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EDITOR'S DESK

FASHION

FORWARD

Brandi Goode
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I’ve often noted in this column that
one of the highlights of my job is
meeting so many interesting people
with compelling stories to share.
Sadly, I never crossed paths with
longtime American Chamber of
Commerce in Japan (ACCJ) leader and
US–Japan trade champion Ira Wolf.
After reading the touching, personal
words dedicated to Ira (see page 40)
after his untimely passing last year,
I sincerely wish I had.
AMERICANA REVAMPED
In December 2015, a book was
published called Ametora: How Japan
Saved American Style. The book’s
author, a cultural historian, delves
into the Japanese assimilation of US
fashion trends.
Take denim jeans, a prime example
of how Japanese brands have done

what they often do best: perfected
something introduced abroad and
made it their own. “Deep Pockets”
(see page 22) looks at three brands—
one a jeans manufacturer—that have
cultivated a strong retail relationship
with the United States, in some cases
redefining and even exporting items
considered ametora—slang Japanese for
traditional American—back to America.
STUFF OF DREAMS
Our March issue also revisits the
diversity theme, with an interview
spotlighting Yuri Akahira (see page 15),
the energetic head of Meltwater
Japan. If you think business can
be tough-going for young people
and women, imagine 26-year-old
Akahira leading pitch meetings for
a new brand with 10 prospective
clients—all of them male and nearing
retirement age.
Gender parity was a hot topic at
this year’s World Economic Forum
Annual Meeting in Davos, Switzerland.
The group’s recent report, referenced
in our lead story (see page 8), reveals
the finding that it may take another
118 years for women’s salaries to be the
same as those of men. Anyone have a
hammer for that pesky glass ceiling?

Also at Davos, Pierre Nanterme,
CEO of Accenture, had this to say:
“Digital is the main reason just over half
of the companies on the Fortune 500
have disappeared since the year 2000.”
Japan, with its lingering attachment
to fax machines and oversized daily
newspapers, has not exactly been at the
forefront of the digital revolution in
business. However, as our feature shows
(see page 18), Japanese companies are
finally realizing the potential of social
media and the importance of integrated
marketing strategies.
Media and marketing are in focus
this month, with “Seeing Is Believing”
positioning Japanese companies as
leaders in the virtual reality (VR) boom.
If you thought VR headsets were just for
gamers, think again.
With wide-ranging applications
from test drives to building tours, 2016
could indeed be the year when VR goes
from virtual to reality. Back home in
the United States, it is not unheard of
to buy a home, sight unseen, using VR
technology; for me, this is still the stuff
of futuristic dreams! n
A flagship publication of the American
Chamber of Commerce in Japan (ACCJ),
The Journal (formerly the ACCJ Journal) is a
business magazine with a 53-year history.
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NOW TRENDING ON THE WEB

Women
Managers: 7 is

the New 30
Progress on workplace gender equality in Japan
By John Amari
Graphics from Global Gender Gap Report 2015

In December, the government of Prime Minister Shinzo Abe

to gain by boosting female employment,” she
wrote in May 2014.
abandoned its widely touted ambition to have women in
An increasing number of women who have
30 percent of the nation’s managerial positions by 2020.
been out of work for several years, often due to
childrearing, are now seeking a return to the
workplace. For such women, some of whom
Given the excitement generated in 2014 by Kathy Matsui
have not been working for five, 10, or even 20 years, the
of Goldman Sachs Japan when she wrote one of the seminal
road back to the world of work can seem rocky, if not a
works on women’s empowerment—“Womenomics 4.0:
dead end.
Time to Walk the Talk”—one might well wonder what has
The ANA InterContinental Tokyo has set up a program
happened to the verve it once created.
precisely aimed at these women returners. With the 2020
Has Japan developed cold feet on Womenomics? The
Olympic and Paralympic Games looming, demand is
government’s U-turn would suggest so. It now has a goal of
growing in Tokyo’s hospitality industry, particularly for
an “ambitious” 7 percent target for women in ministerial
staff who speak English, and who possess cross-cultural
leadership roles by 2021. The target for private companies
awareness and a degree of life experience.
is 15 percent (up from the current
In a pilot project that began nearly
9.2 percent).
one year ago, five Japanese women in
[The report] . . . ranks
Further, the World Economic
their 50s, all of whom had been out
Forum’s Global Gender Gap Report
of work for a number of years while
Japan as 101 out of
2015—which ranks countries
childrearing, were successfully recruited
145 world economies.
“according to how well they are
into the company.
leveraging their female talent
“It was a bit of an unknown territory,”
pool based on economic, educational, health-based and
says Markus Platzer, area general manager, in speaking of
political indicators”—ranks Japan as 101 out of 145 world
the project. “Both sides didn’t know what to expect. Our
economies. By contrast, Iceland was first, France 15th, the
colleagues didn’t know if the new people’s expectations of
United Kingdom 18th, and the United States 28th.
the hospitality industry would be different from, or the
What both the report and the government’s revisions
same as, theirs.”
point to are challenges facing the
government and private sector in
ANA InterContinental Tokyo Area General Manager Markus Platzer with two members
Japan—as also in many other countries—
of the hotel’s successful pilot project: Toyuko Sugai (left) and Mari Sekiguchi.
when it comes to realizing workplace
diversity. But with those challenges come
opportunities that some in the private
and public sectors are seizing.
WOMEN RETURNERS
A motivating factor behind
Matsui’s paper was Japan’s changing
demographics. “With Japan’s population
set to shrink by 30 percent and the
elderly population expected to reach
40 percent by 2060, Japan has much

8
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Overall, the project has been a tremendous success,
Platzer adds. Bold leadership, risk taking, and out-ofthe-box thinking were the characteristics needed for
this trailblazing project, says Cynthia Usui, senior sales
manager at the hotel. Usui herself returned to work after
17 years of childrearing.
Still, Platzer and Usui admit the initiative has not
been all smooth sailing. “I have to stress that it was not
an easy decision to make this happen. From the very
beginning, we faced some reluctance to this project, and
not everyone was immediately on board,” Usui points out.
Platzer agrees.
Platzer and Usui credit the hotel’s culture, which has
had diversity as a core feature for generations, for some of
the pilot project’s success. But corporate culture alone has
not been enough to ensure success.
Structure, patience, and hard work are needed to
convince all stakeholders this is the right path, Platzer
says. And ultimately, the project has to make business
sense: “We gain highly motivated employees, and the
women receive a salary like everyone else,” Platzer adds.

Where Are All the Educated Women in the G20?
Education
Gender Gap

LEAD STORY

Mariko Fukui speaks as a panelist at an event held by UN Women, Egypt office,
in February 2016.

BREAKING THE SPELL
Makiko Fukui is impressed by ANA InterContinental
Tokyo’s project. “It is very encouraging that a private
company is trying to do this program,” she tells
The Journal.
Fukui is president of Harmony Residence Inc., a
niche recruitment company catering to manageriallevel women and single mothers.
Born in Japan, Fukui lived in the United States
from the age of three to eight. When she returned
for elementary school in Japan, she was given an
assignment, and one of the questions was, “What
do you want to be when you grow up?” Her reply: a
mother—like her own mother—and a doctor.
To the young girl’s surprise, most of her Japanese relatives
countered: “Makiko, in Japan, this is impossible. You have to
choose one or the other.”

Labor Force Participation
Gender Gap

Gender Gap Index
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Equality 1.00
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“People can choose the hours
that they work between 7am and
10pm,” Hill explains. “If they finish
their work, they can leave at 3pm
or 4pm.” Shop Japan staff can also
work from home.
“The key to diversity is not to
treat everyone the same. The key to
diversity is to create an environment
Oak Lawn Marketing CEO Harry Hill with staff, some of whom are mothers, at the Shop Japan office in Tokyo
where different people can succeed,”
Hill adds.
A woman who has to pick
“I lost motivation to
up her children from school
”The key to diversity is to
study,” Fukui says. “I found
and therefore leave the office at
create an environment where
no meaning in going
4pm or 5pm—but who is willing
to college.”
different people can succeed.” to contribute 60 percent of her
Fast forward to 2007
time, talent, and effort to her
when Fukui, now a mother
employer—should be able to find
herself, came face to face with her daughter’s homework
a place in the company, Hill explains.
“And, why should we try to fit everybody into the same
assignment—which harked back to her own elementary
hole, rather than just saying, ‘Let’s give people options,
school experience, including the question about
and manage their performance and not their time, while
future aspirations.
giving them clear goals?’ [If we can do that], all of a
“She wrote the same kind of answer as I had written,”
sudden we find that mothers stay in the workplace.”
Fukui says. “And when I read that, my heart broke,
Since 2006, Shop Japan has not had a mother go on
because I knew she would face the same kind of
maternity leave and not come back to work, even if some
challenges, again and again, as I did,” she explains.
returning women came back into different roles.
Determined not to let the same fate befall her
In addition to implementing a transparent
daughter, Fukui decided to change the status quo, and
performance-based compensation system, with bonuses
founded Harmony Residence. She believes the women
tied to company and individual performance, Shop
she helps, particularly single moms, are role models for
Japan is committed to providing “purpose, opportunity,
the next generation.
and challenge for employees.” The results speak for
Like the women in the ANA InterContinental Tokyo
themselves.
project, Fukui also struggled to re-enter the workforce
“I compared productivity in the first part of the year in
in Japan, especially after stints living abroad due to her
2006 versus 2015, and we went from sales of ¥48 million
husband’s job. Trailing spouses, who are usually women,
per person in 2006 to ¥75 million in 2015, and from
often cannot secure jobs as regular employees in Japanese
companies after coming home. Other Japan residents
face the same challenge when changing careers or
returning to the workplace from childrearing, she adds.
Shop Japan offers a flexible, open work environment.
DIVERSITY PAYS
When Harry Hill examined Shop Japan’s upper
management in 2006, he realized they were all men,
while almost 65 percent of the infomercial brand’s
customers were women. Hill is president and CEO of
Oak Lawn Marketing, which operates Shop Japan.
“For us it was basically, how do we grow and how do
we get good people? If we just had the same way of doing
business as many other established companies in Japan,
then they would always be the first-choice employer.” To
stand out from the competition, Shop Japan decided to
embrace diversity.
Productivity, transparency, and trust have become
signature traits of the company, Hill says. Shop Japan
staff have options for how, where, and how long
they work.
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200 employees to 500,” Hill says.
As for overtime, that has decreased
significantly.
“We also went from 40 percent
women to 50 percent women
employees,” Hill adds. Further,
28 percent of managers are now
women. In 2006, the figure was
about 3.4 percent.
As with Fukui, Hill believes
Japan’s diversity challenges can be
overcome by enabling women role
models, in his case by hiring and
placing them in the managerial
pipeline. He expects that in 10 years,
more than 50 percent of managers at
Shop Japan will be women.

The number of companies using
ESG data increased 76 percent
year on year in 2014, according
to one Bloomberg impact report
published the same year.
“At this moment, it is not
enough to provide just the price [of
assets]. Fund managers need a lot
of data and analytical tools so they
can provide [information] to their
clients,” Ishibashi says.
He points to data showing
that companies with high
Katsunobu Kato, minister for promoting
women’s participation have better
dynamic engagement of all citizens and
performing stock than those where
minister in charge of women’s empowerment,
speaks at a Bloomberg event in February.
women’s participation is low.
Bloomberg analyzed stock
performance data (from 2010 to
[Hill] expects that in
BY THE NUMBERS
2015) of companies with high
While ANA InterContinental Tokyo,
participation of women at board
10 years, more than
Shop Japan, and Harmony Residence
and managerial levels. It compared
50 percent of managers
are setting good examples, one is
the results with the Tokyo Price
nevertheless left wondering whether
Index of companies listed in the
at Shop Japan
businesses as a whole are taking
first section of the Tokyo Stock
will be women.
the diversity challenge seriously.
Exchange (TSE).
At least in the finance sector, the
While the TSE first section
answer is yes, says Japan Representative for Bloomberg L.P.
companies showed a 90 percent cumulative return in their
Kunihiro Ishibashi.
stock market performance, they were outpaced nearly
Among investors in general, Ishibashi says there is an
50 percent by companies with a diverse managerial and
increasing desire for data on environmental, social, and
boardroom culture.
governance (ESG) measurements within a target company,
Ishibashi highlights that until very recently, the finance
which Bloomberg provides.
industry did not take ESG metrics seriously. “But now,
Such investors rely on ESG matrices, which measure
everyone is focused on [ESG programs and measures].
risks and opportunities—including the level of diversity
When we have an event on ESG, a lot of people sign up
within a company—available across a range of potential
and attend. They want to know what is going on.”
investments. They examine this data when deciding which
Bloomberg has been able to compile large data sets on
companies to invest in for their portfolios.
companies—some 10,000 of them globally—and their
Indeed, ESG analytical tools, the hallmark of the
ESG profiles, according to Ishibashi. He explains that
Bloomberg brand, have asset and fund managers looking
over 700 ESG indicators are used to gauge most of the
to the company to provide insight for their next bet.
companies in the first section of the TSE, and include such
elements as the ratio of female
managers and directors.
Japan still has a long way to
go before reaching the level
of diversity attained in other
Organisation for Economic
Co-operation and Development
member countries. Yet there are
definite signs that the country
is not sitting still on the road to
gender equity. n

Panel members at ”Japan Vision 2020∙
Making Gender Equality a Reality,” held in
Tokyo on February 12. From left: Carolyn
Gaskins, Bloomberg; Haruno Yoshida, BT
Japan; Kunihiro Ishibashi, Bloomberg;
Angelina Kwan, The Women’s Foundation.
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DIVERSITY

