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President | Ideas

Jay Ponazecki     jponazecki@accj.or.jp

THE IMPORTANCE OF SHARING 
SUCCESS STORIES

W
e were very fortunate to have Yoshiaki 
Fujimori, president and CEO of LIXIL Group 
Corporation, as a special guest speaker last 
month. In sharing how he has globalized a 
Japanese business through a series of overseas 

acquisitions, we learned the importance of finding ways to 
distinguish a business in the marketplace, understanding 
the realities of local market limitations and changing the 
operational mindset of a company. Fujimori’s presentation was a 
terrific example of just how quickly change can occur. We also 
applaud his commitment to equal opportunity, meritocracy 
and diversity.

Fujimori previously said that 2015 is a critical inflection point, 
as LIXIL will begin growing as “one LIXIL”—a global company 
with a highly integrated operating model that streamlines 
and fully leverages its global scale, innovation and technology 
leadership across key segments of the housing and building 
materials industry. These objectives are not exclusive to a 
global Japanese company; many ACCJ members have the same 
objectives. We are striving this year to have more special guest 
speakers from global Japanese companies, so that we can celebrate 
and learn from their successes in realizing these and other 
important objectives.

For example, on March 9, we look forward to welcoming 
Genichi Tamatsuka, CEO of Lawson Inc., as our special guest 
speaker. In recent years, Lawson has made an aggressive push 
into Southeast and East Asia, and has pioneered the use of solar 
panels at its convenience stores to increase renewable energy 
usage and to create revenue by selling excess power generated 
by the panels. Special thanks to Thomas Shockley for arranging 
this event.

If there are any business leaders in Japan who you would 
like us to consider inviting as special guest speakers, please talk 
to Laura Younger or me. We understand that many members 
are interested in topics related to operating and working for a 
global business. Please also let us know whether there are any 
particular business trends about which you would like to learn 
more. We always welcome your suggestions and ideas for future 
speakers and events.

Member Spotlight
Information sharing is one of the three pillars of ACCJ activity. 
I believe we can do more to share information about our 
members, their businesses and their successes. For example, 
we can introduce our new members and member companies, 
celebrate member promotions and milestones, share information 
about new products and services being offered by member 
companies, share press releases issued by member companies, 
share links to articles written by members, and describe the 
volunteer activities of our members and member companies. I am 
currently having discussions with Laura and the Communications 
Advisory Council on how we can effectively make this kind of 
information available to ACCJ members.

Before we roll this out, please let me or Laura know whether 
you like this idea. Would you like to share this type of information 
with other members? Would you like to have access to this type 
of information?

Five-Year Business Plan
2015 is a “pivot to the future” for the ACCJ. One of this year’s 
goals for the Board of Governors is to develop a five-year business 
plan for the Chamber. To facilitate this, last month the Board 
held a strategic planning session and considered a number of 
questions, including:

1. What operational investments should the Chamber prioritize?
2. How is your business staying on top of the technology/digital 

communications wave? What new trends are you seeing 
and what changes have you been making to your business in 
response to these trends?

3. How can the Chamber better address issues that impact 
a broad spectrum of member companies rather than a 
particular industry or committee?

4. What resources do we need to further support our anticipated 
future advocacy initiatives?

We welcome your feedback in response to these important 
questions as well. If it is easier, please share any feedback by using 
the ACCJ member idea/suggestion box (ideabox@accj.or.jp). •
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Editor |  Movers and Shakers

Brandi Goode  
brandi@custom-media.com

W
ith the close this month 
of the fiscal year in 
Japan, another busy 
period has descended on 
the American Chamber 

of Commerce in Japan (ACCJ) and 
the ACCJ Journal. 

The chamber is seeking feedback 
to implement mid- to long-term 
strategies on a variety of fronts, 
with further engagement of 
members a primary goal. The role 
of the Journal is to provide business 
insights relevant to both foreign 
professionals operating here and 
Japanese companies looking to 
globalize. We’ve had plenty of ideas 
on how to align the magazine with 
the aims of the chamber, and to 

ensure the best product possible, the 
relaunch has been postponed until 
April. For a sneak peek at what’s to 
come, turn the page.

Two-way trade
At a recent Leadership Forum, 
an embassy liaison shared how 
interest in Japan is riding a high 
in Washington. Membership in 
the Japan Caucus, launched one 
year ago this month, has doubled. 
In addition to opportunities 
surrounding the 2019 Rugby World 
Cup and the 2020 Olympic and 
Paralympic Games, Tokyo’s approval 
of arms exports and hopes for the 
conclusion of the Trans-Pacific 
Partnership agreement are inspiring 
optimism for US–Japan commerce.

The Furusato Project (see page 20) 
is a great example of how the 
chamber can nurture bilateral 
trade. In partnership with the U.S. 
Embassy in Tokyo, the ACCJ 
Globalization and Labor Diversity 
Committee is spearheading efforts 
to introduce Japanese companies 
to US towns with cutting-edge 
industrial technology that are 
seeking foreign direct investment. 
US furusato (hometown) visits 
are currently being arranged in 
conjunction with the Japanese 
delegation attending the SelectUSA 
Summit on March 23-24.

Water and wheels
March 22 marks the United Nations’ 
World Water Day, under the 2015 
theme of “Water and Sustainable 
Development.” While sustainable 
energy sources have topped the 
headlines with implications of the 
shale gas revolution and renewables 
technology, this precious natural 
resource is often overlooked—
particularly in a nation that daily 
enjoys the ofuro (bath). 

A February article from 
The Guardian, “Why Global Water 
Shortages Pose Threat of Terror and 
War,” outlines the danger of shrinking 
liquid resources, an issue likely 
familiar to readers from California. 
WaterAid is a charity looking 
to improve access to water and 
sanitation worldwide (see page 18).

Finally, our cover story this month 
(see page 14) explores how taxi apps 
are adapting to regulations in Japan 
and expanding the on-demand 
market. During a recent US visit, 
I gleaned that Uber—a provider just 
launched in Tokyo—has become 
so commonplace that the name is 
used as a verb, as in “Let’s just Uber 
home after the party.” More goods 
and services available on demand 
raises many questions, but as long 
as the company keeps up promotions 
such as Uber Ice Cream Day, it has 
my support. •
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A new two-part concept for The Journal: 
the authority on foreign business in Japan.

FROM APRIL 2015

With a fresh design and 

more focused content, the 

relaunched Journal will 

further build on the American 

Chamber of Commerce in 

Japan’s prestigious reputation.

The exciting new Journal represents 
a total departure from the past. This 
2-in-1 magazine will target a broad 
readership beyond ACCJ members. 
Each section will have a distinct look 
and feel.

Comprising 70% objective analysis, 
the first section will be devoted 
to insights on the issues facing 
businesspeople in Japan. Articles will 
include comment by experts, and be 
written by professional journalists 

with experience in media outlets such 
as Bloomberg, Nikkei, and Reuters. 
Several regular columns will appear 
in six-month installments, with titles 
such as The Third Arrow, Tech in Asia, 
and Voices of Japan. For the first 
time, syndicated content will be 
featured from select partners such as 
Nikkei Asian Review, Fast Company, 
and The Diplomat. Translations of 
Japanese media content will also 
appear in each issue. 
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HERE’S A PREVIEW OF THE APRIL 
ISSUE OF THE BOLD NEW JOURNAL:

The second part of The Journal 
will be reserved for ACCJ news 
and member contributions, 
which we always welcome from 
our 3,000-plus associate and 
commercial members. Content in 
this section will closely resemble 
that in the existing format, with 
photos and reviews of ACCJ events, 
as well as articles from chamber 
leaders in the Tokyo, Kansai, and 
Chubu areas.

William Saito, government 
advisor, entrepreneur, and 
bestselling author, on the origins 
and modern implications of 
quantitative easing (translation 
from Diamond online).

Nancy Snow, Abe Fellow and 
author of Propaganda, Inc., 
examines the perception 
of Japan abroad and what the 
country is doing to better 
brand itself through its leaders.

Martin Foster, freelance 
business writer, explores 
some interesting proposals 
to improve labor mobility 
under Abenomics.

Jeff Quigley, Tech in Asia 
writer, reveals how a Japan 
startup in the virtual reality 
headset market is taking on 
big hitters in the tech world.

Richard Smart, Nikkei 
editor, discusses the trend 
toward omnichannel retail 
marketing, as more brands 
embrace non-traditional 
bricks and clicks approaches.

MARCH 2015  •  ACCJ JOURNAL  |  11



AsiaStrategy_cropmarks.indd   1 1/14/15   10:35 AM



Press |  US–Japan News

California Rail Project 
Faces Tough Fight 
Rail-car makers in Japan are 
facing strong competition 
from China in the emergent 
US market (The Japan Times, 
February 11).

Several companies worldwide are 
preparing to put in a bid later this 
year to provide cars for a high-speed 
rail link in California. An alliance 
of Japanese companies will promote 
Shinkansen technology, given 
that California is an earthquake-
prone region that is tightening 

environmental regulations, 
much like Japan. Chinese rivals 
are a threat, as they have offered 
significantly lower pricing for 
similar projects in the market.

Beijing is openly pushing 
railway exports. Last year China 
CNR Corporation Ltd. overtook 
Kawasaki Heavy Industries Ltd. 
and others to win a bid to renew 
Boston’s subway trains. CNR’s bid 
was about 37 percent below that 
of Kawasaki’s. 

Netflix Coming to Asia
Video streaming giant Netflix will begin operations 
in Japan this fall (Wall Street Journal, February 5). 

The US company, which celebrates its 20-year 
anniversary in 2017, said it aims to launch its service 
in 200 countries by the end of next year. It announced 
that Japan would serve as a starting point for further 
expansion in Asia. It has appointed Gregory Peters as its 
first general manager outside the United States. With the 
third-highest average connection speed of any country, 
and broadband in nearly 36 million homes, Japan is an 
attractive market. 

