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COLLABORATION AND COOPERATION
Shinnenkai, meetings, and Board of Governors planning session yield key actions

Jay Ponazecki     jponazecki@accj.or.jp

President | Update

I 
very much look forward to 
collaborating and cooperating 
with each of you throughout 
the year to make this terrific 
organization even better.

We are off to a good start. First we 
had well-attended shinnenkai in Tokyo 
(page 20), Nagoya, and Kobe. Then 
there were meetings with United States 
Senator for Florida Marco Rubio—
Ranking Member of the Senate Foreign 
Relations Committee’s East Asian 
and Pacific Affairs Subcommittee—
and Deputy Secretary of State of the 
United States William Burns. We took 
advantage of the time spent with the 
politicians to convey our continued 
commitment to fostering economic 
growth in the United States and Japan.

The Board of Governors had a very 
productive strategic planning session 
on January 21. I would like to share 
some of the key actions it took.

•	 Appointment of 2014 
ACCJ Chairman

The chairman serves in an advisory 
and external relations capacity and 
represents the chamber externally 
when the president is unable to do so.

While former presidents have served 
as chairman, it was never intended that 
this would always be the case.

I wanted to create a precedent to 
encourage future presidents to consider 
the other presidential nominee. 

This respects the accomplishments 
of the other candidate, those members 
who voted for him or her, and the hard 
work of the Nominations Committee.

Chris LaFleur, the new chairman, 
and I have a shared vision for the 

chamber; our experiences are 
complementary and create a win–win 
situation for the chamber.

•	 Formation of Membership 
Relations Advisory Council

This strategic body—chaired by Jeff 
Bernier with Rebecca Green as vice-
chair—will advise the president and the 
board on membership-related matters 
including engaging, developing, and 
retaining existing members; reaching 
out to prospective new members; and 
increasing the number of members.

This will continue the good work 
of last year’s Special Presidential 
Task Force. Rebecca will also lead 
an initiative on further developing 
the next generation of US–Japan and 
ACCJ leaders.

•	 Formation of Japanese Membership 
Relations Subcommittee

This important committee will focus 
on increasing Japanese member 
satisfaction and participation in 
ACCJ events.

Thomas Shockley will be one of the 
chairs and the co- and vice-chairs will 
soon be appointed. 

If you would like to join this newly 
formed subcommittee, please let 
Thomas, Laura Younger, Aki Watanuki, 
or me know. We welcome your 
participation.

•	 Formation of Integrated Resorts 
Task Force

The board approved the formation of 
this task force in anticipation of a bill 
being adopted by the Japanese Diet 
this spring allowing Japan to have its 

first integrated resorts (large-scale, 
mixed-use developments including 
casinos and hotels, as well as shopping, 
convention and entertainment 
facilities) that will create opportunities 
for many business sectors.

The potential economic impact of 
integrated resorts in Japan could far 
exceed those for the 2020 Games, and 
ACCJ member companies from a wide 
range of industries are likely to benefit 
from this legislation.

The task force—chaired by Seth 
Sulkin—will represent the interests 
of ACCJ members and help create 
business opportunities through 
information sharing and advocacy.

There will be a series of kick-off 
meetings in February. If you are 
interested in participating, please 
contact Seth.

•	 Women in Business Summit
The board gave Royanne Doi and the 
Women in Business Committee the 
green light to proceed with the Second 
Annual U.S.–Japan Council/ACCJ 
Women in Business Summit (May 27).

Women and men in all industries are 
invited to attend. If you would like to 
sponsor, or participate in producing, this 
event, please contact Royanne, Elizabeth 
Handover, or Deborah Hayden.

Your feedback and recommendations 
contribute greatly to the success and 
growth of the chamber. We appreciate 
your taking the time to submit event 
surveys and encourage you to contact 
Sam Kidder, Laura, Aki, me—or any 
ACCJ leader with any feedback or 
questions that you may have. •

Your  
feedback 
and recom-
mendations 
contribute 
greatly to 
the success 
and growth 
of the 
chamber. 
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PRESIDENT

Jay Ponazecki Morrison & Foerster, Ito & Mitomi

TREASURER

Jack E. Bird PricewaterhouseCoopers

VICE PRESIDENTS

Jeffrey S. Bernier Delta Air Lines, Inc.

Vicki Beyer Morgan Stanley MUFG Securities Co., Ltd.

Steve R. Burson (Chubu) H&R Consultants K.K.

Andrew J. Conrad Aflac Japan

Kiran S. Sethi (Kansai) Jupiter International Corporation

Michel Weenick Hilton Worldwide

Jim Weisser PBXL Inc.

 

ACCJ GOVERNORS

Tim Brett Coca-Cola (Japan) Co., Ltd.

Thomas M. Clark GE International Inc.

Herman J. Ehrlich (Kansai)  

Hilton Osaka; Osaka Hilton Co., Ltd.
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Jonathan Kushner Kreab Gavin Anderson K.K.
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Andrew Silberman  

Advanced Management Training Group

Yoshitaka Sugihara Intel K.K.

William J. Swinton Temple University, Japan Campus

Hiroyoshi Watanabe Amazon Japan K.K.
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Cezars International K.K.

PRESIDENTS EMERITI

Debbie Howard (2004–2005)

Charles D. Lake II (2006–2007)

Allan D. Smith (2008)

Thomas W. Whitson (2009–2010)

Michael J. Alfant (2011–2012)

ACCJ EXECUTIVE STAFF

Samuel H. Kidder Executive Director

Laura Younger Deputy Executive Director

ACCJ COMMITTEE LEADERS

ACCJ Financial Services Forum 

Christopher J. LaFleur (Chair)

Aerospace and Defense Lance Gatling (Chair)

Michael R. Wright (Vice Chair)

American Automotive Industries 

Toshio Morita (Chair)

Architecture, Construction and Real Estate 

Karl H. Hahne, Gordon Hatton, Seth R. Sulkin (Co-chairs)

Asia Business Bryan A. Norton (Chair) 

James Hawrylak, Piyasena C. Perera (Vice Chairs)

Banking, Finance and Capital Markets 

Thomas Clark, Ernfred "Ernie" Olsen (Co-chairs) 

Junichi Maruyama, Jay Sapsford, Hiroshi Ueki (Vice Chairs)

Biosciences Subcommittee Paul E. Cizdziel (Chair) 

Kyoko Murakami, Hiromichi Yaju (Vice Chairs)

CEO Forum Harry Hill, Monika Merz (Co-chairs)

Charity Ball Barbara K. Hancock (Chair) 

Kevin Naylor (Vice Chair)

Competition Policy Task Force Hiromitsu Miyakawa (Chair) 

Winston P. Kiang, Seiji Niwa (Vice Chairs)

Corporate Counsel Subcommittee 

Yasuyoshi Goto, Arshad Karim (Co-chairs) 

Thomas H. Schinaman (Vice Chair)

Corporate Social Responsibility 

Charles E. McJilton (Chair)

Dietary Supplements Subcommittee 

Harunobu Amagase (Chair)

Digital Communications Task Force

William J. Swinton (Chair)

Direct Marketing Joseph Peters (Chair) 

Pelham Higgins (Vice Chair)

Energy and Environment

Rebecca K. Green, Anthony Luna (Co-chairs)

Makoto D. Kawai, Ray Klein, David G. Litt (Vice Chairs)

Food and Agriculture Douglas Schafer (Chair)

Kazumi Hasegawa (Vice Chair)

Foreign Direct Investment Kenneth Lebrun (Chair) 

Shaun Dubin, Scott D. Sugino (Vice Chairs)

Government Relations Arthur Mitchell (Chair)

C. Lawrence Greenwood, Jr. (Vice Chair)

Growth Strategy Task Force Nicholas E. Benes (Chair)

Michael J. Alfant, A. Barry Hirschfeld, Jr., Kumi Sato 

(Vice Chairs)

Healthcare William Bishop (Chair) 

Toshio Nagase, John Shanahan, R. Byron Sigel (Vice Chairs)

Healthcare IT Subcommittee Eriko Asai (Chair) 

Eiji Sasahara (Vice Chair)

The American Chamber of Commerce in Japan

Masonic 39 MT Bldg. 10F, 2-4-5 Azabudai

Minato-ku, Tokyo, Japan 106-0041  |  Tel: 03-3433-5381  Fax: 03-3433-8454

www.accj.or.jp / https://japan.careerengine.org/accj/

The ACCJ is an independent membership organization not affiliated with any government or other chamber 

of commerce. The ACCJ is a member of the Asia Pacific Council of American Chambers and values its 

relationships with Japanese, American and other nations’ business organizations.

Information as 

of January 16

Continued on page 11
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ACCJ COMMITTEE LEADERS (CONTINUED)

Human Resource Management Ginger Griggs, 

Keiko Suzuki (Co-chairs) Hiroki Nishio, Yuko Yogo 

(Vice Chairs)

Independent Business Thomas Shockley (Chair)

Steven Bleistein, Paul Kraft (Vice Chairs)

Information, Communications and Technology

Darren McKellin, Brent Reichow, Raymond F. Ribble (Co-

chairs) Mike Benner, Stephane Ducable (Vice Chairs)

Insurance Ryan Armstrong, C. Lawrence Greenwood, Jr., 

Jonathan Malamud (Co-chairs) 

Intellectual Property David Case (Chair) 

Satoshi Arakawa, Ken Katayama (Vice Chairs)

Internet Economy Task Force Yoshitaka Sugihara (Chair) 

Stephane Ducable, Ko Fujii, Kenichi Kobayashi (Vice Chairs)

Investment Management 

Douglas Hymas (Chair) Peter Knight (Vice Chair)

Labor Force Diversification Task Force Bryan A. Norton 

(Chair) Nicholas E. Benes, C. Christian Jacobson, Kumi Sato 

(Vice Chairs)

Leadership Forum Michel Weenick (Chair) 

Andrew Silberman (Vice Chair)

Legal Services Thomas J. Dreves, C. Christian Jacobson 

(Co-chairs)

Marketing Programs Dominic Carter, Koichi Hama (Co-

chairs) Dave Perry (Vice Chair)

Medical Devices and Diagnostics Subcommittee 

William Bishop (Chair)

Membership Expansion Subcommittee 

David Wouters (Chair)

Membership Relations 

Jay Ponazecki, Andrew Silberman (Co-chairs)

Pharmaceuticals Subcommittee Ira Wolf (Chair)

Retail Karl H. Hahne, Michael R. March (Co-chairs)

Kiran S. Sethi (Vice Chair)

Sales Development Carlo La Porta, Thomas Shockley (Co-

chairs) Eric Wedemeyer (Vice Chair)

Special Events Timothy M. Connor, Robert E. Melson, Ruth 

Jarman Shiraishi (Co-chairs)

Special Presidential Task Force Jeffrey S. Bernier (Chair) 

Patricia "Tish" Robinson (Vice Chair)

State-Owned Enterprise Reform Task Force  

Andrew J. Conrad (Vice Chair)

Taxation Marc Lim, Edwin T. Whatley (Co-chairs)

Toiletries, Cosmetics and Fragrances 

Aoi Kondo (Chair) Tsutomu Furumoto (Vice Chair)

Tokyo 2020 Olympics Task Force 

Jonathan Kushner (Chair) 

Edward Cole, Toshiko Saito, David Wouters (Vice Chairs)

Transportation and Logistics Jeremy Goldstrich (Chair) 

Erwan Perhirin (Vice Chair)

Travel Industry Jarrod Stenhouse (Chair)

U.S.–Japan Regional Leadership 

Thomas Clark, C. Lawrence Greenwood, Jr. (Co-chairs) 

Masashi Adachi, Ryan Armstrong (Vice Chairs)

University Briefing Richard F. May (Chair)

Women in Business 

Elizabeth Handover, Deborah Hayden (Co-chairs) 

Alison Birch, Royanne K. Doi, Makiko Fukui, Carolyn 

Gaskins, A. Barry Hirschfeld, Jr., Corinne Johnson, 

Mariko Nakazono, Alyson Parker, Ryann Thomas 

(Vice Chairs)

Women in Leadership Subcommittee 

Lydia Dorman, Jay Ponazecki (Co-chairs)

Young Professionals Group Subcommittee 

John Ghanotakis (Chair) 

Amir Khan, Timothy Trahan (Vice Chairs)

KANSAI CHAPTER

Business Programs Garr Reynolds (Chair) 

Rachel E. Reckner (Vice Chair)

Community Service Kojiro Dan (Chair) 

Kirsten Welbes (Vice Chair)

External Affairs Akio "Arthur" Matsumoto (Chair) 

Takako Mitsui (Vice Chair)

Living in Kansai Edwin H. Folk, Alistair Walker (Co-chairs)

Membership Kevin Yamaga-Karns (Chair) 

Akiyoshi Mohri, Mie Yonezawa (Vice Chairs)

Women in Business Mie Kitano (Chair) 

Kay Kobayashi (Vice Chair)

CHUBU CHAPTER

Aerospace Industry Subcommittee 

Britt Creamer (Chair)

Greg Robinson (Vice Chair)

Business Programs Jeff Genet (Chair) 

Andy Boone (Vice Chair)

Community Service Bryce Conlan (Chair) 

Dennis Lischak (Vice Chair)

External Affairs Harry Hill (Chair) 

Darrell Harris, Yuji Suzuki (Vice Chairs)

Independent Business Raymond A. Proper III (Chair)

Tom Nakamura (Vice Chair)

Living in Chubu Bruce McCaughan (Chair)

Sean O’Connell (Vice Chair)

Membership Relations William Keating (Chair) 

Craig Bonnor (Vice Chair)

Mobility Manufacturing Deryk Langlais (Chair)

Mike Masuko (Vice Chair)

Women in Business Lara Christine Sakamoto (Chair)

D. Carter Witt (Vice Chair)
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Aflac

AIG Companies in Japan

AINEO Networks

Amazon Japan K.K.

Amway Japan G.K.

AstraZeneca K.K.

Baker & McKenzie 
(Gaikokuho Joint Enterprise)

Baxter Limited

Bayer Yakuhin, Ltd.

Becton Dickinson Japan

Bingham, Sakai, Mimura, Aizawa

Bloomberg L.P.

Boeing Japan K.K.

Caterpillar

Chevron International Gas Inc. 
Japan Branch

Citigroup

Coca-Cola (Japan) Co., Ltd.

Colliers International

Deloitte Touche Tohmatsu

Delta Air Lines, Inc.

Eli Lilly Japan K.K.

en world Japan

EY Japan

Federal Express Corporation

Freshfields Bruckhaus Deringer Tokyo

GE Japan Corporation

GILT GROUPE K.K.

Goldman Sachs Japan Co., Ltd.

Heidrick & Struggles Japan 
Godo Kaisha

Hilton Worldwide

IBM Japan, Ltd.

IMS Japan

Johnson & Johnson 
Family of Companies

KPMG

McKinsey & Company, Inc. Japan

Merrill Lynch Japan Securities 
Co., Ltd.

