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Christopher Bryan Jones 
chris@custom-media.com

Our January issue of The ACCJ Journal 
kicks off the new year with stories 
about change. From new leadership 
at the chamber to new agreements 
between Japan and the world, 2018 
holds great promise.

NEW TIES
Tokyo and New York City have had a close 
relationship since 1960, when they became 
sister cities. This arrangement is meant to 
encourage cultural sharing and strengthen 
commercial ties. In November, the two 
cities entered a new phase with the signing 
of a partnership agreement that will see two 
of the world’s top urban centers promo ting 
one another to boost bilateral tourism. At the 
same time, Tokyo is exploring an agreement 
with London that would provide a similar 
boost to financial services. On page 20, we 

explore what the future may hold as a result 
of Japan’s increasing global collaboration.

NEW MARKETS
While a boost in tourism is the pri mary 
goal of the Tokyo–New York City partner    -
ship, it may also create new business 
opportunities. For those looking to enter 
the Japanese market, there are challenges 
that can sometimes seem insur mount able. 
But there are many experienced hands that 
can help make the transition a smooth one. 
On page 26, we talk to executive coach 
Nozomi Morgan of Michiki Morgan 
Worldwide LLC. Based in Atlanta, GA, 
Morgan uses her multi cultural expertise 
to help companies succeed.

We also talk to local experts on page 30 
about the keys to market success in Japan 
and why research is critical to connecting 
with local consumers and building a brand 
that is more than just a transplanted name, 
service, or product.

NEW SUBJECTS
The start of a new year is a time when 
many think about education. This is 
particularly important to those raising 
children in a culture other than their own. 

Tokyo, with its many international 
schools, is the perfect environment for 
developing a global outlook; but how do 
you choose the right school? On page 36, 
we talk to leaders from some of the city’s 
best institutions to find out how their 
approach to education is changing and 
what to expect in 2018.

NEW LEADER
The American Chamber of Commerce 
in Japan (ACCJ) also sees change 
as we turn the calendar to January. 
MetLife Japan Chairman, President & 
CEO Sachin N. Shah takes office as 
ACCJ president. We sit down with 
Shah on page 6 to learn more about his 
experience with the chamber, how it has 
helped his career in Japan, and what he 
hopes to achieve as he guides the ACCJ 
through the coming year.

We hope your 2018 is off to a great start 
and look forward to bringing you more 
insights on global business in Japanese 
throughout the year. n

A flagship publication of the American 
Chamber of Commerce in Japan (ACCJ), 
The ACCJ Journal is a business magazine 
with a 55year history. 

Craftsmanship to last a lifetime 
Exquisite handmade knives since 1923. 

10am–6pm | 03-3841-4205 | kap-kam.com
Shop online or visit our Kappabashi store, just 8 minutes from 
Tawaramachi Station. Free engraving service available. 
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PRESIDENT

J
anuary 1 marks a change in 
leadership for the American 
Chamber of Commerce in Japan 

(ACCJ) as a new president, Sachin 
N. Shah, takes office. Shah, a six-
year resident of Japan, is Chairman, 
President & CEO of MetLife Japan. 
He has served on the ACCJ Board 
of Governors for the past three years 
and is looking forward to guiding the 
chamber in 2018. The ACCJ Journal 
sat down with the new president to 
learn more about his plans.

 
How did you become involved 
with the ACCJ?
Larry Greenwood, our former head of 
government relations at MetLife Japan, 
introduced me to the ACCJ. He was 
on the board of governors, and had a 
long history with both the chamber 
and Japan.

At the time, MetLife was a new 
company in Japan following the acqui-
sition of Alico in 2010. We may have 
been a big global brand, or certainly a 
big US company, but we hadn’t really 
been in Japan.

Larry showed me the importance of 
the chamber and of starting there with 
establishing the MetLife brand.

 
How has the ACCJ impacted your 
career and life in Japan?
The ACCJ has three key pillars: 
networking, information sharing, and 
advocacy. For me, the first two have 
been probably the most powerful, 
because I personally benefited early on 
in terms of who I met, what I learned 
from them, and the multiplying factor 
it provided on the network.

When you get access to a network 
of people who have been there and 
done it, that’s an accelerator to what 
you are doing in your day job. I’ve 
developed a lot of great friend ships 
through the chamber as well.

 

Why did you decide to run for president?
The ACCJ has provided indispensable 
support for me during my years in 
Japan. I felt that there was more I could 
do to give back to the organization and 
help further its mission—promoting 
the interests of US companies and 
improving the international business 
environment in Japan.

I was humbled and flattered to be 
considered for the position. It energized 
me to think there may be some value I 
could provide.

One of the things I do as CEO of 
a large company is lead and manage 
through change. I do believe the 
chamber, and the context in which it 
operates, is changing. It’s coming more 
into focus that this is going to be a big 
job—when I’ve already got a big job. But 
I’m excited about it, too. I think I can 
really contribute and hopefully make a 

difference when we look back a year or 
two from now.

 
What are your most important goals?
The chamber has been around for 70 
years. I think success would be to put 
in place things to ensure the chamber’s 
brand is just as relevant and strong in 
the coming decades.

From my perspective, there’s a lot 
of change underway both within the 
chamber and also in the context in 
which the chamber operates. There 
are some inflection points that we are 
dealing with right now in Japan, in 
the US–Japan relationship, and in the 
chamber membership.

These are all challenges and they 
are also opportunities. How we shift 
gears over the next few years is, I think, 
going to really set a platform for the 
brand and relevance of the chamber 
going forward.

 
What changes do you think need to be 
made in 2018 and beyond?
The chamber has a record-high mem-
bership, and that’s great news. The chal-
lenge, however, is that the membership 
is more diverse than ever.

Historically, the chamber has been 
about large companies operating 
in Japan. Over time, we also have 
developed a very strong membership 
among smaller companies.

We have a very large and growing 
Japanese membership, and there’s so 
much potential with that part of our 
membership that we have yet to really 
tap. We have a significant proportion of 
young professionals joining us now who 
have a very different view of the world, of 
careers, and how they want to contribute.

We also have a much larger female 
representation than we’ve ever had 
in the history of the chamber—and I 
think that shows through to our board. 
Almost half of our board of governors 

Changing of the Guard
Interview with new ACCJ President Sachin N. Shah

By C Bryan Jones
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are women. It reflects not only the 
leading position we want to take on 
these important issues, but also our 
membership base.

So, if we think about networking, 
information sharing, and advocacy, 
how do you do that when you have a 
growing and more diverse member-
ship base? It’s probably one of the 
most important areas to focus on, and 
there’s been a lot of energy and good 
ideas put into it already.

 
How do you see the chamber’s role 
evolving as Japanese society changes?
The chamber has already established 
itself as a key contributor in these 
types of debates. The Japanese 
economy today—and growth drivers 
going forward—are very different 
compared with what we have seen in 
the past. The US–Japan relationship 
is also going through some change 
given the current US administration’s 
evolving policy on Asia. Our new 
US ambassador, William F. Hagerty, 
is very engaged with the chamber, 
and is looking to us to really help 
drive some of that agenda. And, as 
I mentioned earlier, the chamber 
itself now has a growing and diverse 
membership base.

So, from my perspective, there’s 
nothing new about what the chamber 
is expected to do, but it needs to be 

done under a different external environ-
ment and framework.

 
How does the chamber adapt?
Getting sharper and clearer on our 
advocacy positions is critical to our 
ability to take advantage of opportunities 
and ensure that we remain relevant.

We should start thinking hori zontally, 
because there may be opportunities 
across industries to solve problems.

In most cases, US companies are well 
positioned, whether it’s around health-
care or how we provide supple mental 
financial services so the government 
can, perhaps more quickly, deal with 
some of the fiscal challenges. Or, if it’s 
around cyber security or the internet 
economy or defense, there are a lot of 
areas where US businesses are either 
leaders or at the forefront.

US companies are well-positioned to 
solve those problems and create a win–
win—not just for US companies, but for 
Japan as a whole.

Anything else you want to share?
I would like to thank the membership 
for electing me. I am honored to 
represent US companies in Japan. I 
would also urge the membership to 
seize the opportunity that’s in front of 
us. We should build on the chamber’s 
history and go forward together to 
ensure another 70 years of success. n

About Sachin N. Shah
Shah moved with his family to the 
United States from India when he 
was four years old. He grew up in 
New Jersey and graduated with 
a master’s degree in technology 
and business management from 
Stevens Institute of Technology in 
Hoboken, NJ. He joined MetLife in 
1999. Prior to moving to Japan in 
2011, he was responsible for strategy 
and planning for MetLife’s interna
tional business. Shah is married with 
three children, two of whom attend 
the American School in Japan, and 
he and his family live in Tokyo.
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american-chamber-of-commerce-in-japan

1 ACCJ–Kansai Business Programs Committee 
Co-chairs Hidehito Katsuma (left) and Mie Kitano 
(second from right) present certificates of appre-
ciation to Mary Anne Jorgensen (second from left) 
and Chika Miyamori for their event “Leveraging 
Culture to Win Globally” at P&G Japan on 
December 14.

2 Members who have a strong business presence 
in Chubu gathered for a special luncheon with 
US Ambassador to Japan William F. Hagerty at 
Hilton Nagoya on November 20.

3 From left: Human Resource Management (HRM) 
Committee Chair Ginger Griggs and Vice-Chair 
Roy Tomizawa with guest speaker Lydia Dorman  
and Women in Business (WIB) Committee  
Vice-Chair Vicki Beyer at the event “Trying to  
Change Your Culture? Modernize Your Rules of 
Employment as a Start!” jointly sponsored by  
the HRM and WIB Committees on December 7.

4 Ken Shimabuku (left), chair of the ACCJ–Kansai 
Membership Relations Committee, congratulates 
Garr Reynolds after his presentation “Why Story-
telling Matters in 21st-Century Presentations” at 
AstraZeneca KK on December 14.

5 From left: Rajul Shah, new ACCJ President 
Sachin N. Shah, Keiko Miyazawa LaFleur, and 
outgoing President Christopher J. LeFleur at  
the 2017 ACCJ Charity Ball at the Hilton Tokyo 
Shinjuku on December 2.

6 The ACCJ–Chubu Aerospace Industry Sub-
committee hosted its Annual Bowling Bonenkai  
at Sport Nagoya on November 28.

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 15 
Build a Workplace People Love - Just Add Joy

• JANUARY 18 
The 2018 ACCJ Shinnenkai

• JANUARY 29 
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CHARITY BALL

A Successful Night in Miami
ACCJ members raise ¥8.5 million for charity

By Barbara Hancock
PHOTOS: LIFE14

T
he 2017 American Chamber 
of Commerce in Japan (ACCJ) 
Charity Ball, Welcome to Miami, 

was held at the Hilton Tokyo in 
Shinjuku on December 2. Attended 
by 390 members and guests, it was a 
party with a purpose—to raise money 
for local charities—and an exciting, 
entertaining evening during which 
the flavor of Miami came to life. From 
Nespresso Carajillo, the liquor-infused 
coffee served at the reception, to the 
Latin-inspired meal and incredible 
entertainment, guests were transported 

Platinum Sponsors

Aflac, AIG, and MetLife

Diamond Sponsors

American Airlines, Delta, Hitotsubashi University Business School, IHG ANA Hotels Group Japan,  

Joli Nails Salon, Nikkei Asian Review, Nespresso, Nerium Independent Brand Partner Hitomi Hattori,  

NYU School of Professional Studies, Silverbirch KK, United Airlines

to the heart of South Florida’s Magic 
City for a night to remember.

The Hilton Tokyo, with the help 
of research from the Charity Ball 
Committee, did an amazing job with 
our Miami-themed menu. Empanadas, 
ceviche, and key lime pie were just 
some of the delectable dishes served 
alongside great wines chosen by our 
members at the Charity Ball wine taste-
off. These vintages from Hotei, Iconic, 
Grape Off K.K., and Sarment—together 
with beer provided by Whisk-e Ltd. 
and Molson Coors Japan Co., Ltd. 