Trailblazer

TEAM
BUILDER
and

Yuri Akahira believes in working smart
and celebrating every win
By Brandi Goode

Yuri Akahira knows how important it is to be confident and believe in
your work. As a 26-year-old facing a room full of graying bucho, and
working in Japan for the first time, she directed pitch meetings for her
company’s Japan opening in 2008. Now that’s intimidating.
“You’ve got to be ambitious, and be
an achiever. Sure, it’s nerve-wracking
to call on a 60-year-old director and
sell to them. Building a relationship is
so important; I still keep in touch with
my older clients from those early days,”
she says.
A self-described trailblazer, in 2008
Akahira established Meltwater Japan,
which provides business information,
with three international colleagues.
Since 2011, she has served as
managing director of the company’s
Tokyo office. As the only Japanese
speaker on the team at the time, in
addition to closing deals with new
clients she was also charged with
localizing all company materials. This
proved a mammoth task for someone
who had never attempted that type
of work.
“Looking back, we probably should
have hired someone professional to do
translations. I had to translate, create
materials, even adapt our processes. No
one could give me feedback, so that was
tough,” Akahira reflects.
Together with her manager, they
strategized how best to adapt the global
Meltwater sales methodology to the
Japanese market. Akahira disagrees
with the notion that international

brands entering Japan must start their
operations from scratch, to successfully
reach what some see as a difficult
market. It’s important to maintain and
adapt the company culture wherever
you go, she argues, whether in Japan or
sub-Saharan Africa, for that matter.
“The key is finding the right people,
which is the most challenging part of
the process,” she believes.

in Shibuya, an area the start-up team
chose because of its youthful image and
reputation as a high-tech hub.
Now, they own a larger space
in Ebisu, but the ping-pong table,
dartboard, and Wii moved right along
with them. On the day Akahira spoke
to The Journal, techno music was
pulsating throughout the open office,
even before 9am.
Celebrations, even mini-cheers, are
daily occurrences. When someone
makes a sale, they ring the bell, and
others celebrate with them. “Small
celebrations are so important,
constantly, to motivate people,”
Akahira says.
Such examples of light-hearted
team building are often missing from
Japanese work environments, she
believes. When asked about other
differences between traditional
Japanese and Western offices, she
points to the lack of key performance
indicators (KPIs) and associated
consequences in many Japanese firms.

PING PONG, DARTS,
AND TECHNO
Akahira attends numerous career
forums and hires only bilingual
candidates through the company’s
lengthy recruiting process, which
comprises at least four stages.
“Sometimes we go to forums and hire
no one,” she emphasizes.
The Meltwater Japan office
staff mostly is made up of
“Working for women is and
Japanese who have been raised
always has been my passion.”
or have studied abroad. Akahira
grew up in Tokyo and did not
attend an international high
school, which was rare in the company
We have clear KPIs based on specific
at its inception. The average employee
numbers. You must achieve, and then
was 26 years old when she initially
you get rewarded. It’s that simple.”
joined, and is now about 28. Fun is an
Formal, weekly feedback sessions
ingrained part of the culture. Meltwater
and even spontaneous daily feedback
recently moved from its long-time digs
help her team achieve their targets.
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ability; rather, it’s something you need
to work to develop,” Akahira says.
She never ended up going for that
Masters degree, as her new privatesector career rapidly took flight. Does
she regret that decision?
“We have several team members
with their MBA in this office, and they
say that the practical experience they
gain from working at Meltwater can be
comparable to having an MBA. I still
haven’t given up on the idea of getting
my Masters someday, but business
learning and on-the-job training are
invaluable, especially for what we do,”
she replies.
Akahira also extols the value of
curiosity. “I ask a lot of questions;
some people may feel a bit annoyed by
this!” she laughs.
WOMEN AT WORK
Her passion for and devotion to
women’s issues is something she
has carried over into her current
role. When asked her thoughts on
Womenomics and the Japanese
government’s efforts on this front, she is
cautiously optimistic.
“I think [Prime Minister Shinzo]
Abe . . . is doing much better than
previous prime ministers, especially
when you consider the activities of his
wife [in support of women’s issues].
But, there is still so much room for
improvement. The lack of support for
women with children is a huge issue,”
Akahira says.

DIVERSITY

PUBLIC VS PRIVATE
Akahira has not always been a
business shark. After obtaining a double
major in sociology and international
development from the University
of Oregon, she spent three years as
a social worker at a women’s social
service agency. There she managed
cases involving violence against women,
and supported homeless women in the
Washington, D.C. area—which has one
of the highest proportions of homeless
women in all the United States.
“Working for women is and
always has been my passion, so I was
incredibly lucky to have landed a job
as a social worker for women as my
first job out of college,” she says. After
three years, she felt compelled to seek
experience in the private sector as well,
before going back to school for her
Masters degree.
Shortly after interviewing with
Meltwater in Boston and New York,
she was on her way to Singapore to
work as a sales consultant. Just two
months into her one-year stint in the
country, she closed the company’s first
big Japanese client, H.I.S. Travel.
She will always credit her publicsector experience with helping her
become a better communicator and
coach, however.
“I can put myself at different levels
to communicate with anyone, from
ambassadors to C-level executives
(who we work with every day), to
homeless women. This is not an innate

“Plus, when you go back to the
office after maternity leave, people
still judge you [for leaving on time to
pick up the kids, for example].
“Unlike Japan, Singapore is pretty
good in terms of government and
private-sector support for working
women,” she adds.
For parents, be they men or
women, to feel comfortable
returning to the office, a sense
of work–life balance is essential.
Akahira firmly believes everyone
should be able to leave the office at
their designated finish time, if they
were truly focused during working
hours. She tries to leave by 7pm
every day to set an example for
her team.
“People need to work smart and
efficiently. We need to teach that.
I try not to open my laptop on
Saturdays or check emails at night
unless it’s urgent,” she insists.
When not inspiring, coaching,
or celebrating with her team at
Meltwater, Akahira makes time for
networking and participating in
community groups in support of
diversity. She has mentored a young
woman through the Tomodachi
MetLife Women’s Leadership
Program, and attends women-focused
events hosted by the U.S. Japan
Council, Nikkei, and FEW.
“I try to do as much as I can
to help young women succeed.
It inspires me.” n

When someone makes a sale,
they ring the bell, and others
celebrate with them.
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From a distance, Japan appears to be a
slow-moving, homogenous market, largely
impervious to change. But don’t tell the locals.
“Back in the mid-1990s, a well-known brand of hair
coloring sent their people to Tokyo to investigate the
local market. After much research, they concluded
there’s no market here for their product because the
only reason Japanese women would dye their hair
was to cover up gray,” says Koichi Hama of Koichi
Hama & Company.
“That was true at the time, but two years later it was
hard to spot a young Japanese woman with natural
black hair. The lesson—this is a fast-changing market.”
Japan got its groove back in 2015, as evidenced
by the flood of foreign visitors and the nation’s top
ranking in a global poll of leading nation brands.
Marketing experts surveyed by The Journal expect
plenty more changes ahead in 2016, capitalizing
on the fast adaptation of new technology in Asia’s
second-biggest economy.

VIRTUAL REALITY
The Year of the Monkey
could be the year virtual
reality (VR) goes from
the realm of science
fiction to becoming
a multi-billion dollar
industry, according
to experts.
Japanese companies
are moving relatively fast to
get ahead of the competition,
with leading game developers
Gumi and Gree already
having invested an estimated
$1 billion in VR, along with
new products by headset maker
Fove and Sony Corp. Add to
that a $50 million fund, for VR
developers, recently launched
by entertainment and app
developer Colopol, and the
future looks bright.

MARKET TRENDS:

Seeing Is

BELIEVING
By Anthony Fensom
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ANA launched a Star Wars campaign to raise brand awareness in the US.

MEDIA

It has been estimated that the size of the new VR market
will be anywhere from $30 billion to $150 billion by 2020.
With newspapers like the New York Times jumping onboard
by recently distributing more than one million Google
Cardboard VR viewers to subscribers, it cannot be long
before Japan’s media giants start paying more attention.
“Virtual reality has been around for a while, but this
is the first year where consumers can really access it,”
says Rod Findley, C2K Communications’ executive
creative director.
Findley points to the upcoming release of new headset
technology including the Occulus Rift and HTC Vive,
as well as the increased market penetration of Google
Cardboard and the pending launch of Sony’s PlayStation
VR (previously codenamed Project Morpheus).
According to media reports, Facebook CEO Mark
Zuckerberg said on February 21, at an event hosted
by partner firm Samsung Electronics: “VR is the next
platform, where anyone can create and experience anything
they want. For right now, it’s mostly used for gaming. That’s
quickly evolving.” He said VR could provide, for example,
a virtual campfire for friends' spontaneous meetings.
“That’s why Facebook is investing so much in VR, so we
can deliver these new social experiences. VR is going to
be the next social platform. And that’s why we’re working
with Samsung.”
For marketers, VR provides opportunities to reach potential
customers with a diverse range of experiences, from holiday
trips and test-drives to education and recruitment.
“We created an experience for a motor show with a
car and a crash test dummy for the ‘Toyota Safety Sense.’
This has features, for example, where the car senses a
pedestrian walking across the road and puts the brakes on
for you. Users were ushered into the passenger seat, given
an Occulus headset, and when it was activated, instead
of being at the show they were suddenly on a street,”
Findley says.
“What’s interesting is that you’re in this world and you
feel the brakes being put on, your body braces itself for the
car slowing and it becomes a very visceral experience.”
The Japanese automaker also used VR for the launch
of the Lexus NX. In this case, customers were given the
chance to configure the car to their own needs and take it
for a test drive without leaving the showroom.
Findley also highlights tourism campaigns by Marriott
Hotels and Destination British Colombia as successful
VR case studies for marketers. Other industries ripe

for VR include real estate, with virtual building tours;
professional sports, for groups such as the National
Basketball Association; education and training; and the
music business, by streaming live concerts worldwide.
Online retailers such as Rakuten might consider creating a
virtual store.
“You could just put on your headset and go to the store,
as opposed to clicking through it … if your measurements
were in the app already, you could try on clothes virtually
without leaving your home,” he says.
For Japan, the organizer of the Tokyo Olympic and
Paralympic Games could look at providing a VR experience
for the millions of sports fans unable to attend the
2020 Games. Alternatively, the Japan National Tourism
Organization might use the technology to take potential
visitors on a virtual tour, as already undertaken by regional
competitors including China and Australia.
Another trend is the re-emergence of augmented reality
(AR), which Findley says could get a jumpstart on the back
of efforts by Microsoft, along with the growth of wearable
technology such as clothing and watches.
Japan should be in pole position to drive VR, given its
rapid acceptance of new technologies and its large gaming
industry, Findley says.
DATA POWER
The PARO interactive
From department store
robot was developed
greeters like Toshiba’s
in Japan in 2003.
kimono-clad “Aiko
Chihira” to Mitsubishi
Tokyo UFJ bank’s robot
assistant and the PARO
baby seal robot, Japan has
already given marketers
plenty of shiny new toys.
Robots have
even featured on planes, with
marketers pointing to the Star Wars
campaign by All Nippon Airways
Co. (ANA) as one of the nation’s
best recent examples of integrated
marketing communications.
ANA planes serving North America were decked out in
movie characters such as the R2-D2 robot, forming part
of a campaign that extended to cosplay contests involving
passengers wearing Star Wars costumes.
“[Star Wars] inspires whether one is old or young, or
man or woman,” ANA’s Hideki Kunugi recently told the
Kyodo news service. “We are hoping a tie-up with Star Wars
will play a major role in letting people in North America
know about us.”
A larger trend hitting the marketing world is the use of
big data to help marketers personalize their approach, as
well as identify which content, channel, or platform works
best as part of an integrated strategy.
Ruth Stevens, president of eMarketing Strategy
and author of B2B Data-Driven Marketing: Sources,
Uses, Results, highlights the efforts of the US division
of Japan’s machine tool maker Makino Milling Machine Co.
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EURO MERICAN

Suits from $395 (¥47,000)
Tuxedos from $595 (¥71,000)
Overcoats from $650 (¥78,000)
Blazers from $275 (¥33,000)
Trousers from $135 (¥16,000)
Ladies’ Suits from $395 (¥47,000)
Shirts from $69 (¥8,300) – minimum four shirts
Other superfine quality suits from $550 (¥66,000) to $2,600 (¥310,000)
All prices in USD (excluding shipping); delivery within two weeks

