJ Leader 
of the Year and 
Volunteer of the Year 
awards, with ACCJ 
leaders after the 
Person of the Year 
Award Luncheon, 
held on December 
12 at the Tokyo 
American Club.

2 
ACCJ 2013 Person 
of the Year and 
Honorary Chairman 
of Toyota
Motor Corp. Fujio 
Cho speaks during 
the luncheon 
honoring him on 
December 12, at the 
Tokyo American Club.

3 
Larry Bates (former 
ACCJ president, 
left) spoke on the 
“Evolving Role of 
Inhouse Counsel 
in Japan,” at an 
event held on 
December 10 at 
the Tokyo American 
Club. ACCJ Legal 
Services Committee 
Co-chair C. Christian 
Jacobson is also 
pictured. 

4 
ACCJ Community 
Service Committee 
Chair–Kansai Kojiro 
Dan (right) with the 
executive director of 
Child Chemo House, 
Masami Hagiwara, 
at the ACCJ Kansai 
Charity Art Auction 
Gala, held on 
December 6 at Kobe 
Art Center.

5  
ACCJ Kansai leaders, 
committee members, 
and staff at the ACCJ 
Kansai 2014 Awards 
Ceremony and Party, 
held on November 28 
at the Hyatt Regency 
Osaka.

6 
ACCJ Independent 
Business Committee-
Chubu Chair Ray 
Proper (center) 
received the 2014 
Leader of the Year 
Award from Steve 
Burson (left) and 
Vice President–Chubu 
Chris Zarodkiewicz at 
the Champagne Ball 
and Awards Evening, 
held on November 
21 at the Hilton 
Nagoya.

7 
From left: Mobility 
Manufacturing 
Committee Chair 
Deryk Langlais, 
Aerospace Industry 
Subcommittee 
Chair Britt Creamer, 
and Membership 
Relations Committee 
Vice Chair Craig 
Bonnor at the 
Champagne Ball and 
Awards Evening, held 
on November 21 at 
the Hilton Nagoya.

Upcoming EVENTS
Please visit www.accj.or.jp for a complete 
list of upcoming ACCJ events or check our 
weekly e-newsletter, The ACCJ Insider.

January 16
ACCJ Special Event: The 2015 Shinnenkai

January 20
UberGrowth Through Riding is Believing

1 2

4

6 7

5

ACCJ Events |  Past And Planned
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Books | Review

BREAKING THE MOLD
The Japanese company that 

insists on doing things its own way

By Vicki L. Beyer

M
any readers will remember 
the heady days of bubble-era 
Japan. In those days, books on 
the excellence and effectiveness 
of Japanese business practices 

were plentiful and popular. These days, it 
is much more unusual, almost refreshing, 
to find a recently published book on 
Japanese business. 

It could be argued that David W. 
Russell’s Good Risks: Discovering the 
Secrets to ORIX’s 50 Years of Success 
is not a book on Japanese business at all. 
Russell himself says his is a book about the 
key elements of successful globalization.

Indeed, in this slim volume that is part 
travelogue/part interview notes, Russell 
takes the reader with him as he learns 
about the existence of this “completely 
independent global financial services 
group.” Russell’s journey starts with some 
of the company’s US affiliates, followed by 
travels around the world to further acquaint 
himself—and his audience—with the ORIX 
DNA that makes this enterprise thrive.

When Russell first hears about a “Japanese 
company I’ve barely heard of [that] owns 
a big chunk of one of the top investment 
banks in the United States and also a mid-
sized hedge fund in New York,” he wants 
to know more. He gains an introduction 
to the CEO of one of these ORIX Group 
companies, and learns that ORIX “is an 
unusual company regardless of nationality.” 

Rather than acquiring companies and 
running them its own way, the Group’s 
strategy is finding partners that already 
have strong fundamentals—such as 
management, client base, reputation, 
and growth potential—and supporting 
them, rather than exerting undue control 
from headquarters.