Barbara Hancock is chair of the 

ACCJ Charity Ball Committee.

and the musical stylings of Alexander LP—
took everyone from the heart of the 
Andes to the salsa clubs of Miami. It was 
a night not to be missed.

During an evening filled with prizes 
and possibilities, the ACCJ raised 
¥8.5 million for charity. Thanks goes 
to our very supportive sponsors and 
members for making this happen! n
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W
hile technology start-ups are 
common in Japan, cheese 
start-ups have been much less 

so—until now. Elio Orsara, Italian cheese 
connoisseur and founder of the epony-
mous Elio Locando Italiano restaurant, 
shared his experience investing in cheese 
in Japan.

On November 13, the American 
Chamber of Commerce in Japan (ACCJ) 
Alternative Investment Subcommittee 
hosted a cheese event at Pizza Strada 
in Azabu-juban, where Orsara told of 
his passion for the dairy delight and 
explained how he has succeeded in Japan.

GOING GLOBAL
Documenting various challenges and 
triumphs, Orsara said his main focus is 
teaching the importance of eating well 
and appreciating good, organic food.

“The passion of my grandmother was 
a great inspiration for me. This is my 
life and my passion, and this is what I 
fight for.”

A love of food and travel motivated 
him to spread his passion around the 
world. Starting in Italy, he first conquered 
Europe, then the United States, and 
finally Japan, where he has been based 
for 27 years.

Over two demanding yet rewarding 
decades, Orsara built his company and 
established a successful restaurant, special-
izing in cooking with organic produce.

GOING ORGANIC
It wasn’t easy to do this in Japan, in 
part due to high levels of pollution—
especially after the 2011 Fukushima 
Daiichi Nuclear Power Plant disaster.

Orsara realized that providing a 
truly organic meal goes further than 
just the way it is cooked, and decided 
he needed to grow his own items to 
provide truly organic products.

The first step was to locate clean 
land, which proved challenging. 
He soon identified Hokkaido as the 
“green island of Japan,” and after a 
few visits decided it was the perfect 
place to set up camp. He began to 
invest in villages and was happy to 
be helping the Japanese countryside, 
which reminded him of home.

“I am a farmer guy, I am a country 
boy,” he said.

While Hokkaido was the perfect 
location for organic farming, the 
area was also facing a crisis and there 
were a lot of technical problems. 
But the quality he would be able to 
achieve made it worthwhile.

“In Hokkaido they have the best—
literally the best—milk, because the 
farmers treat the animals better than 
humans,” he explained. Whereas 
27 liters of milk are generally obtained 
from a cow [per day], Hokkaido 
farmers stop at 20 liters, so the cows 
are very healthy and the fat content 
is higher.

DAIRY DUELS
Japan’s cheese industry competes with 
that of its more successful neighbors 
Australia and New Zealand. Orsara 
explained that the openness of these 
countries to foreigners creates a more 
varied food culture, whereas Japan 
has been a lot more closed off to non-
Japanese, resulting in a less diverse 
culinary scene.

In New Zealand, Orsara said, 
“the Germans, the French, the Greeks, 
the English, the Italians . . . they bring 
the food culture.”

As with any start-up, there were 
early obstacles. Japan is lacking in 
technology for making cheese, and 
Orsara had to bring machinery and 
engineers from Italy. “In the first six 
months, we lost almost ¥15 million. 
I was going to shoot myself. Why? 
Because we tried to compete with the 
Italian mozzarella.”

He explained that, to produce one 
kilo of mozzarella in Italy costs ¥300, 
but in Japan it costs ¥1,200. He could 
not compete with cheese made in Italy 
and sold in Japan. But with the help of 
local resources, he eventually refined 
his approach.

Today, the successes are clear. His 
company produces 20 different Italian-
style cheese products—most famously 
their mozzarella, which was on offer in 
abundance at the event—and they now 
sell to several Tokyo super markets and 
specialty food stores, and other outlets 
around Japan. The company has even 
begun export ing to Hong Kong. n

Francesca Madden is a writer 

at Custom Media, publisher of 

The ACCJ Journal

ACCJ EVENT

Gourmet Pizza  
and the Case for  

Investing in Cheese
By Francesca Madden

“I must say the Hokkaido people 
really welcomed me, and we had 
really good relationships with the 

farmers,” said Orsara, 
who was very happy to 
be doing business with 
many locals.





Arthur M. Mitchell is chair of the 

ACCJ Government Relations Committee
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F
or the past 22 years, the American 
Chamber of Commerce in Japan 
(ACCJ) has reached out to key 

political leaders and senior bureaucrats 
in Japan. The goal is to express our views 
concerning the best ways in which our 
economies can be further integrated 
to bolster the global free-trade system, 
overcome shared challenges, and achieve 
sustainable growth for the benefit of 
regional prosperity and stability.

Each year, the ACCJ Government 
Relations Committee organizes this 
event, known as the Diet Doorknock, 
and formulates an agenda for our 
discussions. In 2017, visits were 
conducted over a three-day period in 
November, with the key themes being 
the US–Japan Economic Dialogue, 
continued structural reform, and 
measures to enhance the investment 
environment for small and medium 
enterprises (SMEs).

Virtually every area of interest to the 
ACCJ was discussed with members of 
the ruling Liberal Democratic Party, 
opposition parties, and several Cabinet 
ministers, vice-ministers, and heads of 
regulatory bodies. Particular emphasis 
was placed on health care, Japan’s growth 
strategy—includ ing corporate govern-
ance, labor mobility, immi gra tion, 

global talent, and work-style reform— 
along with financial services and tax 
policy, including net operating losses, 
inheritance tax, and director bonuses.

Through the Doorknock, the ACCJ 
provides an important conduit for the 
exchange of critical information between 
the United States and Japan. The feedback 
received on the Doorknock is reported to 
the Embassy of the United States, Tokyo, 
and policymakers in Washington DC 
as a way of furthering the dialogue with 
industry input.

For example, Diet members expressed 
gratitude for the ACCJ’s support of the 
Trans-Pacific Partnership (TPP), which 
helped many quarters in Japan over come 
initial reluctance. Many Diet mem bers 
also expressed hope that TPP 11—the 
agree ment reached between the original 
TPP countries minus the US, officially 
called the Comprehensive and Progressive 
Agreement for Trans-Pacific Partnership—
will provide a framework that allows the 
United States to join in the future if it 
wishes, even though the admini stration of 
US President Donald Trump is pursuing 
bi  lateral arrange ments.

The ACCJ believes that important 
changes in regulatory and business 
practices have evolved over the past 
few years. In May 2017, the ACCJ 
Structural Reform Task Force (SRTF) 
published a report analyzing many of 
the positive ways in which the economy 
is being transformed. The report, 
which can be downloaded as a PDF 
from the ACCJ website, concluded 
that more work needs to be done in 
certain areas, many of which were 
highlighted in this year’s Doorknock. 

For example, the government is making 
slow progress on work-style reform and 
has found it difficult to pass legislation 
that would increase labor mobility. Frank 
exchanges of views were also held on 
the government’s efforts to modify the 
system for pricing pharmaceuticals and 
the possible effect that changes may 
have on the introduction of new and 
innovative products.

In 2018, the ACCJ will mark the 70th 
anniversary of its founding. Networking, 
information exchange, and advocacy are 
the key pillars of the Chamber’s activities. 
We take a long view and measure the 
suc cess of our efforts by the results of the 
inter actions with key decision-makers and 
local business partners. Experience shows 
that the annual Diet Doorknock provides 
the proper forum for the chamber to 
speak with one clear and articulate voice 
as a critical member of the international 
business community. n

Download the SRTF report at www.accj.or.jp/other-documents.html

ADVOCACY

Diet Doorknock 2017
Annual ACCJ government visit is  

a unique window on Japan

By Arthur M. Mitchell





A New Type of   
Labor Contract

By Makiko Tachimori (Fukui)

WOMEN IN BUSINESS

E
ach year, the Japanese Ministry of 
Health, Labour and Welfare issues an 
update on the nation’s workforce. The 

2016 report reveals that the number of 
non-regular employees was continuing to 
rise—a trend that now spans more than 
two decades. These workers, who may be 
part-time, contract, or temporary agency 
workers, now number 20 million, account-
ing for 37.5 percent of the total working 
population. Women represent 67 percent 
of the total figure, and 45.1 percent of these 
women earn less than ¥1 million annually.

Japanese women rank third in higher edu-
cation among Organisation for Economic 
Co-operation and Development member 
countries. It is discouraging to see that these 
college-educated women have few choices. 
There are discussions taking place in the 
government about equal pay for equal 
work and work-style reform, but some 
private research firms say these measures—
even if implemented—are insufficient 
to overcome the lack of labor that Japan 
increasingly faces. This is especially true 
of those untapped, highly skilled women.

In this interview that expands upon the 
American Chamber of Commerce in Japan 
(ACCJ) Women in Business (WIB) white 
paper titled Untapped Potential, we talk to 
A. Barry Hirschfeld, Jr. about the changes 
that need to be made.

Having lived and managed your 
company in Japan for more than 
20 years, what positive progress have 
you seen in the labor market? What 
challenges do you see now? 
The current labor system finds its 
roots in post-war Japanese history. 
At that time, labor mobility was not 
an issue. Companies were geared 
up for high growth and workers 
remained at the same company. 
Today, as women seek to re-enter the 
workforce after raising children, and 
as venture companies need to hire 
quickly and have the flexibility to 
adjust their workforce later, the system 
has become outdated. Japan needs an 
updated labor system to respond to 
the needs of the 21st century.

How do our WIB recommendations 
relate to this?
In our ACCJ viewpoint and white 
paper, we proposed the creation of 
a new type of labor contract that 
companies can use to hire women 
back into the workforce, or venture 
companies can use to rapidly hire and 
expand without fear of being unable 
to adjust their staffing in response to 
business cycles.

Under our proposal, companies 
and employees could mutually agree 
to enter into a contract whereby 
employment could be terminated 
with predetermined severance. This is 

very similar to the system in Germany. 
The typical argument against such an 
arrangement is that workers can be fired 
without cause.

However, what has happened under 
the current system is that—to avoid 
the often unrealistic commitment of 
lifetime employment—companies hire 
non-regular workers, which largely 
means women who receive low salaries.

The key point here is that we are just 
suggesting a new option. Companies and 
staff can mutually decide to continue 
utilizing the existing system if they wish.

What might the future be like if 
women had these new options and 
companies had more choices?
With a new labor contract, companies 
would have an additional tool to hire 
women back into the workforce, not as 
lower-paid, non-regular employees but 
as regular employees with potentially 
better salaries and benefits.

Currently, companies have only 
two options: regular employee with 
an unlimited commitment or non-
regular employee with lower salaries 
and no incentive to provide training. 
Our recommendation would offer 
another option that allows both sides 
to benefit. n

Women account for 67 percent [of non-regular  
workers], and 45.1 percent of these women earn 

less than ¥1 million annually.

Makiko Tachimori (Fukui) is vicechair, 

Women In Business Committee, and 

president, Harmony Residence, Inc.
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FANTASTIC WINTER  |  SPECTACULAR SUMMER

Fenix will be Furano's first truly world-class apartment development. 

Home to the second largest ski resort in Hokkaido and one of the top 10 travel destinations in Japan, Furano 
is a powder haven and regular host to Ski and Snowboard World Cup events. It is equally famous for its 
beautiful summer lavender fields, which draw millions of visitors from Japan and abroad. Accommodation in 
Furano is in peak demand during two high seasons, summer (Jun - Sept) and winter (Dec - Mar). 

Fenix Furano offers astute investors an attractive rental income and a once in a lifetime opportunity to be the 
first in to a growth market. Due for completion in December 2019, Fenix Furano is located directly opposite 
the Kitanomine Gondola, offering a coveted ski-in/ski-out address, and immediate access to all village 
amenities. 

Coming soon. Register your interest at fenixfurano.com. 

