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Our March issue of The ACCJ Journal 
focuses on Japan’s upcoming path in sports, 
at work, and in entertainment. From the 
Tokyo 2020 Olympic and Paralympic Games 
and the 2019 Rugby World Cup to efforts to 
relieve stress, improve the workplace, and 
boost tourism, there’s much change and 
excitement sweeping the nation.

BUILD
Tokyo has been undergoing significant urban 
redevelopment in recent years, and the Tokyo 
2020 Olympic and Paralympic Games— 
set to be the largest in history with 33 sports 
and 339 events—is a driving force. With 
the con struction of the Olympic Village, 
the Tokyo Bay waterfront is getting a lot of 
attention. But what does the future hold for 
this real estate after the Games? On page 20, 
we talk to experts about the challenges of 
developing the area.

COMPETE
Before the Olympics, Japan will play 
host to the 2019 Rugby World Cup. USA 
Rugby has qualified and will compete in 
Pool C against France, Argentina, Tonga, 
and powerhouse England, led by former 
Japan coach Eddie Jones. On page 24, 
we explore the history of the game in the 
United States and the opportunities the 
team’s berth in the tournament may bring 
US businesses in Japan.

CREATE
Sports isn’t the only area in which Japan 
is preparing to up its game. As the world’s 
fourth-largest movie market, the country 
is looking to score big in the global film 
indus try. On page 28, we talk to representa-
tives from regional film commissions about 
why attracting productions is important 
to the local economy and how Japan can 
increase its appeal.

RELAX
While all of this sports and entertainment 
is going on, most of us have to work. And 

getting to the office in Tokyo can be a 
job in itself. Recognizing that the stress 
imposed by overcrowded commutes 
could be impacting economic growth, the 
Tokyo Metropolitan Government has put 
forth a possible solution with its Jisa Biz 
campaign. On page 34, we find out how 
companies are reacting, and what else 
employers are doing to make their teams 
more comfortable and productive.

PREPARE
As we look to the future, there are still other 
changes to consider. If you are a US citizen 
doing business in Japan through the use of 
a corporation, the recent changes to US tax 
law may impact you in unexpected ways. 
On page 18, the American Chamber of 
Commerce in Japan Taxation Committee 
explains what to look out for as you prepare 
your tax return in April. n
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A flagship publication of the American 
Chamber of Commerce in Japan (ACCJ), 
The ACCJ Journal is a business magazine 
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I
n my last column, I wrote about the enduring importance 
of our mission amid new growth drivers in the Japanese 
economy and an evolving US–Japan partnership. In 

February, the American Chamber of Commerce in Japan 
(ACCJ) Board of Governors approved a strategy to ensure 
that the chamber can continue to deliver on its mission 
in this changing environment. The strategy has three 
components, and I will outline each below.

MEMBER CENTRICITY
Over the past several years, ACCJ membership has grown 
to a record high and become increasingly diverse, with 
more Corporate Sustaining Members, Japanese nationals, 
women, and young professionals. Now we need to evaluate 
our membership offerings and position the chamber for 
sustainable growth. To this end, the chamber will undertake 
a project over the next few months that will execute this 
member-centric evaluation of the ACCJ’s value proposition.

As part of this focus, we are also considering how to better 
engage the CEOs of member companies to enhance the 
chamber’s value proposition and add weight to our advocacy 
and brand.

RELEVANT AND STRONG ADVOCACY
Advocacy is a key differentiating factor for the ACCJ and 
its members, driven by the chamber’s unparalleled network 
and information resources. Thanks largely to the work of our 
industry committees, the ACCJ has developed a reputation 
as the leading voice for US companies in Japan.

Yet, in a business environment where many challenges and 
opportunities cut across industries, we often lack chamber-wide 
positions on issues such as workforce productivity, healthy 
aging, and labor mobility. In addition, ACCJ committees drive 
timely and meaningful advocacy projects, such as white papers, 
which deserve to be more effectively elevated and promoted at 
the chamber level.

To remedy this, the ACCJ will prioritize the following five 
cross-cutting advocacy themes aimed at “unlocking Japan’s 
growth potential” while aligning with both the chamber’s mission 
and the policy agendas of the US and Japanese governments: 
1.    US–Japan Economic Partnership
2.    Digital Economy
3.    Health and Retirement
4.    Tourism, Sports, and Hospitality
5.    Workforce Productivity 

To be clear, committees remain the driving force behind ACCJ 
advocacy, and the chamber will continue to work on issues outside 
of these five areas. By prioritizing these issues, we aim to focus the 
chamber’s voice, foster more collaboration between committees, 
and promote US businesses as a source of global best practices.

The Board of Governors and I will communicate more infor-
mation on the themes—and how they intersect with committees—
in the near future.

OPERATIONAL EXCELLENCE
To ensure that the chamber can react more quickly in a changing 
environment and deliver more value to members, we need to 
streamline decision-making and remove bureaucracy. Going 
forward, we will promote more direct engagement between the 
Board of Governors and committees on key elements of the 
chamber’s work.

We will also establish a new Committee Excellence Advisory 
Council to ensure our committees continuously improve 
around the ACCJ’s three pillars—networking, information 
sharing, and advocacy—and maximize their impact on the 
chamber’s advocacy priorities.

This is an exciting time for the ACCJ as we chart a new path 
to deliver on our mission and enhance our reputation as the 
leading voice for US companies in Japan. Stay tuned for more 
information as we move forward. In the meantime, I welcome 
your comments and questions (sshah@accj.or.jp). n

Charting a  
Path Forward

By Sachin N. Shah
ACCJ President

FROM THE BOARD

We aim to streamline and strengthen the chamber’s voice, foster more collaboration  
between committees, and promote US businesses
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EVENTS

1

2
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6

4

facebook.com/The.ACCJ

twitter.com/AmChamJapan

youtube.com/user/AmChamJapan

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

1 Leaders with ACCJ President Sachin N. Shah (center) 
and Executive Director Laura Younger (front, third 
from left) at the ACCJ–Chubu 2018 Shinnenkai at the 
Hilton Nagoya on January 30.

2 Toshizo Ido, Governor of Hyogo Prefecture, delivered  
the toast at the ACCJ–Kansai New Year’s Party 2018  
held at the Kobe Portopia Hotel on January 25.  
Joining him were (from left) ACCJ–Kansai Vice President  
Stephen A. Zurcher, Minister-Counselor for Commercial 
Affairs at the Embassy of the United States, Tokyo,  
Keith Kirkham, and ACCJ President Sachin N. Shah.

3 ACCJ–Kansai Women in Business Committee Chair 
Mary Anne Jorgensen (right) presents a certificate of 
appreciation to Miki Sogi, senior marketing director 
of cardiovascular at AstraZeneca Japan, for her 
presentation “Being Aware of Yourself, Others,  
and Reality” given at the 2018 Leadership Series  
at AIG Osaka on February 1.

4 ACCJ–Chubu Community Service Committee Chair 
Britt Creamer (left) and External Affairs Committee 
Co-Chair Erik Olson-Kikuchi announce the winning 
design for the 2018 Chubu Walkathon t-shirt at the 
ACCJ–Chubu 2018 Shinnenkai at Hilton Nagoya on 
January 30.

5 Guest speakers Seiya Miyake (front left), chief 
operating officer of Minna-Denryoku Inc., and 
Takahide Akiyama (front right), president and chief 
executive officer of the electricity retail provider  
eREX Spark Marketing, Co., Ltd. with (from left)  
ACCJ Alternative Investment Committee Vice-Chair 
Jenifer Rogers, Energy Committee Co-Chair  
David G. Litt, Alternative Investment Committee Chair  
Frank Packard, and Energy Committee Co-Chair  
Ken Haig at the event “Liberalized Electricity & Natural 
Gas Sectors: Who’s Winning? Who’s Investing?” at 
Tokyo American Club on February 8.

6 From left: ACCJ–Chubu Business Program Committee 
Chair Felix Busch, Vice President Ray Proper,  
H&R Consultants K.K. Chief Operating Officer  
Bryce Conlan, Hilton Nagoya Regional Japanese 
Elevator Trainee Hiroka Ishida, Legoland Japan  
Human Resources Director Tomoko Chijiiwa, and 
Nanzan University Faculty of Policy Studies  
Associate Professor Sean O’Connell at the event 
“Working Effectively with Millennials” on the  
campus of Nanzan University on November 30, 2017.

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 9 
Kansai Women’s Networking Event:  
Bella Nova Night #16 

• MARCH 15 
Special Luncheon for Japanese Ambassador  
to the US, the Honorable Shinsuke Sugiyama
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fashion at Hong Kong prices

Prices in US dollars
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delivery in two weeks
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I
n a bid to decrease prices and increase 
competition, Japan deregulated 
electricity retail sales to large end-

users (commercial and industrial 
customers) between 2000 and 2005. 
In April 2016, electricity markets were 
fully deregu lated, followed by gas retail 
sales in April 2017. Smaller retailers are 
now offering innovative options, but 
challenges remain as they compete with 
incumbents for market share.

On February 8 at the Tokyo American 
Club, two newcomers spoke about these 
challenges at an event co-hosted by 
the Energy and Alternative Investment 
Committees of the American Chamber 
of Commerce in Japan.

Ken Haig, co-chair of the Energy 
Committee, opened the event with 
some background.

“Really, it was an outcome of the 
disaster,” Haig began, referring to the 
Great Eastern Japan Earthquake and 
Tsunami of March 11, 2011, which led 
to the deregulation of the low-voltage 
(50kW and below) market.

“Within two years of the start of 
free-flow competition, to have upwards 
of five to 10 percent [of consumers 
switching power contracts] is actually 
a pretty impressive number.” He added 
that the increase has been steady, with 
an average of 360,000 households 
switching each month.

“It leads to a very different business 
environment. Think about, traditionally, 
how little your energy provider spent on 
marketing, and how much a part of the 
budget that is now. Think about the cost 
of regaining a customer who has left.”

MODELS
One difficulty for those entering the 
market is not having generation assets. 

However, the Ministry of Economy Trade 
and Industry is looking to make the whole-
sale market more competitive through 
reforms, including unbundling utilities.

“[There] is an effort to take the tradi-
tional power companies like TEPCO and 
break them up into separate generation, 
transmission and distribution, and retail 
companies,” Haig said. “The idea is 
that, eventually, the generation and the 
retail side will be fully competitive. The 
transmission and distribution com panies 
are not supposed to favor one group or 
another, and that is eventually going to 
make things more competitive and drag 
down prices.”

Takahide Akiyama serves as president 
and chief executive officer of the 
electricity retail provider eREX Spark 
Marketing, Co., Ltd. (ESM), a joint 
venture founded in 2015 by Japanese 
biomass power generator erex Co., Ltd. 
and Spark Energy in the United States. 
Although ESM does not own generation 
plants, it benefits from erex’s biomass 
electricity generation plants. As the sales 
arm for the erex group, ESM provides 
electricity to residential and small 
business customers and has received more 
than 100,000 supply applications.

With no customer base in residential 
to start, the company decided to partner 
with retail companies with a strong 
customer base. “We have created a 
network of sales partners, such as local 
LPG sales companies and cable TV 

companies and companies like Nifty and 
MonotaRO,” Akiyama said.

In contrast, Minna Denryoku Inc. has 
no generation assets. The company’s chief 
operating officer, Seiya Miyake, explained 
that their offering focuses on those who 
have a strong preference for renewable 
energy and are targeting customers willing 
to pay more for it.

“In Japan, customers cannot select 
renewable energy, there is no system.”

His business—a peer-to-peer matching 
service—offers customers the right service 
to suit their renew able energy needs 
while providing information about each 
generation asset.

THE CHALLENGE
When asked how smaller companies can 
find lower prices without the bargaining 
power of larger providers, Haig said, “Until 
you have a more liquid wholesale market, 
there are probably somewhat limited 
opportunities for any of these retailers to 
cut their price, because they are not going 
to make money.”

However, Akiyama encourages 
medium-sized companies to look at the 
opportunities to save on their electricity 
bills. “There are many small and medium-
sized businesses which do not know how 
the deregulation will benefit them.”

Miyake said he often explains to customers 
how a solar project, for example, will benefit 
to the community, and both he and Akiyama 
have received a positive reception. n

ACCJ EVENT

Liberalized Resources
Who’s investing and winning  
in electricity and natural gas?

By Maxine Cheyney

There are many small and medium-sized businesses which  
do not know how the deregulation will benefit them.
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Ikuboss
The importance of  male role models  

in management

By Makiko Tachimori (Fukui)

WOMEN IN BUSINESS

I
n the white paper Untapped Potential: 
A Collaborative Blueprint for 
Achieving Japan’s 2020/30 Overall 

Target of Women Holding 30 Percent of 
Management and Leadership Positions 
by 2020, the American Chamber 
of Commerce in Japan Women in 
Business Committee put forward 10 
recommendations for helping businesses 
bring more women into the workforce, 
open leadership positions to them, and 
create an environment of equality.

The third recommendation is labeled 
ikumen, which means fathers who 
take part in housework and help raise 
their children, while maintaining their 
full-time jobs.