Challenges loom, however. Competitor outlet Hulu 
sold off its Japanese operation last year after spending 
three years in the market, and SoftBank Corp. has been 
aggressively expanding into digital content distribution. 

NY Campus Lands Culture Grant
Tokyo has announced a $5 million grant to 
New York’s Columbia University to fund a 
position for a professor of Japanese politics and 
foreign policy (Wall Street Journal, January 26).

This is the first endowment of its kind in 
over 40 years, and is seen as part of a push 
to enhance Japan’s reputation overseas. It 
also comes at a time when rival nations such 
as China and South Korea are investing 
heavily in US academic institutions. China’s 
Confucius Institute, a government-run body 
to promote language and culture, now has a 
presence at 97 US universities.

Some have expressed concern that Columbia 
is losing, or having trouble retaining, teaching 
staff for its Japan programs, which are among 
the largest in the United States.

TV Maker Exits 
North America
Toshiba Corp. will cease development and sales of 
televisions in North America (The Japan Times, 
January 30). 

In the face of growing price competition in 
the global TV market, the electronics maker 
will license its TV business in the region to a 
Taiwanese company. It is reportedly considering 
exits from other regions as well. The company 
decided to change its business structure, despite 
having recently launched new big-screen TVs 
and similar products in ailing markets. 

The decision comes on the heels of robust 
April to December earnings. Toshiba’s group 
operating profit rose 6.2 percent from a year 
earlier to a record ¥164.81 billion for the period.  

Biggest Export Market
The United States remained Japan’s 
largest export market for the 
second consecutive year in 2014 
(Journal of Commerce, January 27).

It was a close race between the 
world’s three major economies—the 
United States, Japan, and China. 
China had been the primary 
destination for Japanese exports 
for five years until 2013, and many 
expected the country to regain its 
top status last year. The United 

States edged China by a narrow 
margin—¥13.65 trillion versus 
¥13.38 trillion. 

The 2014 numbers reflect the 
opposite circumstances of Japan’s 
primary trading partners. While 
China’s economic growth slowed 
to 7.4 percent last year, the US 
economy is recovering. Growth in 
Japan’s exports to the United States 
was led by autos, steel, as well as 
construction and mining machinery.
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Columbia University received $5 million 
from Japan this year.
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Cover Story | Tech

D
isruptive innovation—
products or services 
transforming a market 
and displacing established 
competitors—perhaps 

best describes Uber, the taxi 
application recently brought to 
Japan. The company raised $1.6 
billion in January after previous 
injections of $1.2 billion in 
December 2014 and $1.2 billion in 
June of that year, according to the 
Financial Times. 

While disruptive innovation 
seems a proven business model, 
the taxi industry in cities such as 
New York and Berlin does not 
fully support this transportation 
revolution. Their interpretation 
of disruptive innovation seems 
akin to the Japanese translation 
of the phrase, which Uber Japan 
President Masami Takahashi 
recently said is more like 
market destruction than market 
transformation. 

In addition to Uber, Japan 
passengers can ride with Hailo, the 
London-based “black cab” app. The 
messaging giant Line has also entered 
the field with Line Taxi. 

Across Asia, taxi apps are pulling 
in serious amounts of investor cash, 
not least from Japanese businesses 
such as SoftBank Corp. In January, 
the company poured $600 million 
into taxi-hailing app Kuaidi Dache 
in China. In December, SoftBank 
invested $250 million in GrabTaxi, 

Business  
Taxi apps transform the on-demand market

By Richard Jolley

on the Move
Uber offers passengers a range of service options, including rides in deluxe vehicles such as the Mercedes-Benz S550.
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Cover Story | Tech

Taxi app operators aspire to expand the on-demand mobile market.

which is headquartered in 
Singapore, but also operates in 
other Southeast Asian markets. 

When asked how long it might 
be before the app comes to 
Tokyo, GrabTaxi’s Group Head of 
Marketing Cheryl Goh said, “At the 
moment, we have no plans to leave 
the region; but it is not beyond the 
realm of possibility in the future. 
We will definitely consider the 
option if the right opportunity 
presents itself.”

If or when GrabTaxi and others 
come to Japan, they’ll find that—
as most expatriates can attest—
things work differently here. The 
taxi industry in Japan is heavily 
regulated, and taxi apps can operate 
only in partnership with established 
companies. Forget the possibility of 
confrontation as seen on the streets 
of the Big Apple. 

Uber, classed as a “travel agent” in 
Japan, works in harmony with local 
taxi companies. Effectively, it brings 
taxi companies and consumers 
together through its smartphone 
technology and electronic-payment 
platform. The company has also 
launched a range of service options. 
These include UberBlack, offering 
rides in high-end cars such as BMW 
7 Series sedans, and UberTAXILUX, 
giving passengers a slightly 
upmarket ride in a Toyota Crown 
Athlete sedan or a Nissan Elgrand 
multipurpose vehicle.

Partners are key
Hailo in Japan operates in the same 
way as Uber: through partnerships 
with local taxi operators. Currently, 
the company offers its services 
out of Osaka, with plans to launch 
in Tokyo in the first half of this 
year. Hailo Japan’s President and 

Business  
CEO Ryo Umezawa, 31, already 
has plenty of experience building 
businesses around smartphone 
apps. In terms of funding, Hailo 
doesn’t have anywhere near as 
much financial muscle as Uber. But 
Umezawa isn’t concerned, as Hailo 
has at least 500 drivers in Osaka and 
partnerships with 40 taxi companies. 

Taxi apps transform the on-demand market

By Richard Jolley

on the Move “We have 
seen 
smartphone 
penetration 
among taxi 
drivers 
increase 
from 10 to 20 
percent.” 

—Ryo Umezawa, 
Hailo Japan 
CEO
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A key strength, Umezawa said, 
is that Hailo follows a principle 
he calls “constructive innovation,” 
meaning the company works closely 
with taxi partners by sharing data 
gathered during Hailo rides. “The 
taxi business is in our DNA,” he 
said. “I meet regularly with the 
taxi companies to discuss our 
operations. We have a heat map 
visualization system that I share.” 
This system helps taxi companies 
identify trends and areas of 
potential growth.

Hailo is also overcoming one of 
its original challenges, that of too 
few drivers having smartphones. 
Through the support of its investors, 
Hailo is now giving drivers access to 
special deals on smart devices. “We 
have seen smartphone penetration 
among taxi drivers increase from 
10 to 20 percent, and the number 
continues to rise,” Umezawa added.

Beyond taxis and travel
Though it sounds counterintuitive, 
taxi apps are about more than 
arranging rides. The organizations 
behind these apps are sophisticated 
technology leaders, developing 
payment platforms and a level of 
trust with consumers that could help 
them evolve in new ways. 

Uber’s Takahashi clearly stated 
at a recent American Chamber of 
Commerce in Japan luncheon that 
the company aims to avoid any taxi-

app straitjacket. He said Uber seeks 
to develop the on-demand economy 
around the world. In the summer of 
2014, Uber Japan rolled out an Uber 
Ice Cream campaign, delivering 
frosty treats to customers’ doorsteps 
after orders were placed and paid for 
via the app.

The idea of taxi apps expanding the 
on-demand market is nothing new. 
For more than a year, commentators 
have sited Uber as a logistics business 
and possible challenger to Amazon. 
After all, what is Amazon but a 
business that quickly delivers goods 
to customers? In November, The Wall 
Street Journal reported that Amazon 
was testing Uber in the United States 
as a possible delivery partner.

Taxi apps also play a role in 
the sharing economy—in which 
companies build business models 
around people sharing resources. 
Think Airbnb, a website for renting 
other people’s homes or spare 
bedrooms; or RelayRides, a US 
service connecting vehicle owners 
with those who want to hire a car. 

The sharing economy was 
definitely trending in 2014. A key 
finding in a recent report from 
App Annie shows incredible growth 
in app downloads throughout 
2014 for travel and transport in the 
sharing economy. The top 10 apps in 
this category, including Airbnb, Uber 
and Lyft—an Uber competitor—
grew 30 percent last year.

Cover Story | Tech

While Uber Japan has thus far 
stuck to building partnerships with 
taxi operators, there are signs it is 
successfully spreading its wings. In 
the past few weeks, the company 
kick-started a ride-sharing pilot 
scheme in Fukuoka. Aimed at 
commuters, the idea is for Uber 
to collect data from commuter 
rides and, working with Kyushu 
University, present it to regional 
authorities to help develop the local 
transportation infrastructure. 

Is this just a PR exercise? 
Whatever the case, the company’s 

cooperation with regulators is likely 
to prove useful when it bids to 
become much more than a travel 
agent in this market. •

Richard Jolley is 
an IT and business 
writer in Tokyo.

Uber Japan President Masami Takahashi

Hailo currently operates out of Osaka, but plans to launch in Tokyo in the first half of this year.
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S
hortly before arriving in 
Japan last year Dr. Barbara 
Frost, chief executive of 
WaterAid, had been in 
Mozambique. There, she 

had watched a long line of women 
waiting their turn to climb into a 
deep hole and laboriously scoop 
up mugs of brackish water. The 
precious liquid was poured into a 
large plastic container that could 
take an hour or more to fill. Then 
the next woman in the line shuffled 
forward to begin the same process. 

“I’m really passionate about what 
we do at WaterAid because I believe 
it should be a right for everyone 
in the world to have access to safe 
water and sanitation,” Frost told a 
Tokyo symposium held to promote 
the charity’s aims here. On March 22 
each year, World Water Day is 
celebrated to focus attention on the 
importance of fresh water.

WaterAid, operating in 26 
countries, opened its Tokyo branch 
last year. The New York office, 
which was launched in 2004, helps 
coordinate and fund operations in 
various countries. In December, the 
charity celebrated a major victory 
when US President Barack Obama 
signed the Water for the World Act, 
an effort it had lobbied in support 
of for at least six years. The bill will 
funnel federal funds to areas where 
they are needed most.