Sole Agent: Hokkaido Tracks    +81(0)136-21-6960      info@fenixfurano.com

SKI-IN / SKI-OUT
48 FULLY SERVICED APARTMENTS
AVAILABLE EXCLUSIVELY TO FENIX CLUB MEMBERS
Get your membership at fenixfurano.com
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O
rganized by the Living in Chubu 
Committee of the American 
Chamber of Commerce in Japan 

(ACCJ) Chubu chapter, in cooperation 
with the Tokai Japan Canada Society 
(TJCS), the 12th Annual ACCJ/
TJCS Champagne Ball and Awards 
Evening was held at the Hilton Nagoya 
on November 17. The ball is the 
quintessential not-to-be-missed event 
each year for the expatriate community 
of central Japan.

Attended by the who’s who of the 
business community, the event kicked 
off with a toast led by the consuls of the 
United States and Canada, followed by 
an awards ceremony at which the ACCJ–
Chubu recognized its Volunteer of the 
Year and Leader of the Year, while the 
TJCS honored its Volunteer of the Year.

Business was taken care of early so 
that the honorees could bask in their 
glory longer, and guests could get to 
enjoy the fine food, drink, and company 
of great people.

Then the real fun began!
The event typically follows a theme, 

and this year it had a distinctly Cana-
dian flavor, with maple and Mounties, 
as we helped the TJCS celebrate its 
country’s 150th birthday.

Taking place in the hotel’s luxuri-
ous Oogi Banquet Room, the evening 
began with a cocktail hour that fea tured 
theme-inspired hors d’oeuvres, Cham-
pagne, and live music. Attendees 
were entertained during dinner—a 
sumptuous buffet—by a fabulous jazz 
trio, while enjoying free-flowing drinks. 
Later in the evening, everyone danced 
the night away with an insanely fun and 
interactive performance by The Unit, who 
were returning to the ball for a command 
performance as the event’s dance band.

In addition to lots of business cards 
and great connections, several guests 
went home with fantastic prizes. We 
had a record number of raffle prizes, 
including three pairs of airline tickets to 
great overseas destinations.

The proceeds of the raffle go toward 
helping organizations in our community 
to better serve those in need.

Please make plans to attend this year’s 
fantastic and energetic Champagne Ball 
that unites our international community, 
while reaching out to assist the needy in 
the Chubu region! n

CHUBU

Maple, Mounties, and More
The 12th Annual ACCJ/TJCS Champagne Ball

By Britt Creamer and Bruce McCaughan

Britt Creamer is chair and 

Bruce McCaughan is vicechair of 

the Living in Chubu Committee.





Engage Japanese Members
Meeting the needs of  a growing part of  our membership

ACCJ LEADER

A
t their first meeting in 1948, the 
Founding Forty—members of 
the first 40 US companies that 

established the American Chamber 
of Commerce in Japan (ACCJ)— sat 
down to business with one clear fact in 
front of them: there was no Japanese 
membership. In the 70 years since, 
things have changed considerably. 
Although many of the key chamber 
principles have remained firm, an 
aspect that has shifted—much like the 
United States itself—is demographics.

Currently, Japanese membership stands 
at more than half the chamber. There 
are many reasons for partici pation—
including advocacy, networking, and 
business develop ment—as demon strated 
through a survey of Japanese members 
conducted earlier in the year. What isn’t 
as obvious are other reasons for Japanese 
members to join.

Did you know that the ACCJ is often 
seen as a safe and domestic MBA-like 
program? Companies, regardless of 
nationality, often view the chamber as 
a symbol of global leadership, diversity, 
and best practices. And this is the type 
of environment in which they want 
their talented workforce to participate. 
Without a doubt, this is a wonderful 
reflection of our organization.

However, past findings have also 
shown that Japanese members are often 
under-engaged and inactive in chamber 
functions. There are many benefits 
to membership, but how that value is 
perceived can be very personal—and at 
times cultural. Although representation 
of US companies remains firm at about 
55 percent, with membership being 

hopes that 2018 will be a good year to raise 
awareness and partici pation. Bilingual 
orientations are a good start, as they help 
Japanese membership pre pare for the US-
centric culture and can add some reverse-
culture shock for the non-Japanese. This is 
healthy in itself, as mem bers can become 
more confident.

REACHING OUT
But we shouldn’t stop there. Language 
support is another way to raise 
participation in chamber activities. 
Plans this year include events with 
Japanese speakers, which can increase 
engagement and broaden the available 
pool of presenters and topics. Our 
Asakatsu (morning vitality) series—
when presentations are given at an early 
hour, usually to small groups—has been 
popular among attendees.

We also need support from leaders 
and members. This can be as simple as 
reaching out to a new face at chamber 
activities or promoting committee 
activities across groups.

Becoming a mentor is certainly 
another way to lift engagement and 
partici pation among the less active. 
Sub committee proposals have included 
a short-term mentor program to 
help new Japanese members better 
navigate the ACCJ.

The fact is everyone can contribute. I 
recently attended a reception where former 
ACCJ President Christopher J. LaFleur 
made the comment that Japan’s success 
is central to that of many ACCJ company 
exec utives and busi ness owners. I think we 
can add that our Japanese member  ship’s 
success is central to the ACCJ’s success. n

the asset that it is, US and non-US 
companies will likely continue to add 
Japanese employees.

BENEFITS BOOST
The task I face with my colleagues 
Nozomi Takasaki and Mina Takahashi, 
co-chairs of the Japanese Membership 
Relations Subcommittee, is straight-
forward: to increase Japanese member 
satis  faction and participation.

The committee was formed in 2014 
after a working group showed that 
engagement of Japanese membership 
could be improved. A step that has been 
taken since is a monthly new-member 
orientation held in Japanese. Of course, 
we also enjoy connecting with not-so-
new members who missed orientation 
when they joined. The entire effort is 
supported by ACCJ Member Relations & 
Development Manager Aki Watanuki.

Which leads to a call to action: steps for 
boosting parti ci pation and engage ment for 
Japanese member ship. Our subcommittee 

By Aaron Lloyd, vice-chair of  
the Japanese Membership  

Relations Subcommittee and  
director at Sompo Japan Nipponkoa

Our Japanese membership’s success is central to the ACCJ’s success.
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New York City and Tokyo may be quite different, 

but they also have a lot in common. They are 

two of the most powerful cities in the world, 

ranking second and third in the Mori Memorial 

Foundation’s Global Power City Index 2017 (GPCI), 

which is topped by London. Both have strong 

economies, are continuously developing their 

infrastructure to support visitors, and offer some of 

the world’s best food and cultural experiences.

To capitalize on these shared traits, the two powerhouses 
have decided to further develop their sister city 
relationship—part of Japan’s effort to form stronger 
promotional alliances abroad as inbound tourism 
continues to rise.

On November 10, NYC & Company—the official 
marketing, tourism, and partnership organization of 
New York City—and the Tokyo Metropolitan Government 
(TMG) formalized an agreement to promote seasonal 
tourism in both cities through marketing and advertising 
assets. This is the first partnership of its kind that Tokyo has 
formed, and there is scope for the ties to further develop 
business opportunities in both cities.

Another potential boost for Tokyo closely followed 
with the signing on December 4 of a memorandum of 
understanding between the city and London by governor 
of Tokyo Yuriko Koike and the Lord Mayor of the City 
of London, Charles Bowman. The intent is to deepen the 
relationship between the two cities in the financial services 
sector. This is another indication that Tokyo is looking 
to develop its ties with leading global centers in different 
industries. London ranks first in the GPCI.

BETTER TOGETHER
The relationship between Tokyo and New York dates 
back to 1960, when they became sister cities. Founded by 
US President Dwight D. Eisenhower in 1956, the non-profit 
Sister Cities International organization brings together 
locales to share and strengthen commercial and cultural 
ties, and foster friendship that encourages stronger trade 
and tourism. The new Tokyo–NYC agreement will further 
strengthen a bond that has existed between the two global 
centers for more than half a century.

A TMG spokesperson talked to The ACCJ Journal about 
this developing relationship. “In recent years, the governor 
of Tokyo has visited New York City to exchange opinions 
regarding the local government’s terrorism countermeasures 
and the environmental field. At the same time, we are 
strengthening friendship and cooperation, for instance by 
enabling city employees to study policies together.”

SISTER CITIES
New York and Tokyo bond for tourism and business

 
By Maxine Cheyney
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Our partnership with New York City, one of 
the world’s greatest tourism destinations, 
will be extremely beneficial for the 
international tourism of  
both our charming cities.

Fred Dixon, CEO of NYC & Company, believes 
the two cities complement one another. “We have 
been sister cities for a long time, and both cities 
are well known as attractive destinations that many 
travelers want to visit at least once in a lifetime. We 
believe that both cities are well matched as attractive 
destinations with the same goal of increasing their 
numbers of visitors.”

In a press release, Dixon detailed the benefits 
of the NYC–Tokyo partnership, and the strong 
reputations the two cities share as global capitals of 
innovation, design, cuisine, and culture. Aligning 
efforts to promote both as tourist destinations could 
not have come at a better time, as each was already 
looking to boost awareness on the global stage.

Dixon also told The ACCJ Journal: “We hope 
that this partnership with Tokyo will inspire travel 
between the two cities, driving visitation to New 
York City from this ever-important source market.”

The head of Tokyo’s Bureau of Industrial and 
Labor Affairs, Yuji Fujita, also commented in the 
press release about the partnership goals. “As Tokyo 
gears up for the Tokyo Olympic and Paralympic 
Games, our goal is to welcome 25 million visitors 
[per year] to our city by 2020. I am confident 
that our partnership with New York City, one of 
the world’s greatest tourism destinations, will be 
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• Montessori Pre-school
• International Primary Curriculum (IPC)
• International General Certificate of 
    Secondary Education (IGCSE)
• International Baccalaureate Diploma Program (IBDP)
• Advanced Placement (AP)
• SAT Reasoning Test
• SAT Subject Tests
• PSAT/NMSQT
• Trinity International Music Examination

Quality education within a caring family environment since 1872

Saint Maur
International School

office@stmaur.ac.jpwww.stmaur.ac.jp
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Can You Rely on 
Your IT Support
 and IT Security?

TOKYO    HONG KONG    SHANGHAI    SINGAPORE

� Onsite Support and Managed Services
� On-Call and Remote Support
� IT Security Vulnerability Assessments 
   and Remediation
� Data Center Support Operations
� IT Infrastructure and Data Center Design
� Relocations and Re-stacks
� IT Strategy Analysis and Consulting
� Business Continuity Planning
� Technology Upgrades
� Cloud Solutions
� ISO-27001 Certified

EIRE Systems

EIRE Systems provides the 
highest level of IT services.

International Best Practices.
Local Expertise.

 
NEW HITOMI DENTAL OFFICE AKASAKA
Akasaka Royal Plaza 2F, 2-13-8 Akasaka, Minato-ku, Tokyo 107-0052
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extremely beneficial for the international tourism of 
both our charming cities.”

According to the Ministry of Land, Infrastructure, 
Transport and Tourism, Japan welcomed 24.04 million 
international visitors in 2016. And while those from 
China, Hong Kong, Taiwan, and South Korea comprised 
the majority, tourists from the United States ranked first 
among those from outside of Asia.

On the flip side, New York is one of the most popular 
tourist destinations for Tokyoites. In fact, Japan is the 
11th largest source of inbound tourists to the city. Some 
325,000 visitors arrived from Japan in 2016, and the total 
for 2017 is expected to reach 331,000. “As the largest 
city in the United States, New York is full of excitement. 
Offering commerce, culture, fashion, entertainment, 
sports, and more, the city never gets boring. These 
are some of the main attractions for travelers,” a TMG 
spokesperson said.

MARKET MEANS
Promotional efforts will span an array of inventive 
ways to show off the cities’ wares. While the Big Apple 
has a long history of successful marketing as a travel 
destination, the Big Mikan is perhaps only just realizing 
its potential. Sparked by upcoming international 
sporting events, governmental policies are also spurring 
technological innovation, cultural exchange, and an 
influx of foreign direct investment.