In this installment of our series that 
expands on the white paper, we discuss 
the topic of ikumen with Tetsuya Ando, 
founder of the nonprofit organization 
Fathering Japan.

Established in 2006, Fathering Japan 
focuses on supporting fathers who are 
balancing the responsibilities of work 
and home. The group successfully 
coined the term ikumen as well as 
ikuboss (a male manager or supervisor 
who participates in childcare and 
encourages their subordinates to 
become ikumen who support women 
trying to balance these tasks).
 
Tachimori: It seems that Fathering 
Japan has had a significant impact on 
society, as today more men in their 
twenties and thirties are pitching in and 
helping with housework and child-
rearing. It’s great progress on the home 
front, but what challenges remain with 
respect to increasing women leaders 
within organizations?
 

Ando: To make more progress there, we 
need to increase the number of ikubosses. 
Even though we see more ikumen at home, 
we still have a very low percentage of 
men taking childcare leave at work. We 
learned through various surveys that 
there is strong resistance to this ikumen 
and ikuboss culture among men in their 
forties and fifties, who are currently 
managers and supervisors. To prevent 
women from falling out of the promotion 
pipeline—and to increase the number of 
women leaders—more of these men must 
become ikubosses. We have been focusing 
more on this over the past three years 
and have introduced various corporate 
training programs.
 
Tachimori: I see how important ikubosses 
are, because they are responsible not 
only for supporting and understanding 

women who are trying to balance work 
and life, but also for fostering ikumen 
in companies. What other activities are 
you undertaking?
 
Ando: The Government of Japan is now 
working hard on work-style reform, and 
we believe that ikumen and ikubosses 
are the keys to success in this endeavor. 
Because ikubosses represent role models 
for other men, we provide more than 
500 ikuboss training sessions for male 
managers each year throughout Japan. 
We also try to promote this culture by 
publishing reports and information online.
 
Tachimori: I totally agree with you about 
the importance of role models. The same 
applies to female leaders. To increase the 
number of women in leader ship roles 
in our society, we need both motherly 
career-focused women as role models and 
fatherly ikuboss role models. I advise our 
clients that unless you have actual role 
models at the management level, you can-
not succeed in increasing the percentage of 
female leaders. It is pie in the sky. The first 
step is to have women who are role models 
as part of management.
 
Ando: Yes, definitely. That’s why our 
activities are very important. Anyone 
can be a role model and, if we have more 
ikuboss role models, we have high hopes 
that more women will be made leaders in 
our society. n

Makiko Tachimori (Fukui) is vice-chair of 

the ACCJ Women In Business Committee 

and president of Harmony Residence, Inc.

Evergreen Outdoor Center is a long-established, 

professional outdoor adventure company 

providing outdoor education programs for 

international schools, families and groups within 

Japan and from abroad. 

We have been running summer camps and year-round 

programs in Hakuba, Nagano, Japan for over 16 years. With 

our fun and friendly camp leaders and a long history of 

providing outdoor camps for children, you can rest assured 

that your son or daughter are being provided the very best 

camp experiences in the safety of professionals. All campers 

regardless of age will have the chance to feel challenged in  a 

fun learning environment in the beauty of the Japanese Alps 

with nati ve English speaking camp leaders.

Mountain
Master

¥113,000*

Hakuba, Nagano, Japan

Ages 7-12

Kids Only

30 People Max

4 Nights / 5 Days

July 7th - July 11th 2018
July 21st - July 25th 2018
August 2nd - August 6th 2018

9 Night / 10 Day option also available ¥221,000*

*Early Bird Discount: book before April 30th 2018 and receive a discount of ¥5,000. Brother & Sister Discount: If you book a 2nd member of a family, you’ll receive a 
discount of ¥3,000. Friend Referal discount: Refer a friend to receive a discount of ¥3,000. Prices do not include transportati on fee. Prices are inclusive of taxes.

Get in touch.
Book today!

0261-72-5150

tours@evergreen-outdoors.com

evergreen-hakuba.com

Hakuba

Camping

Mountain
Master
4 Nights / 5 Days

9 Night / 10 Day option also available ¥221,000*

9 Night / 10 Day option also available ¥221,000*

Water
Wizards

¥113,000*
Hakuba, Nagano, Japan

Ages 7-12

Kids Only

30 People Max

4 Nights / 5 Days

9 Night / 10 Day option also available ¥221,000*

July 2nd - July 6th 2018

July 16th - July 20th 2018

July 28th - August 1st 2018

¥113,000*

Max

9 Night / 10 Day option also available ¥221,000*

9 Night / 10 Day option also available ¥221,000*

Japan Alps
Adventure Leadership Program

¥226,000*

Hakuba, Nagano, Japan

Ages 13-17

Teens Only

30 People Max

9 Nights / 10 Days

July 2nd - July 11th 2018
July 16th - July 25th 2018
July 28th - August 6th 2018

Cool Camping Experiences for Kids!

¥226,000*

Max

Family 
Discovery

Adult ¥30,000 Child ¥25,000
Hakuba, Nagano, Japan

Ages 3-12 & Adults

30 People Max

1 Night / 2 Days

July 14th - July 15th 2018

Kids + Family

Family Package
(2 adult & 2 kids) ¥99,000

MountainMountain Japan Alps

Cool Camping Experiences for Kids!
Cool Camping Experiences for Kids!
Cool Camping Experiences for Kids!
Cool Camping Experiences for Kids!
Cool Camping Experiences for Kids!
Cool Camping Experiences for Kids!
Cool Camping Experiences for Kids!
Cool Camping Experiences for Kids!
Cool Camping Experiences for Kids!
Cool Camping Experiences for Kids!
Cool Camping Experiences for Kids!
Cool Camping Experiences for Kids!
Cool Camping Experiences for Kids!
Cool Camping Experiences for Kids!
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Can You Rely on 
Your IT Support
 and IT Security?

TOKYO    HONG KONG    SHANGHAI    SINGAPORE

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

EIRE Systems

EIRE Systems provides the 
highest level of IT services.

International Best Practices.
Local Expertise.

As space is limited, please reserve your spot early  
by contacting Anthony Head.

TEL: 03. 4540. 7730  
EMAIL: accj@custom-media.com

Also featured in April:

SME � Intellectual Property

JOURNAL.ACCJ.OR.JP

COMING  
NEXT  
MONTH

Special Advertising Section

Technology
The April 2018 issue of The ACCJ Journal will  
feature a special advertising section on technology,  
providing companies in the following sectors  
an excellent opportunity to showcase their  
services and solutions:

THE AUTHORITY ON GLOBAL BUSINESS IN JAPAN

Promote your business 
to 50,000 executives.

BOOKING DEADLINE   

Tuesday, March 20

Software solutions  Telecommunications 

Database solutions  Cloud services 

Web conferencing  Data warehousing  Security

Business intelligence  Software development 

Customer relationship management

IT consulting  Enterprise resource planning 

Sales force automation  Supply chain management 

Business continuity planning



I
f we had a crystal ball at our disposal, 
what would the future hold for 
Nagoya City and the Chubu region in 

10 years’ time? There are several schools 
of thought in this area, but little hard-
core data to help navigate a clear path.

Many experts would say that the future 
economic and social outlook for Japan’s 
manufacturing hub is bright, and there are 
several reasons for this—the most impor-
tant being the Linear Chuo Shinkansen, 
which uses maglev technology.

This new train line, which is currently 
under construction and scheduled to 
open in 2027, will shorten the travel 
time between Nagoya and Tokyo from 
90 minutes to 40, while adding only 
¥700 to the ticket price. This represents 
a 55-percent decrease in time and just 
a six-percent increase in the fare. This 
505-kilometer-per-hour connection 
could essentially create a single eco-
nomic zone between the two cities.

NOT ALL ROSY?
But there are some that say this en-
deavor is a risk to the region, giving the 
larger metropolitan area a way to pull 
resources and labor from its smaller 
counterpart. A shorter commute to 
Japan’s most influential city could entice 
Nagoya’s top executives and middle 
managers to move. Tokyo traditionally 
pays higher salaries, provides greater 
growth opportunities, and boasts one of 
Asia’s most cosmopolitan environments, 
with better higher education, medical 
services, and cultural attractions.

What must Nagoya do to ensure that 
the area can thrive in a future that will 
provide locals an opportunity to move 
to Tokyo, while easily coming back to 
Nagoya on weekends or even daily?

One answer is that we need to make 
sure we are developing our resources and 
becoming a more desirable city. Nagoya is 
currently a very attrac tive place to live and 
do business. It also offers a number of key 
eco nomic advantages, including a new 
inter national airport, one of the country’s 
largest ports, cheaper commercial rents, 
shorter average com mutes, a lower cost of 
living, a great public school system, inter-
national schools, and larger home sizes.

But areas remain that need improvement.

BUILDING DIVERSITY
One of the biggest challenges we face 
in the Chubu region is developing a 
strong, diverse workforce to meet the 
area’s growing needs.

Of Japan’s 47 prefectures and territo-
ries, Nagoya ranks 33rd in workforce 
diversity for women. Access to quality 
daycare, shorter working hours for male 
employees, and a higher percentage of 

women as full-time workers are three of 
the key factors that put Japan’s highest-
ranking cities at the top. If Nagoya is to 
keep its talent and attract newcomers, 
then local government and businesses 
must turn their attention to these and 
other important elements of building a 
diverse and vibrant workforce.

The 2018 Chubu Women in Business 
Summit will look to address these issues 
head on, with an eye to the changes 
that need to take place. Our objective 
is to map out a path to ensure that we 
have a diverse and vibrant workforce 
in 2027. In this way, we can prepare for 
and embrace with open arms the Linear 
Chuo Shinkansen and the ¥10.7 trillion 
economic benefit it is forecast to bring 
to Nagoya and the Chubu region over 
five decades. n

REGION UPDATE

Chubu 2027
Poised for economic growth

By Nao Geisler

Nao Geisler is chair of the ACCJ–Chubu 

Women in Business Committee.

This new train line . . . will shorten the travel time  
between Nagoya and Tokyo from 90 minutes to 40.
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Be a Real Estate investor

REAL ESTATE
Investment

Increase your wealth
Reduce Your taxes

Call us at: 03 5549 9099
argentum-properties.com



US VICE PRESIDENT  
MIKE PENCE  
IN JAPAN
Photos courtesy of  
Embassy of the United States, Tokyo

PHOTOS
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TAX

O
n December 22, US President 
Donald J. Trump signed the 
Tax Cuts and Jobs Act of 2017, 

which the US House of Representatives 
Committee on Ways and Means 
presented as delivering more jobs, 
fairer taxes, and bigger paychecks. In 
its policy highlights document, the 
committee said, “The Tax Cuts and 
Jobs Act is a bold, pro-growth bill that 
will overhaul our nation’s tax code for 
the first time since President [Ronald] 
Reagan’s historic tax reform 31 years 
ago. With this bill, a typical middle-
income family of four earning $59,000 
(the median household income) will 
receive a $1,182 tax cut.”

The bulk of the public discussion 
about the tax overhaul has been 
aimed at US citizens living in the 
United States, and on US-based 
business. On the corporate front, 
a primary goal was lowering the 
corporate tax rate of 35 percent and 
encouraging US companies to keep 
operations at home.

One point in the policy highlights 
document states that the act “prevents 
American jobs, headquarters, and 
research from moving overseas by 
eliminating incentives that now reward 
companies for shifting jobs, profits, and 
manufacturing plants abroad.”

Another point addresses the inter-
national tax system, stating that the act 
“modernizes our international tax sys-
tem so America’s global businesses will 
no longer be an outdated ‘world wide’ tax 
system that results in double taxation for 
many of our nation’s job creators.”

While the changes may have the 
desired effect on some level, it may 
also have unintended effects on US job 
creators and workers living abroad.

BACKGROUND
There are numerous changes included 
in the act that impact individuals; 
however, specific provisions related to 
international tax rules and companies 
may also have unexpected consequences for 
certain individual taxpayers (US citizens, 
Green Card holders, and residents) who 
do business in Japan through the use 
of a corporation (i.e., a KK or kabushiki 
kaisha as one example).

While merely a brief introduction to a 
complex piece of legislation, this article 
focuses on a few of the major updates 
for US individual taxpayers operating 
through a corporation, and identifies 
some common misconceptions that 
individual taxpayers may have regarding 
the new rules.

Note that, generally, self-employed 
individuals who do not operate their 
business through a corporation will not 
be subject to these rules.

As part of the act, the United States will 
no longer tax certain foreign divi dend 
income earned by US corporate taxpayers 
beginning with the 2018 tax year. 

However, in return, the United States 
has been granted one final opportunity 
to tax any pre-2018 un remitted accumu-
lated earnings generated by certain 
foreign corporations. This “transition 
tax” is a one-time tax on a deemed 
remittance of such unremitted foreign 
earnings to its US shareholders at the 
end of 2017.

The act also introduced a global 
intangible low-taxed income (GILTI) 
provision, which is an anti-tax deferral 
rule that requires US shareholders of 
certain foreign corporations to annually 
include in their taxable income the 
excess earnings over a stipulated rate 
of return from the tangible assets of 
a foreign corporation. This provision 
applies starting with the 2018 tax year.