WaterAid projects are primarily 
in Africa and Southeast Asia, and 

have an impressive rate of return. 
Last year, the charity provided water 
to 1.7 million people, bringing the 
cumulative total to 19.2 million 
recipients since the organization 
was set up in 1981. Also in 2014, it 
delivered sanitation facilities to 2.2 
million people, raising the total to 
15.1 million since 2004, and reached 
an estimated 2 million individuals 
with its hygiene education program. 

The organization’s funds and 
profile in Japan both received a 
boost in late October, when some 
30 sponsored runners wearing 
WaterAid T-shirts took part in the 
Osaka Marathon. “It was a really 
hot day, but they came together as 
a team and encouraged each other 

when they got tired,” said Kaoru 
Takahashi, the Japan representative 
of the organization. 

“It was a good opportunity for 
us to get some donations and to 
raise the profile of WaterAid in 
Japan,” she added. Each runner was 
required to generate sponsorship 
of at least ¥70,000, although many 
earned much more, while additional 
funds came in through the sale of 
T-shirts and from collection boxes 
along the route.

WaterAid believes that by 2030—
“if the world really wanted to”—
there is no reason why everyone on 
the planet should not have access to 
facilities that those of us living in the 
developed world take for granted. 

IN SUPPORT OF SANITATION 
Tokyo charity backs clean water, hygiene, and toilets 

Custom Media

Kapina Kapino (left) smiles as she collects clean water from a tap stand in the Konso district of Ethiopia in 2012.  

Runners raised 
at least ¥70,000 
each for WaterAid 
Japan in the Osaka 
Marathon last 
October.
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Each year, about as many children 
die of diseases caused by drinking 
dirty water and not having access to 
adequate sanitation as the number 
of children perishing of AIDS, 
malaria, and measles combined. 

According to the United Nations, 
some 768 million people do not 
have access to safe water supplies, 
approximately one in 10 of the 
global population, while 2.5 billion 
people remain without basic toilet 
facilities—36 percent of the world. 
Every year, some 700,000 children 
die as a result of diarrhea caused by 
unsanitary conditions. 

The crisis goes well beyond 
simply being a health issue, Frost 
said, pointing out that women and 
girls are expected to fetch water for 
their communities—sometimes 
walking for many miles every day. 
This means that girls miss out on 
an education and women cannot 
contribute in other ways to the 
family, such as by earning a wage. 

“WaterAid’s solutions are very 
simple,” Frost emphasized. “We 
aim to provide local, sustainable 
solutions that can be managed by 
communities with support from 
local governments.

“We invest in local organizations 
that can do things themselves, and 
this creates opportunities in terms 
of saving lives, investing in societies, 
and making a big difference in social 
and economic development,” she 
told the ACCJ Journal. 

WaterAid’s projects focus on 
promoting water supply, sanitation, 
and hygiene together, as a package. 
Water supply options include 
protected wells, boreholes with 
hand pumps, piped schemes 
with communal tap stands, and 
household connections. The 
construction of toilets helps to 
stop the spread of infections and 
communicable diseases. Education 
programs are designed to instill 
good hygiene habits among adults 
and children alike—and start with 
such basic steps as encouraging 
people to wash their hands after 
using the toilet. 

The organization does not work 
in conflict zones and prefers to focus 
on long-term projects with a high 
likelihood of success, Frost said. 
“One thing we learned very early 

NPO | World Water Day

Barbara Frost, WaterAid’s CEO, at a community event in Bangladesh, one of the countries in which the charity works

Gete Gezhagn, 

around 3 years old, 

carries a tiny bottle 

of dirty water back 

to his village in 

the Konso district 

of Ethiopia.  

WATERAID / ANNA KARI  

WATERAID / ABIR ABDULLAH  

on is that ownership of a project 
is critical. WaterAid can provide 
the technology, but unless the 
community wants to take the project 
on, it won’t work. We have to make 
sure they want it and can manage it 
themselves before we go ahead with 
any project.”

That enthusiasm is also required 
at the local government level in 
countries in which WaterAid wants 
to work, she said. If an individual in 
a regional authority is really keen to 
provide clean water and sanitation 
facilities for all the local villages, 
then the work has a far higher 
likelihood of being successful. 

Frost remains upbeat about what 
has been achieved to date, but 
accepts that a great deal remains to 
be done.

“We hope to inspire people, 
governments, and other 
organizations to make a difference, 
because we just don’t feel that it is 
right, in this day and age, that people 
do not have toilets,” she said. •

www.wateraid.org
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I
n an effort to build on the 
success of the first SelectUSA 
Summit in November 2013, and 
to further encourage economic 
integration between the United 

States and Japan, the American 
Chamber of Commerce in Japan 
(ACCJ) Globalization and Labor 
Diversity Committee is working 
with the Commercial Section of 
the U.S. Embassy in Tokyo and the 
U.S. Consulate in Osaka to launch 
the Furusato Project.

A key aspect of the project 
is the utilization of personal 
connections to encourage mutually 
beneficial relationships. To add a 
human touch, the committee is 
encouraging ACCJ members to 
serve as advocates and liaisons for 
their US hometowns by connecting 
potential Japanese travelers, 
investors, and businesses to their 
furusato (towns). 

Two long-term objectives of the 
project are to increase the comfort 
level for Japanese companies looking 
to invest in the United States, and to 
encourage US companies to invest 
in Japan. This exciting new initiative 
will match Japanese companies with 
US towns that would greatly benefit 
from foreign investment. 

To further enhance opportunities 
for the Japan delegation to the 
upcoming SelectUSA Investment 
Summit, the Furusato Project will 
allow Japanese companies to visit 
their matched US towns, guided by 
liaisons well acquainted with local 
opportunities and incentives. 

The 2015 summit is a special 
opportunity to bring Japanese 
companies and institutions 
together with representatives from 
various US locales. The summit 
will take place March 23–24, near 
Washington D.C., and will be hosted 
by the White House.

Following the success of the 
inaugural summit in 2013, this 
year’s event will draw some 
2,500 participants representing 
US economic development 
organizations, state and local 
governments, and domestic and 
international companies looking to 
establish and grow operations in the 
United States. In 2013, Japan had the 
second-largest delegation. 

The U.S. Embassy in Tokyo 
expects 50 Japanese companies 
to attend this year, twice as 
many as in 2013. The presence 
of Japanese companies offers the 
ACCJ and the Furusato Project 
a distinct opportunity to bolster 
economic ties.

Committee | Initiative

CITIES TARGETED FOR FDI
Furusato Project aims to boost bilateral US–Japan investment

By Alyssa Smith

The Globalization and Labor Diversity 
Committee will target three to five 
US hometowns.

The Gates Vascular 
Institute is just one of 
Buffalo's cutting-edge 
medical education 
facilities.

Japan had the second-largest delegation at the 2013 summit.
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Target towns
In the weeks leading up to the 
summit, the Globalization 
Committee will target three to five 
US hometowns, with populations 
of between 200,000 and 600,000, 
that have cutting-edge industries 
in their communities. These 
hometowns will be championed by 
“hometown advocates,” professionals 
based in Japan who will coordinate 
with the Commercial Section of 
the U.S. Embassy, as well as local 
liaisons from each US furusato. 
Together, they will identify Japanese 
companies to recruit for the summit, 
identify meaningful reasons for those 
companies to visit a target town, 
and provide commercial support to 
local liaisons on how to encourage 
the Japanese companies to visit their 
town before or after the summit. 

Once hometown advocates match 
their towns with specific Japanese 
companies, designated local liaisons 
will be responsible for identifying 
local businesses interested in meeting 
the Japanese visitors and leading 
informative tours that effectively 
showcase the assets of the town.

Some towns will offer financial 
incentives, while others will provide 
key infrastructure. It is important 
for the advocate and the local liaison 
to facilitate the gathering of this 
information. The Globalization 
and Labor Diversity Committee is 
looking into opportunities of all 
sizes and scopes, as well as in all 
industries, to maximize mutually 

ACCJ Initiative

Alyssa Smith is a 
writer and project 
coordinator at 
T-Mark Inc.

beneficial matches between US 
towns and Japanese companies.

The Furusato Project began with 
a case study in Buffalo, New York, 
when committee Chair Bryan 
Norton identified his hometown 
as a prime candidate for foreign 
investment. Buffalo has significantly 
opened up for foreign investment 
in recent years. In 2012, Toshiba 
Corporation invested $15 million to 
expand its world-renowned Toshiba 
Stroke & Vascular Research Center, 
located on the Buffalo Niagara 
Medical Campus, a consortium of 
the region’s premier health care, 
life sciences research, and medical 
education institutions. Meanwhile, 
Solar Frontier, a thin-film solar 
company owned by Showa Shell, has 
entered into negotiations with New 
York State and is undertaking due 
diligence to build a plant in the city. 

Acting as a hometown advocate, 
Norton pinpointed the Ross 
Eye Institute, the Hauptman-
Woodward Institute, the Buffalo 
Niagara Medical Campus, and 
the Toshiba Stroke Research 
Center as educational institutions 
representing a cutting-edge medical 
research industry. Government 
and business organizations such as 
the Buffalo Niagara Enterprise and 
the U.S. Commercial Service were 
contacted and invited to support 
the project.

The SelectUSA Summit is an 
opportunity to expand the Furusato 
effort by identifying other 

communities with innovative 
technology ripe for investment. 
Albany and Salt Lake City, US 
hometowns with burgeoning 
industries, have shown interest 
in joining the project. Albany 
will host a delegation of Japanese 
visitors interested in expanding 
their business in nanotechnology. 
The city is home to the SUNY 
Polytechnic Institute Colleges 
of Nanoscale Science and 
Engineering’s NanoTech Complex, 
run by CEO and Professor of 
Nanoscience Alain E. Kaloyeros.

While SelectUSA is focused 
on aggressively seeking foreign 
investors that will bring their 
businesses to America, the main 
objective of the Furusato Project 
is to foster relationships that will 
encourage investment in both Japan 
and the United States. •

Buffalo, New York, was the first US city identified for the initiative.