MEDIA

“About 10 years ago, Makino America realized that
tastes and culture. This included replacing Japanese
they needed to get much more targeted with their
actress Norika Fujiwara with English soccer star David
marketing to machine tools buyers, because they are the
Beckham, introducing a new pricing plan “by stealth” and
top-of-the-line premium supplier, and not all tool buyers
importing “outdated and clunky” handsets straight from
are realistic prospects,” she says.
Europe, Walloscheck contends.
“So, moving away from trade shows and trade
In contrast, she suggests applying the “less is more”
advertising, they built a marketing database and
principle in consumer and financial products, as Japan is
developed a library of content assets, with a focus
generally seen as a risk-averse culture. Successes in this
on educational webinars, which are distributed by
area include insurance giant Aflac, the Starbucks café
social media, email, and their own website. The
chain, and Swedish furniture maker Ikea, which recently
result? Sustained revenue growth, and a continuous
re-entered Japan “with a bang” after earlier attempts failed.
improvement in marketing expense-to-revenue ratios.”
“The [IKEA] re-entry strategy started off with a fiveDaniel Fath of Tokyo-based
year preparation period, including
Ashton Consulting says Japanese
visits to more than 100 Japanese
Japanese companies
companies have finally started
residences, making note of their home
embracing social media, as well as
lifestyles,” she says.
have finally started
taking strategic communications
“Ikea started off its re-entry
embracing social media [into Japan] with 15 box structures
“far more seriously.”
“Some of our largest Japanese
mimicking typical Japanese rooms
clients have never had an
displayed along the trendy gingko
integrated global comms structure, but now they are
tree-lined Aoyama-dori [in Tokyo]. If making such an
resourcing teams and building infrastructure to manage
entrance wasn’t enough, the Japanese were further wowed
reputational issues globally. And it’s not only about being
by the opening of the actual store: a five-story, 3,716m2
able to handle a crisis—they need to compete as equals
store boasting 70 mini-showrooms.”
with their peers in the international marketplace of
Ikea has since grown its Japan chain to eight stores,
ideas,” he says.
with plans to build new outlets in Kumamoto City in
The Carter Group’s Susanne Walloscheck says Japanese
Kumamoto Prefecture, and Nagakute in Aichi Prefecture
companies are also employing Western marketing and
in fiscal 2016. This will be part of its continued growth in
market research techniques, partly due to the growing
Japan and Asia.
segmentation of society.
But for those proverbial hair-coloring sellers entering
For foreign firms attempting to enter Japan, failures by
Japan, prepare for more changes ahead, Hama says.
some of the world’s biggest brands including eBay, Ford,
“The transformations that have roiled the advertising
and Vodafone should highlight the need to adapt to local
industry in the West will start to affect the Japanese
conditions, or pay the price.
advertising industry as the older demographic dies or
For Vodafone, its decision to re-brand and recycle
retires from ad-buying positions. The next generation is
its European marketing strategies appears to have
not so tied to traditional media,” he says.
alienated its customer base, failed to build trust with
As Japan marketers might acknowledge, the future has
its new market, and been insensitive to Japanese
already arrived—it’s just not evenly distributed. n

IKEA Business Country Manager Alan McKenzie; the furniture maker staged a successful
re-entry into Japan with a 3,716m2 store boasting 70 mini-showrooms.
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DEEP
POCKETS

Japanese apparel makers find
lucrative niches abroad

By Martin Foster

Over the years, Japanese manufacturers have become experts

Osaki and his staff were responsible for a
number of notable firsts in Japanese denim.
at carving out niche markets for their products overseas.
Big John was first to produce jeans in Japan
Most manufacturers have achieved results through hard work,
in 1965. They followed this up with their first
original product in 1967, and began exporting
combined with attention to detail and pricing that gives them
denim to the United States in 1980.
a competitive edge.
The firm’s flagship model is “Big John Rare,”
and Nakamura highlights how it includes an
extra lining in the back pocket, to prevent
“Successful Japanese companies in the US market manage
bursting. The fly buttons include leather backing on the
to present relatively low cost with high quality and durability,”
inside of the button hole to prevent wear and tear, and a
says Tim Clark, a US-based teacher of entrepreneurship and
leather washer is also included behind the rivets, which in
a former business professor at the University of Tsukuba.
turn are flush to the fabric to prevent them from snagging.
“In terms of quality, and quality control, many Japanese
At Seattle’s Blue Owl Workshop, a lifestyle store
companies have really knocked it out of the park,” he adds.
specializing in denim, higher-end Big John jeans sell for
Denim jeans are a quintessential piece of Americana.
about $285, slightly more expensive than available US
Big John, established in Okayama
brands, according to David Cannon,
Prefecture in 1940, has taken this
operations manager. Customers are
culturally powerful working man’s
prepared to pay more for the fabrics,
garb, first developed by Jacob Davis
sewing quality, and construction
and Levi Strauss, and recrafted it
details, he says.
into a must-have item for apparel
“The construction and details
connoisseurs.
are consistently top of the line,”
The name of the brand’s founder,
Cannon adds.
Kotaro Osaki, can be roughly
translated to “little John,” but Osaki
INNERWEAR FOR ALL
clearly did not want to be small, in
For intimate-apparel maker Wacoal
any sense of the word. So, he adopted
Corporation, success in the United
the name Big John for his company,
States came on the back of inspired
according to Nobutaka Nakamura, area
leadership and significant investment.
manager for Big John in Tokyo.
Big John was first to make jeans in Japan.
Company founder Koichi
Tsukamoto was one of a small
number of Japanese survivors from
Made in Japan, high-end Big John jeans can retail for about $285 in the US.
the Battle of Imphal in 1944, when the Japanese army
attempted—but failed—to invade India.
Tsukamoto returned to Japan believing he was lucky
to have survived, and that his life was intended for a
greater purpose, according to Keiji Komatsubara, investor
relations and public relations office manager at Wacoal
Holdings Corp.
Tsukamoto set up Wacoal in 1949 under a 50-year plan
to introduce western innerwear to Japan. His goal was to
take on global markets in 10-year phases, culminating in
the establishment of a “global Wacoal,” by the end of the
20th century.

22

THE JOURNAL

n

MARCH 2016

RETAIL

Motoi Oyama, president and CEO of ASICS Corporation

Realizing that plan saw the company invest almost
$70 million in Puerto Rican factories and swanky Manhattan
offices, while being hit with cumulative losses of $50 million
for the 10-year period from 1985 as it struggled to identify a
market for its goods. But it was Tsukamoto’s vision that kept
the company going.
“He said that he was prepared to see Japanese operations
go under to achieve success in the US,” Komatsubara said.
“That was pretty radical for a Japanese company!”
Wacoal started to turn the corner when it targeted the
$20–$45 mid-level price range for brassieres, and took off in
the 1990s when the company collaborated with US fashion
designer Donna Karan, in a venture that has now ceased.
“Wacoal brought American fitting, European elegance,
and Japanese technology to a market where innerwear
did not go beyond the simple and practical, fitting had
not previously existed, and quality was uncertain,"
Komatsubara said.
The hard work paid off, and Wacoal was awarded the
Nordstrom Partners in Excellence Award in 1992, and in
2005 claimed the top share in US department store sales
for innerwear.
ASICS: TREND SETTER, NOT FOLLOWER
ASICS Corporation helped fire a running-shoe boom that
most consumers mistakenly assume is American in origin.
Kihachiro Onitsuka founded Onitsuka Co., the
predecessor of ASICS, in Kobe in 1949.
Phil Knight, co-founder of Blue Ribbon Sports—which
later became Nike Inc.—was so inspired by Onitsuka Tiger
that he turned up in the office of Kihachiro Onitsuka in the
early 1960s, and negotiated a deal to distribute Tiger-brand
running shoes in the western United States.
A further entry into the US market came following the
1972 Munich Olympics, when ASICS wrestling shoes
won plaudits for their Goodyear stitched rubber soles that
prevented slippage
on the mat.
“Wrestling shoes
were in the spotlight,
and Bill Farrell
[coach of the US
Olympic wrestling

team] said he wanted to handle ASICS wrestling shoes
in the US,” Motoi Oyama, president and CEO of ASICS
Corporation relates.
It was clearly a fruitful relationship. ASICS has gone on to
control 80 percent—the top share—of the US wrestling shoe
market. Its products also rank either first or second in the
volleyball and tennis shoe markets, Oyama says.
Few people realize that ASICS is an acronym, taken from
the Latin anima sana in corpore sano, or “a sound mind in a
sound body.”
Oyama strives to produce an innovative product, but
also stresses the role played by the user in that process.
This means providing different shoes for different body
types. He points to the difficulty of merely shipping shoes
made for the Japanese market to other countries such as the
United States, highlighting the need for a separate marketing
team in each region.
According to NDP Analytics, ASICS had captured more
than 11 percent of the US market for running shoes over
the 12 months ending in September 2015, second only to
Nike. The value of that share was approximately $1 billion
in revenue for ASICS, but Oyama aims to double that by
the end of 2020, by capitalizing on the Tokyo Olympic and
Paralympic Games.
Long gone are the days when US consumers thought of
Japanese products as copycats or mere knock-offs of US
originals. In targeting the US market, the winning approach
for Japanese companies appears to be a commitment to
quality and pricing, combined with deep pockets. n

Wacoal shot to fame in the US in the 1990s.
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US brands find new le

ase on life in Japan

Photos and text by John Amari

For a glimpse of the latest fashion trends
in Tokyo, venture to the Harajuku
or Shimokitazawa shopping and
entertainment districts. Renowned for
narrow streets and off-the-beaten-track
appeal, it is little wonder that independent
live music venues, record stores, bars, and
restaurants have sprung up in these areas.
And so have fashion retailers, especially
secondhand clothes outlets.
Many of these shops specialize in famed
brands from European and American fashion
houses, such as Dr. Martens, Burberry,
and Levi’s.
Harajuku’s flirtation with all things foreign
arguably goes back to the post-war period, when
a housing complex—Washington Heights—that
accommodated members of the US Armed
Forces was located nearby.
In the Jingumae area of Harajuku stands
Caliente, a secondhand clothes retailer
established in 2000. The shop sells used and
A member of staff at Ocean BLVD, in Shimokitazawa
vintage items sourced from the West. Some
items are 100 years old.
Caliente has a special focus on polo and dress
FAR OUT AND FLASH
shirts—especially those by US and British brands such
When it comes to trendsetting, Shimokitazawa—an area
as Ralph Lauren and Burberry—which retail for about
referred to by the cool kids as “Shimokita”—arguably has the
¥6,000 ($53). New Ralph Lauren shirts retail for $90–125
greatest concentration of indie retail entrepreneurs in Tokyo.
in the United States.
Step Ahead stocks a wide selection of secondhand brands
Footwear brands including Dr. Martens and Red Wing
that have been sourced from the United States, such as Levi’s,
are also popular. Based in Red Wing, Minnesota, Red
Wrangler, North Face, and Champion, as well as non-brandWing’s hand-stitched boots were the brand of choice for
name items. The shop’s owner is known to make monthly
the US military in the early- to mid-20th century.
trips across the Pacific expressly for stock sourcing.
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Trademark’s owner sources clothing from flea markets
on the US West Coast.

retailers in the thrift shop business that
Kensho Nishimura, owner of the Stock
A side street in Shimokitazaka
and Ragla Magla shops in the area,
relocated there this year after closing
his businesses next to Tokyo Station.
“Shimokitazawa is the mecca of the
“I go to the US whenever
On the south side of
thrift shop business in Japan,” he says.
Shimokitazawa Station lies
According to Nishimura, church
I need to stock up”
Trademark, which has been in
bazaars on the West Coast of the US are
business for 10 years. Inspired
a good source for his wares.
by the most far-out trends of the 1970s and those that
“I go to the US whenever I need to stock up,” Nishimura
were flash in the ’80s, the store stocks secondhand
says. And while he makes a number of trips abroad, he always
and vintage apparel by Levi’s, Coach, and J-Crew, to
keeps an eye on the dollar–yen exchange rate to ensure the
name a few.
best return on his investment.
Sourced via seasonal trips to the United States,
Trademark carries a wide range of apparel. Speaking to
SECONDHAND FUN
The Journal, co-founder Masaki Haruyama says, “I get
Perhaps the king of used clothes retailers in Japan is
secondhand items from the West Coast of America,
DonDonDown on Wednesday. Founded in 1991, the shop
from Los Angeles to Seattle and Washington.”
retails both Japanese and non-Japanese fashion brands,
According to Haruyama, a good source for the
including some from the United States. Based on the concept
required items is flea markets such as those that
of omoshiroi furugiten (interesting second-hand clothes store),
spring up every second Sunday next to the Rose
the company is intent on injecting a little fun and excitement
Bowl Stadium in Pasadena, California. In addition,
into the used clothes shopping experience.
he relies on a network of US dealers who supply
It has a unique business model that has helped it expand its
used clothes and antique wares.
footprint across the world.
Also in Shimokitazawa,
Part of the company’s name—dondon—is a play on
Ocean BLVD similarly sources
words in Japanese; it is an onomatopoeic word suggesting a
items from Europe and the
continuous activity, as in this case an ongoing drop in price. In
A member of staff at
Stock, in Shimokitazawa
United States, but its president,
practice, an item in the shop drops 25 percent in price every
Miyata Hiroshi, is loath to
Wednesday for one month. If, for example, you spot a sweater
disclose the precise route that
for ¥4,000 on week one, on Wednesday of week two it would
apparel takes to its stores. Most
be ¥3,000. The drop in price will continue every Wednesday
items, a company spokesperson
until week four.
says, are sourced in Japan.
This retail model encourages customers to buy items in
The company, established
week one—when they are still “fresh,” as one does with fruit
in 2004, specializes in US
and vegetables in a market. Indeed, clothes at DonDonDown
military-style clothes for
on Wednesday are coded with labels carrying designs of 10
women, and stocks high-end
kinds of fruit and vegetables. A carrot label, for instance,
women’s clothing as well.
means the item is discounted.
Brands such as Burberry, Ives
Sourcing clothes by the kilo, the company buys used
Saint Laurent, Chanel, and
garments from customers in Tokyo, including stained items.
Levi’s are popular, according to
Items that it cannot sell are exported to some 20 countries
the spokesperson.
across Southeast Asia and Africa, according to a 2015 press
Such is the magnetic
release. There are 64 DonDonDown on Wednesday stores
power of Shimokitazawa for
across Japan, including one in Shimokitazawa. n
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China's Changing