GILTI Change
The unexpected impact of  US Tax reform

By the ACCJ Taxation Committee

Specific provisions related to international tax rules may have  
unexpected consequences for certain US individual taxpayers.

TRANSITION TAX STARTING POINTS

10%
interest in  
Japanese 

corporation

15.5%
tax on cash  

and equivalents

8%
tax on  

remaining  
profits
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COMMON MYTHS
While much attention has been paid 
to the impact that the tax reform will 
have on income earned overseas by 
US corporations, there may be some 
common misconceptions about how 
individuals will be affected by the act. 
The following five points attempt to 
clarify these mistaken beliefs.

These rules only target US  
multi national corporations.
While the changes might be primarily 
targeting US multinational corpora-
tions, these rules can also apply to US 
individuals. The specific individuals 
affected by the new rules will depend 
on the particular rule but, in general, 
these will impact US individuals with 
at least a 10-percent interest in a foreign 
corporation controlled by US persons. 
This is referred to as a controlled foreign 
corporation (CFC).

For example, a US citizen who owns 
100 percent of a kabushiki kaisha or a 
godo kaisha—unless the godo kaisha has 
made an election for US tax purposes 
to be treated as an entity disregarded 
as separate from its owner—would be 
subject to the new rules. Further, a US 
citizen who is a partner in a US enterprise 
that holds a 10-percent interest in such a 
foreign corporation will also be subject 
to these rules. It is important to be aware 
of the identities of any other shareholders 
in the foreign corporation (in addition 
to your ownership level in the foreign 
corporation), as this could also have a 

tax impact on you if one of the other 
share holders is a US corporation with 
a 10-percent or more interest. This 
is referred to as a specified foreign 
corporation (SFC).

GILTI does not apply if a foreign 
corporation does not generate 
intangible income.
Despite its name, GILTI does not 
require intangible income to apply. 
The provision is quite mechanical 
and any income (albeit with some 
exclusions) generated by the foreign 
corporation over a certain threshold 
must be included in a US individual 
shareholder’s taxable income.

GILTI rules allow for a 50-percent 
deduction from the taxable base to 
help reduce the overall effective rate 
of tax imposed.
While this is generally true for 
corporate taxpayers, individuals are 
ineligible for such a deduction.

A foreign tax credit should be 
available to offset the impact of these 
new rules.
A partial indirect foreign tax credit 
is available for corporate taxpayers. 
However, individuals are ineligible 
to claim a foreign tax credit for taxes 
paid by a foreign corporation.

The effective rates of the transition 
tax are 15.5 percent to the extent the 
unremitted earnings consist of cash 

and cash equivalents, and 8 percent on 
the remainder.
While these rates were widely advertised 
in the media and by Congress, they 
were calculated based on the former 
corporate income tax rate of 35 percent. 
For individuals with marginal rates 
greater than 35 percent, the effective 
rate of the transition tax may be higher.

IMPLICATIONS
US individual taxpayers with interests 
in foreign corporations in Japan 
or elsewhere may find themselves 
subject to more US tax than previously 
expected. This could potentially start 
April 15, 2018, with the 2017 tax year 
due to the transition tax, and carry 
forward due to the GILTI provision.

Further, as these rules generate 
phantom income (deemed income 
inclusion without a cash remittance), 
some taxpayers may be in a position 
with a significant tax liability but no 
cash on hand to pay such a liability.

Therefore, it is important to 
determine in advance whether these 
rules apply to a specific situation, to 
calculate the potential consequences, 
and to identify options—if any—to 
mitigate adverse impact. As these 
new rules are quite complex and the 
precise application to an individual 
will depend on his or her specific 
circumstances, anyone concerned 
that either of these rules may apply 
to their situation should contact their 
US tax advisor. n
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Every other year, the nations of the world come 

together in competitive pageantry to share their 

patriotism and sporting prowess. The Olympic and 

Paralympic Games represent a wonderful moment 

of global unity and the limelight shines intensely 

on the host city. But, along with this short-lived 

spectacle come steep costs.
 
Budget control for the Games is a constant struggle. 

Balancing the scales of investment and long-term benefit is 
challenging, and Tokyo has already hit hurdles.

Lessons can be learned from past efforts. The legacy of 
the Rio de Janeiro 2016 Olympic and Paralympic Games 
lies in tatters. Facilities are already disintegrating and the 
cost of hosting has proven a huge burden on an already 
fractured economy.

The London 2012 Olympic and Paralympic Games, on the 
other hand, saw the gentrification of the east side of the city, 
an area that was once underdeveloped and falling behind 
the bustling and modern city center. The construction 
of Westfield Stratford City, a shopping center that sits 
adjacent to the Queen Elizabeth Olympic Park, as well as 
a new technology hub, university facilities, and apartment 
buildings, has helped rejuvenate the Stratford area.

With such a contrast in results for two recent hosts, what 
does the future hold for Tokyo?

GAMES OF GROWTH 
How the Olympics help develop cities

By Maxine Cheyney

URBAN UPGRADE
The venues being prepared for the Tokyo 2020 Olympic and 
Paralympic Games mostly fall within two areas: the Heritage Zone, 
where the iconic facilities used for the 1964 Summer Olympics are 
located, and the Tokyo Bay Zone, which the city sees as a model 
for innovative urban development. In the middle of this will sit the 
Olympic Village.

According to Tokyo 2020 spokesperson Masa Takaya, there will 
be wider benefits from the construction of the Olympic venues. 
“The citizens of Tokyo and Japan will benefit from significant 
environmental and infrastructure improvements, such as new 
green spaces as well as sports and education facilities centered 
on the revitalized Tokyo Bay area that create a zone with strong 
appeal for Tokyo’s future development.”

There are eight new permanent venues being built, a majority 
of which are located in the Tokyo Bay Zone. After the Games, 
these will be used for staging major sporting events, exhibitions, 
and other leisure activities. “The village will become a showpiece 
for sustainable urban living for many years to come, with 
stunning views across the Tokyo waterfront,” Takaya added.

So, it would seem there is a well-thought-out plan for both urban 
redevelopment and the protection of historic sites—unlike Beijing’s 
razing of neighborhoods dating back to the Ming Dynasty to 
make way for redevelopment before the Beijing 2008 Olympic and 
Paralympic Games. Despite the plan, accessibility issues and a less-
than-ideal location limit the options for redevelopment.

Speaking to The ACCJ Journal about this, Pacifica Capital K.K. 
President and CEO Seth Sulkin said, “They are not really ideal 
commercial locations, which is of course why the Olympic Village 
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is designed for residential use after the Olympics; that makes 
perfect sense.”

In fact, Sulkin, who is co-chair of the American Chamber of 
Commerce in Japan Real Estate Committee, sees little chance 
of a new commercial zone forming as a legacy of the Games. 
As an example of past projects that met their demise mostly 
due to accessibility, he cites Harumi Island Triton Square in 
Chuo Ward. This major mixed-used development is nearly 
25 years old, but failed to take off due to poor access and distant 
subway stations. Today it has significant vacancies in large-scale 
office buildings and a deteriorating retail component.

“In Japan, or in Tokyo specifically, it’s quite difficult to 
build a new commercial zone,” he added. “The only way to do 
it, really, is to make it incredibly convenient—and that’s next 
to impossible.”

Masayuki Watanabe, unit leader of the Corporate Commu-
nications Department at Mitsubishi Estate Co., Ltd., agrees that 
access is key. “We also believe that the transportation network 
is one of the important factors. However, the Olympics is not 
the goal. The Olympic Village will be built in a convenient 
location close to the heart of Tokyo, and it is important that 
the Olympic facilities be converted into a complex of housing, 
commercial space, and educational space where people gather 
and meet. It can become one of Tokyo’s great assets.”

 In the Tokyo Bay area, one issue is that reclaimed land 
has been formed as separated parcels—much like fingers—
making it difficult to create connections across each without 
the con struction of bridges. “In Japan, everything is orientated 
towards the center, but the lateral connections are weak,” 
Sulkin said.

OLYMPIC GYMNASTICS CENTER SIMULATED IMAGE AS OF NOV. 2017 / ©TOKYO 2020

Tokyo International Airport (Haneda)

Olympic Village
Tokyo Tower
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Despite these issues, the primary aim of the development in 
and around the Tokyo Bay area by private companies, accord ing 
to Watanabe, is to use the passion of the Tokyo Games to create 
spaces where people come together and have a good time.

ADDED VALUE
Playing host to the Olympic and Paralympic Games is not only 
a chance for nations to show off their culture and society on 
the world stage, but is also widely seen as a path to long-term 
economic opportunities.

Japan’s major barriers include a declining population and 
shrinking workforce, and the Olympics offer only positive 
prospects in that respect. Real estate depends on people, and 
Sulkin points out that real estate values would dive without 
inbound visitors.

“If you’re not talking about the areas specific to the Olympics, 
in general I would say it is good for Tokyo and good for Japan, 
because it will raise Japan’s profile even further and will help 
continue to facilitate growth and inbound visitors.”

Masakatsu Yamamoto, marketing and communications 
manager for Mori Building Co., Ltd., agrees that the Games 
will help reinvigorate the city’s growth potential.

“The 2020 Tokyo Olympic and Paralympic Games can be 
a trigger for urban redevelopment in Tokyo to unlock its 
potential to be one of the most magnetic cities in the world,” 
he said. Yamamoto also highlighted the increased promotion 
of next-generation technologies in the lead-up to 2020.

The growth of inbound tourism will no doubt benefit hotels 
and retail, but Sulkin does not see any significant impact on 
the real estate market—and any effects will be limited to the 
Tokyo Bay area.

“The benefits to the real estate market will be indirect in that 
I don’t expect development for the Olympics to directly increase 
prices of real estate,” he said. “This is because the impact will be 
limited to the Tokyo Bay area, and I still think that this is not a place 
that most developers want to operate. I don’t see the development 
there as having much of an impact on the rest of Tokyo.”

We expect Tokyo Bay will 
have a great opportunity 
to improve and flourish 
after the Olympic Games.

But the wider impact of the Olympics on development 
is palpable. Yusuke Ota, a managing director and head of 
the Tokyo 2020 Olympic/Paralympic Promotion Division 
at Lixil Corporation, which makes building materials and 
housing equipment, highlighted the benefits brought by the 
1964 Olympics.

“Japan underwent significant change after the Tokyo Olympics 
in 1964. This change not only impacted the development of 
housing products—from toilets and baths to kitchens and 
windows—but commercial and public spaces, too.

“Things were becoming more convenient and comfortable. 
Fifty years on, and we are now again undergoing change. We are 
becoming a more diverse society. There is greater variety in how 
we work, our hobbies, interests, and who we are as a people.”

OUTSIDE IN
In Tokyo, stabilized property supply and low yields are 
making it difficult to buy, with competition reaching new 
heights. “We don’t really need more demand for real estate, we 
need more assets to come to market,” Sulkin said.

Looking at domestic and overseas investment, he sees a 
severe discrepancy in supply and demand. “There’s already 
too much money seeking too few assets, so basically the entire 
world wants to buy Japanese property right now and there’s 
not enough of it available for sale.”

Mitsubishi Estate is one developer working on the projects 
in the Tokyo Bay area. “As a member of special building 
contractors of the Olympic Village, with Mitsui Fudosan as its 
representative company, Mitsubishi Estate Group is working 
on maintenance of the athletes’ village and improvement of 
housing and commercial facilities,” Watanabe said.

On this front, there is much that Tokyo can learn from 
London’s 2012 experience.

“The areas that they chose had much better transportation 
access, and so effectively what they did is they used the 
Olympics to force the development of areas that were not 
inconvenient—but simply underdeveloped,” Sulkin said. “But 
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what Japan often does is use certain events or government 
subsidies to force development in areas where nobody wants 
to go, and for good reason.”

While this may be the case, Yamamoto emphasized that 
2020 must be used as a springboard for Tokyo’s future. In fact, 
the Global Power City Index revealed that London succeeded 
in improving its magnetic power by hosting the 2012 Games.

“Since 2005, when London was designated as a host city, they 
invested not only in urban infrastructure and buildings but 
also on the software side—such things as cultural promotion, 
tourism promotion, international conventions, and global 
branding of the whole UK,” he explained.

“We believe that Tokyo should learn from 
London, and we should have the London-
style Olympic and Paralympic Games 
in order to continuously strengthen the 
magnetic power of Tokyo.”

Takaya also noted the success of London. 
“What we saw in London is what happens 
when a fully developed city hosts the Games. We believe that 
sports have the power to change the world and our future, and 
we want to inspire the youth of Tokyo—a city that has long 
captured the imagination of young people.”

FINISH LINE
And as people’s values and behaviors change, their city must 
change as well. Ota said this even includes more “universal 
design” and products that are easy, intuitive, and safe to use. 
“Whether in hotels, hospitals, or public restrooms, universal 
design is taking on a more important and valued role.”

Takaya highlighted this, too. “We also want to capitalize 
on the hosting of the Paralympic Games to showcase a city 
that is accessible to everyone as a result of universal design, 
and to reinforce Tokyo’s reputation as one of the world’s most 
accessible cities.”