Scientists at the University at Buffalo Physiology & Biophysics Lab
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E
ntrepreneurialism is alive and well in the 
Chubu region, thanks to the area’s proximity 
to thriving industrial and manufacturing 
companies, its low cost of doing business, and 
the support provided by business organizations 

such as the American Chamber of Commerce in Japan 
(ACCJ) Chubu chapter.   

The Chubu region is known as the heartland of the 
country due to its central location and landscape. It 
is also home to many successful startups that have 
grown into multinational businesses, many of them 
ACCJ members, including Oak Lawn Marketing, Inc., 
NSR Japan Co., Ltd., and H&R Consultants K.K. 

ACCJ Chubu | Entrepreneurs

STARTUP SUCCESS 
IN JAPAN'S HEARTLAND

By Chris Zarodkiewicz

Chris Zarodkiewicz 
is the vice 
president of 
ACCJ Chubu 
and president of 
Interlink K.K.

[Chubu is] home to many successful 
startups that have grown into multinational 
businesses.

Entrepreneur: 
Dr. Joseph Haldane, president of IAFOR
Number of staff: 14 
Year of incorporation: 2009
Industry: Education/Publishing/Events

“Nagoya provides a positive environment for nurturing 
a young business, and is a good place to get noticed. 
There are many entrepreneurs in the region, and while 
the Tokyo ACCJ chapter has more corporate and 
government representation, the Chubu chapter has a great 
mix of backgrounds, which makes for a rich experience. 
The IBC and other members with extensive experience in 
the region have been especially helpful in providing my 
company with resources and information specific to doing 
business in Japan.”

The International Academic Forum (IAFOR) has been 
dubbed “Asia’s think tank.” It is an international research 
organization that runs about 40 academic conferences 
around the world each year, in addition to providing 
academic publishing, event management, and other 
media services.

The Independent Business Committee (IBC) of 
the ACCJ Chubu chapter is the premier forum for 
entrepreneurs and independent business owners in the 
region. With help from the IBC, which is chaired by 
Sean Gallagher, new startups and existing businesses can 
learn about current market trends and best practices, 
as well as network with other entrepreneurially 
minded professionals.

The Chubu IBC holds bimonthly meetings featuring 
speakers comprising entrepreneurs from various fields. 
This month we would like to highlight some ACCJ 
members who have utilized the Chubu chapter to help 
launch successful international companies.

Entrepreneur: 
Anthony Gilmore, CEO of Nameless K.K.
Number of staff: 10
Year of incorporation: 2010
Industry: Digital media

“Working out of the Chubu region has really given us 
the space to grow our business. Although the digital 
media market has expanded rapidly in the last few 
years, our international approach has given us a strong 
foothold. We are now in our fifth year, and the ACCJ 
has been instrumental in helping us get through that 
difficult startup period. Getting started as a foreign 
company in a very competitive market was a huge 
challenge, but the support, advice, and networking 
opportunities that the ACCJ has provided have 
helped immensely.”

Nameless K.K. is a digital media agency with a tightly 
knit, international team of multilingual creatives from 
diverse backgrounds. In just a few years the company has 
grown from a video production specialist to one that can 
offer solutions in multiple formats. 
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Entrepreneur: 
Nao Geisler, principal 
of Kakuozan International Preschool
Number of staff: 25
Year of incorporation: 2007
Industry: Education

“Since its founding in Nagoya, our school has grown 
into a large educational facility. ACCJ has created an 
atmosphere that has allowed our institution to thrive 
in today’s competitive market. There have been several 
instances where members and member companies have 
provided advice in addition to introducing potential new 
students to our school. Members are very supportive 
of other members, which is crucial when starting and 
running your own business.”

Kakuozan International Preschool accepts students 
of all backgrounds aged 18 months to 12 years. Since 
opening, the student body has grown from a modest 10 
in 2007 to 200 in 2015.

Entrepreneur: 
Michael S. Bagley, president of MBprints
Number of staff: 4
Year of incorporation: 2009
Industry: Textile printing

“Nagoya, with all its diversity and charm, is one of the 
best places to run a business. From the moment I started 
mingling with like-minded entrepreneurs and members 
of the ACCJ Chubu chapter, I’ve felt instantly accepted. 
The support I’ve received has been invaluable. When 
I first came up with the idea to start my own business, 
I heard many discouraging comments, but not one 
negative remark came from an ACCJ member. They saw 
my vision and passion and related to that entrepreneurial 
spirit. Now in my sixth year as a member, I have the 
confidence to continue growing MBprints with the 
support of the ACCJ. The future is bright.”

MBprints is a T-shirt print shop specializing in 
creating custom garments using the highest quality 
inks and supplies. Offering door-to-door delivery, the 
company accepts orders of all sizes. •
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A
nyone who has spent 
time in Tokyo is likely 
to admit to a love–hate 
relationship with Roppongi. 
As a neighborhood, it is 

simultaneously fascinating and 
disgusting, alluring and repulsive. It is 
the only place in Tokyo where I’ve ever 
seen rats (of the furry, four-legged 
variety, that is).

Roman Adrian Cybriwsky’s book, 
Roppongi Crossing: The Demise 
of a Tokyo Nightclub District and 
the Reshaping of a Global City, 
seems to promise insights into the 
neighborhood, its history, and its most 
recent evolution. Alas, like Roppongi 
itself, it doesn’t fully deliver on 
its promise.

As the book veers from academic 
treatment to journalistic exposé to 
personal travelogue, the reader winds 
up feeling that the author couldn’t 
make up his mind on just what his 
book should be. Perhaps this is fitting, 
in light of Cybriwsky’s admission at the end that he 
is uncertain just how he feels about Roppongi.

Unfortunately for the reader, the lack of a focused 
approach makes the book rather unapproachable. 

Roppongi Crossing is structured into chapters that 
are too long, à la academic style, with subsections that 
often do not flow or transition well. The author also 
seems compelled to cross-reference his narrative to other 
chapters to a distracting degree, which contributes to the 
sense that the book is not well organized.  

At the outset, Cybriwsky gives his personal reasons 
for a study of Roppongi and then spends about 20 
pages describing his method. To the extent that this 
book purports to be an academic study, perhaps that is 
appropriate, but the detail borders on tedious (the author 
shares that he taught himself Russian to conduct this 
study, yet it is evident that he does not speak Japanese). 
Also off-putting are the general lack of editing and 
proofreading (not uncommon in modern books, but 
unfortunate nonetheless), the dig Cybriwsky takes at the 

publisher of an earlier book, and his 
need to tell us, repeatedly, where he 
strayed from academic method or 
chose not to examine a subject fully.  

In his attempt to place Roppongi 
in the context of Tokyo, Cybriwsky 
spends a great deal of time outlining 
the rest of the city’s development, 
only skimming over the Meiji-
era reasons for situating so many 
embassies in Roppongi, as well 
as the significance of the district’s 
location relative to the barracks of 
Occupation-era military. His research 
is incomplete and shows overreliance 
on secondary sources.  

The same could be said of 
Cybriwsky’s account of Roppongi’s 
latest boom into multipurpose towers 
with large footprints. He has clearly 
read the promotional materials by 
the operators of Roppongi Hills and 
Tokyo Midtown, but seems to have 
gone no further in his research. Thus, 
he has little new to offer.

What is perhaps most interesting in this book are 
the sections bordering on journalism cum travelogue, 
although here too the author seems to have inserted 
himself more than is necessary or even seemly. Still, 
his account enables us to meet many of the people who 
make up Roppongi’s night-time population.  

In particular, Cybriwsky burrows into the dirty 
underbelly to become acquainted with people widely 
considered to be Tokyo’s undesirables, those who often 
aren’t considered at all because they are unseen. We learn 
a little more about those people who seem to be just 
hanging out on the streets drinking. We are treated to 
a sympathetic account of the lives of beautiful Russian 
women who work as hostesses or otherwise trade on 
their beauty, as well as accounts of Mafioso, street touts, 
club owners, dishwashers, and street cleaners. According 
to Cybriwsky, Roppongi’s current remake may result in 
a dispersal of this quirky population, as their places of 
work steadily disappear. Cybriwsky mourns this passing. 
I wonder how many will join him in this. •

Books | Review

IDENTITY CRISIS
Travelogue cum academic exposé fails to deliver

By Vicki L. Beyer

Vicki L. Beyer 
completed four 
years as an ACCJ 
vice president on 
December 31, 
2014.
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W
orkplace bullying is never good for 
business, and is especially bad for a 
company’s reputation. Bearing in mind 
that immense damage can be inflicted by 
just one disgruntled employee, we might 

consider the following scenario. 

One weekday afternoon, employee Rieko Sato was 
busy doing her work. Looking up at the clock on the 
wall for the umpteenth time that day, she saw it was 
6pm. Her manager, Ms. Koga, was away from her desk, 
and her colleagues, Mr. Tanaka and Ms. Abe, were 
sitting nearby. Glancing over, Abe said, “Rieko, you 
have been smiling all afternoon, what’s the reason?” 

Still smiling, Sato replied, “I am going to meet 
some former classmates for dinner after work today.” 
“Great!” replied Abe as she stood up, “shall we get 
some coffee?”

Shortly after the two left their seats, manager Koga 
returned to her desk. “Ms. Sato is very happy today,” 
Tanaka told Koga, “as she is meeting former classmates 
for dinner later.” Not long after, Abe and Sato returned 
from their coffee break.

Koga called out, “Ms. Sato, I have to present a 
business review at a 10am meeting tomorrow. Please 
put it together and have it on my desk by 9:30am.” 
Sato froze in shock, while Tanaka and Abe played 
deaf. “Certainly,” she replied, hanging her head. 

It was a depressing scene as her colleagues left 
for the day, and she struggled well into the night to 
complete the assignment. 