MetLife Alico

Microsoft Japan Co., Ltd.

Mondelez Japan

Monex Group, Inc.

Morgan Stanley Japan Holdings 
Co., Ltd.

Morrison & Foerster, Ito & Mitomi

MSD K.K.

Nanzan Gakuen 
(Nanzan School Corporation)

Nu Skin Japan Co., Ltd.

Oak Lawn Marketing, Inc.

Procter & Gamble Japan K.K.

Prudential Financial, Inc.

PwC Japan

Randstad K.K.

Robert Walters Japan K.K.

Saatchi & Saatchi Fallon Tokyo

Squire Sanders Miki Yoshida 
Gaikokuho Kyodo Jigyo Horitsu 
Tokkyo Jimusho

State Street

Teva Pharmaceutical Industries Ltd.

Thomson Reuters Markets K.K.

Toll Express Japan Co. Ltd.

Toys”R”Us, Japan

The Walt Disney Company  
(Japan) Ltd.

White & Case LLP

Zimmer K.K.

THE ACCJ THANKS ITS
CORPORATE SUSTAINING
MEMBER COMPANIES
Their extensive participation provides a cornerstone in the  
chamber’s efforts to promote a better business climate in Japan.
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Law360 selected Latham & Watkins as 
“Law Firm of the Year” for 2013 based 
on diverse strengths across practice 
areas and industry sectors. The firm 
secured nine “Practice Group of the 
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Latham & Watkins is established as one of the 
world’s premier, full-service business law firms. 
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restructuring, tax, company representation and 
corporate finance, intellectual property, technology 
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Truly a “one-firm” firm – Latham has no 
headquarters, and firm management is spread 
throughout the world, allowing Latham to service 
clients regardless of location.



A
s part of a continuous effort 
to better understand and 
serve its members, the ACCJ 
has once again carried out 
its “Turning Members into 

Advocates” survey. The biennial poll—
conducted by market research agency 
CarterJMRN K.K. who presented 
it to the ACCJ Leadership Forum 
on January 22—collates members’ 
quantitative and qualitative feedback to 
identify areas of the chamber that may 
require more focus.

Editor | Survey

networking, both for meeting new 
people and seeing familiar faces. 

At the annual celebration, the 
chamber’s new president, Jay Ponazecki, 
outlined her objectives for the year. 
Turn to page 20 to learn what she hopes 
to achieve during her term. 

Plaudits are due to Daishichi Sake 
Brewery Co., Ltd., the generous donor 
of the sake used in the ceremony.

Regarding ACCJ events, it looks 
as if this year will be packed with 
high-profile occasions. In January, the 
chamber welcomed the president and 
representative director of Mondelēz 
Japan Ltd., Leanne Cutts (see page 36). 
This month, Bank of Japan Governor 
Haruhiko Kuroda will, in an exclusive 
off-the-record event, present his views 
on Japan’s current economic situation 
(page 37).

Food for thought
New this month in the ACCJ Journal 
is a restaurant review. We hope it 
will prove useful for many people, 
particularly those who are expected 
to entertain business-related visitors 
in Tokyo (page 44). We aim to make 
the food column a regular feature 
if possible, so please contact me 
should you have any suggestions 
for food- or beverage-related venues, 
especially those that may interest 
our members. •

I’d like to share with you some of 
the highlights of the survey, which 
was emailed to ACCJ members on 
November 1–15 and attracted 224 
respondents. 

Thirty-nine percent of those 
who completed the survey totally 
agree that the ACCJ is a good place 
for networking, while 34 percent 
believe it is a good source of business 
information. Some 26 percent 
of respondents feel the chamber 
represents business interests well on 
government and policy issues. 

Regarding overall attitudes, some 
29 percent of respondents totally agree 
with the statement “ACCJ membership 
benefits my company”, while 27 percent 
agree that the chamber meets their 
personal and professional needs.

Looking ahead, 48 percent of 
respondents believe they will renew 
their membership, and 8 percent hope 
to increase the number of members in 
their company—a steady year-on-year 
increase.

Overall, almost one quarter of 
respondents (22 percent) believe the 
ACCJ membership is good value.

Events start year in style
As it has done for decades, the 
ACCJ kicked off the New Year with 
its traditional shinnenkai, which has 
become a very popular event for 

POLL HELPS
ACCJ KNOW
MEMBERS

Megan Waters  
Editor-in-chief 
ACCJ Journal 

megan@custom-media.com

The biennial 
poll collates 
members’ 
quantitative 
and 
qualitative 
feedback.
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Life-logging App Released
Sony Corporation has launched at 
the 2014 International Consumer 
Electronics Show in Las Vegas its 
Lifelog software that charts a person’s 
activities on an interactive timeline 
(Technology Insider, January 8).

The app is Sony’s interpretation of 
the quantified self—the ability to better 
understand and change behaviors by 
gathering data about ourselves.

The system records when a user 
speaks to friends, receives emails, 
watches a movie, and carries out other 
smartphone-related actions.

The app receives data from a small 
piece of wearable hardware called the 
Core, which acts as an activity tracker. 
It contains an accelerometer that always 
needs to be worn to provide data about 
the user’s movements. Information 
gathered can then be used to work out 
what they were doing and how many 
calories were burned.

The device also features LED lights 
and a vibration motor to alert the 

owner to notifications sent to their 
phone. A life bookmark button can be 
pressed to highlight special moments 
on the timeline.

Users can get information on time 
spent doing different activities to help 
them make informed choices.

Press |  ACCJ Members & Government

Toyota Tops Best-
selling List of 2013 
Toyota Motor Corporation’s Aqua hybrid compact car was 
the top-selling vehicle in Japan, according to the Japan 
Automobile Dealers Association and the Japan Mini Vehicles 
Association’s survey of new vehicles sold in the country last 
year (The Japan Times, January 9).

With 262,367 Aqua cars sold, Toyota’s Prius hybrid was 
pushed to second place (253,711 units), having been the best-
selling car for four years in a row until 2012.

Nine of the top 10 vehicles were hybrids or minicars.

Fiesta Returns to Japan After Long Absence
Ford Motor Company’s Fiesta compact 
is back in Japan despite failing a decade 
ago in a market dominated by powerful 
local brands that specialize in small cars 
(The Evening Sun, January 9).

Japan Ford President Toshio Morita, 
unveiling the ¥2.29 million model, said: 
“This is for those who might want a 
different kind of compact.” Morita told 
reporters at a Tokyo cafe displaying the 
Fiesta, which was set to go on sale here 
on February 1, “Our business in Japan 
will become stronger.”

Ford stopped marketing the Fiesta 
in Japan after selling just 2,800 of them 
from 2004 to 2007. The Fiesta is one of 
Ford’s top-selling models, with more 
than 720,000 sold worldwide a year.

Last year, Ford sold 3,500 vehicles 
in Japan, about half of them Explorer 
sport-utility vehicles. Ford has managed 
to increase Japan sales every year for 
the past four years.

Morita and other Ford officials 
stressed the Fiesta’s efficient 1.0 liter 
engine called EcoBoost, “kinetic” 
exterior design and trademark driving 
performance.

Ford will also introduce the EcoSport 
sport-utility vehicle later this year, 
bringing to eight the Ford models 
sold in Japan, including the Mustang 
and Focus.

Ford’s Fiesta 
compact car 
is again being 
sold here.

The Lifelog application records the user’s 
activities on an interactive timeline.

The Prius hybrid was Japan’s second best-selling vehicle last year.
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Google Robot Wins 
3/11 Rescue Challenge
An android developed by Google-owned and Tokyo-based 
Schaft Inc. has won the two-day DARPA Robotics Challenge 
near Miami, Florida (GlobalPost, December 22).

Defense Advanced Research Projects Agency (DARPA) was 
inspired to organize the event after realizing that robots had 
only played a very limited role in efforts to contain the 2011 
meltdown of nuclear reactors in Fukushima.

The Japanese start-up’s machine carried out all eight rescue-
themed tasks to outscore its 16 rivals by a wide margin. 

Schaft and seven of the other top scorers can now apply for 
investment of up to $1 million from DARPA to improve their 
robots’ skills before the December finals.

To spur development of more adept robots, the agency 
challenged contestants to complete a series of tasks, with a 
time limit of 30 minutes for each.

Schaft’s 1.48m tall, two-legged robot employs a new high-
voltage, liquid-cooled motor technology that is powered by a 
capacitor, rather than a battery. This allows its arms to move 
at higher speeds than would otherwise be possible.

The Japanese government will provide loans totaling about $4 billion to the 
United States to build the first Super-Maglev train to run between Baltimore and 
Washington DC (Los Angeles Times, January 7). 

The 40-mile (64-kilometer) journey between the two cities, which now takes 
one hour by conventional rail link, will take just 15 minutes by high-speed train.

The Japanese government and the Central Japan Railway Company hope to 
use the project to showcase what they believe will be the transportation technology 
of the future.

Maglev (magnetic levitation) vehicles are propelled along their track through 
electromagnetic pull, removing friction and providing a smoother, quieter ride 
at a faster speed.

Tokyo is hoping the US maglev train will be operational within the next decade 
and will serve as a symbol of US–Japan cooperation.

Tokyo to Lend US $4 billion to Build  
First Super-Maglev High-speed Train

The journey between Washington DC and Baltimore 
will take 15 minutes on the Super-Maglev.

Launch of Futenma Tenders 
Japanese defense authorities in 
Okinawa are launching bids for 
projects related to the relocation of 
the US Marine’s Futenma Air Station 
within the island prefecture (NHK, 
January 21).

The Okinawa regional defense 
bureau has publicized details of tenders 
for three projects in Nago City, where 
the government plans to build an 
alternative airfield.

Okinawa Governor Hirokazu 
Nakaima approved the government’s 
request to reclaim land off the Henoko 
district in Nago for the airfield.

The bureau is planning tenders for 
embankment design, a survey of corals 
and the sea mammal dugong, and 
studies of preservation measures.

Defense officials are also preparing to 
announce a tender for a coastal drilling 
survey in Henoko. •
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STRATEGIES IN SALES
Group provides information,  
training, and networking

By Megan Waters

Committee | Sales Development

E
stablished in 2001, the Sales 
Development Committee 
now has some 150 members, 
marking a 20 percent year-on-
year increase.

According to the committee vice 
chair, Eric Wedemeyer, the function-
based committee has a wide reach and 
focuses on providing participants with 
tangible business benefits. 

“Virtually every ACCJ member 
company engages in sales, so 
our activities are relevant to an 
exceptionally broad portion of the 
membership,” Wedemeyer explained.

The committee provides three main 
benefits for its members.
•	 Information. This enables members 

to find out what is happening in 
markets and sales arenas through 
speaker events and annual surveys.

•	 Training. These opportunities give 
members a chance to brush up on 
sales-related skills. 

•	 Networking. All events are designed 
to provide networking opportunities, 
and often include participation by 
other chambers.

On December 17, the committee 
held a successful luncheon, at which 
the topic “From Zero to a Billion 
Dollars: The Road to Success for adidas 
Japan” (see page 34) was discussed. 
Looking ahead, the group plans to hold 
numerous speaker events, training 
sessions, a networking event, and 
committee organizational meetings.

“The speaker events will continue 
to feature executives from leading 
companies, focusing mainly on sales 
strategies that have worked for them in 

Japan,” said Carlo La Porta, co-chair of 
the committee.

Also in December, the group 
conducted an inaugural survey on the 
State of Sales Development in Japan. The 
42 respondents—comprising committee 
and non-committee members—share 
a special interest in sales development 
issues and represent a broad spectrum 
of industries.

According to La Porta, the survey 
provides benchmarks for international 
sales executives looking for guidance 
on how to improve the effectiveness of 
their sales activities in Japan. 

“The results underlined the 
importance of high-quality, skilled sales 
staff in achieving sales objectives in 
Japan,” said Thomas Shockley, co-chair 
of the committee.

“Many of the companies noted 
concerns about staff hiring and 
training, and were especially keen to 
improve communications and basic 
sales skills. 

“Respondents were optimistic 
overall, and many noted that their sales 
were growing and that they planned to 
add additional sales staff,” he said.

Key results:
• A majority (61 percent) of 

respondents said sales had risen over 
the previous three years.

• Asked where they planned to 
increase investment in their sales 

operations over the next year, 
respondents mostly said they would 
add sales staff (56 percent), followed 
by those who anticipated increasing 
brand- and awareness-building 
activities, such as advertising 
(54 percent). 

The least likely targets for 
additional investment included 
current sales staff compensation 
(33 percent) and direct sales 
activities, such as online sales 
(36 percent).

• Companies with more than 10 
staff were most concerned about 
maintaining price levels (33 percent 
consider this a major problem), 
as well as motivating and training 
current staff (22 percent). 

Companies with 10 sales staff 
or less were more worried about 
recruiting staff with the right skills 
(a major issue for 44 percent), as well 
as identifying and reaching qualified 
leads (38 percent). 

• When asked to consider sales 
challenges specific to doing 
business in Japan, respondents 
were most concerned about hiring 
(“finding staff to fit our culture,” 
a major difficulty for 20 percent), 
building trust with Japanese 
clients (9 percent), and creating 
understanding between Japanese 
sales staff and non-Japanese 
management (9 percent). •

Sales Development 
Committee Co-
chair Carlo La Porta 
and Leanne Cutts, 
president and 
representative 
director of 
Mondelez Japan, 
at the committee’s 
“Leveraging 
Global Practices 
to Create a 
Winning Sales 
Team in Japan” 
luncheon event 
on January 20.

To see the full survey, please visit: www.accj.or.jp/en/news-a-media/news/details/ 
300290-the-state-of-sales-development-in-japan-business-survey
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DOING THINGS DIFFERENTLY
New ACCJ president rings in 2014 with ambassador, 

government and embassy officials, and chamber leaders

By Megan Waters

Photos by Antony Tran

Cover Story | ACCJ Event

J
ay Ponazecki, elected ACCJ 
president for 2014, marked her 
first official appearance in her 
new role by addressing attendees 
at the ACCJ’s “2014 Shinnenkai.” 

US Ambassador to Japan 
Caroline Kennedy, America–Japan 
Society President Ichiro Fujisaki, many 
long-time friends of the chamber from 
the Japanese government and the 
Embassy of the United States in Tokyo, 
as well as ACCJ officers and governors 
helped Ponazecki celebrate the new 
year with some 370 ACCJ members 
and guests at the Hotel Okura on 
January 14.

“I would like to thank 2013 ACCJ 
President Larry Bates for all he 
did last year. The ACCJ benefited 
greatly from his commitment to 
achieving growth together in the 
areas of Japanese economic growth, 
ACCJ organizational growth, and 

individual ACCJ member growth,” 
she said.

According to Ponazecki, when 
looking back over recent years, now 
is the best time to be doing business 
in Japan for foreign and domestic 
companies; and to be an ACCJ member.