In Japan, or in Tokyo 
specifically, it’s quite 
difficult to build a new 
commercial zone.

In fact, the Organising Committee has launched the Tokyo 
2020 Action & Legacy Plan, which includes five pillars: Sport 
and Health; Urban Planning and Sustainability; Culture and 
Education; Economy and Technology; and Recovery (from The 
Great East Japan Earthquake and Tsunami of March 11, 2011).

Takaya explained that the plan promotes a series of nationwide 
events and projects with “the ultimate objective of achieving lasting 
post-Games ‘legacies’.” One of these projects is the collection of 
precious metals from discarded or obsolete electronic devices to 
produce the medals presented to event winners.

However, it seems that the Tokyo Metropolitan Government’s 
plans to develop the Tokyo Bay area lacks 
a long-term plan to build infrastructure, 
missing the opportunity to create an 
attractive commercial and residential 
development.

“I recognize that the Tokyo Metropolitan 
Government and the central government 
are financially constrained, but you 

simply cannot develop a new zone without spending money on 
infrastructure,” Sulkin said.

The hotel industry, on the other hand, will benefit greatly from 
the influx of tourists. The only barrier that Sulkin sees for urban 
development is Japanese lease law. There are both traditional and 
fixed-term leases, but most are traditional. Traditional leases mean 
that there is no way to evict tenants without paying them. “As a 
result, you have tons and tons of old tiny buildings, where the 
tenants just don’t want to leave and the owners don’t want to pay 
them enough to get them to leave.” Even with the introduction of 
the fixed-term lease law, the old one was still maintained.

Despite all of this, Watanabe is positive. “The Tokyo Bay 
area will have a great focus due to its proximity to the Olympic 
venues. We believe the area will be recognized again, and we 
expect that Tokyo Bay will have a great opportunity to improve 
and flourish after the Olympic Games.” n
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RUCK AND ROLL 
 USA Rugby eyes success in 2019

 By James Souilliere
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Japan is set to host the 2019 Rugby World Cup 

(RWC), the ninth edition of the competition that 

will see 20 of the strongest teams in the world face 

off to determine who is the best of the best. The 

United States has again qualified, as it has for every 

iteration of the RWC with the exception of 1995, 

and its participation could translate into business 

opportunities for US companies in Japan.

USA RUGBY
Introduced to the United States in the mid-19th century, rugby 
remained popular through the early part of the 20th century, 
with the United States taking the gold medal at both the 1920 
Antwerp Olympic Games and the 1924 Paris Olympic Games.

It is likely that rugby enjoyed favor around the turn of the 
century as gridiron football—the sport known as American 
football outside the United States—was deemed too violent. 
Fans shied away from that game after a spate of particularly 
gruesome injuries and deaths, including more than a dozen 
gridiron fatalities in 1905 alone.

In the decades that followed, rugby suffered a sharp decline 
in popularity, and a resurgence has been seen only over the past 
40 years. Although not as popular 
as the big four sports—baseball, 
basketball, football, and hockey—
rugby today enjoys a loyal following 
in the United States and is quite 
popular at the college level.

On the heels of renewed 
collegiate popularity, United States 
of America Rugby Football Union, 
Ltd.—commonly known simply as USA Rugby—was formed 
in 1975 as the governing body of rugby in the United States.

Asked about growth in the country, a representative 
of USA Rugby told The ACCJ Journal: “It’s growing at an 
opportunistic rate. Participation numbers continue to rise, 
especially from the youth level. With the Rugby World Cup 
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insurance partner of New Zealand Rugby, which includes 
the defending RWC champion and top-ranked All-Blacks—
noted: “There are clear favorites in all of the pools, but, as 
in any major tournament—as we saw in that great game in 
2015, with Japan beating South Africa—it is how a team 
performs on the day and under pressure that matters. So, 
I think we can expect the United States to come into the 
tournament feeling bold and wanting to prove themselves as 
a true contender in this sport. I think we can expect a good 
showing and I’m looking forward to it.”

Commenting on the Eagles chances, USA Rugby said: “We 
plan to compete to the best of our ability. Plain and simple.”

BUSINESS BOOST
In Japan, rugby enjoys significant popularity with fierce 
rivalries between top universities. Waseda and Meiji are 
traditional favorites, while upstart Teikyo University has won 
the All-Japan University Rugby Championship eight times 
since 2009.

Thanks to loyal and active support from students, many 
Japanese have at least a basic understanding of the rules 
of rugby—and some have a deep knowledge of the game. 
Arthur Matsumoto, president of LS7 Corporation and chair 
of the External Affairs Committee at American Chamber 
of Commerce in Japan’s Kansai Chapter, recounted his time 
attending an all-boys high school in Japan. “Gym class was 

almost exclusively judo and rugby, and 
this experience made me familiar with 
the rules. I imagine many others in 
Japan had similar experiences.”

As for tourism, Noddin said: “As 
a major global event in the sporting 
calendar, the RWC will generate a lot of 
media attention and put an important 
spotlight on Japan for the period 

leading up to the event and beyond. With rugby very much 
a growing sport in Japan, and with the recent success of the 

The Men’s 15s qualified for 
the 2019 tournament as the 
top side from the Americas 
for the first time in the 
30-year history of the RWC.

Sevens set to kick off in San Francisco this July, the global 
rugby community is also recognizing the growing popularity 
in the United States.”

FLY LIKE AN EAGLE
The best Rugby World Cup results for the US team, known as 
the Eagles, have been single victories against Japan in 1987 and 
2003, as well as a victory against Russia in 2011. After tying 
Canada in the first leg of their 2019 RWC home and away 
qualification matches, the Eagles trounced them in the second 
game to secure their best qualifying spot ever. Asked about this 
result, USA Rugby said: “Incredible. The Men’s 15s qualified for 
the 2019 tournament as the top side from the Americas for the 
first time in the 30-year history of the RWC.”

The Eagles are certainly hoping for a good showing in 
2019, but are in the deep end of their pool, facing Tonga and 
perennial powerhouses England, France, and Argentina in 
their first-round matches.

With that in mind, Bob Noddin, president and CEO of 
AIG Holdings KK—a major global sponsor and the official 

Brave Blossoms [the moniker 
by which the Japan national 
rugby union team is known], 
we think that we are likely to 
see something similar to the 
effect the FIFA World Cup 
generated when it was held 
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here and in South Korea in 2002. This included a greater 
interest in the sport on the whole, new players picking up 
the game, and new fans beginning to follow teams across the 
globe. It also included an influx of tourists, many of whom 
had not previously had Japan on their radar. Impressed by 
their experience here, there was great word-of-mouth about 
travel to Japan in general.

“For USA Rugby to be a part of the first RWC to be held 
in Asia, there is definitely potential for a knock-on effect, 
especially for US companies that can find a way to connect 
their businesses to the tremendous opportunity and the 
energy that will surround the RWC in areas that are hosting 
matches. It’s also important to note that RWC matches will 
be held across Japan, unlike the 2020 Olympics which will be 
limited to the Kanto area, so the opportunity is really evenly 
distributed across the country—and that’s tremendous.”

Hotels in the cities hosting matches, as well as those in 
popular tourist areas such as Kyoto, Nara, Hakone, and 
Nikko, are expected to see an upswing in business. A senior 
manager of one hotel in Kansai said, “We’ve been getting 
visits from overseas tour operators and it’s clear that they 
are looking to offer their customers activities and outings 
between the matches.”

It is important to note that, in addition to drawing 
tourists to Japan for the RWC, the extensive global television 
coverage is expected to show the best that Japan has to offer 
in terms of history and culture, as well as stunning scenery 
and landscapes. 

Tickets: rugbyworldcup.com/tickets   USA Rugby: usarugby.org

Although not as popular as the 
big four sports . . . rugby today 
enjoys a loyal following in 
the United States and is quite 
popular at the college level.
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This exposure may inspire those watching to visit Japan 
in the year or two following the RWC and provide the push 
some need to come over and support their nation in the 
Tokyo 2020 Olympic and Paralympic Games.

LEGACY
While baseball has a tradition dating back more than 100 years 
in the United States, rugby doesn’t enjoy the strong history 
it has in England, New Zealand, or Australia. However, the 
United States is again seeing rugby grow in popularity as more 
and more young people are being drawn to the sport.

“The sport of rugby, one of the fastest-growing sports in the  
United States these days and one with a long history in Japan, 
has so much to teach players, fans, and anyone interested in 
teamwork and leadership,” said Noddin. “We’re truly excited 
about RWC 2019 in Japan.”

Japan is looking to attract 40 million overseas tourists 
annually by 2020, and the 2019 RWC presents the host 
country an opportunity to showcase itself to the world. This 
exposure can be leveraged to reach that ambitious target. 
With the Tokyo Games and the Kansai 2021 World Masters 
Games following on the heels of the RWC, the rugby event 
offers the chance to set the stage for a sporting legacy that 
may last years into the future.

For US companies in Japan, participation—and hopefully 
success—by USA Rugby in the upcoming RWC offers excellent 
business potential through increased tourism and extensive 
media exposure. n

USA RUGBY | RWC 19 SCHEDULE

September 26
England vs. USA

Kobe Misaki Stadium

October 2
France vs. USA
Fukuoka Hakatanomori Stadium

October 9
Argentina vs. USA
Kumagaya Rugby Stadium

October 13
USA vs. Tonga
Hanazono Rugby Stadium
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ON LOCATION IN JAPAN
  Economic boost from foreign filmmakers

By C Bryan Jones

Once upon a time, filmmaking meant Hollywood. The area’s first 

studio was established in 1911, and within a few years that number 

had risen to 20 as the small neighborhood in Los Angeles, Calif., 

became the industry’s most famous production center.
 
Things are different today. Hollywood remains the base of operations, but filming 

has gone global for both movies and television.
One of the most notable examples is Peter Jackson’s Lord of the Rings trilogy. By no 

means the first to be filmed abroad, the massive production put New Zealand’s 
diverse landscapes on the global stage and brought significant economic impact 
to the country. The three films made use of more than 150 locations and were shot 
between October 1999 and 2000. A decade after the release, Tourism New Zealand 
reported a 50-percent increase in arrivals and a $27 million boost from those who 
said that seeing Lord of the Rings brought them there.

Since then, more and more productions have been enticed to locations around the 
world. On the television front, the wildly popular Game of Thrones—another fantasy 
story—makes extensive use of international locations, shooting in Canada, Croatia, 
Iceland, Malta, Morocco, Spain, and the UK.

Bollywood, based in Mumbai, remains a hotbed of film activity for mostly Indians 
and Cape Town is growing rapidly. The South African port city has attracted 
productions by 20th Century Fox, Universal Pictures, and Warner Brothers 
thanks to low costs, English-speaking help, and beautiful scenery. This despite a 
very high crime rate (ninth globally) and long travel time from the United States.
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MADE IN JAPAN
With annual profits of $2 billion, Japan is the world’s fourth-
largest film market after the United States/Canada, China, and 
the UK, and the country is eying a bigger piece of the pie.

Many films are set in full or in part in Japan, but are often 
shot in other countries—much in the way Toronto frequently 
stands in for New York City—or on sound stages back in 
Hollywood or elsewhere. Japan would like to attract more 
filmmakers to shoot “the real thing,” giving their stories a more 
authentic feel and boosting local economies at the same time.

One of the best-known made-in-Japan films is Sofia Coppola’s 
2003 romantic dramedy Lost in Translation, which won an Oscar 
for Best Original Screenplay at the 76th Academy Awards. This 
story was famously shot at the Park Hyatt Tokyo in Shinjuku and 
other locations around the city, and includes scenes filmed at 
Heian Jingu Shrine in Kyoto.

But that level of depth is less common than you might 
think. In Quentin Tarantino’s Kill Bill: Vol. 1, O-Ren traverses 
the real Rainbow Bridge and rides the streets of Shinjuku, but 
the interior of the Gonpachi restaurant in Nishi-azabu was 
shot on a sound stage in Beijing.

And 2005’s Memoirs of a Geisha, which would seem to be 
filmed in Japan, was mostly shot in Thousand Oaks, Calif., 
at a recreation of Gion, Kyoto’s geisha district (although 
portions of it were shot in Kyoto Prefecture at the Fushimi 
Inari Shrine).

JAPAN FILM COMMISSION
How can Japan garner a larger share of the global film industry? 
What the most successful countries have in common is strong 
centralized promotion of their offerings and incentives. The 
British Film Commission, Film France, and the Mexican 
Film Commission represent three of the four most-common 
destinations for US productions. For the top locale, Canada, 
regional commissions are more prominent.

Canada’s arrangement resembles that of Japan, where the 
47 prefectures and territories are represented by more than 
100 regional film commissions and governments. But this 
fragmentation can make it more difficult to position the 
country prominently on the world stage.

In 2009, the Japan Film Commission (JFC) was formed to 
help remedy this. Supported and endorsed by the Ministry 
of Economy, Trade and Industry, the Agency for Cultural 
Affairs, and the Japan Tourism Agency, the JFC pools the 
voices of its 120-plus regional commission members and can 
represent them in the global market.