Marketing efforts in Japan have already begun 
in earnest. In April 2017, the country's capital city 
introduced its “Tokyo Tokyo Old Meets New” campaign, 
which was launched to highlight a city that embraces 
both history and innovation. Through a series of videos, 
the Tokyo Convention & Visitors Bureau (TCVB) seeks 
to show contrasting sides of the city, from food and 
historical sites to performances and cultural experiences.

The TMG spokesperson said: “In Tokyo, you discover 
something new with each visit. There are so many ways 
to experience the city, from cutting-edge trend spots 
and traditional downtown cityscapes to islands rich with 
nature. Going forward, we think it will be important to 
find ways to convey both the known and still unknown 
attractions of Tokyo in a more accessible manner.”

As part of the Tokyo–NYC tourism partnership, 
efforts in New York to promote Tokyo include 
advertisements at bus stops and on Link NYC screens in 
all five boroughs, and promotion on NYC & Company’s 
official social media channels. On November 11, a visual 
cue was given to signal the beginning of the partnership 

Some 325,000 visitors arrived from 
Japan in 2016, and the total for 2017 
is expected to reach 331,000.
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WINTER FAIR (From Wednesday January 3 to Sunday January 28)
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as the Empire State Building was lit up blue and white, the 
colors of the Tokyo Tokyo Old Meets New campaign.

In Tokyo, Japanese clothier “Niko and …” is selling apparel 
with NYC branding in its Harajuku flagship store. Banner 
advertisements—1,320 in total—are also being hung in 
select stations, along with wall posters in Toei Roppongi, 
Shimbashi, and Hibiya Stations. Advertisements also adorn 
63 bus stop waiting areas across Shibuya and Shinjuku and, 
on November 10, Tokyo Tower was lit up orange, white, and 
blue—the colors of New York City’s official flag.

The TCVB also plays a part, using their Twitter and 
Facebook channels to help with promotion.

OPPORTUNE TOURISM
The TMG spokesperson believes that this partnership will 
also lead to further long-term opportunities beyond the 
tourism industry.

“Communicating the attractions of Tokyo and New York 
to increase the mutual flow of travelers will not only 
re    vitalize the tourism sector, but also lead to business 
opportunities. With new technologies, the world will 
become ever more easy to reach. This might sow seeds for 
new discoveries and businesses. In the long term, we also 
believe the partnership can contribute to the sustainable 
development of each city.”

Dixon echoed the idea that business opportunities will 
arise. “As part of our city-to-city tourism partnership event 
[in November], we engaged with key business partners 
through a VIP trade reception and additional networking 
sessions. We look forward to continuing to develop these 
relationships in the months to come.”

Opportunity also seems ripe for travel companies to 
capitalize on an increase in tourists. One is international 
travel agency H.I.S. Co., Ltd., which has signed on to 
participate in the partnership. The company is offering 
discounted packages for some of Japan’s most popular times 
for visitors, including cherry blossom season and the many 
music festivals that pulsate across the summer landscape.

The partnership also ties in with the TMG’s initiative—
New Tokyo. New Tomorrow. The Action Plan for 2020—to 
promote Tokyo as a safe, diverse, and smart city that began 
in FY2017 and runs through FY2020.

And it seems that the plan is working, with the number 
of non-Japanese travelers to Tokyo reaching 13 million in 
2015, a 10.2 percent increase over the previous year. With 
technology making travel and destination information 
more readily available—and with partnerships such as 
this—the exchange of cultures and understanding can only 
get better. n

PHOTO:  © NYC & COMPANY / MARLEY WHITE
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Born and raised in Japan, but with long stints living in 
the United States and other countries, Nozomi Morgan 
fits the bill for the perfect ambassador between East 
and West. After working with large corporations in 
Minneapolis, MN, Atlanta, GA, and Tokyo, it’s no 
surprise that she would eventually find herself helping 
to bridge the cultural gap between the countries.

Today she is a trusted advisor to CEOs and other executives at 
Michiki Morgan Worldwide LLC, a company she founded. At the 
consultancy, Morgan leads a team of cultural “co-creation” experts 
who help companies hit the ground running in new markets 
by training them through leadership coaching, mentoring, and 
strategic programs.

Her work goes beyond mere localization, however. Michiki 
Morgan Worldwide’s strategies are a foundation to help 
individuals and companies fulfill their potential in business, 
the local community, and life.

“The framework that we use is called the co-created culture 
in leadership. This means bringing in the DNA of headquarters, 
connecting it to the local culture, and finding that sweet spot. 
And that has to be co-created; it can’t be forced on one side or 
decided by the other,” Morgan told The ACCJ Journal.

 Morgan is more than just a promoter of mutual understanding 
between corporate cultures globally. As a woman who has risen 
to executive roles in Japan and the United States, she is a much-
sought-after champion of women in business on both sides of 
the Pacific.

EARLY START
Morgan’s journey to becoming an international cross-cultural 
advisor has not been straightforward. Her current profession 
could not have been predicted by following the winding path she 
took through many industries across the world. 

That said, it was early in childhood that she first learned the 
power of communication to cross barriers—even linguistic ones 
within her home. A native of Kawanishi in Hyogo Prefecture, 
Morgan was only six months old when her family relocated 
to Seattle, WA, for her father’s work. They lived there until she 
was eight.

“When I was in the United States, I went to public school 
during the week and at the weekends I went to a Japanese 
school,” she remembers. 

While English was the dominant language for her at the time, 
she recalls her mother speaking to her in Japanese. Sometimes, 
however, that meant understanding was lacking.

“One day, after I had broken some rule, my mother called me to 
her and said: ‘Ayamarinasai’ (please apologize). I said ‘hai’ (yes), 
but I did not understand what my mother was asking of me.”

After some back and forth, Morgan’s mother came to realize 
that her daughter did not know the meaning of ayamarinasai. 
“She felt so sorry for me; she was crying and so was I.”

For Morgan, that childhood experience was the beginning of her 
sensitivity toward cross-cultural experiences—in this case between 
her bicultural upbringing and her mother’s mainly Japanese 
heritage. It also raised her awareness of the role communication 
can play in people’s lives.

Nozomi Morgan crafts  
crosscultural harmony

CORPORATE  
CO-CREATOR

By John Amari
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“I think this was really the beginning of all the work, 
and the reason why—even after college—I chose to 
study communications,” she explained. “I realized that 
the foundation of relationships and trust in society is 
communication; that is what creates connections.”

CO-CREATED LEADERSHIP
For Morgan, misunderstandings are not just confined to 
the home environment. If anything, companies—especially 
those seeking new markets overseas—can be more prone to 
cultural disconnects than families.

“Even if both sides are trying their best, you don’t know what 
you don’t know. My mother recognized that I didn’t understand 
what she was saying, so it didn’t become a problem.

“But in the workplace, you can see how that misunder-
standing can happen easily. One 
side thinks they are asking the 
other side to do something, and 
yet the other side—while willing 
to listen, learn, and act—will not 
fully understand due to cultural or 
linguistic challenges.”

Helping corporate leaders, their 
staff, and their business partners 
navigate potentially stormy 
cultural seas is the bread and butter of Michiki Morgan 
Worldwide. Through its “co-created cultures” programs, 
the company helps leaders—mostly Japanese C-level 
executives—adapt their corporate culture in partnership 
with local teams in new markets. 

“There are seven pillars to the co-created cultures program 
we provide to clients, but the first three are perhaps the core 
ones,” Morgan explained. “The first—context—is where we, 
as a consultancy, seek to understand the client’s needs.

“The second—clarity—is where we help a client to 
clarify their mission and core values. And the third—
commitment—is where we help companies to ensure buy-in 
from all stakeholders: leadership, staff, even subsidiaries. 

“The good news is that, because they are co-created, 
our programs lead to high engagement from employees, 

customers, and vendors; everyone along the value chain 
can have their voices heard. And, of course, this helps 
with productivity.” 

THIRD-CULTURE INDIVIDUAL
Morgan might be described as a “third-culture kid,” a term 
that refers to people raised in a country other than that of 
their parents’ birth, or individuals who moved between several 
cultures before their identity was formed. As such, she appears 
to be ideally placed for her current cross-cultural role.

Morgan attended International Christian High School and 
its affiliated university, where she majored in communications. 
Both are institutions in Tokyo with a reputation for producing 
global graduates. 

She also spent a year in Hong Kong, during her study abroad 
program in college, and time in 
Germany, where she worked to 
improve her German language skills. 
All those cross-cultural experiences, 
however, left her unprepared for life 
in corporate Japan.

Following university, Morgan 
found her first job in a Japanese 
marketing company.

“I was in that industry for eight 
years, and I learned a lot—especially about traditional Japanese 
business culture,” she recalls. That said, some of those early 
experiences left the third-culture kid feeling unappreciated.

“The first thing I did in the morning was to pour tea for 
my seniors,” she recalls. “As a female, you felt that you had to 
play the role that was expected of you—the kawaii onnanoko 
joshishain or cute young office girl.”

What impressed her most about those early years was the 
amount of effort she and her peers put in to contort themselves 
into something they had never imagined being.

It was a struggle for her, Morgan confesses, to be appreciated 
for the work she did. And while there were in-house job 
training mechanisms at the company, the corporate structure 
was such that it would take many years before her turn would 
come and she would be awarded responsibilities.

Michiki Morgan Worldwide’s
7 PILLARS OF CO-CREATED CULTURES
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“As a female, you felt that you 
had to play the role that was 
expected of you—the kawaii 
onnanoko joshishain or cute 
young office girl.”

CLARITY
Helping a client clarify their 
mission, vision, and core values
 
CONTEXT
Assessing the client‘s 
environment and 
understanding their needs

COMMITMENT
Helping companies ensure 
buy-in from all stakeholders
 
CONNECT
Building trusting  
relationships within and  
beyond the organization

 
COLLABORATE
Creating structures and systems 
that enhance collaborative work 
among diverse teams
 
CULTIVATE
Implementing a leadership 
pipeline in each organization 
 
CONTRIBUTE
Helping companies, staff, and 
individuals contribute to their 
organization and society
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Talk to our catering experts today at 03-4588-0308 or banquet@tac-club.org. tokyoamericanclub.org 

Crafting party perfection

From customized menus and bilingual servers 
to tableware and drinks, we’ll take care of the details, 

leaving you to be the perfect host.

Organizing a party at home 
or an office celebration can be stressful. 

Luckily, events are our forte. 



“I realized that life was too short to be in a place like 
that,” Morgan recalls thinking to herself.

COMING OF AGE
When the internet boom came in the late 1990s, and a 
new job opportunity presented itself, Morgan was tasked 
with launching the Japan office of a US-based online 
marketing agency.

“That was really cool, because I had two reporting 
lines—the office in Hong Kong and another one in the 
United States.

“I was around 25 years old at the time and had the 
opportunity to start a national office, bring in clients, and 
introduce cutting-edge US technology into Japan. I also 
learned very quickly how to build up the leadership skills 
that would have taken me forever to be exposed to in the 
previous company.”

After five years, Morgan pursued a Master of Business 
Administration course at the Yale School of Management 
in New Haven, CT. But that experience was not, initially, 
quite what she expected. 

Despite her bicultural upbringing, she felt a bit lost—
perhaps because she was an adult surrounded by people 
much younger.

“I asked myself: ‘Why am I here? This was the second 
or third time in my life when I had a huge cultural shock. 

While I spoke English well, I hadn’t lived in the States 
since I was a child.”

Persistence pays, however. “I connected that experi-
ence to the bigger vision of my life. I told myself: ‘Well, 
I’ve chosen to be here; I came here because I did want 
to make an impact, even though I was not sure at that 
time what it was.” 

PURPOSE-DRIVEN
Morgan went on to work for a variety of international 
companies, including Johnson & Johnson Co., Ltd. as 
an intern and Northwest Airlines Corp.

Today, she lives in the Greater Atlanta Area and 
travels between Japan and the United States. Looking 
back on her life, she is convinced that her ups and 
downs have led to the work she now does with 
cross-cultural corporations.