In the morning, the staff returned to the office and 
exchanged greetings, although Sato seemed sleepy 
and nervous. Koga picked up the business review from 
her desk and began to read it. Suddenly she stopped 
and called Sato over. “What is this?” she asked, her 
voice growing louder. “This is not what I asked you 
to do. This is completely different from what I have 
to present at the meeting. Why did you disobey me?” 
Throwing the report at her, Koga barked, “You have 30 
minutes to change it. Here is what I want . . . ”

This was not the first time that Sato had found 
herself at the receiving end of Koga’s wrath. But 

Training | Bullying

INSPIRING RESPECT AND TRUST
Steps to combat power harassment at the office

By Norman Grant

Tanaka and Abe continued to work, as they had done 
previously when witnessing Koga’s abusive behavior 
toward Sato. Only this time, Sato decided that 
something had to be done to end her silent suffering. 
After some thought, she assembled a list of possible 
courses of action.

Taking action
Workplace bullying is defined as trying to harm, 
manipulate, or control a target. Different from a one-
off incident, bullying is repetitive behavior intended 
to torment the victim. In corporate Japan, rather 
than “workplace bullying,” however, the term “power 
harassment” is generally used. 

Workplace bullying is especially bad for a 
company’s reputation.
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In the context of the above situation, what can be 
said of Tanaka and Abe, bystanders to the abuse? 
They had the option of allying themselves with the 
target but, instead, chose to be passive witnesses. 
Perhaps their indifference was due to Koga’s rank 
and their strong desire to restore harmony quickly 
at any cost. Yet, Sato desperately needed someone to 
take notice.

There are always choices to be made when faced 
with difficult situations. One option for Sato would 
have been to take no action, and continue to be 
victimized by the office bully. However, the bullying 
would gradually take a toll on her wellbeing. So, how 
long could this choice be pursued? Until she exploded 
out of frustration, perhaps? But, were this to happen, 
who would feel sorry for her? She could resign, but 
might face a similarly painful situation in her next job. 

Alternatively, she could consider taking the 
following actions.

• Check if the company has a policy on bullying 
or power harassment.

• Reflect on whether she was doing something 
contrary to her company rules, such as not 
following instructions carefully, arriving late 
frequently, not fulfilling commitments, gossiping, 
or not paying attention.

• Consider if the event really qualifies as bullying. An 
isolated event does not indicate a pattern of behavior.

• Were systematic bullying identified, discreetly start 
a journal and document the facts and physical 
evidence of every occurrence.

• Consult with a trusted mentor.
• Build a support base of colleagues, so as not 

to become isolated.
• Speak up. This is easier said than done, and one 

should bear in mind that constructive confrontation 
is not about starting an argument. It is about 
working toward a solution. 

Sato would need to remain polite and professional, 
speaking without showing emotion. Shouting counter 

insults, for example, might result in an escalation of the 
bullying, so a calm tone of voice would be best.

In the interests of gender equality in the workplace, 
corporations need to adopt policies that result in respect 
and trust. The rudeness and humiliation that Sato 
suffered will continue to go unnoticed unless, without 
fear of retribution, she is able to follow procedures 
put in place by her company for the resolution of 
such incidents.

While there are no laws specifically to cover 
workplace bullying, companies are required to provide 
a safe environment in which the wellbeing of staff is 
assured. Top management must, thus, be proactive. 
They should take the initiative to formulate and 
implement relevant policies and procedures, and not 
wait for an incident to occur. Otherwise, companies risk 
high employee turnover, high rates of absenteeism, and 
poor working relationships, all of which can lead to less 
collaboration, and impact the bottom line.

Taking action to stem this silent epidemic is not easy 
for top management, but here are a few suggestions.

• Formulate a zero tolerance, anti-bullying contract 
for all employees to sign. 

• Explain what workplace bullying is—and is not.
• Create guidelines to be followed once a complaint 

has been made.
• Enforce consequences for bullying, including 

dismissal.
• Implement actions effectively throughout the 

company.
• Develop programs to educate staff.
• Provide interactive training targeting all levels to 

prevent bullying.
• Start a feedback culture.
• Appoint an unbiased, outside mediator to care 

about, listen to, and empathize with victims.

If allowed to fester, workplace bullying can adversely 
affect both the internal functioning and the external 
perception of a company. It should never be condoned. 
Companies must become proactive and act now. •

Norman Grant is a 
corporate training 
specialist with 25 
years’ working 
experience in Asia. 
He specializes 
in cross-cultural 
awareness as well 
as diversity and 
inclusion.

While there are no laws specifically to cover workplace 
bullying, companies are required to provide a safe 

environment in which the wellbeing of staff is assured.

Training | Bullying
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When your next hire is critical, 
one name should Spring to mind.

Spring Professional is an international recruitment firm specialising in 
engineering, information technology and property & construction.

We bring great people to great organisations.

Spring Professional Japan focuses exclusively on the recruitment of middle to senior level management 
and specialists within the IT, engineering and property & construction sectors.

We can help you to build the right team to take your business to the next level.

To learn more about partnering with Spring Professional Japan, email us at inquiry@springjapan.com 
or contact 03 5439 5833 for an informal discussion.

Spring Professional Japan
Granpark Tower 3F, 3-4-1 Shibaura, Minato-ku, Tokyo 108-0023
    Tel: 03 5439 5833      |            Email: inquiry@springjapan.com
springjapan.com



T
he average 21-year-old has 
exchanged 1.25 million 
emails and SMS messages, 
played 25,000 hours of 
video games, and spent 

65,000 hours online during their 
lifetime. Generation Y (those 
born since 1979) has paved the 
way for today’s iGeneration youth, 
and there has been a noticeable 
effect on how individuals search 
for information, advertise, 
and apply for jobs, as well as 
utilize recruitment companies. 
This, in turn, has affected how 
organizations market themselves 
and how candidates shape their 
online image. Those who have not 
embraced new technologies and 
social media are being left behind.

As information becomes more 
accessible on the Internet, it has 
become easier to reach people, 
but finding the right talent for a 
job opening has become more 
complex. Candidates openly 
post their personal information 
online and advertise their 
careers on social media websites. 
For many people, this does 
not indicate that they are job 
hunting. Rather, it is a part of 
nurturing their online brand, or 
showcasing their new company, 
position, exciting projects, and 
even career accomplishments. 
Such postings are merely a form 
of self-expression, with the end 
goal perhaps being simply to 
share, or to have others click on 
the “favorite” button or re-tweet 
someone’s updates. Companies 
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RECRUIT RIGHT, ONLINE
The blurred lines between professional and social networking, 
and how this affects the recruitment industry

By Lanis Yarzab
Managing Director, Spring Professional Japan

that directly try to recruit these 
individuals are often surprised 
at the lack of response, or 
the accuracy/inaccuracy of 
the information presented by 
candidates online.

Corporations and senior 
management need to consider the 
importance of their company’s 
Internet profile. A company’s 
online presence should clearly 
define its main products and 
services as well as the business’s 
core values. An executive’s 
personal profile, meanwhile, offers 
potential candidates more details 
about an organization’s leaders. 
Job hunters can seek out future 
managers online and may be 
inspired by their potential boss’s 
career path. 

A poorly written or sparse profile 
may have the opposite effect, 
detracting from the company and 
making a great leader look average. 
The key is really committing to 
social media and doing it well. It 
is also important for individuals 
to periodically search for their 
own names online, to ensure that 
personal information and photos 
are kept private.

The abundance of information 
on the Web has also had an 
effect on the newest generation 
of jobseekers. Candidates now 
have more control over their 
careers, given ready access to 
information about companies 
and the various recruitment 
agencies reaching out to them. 
This is not necessarily positive; if 

anything, candidates seem more 
stressed about their futures and 
are unsure how to carve out a 
career path. It is hard to know 
which sources of information are 
reliable and which advertisements 
are true representations of a 
company’s service.

Candidates are seeking 
recruitment consultants that can 
act as mentors, a true resource 
to help them navigate numerous 
job opportunities (especially in 
Japan, a candidate-short market). 
An experienced consultant will 
consider their candidate’s career 
goals and what intermediate steps 
they need to take to get there. 
They will also consider whether a 
jobseeker’s personality is the right 
fit for a company’s culture. The 
objective is a match at a company 
where the candidate can grow, and 
where the corporate client can 
foster their development at a pace 
acceptable to both parties. 

There is an ongoing debate as 
to whether social media tools will 
reduce the need for recruitment 
agencies. For organizations that 
employ experienced recruiters who 
have time to qualify information 
online and offer flexible job 
requirements, it may. However, the 
vast amount of information to sort 
through has, in many cases, made 
recruiting more difficult. The best 
way to reduce hiring spend is to 
engage the employees currently 
in an organization and invest in 
developing the future leaders you 
wish to retain. •

springjapan.com

A company’s 
online 
presence 
should 
clearly define 
its main 
products and 
services as 
well as the 
business’s 
core values. 
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Hays Specialist 
Recruitment Japan K.K. 

Hays is an expert at recruiting 
qualified, professional, and skilled 

people worldwide. We provide 
permanent, contract, and temporary 
recruitment solutions to our clients in 

conjunction with a tailored recruitment 
process and IT outsourcing.

03-3560-1188
info@hays.co.jp 
www.hays.co.jp

DISCO Inc. 
DISCO Inc. has led domestic and 

international graduate recruitment 
for over 40 years. We exist to connect 
global human capital with companies 

looking to make a difference 
through low-cost solutions.

03-4316-5502
serviceinfo@disc.co.jp 

www.disc.co.jp

As the world’s leading 
recruiting experts in qualified 
professional and skilled work, 
we power the world of work 
by truly understanding our 

clients and candidates, locally 
and globally.

—Jonathan Sampson, 

managing director, Japan

We ensure top-tier 
Japanese bilingual 

professionals worldwide 
have the opportunity to 

globalize Japan.
—Isao Ogake, director, 

Global Development Group

Daijob Global Recruiting Co., Ltd
Since 1998 we have been running 

Daijob.com, a jobsite for bilinguals 
used in 27 countries. Daijob has 

earned high praise from over 2,500 
businesses worldwide for delivering 

consistent results and reliable bilingual 
recruiting. To meet your hiring 

needs, our website provides you with 
recruitment tools in Japanese, English, 

and Chinese.