From New York, Russell 
travels to Dallas, site of the US 
headquarters of ORIX, then on 
to Dublin, the global center of 
aircraft leasing—a key component 
of ORIX’s core business. He then 
bounces to Sydney and Singapore 
before finally reaching Tokyo, the 
global headquarters of the ORIX 
Group. Along the way, he picks 
up pieces of the ORIX puzzle, 
learning about its attitudes and 
business practices, all the while 
becoming more curious about 
this quiet achiever.

As Japanese companies go, ORIX 
is quite young, having been founded in 
the 1960s. Its roots are in B2B equipment 
leasing, which is also a relatively recent 
field of business. Perhaps this contributes 
to the company’s ability to go its own 
way and not be hampered by notions 
of Japanese business protocol. It seems 
ORIX was fortunate in its early days to 
have leaders who were educated in the 
United States and had limited experience 
in traditional Japanese companies. After 
all, it’s easier to break out of a mold you 
don’t know exists in the first place.

Russell learns that ORIX has never 
been afraid to look for opportunities 
and take calculated risks: good risks, 
as the preferred terminology goes. It 
developed an innovative form of business 
in Japan, cultivating keen local talent. 
Its international expansion has involved 
partnering with locals knowledgeable 
in their home market. ORIX has made 
mistakes and had setbacks along the way, 
but it ultimately has learned from those 
missteps and been empowered to seek 
further success as a result.

Russell ends his journey at a 
baseball game in Osaka featuring the 
ORIX Buffaloes. At the game, he is briefly 
joined by Yoshihiko Miyauchi, ORIX’s 
visionary CEO, whom he had interviewed 
just days before. Russell gives Miyauchi the 
literal last word in the book by including 
an epilogue penned by him. Miyauchi 
further emphasizes ORIX’s distinct 
character when he denies that it is a “one-
man” company, and instead focuses on its 
corporate DNA, a recurring and key theme 
in understanding this Japanese version of 
a global company. •

Vicki L. Beyer completed 
four years as an ACCJ 
vice president on 
December 31, 2014.
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T
he title of this month’s article 
may be interpreted two 
ways. Which does it mean: 
that a list of communication 
rules follows, or that, 

of all skills, the one that rises 
above the rest—the ruler, so to 
speak—is communication?  

The answer is both. The two 
practical rules outlined here can 
improve communication, especially 
useful if a relationship has soured. 
Second, I continue to believe that 
communication is one area in which 
it is worth investing your time. And 
yes, you can count reading this as 
part of your investment. 

Let’s start with the second 
point first. You might think that 
I am biased toward working on 
communication because that is my 
company’s focus. When we began 
AMT Group, the idea was to offer 
training in what we felt were the 
core business areas:  accounting 
and finance, marketing, and 
human resources.

But those topics can be learned 
through books, and our clients 
were facing more challenges with 
communication than with any of the 
traditional management disciplines. 
One early client, whose company 
provided on-site engineers, said, 
“Andrew, we have never lost a 
customer due to poor technical 
skills. It has always come down 
to communication.”

Rule 1: Simplify 
A classic communication tip goes 
like this: “Tell me your idea in a 

way that a smart 12-year-old can 
understand it.” Why? Because this 
forces you to remove words that fly 
over people’s heads. 

Last month, I was conducting a 
workshop in Los Angeles for Fusion 
Systems North America. Their most 
senior leader, long-time American 
Chamber of Commerce in Japan 
member Ray Ribble, kindly offered 
to let my son Skylar observe the 
training. At the end, when it was 
time for the teams to present their 
ideas, I shared the above tip and 
added, “Today we actually have a 
smart kid who’s going to be 12 next 
month. So today, your ideas need to 
pass the ‘Sky test’.” 

The results? Clear, creative ideas, 
two of which they implemented 
immediately. To the teams, Ribble 
said he learned that people can 
create good ideas in a very short 
time. Privately, he told me that he 
learned how even adults have a hard 
time communicating.