“I’ve seen how many companies have struggled 
to adjust to new environments—struggles that have 
not changed much since my father’s time in the 
United States. 

“And I’ve had mine, too. That’s why I think all the 
experiences I’ve had in my life—the good and the bad, 
the fun times and the difficult moments—all led up to 
this moment where I am supporting companies and 
individuals with their cross-cultural goals.” n
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One side thinks they are 
asking the other side to 
do something, and yet the 
other side . . . will not fully 
understand due to cultural 
or linguistic challenges.
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At first glance, the Japanese market appears a 

dauntingly tough nut to crack. The language 

barrier is difficult to surmount, staff insist on doing 

things “the Japanese way,” and regulations create a 

labyrinth designed to protect domestic companies.

And while the norms of doing business can be baffling to 
anyone not indoctrinated in Japanese ways since childhood, and 
consumers look at foreign goods and services with suspicion, 
experts say these points sound like excuses to justify failure 
when entering the Japanese market.

In truth, Japan offers excellent opportunities for 
companies with appealing and competitive products, and 
starting a company here is arguably no more difficult than 
anywhere else in the world. Sure, there will be quirks, but 
the same is true of setting up shop in Beijing, Berlin, or 
Buenos Aires.

RESEARCH REQUIRED
The key to being a success in Japan, many experts insist, is 
accepting that it takes meticulous preparation and a lot of 
hard work.

“Of course, entering Japan with a new business can be 
challenging, but I would say not more challenging than any 
other market,” Dr. Steven Bleistein, chief executive officer of 
Tokyo-based Relansa, Inc., told The ACCJ Journal. Relansa 
assists companies looking to get a foot in the door of the 
Japanese market.

“In fact, I would say that—in many ways—it is easier 
to establish a company in Japan because the business 
environment is very friendly and it is easy to approach 
Japanese customers; but a newcomer must also understand 
that it has to be done correctly and appropriately,” added 
Bleistein, who has lived in Japan for 19 years and also serves 
as vice-chair of the American Chamber of Commerce in 
Japan (ACCJ) Independent Business Committee.

In his experience, a good number of overseas companies 
virtually demonize Japan as a potential market simply 
because preconceived notions make it appear much harder 
to access than it actually is.

Bleistein ticks off familiar fears on his fingers—everything 
from the language barrier and the fear of “lost in translation” 
moments to myths that a company cannot legally fire an 
underperforming employee. Initially, he says, something 
as fundamental as a demonstrable commitment to doing 
business here goes far.

“That commitment is shown in your willingness to 
invest and to set up a legal presence in Japan,” he explained. 
“A newcomer also needs to carry out diligent market 
research and staff the new office correctly. Be sure to have 
a superlative leader; a Japanese guy with industry contacts 
is not enough. And do not believe everything that you hear 
about doing business here.”

That mystique about operating in Japan can unnecessarily 
put companies off, Bleistein said, citing his experience 
with one company that had been informed that if they 
severed a relationship with their local distributor because 
they were dissatisfied with its performance, they would be 
blacklisted by other potential distributors and their business 
would shrivel.

“I have never heard of that happening, but this company 
accepted that advice as gospel and went along with an 
unproductive business relationship for much too long,” he 
said with a shrug.

Paul Yang, general manager of the sales department at 
serviced apartment operator Space Design Inc., agrees that 
doing business may be different in Japan than elsewhere, 
which means working with an experienced local partner, 
agent, or consultant is a sensible first step.

“There is a cultural aspect that is deeply embedded in the 
Japanese way of doing business,” Yang told The ACCJ Journal. 
“Companies here tend to be very conservative, and often 
prefer to do business with firms that are already established 
and have a good track record of working in Japan. That alone 

Keys to success in Japan

By Julian Ryall

RESEARCH
AND RISK
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typically rules out many foreign companies that are just 
entering the market, even if they are solidly established in 
their home countries.”

As he points out, having that long track record and good 
client references is very important, but—in some cases—
long-running relationships between domestic companies 
make it virtually impossible for foreign outfits to penetrate a 
network. In those situations, a capable dealer or agent who 
can provide the required access is worth their weight in gold.

“After initially studying the market, try to find agents or 
partners who can assist you in finding appropriate vendors 
and service providers that meet your professional needs; 
this is crucial,” he stressed. “Working with the wrong agent 
can lead to your costs going out of control. And not having 
aligned interests—especially when engaging agents—can 
lead to catastrophe.”

Yet Steve Iwamura, vice-chair of the ACCJ–Kansai 
External Affairs Committee and a partner at Deloitte Touche 
Tohmatsu, warns against over-reliance on a partner.

“If you have a product that Japan perceives as valuable, get 
a great adviser, never get angry in meetings, follow advice 
about business culture, negotiate in English, and make 
your own final business decisions after talking everything 
through. Being overly dependent on a Japanese partner—and 
blindly following them—is not a good recipe,” said Iwamura, 
who linked Hawaii-based Hoku Corp. with a number of 
Japanese firms.

He added that critical elements of success include a signi-
ficantly superior product, access to top decision-makers, 
great communications skills, the ability to balance differences 
between Japan and one’s home country, and having what he 
describes as “I-can-see-it-in-your-eyes handshake integrity.”

LEARN FROM FAILURE
There are many examples of companies that failed to do their 
homework on Japan, ignored advice, and paid the price.

In 2000, Boulogne-based supermarket operator Carrefour 
S.A. laid out plans to open 12 French-style hypermarkets in 
Japan. It managed to open eight, but the entire network was 
sold within five years to the Chiba-based Aeon Group.

Similarly, British supermarket chain Tesco left with its 
tail between its legs in 2011, after struggling for eight years 
to crack the world’s third-largest grocery market.

However, there are companies which demonstrate 
that success is most certainly possible in Japan, says 
Robert Heldt, president and co-founder of Tokyo-based 
bilingual content-creation and communication agency 
Custom Media K.K., publisher of The ACCJ Journal.

“Look at IKEA,” he said. “When they first came into Japan, 
they were with a local partner that turned out to be the 
wrong choice and they failed. But they were committed to 
being here. They did their due diligence on how Japanese 
people live, the spaces they live in, and the things they want. 
Then, some years later, they were back.”

There are now 10 IKEA furniture stores across Japan, 
the most recent opening in Aichi Prefecture last October, 
and they have cleverly made shopping exciting for the 
whole family.

“They identified their mistakes, saw how they could do 
things differently, decided to give a full-service experience 
to their customers, and did not give up on Japan,” Heldt 
added. “And now look at them.”

Similarly, few believed Costco Wholesale Corporation’s 
warehouse shopping concept could work in Japan—
primarily because it sells products in large volumes, and 
homes here are simply too small to accommodate stockpiles 
of food. That notion was quickly dashed and Costco is now 
going strong.

“I think that foreign companies can actually be a bit 
more bold and direct than local companies traditionally 
tend to be,” said Heldt. “They do not have to do things 
‘the Japanese way,’ and they can get away with that purely 
because they are not Japanese. It’s okay to think—and act—
outside the box.

“In terms of local partners, I suggest working with 
younger Japanese companies who think differently,” he 
added. “Younger management is often a lot more open-
minded about different ways of doing things, and I think 
we are slowly seeing that generational change work its way 
into Japanese corporations.”

The key to being a success in 
Japan . . . is accepting that it 
takes meticulous preparation 
and a lot of hard work.
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SForeign companies coming to Japan can also take 
advan  tage of the consumer base, Heldt pointed out, 
which is not shy about spending on new services or 
products, is constantly looking to try new experiences, 
loves brands, and is constantly on the lookout for the 
next big thing.

Hit the spot with a new product, such as the Dyson 
hairdryer—aimed at the middle-aged male market—or 
Tangle Teezer hairbrushes and the sky’s the limit, he added.

TECH ADVANTAGE
Scott Sugino, vice chair of the ACCJ Foreign Direct 
Invest  ment Committee and a partner at the Tokyo 
office of the law firm O’Melveny & Myers LLP, 
said opportunities in his area of specialization—
technology companies seeking to enter Japan—are 
extremely positive.

 “In the internet space, Japan is considered a 
promising country because it is a developed economy, 
is technology-friendly, and there are not a lot of large 
incumbent domestic companies that are the equivalent 
of Google, Amazon, or Facebook,” he said. And, he 
added, it helps that foreign tech companies are not 
permitted to operate in China—meaning they must find 
another home for their Asian operations.

For Sugino, being able to negotiate local regulations 
and workplace cultural differences—such as the layers 
of management that are typically in place at Japanese 
corporations—is important, but the biggest challenge is 
hiring the right people to move the company forward.

“For tech companies, they will need a country 
manager, a sales team, and engineers. And it can be very 
difficult to find competent people to fill those positions 
who are also bilingual.”

For companies that make the right appointments and 
decisions, Japan is a very good place to be, he said.

“In my space, things are looking very positive as 
Japanese corporations are divesting themselves of some 
of their non-core assets. One of my foreign clients 
bought a tech division from a Japanese company, 
invested heavily, and the value of the company has 
grown by 10 times its initial investment in the space of 
four years.”

Bleistein is equally bullish.
“Absolutely, I’m an optimist on Japan,” he said. “His-

torically, Japan goes through cycles and has the capacity 
to change rapidly when it needs to. Commodore Perry 
arrived in Japan in 1853 with the ‘black ships’ to open up 
the country. By 1905, Japan had defeated Imperial Russia 
at the Battle of the Tsushima Strait. And only 20 years af-
ter the nation was utterly destroyed in World War II, the 
economic miracle was underway. By 1964, Japan had the 
most advanced high-speed railway system in the world 
and Tokyo was hosting the Olympic Games.

“And now I see a changing attitude in young people 
in business—again. They are more aggressive, more 
entrepreneurial, and more internationally motivated. 
Smart investors go long on Japan.” n

“In my space, things are 
looking very positive as 
Japanese corporations are 
divesting themselves of some 
of their non-core assets.”
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NEW ERA  
OF TRADE 
Sweeping Japan–EU pact to go  
into effect in 2019

Customs duties on 92 percent of 
all Japanese-made automobile 
components will be eliminated as soon 
as the agreement is implemented.

Japan and the European Union wrapped up 

negotiations on December 8 on a far-reaching 

economic partnership agreement (EPA) set 

to encompass about 40 percent of the value of 

global trade.

Japanese Prime Minister Shinzo Abe and European 
Commission President Jean-Claude Juncker affirmed 
the move by phone. The finalized pact, which the parties 
aim to sign next summer at the earliest and take effect in 
2019, will also cover about 30 percent of the world’s gross 
domestic product.

Japan will abolish about 94 percent of its tariffs, including 
those on manufacturing-sector goods and agricultural products. 

The EU will do away with about 99 percent. The pact also 
boasts high-level regulations in areas including intellectual 
property protections, as well as for facilitating e-commerce.

A NEW ERA
The deal will “form an economic bloc based on free and fair 
rules,” Abe told reporters at his official residence following the 
call with Juncker. “A new era for Japan and the EU is about to 
begin,” he said.

The joint statement said the finalization “demonstrates . . . 
the firm political will of Japan and the EU to continue to keep 
the flag of free trade waving high.” The agreement is also “of 
strategic importance,” it added.

The United States, under President Donald Trump, has 
abandoned its former role as the standard-bearer for free 
trade. The administration has turned its back on existing 
frameworks and is instead prioritizing combating deficits in 
its bilateral trade relationships.

In settling the EPA just before World Trade Organization 
ministerial meetings kicked off on December 10 in Argentina, 
Tokyo and Brussels were aiming to highlight the effectiveness 
of multilateral free trade agreements.

The EU agreed to abolish its 10-percent tariff on 
Japanese passenger cars eight years after the deal takes 
effect. Customs duties on 92 percent of all Japanese-made 
automobile components will be eliminated as soon as the 
agreement is implemented.