 03-5925-6542
info@daijob.com

http://corp.daijob.com/en

We are proud to have 
supported global companies 

for 17 years with their 
recruitment process. If you’re 
looking to grow your business 
in Japan, we’ll be there for you.
—Tomoki Yokokawa, sales manager
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I
n my role as a professional HR solutions 
consultant, I have the opportunity to 
meet with senior business leaders, heads 
of HR, and talent acquisition specialists 
on a daily basis. The common theme 

of our discussions, regardless of whether 
the company is a famous multinational or 
a local Japanese small or medium-sized 
enterprise, is the ongoing challenge of 
attracting the best people to join their 
organization. With Japan’s unemployment 
rate at 3.4 percent and 2.5 jobs per 
jobseeker, (about 2.7 percent and 1.7 jobs, 
respectively, for mid-career professionals) 
it’s clearly a candidate’s market. To meet this 
challenge, I recommend some quick, high-
impact changes that any organization can 
make to increase its recruitment success.

reasons for having joined the organization 
eight years earlier. The manager 
used keywords such as “humanistic,” 
“professional development,” and “global” 
to describe the company culture, and 
asked the candidate many of the standard 
HR questions about her past experience, 
successes, failures, motivation for wanting 
to change jobs, and reason for showing 
interest in the company. Some interesting 
questions were also asked, such as, “What 
are you passionate about?” and “How 
would your best friend describe you?”

The second interview was with the 
line manager, a director who had been 
with the company for 10-plus years. His 
presentation was less positive than that 
of the HR manager, emphasizing that the 
company culture was rooted in short-term 
thinking. He was much less optimistic 
than the HR manager about prospects at 
the company, and seemed unprepared for 
the meeting. The candidate found that he 
seemed to tell a story that differed from 
what she had heard in the first meeting 
with HR. The candidate walked away from 
the second interview less interested in the 
company and, ultimately, chose a lesser-
known company for her career move. 
When we asked the candidate the reasons 
for her choice, she replied, “I was attracted 
to their people and their story.”

The results of Randstad’s global 
Workmonitor quarterly research show 
that one rule holds true around the world: 
candidates join companies because of the 
people working there and a compelling 
story they hear from the potential 
employer. A well-crafted job scorecard, 
combined with a good story and managers 
who are trained to tell that story, will help 
attract the best talent. •

Sponsored Content

ATTRACT THE BEST 
TALENT BY TRANSFORMING 
YOUR HIRING PROCESS
By Paul Dupuis
managing director—Professionals

www.randstad.co.jp

The first step is to define what an 
“A-player” means for your company. HR 
should sit down with line managers and 
ask, “What are the hard skills [key abilities 
and specialized knowledge], and soft skills 
[personality traits and attitude] that are 
crucial for success in the specified role 
and the organization?” It’s helpful to rank 
each item on a scale of 1 to 5 in terms 
of importance. Crafting a scorecard of 
required competencies and personality 
traits should be a collaborative exercise 
and involve all stakeholders. For more 
senior roles, the company president 
should be involved. 

At Randstad, our team works closely 
with companies on this process, advising 
and sometimes mediating the passionate 
discussions among managers. Healthy 
management teams have vigorous debate 
from time to time, and certainly nothing 
is more important for the success of 
an organization than getting the right 
people on the bus. Spending 90 minutes 
in a room discussing and debating with 
colleagues how to define “top talent” is a 
worthwhile venture. 

Once the scorecard is ready, it’s time 
to move to the next step: selling the 
story to your target candidates. The 
best companies (and best leaders, for 
that matter) are good at telling their 
story. Unfortunately, this is where many 
organizations fail.

Recently, we had a candidate who was, 
by all measures, an A-player and the best 
match for a role in a well-known global 
company. She had a positive first interview 
with the HR manager, who explained 
the history of the company, the culture 
and attractiveness of working there, 
and included a personal story about the 
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NSR JAPAN Co., Ltd./NSR Group
The NSR Group is a Japanese- 

and US-owned global entity 
that provides a wide range of 
professional services. We offer 

worldwide staff augmentation with a 
24-hour commitment to our clients. 
In addition, we offer translation and 
language services, localization for 

mobile applications, and electronics 
product design engineering 

support services.

+52-218-5882 (office)
info@nextsr-J.com
www.nextsr-J.com 

Your success is our goal! 
We have been supporting 

international human 
resources needs for global 
businesses in the United 

States, Japan, and other Asian 
countries since 1995.

—Hiro Shinohara, CEO/president

Icon Partners K.K.
Founded in Tokyo in 2006, we 

select our staff for language skills, 
service ethic, and deep knowledge 
of the Japan market. We train hard 

to deliver consistently excellent 
consulting results.

03-4530-9600
info@icon-partners.com
www.icon-partners.com

We are the first true supply 
chain management (SCM) 

specialist recruitment 
company serving foreign 
companies in Japan. Our 

specialization gives our clients 
a competitive advantage in 

hiring top SCM talent. 
—Jeremy Sanderson, owner/CEO

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

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

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

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

and Large Account Management 
ProcessSM (LAMPSM).

03-5326-3147 
info@randkmarketing.jp

www.randkmarketing.jp

We are devoted to our 
customers, who are looking 

to produce creative marketing 
and elevate their salesforce to 

peak performance levels. 
—Ryuzo Kuraku, president

Icon Partners
Supply Chain Talent Specialists

32  |  ACCJ JOURNAL  •  MARCH 2015



M
any years ago, I worked in England. In a 
factory there, I made roller bearings. We 
had a quota per shift, quality parameters, 
and a production-linked bonus system. I 
thus knew exactly how much extra I could 

earn by producing a given quantity of bearings. As a 
17-year-old machinist, this system of incentives was fair, 
and mildly motivating. I can’t say that it induced me to 
improve myself, to rush out and start my own bearings 
factory, or to go back to school and do an MBA. But it 
did encourage me to produce more than my quota of 
bearings per shift, which was precisely what the system 
was intended to do. 

Leaping forward 21 years to the year 2000, I was the 
proud holder of a Bachelor’s Degree in Japanese, working 
as an account executive at an advertising company 
in Tokyo. It was a typical, overnight success dot-com 
company, which suffered an equally rapid demise after the 
bursting of the dot-com bubble in 2001. 

Looking back, it strikes me that the system of rewards 
there was almost identical to that at the factory where I 
had worked in 1979. Yet, it was a far less effective means 
of motivation. 

This personal anecdote highlights the dissonance in the 
rewards systems of many companies today. In the factory 
that employed me, we manual workers were rewarded 
according to a 19th-century model of input, output, 
bonus. My factory workmates and I were happy with this 
in 1979, because we generally aspired to little more than a 
big night at the pub every Friday, preceded by 40 hours of 
hard work. As blue-collar workers, study was something 
that ended when we left school. After that, it was all about 
manual skills and repetition. As a knowledge worker in 
21st-century Tokyo, however, I needed a little more. 

American management consultant, educator, and 
author Peter Drucker (1909–2005) coined the term 
“knowledge worker” in his 1959 book, The Landmarks of 
Tomorrow. He considered knowledge worker productivity 
to be the next frontier of management. A remarkably 
prescient view, it is still relevant today. Knowledge 
workers make up the majority of employees in post-
industrial societies, and yet still are, for the most part, 
assessed and rewarded according to the 19th-century 
industrial productivity paradigm. The economic impact 
of knowledge work is undeniable. The output of a blue-
collar worker is limited by time and physical resources, 
whereas that of a knowledge worker is potentially 
infinitely scalable. 

However, as knowledge is dynamic by nature, 
knowledge workers constantly need opportunities for 
growth and learning to remain competitive and stand a 
chance of advancement. In their world, the promise of 
learning has replaced the promise of lifetime employment 
as the chief motivator. Incremental financial rewards 
linked to units of economic output don’t really hit the 
spot any more; the feeling of being on a high weakens 
with repetition. 

For companies to attract and retain the best thinkers 
today, they need to find ways to stimulate such 
employees emotionally and cerebrally, not just financially. 
Moreover, it’s not just Generation X and Millennials 
who need these things; it’s baby boomers, too. They all 
need a compelling mission to undertake, inspirational 
corporate values sincerely implemented, opportunities 
for lifelong learning, and a performance assessment 
methodology capable of evaluating results generated 
from intellectual contribution—which is essential, but 
frequently overlooked—not simply units produced per 
hours worked. 

In his opus magnificum entitled Good to Great (2001), 
Jim Collins—American business consultant, author, 
and lecturer—famously recommends getting “the right 
people on the bus (and the wrong people off the bus)” 
for corporate success. The best clues as to what to do 
with them once they are on the bus, though, come from 
the writings of Drucker four decades earlier. Makes one 
think, doesn't it? •

Sponsored Content

I CAN’T GET NO 
SATISFACTION: MOTIVATING 
KNOWLEDGE WORKERS
By Jeremy Sanderson
CEO, Icon Partners K.K.

Icon Partners
Supply Chain Talent Specialists

icon-partners.com

Companies 
. . . need to 
find ways to 
stimulate 
[the best 
thinkers] 
emotionally 
and 
cerebrally, 
not just 
financially.
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Spring Professional Japan, Ltd.
Spring Professional Japan is part 
of Spring Professional Asia, the 

first technical recruitment specialist 
to exclusively focus on middle to 
senior management candidates 
in IT, engineering, and property 

and construction. 

03-5439-5833
inquiry@springjapan.com

springjapan.com

As information becomes 
more accessible on the 
Internet, it has become 

easier to reach people, but 
finding the right talent has 

become more complex. 
At Spring Professional, our 

industry experts bring 
the best candidates to our 

clients across Asia.
—Lanis Yarzab, managing director

Robert Walters Japan
Robert Walters is a leading specialist 

consultancy for permanent and 
contract recruitment.