Rule 2: Take Turns
If you’re having difficulties getting 
through to someone, here’s a simple 
rule: take turns speaking, each for 
only 30 seconds, or one sentence 
(whichever comes first), to make 
your point.   

Before meeting with me, a 
client was having trouble with his 
subordinate (shall we say his “in-
subordinate”). A few weeks prior, 
after one too many unproductive 
wars of words, they had agreed on a 
new rule for their communication. 
“We won’t interrupt each other. Each 

will let the other finish all his points, 
and only respond after the other 
person says he’s done speaking.”  

Sounds good, right? 
The problem with that rule is that 

there is a limit to what the brain can 
process. The human equivalent of 
RAM storage is about 30 seconds. 
Rather than listening, the manager 
was using his notepad to record 
how he would respond, point by 
point, to the emotionally charged 
(in)subordinate’s words.  By limiting 
your remarks to 30 seconds, or one 
sentence, here’s what happens:
1. You will both think more before 

you speak. Since the thinking 
and feeling parts of the brain are 
located in different places, this 
takes the emotional charge out of 
your words. 

2. You will order your thoughts more 
efficiently.

3. Your counterpart will be able to 
focus on the one thing that is of 
utmost concern to you.

Apply these two rules and watch 
what happens. You may find the 
second one awkward, yet ultimately 
rewarding. Who wouldn’t prefer a 
short-term awkward feeling over an 
exit interview, after all? •

HR | Training

COMMUNICATION RULES
By Andrew Silberman

Andrew Silberman 
is president and 
chief enthusiast of 
AMT Group (www.
amt-group.com).
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Aflac

AIG Companies in Japan

AINEO Networks

Amazon Japan K.K.

Amway Japan G.K.

Baxter Limited

Bayer Yakuhin, Ltd.

Becton Dickinson Japan

Bingham, Sakai, Mimura, Aizawa

Bloomberg L.P.

Boeing Japan K.K.

Caterpillar

Chevron International Gas Inc. 
Japan Branch

Citigroup

Coca-Cola (Japan) Co., Ltd.

Colliers International

Deloitte Touche Tohmatsu LLC

Delta Air Lines, Inc.

Deutsche Bank Group

Dow Chemical Japan Ltd.

Eli Lilly Japan K.K. 

en world Japan

EY Japan

Federal Express Corporation

Freshfields Bruckhaus Deringer 
Tokyo

GE Japan Corporation

GILT GROUPE K.K.

Goldman Sachs Japan Co., Ltd.

H&R Consultants K.K.

Heidrick & Struggles Japan 
Godo Kaisha

Hilton Worldwide

IBM Japan, Ltd.

IMS Japan

Johnson & Johnson  
Family of Companies

KPMG

Kreab Gavin Anderson K.K.

Lenovo Japan

McKinsey & Company, Inc. Japan

Merrill Lynch Japan Securities 
Co., Ltd.

MetLife

Microsoft Japan Co., Ltd.

Mondelēz Japan Ltd.

Monex Group, Inc.

Morgan Stanley Japan Holdings 
Co., Ltd. 

Morrison & Foerster, Ito & Mitomi

MSD K.K.

Nanzan Gakuen 
(Nanzan School Corporation)

Northrop Grumman 
Aerospace Systems

Nu Skin Japan Co., Ltd.

Oak Lawn Marketing, Inc.

Procter & Gamble Japan K.K.

Prudential Financial, Inc.

PwC Japan

Randstad K.K.

RE/MAX Japan

Robert Walters Japan K.K.

Saatchi & Saatchi Fallon Tokyo

Squire Patton Boggs

State Street

Teva Pharmaceutical Industries Ltd.

Thomson Reuters Markets K.K.

Toll Express Japan Co., Ltd.

Toys”R”Us, Japan

The Walt Disney Company 
(Japan) Ltd.

White & Case LLP

Zimmer K.K.

THE ACCJ THANKS ITS
CORPORATE SUSTAINING
MEMBER COMPANIES
Their extensive participation provides a cornerstone in the  
chamber’s efforts to promote a better business climate in Japan.
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