The JFC also holds seminars and location fairs each year. 
Lee Ka Yi, international development coordinator at the 
Sapporo Film Commission finds these sessions helpful. “It 
is important because these seminar classes help us increase 
our skills,” she said. “And we can also exchange opinions and 
information with other film commissions.”

Kyoto Media Support Center (KMSC) Assistant Manager 
Yuko Kanzaki sees a central voice as important when liaising 
with the government. “We recognize the JFC as a very impor -
tant organization which is capable of consolidating opinions 
from all film commissions, discussing these with us, and 
making requests to related government ministries and agencies.”

And, as Satoshi Ohno of the Osaka Film Commission told 
The ACCJ Journal, “The authority given to cities and prefec-
tures in Japan is less compared with the United States. Local 
authorities cannot change the taxes or laws, and deregulation 
is limited. Financial and administrative independence is 
also limited, so a centralized commission such as the JFC 
is required to create the necessary policies to allow for 
international competitiveness.”

REGIONAL FOCUS
Despite the move to create a central voice, nearly a decade 
later regional commissions remain the key contact points. It 

A
R

T
S

PH
O

TO
: O

K
IN

A
W

A
 F

IL
M

 O
FF

IC
E 

/ 
O

C
V

B

29THE ACCJ JOURNAL  n  MARCH 2018





is through them that incentives are offered and the arrange-
ments for shooting are made.

One of the benefits is local knowledge. Although Japan 
is a small country, there is much geographic and cultural 
diversity to be found. From the modern glitz of the capital to 
the tradition of Kyoto, the snowy backcountry of Hokkaido 
Prefecture to the tropical paradise of Okinawa, the options 
for filmmakers are many.

Chota Yara, a specialist at the Okinawa Film Office (OFO), 
cited the island’s history as a draw. “Since Okinawa was 
originally the Ryukyu Kingdom, it has a unique culture 
that formed from the dynamic mix of characteristics 
from various countries during that era.” The kingdom was 
founded in 1429 and formally became part of Japan in 1879.

A Singapore–Okinawa co-production, Jimami Tofu by 
BananaMana Films, was financed with the support of the 
Okinawa Convention and Visitors Bureau and selected by 
the 37th Annual Hawaii International Film Festival last year.

Back in Sapporo, Ka Yi cited not just local knowledge by 
multicultural understanding as important. A film school 
graduate from Hong Kong, Ka Yi embodies the diverse skills 
and multicultural understanding that Japan needs to work 
with filmmakers from abroad. She speaks four languages—
Japanese, English, Mandarin, and Cantonese—and has 
knowledge of film and location shooting. This, she said, is 
very helpful in attracting filmmakers from overseas. “I can 
communicate with them smoothly and help them solve 
problems during pre-production and production.”

Kyoto, with its traditional architecture and culture, is a 
favorite among storytellers looking to show the tranquil side 
of Japan. KMSC’s Kanzaki told The ACCJ Journal: “In Kyoto, 
which was Japan’s capital for more than 1,200 years, there are 
both such tangible assets as historical buildings and beautiful 
scenery, as well as such intangible assets as traditional Japanese 
culture that are still alive today. Filmmakers can use the real 
things, not a set.

“Kyoto is known as the birthplace of the Japanese film 
and has more than 100 years of history making films, so the 

know-how, skills, and environment—especially in jidaigeki 
(historical films)—is very strong.”

LOCAL BOOST
One of the biggest reasons a city or region wants to attract 
film projects is economic benefit. This can be both tangible—
money spent with local businesses—and intangible in the 
form of heightened awareness abroad.

Yara sees attracting productions as critical for the Okinawan 
economy. “I think it’s very important to invite film projects 
to Okinawa because it offers great additional potential to 
create employment, not only for the film industry but also 
the tourism sector. As you may know, Okinawa has very 
little industry. The unemployment rate is the highest and the 
average salary the lowest in Japan, so promoting tourism is 
very important.”

Far away in Osaka, Ohno agrees. “Not only can films 
have an effect in terms of industry, culture, sightseeing, and 
regional promotion, the works have the potential to create 
profound and far-reaching effects on a large scale.”

And in Kyoto, Kanzaki sees educational significance. 
Bringing movies and television shows to the city is a key 
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JAPAN AS A MOVIE LOCATION
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Modis Design Inc.
Modis is a Tokyo-based creative 

services agency offering excellence in 
communications strategy and design 
since 2006. Combining world-class 
language services with information 
design and interactive solutions, we 

deliver engaging content across a wide 
range of media and formats.

03-5213-4840
info@modisdesign.com 

www.modisdesign.com/en

Kyodo Public Relations Co., Ltd.
Kyodo PR is one of Japan’s largest  
listed public relations counseling 
companies. Established in 1964,  

Kyodo PR is engaged in all aspects 
of public relations, including overall 

counseling, media relations, and 
promotional support for marketing  

and consumer sales. It is staffed  
with more than 200 employees, 

including 150 specialists in all aspects 
of communications programming  

and planning.

+81 (03) 3571-5257
international@kyodo-pr.co.jp

www.kyodo-pr.co.jp/en

As a team of international 
communications specialists, 
Modis began with a simple 
philosophy: offer the most 
effective, engaging way of 

taking your message to 
your audience. 

—Cal Lyall, managing director

Our in-depth knowledge of  
the Japanese media market 
allows us to support both  
B2B and B2C clients in  
virtually every industry. 

—German SAA, international operations 
group director

Custom Media K.K.
We are an award-winning, 

bilingual, digital content-creation 
and communications agency 

helping global business prosper 
in Japan and abroad.

03-4540-7730
inquiries@custom-media.com

www.custom-media.com

For a decade, Custom Media 
has helped clients bring their 
ideas and services to life in 
a digital world through the 
talents of a creative, diverse, 

and professional team.
—Robert Heldt, president  

and co-founder



part of fostering a new generation of filmmakers. “There 
are many students who study in the film departments of 
universities. It is important that films are being produced in 
Kyoto in order to foster these students as future talents who 
will enhance Kyoto’s film industry.”

INCENTIVES
How does Japan entice filmmakers when there are so many 
options around the globe? A worldwide community of 
filmmakers, video producers, and independent creatives 
known as No Film School ranked the best places to shoot in 
each region of the world. Japan did not make the cut.

Among the best overall are Canada and Singapore, which 
topped the list for North America and Asia, respectively.

The tax breaks offered by Canada depend on the province 
and combine local and federal incentives. Producers can get 
credits of 32–70 percent on eligible labor and 20–30 percent 
on local spending. The most generous provinces are Ontario, 
Quebec, British Columbia, Nova Scotia, New Brunswick, 
and Newfoundland and Labrador.

Competing with Japan in Asia, Singapore offers subsidies 
that cover 50 percent of qualifying expenses, including 
local talent as well as production staff and services. Various 
other grants are available that support up to 40 percent 
of qualifying expenses. Second-place Malaysia offers a 
30-percent cash rebate on a minimum $1.2 million spend.

Globally, incentives tend to fall into four categories: cash 
rebates; tax incentives; national or regional film funds; and 
assis tance with production tasks.

Japan’s offerings vary greatly by 
region, but are generally subsidies 
and help with things such as loca-
tion scouting, securing filming 
permission, and finding extras.

The Chiba Prefecture Film 
Commission can cover 50 percent 
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of expenses up to ¥10 million ($94,000). Sapporo also offers up to 
¥10 million for film and television drama production fees through 
the Sapporo Electronics and Industries Cultivation Foundation 
and the Sapporo Film Commission.

Subsidies from the Saga Prefecture Film Commission 
cover half of production expenses up to ¥5 million, and 
the Wakayama City Film Commission also offers up to 
that amount.

The Kobe Film Office subsidizes up to ¥1 million for 
overseas productions and ¥200,000 for domestic ones. It also 
helps with the cost of location scouting through a fund that 

pays the round-trip airfare and 
accommodations for three people 
for three nights for overseas projects 
and five people for one night for 
domestic projects.

And from 2010 to 2017, 
Okinawa offered a rebate program 
to support filmmakers, promote 

the prefecture through film projects, and attract tourist as a 
result. Up to ¥30 million was available to support the cost of 
shooting in Okinawa. For the first five years, the program was 
available only to foreign productions. For the final two years, 
domestic projects were also included. But the program has been 
cut for 2018.

“Many films funded by this program are highly valued—
especially Korean films,” said Yara. “It is said that it is a key reason 
Korean tourists come to Okinawa.”

ADAPTATION
While financial incentives do exist, they are not on par with 
many of those offered by other countries.

Still, interest is strong on both sides. Japanese culture is loved 
the world over, and Japan is working hard to raise its visibility 
and appeal. The Tokyo 2020 Olympic and Paralympic Games 
and the 2019 Rugby World Cup are turning a spotlight on the 
nation, and there’s no reason that shouldn’t shine on the film 
industry, too.

By unifying their voices, the many regional film commissions 
can better identify opportunities, present themselves to the world, 
and provide the incentives to make Japan a prime location for 
the next box-office success. n

The 47 prefectures and 
territories are represented by 
more than 100 regional film 
commissions and governments.

TOP GLOBAL LOCATIONS
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The average morning commute in Japan’s biggest 

cities is rarely an enjoyable experience and can 

often be a downright miserable daily test of 

endurance. Another traveler’s elbow in your ribs, 

crushed toes, or damp bodies squashed together 

during the rainy season are all guaranteed to put 

even the most mild-mannered of commuters in a 

bad mood before the working day has begun. 
A survey of 2,000 commuters in Tokyo and Osaka, 

conducted in 2016 by market researchers Macromill, Inc., 
determined that more than half spend in excess of one hour 
commuting by train five mornings a week, and 95 percent 
said they feel stressed as a result.

The primary cause of that stress is overcrowding, and 
the primary reason for that is the belief commonly held by 
Japanese companies that workers should be at their desks 
by 9:00 a.m.

A Ministry of Land, Infrastructure, Transport and Tourism 
study in fiscal 2015 found fully 44 percent of the commuters 
living in Tokyo’s 23 wards were aboard trains at 8:00 a.m. on 
weekdays. For those coming into the city from farther afield, 
for example from Saitama and Chiba Prefectures, the figure 
climbed to 60 percent.

WORK 
FLEXIBLY
Companies and government 
look to ease Tokyo’s congestion

By Julian Ryall
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Recognizing the problem, Governor Yuriko Koike in 
July 2017 launched the pilot program of the municipal 
government’s Jisa Biz campaign—the word jisa meaning 
“time difference”—in an attempt to “reform the commuter 
rush.” Under the slogan, If you change the morning, every 
day changes, the campaign is designed to make getting to 
and from work less of a chore and increase productivity 
among individuals and companies.

The foreign business community has broadly welcomed 
the drive—although the local offices of global companies 
point out that they have long since implemented a range of 
measures designed to make workers’ lives significantly easier.

“Japanese companies are known for their long working 
hours, with packed trains a remnant of the nation’s period 
of rapid growth backed by mass production and mass 
consumption,” said Seikei Itoh, head of communications for 
Unilever Japan KK. “The key to achieving successful change 
is in altering people’s mindset.”

“Unilever is absolutely committed to diversity, and we are 
playing an important role in encouraging people to think 
more carefully about how they work,” he added. “[We are] 
changing the need for them to put in long hours in the office 
at the same time as improving productivity.”

As far back as 2005, Unilever Japan introduced a flexible 
working system, with employees permitted to work from 
home for up to eight days a month in 2011. The company 
brought in a Work from Anywhere and Anytime (WAA) 

which helped employers permit their staff to stagger the times 
they arrived at the office.

Some companies opened their cafeterias earlier, allowing 
employees to have breakfast after arriving at the office, while 
others made efforts to promote telecommuting.

More than 260 companies have signed on to the Jisa Biz 
initiative. These include All Nippon Airways Co., Ltd., 
Panasonic Corporation, Nippon Telegraph and Telephone 
Corporation, Pfizer Japan, Inc., and Microsoft Japan 
Company Limited. And on the first day, Koike visited 
Shinjuku-nishiguchi Station on the Toei Oedo Line in 
western Tokyo to promote the program. Tokyo officials say 
they hope the first version of Jisa Biz helped to promote 
discussions of working styles in Japan and they hope to hold 
a similar two-week trial scheme every year.

Ultimately, the hope is that attitudes at companies and 
among workers will change sufficiently that Jisa Biz becomes 
second nature, in much the same way as the national 
government’s Cool Biz campaign—which promotes more 
comfortable attire—has caught on during the sweltering 
summer months.

OBSTACLES
There are, however, limitations to the physical changes 
that can be carried out in Japan’s cities. This is despite 
Koike’s comments to the Tokyo Metropolitan Assembly in 
September 2016 that “commuting in overcrowded trains 
could be slowing society’s momentum.”

One solution that Koike has put forward is the introduction 
of double-decker train carriages, which are already being used 
on many long-distance bullet trains and in limited numbers 
for first-class passengers on lines that transit the capital.

policy in July 2016, enabling staff to 
put in the required hours at any time 
between 6:00 a.m. and 9:00 p.m. from 
wherever they are: at home, in a café, 
in a library, or standing up in the street.

The intention, Itoh said, is to encour-
age employees to be healthier and more 
productive as they pursue the lifestyle 
they want.