Robert Walters Japan possesses 
the distinct advantages of size and 
a proven track record, allowing you 
to tap into an unparalleled global 
network that enables clients and 

candidates to come together in the 
most efficient and productive way.

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

www.robertwalters.co.jp

Our offices have been active 
in building integrated 

partnerships with clients 
and bilingual professionals 
to consistently deliver the 

most relevant match of skills 
and culture. This remains 

our ultimate goal.
—David Swan, managing director 

for Japan and Korea

Randstad K.K.
Randstad’s global network covers 

about 40 countries including 75 offices 
across Japan with revenues of over 

$20 billion. 
As a global leader with strong local 

knowledge and experience, Randstad 
provides human-resource services 
that cover permanent placement, 

executive recruiting, staffing, 
outsourcing, and outplacement 

across most industries and functions 
throughout Japan.

03-5275-1871
professionals@randstad.co.jp

www.randstad.co.jp

Changing market trends mean 
developing new solutions. 

By finding the right balance 
between the needs of the 

employer and the wishes of 
employees, we will bring supply 

and demand closer together. 
Our mission is to take the lead 
in shaping the world of work.
—Paul Dupuis, managing director 

(Professionals)
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21%
in 2012

54%
in 2014

Demand for international experience and language skills has never 
been higher in Japan. With the working population set to shrink 
more than 40 percent over the coming 35 years, companies are 
rapidly looking to expand abroad.

HR consulting firm DISCO Inc.’s 2014 annual graduate 
recruitment survey of roughly 10,000 corporations in Japan 
illustrates the need for globally minded staff. Since 2012, the 
number of companies recruiting Japanese nationals with 
international experience has tripled to 29 percent, while successful 
recruitment of non-Japanese workers has exploded from 21 
percent to 54 percent in corporations with over 1,000 staff. The 
same survey shows that 69 percent of those large corporations had 
planned to hire foreigners in 2014. The fact that only 54 percent 
were successful shows that a quarter of the companies trying to 
hire non-Japanese failed to do so, and that there is a shortage of 
non-Japanese talent. 

providing internship programs. Besides recognizing these differences, 
companies in Japan are starting to value the overseas approach.

Global Solutions
To fulfill Japan’s global hiring needs, 29 years ago DISCO set up 
in Boston the world’s largest Japanese–English recruitment event. 
Moreover, despite the declining number of Japanese students 
studying in English-speaking countries, the event attracts a growing 
number of candidates each year, with an average of 10,000 bilingual 
job hunters and 200 hiring companies present.

Most candidates are Japanese nationals who, attending top 
US undergraduate and MBA programs, are looking to join 
internationally minded companies. The popularity of the event 
has risen due to the extremely high quality of the candidates and 
the event’s efficiency: a typically yearlong recruitment cycle is 
condensed into weeks or days.

Beyond Borders
DISCO provides a unique service in Japanese–English bilingual 
recruitment. Companies in Japan are strictly bound to recruitment 
schedules, which always start on April 1. Unfortunately, students 
overseas graduate at different times, and the traditionally lengthy 
Japanese process does not accommodate them.

However, career forums worldwide have revolutionized 
Japanese new-graduate recruitment. Companies are adapting 
their recruitment schedule to make room for talented individuals. 
Success in Japan has encouraged their expansion to all of Asia 
through customized recruitment events and specialized on-campus 
activities.

After helping over 7,000 clients meet with more than 260,000 
bilingual candidates over 42 years, DISCO is eagerly expanding 
to ensure that the world’s talented bilingual Japanese have the 
opportunity to globalize Japan. •

VALUE OF OVERSEAS 
RECRUITMENT
Clinton Rodney Gleave
DISCO Inc.

• Companies 
recruiting 
foreigners

planned to hire 
in 2014, but were
unsuccessful

of companies 
expect foreign 
hires to become 
managers

of companies 
plan to hire in 

Southeast Asia 
this year

69%
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Although Japan has historically been closed off to outside 
talent, executives across the country are now reworking their 
recruitment strategies.

The results of the survey also reflect Japan’s increased focus on 
Southeast Asia: 71 percent of clients seeking foreign staff plan to 
hire in the region this year. In addition, 90 percent of clients are 
hiring non-Japanese with the expectation that they will advance to 
at least management level.

While Japanese universities focus on job hunting during the last 
two years of undergraduate studies, institutions overseas encourage 
students to concentrate on their majors during this period, often 

www.disc.co.jp/en 
Tel :  03-4316-5502

• Companies 
recruiting  
global 
Japanese
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SPECIALIST 
PROFILE: MAYU ISOI
By Miyuki Seguchi
Senior PR & Communications Executive

Mayu Isoi was recently promoted to manager of the HR 
and Administration team at Robert Walters Japan. Her 
team covers recruiting for all roles related to Human 
Resources, ranging from: specialists in recruitment, 
training, compensation and benefits, payroll, and 
organizational development, to HR generalists, business 
partners, and senior roles like HR managers and directors. 

Director of the Financial Services Division Joshua 
Bryan, who leads Isoi’s team, says, “Mayu has an 
impressive ability to understand the key requirements 
of clients, and responds quickly to address search 
assignments critical to their businesses. Her team works 
extremely well together to provide the most professional 
HR recruitment coverage on offer in Tokyo.”

Isoi has observed an increasing demand for bilingual 
HR professionals, as companies are keen to further 
globalize their HR structures and procedures, adapting 

from traditional Japanese approaches to better align 
with global standards. Examples of these changes include 
businesses updating their compensation systems, moving 
from fixed to variable bonuses, and implementing 
more business-friendly approaches to HR, such as 
appointing generalists as business partners with 
increased accountability to specific business units. 

She has also observed increasing competition 
for the limited talent pool of candidates with 
these specialist skills and experience. “We’re 
encouraging our clients to proceed with 
recruitment processes swiftly so that they 
can hire the best candidates before their 

Tel: 03-4570-1500

Email: info@robertwalters.co.jp

www.robertwalters.co.jp

competitors,” Isoi says.
When asked about her team, she replies, 

“Robert Walters’s HR team has the longest 
history among non-Japanese recruitment 
agencies in Tokyo, with more than a dozen 
years of experience. We have a diverse and 
growing team of consultants, including 
people with backgrounds as HR specialists. 
There is also a good balance between 
native Japanese and native English 
speakers. We have developed and maintain 
a large database of HR candidates, placing 
us ahead of our competitors when it comes 
to finding solutions for our clients.” •



In most Western economies, a 
work colleague’s farewell is no big 
deal, just a part of the tapestry of 
business. If there is some turnover 
and the recently departed are 
being replaced, that is considered 
the natural order, and life moves 
on. Managers applying a typical 
Western business approach to 
workplace departures in Japan, 
however, may overlook the need to 
communicate with staff left behind. 
Underestimating the emotional 
component of colleague separations 
here is a big mistake.

Most Western enterprises are 
“dry” rather than “wet” ecosystems. 
Dry workplaces are logical, ordered, 
efficient, unemotional, competitive, 
and oriented toward the Darwinian 
concept of the survival of the 
fittest. Wet offices, meanwhile, 
are more emotional, nuanced, 
interdependent, harmonious, 
inefficient, and more forgiving of 
human frailties. Japan much prefers 
wet work environments.

The unexpected announcement 
of the pending disappearance of 
a workmate can cause a degree of 
consternation amongst the troops 
that is probably not anticipated 
or even sensed by Western-
trained managers. If the bosses 
are unaware of the issue, there is 
no imperative for communication 
regarding the departure. 

Even voluntary departures 
should not be ignored as chances 
to direct communication among 
team members. Just because 
staff departures are no big deal 
to you, it does not mean that 
Japanese staff share your dry view 
of the working world. Don’t let 
the rumor mill crank up and the 
information vacuum become filled 
with negative messaging. If the 
departure is voluntary, don’t assume 
there is no assurance needed for 
those who remain, so they know 
that everything is still stable, safe, 
and predictable. 

It is the leader’s job to explain 
what is going on to each person 
in the office. Team members 
want assurance that they are not 
also going to be shown the door. 
They may question whether a 
departing colleague is bailing 
out early because they know 
something the others don’t. 
Assure everyone that there are 
still oodles of opportunities for 
them to advance in their careers—
or your might see other good 
staff leave.

If there has been a poor 
performance issue that is driving a 
team member’s departure, those 
staying need to hear that survivors 
are valued, as well as the reason 
that person’s departure is the best 
thing for the organization. 

In Japan, the group—not the 
individual—is key. In this high-
density environment, too much 
individualism is thought to be 
plain dangerous. The herd feels 
safety in numbers and in the 
known. Staff happiness requires as 
little disruption as possible to the 
established, harmonious order. 

Leaders need to explain what is 
going on. Three factors determine 
employee engagement levels in 
companies: the relationship with an 
immediate supervisor; a belief in 
the direction being taken by senior 
management; and pride in the 
organization. Departures, when not 
properly handled, negatively impact 
all three. 

The key emotional trigger to 
getting higher levels of engagement 
is feeling valued. Those who are left 
behind need to have a conversation 
with their boss to hear that they are 
valued. Bone-dry leaders won’t get 
the message or won’t bother to act 
on it. Subsequently, they will wonder 
why the levels of engagement, 
commitment, innovation, and 
motivation are so low in their team. 
To successfully lead in Japan and 
beat the competition, you need a 
team that is more highly engaged 
than your rivals. 

When it’s sayonara time, 
get wet. 

Sponsored Content



A
ccording to Jim Thompson, a person is wise 
to judge the value of his life not based on his 
net worth, but on the good he sees he has 
done for others and the world. Coming from 
a man whose personal net worth has been 

estimated above $1 billion by Forbes, this may sound 
odd. But Thompson has learned a great deal about life 
and business in the ascent from his 1963 “survival” 
job in Japan, earning $250 a month, to his current role 
as chairman of Crown Worldwide, a global business 
with 265 locations in 60 countries.