TRAVEL TASTES

Prime Minister Shinzo Abe was in a good mood on the evening of
January 19. Sipping red wine at his official residence, he told his
dinner guests the news of the day: tourist arrivals to Japan had surged
47 percent in 2015 to a record 19.7 million. Driving the growth was a
107 percent jump in Chinese arrivals.
“We've got to expand hotel capacity
to bring in more visitors,” Abe said.
“There’s such a shortage of rooms that
even APA hotels are expensive,” he
said, referring to a nationwide chain
of no-frills business hotels.
Inbound tourism to Japan has
been a shining star in the otherwise
unspectacular Abenomics show. Last
year’s 5 million Chinese visitors spent
some ¥1.41 trillion in the country,
according to the Japan National
Tourism Organization (JNTO), as
a weaker yen and broader duty-free
exemptions opened wallets wide. Half
of Chinese visitors’ spending went
to shopping.
WHALE OF A TIME
Japanese department stores and other
retailers were crossing their fingers
that the jump in Chinese arrivals and
spending would continue through
the Lunar New Year holiday season,
despite the weakening yuan and
slowing Chinese economy. Indeed,

26

THE JOURNAL

n

MARCH 2016

“I’m not interested in shopping,”
she said. “I want to enjoy nature.
I didn’t know you could see
whales in Japan. I had to bring my
three friends.”
Wang Lili, a 31-year-old nursery
school teacher from the northeastern
city of Dalian, expressed similar
feelings ahead of her trip to the
Kyushu region. “I can’t wait to see
Mount Aso,” she said. “We don’t have
many volcanoes in China.” Trying the
famous wagyu beef of Miyazaki was
also high on her to-do list.
Social media is playing a key role
in shaping the shifting preferences of
Chinese travelers. “The mentality of
Shanghai tourists is becoming close
to that of seasoned travelers from

an official with China Travel Service
said holiday bookings to Japan were up
10–20 percent from the figures for last
year’s holiday.
But while shopping remains high
on the list of many Chinese travelers,
the word from recent Japan-bound
tourists is that “experiences,” not
baubles, are what they are after.
Overseas-bound holiday travelers this
year budgeted only around
3,000 yuan ($456) each
Experiences, not baubles, are
for shopping, according to
travel agent CYTS Tours
what [Chinese tourists] are after.
Guangdong Railway Co., Ltd.
“Watching a whale up close
Hong Kong and Taiwan,” said Kenji
is a once-in-a-lifetime opportunity,”
Haraguchi, chief of JNTO’s Shanghai
Wang Yuechu, a 24-year-old
office. Kenji Shimizu, senior director
elementary school teacher, said
for Northeast Asia strategy at the
excitedly as she left Shanghai for
Japan External Trade Organization,
southern Japan’s Okinawa Prefecture to
also sees change afoot: “Many of the
take a boat tour to look for humpback
future [Chinese] visitors to Japan will
whales. Her first visit to Japan, in 2014,
be second- or third-time repeaters.
was a whirlwind eight-day guided
They won’t be buying trunkloads of
tour of major cities with an emphasis
presents for relatives anymore.”
on shopping.

BAND-AIDS, NOT HANDBAGS
But the fever may soon break. The
weaker yuan is making electronics
and luxury goods bought abroad more
expensive for Chinese tourists. If they
do keep shopping, it will be less to
hunt for bargains than to find everyday
household goods that offer good quality.
Kobayashi Pharmaceutical’s MediShield Liquid Bandage is one such
product. Ever since it was touted as a
“must-buy” medical item on Chinese
social media, the bandage, which forms
a superthin transparent film to patch up
cuts, has flown off the shelves. Overall
sales in the nine months through
December were 112 percent higher
than a year before, which the company
attributes to Chinese demand.
For Chinese New Year, Kobayashi has
assigned staff to monitor real-time sales
and coordinate extra store deliveries.
In surveys, Kobayashi found that
60 percent of its Chinese customers use
the product at least once a week.
Despite all the money Chinese tourists
spend overseas, a recent survey by Hong
Kong-based brokerage CLSA found that
only 14 percent of respondents cited
shopping as the top factor affecting their

PARTNER CONTENT

South Korea is also keeping an
anxious eye on Chinese holiday arrivals.
Such tourists now make up 45 percent of
incoming visitors, totaling 5.98 million
arrivals last year. But the land of K-pop
and cosmetics suffered from an outbreak
of Middle East respiratory syndrome last
year, contributing to a 2.3 percent slip in
the number of Chinese visitors.
The typical Chinese tourist in South
Korea is under 35, female, and still
comes primarily to shop, according
to the Korea Institute for Industrial
Economics and Trade. KDB Daewoo
Securities says in a recent report that
Chinese tourists spend twice as much
on their South Korean sojourns than
they do in Southeast Asia.
Spending by Chinese travelers has
driven up sales of local cosmetics
makers such as LG Household & Health
Care and the AmorePacific Group.
Helping fuel that rise is the popularity
of South Korean TV shows and movies,
which has made the country’s cosmetics
and fashions attractive in China.
High-end department stores such as
Lotte, Shinsegae, and Hyundai are
among the major beneficiaries of the
shopping fever.

Chinese tourists’ spending in Japan
(in thousands of yen)

SOURCE: CLSA

Top 10 amusement parks in Asia by attendance
(in millions)

World
ranking Location/park

2013

2014

SOURCE: CLSA

choice of travel destination. Instead,
three-quarters cited safety.
Travel cost was the second-most
important factor, followed by “sights
and culture.”
“The shift in emphasis among Chinese
travelers is clear,” said CLSA’s analysts.
“These tourists are spending more on
experiences, accommodation, and
transport, and less on shopping.”
A clean environment is another
draw, according to James Roy, associate
principal at research company China
Market Research Group. “More people
are traveling to avoid air pollution,” he
said. “They want quick trips to avoid the
bad air, making Japan and South Korea
attractive destinations.”
For travelers seeking unique
experiences, Tokyo’s famed animal cafés
are a popular draw. In the Tsukishima
neighborhood, for example, one café lets
customers take photos with its collection
of 20 owls.
A must-visit destination for many
millennials is The Wizarding World of
Harry Potter, at Universal Studios Japan
in Osaka. A photo of a tourist waving a
magic wand while cradling a Butterbeer
is sure to garner lots of “likes” on
social media.

Then there’s snow country. Skiing,
snowboarding, and soaking in onsen
hot springs in wintertime mountain
retreats is another favorite of younger
Chinese travelers. Hoshino Resorts
Tomamu, a ski resort on the northern
island of Hokkaido, is expecting an
influx of Chinese tourists following its
purchase by the Chinese conglomerate
Fosun Group.
Ocean cruises (see page 28) are a
relatively new channel bringing Chinese
visitors to South Korea and Japan.
Chinese now account for nearly 90
percent of cruise arrivals in South Korea,
with most landing at the port of Incheon
or the resort island of Jeju.
Competition over the much-coveted
Chinese tourist is only intensifying.
European cities are trying to lure visitors
with whiskey tours, golfing holidays, and
fashion shows. As for which formula will
prove more successful in tapping China's
travel revolution, perhaps that is a
question to mull over a Butterbeer. n
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Diet Dailies
The new system will involve
the use of debit cards that
enable customers at retail
outlets to have the cost of their
purchases withdrawn at the
time of purchase from their
account at a bank or other
institution. At the cash register
in a supermarket, for example,
a customer will not only be
able to purchase goods, but
by entering a PIN number be
able to arrange to receive an
infusion of cash. At the time of
the transactions, the remaining
bank balance will be indicated.
Any service charges for the
transaction will be borne by
the retailer.
In addition to cash-register
FINANCIAL SERVICES AGENCY
transactions, the FSA envisages use
of mobile terminals by parcel delivery
WILL DEBIT CARDS AT LAST
companies or in taxis, allowing account
REPLACE ATMS?
holders to withdraw cash from their
accounts either at their own home or
while in a vehicle—a move further
The likelihood is emerging that within
expected to support the elderly.
this year, cash registers at retail stores
A bureaucrat at the agency was
or parcel delivery agents will be able to
quoted as saying that, while his agency
dispense cash to customers, obviating
is inclined to support the change in
the need for in-store ATM terminals,
2016, “There are still many issues that
according to the Financial Services
must be clarified concerning what
Agency (FSA).
rules will be needed. We will listen to
the practical opinions
of people from various
In Japan . . . credit card transactions
sectors.” For example,
only account for about 14 to 15 percent unlike ATMs, the amount
of cash that can be placed
of consumer spending.
in a cash register, or how
much a delivery driver
The deregulation, enabled through
can carry, are limited. So the maximum
fusing of financing and information
amount per withdrawal is likely to be
technology—fintech—is seen as a
relatively small.
boon to rural and suburban parts of
Moves are already underway to
the country, where there are far fewer
respond to the proposed deregulation,
ATMs than in cities. It will also provide
with Mizuho Bank said to be readying
added convenience for elderly people
new services to launch in its 2017
unable to move far from their place
business year. The company is pushing a
of residence.
new type of cash card—named J-debit.
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Japan policy updates translated
from Keizaikai magazine

Optimism over the convenience
afforded by debit cards may be
misplaced, however. In Japan’s cashbased economy, credit card transactions
at present only account for about 14
to 15 percent of individual consumer
spending. Debit cards account for less
than 1 percent of purchases. While
stores accepting the cards may hope for
a modest upsurge in business, they are
also concerned about disadvantages in
the new system, such as adding to the
workload of store employees, as well
as the additional security measures
needed to cope with heightened risks.
As such, analysts appear skeptical
that substantial change will take root
anytime soon.
MINISTRY OF LAND,
INFRASTRUCTURE,
TRANSPORTATION AND
TOURISM

BOOST TO SEAPORT FUNDING
EYED TO LURE CRUISE SHIPS
As part of efforts to promote tourism,
the Ministry of Land, Infrastructure,
Transportation and Tourism (MLIT) is
reportedly proceeding with legislation
to be proposed in the current session of
the National Diet. The new laws would
provide funding to the private sector
for expanding terminals for passenger
ships. By harnessing the private sector’s
knowhow to produce and operate such
facilities, the bill aims to attract more
visits by cruise ships to Japan.
While the present law also provides
for interest-free loans from the national
government to private operators
of seaports, new provisions will be
added to fund the setup of better
immigration functions. The private
companies on the receiving end of
funding are also expected to recruit

with a capacity of 4,000 passengers
brings economic benefits of roughly
¥140 million. As more ships pay
visits to ports other than the two
largest urban concentrations in
Kanto and Kansai, it is anticipated
that revenue from such ships will
be distributed more evenly around
the nation. n

Last year Japan had more than 1 million cruise visitors.
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businesses to open in new retail and
funding other local projects. The
distribution areas of ports, such as
ministry, however, is confident that by
operators of duty-free shops. While
harnessing the capital and knowhow
such details as the maximum amount
of private enterprises, it will not
of the loans have yet to be ironed out,
only improve ports’ profitability,
the share of national government
but also make the destinations more
funds allocated to retail facilities varies
appealing to cruise ship passengers,
between 10 and 40 percent each year.
thereby attracting more visitors to
The duration for repaying the loans in
Japan’s shores.
such cases is typically
about 20 years.
The number of cruise visitors
According to MLIT
data, 174,000 people
[to Japan] has more than
entered Japan on cruise
doubled annually [since 2013.]
ships in 2013. Since
then, the number of
cruise visitors has more
than doubled annually, with the oneFrom the perspective of
year figure last year having surpassed
developing local economies,
one million in early December. This
improved port facilities are
has led to the realization that wharfs
attractive in many ways. Along
and other coastal facilities will need to
with additional income from
be upgraded to meet new demand.
port and usage fees, visitors who
Up to now, local governments have
go ashore are expected to spend
been hard-pressed to supply more
money on meals, shopping and
funding, in part due to passenger
so on while docked in Japan.
facilities’ low profitability—not to
In a study by Kobe City,
mention endemic shortfalls for
each visit by an ocean liner

THE LEXUS
EXPERIENCE
Test-driving the 2016 Lexus GS F

R

ichard Thornley knows a thing or two about
good engineering. An engineer by training,
he has worked for several world-class brands,
including Rolls-Royce. Living in Japan since 1996,
he is now representative managing director of
Bell Helicopter Co. Ltd.

CULTURE OF DESIGN
Exceptional design is a cornerstone of
the Lexus brand. As such, the luxury
automaker endeavors to support upand-coming designers and the creative
community at large.
Now in its fourth year, the Lexus
Design Award (LDA) is an international
competition targeting designers
whose ideas could shape a brighter
future. This year, of 1,232 applications,
Lexus selected four finalists under the
theme “Anticipation”—anticipating the
needs of people and society. These
innovators are paired with leading
designers in their industry, who help
turn their prototypes into reality.

The finalists and their prototypes
are then featured as part of the
Lexus exhibit at the annual Milan
Design Week. As the culmination
of LDA, one Grand Prix winner is
chosen. Last year it was Sense-Wear,
a line of garments and accessories
that stimulates all five senses.
And it is no coincidence that
Lexus chooses to participate in an
Italian design event. “We study the
fashion sector, looking at high-end
Italian designers and their stores,
to get inspiration,” says Atsushi
Takada, general manager, Lexus
Brand Management division.

Atsushi Takada is general manager of
the Lexus Brand Management division.