“We are facing tremendous 
opportunities presented by Abenomics, 
Japan’s full participation in the Trans-
Pacific Partnership (TPP), the 2020 
Tokyo Olympics, and a renewed global 
focus on Japan,” she said.

To help realize Prime Minister 
Shinzo Abe’s virtuous cycle, Ponazecki 
believes a key driver of ACCJ 
activity this year will be a sustained 
commitment to fostering US and 
Japanese economic growth.

To do this, the ACCJ will continue 
to provide concrete, solutions-based 
policy recommendations that focus on 
the following key themes.

• Encouraging key market-
wide reforms to foster greater 
innovation, entrepreneurship, and 
competitiveness in Japan. 

Key priorities will include 
increasing active participation by 
women in the workplace, including 
at management, executive, and board 
levels; sharing relevant global best 
practices to enhance labor mobility 
and diversity; and increasing the use 
and development of global talent 
in Japan to enhance productivity 
and promote foreign and domestic 
investment.

• Promoting US–Japan leadership 
in the Asia–Pacific region by 
supporting the conclusion of the 
TPP negotiations.

• Continuing to support the Tokyo 
Metropolitan Government, as well 
as assisting the Olympics planning 
committee once it has been formed, 

“We very 
much look 
forward to 
fostering 
more 
deep and 
meaningful 
connections 
this year.”
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to ensure that the 2020 Tokyo 
Olympic and Paralympic Games 
promote Japan’s emergence as an 
economic hub for the region. 

According to Ponazecki, the 2020 
Games will provide a tremendous 
opportunity to showcase Japan as 
an attractive location in the region 
for investment, business, and travel, 
while demonstrating how businesses 
in Japan, both domestic and foreign 
(including many ACCJ members), 
have contributed to the nation’s 
economic revitalization.

Regarding the chamber itself, the 
new president believes 2014 offers a 
“tremendous opportunity for us to do 
things differently” and will be calling 
on ACCJ leaders to “unleash their 
imagination to ensure that we are doing 
our very best to maximize the value of 
being an ACCJ member.” 

In addition, she reminded chamber 
officials that they have a duty to ensure 
that the ACCJ membership experience 
remains “relevant and compelling in an 
ever-changing and increasingly diverse 
landscape.” 

“The ACCJ and its members remain 
fully committed to our friends here in 
Japan. We very much look forward to 
fostering more deep and meaningful 
connections this year,” she said.

Ponazecki announced that this year’s 
focus will be on the ACCJ’s name; 
two Cs between an A and a J standing 
for Collaboration and Cooperation 
between America and Japan.

“We celebrate our close relationships 
and look together with optimism at 
the opportunities that the coming year 
will afford for drawing us even closer, 
and for making Japan an even better 
place to conduct global business,” 
she concluded. •

1 2

3

4

5

1  Jay Ponazecki is ACCJ president for the 
2014 term.

2  Ponazecki (right) with Fukushima 
Prefectural Assembly Member 
Masahiro Sato.

3  ACCJ Governor Jonathan Kushner
4  America–Japan Society President 

Ichiro Fujisaki
5  Ambassador Caroline Kennedy (right)
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BUILDING BRIDGES
Council promotes economic ties,  

celebrates 50th anniversary

By Bruce J. Ellsworth

Business |  Conference

U
S–Japan economic relations 
recently hit a milestone when 
business and government 
leaders gathered in 
Washington, DC for the 50th 

U.S.–Japan Business Conference. 
Held on November 14–15, the 

event was organized by the U.S.–Japan 
Business Council (USJBC) and its 
Japanese counterpart, the Japan–U.S. 
Business Council (JUBC).

The Washington-based USJBC is an 
association whose mission is to support 
US business interests in Japan while 
promoting stronger economic ties 
between the two countries. 

The USJBC has played a unique role 
since its inaugural conference in 1961.

Held alternatively each year in Japan 
and the United States, the conference 
enables industry and government 
leaders to hold substantive discussions 
on how to improve the business 
environment in areas including 
agriculture, trade, investment, 
taxation, labor, energy, environment, 
information technology, healthcare, 
financial services, and tourism. 

The personal bonds formed during 
the conference open up direct channels 
of communication that help break 
longstanding deadlocks and catalyze 
new forms of collaboration. 

The conference culminates with the 
announcement of a comprehensive 
set of joint policy proposals outlining 

a long-term vision and practical next 
steps for improving the business 
environment. 

Many ACCJ leaders are active 
in the USJBC, which also issues 
policy reports, convenes high-profile 
symposia, and organizes visits in 
Washington and Tokyo for legislators 
and government officials.

At the 50th conference, then-USJBC 
Chairman Charles D. Lake II said, 
“For five decades the annual business 
conference has been the premier 
forum for business executives from 
both countries to come together to 
discuss pressing issues and identify 
solutions and opportunities for 
collaboration. 

The 50th U.S.–Japan Business Conference was held in Washington DC on November 14–15.

Bruce J. Ellsworth 
is director 
of corporate 
government 
affairs & policy 
for the Johnson 
& Johnson Family 
of Companies in 
Japan.
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“Through our discussions, joint 
recommendations, and ongoing 
work together, the councils are laying 
the foundation for robust economic 
growth in both countries for future 
generations.”

The USJBC doesn’t seek to replicate 
or replace the role of other, often more 
specialized, industry associations. 
Rather, it helps resolve the problem of 
inconsistent and even contradictory 
policy demands from different 
industry groups by bringing US and 
Japanese companies from diverse 
industries together to find common 
ground. This, in turn, helps the 
governments focus and take concrete 
action in areas with greater likelihood 
of success.

On the occasion of the organization’s 
25th anniversary in 1988, then-US 
President Ronald Reagan said that “by 
raising the level of trust and confidence 
between us, you’ve formed a firm base 
upon which our two nations can work 
together for our mutual benefit.” 

In 1997, former US President Bill 
Clinton said, “the U.S.–Japan Business 
Council has long demonstrated 
the progress that we can achieve 
when leading firms of our nations 
work together to resolve the issues 
facing them.”

At the 50th conference, United States 
Secretary of State John Kerry, United 
States Trade Representative Michael 
Froman, Senator Max Baucus, and 
Congressman Devin Nunes all spoke 
about the importance of business in 
promoting investment, job growth, 
and trade.

Working with its counterpart 
Japanese association, the USJBC’s 
annual policy statement is hand-
delivered to the Japanese prime 
minister every year. 

“By bringing in our Japanese 
counterparts and showing how much 
of a win-win situation exists on both 
sides of the Pacific, the USJBC is highly 
complementary to the ACCJ’s role 
as the voice of American business in 
Japan,” said Thomas Clark, executive 
counsel for government affairs and 
policy at GE Japan and member of 
the ACCJ Board of Governors.

At the height of US–Japan trade 
friction in the 1980s, the USJBC 
helped lower the political temperature 
on both sides of the Pacific and 

steered policy debate in constructive 
directions.

The policy proposals in the annual 
joint statement have closely mirrored 
the topics covered in bilateral 
negotiations over the years. They 
have served as a virtual road map to 
which government negotiators refer 
in the resolution of trade disputes and 
promotion of cooperation.

Although trade friction between the 
United States and Japan has declined in 
recent years, the USJBC has maintained 
an impressive track record.

• During 2000–2002, the USJBC 
called for aggressive action on the 
non-performing loan problem in 
Japan’s banking sector, strengthening 
the hand of pro-reform leaders 
and paving the way for an effective 
cleanup.

• During 2000–2004, the USJBC took 
the lead in calling for the revision of 
the US–Japan Tax Treaty for the first 
time in over 50 years, collaborating 
closely with the ACCJ and Keidanren 
(Japanese Business Federation). 

• In 2006, the USJBC pushed for new 
triangular merger rules in Japan, 
thus helping to bridge differences of 
opinion between US and Japanese 
industry ahead of the passage of a 
key law.

From left: 2014 
USJBC Chairman 
Dr. John Lechleiter, 
2013 USJBC 
Chairman Charles 
D. Lake II, 2013 
JUBC Chairman 
Hiromasa Yonekura, 
and 2014 JUBC 
Chairman Kunio 
Ishihara.
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Former USJBC 
Chairman Edson 
Spencer (left) 
with former Prime 
Minister Yasuhiro 
Nakasone (1984).
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• From 2006 to 2010, the USJBC 
advocated faster new-product 
reviews and pro-innovation pricing 
incentives for medical products, 
reinforcing similar calls from 
pharmaceutical and medical device 
industry groups. 

According to Dave Smith, a USJBC 
board member and president of 
Johnson & Johnson Vision Care Japan: 
“The USJBC helped the pharmaceutical 
and medical device industries in 
the United States and Japan to find 
common ground on ways to promote 
innovation.”

Further, the USJBC has broadened its 
focus beyond bilateral issues to promote 
greater US–Japan collaboration and 
joint leadership in the region and 
around the globe. 

This includes the harmonization 
of standards among the 21 members 
of the Asia–Pacific Economic 
Cooperation group as well as 
the reduction of tariffs in the 
World Trade Organization.

During 2011–2013, the USJBC led 
efforts to promote Japan’s entry into 
the Trans-Pacific Partnership (TPP) 
negotiations, working closely with the 
ACCJ and Keidanren. 

In addition, the USJBC has become a 
significant player in promoting greater 
bilateral cooperation on energy. 

The council has been a strong 
supporter of US exports of liquefied 
natural gas to Japan because of the 
benefits for US companies in the 
downstream power market in Japan. 

The USJBC has proposed that the 
two governments this year launch 
a broader public–private Strategic 
Energy Dialogue, which would build on 
existing sector dialogues on renewables 
and nuclear energy.

“The USJBC joint statements over 
the past five years reflect an increasing 
degree of alignment between US and 
Japanese business on topics such as the 
promotion of new energy technologies, 
trade in environmental goods and 
services, and minimizing greenhouse 
gases,” according to GE’s Clark.

“Energy efficiency is key to the 
growth of aviation, which drives 
economic growth and prosperity, 
and brings people together,” said 
George L. Maffeo, president of 
Boeing Japan and a board member 
of the ACCJ and the USJBC.

One of the focus areas for 2014 will 
be the provision of recommendations 
on ways to develop Japan’s tourism 
industry in line with the third arrow 
of Abenomics and Tokyo’s 2020 
Olympic goals.

The USJBC has enjoyed strong 
leadership over the decades. Most 
recently, ACCJ President Emeritus 
and Aflac Japan Chairman Charles D. 
Lake II served as USJBC chairman for 
two years. 

He provided strategic vision 
in integrating USJBC and the US 
Chamber of Commerce and in putting 
the organization at the forefront of 
debate about Japan’s entry into the TPP. 

“The USJBC has pursued a robust 
agenda with an active role in both 
capitals,” said Dr. John Lechleiter, 
Eli Lilly global CEO, who in January 
was appointed chairman of the USJBC.

“Today, the top priority on the 
agenda continues to be the TPP, which 
has the potential to reignite economic 
growth and job creation. 

“The USJBC can play a vital role 
in helping to forge a cooperative 
and mutually beneficial relationship 
between the two countries; one that 
strengthens our economies and our 
leadership in the Asia–Pacific region,” 
Lechleiter said. •

For more information, visit www.usjbc.org.

“By bringing in our Japanese counterparts and 
showing how much of a win-win situation 
exists on both sides of the Pacific, the USJBC 
is highly complementary to the ACCJ’s role as 
the voice of American business in Japan.”

Japanese 
Ambassador 
to the United 
States Kenichiro 
Sasae delivers 
the keynote 
speech at the 
50th conference.

The USJBC has 
played a unique 
role in US–Japan 
ties since its 
inaugural 1961 
conference.

U
.S

. C
H

A
M

B
ER

 O
F 

C
O

M
M

ER
C

E



+81 3 6438 9481
www.carterjmrn.com

enlightenment

not koans

We have been in the business of giving straight answers instead of generating more questions since 1989. If you need clarity 
about your part of the Japan market then you are ready to seek CarterJMRN.



FEBRUARY 2014  •  ACCJ JOURNAL  |  27

JAPAN’S 10 SURPRISES 
Non-market forces could bring real change here

By Jesper Koll

Economics |  Predictions

A
s the new year moved into its 
second month, we had all built 
our base-case scenario for 
what we expected to happen 
during the year. 

According to consensus, Japan’s 
economy is expected to potter along, 
growing around 1.5 percent during 
2014–15.  

However, a more interesting exercise 
is to think about non-market forces 
that could surprise and bring about a 
change in Japan’s overall fortunes. 

Below are my proposed possible 
surprises for 2014–15.

• A global Fortune 500 company 
relocates its Asia headquarters 
to Tokyo.

Team Abenomics claims their 
policies are all about making Tokyo 
the best and most competitive city in 
which to do business. 

Possible? If the Special Economic 
Zones deliver, absolutely. 

Further, bad pollution and 
increasingly restrictive business 
practices in other Asian cities may 
help the cause.

• Japan’s youth embraces a new fashion 
for marriage and childbearing; 
the 2014–15 baby boom forces a 
significant increase in the birthrate.

Possible? Absolutely. Leading 
indicator: restaurant and hotel 
reservations for Valentines Day 
have never been more difficult 
to secure . . .

• The consumption tax hike comes and 
goes with almost no negative impact 
on domestic demand, even in the 
April–June period.

This is a big worry on everyone’s 
mind. However, if—as I suspect—
wages and employment continue to 
accelerate, the tax hike is bound to be 
little more than an air pocket during 
an essentially stable uplift. 

• Industry by industry, Japan 
creates true national champions 
with an unprecedented domestic 
merger wave.

Excess competition and too 
many local players have been a 
longstanding structural impediment 
to Japan Inc. Prime Minister 
Shinzo Abe and bureaucrats from 
the Ministry of Economy, Trade and 
Industry and the Ministry of Finance 
(MOF) are in favor, so it’s difficult 
to see what will stop this from 
happening—the Japan Fair Trade 
Commission?

• Inflation exceeds 2 percent by 
midyear, keeps rising, and by yearend 
the Bank of Japan Policy Board 
forecasts 3.1 percent inflation for 
2015, well above its 2-percent target.

Inflation in Japan? Why not? All 
businesses are feeling the cost-push 
price pressure from the weaker yen, 
higher commodity prices, and rising 
energy costs. 

Add to this the increasingly tight 
labor market and, before long, 
you end up with real price-power 
shifts. I believe the risk of inflation 
is real.

• Japan starts building its own 
aircraft carrier.

Security and defense are an 
area of growing uncertainty. 
Let’s hope cool heads and rational 
strategies persist. 

• Abe introduces all-out means 
testing for national pensions and 
healthcare, cutting benefits for the 
rich baby boomers.

All advanced industrial economies 
need to think about this. I believe 
Japan could well become a world 
leader in implementing true 
entitlement cuts. 

• The budget deficit halves and, 
by yearend, MOF officials start 
forecasting a possible budget surplus 
by 2015–16.