Speaking at an American Chamber of Commerce 
in Japan roundtable discussion on February 5, 
Thompson was described as a “model entrepreneur.” 
Like many start-ups, Crown—first branded Transport 
Services International—got off the ground with no 
employees save Thompson, no equipment, and a 
one-room office in Yokohama. He had come to Japan 
with an aeronautical engineering degree—which he 
admits to never having used—and a fascination with 
the country.

As business grew, Thompson sustained a healthy 
appetite for expansion, keeping up a steady pace of 
acquisitions worldwide. Five years after launching, 
the company moved headquarters to Hong Kong, 
where Thompson and his family have lived ever since. 
Within 10 years they had expanded into other Asian 
countries, the United States, and even the Middle East. 

In Thompson’s eyes, however, it wasn’t until 1989, 
with the acquisition of a UK company, that the 
organization became truly global. He recalled the 
challenges of merging Crown with the new business 
due to strong cultural differences. The blending 
process took five years, and eventually they had to 
change the people, he said, as it became clear the new 
associates weren’t going to change their mindsets 
to adapt to Crown’s culture. Thompson recognizes 
there is no perfect model for deciding whether two 
businesses’ cultures can be blended, or whether 
there is a need to “clean house,” citing another 
example when Crown took over New Zealand’s 
Scotpac International. 

Such experiences have also reinforced Thompson’s 
belief in a common brand name. The team in New 
Zealand was wedded to the Scotpac trademark, 
insisting it carried such inherent value in the market 
that business would suffer under any change. In fact, 
once the company was unified under the Crown name, 
profitability improved. Thompson advocates having 
one strong brand name worldwide—and a memorable 
symbol, such as the company’s fire-red moving trucks. 

Quality assurance is paramount in this model, he said, 
but ultimately a common name simplifies and improves 
operations, for both internal and external customers. 
Crown performs monthly evaluations based on customer 
and employee feedback, assessing a variety of factors. 

ACCJ Event | Roundtable

APPETITE FOR RISK
Industry leader on sustainably building a business 

By Brandi Goode

Thompson advocates having one 
strong brand name worldwide–and a 
memorable symbol.

Crown Worldwide Chairman Jim Thompson spoke at an ACCJ event on February 5.
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“That has kept us on our toes, so we can immediately 
identify problems and repair. You have to do this in 
service sectors,” he said.

When it comes to management, Thompson learned 
early on the value of delegation. 

“I remember one of our first negotiations for some 
Isuzu trucks here. My Japanese was not up to par, so 
I delegated the discussion to two associates, having a 
good price in mind. They came back with a far better 
price, and I realized that you can delegate a task and 
people often do better than even you would. This 
lesson has stayed with me all my life. 

“You can never build a personal services business 
without good people around you. You have to hire well, 
which is the hardest thing. Hire the right people and 
motivate and incentivize them on an ongoing basis, and 
you will have an unbeatable team.”

In a lengthy discussion following his talk, Thompson 
openly shared his opinion on what entrepreneurs today 
find to be some of the biggest issues, many of which 
are the same challenges he has confronted in his own 
journey. Here are some of his key messages.

• Controlled risk: Entrepreneurs need to take smart 
risks without fear to grow a business, but they should 
do so at a manageable pace. People sometimes get 
carried away with their initial success, he said, and 
lose all they have built. Crown’s controlled growth 
principle means that when it acquires a new business, 
it ensures the larger company can survive that 
acquisition’s potential failure.

 
• Due diligence before and after: Careful, thorough 

investigation of a target acquisition is essential to 
avoid taking on any unwanted liabilities. Crown 
tries to buy company assets rather than entire 
corporations to circumvent any “sleeping problems.” 
If after buying a business, you realize there is little 
chance of a sustainable, profitable future, do not be 
afraid to close up shop and move on. 

• Don’t give away too much too early: Thompson 
admits to having considered taking Crown public 
many times, but has always concluded it would not 
be the right choice. He highlighted how shareholders 
demand consistently rising returns from public 
companies, and his vision has always been to be in 
the game for the long term, even if that has meant 
growing at a slower pace. Now, he said, while Crown 
could probably be bigger, it has incredible stability 
heading into the next generation. “Hang onto equity,” 
he added. “It will be worth more going forward, 
based on your own hard work. Better retained 
internally than in venture capitalists’ pockets.”

Crown is currently working on a book celebrating its 
anniversary, to be released in the second half of 2015, 
entitled Crown — the First 50 Years. •

ACCJ Event | Roundtable

“You can never build a personal services 
business without good people around you. You 
have to hire well, which is the hardest thing.”

Thompson recently 
presented Mayor 
of Yokohama 
Fumiko Hayashi 
with a specially 
designed 
happi coat to 
commemorate 
the company's 
founding there 
50 years ago.
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VOICEFOCUS
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bilingual video channel  
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Custom Media has been chosen as the B2B 

partner of customised Moleskine notebooks, 

which can be ordered and designed in 

Japan. Instead of showing your appreciation 

to clients or colleagues with edible treats, 

why not give a gift that is more than a 

commodity—an object that finds its way 

into bags, desks, hearts and minds?

Classic, sleek and innovative, 

a customised notebook can enhance your 

brand identity and make events memorable. 

With a growing presence in 92 countries 

and 24,000 points of sale, Moleskine is an 

aspirational global brand. 

Large-size (13cm x 21cm) customised 

notebooks are available at competitive retail 

prices, with a minimum order of 300. Have a 

notebook made for: 

• Special events, such as product launches

• Training and development tools

• Corporate and holiday gifts

• Loyalty and incentive programmes
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facebook.com/The.ACCJ

twitter.com/AmChamJapan

youtube.com/user/AmChamJapan

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

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

March 11
Return on Equity Revolution in Japan

March 16
Mark McLaughlin, CEO of The Palo Alto 
Networks-Challenges of Cybersecurity

1 
Steve Dacus, CEO 
of Walmart Japan 
Holdings and Seiyu, 
speaks at an event 
held on February 3 
at the Tokyo 
American Club.

2 
Yoshiaki Fujimori, 
president and CEO 
of LIXIL Group 
Corporation, speaks 
at “Globalization 
Challenges 
for Domestic 
Companies,” held 
on February 6 
at the Tokyo 
American Club.

3 
Enjoying hors 
d’oeuvres at the 
“Joint ACCJ–
IJCC (Ireland 
Japan Chamber 
of Commerce) 
Networking Party” 

4 
Chubu leaders 
vote for this year's 
walkathon T-shirt 
design at the “ACCJ 
Chubu 2015 New 
Year's Party,” held on 
January 23 at Ginza 
Ashibe.

5 
From left: former 
ACCJ governors 
Jason Morgan and 
Harry Hill; current
Governor–Chubu 
Britt Creamer; Steve 
Brown; and ACCJ 
President Jay
Ponazecki at the 
“ACCJ Chubu 2015 
New Year's Party,” 
held on January 23 
at Ginza Ashibe.

6 
From left: 2014 
Volunteer of the Year 
Rose Tanasugarn; 
President Jay 
Ponazecki; 2014 
Leader of the Year 
2014 Mary Anne 
Jorgensen; and Vice 
President–Kansai 
Kiran Sethi at the 
“ACCJ Kansai 2015 
New Year's Party,” 
held on January 22 at 
the InterContinental 
Osaka hotel.

7 
Suda Sudarsana (left), 
R&D Site Leadership, 
Kobe Innovation 
Center, P&G Japan 
with ACCJ Kansai 
Vice President Kiran 
Sethi at "Innovation 
Leadership," the 
third session of 
the ACCJ Kansai 
Leadership Series 
2014–2015, held on 
January 27.

1 2

4 5

3

6

7
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Aflac

AIG Companies in Japan

AINEO Networks

Amazon Japan K.K.

Amway Japan G.K.

Baxter Limited

Bayer Yakuhin, Ltd.

Becton Dickinson Japan

Bloomberg L.P.

Boeing Japan K.K.

Caterpillar

Chevron International Gas Inc. 
Japan Branch

Citigroup

Coca-Cola (Japan) Co., Ltd.

Colliers International

Deloitte Touche Tohmatsu LLC

Delta Air Lines, Inc.

Deutsche Bank Group

Dow Chemical Japan Ltd.

Eli Lilly Japan K.K. 

en world Japan

EY Japan

Federal Express Corporation

Freshfields Bruckhaus Deringer Tokyo

GE Japan Corporation

GILT GROUPE K.K.

Goldman Sachs Japan Co., Ltd.

H&R Consultants K.K.

Heidrick & Struggles Japan 
Godo Kaisha

Hilton Worldwide

IBM Japan, Ltd.

IMS Japan

Johnson & Johnson  
Family of Companies

KPMG

Kreab

Lenovo Japan

McDonald's Company (Japan), Ltd.

McKinsey & Company, Inc. Japan

Merrill Lynch Japan Securities Co., Ltd.

MetLife

Microsoft Japan Co., Ltd.

Mondelēz Japan Ltd.

Monex Group, Inc.

Morgan Lewis

Morgan Stanley Japan Holdings 
Co., Ltd. 

Morrison & Foerster, Ito & Mitomi

MSD K.K.

Nanzan Gakuen 
(Nanzan School Corporation)

Northrop Grumman 
Aerospace Systems

Nu Skin Japan Co., Ltd.

Oak Lawn Marketing, Inc.

Procter & Gamble Japan K.K.

Prudential Financial, Inc.

PwC Japan

Randstad K.K.

RE/MAX Japan

Robert Walters Japan K.K.

Saatchi & Saatchi Fallon Tokyo

Squire Patton Boggs

State Street

Teva Pharmaceutical Industries Ltd.

Thomson Reuters Markets K.K.

Toll Express Japan Co., Ltd.

Toys”R”Us, Japan

The Walt Disney Company 
(Japan) Ltd.

White & Case LLP

Zimmer K.K.

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

42  |  ACCJ JOURNAL  •  MARCH 2015