JAPANESE SERVICE
Thornley has experience driving Italian, German, and
Japanese cars. While he admits to having had some issues
with reliability with his Italian model, he says German and
Japanese cars are very competitive.
“People who ride helicopters because they don't have
Thornley’s relationship with Japanese brands goes back
much time love fast cars,” Thornley says. So what does he
to when he was a graduate student in Bath, England. He last
make of the 2016 Lexus GS F?
sat in a Lexus during a test-drive 10 years ago. Has anything
Before stepping into the slick new model, he looks under
changed about the Lexus since that experience?
the hood. “What a meaty engine,” he says, taking in the
“The styling has changed. The navigation system, for
GS F’s V8, five-liter engine.
example, is very big. That screen is huge. And I like the
“There is not much room left beneath this hood for
carbon weave, too, which I prefer to the old mahogany—it
anything else,” he says, impressed. “It looks really powerful.
feels younger and stronger.”
And the car itself is sportier than I had imagined.”
As traffic is light in the Azabu-Juban
The GS F’s low profile
area of Tokyo, Thornley opens up the
and front and side grills
“[The seat] would hold you around
throttle even while driving in the fuelcatch Thornley’s eye as
any corner. And it feels really low,
saving Eco mode.
he walks around the car.
“It feels quite lively, and the sound
“These wheels are
giving you a real connection with
from the exhaust is excellent,” he says.
fantastic,” he says,
the car and road.”
But he really gets into his groove
pointing out the car’s
when he reaches Takeshiba Pier, just
10-spoke forged alloy
around the corner from Hamamatsucho Station. Thornley
wheels. “I’ve never seen anything like it.”
manages a short burst of speed in Sport S mode. “That’s
As he pulls out from the Westin Hotel in Tokyo’s Ebisu
a nice little pick-up. It’s very impressive. The car clearly has
district, some passersby gather to take photos of the car.
bags of power,” he observes.
A light purr emerges from the engine as the GS F’s eightWith a top track speed of 168 miles per hour, the GS F can
speed Sport Direct-Shift comes alive. Slick in the afternoon
do zero to 60 in 4.5 seconds, delivering 467 horsepower.
sunlight, the five-passenger performance sedan slides like
“When I drive, I usually go long distances, to places like
liquid blue motion into light traffic.
Hakuba in Nagano. If I had this car, I could see myself in the
third lane mostly,” he says with a grin.
FUN TO DRIVE
On this occasion, Thornley settles for the tight bends and
“The seat really hugs you,” he says. “It would hold you around
curves that lead up to the Rainbow Bridge. “Now that is some
any corner. And it feels really low, giving you a real connection
impressive Japanese engineering,” he points out.
with the car and road,” Thornley observes.

Thornley described the Lexus GS F engine as ”meaty.”
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At the most recent event—which
was held for an exclusive audience
on one night only—the brand
partnered with resident ceramics
artisans in Arita, in Kyushu’s Saga
Prefecture, to produce exclusive
flatware for the night.
“I think all these things are
the role of a luxury brand,”
Takada explains.
“We have to contribute
to culture. Even if it doesn’t
contribute to our sales
immediately, in the long term
it will benefit our brand image
and sales.”
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“Germans and Japanese are very
good at making products. But in
terms of culture and lifestyle, Italian
brands are the leaders,” Takada says.
That is one reason the company
chose to locate its INTERSECT
café in Tokyo’s fashionable
Aoyama district.
Lexus has recently introduced
another aspect of community
engagement: Dining Out. For
this event, the brand sends a
Michelin-starred chef to rural
Japan, to prepare a special menu in
collaboration with local housewives
and restaurateurs.
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Indeed, the GS F’s driver-inspired cockpit comes with lowset seating designed to place the driver closer to the vehicle’s
center of gravity. From the design of the sporty steering
wheel and paddle shifter, the heads-up dashboard displays,
and even the racing pedals, everything has been engineered
to connect car and driver as never before.
“The dashboard looks like something from the aerospace
industry,” Thornley says.

Healing Touch
Three Tokyo spas offer specialized treatments

W

hen living abroad, women often miss the comfort of
easily visiting trusted beauty professionals, be they
hairdressers, nail technicians, or masseurs.
Massage styles and beauty products differ widely from
country to country. And what non-Japanese woman,
desiring a bronzed countenance, hasn’t lamented the
mistaken purchase in Japan of a whitening face product?
Socié’s spas in the Tokyo area cater to women seeking
luxury beauty treatments. As one of the oldest chains
of beauty salons in Japan, Socié has a 55-year history of
catering to women’s needs, top to toe. With convenient
locations in Roppongi (Hotel Okura), Ginza (Beauty
Avenue), and Tokyo Station (Spa Tokione), ladies can
enjoy a pampered excursion combined with shopping
and dining out.
Lori Hewlett, director at Hynd K.K., visited the group’s
Spa Tokione at Tokyo Station, saying, “I would definitely
recommend it to a friend living in Japan or traveling here.
It would be a wonderful treat arriving at Tokyo Station after
a long journey.”

Products are provided for sampling at the salon after a
treatment, so in most cases women don’t need to bring
their own makeup to touch up after a facial.
IT’S ALL ABOUT YOU
Personalized service is at the heart of Socié’s customerfocused philosophy.
Estheticians offer extensive consultations (in English on
request) for each client, often taking notes and touching
clients’ skin. They ask questions about physical condition,
skin type, problem areas, and treatment preferences. They
are trained to listen to and observe each client, and can
recommend the best treatment plan at the spa as well as
steps for follow-up care at home.
Chanyn Kirtman, a mother of two who had an anti-aging
facial at Socié’s Beauty Avenue in Ginza, said: “I was
impressed with the level of communication regarding each
step of the facial, as well as my skin issues and products
that will help me. In the past, I’ve had a hard time with

SPECIAL TOUCHES
Spa days should provide an antidote to
our rushed daily lives. When booking a
treatment with Socié, allow plenty of time
before and after the treatment to enjoy
the facilities.
While the layout varies by location, each
is bright and spacious, with many treatment
rooms and dedicated changing facilities.
Guests are encouraged to use the centers’
jacuzzi, sauna, and steam rooms before
or after their treatment. Consultations
can take as long as you allow before a
treatment, to ensure your esthetician caters
to your individual preferences.
At each facility staff are beautifully
dressed and polished, paying attention to
their own makeup and appearance in a way
that makes guests want to follow their lead.
Entrance to Spa Tokione at Tokyo Station

SPECIAL OFFER

Socié is offering special facial and body-treatment
packages especially for the winter and spring seasons.
Visit the website for details.

Beauty Avenue Socié Ginza
4-2-11 Ginza
Hulic Ginza Sukiyabashi Bldg. 5F
Tel: 03-5159-4136
www.socie.jp/ba/ginza.html

www.socie.jp/cp/en

Socié Hotel Okura
2-10-4 Toranomon
Hotel Okura Tokyo Annex 2F
Tel: 03-5562-9780
www.socie.jp/shop/1306

Spa Tokione at Tokyo Station
1-9-1 Marunouchi
The Tokyo Station Hotel B1F
Tel: 03-5220-1111
www.thetokyostationhotel.jp/spa/spa.htm
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or supplemental technology is used during treatments,
language barriers at salons here.” She commented on feeling
with an emphasis instead on a traditional healing touch.
“rejuvenated” after the treatment, with glowing skin.
Beauticians use their hands during each phase of
Socié spas offer a variety of products that, like the layout,
a treatment.
can vary by location. Sothys and Guerlain are found in multiple
Hynd’s Hewlett had a moisturizing oil massage at Spa
locations, with the Hotel Okura location branded as a Guerlain
Tokione. She commented on
spa. These products tend
how the pressure was just
to be heavier than many
right, compared to previous
Japanese offerings, and
massages she’s had in Tokyo,
are well suited to dry skin—
where the pressure was too
perfect for Tokyo winters.
weak to relieve stiff shoulders.
For customers having facials,
Massage is also included
staff are careful to suggest,
in the Socié anti-aging facial,
but not push, products based
which begins with a neck and
on the client’s preferences and
shoulder rub and includes a
skin condition.
massage of head and hands
Betsy Rogers—program
while a mask works its magic.
director of the international
Treatment room at Beauty Avenue Socié Ginza
Yarzab says, “I thought
training program and
[the head and hand massage
competition JMEC—had a
during the mask] were
facial at Beauty Avenue and
wonderful. At other spas, I find
appreciated the seaweedthe therapist leaves the room
based creams her esthetician
for 15 minutes at this stage.
used. She had expressed
The massage made me relaxed
a dislike of citrus products
and happy.”
that had felt too acidic in
Rogers was thrilled with
previous facials.
the spa’s attention to detail.
Lanis Yarzab, managing
“They can just do no wrong;
director at Spring
I didn’t want the treatment
Professional, mentioned in
to end. Compared with
her consultation at the Hotel
Relaxation room at Socié Hotel Okura
other treatments I have
Okura that she was sensitive
had, it surpassed them all,”
to fragranced products, so
she shares.
the esthetician was careful to
Yarzab was equally
select products with little or
impressed. “The actual
no smell.
quality of the products used
and technique of the therapist
SUPERIOR TECHNIQUE
were excellent. I would say
Estheticians at Socié spas
the package as a whole is
receive extensive training
probably better than any I have
in their field. They pride
experienced recently, and I’ve
themselves on the fact that
been to a wide variety of spas
their approach is hands-on—
Jacuzzi with mist sauna at Beauty Avenue Socié Ginza
in the Tokyo area.” n
literally. Very little machinery
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HR & Recruitment
Business Index—a monthly printed and digital industry company listing—
can help with finding the right candidate, defining personnel roles, and much more!
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CDS is highly specialized,
research driven, and
headhunting focused.
We deliver the bilingual
executive talent our clients need
when other firms can’t.
—John Tucker, CEO

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.

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.

—David Swan, managing director

—Hiro Shinohara, CEO/president

for Japan and Korea

CDS (CDSi K.K.)
CDS is a leader in bilingual executive
search in Japan, providing retained
and contingency solutions across all
major industries and functions. We are
part of Recruit Group and a member
of the Association of Executive Search
and Leadership Consultants.

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.

NSR JAPAN Co., Ltd./NSR Group
The NSR Group is a Japaneseand 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.

03-4550-6980
mail@cds-consulting.com
www.cds-consulting.com

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

052-218-5882
info@nextsr-J.com
www.nextsr-J.com
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Escalating Talent
Shortage in Japan
Global Salary Survey shows strong hiring of engineers, IT professionals

B

ilingual recruitment consultancy Robert Walters Japan K.K.
has announced the results of its Global Salary Survey 2016,
which shows employment trends in 24 countries.

2015 TRENDS IN JAPAN
Strong hiring activity across Japanese and foreign-owned
companies: With steadily improving opinions about Japan’s
economic outlook, active hiring continued, particularly among
leading companies. At the same time, Japanese professionals,
previously cautious about changing jobs, were actively seeking
new roles.
Demand for bilingual professionals in retail and consumer
goods: Bilingual professionals were increasingly in demand as
the number of global companies entering Japan grew. Further,
the number of tourists visiting Japan reached an all-time high,
prompting companies involved in retail and hospitality to secure
more staff. Demand for Chinese-speaking retail and sales
professionals also increased.
Higher demand for IT professionals in new areas of business:
The IT-related jobs market remained strong as companies
continued their investments in IT. Due to an increasing focus
on security, demand for specialists in all areas of network
and software security increased, in addition to demand for IT
professionals in new business areas, such as the Internet of
Things (IoT), cloud computing, and big data.
Greater shortage of engineers in manufacturing: Hiring
demand grew stronger in many areas of the manufacturing
industry. While there had been a shortage of engineers for some
time, in 2015 their services were even more difficult to secure.
There was also a shortage of professionals in sales and supply
chain roles.

OUTLOOK FOR 2016 IN JAPAN
Robust hiring activity is expected to continue throughout 2016,
especially among employers seeking bilingual professionals. But
there will be some significant variations among industries in the
salary increases offered to job movers during the year.

The increase is expected to be less than 5 percent in the retail
and consumer sectors, while higher increases of 5 to 10 percent
are expected in the healthcare and financial services sectors. The
highest rises, up to 20 percent, will be seen for key engineering,
sales, and supply chain specialists in the industrial sector, as well
as for the most in-demand security and data-oriented IT talent.
Talent shortage grows as vacancies–available local talent
gap widens: With Japanese fluency required for most jobs,
opportunities are limited for expats who do not speak Japanese.
The declining domestic population coupled with a younger
generation of less career-focused jobseekers means the talent
shortage will worsen.
Ongoing shortage of manufacturing industry professionals:
Active hiring will continue in the manufacturing industry, including
automotive- and parts-makers. Besides the shortage of electrical,
electronic, and mechanical engineers, demand will continue to
grow for engineers with experience in the consumer electronics
and telecoms industries to develop such next-generation vehicles
as connected and driverless cars. We also expect to see stronger
competition for application and sales engineers.
Greater demand for a wide range of IT specialists: Demand
will remain high among social media and gaming employers.
In addition to specialists in information security, cloud services
and IoT, demand for data scientists, analysts, and consultants is
also expected to increase in response to increasing demand for
processing and interpreting large amounts of data.
Experienced bilingual HR specialists sought: As companies
expand headcount, hiring talent acquisition specialists and internal
recruiters has become increasingly important. Such individuals will
be in particularly short supply in the financial services sector. n

www.robertwalters.co.jp/salarysurvey.html
Tel: 03-4570-1500
Email: info@robertwalters.co.jp

www.robertwalters.co.jp
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Negotiation
Failures
F

ormer US President John F. Kennedy left us with a great quote:
“Let’s never negotiate out of fear. But let us never fear to
negotiate.” Actually, we do fear negotiating though, don’t we?
We worry about asking for too much or too little. We usually
imagine a negotiator as someone totally unlike ourselves, a tough
individual with ice coursing through their veins.
Ironically, we are all negotiating every day within our families,
circle of friends, and companies. Decisions have to be made, a
direction has to be chosen, and we need others to agree with
our idea. This often requires compromise or even giving up
our idea in light of competing suggestions. We are not taught
how to negotiate, and so we are mainly unschooled amateurs
flailing around.
This negotiation issue is a big topic, so let’s narrow the focus
to common mistakes we may be making right now, which should
be eliminated forthwith.

be negotiating with will be rank amateurs, just like us, so we
shouldn’t be shy about what we are doing.