Tax revenues could be a big 
positive surprise with corporate 
profits more than doubling, incomes 
rising, and the consumption tax 
increasing from April. 

However MOF is unlikely 
to want to project a surplus, as 
the government must secure 
political approval to raise the 
consumption tax to 10 percent in 
October 2015.

• A Japanese financial institution buys 
into, or merges with, a major global 
or investment bank.

Money talks, and if Japan really 
does get back its animal instincts, 
a more aggressive policy of global 
expansion would make sense. 

• Japan loses to Germany in the 2014 
FIFA World Cup final.

Call me biased—I am German, 
after all—but when the World Cup 
comes around, I abandon all reason 
and know instinctively which team 
should win. 

Germany winning is always a real 
possibility, but Japan even making 
the final, well, that would be a real 
surprise. Gambatte Nippon! •

Jesper Koll is 
a managing 
director and 
head of research 
at J.P. Morgan 
Securities LLC.

Tax revenues 
could be a 
big positive 
surprise 
with 
corporate 
profits 
more than 
doubling 
[and] 
incomes 
rising. 
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 P
raise has been in short 
supply for Tokyo Electric 
Power Company, 
Incorporated (TEPCO) in 
the nearly three years since 

the disaster at the Fukushima Daiichi 
Nuclear Power Plant. However, Dr. 
Dale Klein believes it is about time the 
company got some recognition for the 
progress it has made and the lessons it 
has learned. 

Although the problems that dog the 
crippled plant have not all gone away 
and it will be many years before the four 
damaged reactors are brought fully back 
under control, the former chairman of 
the United States Nuclear Regulatory 
Commission pointed out that work to 
remove the spent fuel rods from the 
plant’s no. 4 reactor has been progressing 
smoothly and TEPCO is constantly 
reviewing and improving its processes.

“It is going to be a long process 
of recovery and TEPCO is going to 
have to demonstrate competence, 
compliance, and transparency every 
step of the way,” said Klein, who was 
asked to chair the company’s Nuclear 
Reform Monitoring Committee, made 
up of four external experts, when it was 
set up in September 2012.

“The public should be very happy 
with the way the work to remove the 
spent fuel rods from the no. 4 reactor is 

going and this good work needs to be 
shared,” he said. “TEPCO needs success 
stories and to tell them to the public.”

Klein, who is the Associate Vice 
Chancellor for Research in the Office 
of Academic Affairs at The University 
of Texas at Austin, visited Tokyo in 
December to chair a meeting of the 
international committee established 
to monitor progress of safety reforms 
at TEPCO.

The committee identified in an 
interim report a series of developments 
that TEPCO has recently introduced, 
many of them positive.

To handle the complex issue of 
managing contaminated water at the 
Fukushima site, the committee called 
on TEPCO to carry out the key safety 
measures that had been announced 
on November 8, but emphasized that 
a comprehensive solution to the problem 
of constantly accumulating water 
requires coordination with the national 
government and local communities.

According to the report, the 
successful removal of spent fuel 
rods from the no. 4 reactor pool “is 
a great milestone in the long-term 
decommissioning work.” It called 
on TEPCO to continue the process, 
making safety its highest priority 
and ensuring transparency in 
its progress. 

Lessons from the experiences at 
Fukushima have been applied to 
improve the resilience of Niigata 
Prefecture’s Kashiwazaki-Kariwa 
Nuclear Power Plant, and TEPCO must 
continue working to enhance the safety 
culture at the largest atomic energy 
plant in the world.

Finally, the members of the 
committee praised TEPCO for 
instituting a variety of improvements 
in its emergency response planning, 
based on frequent disaster drills at the 
Kashiwazaki-Kariwa plant. However, 
it added that additional drills are 
required, jointly with other parties 
and when contemplating even more 
serious disasters. 

“TEPCO is at the bottom, but I am 
confident that it is climbing up,” he 
said. “The template is in place for that 
recovery, but we have found that the 
difficult thing to completely overcome 
is the corporate culture [in Japan]. 

“The employees here are very good 
at following directions and excellent 
when they understand the issue, but 

Work to remove the spent fuel rods 
from the plant’s no. 4 reactor has been 
progressing smoothly.

Dr. Dale Klein 
(center) with 
TEPCO officials 
at the Fukushima 
Daiichi Nuclear 
Power Plant. 
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“The staff at Daiichi performed 
heroically, but there was little they 
could ultimately do because they had 
lost off-site power,” he said. “At Daini, 
all four reactors were at full power and 
they managed to bring them all to a 
cold shut down. 

“The head of the plant was a real 
leader and they were able to lay 9km 
of cables in 30 hours to maintain the 
off-site power,” he said. “It was an 
extraordinary performance.”

The task facing the company—
and its outside advisors—is to first 
remove all the spent fuel rods from 
the pool in the no. 4 reactor, followed 
by carrying out the same delicate 
task in the three remaining reactor 
buildings, which have been more 
seriously damaged. 

After this, the industry must develop 
ways to remove and render safe large 
amounts of radioactive rubble and 
debris and, eventually, deal with the 
three reactors, which have suffered 
melt-throughs of their cores.

Nothing similar has been attempted 
before. More immediately, solutions 
need to be found for the problem of 
contaminated water that is being stored 
in hundreds of tanks dotted around 
the site. 

Ultimately, however, Klein believes 
Japan has little choice but to restart 
the nuclear reactors that it relies on 
so heavily to power industry and 
society here. 

“Japan has a choice: yes or no,” he 
said. “If they decide not to restart the 
reactors, they have to understand 
that it will have a serious impact. 
Japan will have to import 98 percent 
of its energy in the form of fossil fuels 
and the way of life here will change 
dramatically. 

“Is nuclear energy safe? Yes, but 
it is not risk free,” he said. “I believe 
the global nuclear industry will now 
be safer because of what happened at 
Fukushima. We have learned from it 
just as we learned from the accident at 
Three Mile Island [in 1979].” •

Klein: TEPCO 
needs to show 
competence, 
compliance, and 
transparency.

Interview | Energy

“I believe the global nuclear industry 
will now be safer because of what 
happened at Fukushima.”

they do not have the questioning and 
challenging attitudes that we need to 
see,” he said.

“If the boss tells an employee to 
do something, they do it. In the 
safety culture that exists in the US 
nuclear industry, it is very important 
to question. Everyone has to be 
challenging and ask what and why.”

Despite mistakes having been made 
in planning and preparation prior to 
the disaster, Klein reserves special 
praise for the men and women who 
dealt with the aftermath of the world’s 
second-worst nuclear catastrophe, as 
well as a similar team at the nearby 
Daini plant.
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ENERGIZING US–JAPAN 
COMMERCE: SEPARATING 
FRACK FROM FISSION
By Andrew Wylegala

Embassy | Update

T
he business of energy has 
been the dynamo of US–Japan 
commerce of late, prompting 
activities by Commercial 
Service Japan (CS–J) and other 

embassy sections in the following trio 
of energy-related fields.

Just five years ago, the United States 
was planning liquefied natural gas 
(LNG) import terminals; three years 
ago, Japan was generating a third of 
its electricity from nuclear power with 
plans to push that share higher.

Enter America’s “shale gas 
revolution,” along with the natural 
calamity of epic scale in northeastern 
Japan. The result is a new, 
complementary energy relationship.

The United States has plentiful 
natural gas at competitive prices, while 
Japan, the world’s largest LNG importer, 
seeks to diversify supply and lower 
prices on its galloping LNG import bill.

Japanese companies including Mitsui 
& Co., Ltd., Sumitomo Corporation, 
and Osaka Gas Co., Ltd. have been 
making long-term purchases from, and 
investments in, some of the four LNG 
projects recently granted conditional 
export permits to ship to countries 
including Japan, with which the United 
States lacks a free-trade agreement.

The upshot? Within five years the 
United States may be supplying as 
much as one-fifth of Japan’s LNG.

Japanese companies such as 
Mitsubishi Corporation and Kuraray 
Co., Ltd. have been investing in mid- 
and downstream petrochemical plants 
and plastics manufacturing in the 
United States that thrive on shale’s low-
cost energy and feedstock.

Interest in US shale gas was reflected 
in a successful JETRO-organized 
seminar in Kobe last November at 
which CS-Osaka staff spoke.  

On Japan’s domestic energy scene, 
the story remains the decommissioning 
of the Fukushima Daiichi Nuclear 
Power Plant as well as remediation 
of the area. While US companies can 
offer world-class expertise in water 
treatment, waste management, and 
other areas, relatively few have gained 
significant work in Tohoku.

Initially, it was unclear how foreign 
companies could participate. From 
the US side, some companies sought 
to deal immediately and unilaterally, 
providing one-off supplies without a 
local partner. 

Embassy agencies were instrumental 
in accelerating the learning curve; a 
June 2012 remediation trade mission 
brought 32 US companies to Tokyo and 
Fukushima, and the Embassy Science 
Fellows Program worked with the 
Ministry of the Environment to identify 
technologies and improve processes.

Japanese authorities have taken 
steps to invite new approaches to 
water decontamination.

Further, Japan announced in October 
its plans to seek to ratify the Convention 
on Supplementary Compensation for 
Nuclear Damage, which should enable 
greater participation in Fukushima 
decommissioning activities by 
US companies.

The table is finally set for US–
Japanese company matchmaking—
precisely what CS–J and our partners 
will foster at the embassy’s Fukushima 
Recovery Forum (February 19). 

Commerce within and between 
the two countries is steaming ahead, 
thanks to deployment of commercially 
competitive renewable energy 
technologies to improve security, create 
jobs, and protect the environment.

In Japan, promotion of renewables 
was accelerated by the loss of nuclear 
generation and adoption of generous 
feed-in tariffs. CS–J expects that Japan 
will install 11.5GW of solar power in 
the next two years, much of which 
will be utility scale—a strength of the 
United States.

Additional opportunities are 
being driven by Japan’s Electricity 
Market Reform, which has helped US 
companies including Massachusetts’ 
EnerNOC and Virginia’s OPower 
market their smart-grid solutions.

CS–J supports a score of US 
renewables and energy-efficiency 
companies in their efforts to succeed 
in Japan, including by seeking clear, 
compatible standards that will allow 
wind, solar, geothermal, and biomass 
to be a part of a diverse energy mix. 
In December, several dozen Japanese 
and US companies met in Livermore, 
California, at the second US–Japan 
Renewable Energy Policy Business 
Roundtable to discuss just that.

The flagship event for this sector is a 
mix of eight trade shows (World Smart 
Energy Week, February 26–28).

The U.S. Embassy will work closely 
with the 50-plus US exhibitors to drive 
yet more trade and investment in this 
key sub-sector.

So what is energizing US–Japan 
commerce in 2014? “It’s the [energy] 
economy, stupid!” •

Deputy Chief of 
Mission Kurt Tong 
(second from right) 
joins Softbank CEO 
Masayoshi Son 
(third from right), 
Silicon Valley-
based Bloom 
Energy CEO KR 
Sridhar (second 
from left), and 
Mayor Shoichiro 
Takashima (right) 
in Fukushima on 
November 25, 
to launch Bloom 
Energy Japan, a 
joint venture that 
created Bloom’s 
first fuel-cell 
installation outside 
the United States. 
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THINKING LONG TERM IN 2014
By John Ghanotakis, Amir Khan, and Timothy Trahan

Diversity | Business Relationships

A
lthough the buzz of the new 
year is over, the hectic month 
of greetings reminded us of 
the importance of long-term 
business ties in Japan. 

As young professionals, we are 
often expected to initiate or continue 
long-term relationships, as per how 
business is done in Japan. Indeed, 
the sounds and sights of the season 
are greetings and fancy custom-
printed calendars. 

Making the rounds of clients, or 
even stakeholders within a Japanese 
organization, is an incredibly time-
consuming process. However, we 
appreciate it as part of the cost of doing 
business in Japan: a country and culture 
that promise great opportunity. 

January is the time when we discuss 
business changes and expectations for 
the coming year.

In Japan introductions and networks 
are very important as the country has 
a high-context culture. Edward Hall, a 
leading cultural researcher, defines high 
context and low context to describe a 
set of cultural differences. 

According to Hall, in high-context 
cultures, people take time to develop 
relationships and get to know one 
another before doing business. 

People prefer to do business with 
those whom they know, and getting 
to meet new people is easiest through 
introduction by those people. 

Compare this with low-context 
cultures, where business is conducted 
based on the merits of the proposition 
at hand rather than through 
relationships. Businesspeople are 
comfortable meeting others directly, 
as individuals. 

The United States is an example 
of a relatively low-context culture, 
whereas Japan’s high-context culture 
means social ties in personal networks 
are essential. 

One explanation for the high-quality 
customer service here goes back 
to the idea of developing a trusted 
relationship with clients. It could also 
be suggested that this is the reason for 
the relative economic stagnation in 

Japan, as many major decisions made in 
society are based on creating a state of 
harmony and minimizing disruptions 
among these relationships. 

Japan’s culture has created the 
top five longest continually running 
businesses in the world, the oldest of 
which was founded in the year 578. 
Kongo Gumi Co., Ltd. has been in 
business for over 1,400 years, and for 

most of its history has specialized 
in building Buddhist temples. The 
company has been maintaining 
relationships for over 40 generations. 

While continuing and growing a 
relationship in Japan seems to preclude 
any initiatives for change, this is not 
always the case. When speaking with 
Japanese business partners, there 
are often reasons for them to make 
adjustments and offer improvements. 

According to cultural researchers, 
changes are agreed on after meetings, 
and these discussions have a common 
theme or storyline.

Many meetings begin by rehashing 
the background behind the gathering 
and the relationships of those 
involved to reinforce the idea of 
harmony and reputations among all 
sides. This also gives both parties 
a chance to discuss what they are 
thinking and feeling. 

Talks often go on to recount critical 
events. Only in the last part of such 
meetings, often with pathos and 
expressions of sorrow, would a request 
or proposal be brought forward. 

This is the format for meetings 
that seem to promote long-term 
relationships in Japan.

The beginning of the year is a great 
time to get back in touch and revisit 
those you’ve previously met, as well as 
check in about prospects and potential 
mutual goals for the year. This kind of 
activity is essential to continuing long-
term relationships. 

In addition, now is a good 
opportunity to meet up with friends 
at networking events such as those 
sponsored by the ACCJ. •

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

The beginning of the year is a great time to get back in touch 
and revisit those you’ve previously met, as well as check in 
about prospects and potential mutual goals for the year.
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UNIQUENESS:  
WHEN, WHERE, HOW MUCH?

By Elizabeth Handover

Diversity | Leadership

I  
recently came across a quote by 
Martha Graham: “You are unique, 
and if that is not fulfilled, then 
something has been lost.” 

Graham (1894–1991) was a 
highly influential American modern 
dancer and choreographer.