Japan will cut to zero its tariff on wine from the EU—
now 15 percent or ¥93 (82¢) per bottle—when the pact is 
implemented. For soft cheeses—a European strength—Japan 
will set a quota for low-tariff imports and eliminate the duties 
altogether 16 years after the agreement goes into effect.

The parties also reached agreement on geographical 
indications (GI), which help protect the brands of certain 
specialty products originating from specific places, such as 
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Camembert or mozzarella cheeses. After further negotiations 
following July’s general agreement, it was decided that more 
than 200 items from the EU, which has many goods strongly 
identified with their geographic origins, will receive GI 
protection in Japan.

Japan also won GI protection in the EU for more than 30 
products, such as high-end Yubari melons from the northern 
island of Hokkaido and Kobe beef.

EASY ISSUES FIRST
At talks begun on December 5 in Brussels, chief negotiators 
decided that establishing a system for resolving investment 
disputes—a problem lingering after the parties agreed on the 
trade deal in principle in July—should be handled separately. 
The goal was to put difficult matters aside and prioritize 
customs-related areas in hopes of reaching a deal quickly.

Tokyo and Brussels are having trouble seeing eye-to-
eye on the investment issue, as Japan wants the deal to 
include an investor–state dispute settlement system under 
which plaintiffs can directly seek arbitration with national 
governments over alleged unfairness. The EU, on the other 
hand, favors the establishment of a special standing inter-
national court for investment matters.

Talks on the issue will continue, with the possibility 
of forming investment agreements between Japan and 
individual EU member countries. Such agreements could 
be incorporated into the EPA in the future, according to 
Cecilia Malmström, the European commissioner for trade. n

Provide GI recognition for 
more than 200 European and 
30 Japanese delicacies.

Set strong, legal standards 
to protect the environment 
and workers.

Create an economic zone of  
600 million people worth  
30 percent of global GDP.

Lead to growth in green tech  
while not raising the demand  
for energy imports of fossil fuels.

Eliminate most tariffs—94 percent 
on the Japanese side and 99 percent 
on the EU side.

Ensure the highest level of  
data protection by bridging 
existing laws on both sides.

THE NEW EU–JAPAN TRADE PACT WILL . . . 
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How Japan’s international schools are evolving

By Helen A. Langford-Matsui

INSPIRED  
LESSONS

For those working and living in Japan, choosing 

the right school for their children is a big decision. 

There are many options, and the best fit depends 

largely on where you’ll be in the future, not where 

you are today.
 
Regardless of those future circumstances, one thing is 

certain: the traditional international school is evolving. 
As Yokohama International School head Craig Coutts told 
The ACCJ Journal, “Education is one of the fastest-changing 
industries, and it is our duty to make sure we stay ahead.”

From how instructors teach and students learn, to which 
tools are used and how, education is getting a revamp. Even 
the mission of education itself is changing. To find out how 
international schools and universities are adapting, we asked 
some of Japan’s top institutions what has changed, what is 
trending, and what to expect in 2018 and beyond.

ACTIVE LEARNING
A teacher stands before 40 students and talks for 40 minutes 
straight, asking the occasional question to make sure the kids 
are listening. Sound familiar? Not to today’s students. “A trend 
in recent decades has seen conventional schools shifting to 
where Montessori schools have been for more than a century: 
putting each student at the center of their own personal 
edu cational journey,” said James Moore, assistant head of 
The Montessori School of Tokyo (MST).

Passive learning is out. Active, collaborative, differen tiated 
learning is in. This gives students the chance to learn through 
the ways best suited to their personalities and abilities. What’s 
important, said Dr. Jim Hardin, head of school at The American 
School in Japan (ASIJ), is teaching students to be learners.

According to Coutts, students are given a chance to build on 
the knowledge they already have and “to develop in areas such 
as creativity, critical thinking, and curiosity.”

Carol Koran, director of learning at Nishimachi International 
School, explained that, under an active, inquiry-based approach 
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to learning, students generate questions and research 
the answers. “The focus is taken away from students 
being passive recipients of information and directed at 
encouraging students to discover things deliberately.”

Changes in pedagogy have some people asking why, 
and the answer is simple: educators today know more 
about the science of learning than they used to. As 
Hardin explained, “The consequence is that schools are 
becoming much more intentional about metacognition—
the awareness or analysis of one’s own learning or 
thinking processes—because we know that our students, 
if they are going to be successful in their university 
studies and careers, need to be sophisticated learners 
who can reflect and adjust.”

strong in supporting the overall growth and well-being of 
the person.” MST has the same view. “Our school’s mission,” 
explained Moore, “is to foster the development of well-
rounded, confident, and compassionate problem-solvers who 
have the ability to ask questions, find answers, and manage 
information skillfully.”

Looking ahead, Coutts says 
the focus of education will move 
“further towards cultivating 
emotional intelligence, as qualities 
such as adaptability, perseverance, 
flexibility, and leadership become 

more highly valued in the workforce and, indeed, in 
society in general; and there may even be less emphasis on 
academic grades.”

Indeed, at ASIJ, Hardin anticipates that the school’s next 
strategic plan—currently in the works—will place a stronger 
focus on socio-emotional learning and personalization.

GOING GLOBAL
Post-secondary education in Japan is also experiencing an 
increase in technology integration. Gadgets such as clickers are 
being used for class participation, YouTube and Ustream are 
facilitating lectures, and various apps and games are increasing 
interest in a range of subjects and boosting comprehension. This 
increased use of technology is bringing forth a distinct set of 
challenges and changes.

Yuichi Kondo, dean of admissions at Ritsumeikan Asia 
Pacific University (APU), told The ACCJ Journal, “The 
Ministry of Education, Culture, Sports, Science and Technology 
is encouraging universities to become more global, but the 
majority of Japanese universities are not making the necessary 
changes in time.”

Not so at APU. From the start, the school has sought a 
diverse student body and faculty. “Our challenge,” explained 
Kondo, “is to make APU a university imbued with the idea 
of global learning, where students and faculty members with 
different cultural and social backgrounds explore diversity in 
academic learning and training, and in other non-academic—or 
noncognitive—training.”

The past five years have seen a growing internationaliza  tion at 
Lakeland University Japan (LUJ), which has gone from a student 
body that was 98 percent Japanese to one that is only 55 percent. 
Today, LUJ welcomes students from 40 different countries.

Passive learning is out. 
Active, collaborative, 
differentiated learning is in.

TECH ENVIRONS
The new methods are supported by a tweaked physical 
learning environment, which includes technology such as 
iPads and laptops, and a move away from rows of desks 
lined up facing the blackboard. Makerspaces, such as the 
one at ASIJ, allow students to gather together to create, 
using tools such as 3D printers and computer-controlled 
cutting machines.

“Technology use,” Hardin explained, 
“is embedded throughout the curriculum.” 
That doesn’t mean it’s the focus, however. 
Moore points out that it’s “a tool to 
support learning,” and Coutts echoes 
that sentiment. “Our focus is on how we use [technology] to 
improve our learning, not the technology itself.”

Outside the classroom, technology is connecting parents 
and students with teachers. Matt Brady, director of digital 
learning at Nishimachi, says this “enhances and extends what’s 
happening in the classroom.”

BEYOND BOOKS
Improved data gathering and analysis capabilities also allow 
teachers and administrators to make informed decisions and 
personalize learning for students.

From improving education to improving children’s 
lives, “a great learning program should go beyond the 
traditional academics,” said Coutts. “It should also be 
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According to Dr. Alan Brender, dean of LUJ, this shift 
in demographics has helped the university find increased 
success in making learning more student based. “The 
international students are eager to participate in discussions 
and, as a result, we have seen a change in the attitudes of the 
Japanese students.”

Changes in pedagogy are also contributing to the 
evolution of the student experience, moving away from the 
straight lecture style of old. “We do not have professors dryly 
reading from their yellowing pages of notes,” said Brender. 
“Instead, they incorporate PowerPoint, film clips, YouTube 
videos, and other visual means to support 
the information they are imparting.”

Like APU and LUJ, McGill MBA Japan 
benefits from a diverse student body 
that includes more than 20 nationalities. 
Program Director Philip O’Neill said that 
McGill “relies on a wide range of student 
interaction—working with peers, making 
presentations, in-class discussion, and case analysis and dis-
cussion.” As in primary and secondary schools, it is impor-
tant to tailor education to the student. “We personalize the 
learning experience through our final project, the Practicum, 
in which students work on a topic of their own choosing.”

In larger classroom settings, however, personalization 
isn’t always possible. “There are also limits to how far 
the university and faculty can go,” explained Dr. Steven 
Rothman, associate professor at APU. Other innovative 
teaching methods exist, of course—provided professors are 
given the means to learn them.

“Very few universities actually train the teachers in 
teaching,” said Rothman, “but instead assume it all takes 
place on the job.”

As Kondo explained, APU has “a faculty development 
program operated in cooperation with the University of 
Minnesota that provides our faculty opportunities to learn 
different types of pedagogy, such as flipped classes, small 
group discussion, and project-based learning.” Flipped 
classes reverse the traditional approach to learning by 
moving a student’s first contact with new material outside 
the classroom.

NEXT LESSONS
What does the future hold for post-secondary education in 
Japan? Brender sees three key trends emerging: more focus 
on volunteerism; an increase in internships; and continuing 
education, which LUJ has been offering through its Open 
College in the evening and on Saturdays since 2008.

Rothman also foresees the expansion of continuing 
education, as well as movement towards online platforms. 
“Basically, if we look back at the past 10 years in the  United 
States, I think we will see the next 10 years in Japan.”

For these schools, 2018 will bring its own changes. The 
McGill MBA Japan program will be making 
more material available online for study 
before class. “We will also be opening up 
our offering to the wider community here 
in Japan by offering executive and business 
education courses during weekdays,” said 
O’Neill. LUJ, which until now has offered 
two-year associate of arts degrees, is 

considering a move to a four-year program.
The overwhelming desire, Kondo said, is to encourage 

students to become autonomous learners and positively 
affect their futures.

Considering the future, Brender echoed the sentiments 
of the primary and secondary school educators: “We need 
to look at students as young people with complexities, and 
we need to deal with those complexities with humaneness, 
empathy, and understanding, as well as being able to offer 
sage advice and guidance. These are future citizens who are 
being molded by us.” n

Each student is 
at the center of 
their own personal 
educational journey.
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Daily to per nightJPY8,200 JPY28,000
Weekly to per nightJPY7,050 JPY23,800
Monthly to per nightJPY5,700 JPY19,100
Fitness tickets per timeJPY1,400

Lakeland College Japan (LCJ) is a branch campus of an 
American college conveniently located in Shinjuku. 

Students can earn an Associate of Arts degree in Tokyo recognized 

by both an American accrediting agency and the Japanese Ministry of 

Education.

Our program allows students to easily transfer as third-year students 

to competitive universities in America and around the world that they 

may not have been eligible to enter directly after high school.

Free Dial: 0120-30-5571 • Tel. 03-3325-0425

5-7-12 Shinjuku, Shinjuku-ku, Tokyo 160-0022

Email asklcj@japan.lakeland.edu

• Small Class Sizes 

• Multicultural Student Body (40% International Students) 

• A Wide Assortment of Undergraduate Courses

As part of its community outreach, LCJ also offers non-degree 

bearing courses in evening and Saturday Open College classes. 

Among the courses being offered are: Japanese, Chinese, Korean, 

Spanish, Russian, Translation, Film Appreciation, Ageing, PowerPoint 

plus others.

http://lcj.lakeland.edu

Lakeland University, Japan Campus is a branch 
campus of an American university conveniently 
located in Shinjuku. 

Students can earn an Associate of Arts degree in Tokyo recognized 

by both an American accrediting agency and the Japanese Ministry 

of Education.

Our program allows students to easily transfer as third-year students 

to competitive universities in America and around the world that they 

may not have been eligible to enter directly after high school.