Failing to understand the needs of the customer
Some things may not be negotiable, often for reasons we could
never imagine. Once we understand clearly what the other side
wants, we will be in a better position to find middle ground and
strike a mutually satisfactory agreement.

Letting the customer dictate the process and outcomes
The buyer may feel they are the dominant side in the negotiation
and may try to force an agreement through the brute strength of
their buying power. A bad agreement is a bad agreement, so it is
reasonable to ask for input into the process—and you can always
decide to walk away from the negotiating table.

Acting desperate
Negotiating price before details
Usually, many elements are involved in making a decision, and
price is just one of them. Garner the full spectrum of issues
involved and check your assumptions about what will happen
once a deal has been struck. Hidden fees, terms of payment,
penalties, timing—it’s best to create a checklist before having
any discussions with the other party.

Failing to keep the end in mind and leaving no room
for negotiation
Key details can occupy our complete attention to the detriment
of what we are ultimately trying to achieve. There are micro- and
macro-perspectives involved in every decision, and we must
keep reminding ourselves of the big picture, even while mired in
the mud and blood of the details.

We may in fact be desperate, but handing that key insight over to
our negotiating counterpart is unnecessary. We become all give
and no take in the back and forth of the negotiating process.

Using argumentative communications
Emotional control is an asset we should all develop and cherish.
Verbal or written outbursts may make us feel important, but they
usually don’t help to find an agreement. It is rarely a good idea to
set fire to the emotional wick inside a negotiating counterpart.

Failing to recognize the walk-away points
You don’t have to agree if you don’t like the arrangements, and it
is better to flag deal-breakers early. Time is money, so move on
and find someone else more suitable with whom to negotiate.

Narrowing negotiations to one point, usually price
Lack of confidence
People often undermine their attitude to the process of
negotiating by talking themselves down. Coming across
as hesitant, unsure, or nervous may embolden negotiating
counterparts and can lead to diminished results as a
consequence. In our lives the vast majority of people we will

Price is only one element of cost—there are other levers around
financing, quality, timing, volume, contract length, etc., which can
come into play.
Often, we get stuck in our ways and make things unnecessarily
hard for ourselves. If we stop making these basic negotiating
mistakes we will do better in getting a preferred outcome. n

Finding an ideal candidate in the Japan market
By Lanis Yarzab

�

springjapan.com

W

ithin the recruitment industry,
we use the metaphor of a
unicorn to describe the perfect
candidate for whom every client
searches. Like the mythical creature
believed to exist somewhere at the
edge of the known Earth, there are
days when this metaphor is quite
representative of how it feels to
receive the search criteria set out
by clients.
Upon receiving this list, a big
part of a consultant’s job is to give
their client some data to help them
understand more about the reality
of finding their ideal candidate. I
am happy to share the story of a
recent consultation.
I had a chance to sit down with
one of our global clients while they
visited Tokyo. We spoke about
their frustrations when recruiting
in Japan. They are a fast-growing,
high-tech startup, with a progressive
culture heavily influenced by their
headquarters. Their teams are young
and dynamic; they support flexible
work styles and diversity. Their CEO
said to me, “I understand the aging
population and we don’t require
that much English. We have a great
company; how hard is it to find a good
engineer?” We then walked through
some of the numbers and looked
at the reality of finding their “ideal”
IT engineer.

Managing director, Spring Professional

We started by extrapolating some
data from Japan’s Ministry of Internal
Affairs and Communications and the
National Tax Agency, and then took
the average percent of the population
willing to change their jobs at any
given time. The total number of
IT engineers in Japan is just over
784,000, and those estimated to be
mid- to senior-level engineers number
210,000. Of experienced engineers,
about 23,000 are open to a job
change across Japan.
As a second step, we started to
factor in cultural fit, bearing in mind
that the client is a young company
whose employees have varying
degrees of English ability. Given
that only 20 percent of the entire
workforce in Japan is aged 25 to 34,
how many of those 23,000 engineers
would fit that profile? Turning to
the factor of English capability, I
reminded the client that Japan ranks
40th out of 48 nations for results on
the Test of English for International
Communication (TOEIC).
Finally, we looked at the technology
this candidate would need: Ruby
or Python, languages that have
just started to become prevalent
in Japan. Would their hard skills be
strong enough to meet our client’s
expectations?
At this point we started to wonder
how many IT engineers would remain

in our candidate pool. Additionally,
I pointed out the Ministry of Health,
Labour and Welfare statistic showing
there are roughly two job openings
for every IT applicant in Japan. With
such a rare skill set demanded by the
client, each candidate would certainly
have more than two job postings for
which they were qualified.
Despite the seemingly grim
outlook, we concluded the
conversation on a positive note. I
related that it is not impossible to
find a good candidate, but that the
client needed to redefine their “must
have” versus their “nice to have”
criteria. I explained that working
with a good recruitment partner is
not about being able to find them
a unicorn; it is most important to
communicate the real value an
individual we represent can bring to
a client’s organization, and to help
clients determine the real cost of
keeping a vacancy open.
At this point, we have found a
few finalists who meet some of
the original criteria set out by the
IT client, but not necessarily what
they originally targeted. The client
is happy, as they feel they have
options: one candidate may need
some training and support while the
other is at a higher skill level than
expected. Most important, the client
has found workable solutions. n
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ike Alfant’s Tokyo American Club day starts early.
Working out from 5:45 a.m. in the spacious fitness center,
he refuels with a daily breakfast of oatmeal with banana slices
at Café Med, one of the Club’s five dining spots.
Since his office is nearby, Alfant is at his desk by 7:30 a.m.,
but often returns to the Club for meetings around 10 a.m.
“I bring clients here almost daily,” he says, leaning back in
his chair at Traders’ Bar, the Club’s hub for watching televised
sports. “Typically, I use the Club as a spillover office or private
office for myself. It’s just easy and convenient.”
Alfant, a former president of the American Chamber of
Commerce in Japan (ACCJ) and current member of Tokyo
American Club’s board of governors, joined the Club in 1999.
With a young daughter, he wanted a place where she could
learn to swim and participate in summer camps and other
activities in an English-speaking environment.
“The Club offered a lot of family-friendly activities that
weren’t available elsewhere in Tokyo,” says Alfant, CEO of
Fusion Systems Japan, a Tokyo-based IT consultancy. “The
other thing, of course, was the food. Back then it was hard
to get good, American-style food in Tokyo. So I ended up
eating a lot of cheeseburgers.”
Alfant, 54, quickly discovered the Club’s library, complete
with English-language books and hard-to-find magazines, and
started using the recreational facilities. If a 45-minute window
opened in his hectic work schedule, he could fit in a quick
workout, whether it was lifting weights, working up a sweat on
a treadmill, or swimming laps in the pool.
For the last three years, Alfant has served as chair of
the committee overseeing the Club’s food and beverage
offerings. He was pleased to learn that the Club receives
deliveries of fresh food throughout the day and places a great
deal of emphasis on food safety and staff training.

Mike Alfant

“I was very impressed by the ethos and culture of customer
service at the Club,” he says. “It’s nice to walk in here and the
server knows what I like, how I like it, and when to give me a
little space.”
Alfant uses the Azabudai facility for entertaining as well.
He recently held his company Christmas party at the Club and,
last summer, threw a barbecue for his employees and their
families at the outdoor rooftop café.
The Club’s myriad of facilities and services, he says, allow
him to perfectly balance his business and private lives.
“The bill every month comes out of my bank account and
not the company’s,” he says, “so if the value proposition didn’t
justify it, I wouldn’t be a member.” n

To learn more about Tokyo American Club and to
organize a tour, contact the Membership Office at
03-4588-0687 or membership@tac-club.org
www.tokyoamericanclub.org
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In True Chamber Style
ACCJ Shinnenkai starts the year
with hope and vision

1 ACCJ leaders with officials from the U.S. Department of State; the Chubu Bureau
of Economy, Trade and Industry; the Consulate of Canada to Japan in Nagoya;
and the Chubu Economic Federation, at Sky Lounge’s The One and Only, for the
“ACCJ Chubu Chapter New Year's Party 2016 & Walkathon Kick-Off Party,” held
on January 22. (PHOTO BY ANDY BOONE)

2 US Consul General, Osaka-Kobe, Allen Greenberg (second from right) with Chris
Clark, general manager of the Ritz Carlton Osaka (right), and other guests at the
ACCJ Kansai New Year's Party 2016, held at Kobe Portopia Hotel on January 20.

Ruth Marie Jarman

54

EVENTS

The ACCJ in pictures

3 Godiva Japan CEO Jerome Chouchan (left) spoke at an ACCJ event held at the
Tokyo American Club on February 9. Also pictured (second left to right): ACCJ Sales
Development Committee Co-chair Carlo La Porta, ACCJ Independent Business
Committee Vice-chair Steven Bleistein, and ACCJ Independent Business Committee
Chair and ACCJ Sales Development Committee Co-chair Thomas R. Shockley.

facebook.com/The.ACCJ

twitter.com/AmChamJapan

youtube.com/user/AmChamJapan

linkedin.com/company/
american-chamber-of-commerce-in-japan
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PRESIDENT
Christopher J. LaFleur

Trade Warrior
with a Big Heart
With the passing of Ira Wolf, Japan and the United
States lost a great friend and champion. Ira was my
former boss, colleague, mentor, and friend, and I am
deeply saddened by his passing. In my eyes, Ira was a
trade warrior with a big heart—a true American patriot.
I first worked with Ira when he was the assistant U.S.
trade representative for Japan and China in the early
1990s. At USTR, Ira was always fighting for US interests.
If getting the job done meant standing up to senior
political appointees or corporate leaders, Ira would do
it. He was a strong boss who stood up for and protected
his team, mentoring his subordinates along the way.
Since that time, I worked with Ira as his lawyer and as
a business colleague. Regardless of the capacity, people
always respected Ira because they knew what he stood
for. They also knew he was a hard-hitting fighter with a
unique style of directness.
To his colleagues, friends, and to me, Ira was kind and
warm. For example, a few years back I had an Ira Wolf
moment—I lamented that I was too busy and that all my
travel was for business. Ira urged me to see the world
with my wife for fun while I could: “It’s a big place with
lots to see, so don’t miss it,” he said. A few days later, Ira
sent me the book 1,000 Places to See Before You Die.
Words can’t begin to describe what Ira Wolf has meant
to his friends and colleagues. I will be forever grateful for
my time with Ira—he left us too soon and we will miss
him dearly.
Charles D. Lake II
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ong time American Chamber of
Commerce in Japan (ACCJ) leader
Ira Wolf recently passed away. Over
the past four decades, Ira has played a
central role in strengthening the economic
relationship between the United States
and Japan.
He began his career in government—at
the U.S. Department of State, as advisor
to a Senate committee chairman, and as a
senior official at the Office of the US Trade
Representative (USTR)—and later became
a business leader, helping several major
US corporations grapple with business
challenges. Most recently he served as
executive director for PhRMA Japan.
Ira served multiple terms on the ACCJ’s
Board of Governors, and for many
years as head of our Pharmaceuticals
Subcommittee. Those of us privileged to
have worked with Ira will miss his keen
insights, sharp wit, and warm friendship.
This month, I would like to share this
column with some chamber colleagues
who knew Ira best, to celebrate his life and
many achievements. n

Senpai was always there
When I met Ira, he was a senior member of the US business
community in Japan, and I was a young entrepreneur just
starting my first company. It was a very challenging time for me.
I sat at the same table as Ira at an ACCJ event, and remember
that of all the folks in the room, Ira was the most supportive and
open. He encouraged me to persevere and volunteered that he’d
be happy to chat with me anytime. It was a very kind gesture, as
I had no way of reciprocating. Based on that gesture, I decided
that once I became as accomplished in the business world as
Ira, I’d never turn down a request for a meeting made by anyone
younger or less established than me.
Later, when I became president of the chamber, Ira was the
first person to send me a congratulatory letter. As president, I
had Ira as my trusted advisor and confidant.
Just a few years ago, when my own father passed on, Ira was
there to support me during a difficult time. He listened while
I spoke for over an hour—it was exactly what I needed at the
time. Ira had the wisdom to understand that and the patience
to listen.
Finally, just before Ira’s relocation to Washington, he and I
shared blueberry pancakes at the Mandarin Oriental Hotel. We
spent the morning enjoying each other’s company and the fine
view. The morning remains vivid in my memory and was one of
the most pleasant days in my life.
I suppose the common thread here is that Ira was always there
for me. My respect and admiration for Ira is comprehensive. He
was my senpai in the truest sense of that word.
Michael J. Alfant

Wry and endearing

True professional, poetry in motion

Ira infused his always insightful comments, cutting to
the chase in any long discussions at the ACCJ Board of
Governors, with his wry and yet endearing sense of humor.
We would then usually quickly reach a resolution.

For many years, Ira and I often found ourselves teamed
up to do advocacy together. When doing advocacy outreach,
there is often not much time in any given meeting to deliver key
messages concerning the issues of the day.
Well, when you move from one meeting to the next with the
same guy, day after day, you soon find yourself memorizing the
other guy’s canned pitch. In a kind of Vulcan mind-meld, we were
often able to switch places, one from the other, or prompt each
other to give the next talking point in a way that often extended
meetings where more in-depth discussions became possible.
Ira was a true professional, and when engaging on issues he
was poetry in motion. I truly appreciate the times we worked
together. On reflection, I smile knowing Ira and his talking points
will forever be with me.