The theme of uniqueness and 
women’s leadership had been on my 
mind, so the quote resonated. Further, 
I connected on a personal level, since 
the three-year acting course I attended 
at the Dartington College of Arts in 
Devon, United Kingdom, also included 
dance classes. 

My teacher was a formidably tough 
top dancer from the Martha Graham 
Dance Company in the United States. 
She mercilessly drove us to deliver the 
technique she demanded. But, despite 
the exhaustion and sweat, I loved the 
presence it gave me; I felt uniquely 
and powerfully me during dance 
performances.

It is easy to see that performers are 
rewarded by fame and fortune for 
being individually themselves. When 
we apply the concept to other spheres 
of life, however, it may not be so easy 
to express our uniqueness, since to be 
unique also means revealing personal 
differences and diversity. 

No matter what culture we are from, 
we have probably all experienced the 
pain and fear of being ridiculed, bullied, 
or shunned for being even slightly 
different from others. So, no wonder that 
it’s easier for some of us to pay lip service 
to the value of uniqueness and, in reality, 
prefer to hide our light under a bushel.

Evidence shows that, while growing 
up, girls are more focused on fitting 

in than standing out and thus tend to 
have a greater fear of being portrayed 
as different. 

During the past few years in my 
women’s leadership work, I have come 
across too many women, young and 
old, who still have this fear. 

Despite knowing that if we “show up” 
as our unique selves we will be better 
recognized for leadership positions. 
We cannot rid ourselves of the fear that 
perhaps we are “showing off ” rather 
than “showing up,” and that we will 
be looked at disapprovingly and then 
rejected. Rather than find a solution 
to the dichotomy, too many choose to 
hold back and stay hidden.

Clearly, we are never going to 
increase our numbers in leadership 
roles if we continue to give in to these 
fears. So, perhaps it’s time for a change 
of mindset. 

What if we stopped perceiving our 
uniqueness as a Pandora’s box that, 
once opened, will drive our behavior 
grotesquely out of control? What if 
we didn’t just see the options as to 
be or not to be unique but, rather, as 
when, where, and how much to be 
unique? What if we looked on our 
unique strengths as special personal 
resources that we can use at the right 
time, in the right place, and in the 
right amount? 

As a junior member of an 
organization, flaunting uniqueness is 
likely to just irritate those above and 
around us. But we can consider how we 
might use or adapt our special strengths 
to support our managers’ needs. 

We can thereby become uniquely 
indispensable, while taking care 

to ensure they are aware of our 
contributions. 

Working on team projects where 
collaboration is vital, we can prepare 
so we bring up our unique point of 
view, our special advice, or our highly 
accurate evidence when it will be the 
most compelling and present it in the 
way that will be the most convincing. 

By taking each small opportunity 
to demonstrate and communicate 
what makes us special we increase 
our ability to show our uniqueness 
with grace. We will start to feel the 
rightness of “showing up” and we 
will no longer fear that we might 
be “showing off.” 

And each step will be moving 
us up that ladder and closer to the 
leadership positions, where we can 
enjoy bringing our uniqueness out 
even more. 

So, let’s start to craft, utilize, and 
express our unique qualities so that we 
can say, “I am unique. It is fulfilled and 
nothing is lost.” •

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

elizabethhandover@
luminalearning.com
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A BILLION DOLLAR BRAND
Adidas Japan founder explains how the company  

achieved success here as a wholly owned subsidiary

By Megan Waters

Accj Event | Sports

A
n issue faced by all 
international companies 
moving into the Japanese 
market is whether to form 
a joint venture or set up an 

independent business. 
Until the early 1990s, a local partner 

was considered as the only viable route 
into Japan. However, this changed 
as brands began to question this 
accepted wisdom.

“From Zero to a Billion Dollars: 
The Road to Success for adidas 
Japan,” a luncheon presentation at the 
Tokyo American Club on December 
12, told a tale about determination. 
Founder and former vice president 
and chief operating officer of adidas 
Japan, Jonathan Hewitt, told ACCJ 
members and guests about the key 
decisions and principles that had 

led to the establishment of a wholly 
owned subsidiary, and how it had 
achieved success.

According to Hewitt, although the 
brand had been active in Japan and run 
by the global adidas Group since the 
late 1960s, it wasn’t doing very well. 

In 1997, the global group decided to 
take back control of its distributors all 
over the world, including in Japan.

“There was a lot of discussion 
over who owns the brand. We, as the 
distributor had worked on the brand 
for 25 years and got it where it was,” 
explained Hewitt.

“We decided it was our brand and we 
wanted to take it and build it.”

Thus, in 1998, Hewitt and a small 
team started putting a company 
together; starting from nothing 
and making their first sales in 1999. 

By 2008, the company had 1,500 
staff across the country and sales had 
exceeded $1 billion. More importantly, 
profits also exceeded $1 billion. 

“When we started the company, we 
were 25 percent the size of our main 
competitor. Today, the company is 
50–80 percent bigger than Nike here,” 
he said.

So, what did they do to build the 
company? 

According to Hewitt, the option to 
form a joint venture stimulated a long 
discussion.

“The idea of risking it all and going 
solo was a topic of some debate. A joint 
venture was considered the safe option 
and, in those days, brands did not come 
in to Japan on their own,” he said.

However, Hewitt and his team 
wanted much tighter control of the 

Jonathan Hewitt 
is the founder 
and former vice 
president and chief 
operating officer of 
adidas Japan.
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brand, which they couldn’t get as a 
joint venture.

“If we formed a JV there would 
always be someone second-guessing 
what we were doing, and there would 
always be someone with a different 
opinion.

“Whether they were right or wrong, 
we wanted our decisions to be our 
own,” he said.

The company started with a staff of 
five in a serviced office in Shinjuku, 
with one telephone.

As foreigners in an unknown start-
up in Japan, the company faced many 
issues that they wouldn’t have had as a 
joint venture, including a lack of staff, 
no accounts, no contracts, and no 
product to sell.

“The only thing we did have coming 
up was a big meeting in which to sell 
our products. 

“If we didn’t have products for buyers 
to see, we would have no sales for the 
next six months until we managed to 
catch the next cycle,” he said.

Hewitt and his team managed to 
obtain samples from Germany and 
successfully displayed their products 
to the buyers. The brand soon moved 
to bigger offices, where they set 
themselves the goal of becoming the 
best sports brand in Japan.

Soon the company hit gold and 
managed to get the Japan Football 
Association (JFA) on board.

“This was part of the total strategy of 
taking the brand back and becoming 
successful in Japan,” he said.

The company, wanting their name 
to be associated with the JFA, and to 
become the JFA teams’ overall official 
supplier, including of support staff and, 
absolutely critically, the ball.

“When watching a game of soccer, 
the only thing that is in the TV shot the 
entire match is the ball,” he explained.

The JFA was impressed with the 
brand and with their strategy to get 
young children involved in soccer and 
improve the game for them. 

“We knew that doors weren’t going 
to open for us unless we established a 
relationship with the JFA. We were seen 
as a bunch of foreigners taking over a 
brand that had been successfully run by 
a Japanese distributor for many years,” 
he explained.

This relationship helped to accelerate 
credibility with other accounts across 
the country.

Becoming the sponsors of the Japan 
team during the 2002 FIFA World Cup, 
held in South Korea and Japan, was an 
important platform for the company.

“The sponsorship deal meant 
we could be central to absolutely 
everything.” 

The company focused on getting 
the brand “out there” and making sure 
it was associated with the world cup. 
To do this, the brand concentrated 
on marketing activities, including 
large—and sometimes controversial—
billboards; a vertical soccer field 
suspended above a building in Shibuya; 
and their successful “Impossible is 
Nothing” campaign.

Next on the list was for the company 
to take control of the product. They 
started trying to fit into the Japanese 
market in terms of sizing, colors, 
and quality. 

“Footwear back then was black or 
white, or both. Further, Germany said 
we couldn’t put pink on sportswear. 

However, we knew that the consumer 
would respond to a much more 
Japanese approach; the product had to 
be defined by it.”

Thus, the company set up a design 
center, which focused solely on the 
Japanese market.

Hewitt believes that getting control 
of the product was critical to the early 
success of adidas Japan.

Next, the company set about 
developing their wholesale business. 

To keep the control that the company 
had fought so hard to retain, the 
company limited its number of direct 
accounts to 100. 

Further, it had a more inclusive 
approach to these accounts and 
developed strong relationships 
with them. 

“We would really talk to them and 
get their feedback on what we were 
doing. We didn’t see them just as 
someone buying the product, we saw 
them as someone who could teach us 
an awful lot.”

Another important reason for the 
company’s success is that they focused 
on building the brand. According to 
Hewitt, they didn’t consider themselves 
a pure sports brand but, rather, a 
lifestyle brand.

“When we first started out, adidas 
was seen as a salaryman’s brand here.

“So we started getting as much 
exposure as we could; asking celebrities 
to wear the brand, creating manga with 
top Japanese artists, and doing a tie-up 
with a Japanese university.”

Hewitt attributes the success of 
the company to their diverse team, 
who were taught what the brand 
is about and often taken offsite for 
training workshops.

“Most of the team is local, but we 
also have local foreign talent, and 
we worked hard to represent women 
within the company. We strongly 
believe in incentive-based bonuses for 
our team.”

“I believe we would not have been as 
successful if we had not got everyone in 
the company aligned,” he said.

“We are a team of people who love 
what they do; everyone is aligned with 
the concept of wanting to work in 
sports and work with athletes.” •

The company 
adapted their 
products to fit 
into the Japanese 
market.

Being associated 
with the 2002 FIFA 
World Cup was 
an important part 
of the company’s 
marketing strategy.
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ACCJ Events |  Past And Planned

1 
ACCJ President 
Jay Ponazecki 
and Ambassador 
Caroline Kennedy 
share a toast at the 
ACCJ Shinnenkai 
at the Hotel Okura 
on January 14. 

2–3 
President & 
Representative 
Director of 
Mondelez Japan 
Ltd. (formerly 
known as Kraft 
Foods) Leanne 
Cutts addresses 
ACCJ members 
and guests at 
“Leveraging 
Global Practices 
to Create a 
Winning Sales 
Team in Japan” 
at the Tokyo 
American Club on 
January 20.

4 
Elizabeth Gee, 
foreign affairs 
officer at the U.S. 
Department of 
State’s Japan 
Office, receives 
a certificate of 
appreciation from 
ACCJ Chubu 
External Affairs 
Committee Vice 
Chair Jon Hobbs 
after a breakfast 
meeting at the 
Hilton Nagoya on 
November 19.

5 
Arnab Roy (left) 
and ACCJ Chubu 
Business Program 
Committee Chair 
Jeff Genet enjoy 
tequila shots at the 
Chubu chapter’s 
“The Winter 
Meet & Greet 
‘Meximas’” on 
December 6.

6 
Attending the 
Chubu chapter’s 
“The Winter 
Meet & Greet 
‘Meximas’” on 
December 6, 
2013 are ACCJ 
Living in Chubu 
Committee Chair 
Bruce McCaughan 
(left) and ACCJ 
Chubu Mobility 
Manufacturing 
Committee Chair 
Deryk Langlais.

7 
ACCJ Kansai 
member and 
St. Regis Osaka 
General Manager 
Alain Rigodin 
shares his 
perspectives on 
the hospitality 
industry at the 
ACCJ Kansai’s 
“Developing 
Global Talent in 
Japan through 
Internships” event 
at the Kwansei 
Gakuin University 
Umeda Campus on 
November 29.

8 
ACCJ Kansai 
Women in 
Business Programs 
Committee 
members at the 
ACCJ Kansai 
Awards Ceremony 
on December 6.

9 
Hilton Osaka 
Director of 
Human Resources 
Kay Kobayashi 
speaks at the 
ACCJ Kansai’s 
“Developing 
Global Talent in 
Japan through 
Internships,” 
hosted by
the Kwansei 
Gakuin University 
Umeda Campus on 
November 29.

1

2

3
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ACCJ Events |  Past And Planned

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

February 6
“Joint ACCJ–IJCC (Ireland Japan Chamber 
of Commerce) Networking Party,” 
Irish Ambassador’s Residence

February 27 
“Conversation with Lenovo Japan Holdings 
CEO Rod Lappin,” Tokyo American Club

February 28
“Bank of Japan Governor Haruhiko 
Kuroda,” Tokyo American Club

In an exclusive off-the-record 
meeting, Bank of Japan (BOJ) Governor 
Haruhiko Kuroda will review his first year 
in office and assess the prospects for 
defeating deflation in 2014. 

Given Japan’s economic 
circumstances, the BOJ has embarked 
on an unprecedented strategy that 
contains risks and rewards. 

ACCJ members and their guests are 
invited to attend, to learn what may be 
in store for their businesses in Japan 
this year.

Social Media
The ACCJ is getting more social! Please 
visit our social media pages to access 
exclusive event images, videos, notices, 
and more. Show your support and don’t 
forget to Like and Share!
www.facebook.com/The.ACCJ
www.twitter.com/AmChamJapan
www.youtube.com/user/AmChamJapan

Want to list your event?
If you have an event you would like to 
post on the Community Events page, 
please send an email to the ACCJ 
Communications Department. Include the 
details—time, date, venue, prices, contact 
information—and a brief description, 
totaling no more than 100 words. Please 
note that the posting of this information 
will be at the discretion of the ACCJ 
Marketing & Communications Department. 
Contact: comms@accj.or.jp

4

6

5

7

9

8
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stakeholders to reduce, by 2015, the 
incidence of infections in healthcare 
settings by establishing surveillance 
systems, baseline measurements, and 
targeted reduction goals at the economy 
and local levels. 

When most business leaders and 
policymakers think about infectious 
disease, they tend to focus on 
emerging antibiotic-resistant diseases 
or infectious diseases associated with 
potential pandemics. Indeed, this is 
why billions of dollars are being spent 
in Japan, China, and the rest of Asia 
to build or strengthen national disease 
control and prevention centers to 
monitor potential public health threats.

According to Pricewaterhouse-
Coopers’ 2012 APEC CEO Survey, 
pandemic risk ranked among 
regional CEOs’ top three concerns, 
nearly equal to a sharp spike in oil 
prices above $150 per barrel or a 
major disruption of the internet or 
cyber attack. 

It is easy to understand why 
pandemic risk is such a concern when 
the potential costs to regional trade, 
travel, and tourism are considered. 
The U.S. General Accounting Office 
estimates the SARS crisis (November 
2002–July 2003) cost Asian economies 
$11 billion–$18 billion, with country 
losses of 0.5 percent–2 percent of 
total output. 

Two important lessons were learned 
from the SARS crisis: the value of a 
coordinated regional and international 
response to successfully track and 
contain SARS, and the actions that 
stand today as instructive examples of 
multinational cooperation. 

STRENGTHENING REGIONAL FRONTLINE  
INFECTION PREVENTION AND CONTROL

APEC leaders take action to build regional capacity

By William R. Bishop, Jr.