Fully 88 percent of the company’s 
400-plus employees in Japan have taken 
advantage of WAA, with 28 percent 
saying their work hours have been re-
duced and 66 percent expressing belief 
that their productivity has increased. In 
total, 64 percent said WAA represented 
a positive change in their day-to-day 
working lives.

“As we have facilitated discussion of 
work styles, we are now encouraging 
society to tackle the issue,” Itoh added.

Unilever welcomed the first Jisa Biz 
campaign by the Tokyo Metropolitan 
Government in 2017, which ran for 
two weeks until July 25, and supported 
the first day of operations by handing 
out free bottles of Lipton tea and pots 
of Ben & Jerry’s ice cream to weary-
looking commuters.

Under the initial phase of the Jisa Biz 
program, train companies laid on extra 
trains in the earliest hours of the day, 

PH
O

TO
: 江

戸
村

の
と

く
ぞ

う
 (O

W
N

 W
O

RK
) [

C
C

 B
Y-

SA
 4

.0
] V

IA
 W

IK
IM

ED
IA

 C
O

M
M

O
N

S

35THE ACCJ JOURNAL  n  MARCH 2018



● For children 15 months to 5 years old 
● Nurturing, high-quality environment 
● Experienced and caring teachers 
● Flexible and age-appropriate programs 
● Attractive after-school activities 
● Extended Day Program for working parents 

SUMMERHILL INTERNATIONAL SCHOOL                   TEL. 03-3453-0811  
2 chome 13-8 Motoazabu, Minato-ku, Tokyo 106-0046    info@summerhill.jp
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Train operators have warned, however, that instead of easing 
congestion, carriages with an upper and lower level might 
instead cause additional delays. This is because the only access 
doors are at each end of the carriage, and it takes a lot longer for 
passengers to embark and disembark than from conventional 
carriages with four or six doors.

For trains on the most congested routes, such as the 
Yamanote and Chuo Lines, that would simply be un workable, 
the industry says.

Koike has taken advice from Hitoshi Abe, president of trans-
port ation consultancy LightRail Co., who has an alternative 
proposal for double-decker carriages. The plan is to have two 
levels but no connecting stairs. Instead, each level would have 
doors that open on a two-story platform, providing quicker and 
more efficient access.

Renovating stations to accommodate the new carriages 
would be expensive, Abe admits, but still much cheaper 
than constructing new elevated tracks over existing lines to 
meet demand.

FLEXIBILITY
The easiest solution to overcrowding, foreign companies 
insist, comes back to increasing the options in employees’ 
work schedules.

“Coca-Cola System has been at the forefront of improving 
the working environment of its employees,” a spokesperson 
for Coca-Cola (Japan) Company, Limited said. “We have 
super-flex hours, telecommuting, and various types of leave to 
fit the modern family, including paternity leave, family-care 
leave, and Premium Friday.”

Staff are encouraged to work remotely in the open spaces 
that surround the company’s headquarters and to cycle to the 
office. Showers have been installed to allow them to freshen 
up again after arriving.

“Our various initiatives for creating a better workplace are 
designed to get the best out of our employees and make an 
easier environment in which to work,” the official said. “The 
system has been successful in improving the quality of life of 
our employees, while also optimizing their job performances.

“We believe employees should bring their best selves to 
work, so it is important that we provide an environment that 
is welcoming, productive, and allows them to be their best.”

Isaac Uchiyama, senior business development and 
communications manager for Allen & Overy LLP, said it is 

H
R

critical to the company’s operations that employees in its 
Tokyo office operate on flexible schedules.

“As a global law firm, we have a flexible work policy 
rolling out called iFlex,” he said. “There are already many 
offices using this working time arrangement, and the firm is 
committed to enabling people to work flexibly—from home, 
from client locations, or on the move.”

While iFlex has not yet been officially implemented 
in Tokyo, Uchiyama says many of the key tenets are 
already in place.

“For lawyers, whether in a domestic or global law firm 
here in Japan, working late or early is part and parcel of 
the requirements of their careers—so they naturally work 
flexibly,” he said.

As a consequence of the measures in place, Tokyo’s Jisa Biz 
has had minimal impact on Allen & Overy so far, Uchiyama 
said. He added that the government’s measures to date do 
not appear to have had much positive impact.

“I would say there has been no significant impact 
whatsoever,” he said. “In fact, the trains all seem to be just 
as congested as they used to be. And it is important to note 
that the working population of Tokyo continues to increase, 
so even with polices such as Jisa Biz in place, unless more 
resources are dedicated to alternative operating or working 
methods, there will not be a noticeable difference.”

Masaru Morimoto, chairman of the American Chamber 
of Commerce in Japan Transportation and Logistics 
Committee and staff vice president of Delta Air Lines, Inc. 
in Japan, has applauded both the city’s Jisa Biz campaign 
and the steps already taken by foreign companies here to 
make employees’ commutes more bearable. Yet more can be 
done, he said.

“Companies should not just rely on the Jisa Biz campaign, 
but should look to diversify working setups, such as by 
introducing work-at-home policies and flextime, reducing 
the frequency of morning or evening meetings, and moving 
their offices to the outskirts of Tokyo,” he said. “These 
initiatives would improve companies’ working environments 
and attract a new generation of employees.”

Unilever’s Itoh says he cannot abide the morning commute 
and goes out of his way to avoid it.

“Personally, I have no desire to waste my energy and 
endure the boredom of an overcrowded commute by public 
transport,” he said. “So, every morning, I walk to work.” n
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Japan’s corporate governance and stewardship 

codes, introduced less than four years ago, 

represented nothing less than a call to redesign 

Japanese capitalism. 
On the surface, the resulting pace of transformation has 

been lightning fast. Regulators and the Japan Exchange 
Group, which operates the country’s stock markets, have 
demanded that corporate legal structures and boards 
be thoroughly reorganized. New duties and disclosure 
requirements have been set for fund managers and, to a large 
extent, they are being obeyed.

Yet, there is frequent grumbling from the likes of the 
Financial Services Agency (FSA), the Ministry of Economy, 
Trade and Industry (METI), and foreign investors about the 
slow pace of change. To outsiders who are not following the 
minutiae of newly revised corporate organization charts, it 
seems hard to fathom what is different. The recent torrent 
of reports of corporate malfeasance at companies, including 
Nissan Motor Company Ltd., Mitsubishi Materials Corporation, 
and Kobe Steel Ltd., would seem to justify this skepticism.

The problem, however, lies not with regulators, nor even 
in the level of acceptance of Japan’s new rules, which is in 
fact quite high. Some 89 percent of listed companies now 
comply with at least 90 percent of the corporate governance 
code requirements. The FSA and METI have created a 
radically improved monitoring system for financial capital 
and disclosures. The Government Pension Investment 
Fund, itself newly reshaped into a force for stronger market 
discipline, is providing oversight of environmental, social, 
and governance factors.

However, there is no specific entity of similar power 
focused primarily on overseeing human capital. More 
specifically, tribal loyalties, on which too much of traditional 
corporate Japan depends, remain as strong as ever.

IMMOBILE STAFF
While a 2014 government survey showed that half of 
workers under 35 no longer worked for their first employer, 
worker mobility at the mid- and senior-manager level of 
large companies is still negligible. Of all men aged 40–45, 
only six percent had ever changed employers. Among 
executive directors of major companies, it is difficult to find 
any who have worked for another company.

This leads to two roadblocks that restrict the creativity and 
resilience of almost every Japanese company.

First, it is not possible to recruit the very best candidate 
for a given job since the choice is effectively restricted to 
people brought into the company years ago straight out 
of college. The faster the pace of technological change 
outside the company, the more problematic this restriction 
becomes. Second, each worker’s job security and career 
progress depend upon unquestioning loyalty to his or her 
immediate boss.

Increasing the ability of workers to change jobs and 
reducing expectations of allegiance to managers would 
greatly advance the progressive reforms introduced by 
regulators. Recent fraudulent behavior indicates what may 

CORPORATE  
CLOG 
How past CEOs hinder  
Japanese companies

By Alicia Ogawa
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happen when employees are afraid to speak truth to power 
for fear of their own positions.

As chairman and chief executive officer of electronics 
maker Sharp Corporation, Katsuhiko Machida expanded 
aggressively into the liquid crystal display (LCD) business. 
After retiring in 2012, Machida stayed involved as a 
senior adviser. During the three years that he held that 
position, Kozo Takahashi, his successor as CEO, steadfastly 
refused to reduce exposure to LCDs in spite of falling 
prices and growing competition. The company ultimately 
had to be rescued from collapse by Taiwan’s Hon Hai 
Precision Industry Co., Ltd., also known as Foxconn 
Technology Group.

Scandals seen at companies such as Toshiba Corporation, 
Toray Industries, Inc., and Obayashi Corporation came to 
light because employees made anonymous allegations to 
reporters. They either did not highlight problems to their 
superiors or were essentially ignored.

STICKING AROUND
The most important way to combat 
the intimidation of managers by their 
seniors would be to do away with 
the longstanding use of sodanyaku 
or komon, both usually translated as “adviser.” These are 
positions created for CEOs such as Sharp’s Machida and 
other top executives, who upon retirement are given a salary 
as well as perks referred to as CRS: a car, a room for an office, 
and a secretary.

Such former managers have no official responsibilities. 
However, their continued presence often serves to intimidate 
successors who might otherwise be tempted to overturn 
policies or previous investment decisions. The influence of the 
sodanyaku is frequently cited as a reason Japanese companies 
are slow to divest themselves of non-core businesses.

One of the reasons some say the sodanyaku system is 
necessary is to provide post-retirement income to compensate 
former executives whose salaries were low relative to those 
of global peers. This argument has become weaker given 
the recent trend of offering stock options as a component of 
executive compensation.

A handful of companies have announced that they are 
doing away with sodanyaku. The Tokyo Stock Exchange 
announced last summer that it will require disclosure of the 

presence of such retired executives at listed companies, as 
well as a description of their duties and employment terms.

This will likely lead more investors to question their 
presence, particularly foreign investors for whom this 
practice is likely unfamiliar.

FLOW OF OUTSIDERS
If the aim is to increase job mobility and workforce liquidity, 
starting at the top would be most effective. If retiring 
executives are no longer made sodanyaku, there will be an 
increase in the pool of available talent to serve as external 
directors at other companies. The more outsiders on boards, 
the more comfortable internal managers will become with 
their presence and the easier it will be for them to welcome 
other outsiders. Group loyalty will then become less 
important than professional merit.

There are several other ways to encourage this.
Some 83 percent of publicly listed Japanese companies 

lack a formal committee to 
oversee the nomination of senior 
executives. Nominating committees 
should be made mandatory, staffed 
by independent directors, and 
members should be required to 

certify they have considered outside candidates when filling 
management positions.

A few forward-looking companies have started to recruit 
graduates of foreign universities as well as bring in new staff 
at later entry points. Some government ministries as well as 
recently privatized companies such as Japan Post Service, 
Co., Ltd. are introducing flexible work contracts that allow 
them to hire outsiders with specific talents for a fixed period 
with a substantial bonus for good performance. This is an 
example the private sector should follow, too.

The key though is to start with incentives for top 
executives, which currently too often reward loyalty and 
harmony above merit and innovation. n

Alicia Ogawa is director of Columbia Business School’s 
project on Japanese corporate governance and stewardship. 

©2018 Nikkei Inc. Nikkei Asian Review is published
by Nikkei Inc. All rights reserved.

A handful of companies have 
announced that they are 
doing away with sodanyaku.
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Scandals such as the one at Kobe Steel highlight the need for Japanese workers to feel more empowered to bring attention to problems.
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It was 2000 when Sumitomo Realty & Development Co., Ltd. 
built the first La Tour Series apartments in Shibakoen. 

Almost 18 years later, the La Tour Series comprises 20 
properties. That number is set to rise with this month’s 
opening of La Tour Minami-azabu. Conveniently spanning 
west, central, and south Tokyo, the properties offer a range 
that few others can in this buzzing metropolis.

FOR ALL TASTES
No matter your preferences, La Tour—with a focus on 
harmony and balance—has the perfect home for you.

“Everyone will be able to find their own favorite La Tour 
from our wide collection‚” explained Sales Director Keitaro 
Kojima. “In fact, 20 percent of our residents move from one 
La Tour apartment to another.”

This diversity is one of the most distinguishing features 
of La Tour.

While high-rises filled with modern luxury apartments 
are springing up across Tokyo, their lack of individuality 
limits customization.

La Tour offers the harmony of comfort, convenience, and value

IDEAL LIVING

The La Tour Series includes both high-rise and low-rise 
apartments. If you’re searching for a balcony, a full-length 
window with a superb panoramic view of the city or a home 
closer to the ground, Sumitomo can find just what you need. 
And as for furnishings, they can be provided or Sumitomo 
can help you lease them depending on your preference.

When it comes time to move, Sumitomo can also take the 
stress out of that process. Rather than hopping around the 
city—relocating from property to property—residents can 
move within buildings or to other La Tour properties with-
out expensive charges. Adding to this convenience is the 
fact that all properties are set in important and prestigious 
locations, and as such offer quick, easy access to major 
business, commercial, and entertainment districts.