Laurence W. Bates

Ira was California
Ira was on the ACCJ Board of Governors when I was
president. I remember the fondness that all of us had for Ira,
as he always brought different and interesting perspectives to
our discussions.
Usually, when there were differences of opinion on the
board, the discussion fell into two camps—and then there
was Ira with his own ideas. We had to stop and think. I
teased him that he reminded me of what my professors used
to say in law school: when looking at cases on any topic
coming from various US states, there is generally a majority
rule and a minority rule, and then there is California going
its own way.
Ira was California. He thought that was amusing.
Allan D. Smith

William Bishop

Mentored many people
I have known Ira for over two decades. Ira was always the
same: he was very consistent, and he was a straight shooter who
said what he believed. Hearing him speak his mind was a breath
of fresh air.
Ira mentored many people. All of us will miss him.
I remember him always telling me about his book club. He
liked new things but valued old ways, too.

Spirit of US-Japan ties

Kumi Sato

Ira knew how to close a deal, but he was also a tough
and shrewd defender of US interests, especially in latenight sessions with the ‘best and brightest’ of Japan’s elite
bureaucrats. Numerous US ambassadors to Japan relied on
Ira’s advice and judgment at critical junctures.
At PhRMA, Ira emerged as a strong yet constructive
voice in pressing for deregulation of Japan’s pharmaceutical
industry. A long-time member of the ACCJ board, he
worked to position the chamber as a partner with Japanese
government and industry in growing the Japanese economy.
And, when the National Bureau of Asian Research faced
financial issues a few years back, he mobilized all of us to
find the funds to tide them over.
Ira was the originator and custodian of the Jason Society,
a study group born nearly a quarter century ago during the
‘trade wars’ between Japan and the US, which has endured
until today. We met just after his passing to consider how we
might continue Ira’s work to infuse a future generation with
the spirit and commitment to the US–Japan relationship that
so characterized his life.
We agreed to reach out to some of our outstanding
younger colleagues and secure the future of the group for the
next 25 years. Ira often told me that getting people together
was always the start of something. Doing so will be our way
of saying thank you to Ira for a life well lived.
Jim Foster

Strong, patient leader
Ira Wolf was a much-admired leader in US–Japan relations
for many years. I had the pleasure of engaging with him from the
time he was a congressional staff leader working on US–Japan
trade issues, through his time in the Clinton Administration and
later in various industry roles.
For those of us in the healthcare industry here in Japan, we are
especially grateful to Ira for his strong leadership in the pharma
sector. His patient building of relationships with key stakeholders
helped increase understanding of the regulatory and economic
conditions needed to ensure that innovative drugs are available
on a consistent basis. That, in turn, resulted in changes that have
increased the availability of effective treatments for Japanese
patients. His good counsel will be sorely missed.
Marie G. Kissel

Respect, trust and dignity
Ira is fondly remembered at Custom Media for trusting us in
our early days with producing a major bilingual policy paper
and opening many doors for us, and we still work with PhRMA.
Firm and fair, Ira mentored and encouraged us with respect and
dignity. We will miss him very much.
Simon Farrell and Robert Heldt
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CSR

Culture of Giving
By Brandi Goode

I

n 2015, the American Chamber of
Commerce in Japan (ACCJ) chapters in
Tokyo, Chubu, and Kansai donated over
¥28 million to charitable organizations
in their communities. Of the total,
¥11.95 million was generated from the
annual ACCJ Charity Ball.
Representatives from the nine beneficiary
charities gathered at the ACCJ Tokyo offices
on January 28 to network and discuss how
donated funds were being used.
Three organizations receive funding
every year as part of the Mike Makino
Fund for the Homeless, which honors the
late ACCJ leader who sensitized members
to the plight of the homeless in Tokyo:
the Franciscan Chapel Center (FCC) rice
ministry, the Tokyo Union Church Mission
for Our Homeless Neighbors (MOHN),
and Sanyukai. ACCJ Tokyo also regularly
supports the YMCA–ACCJ Ohisama Camp
for Handicapped Children.
Katherine Hall, from the FCC, said,
“We’re really grateful for [the ACCJ
contribution], which is probably our single
largest donation at this point.” Takeshi
Shimizu of MOHN agreed, noting that
the church could feed 2,508 people last
year through its onigiri deliveries and
monthly luncheons. Shimizu now handles
the MOHN program, which was formerly
led by the charismatic Paul Fukuda, who
passed away suddenly last year.

Sanyukai also organizes onigiri
preparation and deliveries in the
Sanya area around Tokyo Skytree,
but its main mission is to look after
the medical needs of homeless in the
precinct. The annual ACCJ funding
goes toward the purchase of medical
equipment and medicine for the
Sanya clinic, which is staffed by
volunteer doctors.
It is estimated that 5 to 7 percent
of Japanese children under 18 face
developmental disabilities, and
government support is minimal.
ACCJ funds cover one-third of the total
cost of the YMCA Ohisama Camp,
which is much higher than the cost of a
standard camp. Twice as many leaders
must be trained, to properly care for
the special-needs children attending.
Other charities supported through
the 2015 Charity Ball include
Lighthouse Japan, the Taylor Anderson
Memorial Fund, Living Dreams, the
Global Education Foundation, and the
Foundation for Global Children. The
latter three were first-time recipients of
ACCJ funding from the Kanto chapter.
Last year’s Charity Ball proceeds were
targeted at supporting children—
particularly their educational needs—
Tohoku disaster victims, and the
homeless of Japan. n

TIME IS MONEY
There are many ways to engage in
CSR as an individual or company,
beyond monetary donations (though
cash is always needed and welcomed).
Contacts for each charitable organization
are listed with this article on The Journal
homepage: journal.accj.or.jp
Make and/or distribute onigiri
Join pre-arranged sessions or organize
a corporate onigiri preparation outing at
the FCC or Tokyo Union Church, both
in Minato Ward, or through Sanyukai
in the Sanya area. Distribution typically
occurs in early morning hours, and
volunteers with access to vehicles are
especially needed.
Donate used or new goods
Bring your leftover amenities from
hotels and airlines to the FCC or
Foundation for Global Children (FGC).
FGC also accepts goods that can be
used in camp-style dormitories such
as sleeping bags, canned goods, and
bottled water. The FCC also accepts
donations of items useful to life on the
street, particularly for men. The Global
Education Foundation needs new and
used PCs and graphing calculators.
Offer IT training or fill office roles

The ACCJ has given financial support to the YMCA Ohisama Camp for 10 years.

Living Dreams needs volunteers to carry
out administrative functions at its office
and also give IT training to young people
in group homes.
Serve lunch
Tokyo Union Church needs 30 people
each month to serve at its regular
luncheons for homeless neighbors,
scheduled for the third Saturday of
each month.
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CHUBU

25 Years of Community Support
Walkathon aims to raise ¥25 million, launches new charity fund
By Erik Olson-Kikuchi

M

ay 22 marks a special anniversary for the foreign
business community in Nagoya: the 25th anniversary
of the Walkathon. In 1992, the American Business
Community of Nagoya (ABCN)—which merged with the
American Chamber of Commerce in Japan (ACCJ) and
became its Chubu chapter in 2000—launched this international
charity festival. Since its inception, the ACCJ Chubu chapter
has teamed up with the Nagoya International School (NIS) to
support those in need.
The goal of the Walkathon has always been two-fold. Besides
raising money for charity, ABCN members desired to nurture
the notion of public service and civic responsibility at a local
level through a fun, family-oriented event.
“In America, business leaders give back to their
communities,” said Henry Gomez, the first president of the
ABCN, who now works for Lockheed Martin (formerly
General Dynamics). Gomez was the visionary behind that
first Walkathon.
The Walkathon became a unique way for young, foreign
entrepreneurs to collaborate with corporate expatriates working
in Nagoya. Americans Robert Roche and Harry Hill met at the
first planning meeting in December 1990. “The early members

of the ABCN were champions of aerospace and experts in their
fields, but had little experience and knowledge concerning how
to navigate Japan,” said Hill, who is now president and CEO of
Oak Lawn Marketing, Inc.
“Finding a way to quickly organize a Walkathon became a
right of passage for us to prove to our older peers in the ABCN
that [we younger members] were able to make things happen.”
Hill and Roche—who co-founded Oak Lawn Marketing—
led a team of volunteers for several years in planning and
fundraising for the event. They still provide a strong backbone
of support by generously sponsoring the event.
“In the beginning it was a pretty intense project. Harry and
I had three secretaries quit every year for the first three years
after the Walkathon was done!” Roche said.
The first Walkathon was held at Meijo Park in 1992, featuring
a walk that circumnavigated the symbolic city center, Nagoya
Castle, with about 200 participants from the ABCN and NIS.
Seisho Kondo, president of Kondo Sanko and a long-time
partner of the foreign community, lent his support from day
one, personally attending planning meetings and offering
guidance on almost every aspect of the event. He often
provided a much-needed cultural bridge between the desires

1998

2000

1992
2003

The first
Walkathon was
held at Meijo
Park in 1992.
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of the foreigners organizing the
event and the bureaucratic realities
of hosting a large-scale public event
in Japan. Kondo still champions the
Walkathon each year.
The first NIS champion for the
event was former headmaster
Charles Barton, who, like Hill and
Roche, felt a strong need to give
back to the Nagoya community.
Barton hoped to find ways for
young people to get involved in local
charitable causes.
He encouraged all NIS staff,
students, and parents to support the
event, and NIS has continued this
tradition over the years. In addition
to selling tickets and participating in
planning meetings, NIS has provided
a wide range of support on the day of
This year’s T-shirt design
the event, from early morning set-up
and water-station assistance, to
late afternoon clean-up and almost everything in between.
After several years, the Walkathon outgrew its original
venue. The event was moved to Tsurumai Park for two
years as part of the park’s 100th anniversary. Since 2011, the
Walkathon has been held at Moricoro Park, which, as the
original site of Expo 2005 Aichi, can host a larger group of
people with both covered and outdoor space.
Now, with well over 2,500 walkers and 26 recipient
charitable organizations, in addition to volunteers from
numerous schools and businesses, the Walkathon has become
a major community event.
The event has expanded to become a true international
festival, with food, music, and games. The main message,

2009

however, remains—that we care about
the wonderful community in which
we live and should commit to making
it a better place for everyone.
WALKATHON T-SHIRTS
OVER THE YEARS

One important way that NIS has
been involved with the event is
through the creation of T-shirts,
which the school launched as a
tradition in the fourth year of the
Walkathon.
Every year since then,
students have submitted ideas
for consideration, and one lucky
student is chosen for their winning
design. NIS alumni can probably
be spotted around the globe
still wearing their collection of
Walkathon T-shirts!
25 IN 25 AND THE CHUBU CHILDREN'S FUND

The ACCJ and NIS are aiming to make the 25th anniversary
event even more special by challenging all our supporters to
double fundraising efforts through our “25 in 25” initiative.
The goal is to raise ¥25 million, and we need everyone’s help
to get there.
Also this year, we have established the Chubu Children’s
Fund, an initiative to help children reach their dreams.
Through this program, we will focus primarily on children
living in orphanages who need assistance transitioning to
independent adulthood. The fund will encourage these
children to expand their horizons by providing financial
support and opportunities for the future. n

www.chubuwalkathon.com
Erik Olson-Kikuchi is co-chair of the 2016
Walkathon, and director of admissions and
development at Nagoya International School.
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Corporate team building
Friend & family gatherings
Tourists visiting Tokyo

KN Asakusa Bldg. 6F, 1-10-5,
Asakusa, Taito-ku, Tokyo 111-0032 Japan
Tel: 03-6231-6621 (English available)
Email: tokyo@escapehunt.com (English available)

tokyo.escapehunt.com

Lakeland College Japan (LCJ) is a
fully accredited two-year American
branch campus conveniently
located in Shinjuku.
Students can earn an Associate of
Arts degree in Tokyo recognized
by both American and Japanese
accrediting agencies.
Our program allows students to easily transfer as third-year
students to competitive universities in America and around
the world that they may not have been eligible to enter
directly after high school.

• Small Class Sizes
• Multicultural Student Body
• Accredited Academic Program
• Continuing Education
LCJ’s Open College courses include: International Negotiations,
Exploration of the Japanese Mindset, Language (Korean, Japanese,
and Chinese), Web Design, Aging Issues, Comparative Art and
many more. We offer evening, Saturday, and one-day workshops
for busy people.

2015 was a banner year for the ACCJ.
Watch this short clip and experience some
of the year's most exciting moments and
accomplishments!

Visit https://www.youtube.com/user/
AmChamJapan and subscribe today!

EMBASSY

U.S. Commerce Secretary to
Lead Export Council Mission
Japan and Vietnam are growing markets for US services

U.S. Secretary of Commerce Penny Pritzker
last visited Japan in October 2014.