Healthcare | Disease

S
ince the Asia–Pacific Economic 
Cooperation (APEC) First 
Senior Officials’ Meeting, 
held in Sendai in September 
2010 during Japan’s host 

year, ACCJ Healthcare Committee 
members working with like-minded 
partners throughout the region have 
been instrumental in helping to drive 
the success of the APEC Healthcare-
associated Infection (HAI) Initiative. 

APEC held the first High-level 
Workshop on Healthcare-associated 
Infections in Manila in July 2012. 
As an outcome, regional economies 
agreed to take three initial steps to 
begin reducing the huge economic 
burden of HAIs: invest in infection 
prevention and control policies and 
programs; enhance data collection 
and surveillance; and encourage 
partnerships and collaborations to help 
tackle the HAI burden. 

“HAIs add to the functional disability 
and emotional stress of the patient and 

may, in some cases, lead to disabling 
conditions that reduce the quality 
of life. 

“The economic costs of this menace 
are considerable. The increased length 
of hospital stays for infected patients 
is the greatest contributor to its costs. 
Prolonged stays not only increase 
direct costs to patients and payers 
but also indirect costs due to lost 
work,” said Enrique Ona, secretary 
of Health for the Philippines, at the 
Manila workshop.

APEC held the second High-level 
HAI Workshop in Medan, Indonesia, in 
July 2013. This focused on the economic 
cost burden of HAIs and best-practice 
sharing region-wide including the 
creation of a set of principles for ethical 
public–private partnerships. 

The meeting concluded with a set of 
recommendations calling on regional 
economies to recognize the economic 
and public health burden of HAIs and 
to commit to working with regional 

HAIs affect over 
6 million patients in 
the United States, 
Europe, and Japan 
each year.

“HAIs add 
to the 
functional 
disability 
and 
emotional 
stress of 
the patient 
and may, 
in some 
cases, lead 
to disabling 
conditions 
that reduce 
the quality 
of life.”
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Though often overlooked, there 
was an important third lesson; 
about 40 percent of SARS infections 
were acquired inside healthcare 
facilities—a stark reminder of the 
importance of fundamental frontline 
infection prevention and control. 

The World Health Organization 
(WHO) has identified HAIs as a leading 
cause of preventable disability and 
death, and an area where investment 
in preventive measures would yield 
significant cost savings and public 
health benefits. 

In many ways HAIs are a kind of 
global, endemic pandemic in that these 
infectious organisms already reside in 
most healthcare facilities worldwide. 
Patients acquire HAIs while receiving 
treatment for another condition in a 
healthcare facility. 

Examples of common HAIs include 
pneumonia, bloodstream infections, 
surgical site infections, and urinary 
tract infections. Patients who are 
hospitalized—especially those in 
critical care—are at constant risk of 
developing these infections, which 
require specialized treatment and lead 
to longer hospital stays. 

The WHO estimates that HAIs 
affect hundreds of millions of patients 
annually worldwide. Based on a 
comprehensive literature review 
conducted in 2011, the WHO believes 
there are more than 4 million patients 
in Europe affected each year by HAIs 

and 1.7 million in the United States. 
This leads to 99,000 deaths annually in 
the United States alone. 

Even in high-income countries, 
about 30 percent of patients in ICUs 
are affected by at least one episode of a 
HAI. However, in developing countries 
it was found that there is a troubling 
lack of comprehensive national data 
on HAIs. 

In low- and middle-income 
countries, as reported in available 
studies, the incidence of ICU-acquired 
infection is at least two- to three-fold 
higher than in high-income countries. 
Further, device-associated infection 
is up to 13 times higher than in the 
United States. 

The economic costs associated with 
HAIs are staggering. To fight these 
infections, patients who develop them 
require significantly more and higher-
cost resources, estimated to be up to 
six times greater than those of non-
infected patients. 

The monetary benefits of HAI 
prevention in the United States alone 
range from $5.7 billion to $31.5 billion 
and are likely greater in less developed 
APEC economies where the burden 
is higher. 

In some developing countries, 
more than 25 percent of patients 
admitted to hospitals acquire HAIs. 
The consequences of HAIs include long-
term disability, preventable deaths, and 
increased antimicrobial resistance. 

William R. Bishop 
Jr. is chair of the 
ACCJ Healthcare 
Committee 
and director 
of corporate 
affairs at Nippon 
Becton Dickinson 
Company, Ltd.

When the annual impact of HAIs is 
compared with the mortality statistics 
for other global threats—seasonal 
influenza (36,000 deaths in the United 
States every year), pandemic flu 
(18,000 deaths worldwide in 2009), 
SARS (775 deaths worldwide during 
2002–2003), and H5N1 avian flu (375 
deaths worldwide since 2003)—it 
becomes clear that HAIs are responsible 
for far more deaths on an annual 
basis than many of the better-known 
pandemic threats.

Fortunately, many HAIs 
can be prevented when public 
policy requires and incentivizes 
healthcare facilities to implement 
comprehensive infection prevention 
and control practices. 

Beyond providing substantial 
healthcare cost savings and better 
patient outcomes, enhanced HAI 
prevention and detection strategies will 
help contain future regional pandemic 
threats by strengthening pandemic 
readiness through enhanced frontline 
infection control.

A major goal of the APEC HAI 
initiative is the establishment of a 
regional public–private capacity 
building network comprising 
stakeholders representing all 21 APEC 
economies. To achieve this goal, it will 
be necessary to strengthen local and 
regional collaboration for surveillance 
capabilities, as well as data collection 
and best-practice sharing. 

The upcoming APEC host years 
(China in 2014 and the Philippines 
in 2015) will provide excellent 
opportunities for continued progress 
in these areas. •
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The Republic 
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Chinese Taipei
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People’s Republic 
of China
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The Russian 
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The World Health 
Organization . . . has 
identified HAIs as a leading 
cause of preventable 
disability and death.
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Dr. Greg Story is 
president of Dale 
Carnegie Training 
Japan.

HOW TO WORK ON YOUR BUSINESS,  
NOT JUST IN YOUR BUSINESS

By Dr. Greg Story

Coach | Prioritizing

T
he harried mouse running 
up the treadmill seeking the 
cheese seems like the right 
metaphor for modern life. 
Technology, supposedly freeing 

us up, has made 24/7 the new black. 
We are busy running but we often 

feel we are getting nowhere. We are all 
looking at the clock but are not looking 
at the more important compass. 

Do you have a daily to-do list? A 
to-be list? An ideas list? Or none of the 
above? Do you have control of your job 
or is your job controlling you? 

We can’t do everything. Whew, that 
is a relief. However, we can do the most 
important thing every day. 

Constantly ask yourself: “Is what I’m 
doing right now the most effective use 
of my time?” 

There is a big difference between 
working in your business and working 
on your business. Changes in markets, 
technology, regulations, and currencies 
can redirect us away from our higher 
order compass-related priorities. 

For those employed by an 
organization, upper echelon company 
politics can change lives in a 
nanosecond. Loyal, diligent, productive, 
great colleagues still get pushed out. 
They worked long hours, sacrificed time 
with family and friends for nothing, 
because now they are gone! 

We all know people like this or know 
we could become these people. 

For those who are self-employed, we 
can become too busy belting crocodiles 
with the oar to prepare sufficiently for 
the future. 

In classic time-management terms, 
we have all been hypnotized by 

quadrant one: urgent and important. 
We don’t have time to plan, think, or 
prepare. Unless we carve out the time, 
we can never break free to quadrant 
two: not urgent but important. 

Start again with some zero-based 
thinking. Analyze your day. You have 
controlled time; meetings, phone calls 
you must make; follow-up emails; 
appointments; and motivating staff. 
This is why you’re getting paid but it’s a 
poor form of job security. 

Your uncontrolled time is where the 
compass needs to come into play. To 
really embrace higher effectiveness, 
keep reciting this mantra: “Is what I am 
doing right now the most effective use 
of my time?” If it isn’t, stop doing it and 
start delegating! 

This opportunity is your quadrant 
two potential time, so don’t squander 
it. This is where we do such things as 
problem solving, creating, thinking, 
and innovating.  

Successful CEOs of large corporations 
spend less time doing routine work and 
more performing problem solving and 
developmental tasks. Are they the CEO 
because they always had that “compass-
not-the-clock” discipline, or do they do 
this simply because they became the 
CEO? What do you think?

Your daily to-do list is for routine-
work objectives. Make a to-be list to 
focus on priorities around problem 
solving or developmental compass-
oriented work. This is critical: you must 
block out the needed time.  

Set regular times with yourself to 
work on your to-be list items. 

Recall all that good financial 
planning advice you have read: 

“pay yourself first and don’t just 
invest what is left over at the end 
of the month”? The same with your 
time—“pay yourself first” by investing 
in quadrant-two activities. 

Don’t let anyone interrupt you during 
this time. 

List all the problem-solving or 
developmental items and then prioritize 
within these. Start working on the 
highest priority item and don’t be 
distracted from it. 

Write down your answers to these 
questions: Why is this item important 
for your results? What is your vision of 
how the process should work? Where 
is there any rework or duplication 
involved? Which part of the existing 
process accounts for most of the 
problems? 

Identify the internal and external 
customers or users of the process and 
what they expect and need from the 
process to ensure their success.

List the customers of this process 
that should be involved in the solution, 
as well as their expectations. Analyze 
which of these expectations are not 
being met by the existing process.

Brainstorm the steps needed to solve 
problems or develop this area. Decide 
which of these has the higher priority. 

Don’t forget to delegate steps 
to others! Determine who will be 
responsible, for doing what, to what, by 
how much, and by when.

This process will create clarity to 
ensure that 80 percent of your time 
is focused like a laser beam on the 20 
percent of activities that will generate 
80 percent of your career success. 

Buy it and try it! •

Constantly 
ask yourself: 
“Is what 
I’m doing 
right now 
the most 
effective use 
of my time?” 
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Publicity

S
.T. Dupont, creators of quality 
handmade lighters, pens, and 
leather travel goods, is this year 
celebrating its 142nd anniversary.

Founded in 1872 in France 
by Simon Tissot Dupont, the company 
started out making luggage and 
leather goods for the wealthy. Since its 
first client, Napoleon III, the luxury 
manufacturer has gone on to create 
custom-made products for an array of 
famous individuals, including Queen 
Elizabeth II, Prince William and Kate 
Middleton, as well as Audrey Hepburn, 
and Humphrey Bogart.

Today the company concentrates on 
four arts: writing (pens), fire (lighters), 
travel (leather), and seduction 
(accessories).

According to Yoshikazu Yann Gahier, 
president and representative director of 
S.T. Dupont Japon K.K., before World 
War II, the brand was recognized for 
its travel cases and creativity, and was 
expanding all over the world.

However, during the war, there was 
a lack of raw materials and people 
stopped traveling. 

“Thus, the company decided to 
make lighters. At that time, these 
could be included in travel cases at the 
customer’s request, so the company 
already had the knowledge to make 
them,” said Gahier.

S.T. Dupont’s gas lighter—one of the 
first to be made—helped increase the 
success of the brand around the world. 

Another Dupont icon was born in 
1973, when Jackie Kennedy Onassis 
ordered a pen to match her beloved 
Dupont lighter, engraved with her 
initial “J.”

“The pen was made by extending 
the roller part of the lighter as the body 
of the pen. This is how the first S.T. 
Dupont pen appeared,” he explained.

The New Classique Pen Collection 
2014 will be launched later this 
year, and is based on the design of 
Kennedy’s pen.

According to Gahier, it takes about 
60 hours and involves more than 150 
processes to make a world-renowned 
S.T. Dupont pen or lighter.

“All products are handcrafted in 
France using precious materials, so the 
user can feel the weight and quality of 
the products,” he explained.

“Last year we received the prestigious 
Entreprise du Patrimoine Vivant 
(Living Heritage Company) award from 
the French government that recognizes 
excellence in French craftsmanship 
and industry.”

The company expanded to Japan’s 
shores in 1976 and has one shop in 
Tokyo’s Ginza district, as well as a 
presence in major department stores in 
Tokyo, Yokohama, and Osaka. Further, 
the company spread to Fukuoka late 
last year and plans to open an online 
store later this year.

To enlarge the scope of its target 
audience, the company has created 
some more affordable products.

“Before, we had a lot of products 
that were quite highly priced (around 
¥100,000), but we have rejuvenated 
the brand by launching many new 
lines, such as Defi, Liberté, Jet 8, 
and Minijet.

“These lines still match our high-
quality standard, but are more funky, 
modern, colorful, and have made the 

brand more appealing to both men 
and women.”

Further, the company has launched 
collections with well-known designers 
and artists, including Karl Lagerfeld 
and Eiichiro Oda, creator of the manga 
series One Piece. 

“We try to collaborate with those 
who are already fans of the brand. 
Oda’s Sleeping Mermaid collection is 
unconventional, as it is uncommon 
for a luxury brand to tie up with a 
manga artist. 

“We like to break with custom and 
keep this originality,” said Gahier.

The Jet 8 line of eight brightly 
colored pens retails for only ¥10,000 
each and, although it is the brand’s 
cheapest collection, its design and 
quality are retained.

“We now have a wide variety of 
products so you can find a pen or 
lighter costing from ¥10,000 to over 
¥1 million,” he said. 

“We have a choice for every taste; 
classic, modern, or colorful, while 
always being very elegant. That is what 
the brand is about.” •

MASTER OF ITS ARTS
Iconic brand keeps with the times  
through innovation and unique collaborations

By Custom Media

The first Dupont 
pen was created 
when Jackie 
Kennedy Onassis 
ordered a pen 
to match her 
engraved Dupont 
lighter.

The Mon Dupont Collection was 
designed by Karl Lagerfeld.
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Business Index | February 2014

LEGAL SERVICES

Latham & Watkins
With an integrated client service 

consisting of a network of more than 
2,100 lawyers located in leading 

business and financial centers across 
31 offices worldwide, Latham offers 
innovative solutions to clients’ most 

complex business and industry 
issues by the best-suited teams, 

regardless of location.

03-6212-7800
daiske.yoshida@lw.com

www.lw.com

Latham & Watkins is unique, 
having advised clients across 

the Asia-Pacific region 
for more than 20 years, 

providing leading edge advice 
and services tailored to 

each region. 
—Daiske Yoshida, partner 

Arai & Co.
Arai & Co. distinguished itself as 

an international accounting service 
provider in the early 1990s by 

providing services to Japanese and 
foreign companies in Japan. 

With experience across the globe and 
in Japan, we provide quality bilingual 
services in outsourcing, corporate tax 
return preparation, tax compliance, 

and expatriate tax returns. 

03-5408-6200
tadao@arai-cpa.com
www.arai-cpa.com

We are a reliable partner with 
experience in working with 

international clients and 
servicing their needs. 

Arai & Co. takes care of 
your business so you don’t 
have to worry about your 

organization’s continuity if 
your staff leave. 