The importance of this strong relationship that we have with 
residents is reflected in the high rate of repeat customers.

PERFECT HARMONY
“La Tour started by importing a new style that would satisfy 
expatriates‚” Kojima said. “It was originally made to offer 



to if you were staying at a luxury hotel. La Tour’s staff are always 
ready to answer any questions and make you feel at home.

“When a resident needs to see an English-speaking doctor, 
we will find one for them. When a resident wants to book a tennis 
court and the forms need to be completed in Japanese, we will 
arrange to book for them. We position ourselves closer to the 
role of a hotel concierge,” Kojima explained.

And there is no waiting around for questions to be answered 
or decisions to be made. A manager is always on-site to ensure 
quick and efficient service.

“The most important thing is the tenant, and we have to be 
there for them to be happy‚” Kawasaki said.

All staff are trained according to the La Tour service policy. 
Feedback maintains and improves this high-quality service.

Safety is another crucial aspect of La Tour properties. Kawasaki 
explains that all buildings are constructed in accordance with 
earthquake safety regulations and regular maintenance is con-
ducted to ensure the quality of the building is safeguarded. In 
addition, any guests entering the building must sign a form and 
confirm their identity, while all potential residents are screened 
and undergo background checks. All entrances feature automatic 
locks and security is provided around the clock.

“A lot of people come back to La Tour. We want everyone to 
know that we are always there for our customers‚” Kojima said. n
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a very foreign taste but—to our surprise—it attracted 
Japanese people.”

The interiors reflect both Japanese tastes and modern 
accents, with wooden floors, spacious rooms—much larger 
than the Tokyo average—and the option of two bathrooms. 
Fitness facilities and kids’ rooms—both fitted out with 
high-end equipment—as well as a concierge add to the 
functionality and comfort of the properties, as do the 
heating, dry cleaning facilities, and well-equipped kitchens. 
The spacious floor plan, corridors, and common areas, 
as well as large windows that offer great views, provide a 
relaxed ambience.

Meanwhile, the buildings themselves are beautifully 
designed and feature elegant lobbies—a level of luxury that 
only Sumitomo can provide.

Bringing this ideal environment to life for residents 
requires the work of a huge team. Sales Manager Yukiko 
Kawasaki emphasizes that it is not just Sumitomo that 
creates the La Tour experience; the architects, operations 
staff, management, concierges, sales representatives, and 
real estate agencies all play a crucial role.

“They are what gives La Tour its name and creates the 
right atmosphere‚” she explained. “We describe this as like 
creating music in an orchestra.”

ABOVE AND BEYOND
Comfort is the most important aspect of La Tour properties, 
and this goes far beyond the interiors. The concierge desk, 
with its bilingual staff and 24-hour service, offers a helping 
hand whenever you need it, and a level of service similar 

Tel: 0120-770-507 

9:00am–6:00pm

Sumitomo Realty & Development Co.,Ltd.



Interested in receiving a teaching certificate from Teachers College, Columbia University?  
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This is a collaborative program co-sponsored by the Center for 
International Foreign Language Teacher Education (CIFLTE) at 

Teachers College, Columbia University and Osaka Gakuin University 
(OGU). Upon completion of the program, participants will receive a 
certificate jointly issued by Teachers College, Columbia University and 
OGU in Teaching Chinese to Speakers of Other Languages (TCSOL), 
Teaching English to Speakers of Other Languages (TESOL), or both.

This program is for:
n MA students/graduates/college seniors in Chinese linguistics, 

English, Bilingual, or Multilingual Education.
n Teachers of Chinese or English looking to enhance their 

teaching expertise.
n Professionals considering a career change.

Developed and taught by Columbia professors, this three-week program 
implements a cutting-edge curriculum that sets participants on an efficient 
track to receive state-of-the-art training in the teaching of Chinese and/or 
English as a foreign language. This is a unique opportunity to interact with 
and learn from Columbia professors without having to travel to New York. 
Visit www.tc.columbia.edu/tcsol for more information. n

Program Schedule Location
July 2–20, 2018 Osaka Gakuin University

Application Deadlines
Priority deadline: February 15, 2018  
($50 application fee)  
Final deadline: May 30, 2018  
($100 application fee) 

How to Apply
Submit the required documents to 
ciflte@tc.columbia.edu 

Contact: ciflte@tc.columbia.edu  |  +1-212-678-8378  |  www.tc.columbia.edu/tcsol

 Facebook: Tcsol_CU    Twitter: CIFLTE_CU    WeChat: TCSOL_Columbia    Instagram: CIFLTE-CU
525 W. 120th Street, New York, NY 10027

TCSOL/TESOL Summer 2018
Dual Certificate Program in Japan



Japan policy updates translated 
from Keizaikai magazine 
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FINANCIAL SERVICES AGENCY

PREVIOUS MANUAL TO BE 
ABOLISHED IN CONVERSION

The Financial Services Agency (FSA) has 
completed guidelines that can be expected 
to impact future thinking on inspections 
and management of financial institutions.

Use of the so-called “Financial Inspection 
Manual” for conducting checks of opera-
tional conditions is to be dropped by the end 
of FY2018. The highly standard ized manual, 
whose initial purpose was to deal with bad 
debts incurred following the collapse of 
the economic bubble of the early 1990s, is 
to be changed. Instead, the agency plans 
to remake itself into a “financial nurturing 
agency.” This will be done through adoption 
of a system encouraging improvements 
of specific issues affecting each respective 
institution through two-way dialogue.

The agency was spurred to revise its 
operations through growing awareness 
that its system of emphasizing financial 
inspections was outdated. The imposing of 
strict assessment on the leverage of assets 
led to concerns that the FSA was turning 
essentially into a “fiscal disposal agency.” 
Even after the first stage of measures to 
clear bad debt was completed, the agency 
was criticized for its stringent controls on 

MINISTRY OF INTERNAL AFFAIRS 
AND COMMUNICATIONS

RIVALS EXASPERATED BY 
RAKUTEN’S MOBILE EFFORTS

Rakuten, Inc. has made headlines with 
announcements of its intention to enter the 
mobile communications market as Japan’s 
fourth major mobile carrier. The company 
apparently desires to avoid a repeat of what 
happened when former Chairman Sachio 
Semmoto of eAccess was forced to sell off 
a large number of eAccess assets, leading 
to the company becoming a wholly owned 
subsidiary of SoftBank Group Corp. in 2013.

As opposed to eAccess being obliged 
to set up its own base stations to become 
compatible with SoftBank and KDDI, 
Rakuten Chairman and CEO Hiroshi 

Mikitani intends to keep outlays for 
equipment as low as possible, instead 
gaining access to NTT DoCoMo circuits 
and base stations via inexpensive leasing 
arrange ments. It is hoped that this would 
enable the company to offer inexpensive 
services while chipping away at the shares 
of the three major carriers.

At present, Rakuten’s mobile virtual 
network operator (MVNO) provides 
services via circuits leased from major 
carriers. Last September, it had deployed 
its lineup of Freetel smartphone models 
and acquired another MVNO company: 
Plus One Marketing. But the MVNO 
market left Rakuten with much to be 
desired in terms of connection speeds 
and quality of service, and more or less 
having reached the limits of its growth.

In summer 2017, rumors circulated 
that Rakuten was getting ready to jump 
into the mobile market as the fourth 
carrier. Mikitani, who heads the Japan 
Association of New Economy, is known 
to be close to Prime Minister Shinzo Abe. 
According to a member of the Diet’s 
House of Councillors, “Mikitani is 
requesting an allocation of frequencies 
from the government.”

Moreover, he expressed surprise that 
Hiroo Unoura, CEO of Nippon Telegraph 
and Telephone Corporation, was involved. 
Unoura had previously expressed his 
approval of shared use of base stations 
supporting the next-generation 5G mobile 
technology and had made such appeals to 
KDDI and SoftBank.

For Rakuten, which could not possibly 
keep up with the investment in equipment 
by the Big Three, this was like a favorable 
tailwind. If Rakuten were able to obtain a 
bandwidth allocation from the Ministry 
of General Affairs and Communications, 
it would have access to a nationwide 
network with minimal equipment costs.

The sudden news that the ministry 
would allocate bandwidth to Rakuten 
seems almost like an act of charity and 
has left NTT DoCoMo, which leases its 
circuits to Rakuten, feeling exasperated. n

regional banks, which stood in the way of 
revitalizing local economies.

As fiscal demand continues to decline 
due to factors such as the low birthrate 
and aging population, and in the midst of 
shrinking profit margins due to deregu-
latory activities by the Bank of Japan, 
a source in the government pointed out, 
“If we adhere to the business model in 
use up to now, regional banks will have 
no future.”

43THE ACCJ JOURNAL  n  MARCH 2018



TRY OUR
POPULAR BRUNCH! 
START OFF YOUR WEEKEND 

OR HOLIDAY WITH
EGGS BENEDICT, PANCAKES, 

OR OMELET. 

Available from 10:00 a.m.

MODERN AMERICAN GRILL RESTAURANT & BAR

CRISTA 1-2-5 Shibuya, Shibuya-ku, Tokyo � 03-6418-0077 � www.tysons.jp/crista/en 

HOURS Weekdays 11:30 a.m.–2:00 p.m. (last order) and 5:30 p.m.–10:00 p.m. (last order) Bar/Lounge open until 12:30 a.m. (last order)
 Saturdays 10:00 a.m.–10:00 p.m. (last order) Bar/Lounge open until 12:30 a.m.
 Sundays & Holidays 10:00 a.m.–9:00 p.m. (last order) Bar/Lounge open until 10:30 p.m.

Searching for 
unique f lavors?
CRISTA, a modern American grill in Shibuya, features the fi nest quality meats, seafood, and 
seasonal local ingredients. New York-born chef David Chiddo’s creative menu combines 
American flavors with the Japanese sense of season and place to take you on a sublime 
culinary adventure.

The beautiful interior is surrounded by walls of pure wood, incorporating natural materials 
such as leather and greenery. Experience the heartwarming hospitality within this classic, 
hand-crafted atmosphere that includes a relaxing dining area and lively bar scene.

R E STAU R A N TS  &  S E RV I C E S  by

Crista_MAR-FP_Journal.indd   1 2018/02/02   9:51
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Get your heart beating at Orangetheory Fitness

READY TO FEEL 
THE BURN?

the specific zone of 85–92 percent of your maximum heart 
rate—what we call the Orange Zone—produces a tremendous 
metabolic increase and calorie burn. We call this the afterburn.

RESULTS
The results of the workout? Weight loss, increased energy, 
and visible toning. There’s no mistaking the aches and pains 
after those first and second Orangetheory sessions, but it’s 
all in aid of the calorie burn that continues long after your 
workout has ended—for up to 36 hours!

As Momoko Asai, Orangetheory’s International and 
PR manager said: “I can feel the effects right after each 
class—the comfortable muscle pain and sharpened mind. It’s 

addictive. Some of the floor workouts are quite 
challenging, but fun to try. They are varied 
and are things I can’t think of myself, so I enjoy 
them a lot. One hour feels almost too short 
sometimes. I enjoy it so much!”

Whether you’re looking for strength training, 
stress relief, or to burn some calories while working out in a 
community environment, OTF will get you off the starting 
blocks and your blood pumping. Take a class and join to 
experience the benefits: more energy, more drive, more 
health, and more fun! n

Finding the motivation to exercise can be difficult. This 
is particularly true in Tokyo, where a bustling lifestyle 

and strong food culture mean limited time and increased 
temptation. Going to the gym can be laborious and boring—
especially when training alone.

What’s the answer? Orangetheory Fitness (OTF), the Boca 
Raton, FL-based gym operator with locations in Azabu-
Juban and Aobadai, offers a one-of-a-kind, group personal 
training workout broken into intervals of cardiovascular 
and strength training that produce maximum calorie burn. 
Backed by science, the heart rate-monitored, interval training 
workout is designed to maintain a target zone that stimulates 
metabolism and increases energy.

GET GOING
During your 60-minute workout at OTF, 
you’ll be trained by a certified coach 
through both cardiovascular and strength 
exercises. Each day has a theme, of 
which there are four: endurance, strength, power, and the 
combination of these on the same day. Before class, you will 
be set up with a heart-rate monitor to track your performance 
throughout the session. Classes start with a brief rundown 
of the exercises involved and, if you need that extra push, 
you can track your progress on the wall-mounted screens 
displayed with the different-colored training zones.

OTF offers options for everyone, whether you are a walker, 
jogger, or runner. Instead of the monotonous two-kilometer 
run on a treadmill, you will be prompted to run at different 
paces by the coach.

During the weights and strength portion of the workout, 
video displays are shown on screens to guide you through 
each exercise. The coach also makes their rounds to motivate 
and provide additional support to everyone.

With top-of-the-line equipment and a personal coach, you 
will never again be lost on your fitness journey.