T

The TPP will provide significant
strategic and commercial opportunities for
Japan in the Asia–Pacific region, while also
strengthening Japan’s regional leadership
and deepening the already strong US–
Japan bilateral economic relationship.
The enduring commercial relationship
between our countries reinforces our strategic partnership, and
remains a key focus of the US administration’s rebalance to Asia.
Furthermore, underscoring the strong bilateral commercial
relationship is a key factor in resolving current market access
impediments for US industry and advancing initiatives to
improve the business climate.
The Vietnamese economy is growing at a rate nearly twice that
of the global average. Currently, the United States is the thirdlargest exporter to Vietnam, behind China and Japan. Much
as it will for Japan, the TPP will offer the Vietnamese economy
significant commercial and strategic benefits.
However, the government of Vietnam will have to institute
far-reaching economic reforms to implement the TPP. The
fact-finding trip will help identify needed reforms and
potential technical assistance, particularly in the areas of public
procurement, state-owned enterprises, intellectual property
protection, labor relations, and customs, so that TPP adoption
can take place as expeditiously as possible for the benefit of US
and Vietnamese businesses. n

The [US] is the thirdlargest exporter to Vietnam,
behind China and Japan.

he United States secretary of
commerce will lead members of the
President’s Export Council (PEC)
on a fact-finding trip to Vietnam and Japan from March 20 to 24.
Serving as the principal national advisory committee
on international trade, the council advises the president
on government policies and programs that affect US trade
performance. It also promotes export expansion and provides a
forum for discussion and resolution of trade-related problems
among the business, industrial, agricultural, labor, and
government sectors.
Council members will gather information on the further
development of Vietnam and Japan as growing markets for US
goods and services. Specifically, the delegation will provide
observations, analysis, and guidance on:

� Benefits and opportunities for US exporters in Vietnam and
Japan under the Trans-Pacific Partnership (TPP) agreement
� Impediments to commercial opportunities
� Ideas for increasing bilateral commercial linkages

for your
dining pleasure

Elio Locanda Italiana
Elio Catering
Elio’s Catering recreates the same uncompromising quality
offered at Elio Locanda Italiana. All dishes are prepared
in Elio’s Catering headquarters using organic and tested
radiation-free ingredients, and are delivered fresh to your
event location.

Elio Orsara’s own award-winning restaurant is
uncompromisingly devoted to recreating and
bringing you Southern Italy, using only the finest
natural ingredients.

Should you prefer to dine at home or elsewhere, the taste
and genuine atmosphere of Elio Locanda can come to you!
Elio’s offers you many solutions, such as matching the menu
to your dietary requirements.
Our detachment of chefs will ensure you and your guest are
catered for. A food delivery service is also available.

2-5-2 Kojimachi,
Chiyoda-ku, Tokyo.
Tel: 03-3239-6771

www.elio.co.jp

Tel. 03-5210-5701



Email: catering@elio.co.jp

BOOK REVIEW

First Rule of Marketing
By Vicki L. Beyer

W

hen I was in
graduate school,
one of my
classmates was from
Poland. In those days,
before the Berlin Wall
came down, he found
attending classes in a
capitalist economy both
enlightening and heady.
I still remember how tickled he
was when he read somewhere that
the first rule of capitalism is “find a
need and fill it.” In Make it Happen:
Japanese Companies Need to Elevate
Marketing as a Core Function to
Succeed Outside Japan, Robert E.
Peterson shows the central role of
marketing to the first half of that
capitalist proposition, and shares his
passion for the subject.
Peterson’s book is written in a
very accessible style, making it
understandable even for a reader
with no previous knowledge or
experience of marketing. I felt
some confusion about Peterson’s
intended audience, however.
He is purportedly writing for
Japanese—making the case for
greater use by the Japanese of
marketing as a business practice.
Yet the book included pedestrian
explanations of basic Japanese
business and social practices that are
unnecessary for all except complete
Japan neophytes.
Additionally, after the section
explaining Japan’s failure to
effectively use marketing, the
remainder of the book does not offer
particularly compelling analysis tied
to Japanese business. Rather, it is a
more generic consideration.

What I did find especially useful
in this book were the strategic
basics and the checklist.

Structurally, the book is
divided into five parts: a primer
on the marketing function, an
analysis of the reasons Japanese
companies struggle with
marketing, the strategic basics of
marketing, practical advice, and
a checklist.
The explanation in part one on
the importance of the marketing
function naturally leads to part
two’s analysis of why Japanese
companies do not currently use
marketing effectively. Alas, I did
not find sufficient detail in the
section to be convinced that this
under-utilization is either unique to
Japan or particularly problematic.
Perhaps I would have been
more convinced if this section
had contained one or two more
concrete examples of business
failures or sub-optimal business
performance attributable to failure
to use marketing.
What I did find especially
useful in this book were parts
three and five, the strategic basics
and the checklist. In particular,
the overview of strategic basics
contained essential information and
success stories that would enable
any business to more effectively
engage a marketing consultant to

their benefit. Even a reader like
me, with limited background in
this area, could readily grasp the
concepts presented.
The checklist offered a kind of
roadmap to the same end, literally
ABCs of the marketing process.
Here, too, more detail might have
been useful. Some sort of annotation
of the items on the checklist
explaining the reasons for each
could have been helpful to aid in
the reader’s appreciation of each
item, making the checklist even
more usable.
Still, Peterson’s affability and
love of his subject matter are clear
throughout the book, making it a
quick, easy, and beneficial read. n

Vicki L. Beyer is a vice-chair of the
ACCJ Women in Business Committee.
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Applying Creative Principles
to Problem Solving
By Adam Weiss

P

op quiz: who was the Ancient
Greek god of creativity?
Hephaestus. Ugly and deformed.
A sweaty smith.
Why would the Ancient Greeks
assign creativity to such a character?
Why not a more sophisticated god?
Where’s the paintbrush?
Sadly, creation and creativity have
become separate. “Creative” is a word
we use to praise toddlers. Creativity
is special sauce that you add at the
end. I spoke about this far-reaching
topic at an American
Chamber of
Commerce in Japan
(ACCJ) event on
February 4.
For now, let’s get
back to the anvil.
Because if you make
anything, you’re a creator. Spreadsheets, team structures,
strategies—creative ventures all. The easiest and most
beneficial way to win in business is to apply creativity to
problem solving.
How? Consider this. When you were a child, you created
truly bad art. Stick figures under asymmetrical rainbows and
the like. And you showed it to everybody willing to look. We
all start as creatives. But for a variety of reasons, we slowly
block it off as we age.
Creative problem solving is simply turning off your censor.
Not letting your inner adult intimidate your inner child.
Here are three pitfalls that might stop you.

2. BIASING YOUR OUTPUT

The way we posit the problem
predetermines the solution.

1. NOT LISTENING TO YOURSELF

Living in Tokyo in the early 1990s, all I wanted was a bagel.
Nothing spectacular. Just a bagel with cream cheese and lox.
And it occurred to me: why doesn’t somebody make a bagel
shop in Tokyo?
Fast forward to 2009, when I returned to live in Tokyo
again. Bagel franchises everywhere. And amid my joy, there
was frustration. That was my idea. But I hadn’t listened
to myself.
You definitely do this. Every time you start a thought with
“Somebody oughta …”, you’ve done it again. These are your
ideas. Claim and execute them. And having done so, you will
have created.
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In my experience, in the vast majority
of cases, the way we posit the problem
predetermines the solution.
Here’s an example. You need to
create new menu items for your
restaurant. Chicken or beef? Western
or Japanese? Healthy? This will be fun.
But did you ask a loaded question?
Now is the time to swim upstream.
Ask “why” like you’re a child at the
mall with your parents. Why do we
need menu items? For more repeat
business. Why? Revenue is down.
Aha. Now you can start creating a
solution to the true, unbiased problem.
Because actually the menu is fine.
The problem is that new construction
blocking your sign. So create
that solution.

3. BELIEVING IN CAUSE AND EFFECT

Think you need a problem to create a solution?
Let’s travel back to the 1980s. You make electric typewriters.
They’re awesome. Let’s say you conducted 50 one-on-one
interviews with typists to innovate around an unmet need.
What would you learn?
Probably that the machine gets too hot sometimes. And it
could be quieter. And the tape cartridge is hard to remove.
Can you imagine if one interviewee said, “I’d like my
typewriter to remember things and play games?” It would
never happen. In other words, you’d never invent the computer.
The computer did not fit an unmet need. It catalyzed
a change in expectations. In 1985, I wasn’t angry that my
phone couldn’t show me movies, and today, I’m angry about
loading times.
Go ahead and create something. It doesn’t need to be born
from an existing need. Get yourself a nifty solution, and cause
some problems with it. Applying creative principles to problem
solving won’t hurt you. And you only need to strike gold once
in your business life.
Plus, creativity is sexy. Know who Hephaestus’s wife was?
Aphrodite, the goddess of love, beauty, and pleasure. n

Adam Weiss is executive creative director for science at
McCann Health Communications, Japan and Korea.
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In True Chamber Style
ACCJ Shinnenkai starts the year with hope and vision
By Ruth Marie Jarman

M

id-January is around the time when
people return to Japan after holidays
abroad, gradually getting back into
their corporate routines. What perfect timing,
then, to be encouraged about the American
Chamber of Commerce in Japan (ACCJ)
contribution to US–Japan relations from US
Ambassador to Japan Caroline Kennedy?
ACCJ members and guests attending
the 2016 Shinnenkai, held on January 19 at
the Imperial Hotel, also heard from ACCJ
President Emeritus (now Chairman) Jay
Ponazecki and new President Christopher
LaFleur, who outlined his clear vision for
this year. Touching on the Trans-Pacific
Partnership agreement, continued advocacy,
and the 2016 focus on greater support for
the chamber’s SME members, President
LaFleur’s speech instilled a sense of growing
community among all ACCJ members and
related organizations.
The ballroom was packed with people at the
center of Japan’s thriving business community,
and we were honored to have a significant
number of guests and new members with
whom to celebrate the new year.
As the thud of the mallet came down to
crack the huge barrel of sake provided by the
Daishichi brewery of Fukushima Prefecture,
guests enjoyed a rousing kanpai toast by
Japan–U.S. Business Council Chairman Kunio
Ishihara while sampling the sake in traditional
square wooden cups.
Delicious food and active networking
kept many in eager conversation until
lights were dimmed to signal the end of
the festivities. Things are looking great for
2016, and we all hope the ACCJ can be part
of Japan’s continued and very successful
internationalization. n

Ruth Marie Jarman is co-chair of the ACCJ
Special Events Committee and CEO of Jarman
International K.K.
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YOUR
SUCCESS
IS OUR
GOAL!
Next Step Resources is the
next step in finding your future
»» International talent procurement
and multilingual specialist staffing
»» Product design and engineering services

»» Guest/Resident Engineers Outsourcing
»» Permanent or Project-based Placement
»» Technical Support and

(2D/3D CAD, CAE, Project Consulting)

Language Development

Nagoya Fushimi Square Building
4F, 1-13-26 Nishiki, Naka-ku,
Nagoya-shi, Aichi-ken 460-0003.

We offer strategic staffing solution services to various industries by

Tel: 052-218-5882

bringing together expertise in key technical and management areas with

Email: info@nextsr-j.com

a proven ability to recruit top-class human resources.

https://www.nextsr-j.com/

See. Hear. Learn.
Join us in 2016

the first and
only bilingual
video channel on
Business in Japan

To be featured on BIJ.TV, please contact:
Joy Fajardo • joy@custom-media.com • 03-4540-7730

www.bij.tv
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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 n Fax: 03-3433-8454
www.accj.or.jp n 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.
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1 ACCJ Kansai Executive Committee members pose with
U.S. Ambassador to Japan Caroline Kennedy (front
center) and US Consul General, Osaka-Kobe, Allen
Greenberg (front right) before the New Year's Party, held
at Kobe Portopia Hotel on January 20.

2 ACCJ President Christopher J. LaFleur (right) with
Ambassador of Ireland to Japan Anne Barrington and
Ireland Japan Chamber of Commerce President Gerard
Mulligan at the “2016 Joint ACCJ–IJCC Networking Party,”
held at the Irish Ambassador's Residence on February 4.

EVENTS

3 ACCJ President Emeritus Thomas W. Whitson speaks at
1

the Community Services Advisory Council Reception, held
in the ACCJ Boardroom on January 28.

4 ACCJ leaders pose with panelists at “Japan's Electricity
System Reform—How Will Competition Stimulate
Innovation and Investment?”, held at the Tokyo American
Club on January 21.

5 Erik Olson-Kikuchi, co-Chair, 25th Anniversary
Walkathon Committee, announces the winner of the
Walkathon T-shirts Contest at Sky Lounge’s The One
and Only, for the ”ACCJ Chubu New Year's Party and
Walkathon Kick-Off Party,” held at Kobe Portopia Hotel
on January 22. (PHOTO BY ANDY BOONE)

6 Mie Kitano (right), Kansai Business Programs Committee
2

3

chair, presents the ACCJ Certificate of Appreciation
to Sudarsana Suda, R&D Site Leadership, P&G Japan,
after Suda's presentation on "Innovation Leadership" at
the third session of the ACCJ Kansai Leadership Series
2015–2016.

7 Andrew Silberman, president and chief enthusiast,
Advanced Management Training Group, at Shooters Sports
Bar and Grill for “Get Ready for 2016 - Change Doesn't
Hurt!” held on January 28. (PHOTO BY ANDY BOONE)

8 Mie Kitano (right), Kansai Business Programs Committee
chair, and Rose Tanasugarn (second from right), Living in
Kansai Committee chair, enjoy the New Year's Party, held
at Kobe Portopia Hotel on January 20, with members
and guests.
4

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 18

Bella Nova Night #10 (Kansai event)
• MARCH 23
5
7

6

The Sure-fire Way to Make Internet
Advertising More Profitable

8

facebook.com/The.ACCJ
twitter.com/AmChamJapan
youtube.com/user/AmChamJapan
linkedin.com/company/
american-chamber-of-commerce-in-japan
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A newly-opened sanctuary
in a pulsating city

Oakwood Asia Pacific will be opening its 9th property—Oakwood Premier Tokyo in
Japan. Located near the Marunouchi district, the property is a 2-minute walk from
Tokyo Station—the gateway to the whole of Japan.
Oakwood Premier Tokyo boasts 123 fully furnished apartments and is housed from
the 6th to the 19th floor of a 19-storey multi-serviced complex. Complete with shopping
and dining options to complement your stay, Oakwood Premier Tokyo is designed to

Oakwood is celebrating 15 years in Japan
For details and reservations, please visit http://www.oakwoodasia.com/tokyo/oakwood-tokyo-marunouchi.php
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