—Tadao Arai, managing director

Business Index—a monthly printed and digital industry company listing— 
can help you find the right professional to solve legal, accounting, or tax issues, and much more!

journal.accj.or.jp/businessindex

HY Advisors Ltd.
We are a unique Japan-based 
management-consulting firm, 

and have provided cost-effective 
bilingual US CPA services to 

Japanese subsidiaries of multinational 
corporations since 2004.  
We specialize in process 

improvement in accounting and 
finance, interim/co-sourcing controller 

or CFO, internal controls/audits, 
systems improvement and project 
management in various industries.

03-6277-3036
info@hyadvisors.com
www.hyadvisors.com

We coordinate a team of 
experts who have bilingual 
capabilities, US CPAs, and 
years of work experience 

to help our clients improve 
performance in accounting 

and finance functions.
—Hisashi Yoneda, CPA (US), CEO
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Coming next month:

HR, Recruitment & Corporate Training

Business Index | February 2014

LEGAL SERVICES

Ryuka IP Law Firm
Ryuka is led by IP professionals with 

diverse backgrounds in many technical 
fields and expertise in a variety 

of jurisdictions. 
Ryuka’s visualization and consulting 

experts support inventors in the 
realization of their ideas. 

Our talented patent attorneys and 
other IP practitioners work with 

professionalism to keep our clients’ 
valuable assets safe.

03-5339-6800
info@ryuka.com
www.ryuka.com

Attention to the smallest task 
is vital in providing the best 

Intellectual Property services. 
At Ryuka, we aspire to create 
and encourage dreams and 
goals among our staff, and 

develop self-esteem and 
future vision.

—Akihiro Ryuka, president

Business Index—a monthly printed and digital industry company listing— 
can help you find the right professional to solve legal, accounting, or tax issues, and much more!

journal.accj.or.jp/businessindex

Permanent high-profile record published 
ONLINE and in PRINT

Reach key decision makers and other 
leaders at global firm

Showcase your company, people, 
products, services, solutions

Be known as an industry expert through 
submitting content

Your company leaders quoted on 
company and industry issues

Booking deadline: February 12
03-4540-7730

accj@custom-media.com

In the March issue of the ACCJ Journal:

Executive Coaching
Career Coaching

Talent Acquisition
HR Consulting

Recruitment and Placement
And more!
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Terry White is a 
long-term Tokyo 
resident with body-
shape challenges 
brought on by 
his passion for 
food and wine. 
www.gaishoku.
blogspot.com. Feel 
free to suggest a 
challenge!

A QUALITY, TASTY,  
APPROACHABLE LUNCH?

By Terry White

Food | Review

B
usiness entertaining in Tokyo 
can, at times, be difficult. 
I have set myself the following 
challenge for this month’s 
column.

• Scenario: visitors from head office 
or investment banks

• Timing: lunch, weekdays
• Location: Chuo/Minato area
• Budget: around ¥5,000 per person
• Initial reaction: the challenge 

immediately suggests we’re looking 
for “approachable” Japanese cuisine 
that scores highly on taste and 
presentation. 

The food needs to be reliable in 
terms of quality, and score very low 
on the squeamish meter for any 
gastronomically challenged visitors. 

Good value and visible service 
would be a plus.

• Suggestion: Tokyo Shiba Tofuya-Ukai 
(near Tokyo Tower), 4-4-13 Shiba-
Koen, Minato-ku, Tokyo 105-0011; 
phone: 03-3436-1028; www.ukai.co.jp.

The Ukai group run a number of 
good restaurants—12 at last count—
mainly in the Tokyo area. 

All of them focus on Japanese 
cuisine, but the Shiba outlet specializes 
in tofu dishes balanced by old favorites 
such as sashimi and tempura. Rice and 
miso soup are a given.

The appeal of Ukai for the proposed 
business lunch is threefold:
• The food is always approachable, 

but carries enough authenticity to 
satisfy the expat luncher and visiting 
foodie alike

• The location is central (close to the 
ACCJ and TAC), yet comes with 
a remarkably peaceful and self-
contained working Japanese garden 
that will amaze visitors (allow time 
for photos)

• Private rooms are available with 
dedicated service, so you can be as 
animated or confidential as you wish

I always have the Take Course 
(¥5,500) as it is enough to satisfy, yet 
has sufficient variety to delight all five 
(or six) senses. 

As the challenge specifies lunch, I 
don’t imagine many will be interested 
in the restaurant’s extensive wine and 
sake list, but rest assured that it is 

ample enough to satisfy even the most 
demanding evening diner.

The land in and around Ukai used 
to be the property of Zojoji Temple 
(a Tokugawa family temple) during the 
Edo period (1603–1868). Lunching at 
Ukai makes it hard to believe you’re 
in downtown Tokyo; the background 
noise is a pleasant mix of running 
water and birdsong, and each room 
has a unique and fascinating view 
of the surrounding manicured 
Japanese gardens. 

Ukai is built on the site of what used 
to be the Tokyo Tower Bowl and, I 
believe, is a wonderful improvement to 
the site.

Remember to book one day ahead 
as I’ve never seen Ukai take walk-ins. 
But for the business lunch with visitors 
from overseas, it’s worth taking a 
little trouble. Trust me, the return on 
investment will be great! •

For more ACCJ member-recommended 
restaurants, please visit:
www.accj.or.jp/images/
PDF/130411restaurantslist.pdf
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OPTIMIZING GLOBAL EFFECTIVENESS
Self-improvement book helps foster stronger management leadership

By Vicki L. Beyer

Books | Review

T
his slender volume brings to my 
mind John Prine’s monologue 
introducing his song “Dear 
Abby.” Prine tells of reading an 
English-language newspaper 

in Rome, Italy: “All the news from all 
around the world crammed into four 
pages; every time you turned the page 
something just jumped right out at you.”

In just 150 pages, Get a G.R.I.P.: 
Andrew’s Ax Guide to Global 
Readiness presents a complete 
course in managerial leadership and 
organizational development, devised 
to optimize global effectiveness. Like 
Prine’s experience with the Roman 
newspaper, every time you turn the 
page, something just jumps right out at 
you. And, like this review, every chapter 
begins with an apt reference to a song.

The book provides a condensed, 
self-administered version of Silberman’s 
Global Readiness® Program. The casual, 
first-person narrative style contributes 
to the dynamism of the message. You 
can almost hear Silberman speaking 
to you.

Notwithstanding the subtitle’s 
mention of an ax—the meaning 
of which I will leave for readers to 
discover—the central metaphor guiding 
the structure of the book/course is that 
of a tree. And, whether you’re really 
cutting it down or cultivating it, I also 
leave for readers to decide. 

Beginning with the micro-view of 
the individual manager, characterized 
as seeds and roots, the book goes 
on to examine the rest of the tree: 
the trunk (underlying purpose), 
branches (leadership skills), and 
leaves (motivation) to foster stronger 

management leadership and a stronger 
organization overall. The organizational 
view is tailored to Japan-based 
companies and to enhancing their 
global capability.

As part of the tree structure of the 
book, each thematic section is divided 
into chapters focusing on sometimes 
seemingly disparate concepts, ranging 
from diet and exercise, to embracing 
failure, the topic of emotional 
intelligence, and the use of music in 
the workplace. 

Many of the concepts are distillations 
or syntheses of ideas contained in 
other management courses and 
self-improvement books. As one of 
my graduate school professors once 
reminded me, there are no new ideas, 
just new approaches to old ones. 
Silberman’s synthesis is one of the real 
values of this book.

At the same time, the book’s 
explanations and analyses include 
ample reference to other books and 
even websites, which provides readers 
with further details, if desired.

Each chapter offers thought-
provoking insights and exercises—often 
focusing on generating ideas through 
completion of sentence stems—
requiring the diligent reader to interact 
with the material, resulting in personal 
growth and development. 

A manager could equally ask 
subordinates to complete the same 
exercises on the same timeline, 
thereby pulling everyone along on 
the same course.

While Silberman recommends that 
readers approach the book as a 32-
week program, completing a chapter 

(and its exercises) each week, it is 
also possible to dip in to the book to 
address a particular need or hone a 
particular skill. 

Silberman even suggests that readers 
could carry the book around with 
them, opening it to a relevant chapter 
or section whenever they have 15 
minutes to spare.

The wide-ranging concepts contained 
in the volume make it a bit like a crazy 
quilt. Silberman has stitched together 
various pieces that don’t intuitively 
match, thereby creating a brilliant 
and previously unimagined pattern. 
The crazy quilt extends to the concepts, 
the metaphors—which are sometimes 
a bit mixed—and the acronyms 
employed. But in the end, like a crazy 
quilt, it works. •

Get a G.R.I.P.: 
Andrew’s Ax Guide 
to Global Readiness
By Andrew 
Silberman
¥1,747

Vicki L. Beyer is a 
vice president of 
the ACCJ.
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Strengthening Global Trade Secret Regimes to Support 
Competitiveness of Japanese and American Companies
日米企業の競争力を支えるグローバルな営業秘密保護制度の強化

——

Intellectual Property Committee

知的財産委員会

Valid Through October, 2014  |  2014年10月まで有効

提言
営業秘密の盗用が日米の最も革新的な企業にとって脅威となっているこ
とから、在日米国商工会議所（ACCJ）は日本政府に対し、企業が営
業秘密の盗用に対抗する能力を拡大、強化するよう要請する。具体的
には、ACCJは日本政府に対して次の提言を行う。
•	通商相手国と協力して、ベストプラクティスを策定し、営業秘密の保
護基準を確立する。

•	「知的所有権の貿易関連の側面に関する協定（TRIPS 協定）」につ
いて、非違反・無効化・侵害（NVNI）の申立てに関するモラトリ
アムを終了させることを支持する。

•	イノベーションを保護する自主基準を支援することにより企業ノウハ
ウの安全への脅威に対して迅速かつ効果的に対処しようとする産業
界の取組みを支援し、攻撃関連の情報を共有するための「セーフハー
バー」を定める。

背景
知識は産業界の最も重要な資産の1つであり、企業の競争力はどれ
だけノウハウを守れるかに左右される場合が多い。営業秘密により
守られたノウハウは、先進的な製造、防衛、ヘルスケア、運輸、エ
ネルギーその他の気候変動対策技術などの分野において独創的な
活動の原動力となっており、今日の日米企業にとって最も価値ある資
産の1つである。したがって、営業秘密の盗用は、日米企業の収益
と潜在成長力にとって直接的な脅威となっている。営業秘密の開発
には長年の歳月と巨額な資金を要することが多く、営業秘密の盗用
は、企業と消費者の双方に壊滅的な影響を与える可能性がある。
さらに、企業によるイノベーションの形態が著しく進化したことから、
営業秘密の保護がこれまで以上に重要になっている。いまのイノベー
ション環境はオープンで、世界各地に分散されている。日米の多国
籍企業は日本、米国および世界各国に研究所を有する。世界最高の
人材を活用することにより、世界最高の英知を生み出すことができる
だけでなく、企業の競争力の維持につながる各国ニーズに関する重
要な視点も得られる。同様に、市場参入の確保または技術開発の手
段として、合弁事業などの提携が事業を行う上で必要となっている。
参加者が重要な知識を共有できれば、国や企業の垣根を超えたイノ
ベーションを最も効率的に行える。しかし、営業秘密保護の仕組み
が不十分な場合、国内外にかかわらず提携先との知識共有が抑えら
れる。
残念ながら、特にサイバー犯罪者による営業秘密の盗用が急増する
なか、最近はコラボレーションが一段と困難になっている。幅広い
技術が標的とされ、特に、日米の競争力にとって重要な先端技術を
狙った盗用が発生している。こうした悪意のある行為は従来、セキュ
リティシステムにアクセスできる従業員や請負業者などの個人の不正
流用によって発生していたが、現代のグローバルなサプライチェーン

RECOMMENDATIONS
 —
The American Chamber of Commerce 
in Japan (ACCJ) urges the Government 
of Japan (GOJ) to enhance and facilitate 
the ability of companies to combat 
trade secret theft, which threatens 
our most innovative enterprises. 
Specifically, the ACCJ recommends that 
the GOJ:
• Work with trading partners to 

develop best practices and establish 
standards for trade secret protections;

• Support ending the moratorium on 
Non-Violation, Nullification and 
Impairment (NVNI) disputes under 
the Agreement on Trade Related 
Aspects of Intellectual Property 
Rights (TRIPS Agreement); and

• Support industry initiatives to react 
quickly and effectively to combat 
threats to the security of company 
know-how by supporting voluntary 
standards to protect innovation and 
by establishing “safe harbors” for 
sharing information related to attacks.

BACKGROUND
 —
Knowledge is one of industry’s most 
important assets, and a company’s 
competitiveness frequently depends 
on its ability to protect its know-how.  
Know-how, protected as trade secrets, 
drives inventive activity in sectors such 
as advanced manufacturing, defense, 
healthcare, transportation, energy and 
climate change technologies, making 
it one of the most valuable assets for 
Japanese and American companies 
today. Thus, trade secret theft directly 
threatens the revenue and growth 
potential of Japanese and American 

companies.  Trade secrets often require 
years to develop and millions of dollars.  
The impact of trade secret theft can 
be devastating to both business and 
consumers.

Moreover, trade secret protection is 
even more important than in the past, 
because the way companies innovate 
has evolved in significant ways.  
Today we work in open and globally 
distributed innovation environments.  
Japanese and American multinationals 
have research centers in Japan, the 
United States, and throughout the 
world.  Accessing the best global 
talent makes it possible not only to 
develop the best minds in the world, 
but also gain vital perspectives on local 
needs that help companies remain 
competitive.  Similarly, partnerships 
(e.g., joint ventures) have become a 
necessary part of doing business, and 
are instrumental in securing market 
access and developing technology.  
Innovation across locations and firms is 
most efficient when the participants can 
share critical knowledge.  Inadequate 
trade secret protection mechanisms, 
however, reduce sharing with partners 
both internally and externally.