IT’S SCIENCE
The Orangetheory workout provides scientifically proven 
benefits based on EPOC (excess post-exercise oxygen 
consumption). Intervals of cardio and strength exercises 
are designed to produce 12 minutes or more of training 
at 84 percent or higher of your individual maximum heart 
rate. Science proves that 12-plus minutes of exercising in 

http://azabujuban.orangetheoryfitness.com

The result is 
more energy and 
visible toning.
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For more information, please contact your Grant Thornton representative 
at +81 (0)3 5770 8829 or email us at tax-info@jp.gt.com www.grantthornton.jp/en

Eiji Miura is a partner at Grant Thornton Japan specializing 

in succession planning and international inheritance/gift 

taxation for high-net-worth individuals.

Inheritance Tax Relief for  
Non-Japanese Nationals

Domicile in Japan

Temporarily 
domiciled 
foreign 
national*

No domicile in Japan

N
o 

do
m
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 in
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an

Domicile in Japan

Japanese citizen

Domiciled in 
Japan within the 

past 10 years

Domiciled in 
Japan within the 
past 10 years

Long-term domiciled 
foreign national **

Temporarily domiciled 
foreign national*

Short-term domiciled 
foreign national **

No domicile in 
Japan within the 

past 10 years

No domicile in Japan within the  
past 10 years

Foreign 
national

Worldwide assets

SUCCESSOR / 
DONEE

DECEDENT / 
DONOR

Japan assets

Japan assets
(2018 reform)

Japan assets

Japan assets

Japan assets

The 2018 Tax Reform Proposals were released in Decem ber 2017, 
and the rules relating to Japan Inheritance Tax (IHT) and Gift Tax 

were amended to reduce the burden for non-Japanese nationals who 
are long-term residents.

Japan has long treated non-Japanese nationals the same as 
Japanese nationals when it comes to inheritance and gift taxes, 
even though the circumstances behind and sources of their 
accumulated wealth can be vastly different.

Increasingly, mobile high-net-worth Japanese nationals sought 
to take advantage of this and remove their offshore assets from the 
scope of these taxes by moving them abroad. In the past, five years 
spent outside the country could mean that offshore assets gifted to 
your children would not be taxed by Japan.

UNINTENDED IMPACT
Recognizing that the rules did not fit the purpose, and as part of an 
ongoing drive to increase the tax authority’s ability to levy tax on 
overseas assets, the rules were amended in 2017 to lengthen the 
period an individual must be out of the coun try from five years to 10. 
But this was targeted at Japanese nationals, and it proved an obstacle 
for Japanese companies trying to attract senior executives from 
overseas. So, a carve-out was introduced for “short-term domiciled” 
non-Japanese nationals (those that had domicile in Japan for fewer 
than 10 of the 15 years prior to the gift or inheritance date).

Non-Japanese nationals who did not meet the narrow criteria for 
being temporarily domiciled were once again treated in the same way 
as Japanese nationals and subject to the widened scope. This meant 
that, technically, for 10 years after these “long-term” foreign nationals 
left Japan, their heirs or people they gifted assets to would still have a 
liability to IHT or Gift Tax in Japan on overseas property received.

CHANGES
The 2018 Tax Reform, to be enforced from April 1,  seeks to 
redress this imbalance and encourage senior executives and 
entrepreneurs to stay in Japan for longer periods by introducing 
a further exemption.

As with most pieces of legislation, the details are complex. 
But, it seeks to address the situation in which a non-Japanese 
national, after expatriating from Japan, gives a gift or be queaths 
an inheritance to a foreign national with no domicile in Japan. 
If the expatriate had been domiciled in Japan for more than 
10 of the 15 years prior to making the gift, then the overseas 
assets they gift or bequeath are out of the scope of Japan 
IHT and Gift Tax. Assets located in Japan are still subject to 
tax here.

This particular case is shown in blue in the accompanying chart.
An exception has been pro posed to prevent non-Japanese 

nationals from benefitting by leaving Japan for a short period 
and making a gift while abroad. It has been proposed that 
if a non-Japanese national who is subject to the exemption 
returns to Japan within two years of their expatria tion, gifts 
made during those two years to non-Japanese nationals 
with no domicile in Japan would still be subject to the rules 
currently in force (i.e., worldwide assets would be subject to 
taxation in Japan).

Although the new rules mean that the scope of Japan IHT 
and Gift Tax is slightly narrower for non-Japanese nationals 
after they leave Japan, care still must be taken to ensure that 
these rules apply to an individual’s particular circumstances. 
Therefore, advice should be sought when contemplating any 
asset transfers. n

* Temporarily domiciled
Visa status from  
Appendix Table 1 (other 
than Permanent resident 
and Spouse of Japanese 
national), AND domiciled 
in Japan for fewer than  
10 of previous 15 years

** Short-term domiciled 
foreign national
Non-Japanese national, 
AND domiciled in Japan 
for fewer than 10 of
previous 15 years

** Long-term domiciled 
foreign national
Non-Japanese national, 
AND domiciled in Japan 
for more than 10 of
previous 15 years



The market for bilingual professionals in 

Japan continues to thrive, with demand 

for candidates at an all-time high.  

In this climate, two businesses serving the 

sector as the bilingual arms of Japanese 

recruitment giant Recruit Group are 

rebranding. On April 1, 2018, CDS will 

become RGF Executive Search Japan, 

while RGF HR Agent Japan will become 

RGF Professional Recruitment Japan. 

These changes are meant to clarify the 

companies' positions in the market and 

their service offerings for clients and 

candidates in Japan and throughout Asia.

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

Tell us about RGF Professional Recruitment Japan?
We deliberately have very broad coverage, dealing with positions 
from staff level to management across all industry sectors and job 
functions. RGF Professional is predominantly a database-driven 
recruitment business. We have access to the largest candidate 
database in Japan, and can respond to any client need rapidly with 
unique, high-quality candidates. Our consultants operate under a 
360-degree model that allows us to provide an extremely consulta -
tive service to both candidates and clients.
 
What impact will the new branding have on business?
Unlike CDS, for us it’s pretty minimal. Our name changes from 
RGF HR Agent Japan to RGF Professional Recruitment Japan. 
What I like about the new branding is that it brings all our offices 
in Asia together under the RGF banner. I think this helps under line 
the power of the group as a whole and makes our position as the 
number-one recruitment company in Asia much clearer.
 
What are the advantages of being part of the Recruit Group?
The brand is instantly recognizable in Japan. We’ve found that 
there are many bilingual Japanese candidates who, for whatever 
reason, only trust their career and personal information to a 
Japanese recruitment company. By the same token, they would like 
to work for an international business. From this perspective, the 
Recruit brand allows us to access unique, high-quality candidates 
that our competitors cannot. On the candidate side, the resources 
at our disposal mean we can work with all the leading companies in 
Tokyo—so, whatever the candidate’s requirements, we can usually 
find the perfect match. Finally, from an internal perspective, it’s a 
brand that people want to work for. Our internal talent-acquisition 
team has never been busier!
 
What are your goals for this year?
RGF Professional Recruitment Japan has quadrupled in size over 
the past two years. This is due to a combination of the factors 
listed above. While we can’t sustain that level of growth forever, 
we still have aggressive plans for 2018. The key targets for us 
are to continue to provide our clients with high-level, exclusive 
candidates and to give those candidates the opportunity to work 
for some of the best companies in the world.

Matt Nicholls
Managing Director – RGF Professional Recruitment Japan
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Tell us about RGF Executive Search Japan?
We are predominantly an executive search company accepting 
client mandates to place mid- and senior-level bilingual talent 
into their Japan-based operations. RGF Executive Search Japan 
will continue in the footsteps of CDS. As the name implies, we 
are search-focused, involving market mapping, research, and 
headhunting for a particular requirement.

The company’s strength lies in its bespoke in-house research 
capabilities coupled with the market knowledge and extensive, 
hands-on experience of its consultants. Our team members 
have an average of 9.5 years in the industry—well above the 
level of our competitors.
 
What impact will the new branding have on business?
Of course, we have a sentimental and emotional connection to 
the CDS brand that has served us so well over the past 20 years. 
But now feels like the right time to adopt a more connected 
brand strategy throughout Asia—and ultimately globally. In this 
way, we can experience the benefits and leverage the strengths 
of the whole Recruit Group both in Japan and across borders.

The rebranding is part of an Asia-wide integration, designed 
to unify various companies that the Recruit Group has acquired 
over the years under its global RGF brand. There are 45 RGF offices 
in 26 cities, covering 11 countries and markets.

For clients who are multinationals and work across various 
geographies in Asia, the new branding will make it much clearer 
what our organization is and the fact that the brand they’ve 
learned to trust in other markets is actually the same one they 
have locally. Today, someone who works with, for example, 
RGF Executive Search Singapore, may have no idea that CDS is 
effectively the same business in Japan, with the same ownership 
and the same service offering.
 
What are the advantages of being part of the Recruit Group?
Being part of the number-one recruiting company in Japan—
the fourth-largest globally—brings instant credibility and trust 
from clients, candidates, and prospective employees alike. The 
wide range of business services we offer and the prime-time 
exposure they enjoy deliver visibility and recognition far beyond 
the capabilities of any single operating unit. That is a huge 
advantage over our competitors.

Other major strengths are our robust network of executive and 
specialist personnel and our extensive database of bilingual talent 
in Asia. We have cultivated this together with the companies 
Recruit has acquired over the course of 20-plus years, and will 
continue to grow our 1,300-plus-strong workforce covering 
international recruitment as we strive to deliver even-higher-
quality recruitment services to companies and jobseekers in Asia.
 
What are your goals for this year?
A key principle in CDS’s history—particularly since acquisition by 
Recruit in 2008—has been “Responsible Growth.” This means 
that growth must be both sustainable and profitable. The goals 
for 2018 and beyond are clear: we are investing in new facilities to 
allow further responsible growth and must continue to execute 
our business plan successfully and deliver against the promises 
we make to our shareholders, clients, candidates, and employees.

This year will also see us celebrate our 20th anniversary with 
staff, colleagues and friends. It’s a truly impressive milestone. 
The founders and all employees can be proud of what their 
company has achieved, how far it has come, and the potential 
for how far it can still develop and grow. We have some fantastic 
events planned to celebrate and create excitement in the market.

CEO – RGF Executive Search Japan



3M Japan Limited 

Abbott Laboratories/ 
Abbott Japan Co., Ltd.

AbbVie G.K.

Adobe Systems Co., Ltd. 

Aflac

AIG Companies in Japan

Amazon Japan G.K.

Amway Japan G.K.

Asia Strategy: Business Intelligence,  
Public Policy, Advocacy

AstraZeneca K.K.

Bayer Yakuhin, Ltd.

Becton Dickinson Japan

Bloomberg L.P.

Boeing Japan K.K.

Broadsoft Japan K.K.

Caesars Entertainment Japan

Catalyst 

Caterpillar

Chevron International Gas Inc.  
Japan Branch

Cisco Systems G.K. 

Citigroup

Coca-Cola (Japan) Co., Ltd.

Cummins Japan Ltd.

Daiwa Securities Group Inc.

Deloitte Touche Tohmatsu LLC

Delta Air Lines, Inc.

Deutsche Bank Group

Dow Chemical Japan Ltd.

Eli Lilly Japan K.K.

en world Japan

EY Japan

Federal Express Japan G.K.

Freshfields Bruckhaus  
Deringer Tokyo

GE Japan Inc.

Gilead Sciences K.K. 

Goldman Sachs Japan Co., Ltd.

Google G.K.

GR Japan K.K. 

H&R Consultants K.K.

Heidrick & Struggles Japan  
Godo Kaisha

Hilton

The Howard Hughes Corporation

IBM Japan, Ltd.

IHG ANA Hotels Group Japan

Intel K.K.

IQVIA

Johnson & Johnson 
Family of Companies

KPMG

Lenovo Japan

Lockheed Martin 

Mastercard Japan K.K.

McDonald's  
Company (Japan), Ltd.

McGill Japan

McKinsey & Company, Inc.  
Japan

Merrill Lynch Japan  
Securities Co., Ltd.

MetLife

MGM Resorts Japan LLC

Mizuho Financial Group, Inc.

Monex Group, Inc.

Morgan, Lewis, & Bockius LLP 

Morgan Stanley Japan  

Holdings Co., Ltd.

Morrison & Foerster,  

Ito & Mitomi

MSD K.K.

Nanzan Gakuen  

(Nanzan School Corporation)

Northrop Grumman Japan

NYU School of  

Professional Studies Tokyo 

Oak Lawn Marketing, Inc.

Ogilvy & Mather (Japan) GK

Procter & Gamble Japan K.K.

Prudential Financial, Inc.

PwC Japan

QUALCOMM JAPAN Inc.

Randstad K.K.

Relansa, Inc.

Robert Walters Japan K.K.

SanDisk Limited

Squire Patton Boggs

State Street

Steelcase Japan K.K.

Teijin Limited 

Thomson Reuters Japan KK

Uber Japan Co., Ltd.

United Airlines, Inc.

Visa Worldwide (Japan) Co., Ltd.

The Walt Disney  

Company (Japan) Ltd. 

White & Case LLP

Zimmer Biomet G.K.

The ACCJ thanks its

Corporate Sustaining Member companies
Their extensive participation provides a cornerstone in the chamber’s efforts  

to promote a better business climate in Japan.  Information as of February 20, 2018.
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