Free Dial: 0120-30-5571 • Tel. 03-3325-0425

5-7-12 Shinjuku, Shinjuku-ku, Tokyo 160-0022

Email admissions@japan.lakeland.edu

• Small class sizes 

• Multicultural student body

  (35% international students from over 30 countries) 

• A wide assortment of undergraduate courses

• Intensive English language program available

As part of its community outreach, Lakeland University, Japan 

Campus also offers non-degree bearing courses in evening and 

Saturday Open College classes. Among the courses being offered 

are: Japanese, Chinese, Korean, Spanish, Russian, Translation, Film 

Appreciation, Ageing, and PowerPoint.

http://luj.lakeland.edu

• Highly quali�ed, caring professors



BEST OF  
ALL WORLDS
United School of Tokyo offers  
a childcentric education

The environment in which children learn plays a significant 
role in defining their personal growth and the opportunities 

they are presented with later in life. Choosing the right school is 
a major decision—one made more difficult by the increasingly 
globalized nature of our world. With the importance of an 
international education growing, United School of Tokyo (UST) 
focuses on preparing children who are not just intellectually 
well-rounded, but socially and culturally literate.

CHILD-CENTRIC
Elementary school is a child’s first real introduction to formal 
education, and it’s important to focus not just on academics 
but on the whole child by addressing values and morals, 
social–emotional and physical development, and, ultimately, 
character building. This all ties in with UST’s mission to offer 
a challenging, holistic, values-based education and raise 
conscientious, responsible, caring world citizens.

There are sizable benefits to sending your child to a school 
of only 140 students. Class size is limited to 16 students from 
ages 3 to 12. As Principal Natasha Dytham put it, “A higher 
teacher-to-children ratio and a smaller, close-knit family are 
more conducive to confident and happy learners.”

The student body comprises more than 30 nationalities, 
and the school provides an inclusive environment despite 
differences in culture and language. In this way, no child feels 
alone or secluded. “Children spend very long days at school, 
which can be difficult. For them to be comfortable, it needs to 
feel like home,” Dytham said.

Social and emotional development is also considered 
important, and the ungraded Guidance class addresses the 
school’s values while giving students a chance to discuss things 
that trouble them, including regular life issues such as bullying, 
friendship, problem-solving, and gender and racial equality.

So, rather than just learning rules, the students learn what values 
are important in life and why, and they are given the opportunity 
to shape the rules for their class and for the school as a whole.

CURRICULUM
Officially opened in September 2014, UST follows the 
American Common Core curriculum standards, but with a 
difference. “The school is in Tokyo and we have children 
who come from all over the world, so it’s important for us to 
adjust our curriculum—for social studies, for example—to 
make it more relevant to our students. We do not just focus on 

American history, but teach world history, too,” said Dytham.
Japanese language is also an integral part of the UST 

curriculum and is taught every day.
While ensuring benchmarks are followed, highly ranked 

literacy and numeracy programs also broaden learning 
opportunities. As a private school, UST can choose programs 
that differ from those taught in public schools.

To help grow motor skills, the curriculum is complemented 
with regular physical education classes twice a week and 
swimming once a week.

Hands-on, inquiry-based learning is a core approach 
to delivering the curriculum at UST, and that includes 
opportunities for extended learning outside the classroom. 
This means nature walks or art classes outside, frequent field 
trips to enrich the social studies or science curriculum, and 
visits to art galleries and concerts. These real-life connections 
are crucial to raising engaged and well-rounded learners.

COMMUNITY
An inherent part of the curriculum is instilling morals and 
ethics. “We want to make sure that the values parents are 
teaching at home are replicated in school,” Dytham explained. 
“We are a value-driven school, and we also have a lot of 
things that we want to teach children on top of academics.”

Charity is one such item. Charity and community service are 
a large part of the way the school functions. UST gives back 
through child-driven fundraisers organized by the students for 
both local charities and international outreach programs.

EXTRA BENEFITS
International schools are notoriously expensive, and judging 
whether the quality of education justifies the fees can be 
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03-5790-9405
www.united-school.jp

difficult. UST believes every 
child should have access to 
quality education, and it is 
their school’s responsibility to 
make international education 
more accessible by offering 
financial support and a lower 
level of tuition.

“I truly believe education 
shouldn’t be about profit, but 
about trying to do right by 
the children,” Dytham said. n
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Coto Japanese Club
Coto is an established Japanese 
language school with a strong 

reputation for fun conversation-based 
lessons. We are excited to announce our 

new location in the Azabu-Juban area 
from February 2018.

03-6261-4515
info@cotoacademy.com

http://cotoacademy.com/azabu-club

Lakeland University Japan Campus
Lakeland University Japan, a branch 
campus of an accredited Wisconsin 

university, offers a two-year Associate 
of Arts program. Students can then 

extend their studies at our main 
campus or another university to receive 

a Bachelor of Arts degree.

03-3225-0425
admissions@japan.lakeland.edu

www.japan.lakeland.edu

Our goal is to be the best 
Japanese language school  
in Tokyo, to help you live  

a full life in Japan.
—Yukiko Watanabe, CEO

As an international campus 
representing more than 40 

nationalities, Lakeland University 
Japan offers a distinctive 
American undergraduate 

program in a unique Japanese/
international setting. 
—Dr. Alan Brender, dean

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.saintalbans.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

journal.accj.or.jp/businessindex
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Japan policy updates translated 
from Keizaikai magazine 

J-M
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MINISTRY OF LAND, 
INFRASTRUCTURE,  
TRANSPORT AND TOURISM

YOUNG STAFF CHART  
SOCIAL PLAN FOR 2030

At the end of October, the Ministry of 
Land, Infrastructure, Transport and 
Tourism (MLIT) announced the formation 
of a policy project team named Policy 
Venture 2030. Comprising young staff, 
the team is charged with anticipating 
changes in social conditions brought on 
by advancements in technology and the 
decline in Japan’s population.

As of the official launch on October 26, 
a total of 34 ministry staff—ranging in age 
from 25 to 42—had been recruited, and 
some 100 individuals from the ministry’s 
various regional bureaus are expected to 
eventually join.

Strong sentiment exists that the lessons 
and methods of the past will no longer 
work as Japan grapples with technical 
innovations and internationalization amid 

MINISTRY OF INTERNAL AFFAIRS 
AND COMMUNICATIONS

BROADCAST FREQUENCIES  
TO BE AUCTIONED OFF

The Ministry of Internal Affairs and 
Communications has finally begun 
moving to adopt a competitive bidding 
system for telecommunications. At a 
November 10 consultation group meeting 
on long-range strategy for effective use 
of the available spectrum, the ministry 
presented its thoughts on how to plan 
for utilization and fees allocation while 
maintaining transparency.

The objective of the meeting was 
to advance the effective allocation of 
frequencies for public and private use, 
and to work out concrete guidelines 
for future changes in the structure of 
society brought on by population decline 
and aging. Ultimately, however, its aim 
was to develop a formula for spectrum 
auctions. The ministry has been under 
pressure to introduce these, but has been 
unwilling to relinquish control over 
radio-wave policies.

“In the past and present, the need has 
arisen to adopt a formula for more effective 
utilization of telecommunications, 
including frequencies for public use,” a 
ministry spokesperson said.

The remarks recognized external 
pressure, and the ministry conceded 
that plans must be formulated to 
achieve progress on such matters. In the 
background was a political shift that 
manifested itself in the establishment 
of a project team to harness public and 
private-sector telecommunications. 
The team was organized in May 2017 
within the Administrative Reform 
Headquarters of the Liberal Democratic 
Party (LDP) and overseen by Foreign 
Minister Taro Kono.

In the manner typically assumed 
when receiving an urgent proposal, the 
government’s group to promote reforms 
on controls also decided to debate 
expanded opening of shared spectrum 
in the public sector.

Yoshihide Suga, former minister 
with the Ministry of Internal Affairs 
and Communications and current 
chief Cabinet secretary, made remarks 
in support of adoption, stating, “The 
government, while also monitoring 
information from overseas, will continue 
to consider policies to ensure effective 
utilization of telecommunications.”

The United States approved and imple-
mented spectrum auctions between 
November 2014 and January 2015. Total 
figures on three competitive bids reached 
the equivalent of ¥5 trillion. Japan also 
expects to see expanded revenues once a 
similar system is adopted.

According to the ministry, total 
revenues for spectrum use in FY2015 
increased to ¥74.7 billion. Some LDP 
Diet members, however, complained that, 
as the system now stands, four television 
providers—Tokyo Broadcasting System 
Holdings, Fuji Television Network, Inc., 
TV Asahi Corporation, and TV Tokyo 
Corporation—“pay practically nothing” 
for their frequency utilization. The 
biggest complaint is that, considering 
allocated frequencies and income, the 
charges are far too low. n

an aging society and low birth rates. 
For this reason, the decision was made 
to have younger staff focus on social 
conditions as they are expected to 
be in 2030.

The deliberations will not be confined 
merely to ministry staff but will be 
open to “a thousand voices”—virtually 
anyone—and hearings will also be 
conducted by experts in various fields.

The team is expected to proceed with 
discussions in February and to issue a set 
of concrete proposals in June.
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STYLE
Bespoke men’s and ladies’
fashion at Hong Kong prices

Prices in US dollars
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delivery in two weeks

Other superfine quality 
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Recruiting 
2018
RGF looks ahead to growth in 
the bilingual market

RGF HR Agent Japan is the bilingual arm of the 

Recruit Group, Asia’s leading recruitment firm. 

Currently the fastest growing recruitment business 

in the Tokyo market, RGF is uniquely positioned to 

assist clients with all levels of hiring.

We asked RGF’s senior managers about the areas 

they cover and what they foresee happening this 

year in the job market.

The Recruit brand name allows us to attract the best bilingual 
Japanese candidates and forge long-lasting relationships 
with market-leading clients, and we take pride in being part 
of Japan‘s leading recruitment group.

Our challenge is to harness our incredible resources so 
clients feel a tangible difference in the quality of service.

For candidates, we want to offer the best advice and 
choice of career path. A large percentage of our successful 
placements come through referrals from existing candidates 
who have been happy to recommend a friend or colleague. 
We are committed to being the best in our field, and 
2018 promises to be a great year as demand for bilingual 
talent continues to increase.

Our back office teams cover all key corporate and administrative 
functions, including human resources, finance and accounting, 
office management, and secretarial positions. Competition for 
top bilingual talent in all of these areas has been very strong 
over the past few years, and we expect this trend to continue.

Early 2017 saw the launch of our financial services and real estate 
practices. Our highly specialized team has extensive experience 
and understands the intricacies of positions throughout the buy 
and sell sides, as well as all aspects of real estate. We anticipate 
continued growth in key strategic sectors in 2018.

Matt Nicholls
managing director

Simon Elsom
director, Back Office and  

Financial Services Division

Alex Zoboli
director, Sales & Marketing  

and Supply Chain

The RGF sales & marketing team is organized by job function 
and industry.

We have more than 40 consultants divided into seven 
specialized teams: fashion, consumer, IT, online and digital, 
life science, industrial, and supply chain.

This structure guarantees an in-depth understanding of 
each recruitment segment, which is necessary to engage and 
attract top talent in a candidate-short market such as Japan.

This is going to be an exciting year as each of our teams 
rapidly expands due to the excellent, results-driven service 
we deliver to our clients.

RGF is a complete recruitment solutions provider for global and local clients. 

With over 50 years of history and experience, and an extensive database of qualified 

candidates, RGF is your one-stop partner for unparalleled recruitment solutions. 

03-6422-4400  |  www.rgf-hragent.asia/japan

The Tech Division at RGF covers all technical positions in 
manufacturing and engineering, healthcare, IT, and 
consulting, including specialist teams that focus on web 
and gaming companies.

The demand for technical candidates continues to increase 
in Japan, so much so that many clients are prepared to 
prioritize technical skills ahead of Japanese language ability. 
RGF has 47 offices in Asia, and this network allows us to source 
specialist candidates such as programmers and developers 
from across the region.

In 2018, we expect to see an increase in demand for “global 
talent” among our domestic clients as Japanese companies 
continue to internationalize.