Unfortunately, the ability to 
collaborate has recently become even 
more difficult amid the significant 
increase in trade secret theft, especially 
by cybercriminals.  A wide range of 
technologies is being targeted, with 
thefts specifically focused on higher-
end technologies that are crucial to 
Japanese and U.S. competitiveness.  
While these malicious activities 
have traditionally taken the form of 
misappropriation by individuals such 
as employees and contractors with 
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とインターネットの利用拡大により、企業は外部からのハッキングに
よる盗用をこれまで以上に受けやすくなっている。

問題点
ACCJ	は、日本政府に対して、通商相手国と協力してベストプラクティ
スを策定し、営業秘密の保護基準を確立するよう要請する
ACCJ	は、日米両国が営業秘密の保護に関して世界的に最も優れた
法体制を有していると認識しているものの、日米産業界の競争力は、
国外でいかに営業秘密を保護できるかに左右される。特に、日本政府
は通商相手国と協力してベストプラクティスを策定し、営業秘密の保護
基準を確立すべきである。営業秘密に関する法制度は整備途上にあり、
存在しないも同然の国もある。これは世界貿易機関（WTO）の加盟
国にも言えることである。TRIPS	協定は「効果的な保護」を行うよう
WTO加盟国に要求している1。しかし、国によっては、営業秘密は契
約ベースで保護されるだけで、営業秘密の所有者と契約関係にない行
為者に対抗するための救済策が排除されている。また、一部の国の訴
訟制度は強制執行措置において営業秘密の公開を要求しており、これ
は明らかに逆効果である。
ACCJは、これらの課題を踏まえ、日本政府が通商相手国と協力して
ベストプラクティスを策定し、営業秘密の保護基準を確立するよう提言
する。そして、この取組みは世界的に統一された改革の基礎として利用
されるべきである。これらを実現する一つの方法は、二国間および多
国間の通商協定に特定の文言を盛り込むことにより、国有企業などに
よる盗用や不正使用から営業秘密を守るために実効性のある法律と法
的な仕組みを義務付けることである。具体的には、環太平洋パートナー
シップ（TPP）協定と欧州連合（EU）・日本間の自由貿易協定（FTA）が、
日本にとって、欧州およびTPP交渉国において立法上のベストプラク
ティスを推進する機会となると	ACCJは考える。欧州では国家レベルの
現行法の多くが極めて不十分であり、TPP交渉国にあっては相当の改
善が必要である。また日本は、営業秘密の討議がすでに行われている
経済協力開発機構（OECD）と世界知的所有権機関（WIPO）にも
積極的に関与し、あらゆる基準の策定においてベストプラクティスと整
合させるようにすべきである。
またACCJは、TRIPS 協定について、非違反・無効化・侵害の申立
てに関するモラトリアムの終了を日本政府が支持するよう要請する
営業秘密保護制度が整備されていても、国によっては、イノベーター
に対し、市場参入の条件として営業秘密の開示を強要するか、国内
競合企業（国有企業の場合が多い）の経済的利益を促進させるため
に営業秘密の使用を許諾するよう強制することがある。例えば、政府
が関与する検査制度または認証制度によって市場参入のために秘密
情報の開示を企業に要求する、市場参入のために国内競合企業との
合弁事業設立を強要する、国内競合企業に有利な形で営業秘密の開
示を強いる強制的ライセンス許諾の仕組みの使用を政府が主導する、
などが挙げられる。営業秘密に関連する市場参入障壁に対抗すること
は、とりわけ問題となる可能性がある。各国の法は競合会社による営
業秘密の盗用や不正流用から営業秘密を保護する場合が多いが、一
般的に、商業上の目的で当該情報を外国企業から国内企業や政府機
関に移転させることを強要する行政措置を抑制するものではなく、こう
した措置は合法的な政策または規制の目的の支持よりも優先されるの
である。

access to secure systems, today’s global 
supply chains and increased Internet 
connectivity make businesses more 
vulnerable to theft through external 
hacking attempts.

ISSUES
 —
The ACCJ urges the GOJ to work with 
its trading partners to develop best 
practices and establish standards for 
trade secret protections

The ACCJ recognizes that Japan and 
the United States have two of the best 
legal regimes for trade secret protection 
globally.  Yet, the competitiveness 
of Japanese and American industry 
depends on the ability to protect 
trade secrets outside our countries.  
In particular, the GOJ should work 
with trading partners to develop best 
practices and establish standards for 
trade secret protections.  Trade secret 
laws are underdeveloped and in some 
markets, protection is effectively non-
existent.  This is true even of fellow 
WTO signatories.  TRIPS requires 
WTO members to provide “effective 
protection.”1  Yet in some countries 
trade secret protection is only available 
on a contractual basis, precluding 
relief against any actor not in privity of 
contract with the trade secret owner.  
In addition, the litigation systems 
in some countries require public 
disclosure of the trade secret in any 
enforcement action, which is clearly 
counterproductive.

With these challenges in mind, 
we recommend that the GOJ work 
with trading partners to develop best 
practices and establish standards for 
trade secret protection.  These efforts 
should be used as a basis for globally 
harmonized reforms.  One way to 
achieve this is through inclusion of 
specific language in bilateral and 
multilateral trade agreements requiring 
effective legislation and a legal 
mechanism to protect trade secrets 

against theft and unauthorized use for 
example by state-owned enterprises.  
Specifically, the ACCJ believes that the 
TPP and the EU-Japan FTA present 
opportunities for Japan to drive best 
legislative practices in Europe, where 
many of the current laws at the national 
level are seriously inadequate, and 
among TPP negotiating countries, 
where much improvement is needed.  
Japan should also actively engage at the 
OECD, where a trade secret discussion 
is already unfolding, and at the World 
Intellectual Property Organization 
(WIPO), to ensure that any normative 
activity conforms with best practice.

The ACCJ also asks the GOJ to 
support ending the moratorium on 
NVNI disputes under the TRIPS 
Agreement

Even with a trade secret regime in 
place, some countries force innovators 
to disclose trade secrets as a condition 
of market access or to compel the 
licensing of trade secrets to promote 
the commercial interests of local (often 
state-owned) competitors.  Relevant 
measures include government-backed 
testing or certification regimes 
that require companies to disclose 
confidential information in order to 
obtain access to the market, forcing 
companies to form joint ventures with 
local competitors in order to gain 
market access, and government-led 
efforts to use compulsory licensing 
mechanisms to force disclosure of 
trade secrets in a manner that favors 
domestic competitors.  Countering 
market access barriers related to 
trade secrets can be particularly 
problematic.  Although national laws 
often protect trade secrets from theft 
or misappropriation by a competitor, 
those laws generally do not constrain 
governments from compelling the 
transfer of such information from 
foreign entities to domestic firms or to 
government agencies for commercial 
purposes rather than to support 
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政府が営業秘密の不正流用を影で推進している場合、当該国におい
て有意義な救済措置を求めることは不可能かもしれない。非違反・無
効化・侵害があった場合、WTO加盟国は他の加盟国がWTO協定
上の利益を損なう措置を取ったことに対して申立てを行うことができる。
非違反・無効化・侵害原則のTRIPS 協定への適用に対する現行のモ
ラトリアム措置が解除されれば、WTOの異議申立てに向けた道が開
かれ、特定の国の規制環境がTRIPS 協定に基づく営業秘密の保護を
実質的に損なう場合に異議を申し立てることが可能になる。
ACCJは日本政府に対し、厳格な規制ではなく企業ノウハウの安全へ
の脅威に対抗する自主的な基準を支援し、潜在的な攻撃や過去の攻
撃に関する情報を共有する「セーフハーバー」を定めるよう提言する
営業秘密の盗用に対処する最も効果的な方法は、言うまでもなく、盗
用を防止することである。そのためには、攻撃が成功する前に攻撃を
検知する必要がある。日本政府は、自主的な基準を支援することにより、
企業ノウハウへの進化する脅威に対して、産業界が迅速に対応するの
を助けることができる。ソフトウエアや情報技術（IT）に基づくシステ
ム技術の進化があまりに急速であるため、規制の導入が遅れると、規
制自体が陳腐化することがある。このように、規制は産業界のイノベー
ション力の発揮を遅らせ、または阻むことさえもある。しかし、規制を
必要とする場合もありうる。その場合、日本政府はソフトウエアまたは
ITベースのプロジェクトの設計または開発を規制するのではなく、業
界と協力してリスクベースのパフォーマンスの要件を設定すべきである。
言い換えれば、政府規制は結果を達成する方法ではなく、結果そのも
のに焦点を当てるべきである。	
そうした結果の達成には、正しい技術とプロセスを整備するだけでなく、
悪意ある活動の傾向を見抜く能力も必要である。企業が営業秘密盗用
に関する情報を捜査当局や同業他社と共有すれば、将来の攻撃を検
知する能力が高まる。日本政府は「セーフハーバー」を定め、産業界
が、開示や拡散の責任を問われることなく、脅威関連の情報を交換で
きるようにすべきである。

結論
ノウハウの保護は日米産業界の成長に極めて重要である。コラボレー
ションとネットワーク化が進む時代において企業が成功するには、知識
を共有する能力がこれまで以上に重要になっている。したがって、営業
秘密に対する脅威を軽減できる政策環境を整備することが日米両国の
長期的な競争力にとって欠かせない。そのためには、できれば統一さ
れた強固な営業秘密の保護体制を世界的に整備し、日米その他各国
の官民双方による不正流用を阻止できるようにすることが必要である。
ACCJはノウハウへの攻撃に対処する方法について各企業が下す決定
を支持する。営業秘密が保護されていると企業が確信できるような環
境を日本政府の協力のもと整備することで、企業はイノベーションを継
続し、雇用を創出し、社会の重大な問題の解決を支援し、また、世界
経済を成長させることができる。

a legitimate policy or regulatory 
objective.

When a government is the 
driving force behind trade secret 
misappropriation, seeking meaningful 
relief within that country’s borders 
can be impossible. NVNI allows WTO 
members to lodge complaints about 
measures taken by other members 
that impair benefits under a WTO 
agreement.  Lifting the current 
moratorium on the application of the 
NVNI principle to the TRIPS Agreement 
would provide a clear path forward for 
WTO challenges, which could be lodged 
when the regulatory environment of a 
particular country effectively impairs 
the protection of trade secrets under the 
TRIPS Agreement.

The ACCJ recommends that the 
GOJ support voluntary standards, as 
opposed to rigid regulations, to combat 
threats to the security of company 
know-how and establish “safe harbors” 
for sharing information related to 
potential and past attacks

Unquestionably, the most effective 
way to deal with trade secret theft is 
to prevent it.  This requires detecting 
attacks before they become successful.  
By supporting voluntary standards for 
IT security and software encryption, 
the GOJ can help industry respond 
rapidly to evolving threats to company 
know-how.  Software- and IT-based 
system technologies advance so quickly 
that delays in implementing regulations 
may render those regulations obsolete.  
Thus, regulations may delay industry’s 
ability to innovate or even prohibit 
particular strategies.  There may be 
instances, however, where regulation is 
necessary.  In such circumstances, the 
GOJ should work with industry to set 
risk-based performance requirements 
rather than regulating the design or 
development of software or IT based 

projects.  In other words, government 
regulation should focus on outcomes, 
not on methods of achieving them.  

Achieving those outcomes requires 
not only putting the right technology 
and processes in place but also giving 
industry the ability to uncover patterns 
of malicious activity.  When companies 
share information relating to trade 
secret theft with law enforcement or 
similar firms, the ability to detect future 
attacks improves.  The GOJ should 
establish “safe harbors” that encourage 
the exchange of threat-related 
information by industry without facing 
liability for disclosure or dissemination.

CONCLUSION
 —
Protecting know-how is critical to 
the growth of Japanese and American 
industry.  In an era of increasing 
collaboration and connectivity, the 
ability to share knowledge becomes 
even more important for companies to 
succeed. Therefore, it is critical to the 
long-term competitiveness of both the 
United States and Japan to cultivate 
a policy environment that makes it 
possible to mitigate any threats to 
trade secrets.  That necessitates the 
development and implementation of 
a robust and preferably uniform trade 
secret protection system globally and 
the ability to deter misappropriation by 
both public and private parties in Japan, 
the U.S., and beyond our borders. 

The ACCJ supports the ability of 
each business to decide how best to 
handle attacks on its own know-how.  
To that end, the GOJ can help in the 
establishment of an environment in 
which companies are confident their 
trade secrets are protected so they can 
continue innovating, create jobs, help 
solve society’s biggest problems, and 
grow the global economy. •

1.	 TRIPS	第 39 条第 2 項は、「合法的に自己の管理する情報が、公正な商慣習に反す
る方法により、自己の承諾を得ないで、他の者に開示され、他の者によって取得され、
または使用されることを防止する可能性」を、加盟国が自然人または法人に与えるよ
う要求している。

1. TRIPS Article 39.2 requires Members to afford persons “the possibility of preventing 
information lawfully within their control from being disclosed to, acquired by, or used by 
others without their consent in a manner contrary to honest commercial practices.”

Advocacy | Viewpoints



MOMENTUM AND 
ACCELERATION

The new year brings progress and hope

Executive Director | 2014

And we have found program formats that attract a strong 
Japanese contingent. But we need to do better and, to do so, 
we need your help.

We’ll be watching carefully to see how the Trans-Pacific 
Partnership (TPP) plays out. If we compare where we are now 
with where we were this time last year, it is remarkable to see 
the progress that has been made. 

But in both Japan and the United States and, in fact, in 
most TPP negotiating capitals, some of the most difficult 
politics will not be across the country-to-country negotiating 
tables. Rather they will be in the legislatures and local town 
halls, where the fight for local approval will be carried out. 

This could mean that as we approach our spring 
Washington, DC Doorknock, the ACCJ will have a critical 
role to play. We like to think we have been influential on 
policy issues. This year we may be more than influential; we 
just might be essential.

We’ll also be watching carefully to see how Abenomics 
is working. There was a lot of positive momentum in the 
economy and this was reflected in the optimism of many of 
our members as we moved into 2014. 

Last year we often talked of growth. Perhaps this year we 
will be able to talk about momentum and even acceleration.

For us in the ACCJ office, 2014 will see lots of 
changes. At the end of January we said goodbye to 
Kyoko Fujii, whose almost 40 years of work with 
the chamber has earned her many fans and friends. 

Many of us have come to depend on her 
knowledge and mentoring and, while we are sorry 
to see her go, she has certainly earned a rest.  

The fact that the ACCJ can attract and keep 
people of the caliber of Fujii-san is something in 
which we, both members and staff, can take pride. 

Thank you Fujii-san and please come back to 
visit often. •

Samuel Kidder

 T
here’s already a lot going on at the ACCJ in 
2014 and no doubt the pace will increase. Be on 
the lookout for our revised and updated Core 
Advocacy Principles. 

We tend to be strict constructionists with these 
foundational beliefs that drive our advocacy. But perhaps 
largely because our advocacy has helped move many issues 
forward, we need to reflect those changes. 

An area where we will be putting emphasis, 
and where we will need your input, is doing a 
better job of providing chances for our Japanese 
members to participate in chamber leadership. 

Fully half of our members by head count are 
Japanese. But if we look around the table during 
the Leadership Forum—the monthly meeting 
that brings all our committee leaders together—
we do not see enough of our Japanese members. 

However, we do have activities where Japanese 
member leadership stands out. 

ACCJ President 
Jay Ponazecki (left) 
with Committee 
Coordinator Kyoko 
Fujii, who is retiring 
after 38 years in 
the ACCJ office.

Our latest videos:
•  The US Targets Japan’s Jewellery Buyers and Tourists
•  “Building Your Sales Team,” by Dr Greg Story of 

Dale Carnegie Training Japan
•  BIJ NOW—Asia's New Offshore Spot

Contact Sam Bird for details on arranging interviews, 
event coverage and sponsorship opportunities: 
samuel@custom-media.com