Hayato Shiba
director, Tech Division
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RGF HR Agent Japan
We have access to the deepest database 
of bilingual candidates in Japan, which 

allows us to react to any vacancy with speed 
and quality. We can also consult with you 

and give advice on all aspects of the hiring 
process, including: candidate profiling, 
salary benchmarking, job description 

content, interview process, candidate offer 
management, and resignation process.

 03-6422-4443
m-nicholls@rgf-hragent.jp

www.rgf-hragent.jp

RGF Japan covers all functional 
specialisms and industry sectors 

from mid-career to senior 
positions, with a track record 
of supplying talent to leading 
international and domestic 

firms in Japan.
—Matt Nicholls, managing director

journal.accj.or.jp/businessindex
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Business Index—a monthly printed and digital industry company listing—
can help you find the best talent, advance your skills, and much more!

Robert Walters Japan
Robert Walters is a leading specialist 

consultancy for permanent and 
contract recruitment. Robert Walters Japan 
possesses the distinct advantages of size 

and a proven track record, allowing you to 
tap into an unparalleled global network 
that enables clients and candidates to 

come together in the most efficient and 
productive way.

03-4570-1500
info@robertwalters.co.jp

www.robertwalters.co.jp

“Our offices have been active in 
building integrated partnerships 

with clients and bilingual 
professionals to consistently 

deliver the most relevant match 
of skills and culture. This 

remains our ultimate goal.”
—David Swan, managing director 

for Japan and Korea

Dale Carnegie Training Japan 
Dale Carnegie pioneered  

corporate training. Businesses in  
97 countries benefit from his 

breakthrough ideas, including  
90% of Fortune 500 companies.

03-4520-5470
inquiry-alist@dale-carnegie.co.jp

www.dale-carnegie.co.jp

Know the Book?  
You will love the course.
—Dr. Greg Story, president



As a new year begins, it’s time to start preparing for your 
Japanese individual income tax filing. Here’s what you 

need to know—including some key changes and potential 
risks—to avoid a bumpy road come March.

SELF-FILING
You are required to file your own income tax return if:
n  Your employment income for the year 2017 

exceeds ¥20,000,000.
n  Year-end tax adjustment has been completed on your 

employment income, but you have other income that 
exceeds ¥200,000.

n  You receive employment income overseas.
n  You have income from interest, dividends, real estate, or 

other sources overseas.
n  You receive share-based compensation such as stock 

options, restricted stocks, or restricted stock units.
n  You want to deduct medical expenses, donations, or 

home mortgage credit.
n  You earn income from real estate or business in Japan.

CHANGES
1. Earned Income Deduction for Employment Income

This deduction is being reduced from ¥2,300,000 
on employment income over ¥12,000,000 in 2018 to 
¥2,200,000 on employment income 
over ¥10,000,000 in 2019.

2. Self-Medication Tax Deduction
You may qualify for the self-
medication deduction if you or your 
family spend more than ¥12,000 
per year on over-the-counter (OTC) 
drugs. To qualify, you are also 
required to maintain or improve your 
health by participating in regular 
medical examinations, vaccinations, 
screening for metabolic syndrome, 
etc. This deduction is capped at 

INDIVIDUAL INCOME TAX  
RETURN SEASON IS HERE!

¥88,000 per year. The self-medication logo is printed on 
OTC drug packages, and may be  printed next to OTC 
drug items on receipts.

CAUTIONS
1. Declaring Deductions for Dependents Living Overseas

You must provide documents issued by a competent 
authority that verify your relationship with the overseas family 
member who you wish to claim as your tax dependent, 
as well as remittance documents that verify the financial 
support you provide.

2. Overseas Asset Reporting and Assets & Liabilities Reporting
If you are a foreign national who has been in Japan for more 
than five years, you are classified as a permanent resident for 
tax purposes. You are required to submit an Overseas Asset 
Report if you are a permanent resident and have foreign 
assets with a value of more than ¥50 million. You are required 
to submit an Assets & Liabilities Report if you are: 1) Required 
to file your own tax return (includes non-permanent residents); 
2) Have total annual income of more than ¥20,000,000; and 
3) Have assets valued at more than ¥300,000,000 or securities 
of more than ¥100,000,000 as of December 31, 2017. 
An additional five-percent tax will be imposed if you fail to file 
these reports and this is discovered during a tax audit.

INCREASE IN TAX AUDITS
Beginning in 2017, the National Tax 
Agency is stepping up investigations of 
high net-worth individuals and taxpayers 
with international transactions—
especially of undisclosed financial 
assets held overseas. Due to complex 
tax requirements, those with overseas 
financial assets are advised to seek advice 
from a tax professional. If undeclared 
assets or income are discovered during 
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For more information, please contact your Grant Thornton representative 
at +81 (0)3 5770 8829 or email us at tax-info@jp.gt.com 

www.grantthornton.jp/en

Yukiteru Abe is a director at Grant Thornton Japan’s Global 

Mobility Services, providing tax solutions to globally mobile 

employees, global businesses, and high-net-worth individuals 

with overseas assets. Abe was an auditor, investigator, and tax 

consultant at the Tokyo Regional Taxation Bureau for 38 years 

before joining Grant Thornton.

a tax audit, interest, penalties, and 
additional taxes will be imposed. n
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The most popular buzzwords of 2017 were revealed on 
December 1, and sontaku—which means the proactive, 

and sometimes inappropriate, anticipation of a person’s 
wishes without having received direct orders—topped the 
list for Japan. The announcement was made at the U-Can 
New Words and Buzzwords Awards, held by publishing house 
Jiyukokuminsha in partnership with education training services 
provider U-Can Inc.
Sontaku has been frequently used in Diet sessions during 

which two scandals involving the education sector were 
discussed. In these cases, accusations that private connections 
with top government officials led to unfair privileges have 
shed light on the considerable risks a business faces when 
engaging in private negotiations with the government.

In one case, a huge discount was allegedly given on the 
purchase of state-owned land. In another, political connections 
may have allowed the school to receive authorization for the 
establishment of a veterinary department. When such scandals 
are exposed—even if the accusations are untrue—there can 
be devastating consequences for both the business and 
government officials involved.

While conducting activities to influence policy in one’s 
favor is common in many countries, the process is different 
in Japan. In contrast with long-established tradition in places 
such as the United States and the European Union, the 
practice of lobbying in Japan does not garner the same level 
of recognition. Here, it has largely been conducted through 
behind-the-scenes negotiations (chinjo) involving a limited 
number of stakeholders. In other words, businesses could 
make use of personal connections with government officials to 
effect policy changes in their favor.

However, regulatory changes have made it difficult for 
politicians to interact with private businesses, a practice that 
easily leads to closed and murky decision-making. And the rise 
of media’s role in exposing dishonest conduct—and the public 
criticism that inevitably follows—is requiring policy decisions 
to be fair and beneficial to society.

EFFECTING CHANGE
For businesses looking to introduce new products and 
services in Japan, it is often necessary to seek changes to 

existing regulations that may create obstacles. In some cases, 
the necessary regulations to ensure the safety of a product 
or service may not yet exist. Conducting marketing without 
first ensuring that the appropriate regulations are in place 
garners negative attention from the media, public, and related 
business organizations. To be accepted, policy proposals must 
solve existing social issues and involve a decision-making 
process that is both transparent and objective.

Lobbying for a policy change that clearly only profits a 
single company or organization will merely spark criticism 
and outrage from media and the public. What is required of 
businesses is that they be an advocate for the policy changes 
that not only benefit themselves but, more importantly, also 
benefit society.

In fact, Japanese policymakers are eager to hear such 
input from businesses and the general public so that the 
policymaking process can be conducted more openly, and 
increased importance placed on promoting the public interest. 
To solve social issues effectively, businesses must now gain 
the support of outside specialists and academics while also 
sharing background information on the issue with media.

What is now required is not behind-the-scenes lobbying 
(old-fashioned chinjo), but a strategy called public affairs that 
can be distinguished by the following points:

1. It must be a solution that interests the public and helps 
solve social issues.

2. It must maintain transparency by revealing the decision-
making process from the beginning stages.

3. It must ensure third-party objectivity by partnering with 
academics when creating policy proposals.

The practice of public affairs is gaining traction, and has 
resulted in significant successes for a number of companies—
especially those driving change in their respective markets. In 
Japan, the strategy is most effectively employed by the public 
affairs division of Vector Inc., the country’s largest public 
relations company. Well-versed in all forms of Japanese media, 
and able to utilize media in its lobbying strategies, Vector 
also cultivates relationships with specialists and academics to 
create policy proposals that originate from academia. n

http://vectorinc.co.jp  |  03-6825-3015  |  publicaffairs@vectorinc.co.jp

Vector, Inc. Public Affairs Division
No. 1 public relations company in Japan, boasting eight consecutive terms 

with a growth in profit of more than 25 percent



3M Japan Limited 

Abbott Laboratories/ 
Abbott Japan Co., Ltd.

AbbVie G.K.

Adobe Systems Co., Ltd. 

Aflac

AIG Companies in Japan

Amazon Japan G.K.

Amway Japan G.K.

Asia Strategy: Business Intelligence,  
Public Policy, Advocacy

AstraZeneca K.K.

Bayer Yakuhin, Ltd.

Becton Dickinson Japan

Bloomberg L.P.

Boeing Japan K.K.

Broadsoft Japan

Caesars Entertainment Japan

Catalyst 

Caterpillar

Chevron International Gas Inc.  
Japan Branch

Cisco Systems G.K. 

Citigroup

Coca-Cola (Japan) Co., Ltd.

Cummins Japan Ltd.

Daiwa Securities Group Inc.

Deloitte Touche Tohmatsu LLC

Delta Air Lines, Inc.

Designit Tokyo K.K.

Deutsche Bank Group

Dow Chemical Japan Ltd.

Eli Lilly Japan K.K.

en world Japan

EY Japan

Federal Express Japan G.K.

Freshfields Bruckhaus  
Deringer Tokyo

GE Japan Inc.

Gilead Sciences K.K. 

Goldman Sachs Japan Co., Ltd.

Google G.K.

GR Japan K.K. 

H&R Consultants K.K.

Heidrick & Struggles Japan  
Godo Kaisha

Hilton

The Howard Hughes Corporation

IBM Japan, Ltd.

IHG ANA Hotels Group Japan

Intel K.K.

IQVIA

Johnson & Johnson 
Family of Companies

KPMG

Lenovo Japan

Lockheed Martin 

Mastercard Japan K.K.

McDonald's  
Company (Japan), Ltd.

McGill Japan

McKinsey & Company, Inc.  
Japan

Merrill Lynch Japan  
Securities Co., Ltd.

MetLife

MGM Resorts Japan, LLC

Microsoft Japan Co., Ltd.

Mizuho Financial Group

Monex Group, Inc.

Morgan Lewis 

Morgan Stanley Japan  
Holdings Co., Ltd.

Morrison & Foerster,  
Ito & Mitomi

MSD K.K.

Nanzan Gakuen  
(Nanzan School Corporation)

Northrop Grumman Japan

NYU School of  
Professional Studies Tokyo 

Oak Lawn Marketing, Inc.

Ogilvy & Mather (Japan) GK

Procter & Gamble Japan K.K.

Prudential Financial, Inc.

PwC Japan

QUALCOMM JAPAN Inc.

Randstad K.K.

Relansa, Inc.

Robert Walters Japan K.K.

SanDisk Limited

Squire Patton Boggs

State Street

Steelcase Japan K.K.

Teijin Limited 

Thermo Fisher Scientific

Thomson Reuters Markets K.K.

Uber Japan Co., Ltd.

United Airlines, Inc.

Visa Worldwide (Japan) Co., Ltd.

The Walt Disney  
Company (Japan) Ltd. 

White & Case LLP

Zimmer Biomet G.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.  Information as of December 20, 2017

50 THE ACCJ JOURNAL  n  JANUARY 2018



Contact us:     

unique@custom-media.com 

We are an award-winning, bilingual, 

content-creation and communication agency.

www.custom-media.com  |  www.bij.tv

design • digital • communication • publishing

New Year. New Goals.
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