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We’ve been looking forward to 2020 for a
long time. The Tokyo 2020 Olympic and
Paralympic Games were certain to herald
an eruption of good fortune in business
and excitement in general. But there has
been an outbreak of something else instead:
coronavirus. So far, the year is not turning
out as planned.
Covid-19, the illness caused by the new
coronavirus, has rapidly spread throughout
China and much of world. The impact on
business has been sudden and strong. As I
sat down to write this column, reports were
coming in that the Dow Jones Industrial
Average had plummeted 1,031 points on
concerns over covid-19. That’s a 3.1-percent
drop—one of the largest single-day losses
ever and the worst since February 2018.

HIT THE BREAKS
With the situation changing rapidly, I paused
to see what would happen over the few days
remaining before print. And a lot has. The
Dow has fluctuated while finishing with
losses for five straight sessions, shedding
more than 2,000 points.
Global supply chains have been disrupted
and manufacturing facilities closed in China,
causing companies such as Apple Inc. to
adjust their revenue guidance for the next
quarter and look for alternate sources of
parts and locations for production.
On the afternoon of February 26, the
Japanese government asked organizers of
large sports and cultural events to cancel
them for the next two weeks. Almost
immediately, we received notifications that
concerts, exhibitions, and other events—
some scheduled to start just hours after the
government request—had been called off.
A cloud of uncertainty has also settled over
Tokyo 2020. The negative impact on Japan’s
economy would be immense should the
Games be canceled or moved to another city.
London mayoral candidate Shaun Bailey took
to Twitter on February 20 to say that the host
of the 2012 Games is ready to step in again.

FAMILY MATTERS
While the business and economic impact
is real and significant, we should not over
look the effect covid-19 may have on our
personal lives. Speaking of London, my son
is there now for a six-week study abroad
program. He is scheduled to return on
March 27, but I can't predict what changes
to his plans the outbreak might cause.
This morning, a friend from the
United States sent me a message saying
that his planned business trip to Tokyo
has been canceled because his company
has banned all travel to Japan. I suspect
such policies will become more common
and lead to an economic slowdown.
One thing is certain: the situation will
change tomorrow. But, for now, we have
worked to find out how the early stages
are impacting business and education.
You’ll find my story about study abroad
concerns starting on page 38.
Here’s wishing you safe and healthy days
ahead—for family and business. n
A flagship publication of the American
Chamber of Commerce in Japan (ACCJ),
The ACCJ Journal is a business magazine
with a 57-year history.

EDITOR’S DESK

BUSINESS OF
AN OUTBREAK

ACCJ EVENT

Ring in the Mouse
ACCJ members and guests celebrate a new year
By C Bryan Jones

A

s we enter the year of the Tokyo 2020 Olympic and
Paralympic Games, the American Chamber of
Commerce in Japan (ACCJ) took a moment at the
annual shinnenkai on January 29 to look back at a busy Year
of the Boar and welcome the mouse, which will guide us
through upcoming opportunities.
In 2019, the ACCJ continued fruitful discussions with US and
Japanese lawmakers through the DC and Diet Doorknocks—
allowing the ACCJ to play an important role in the development
and signing of the first phase of the US–Japan trade agreement—
and the chamber remained a sought-after voice on US business
in Japan and the region.
CELEBRATING BUSINESS
To start the evening at the Imperial Hotel, ACCJ Vice President
Eric Sedlak gave opening remarks to some 300 attendees. ACCJ
President Peter Fitzgerald then spoke of the successes of the
chamber last year and the promise of 2020.
“In the spirit of a shinnenkai, this is a time to celebrate—to
look back and consider how far we have come. It’s also a time to
reflect on the challenges ahead and how the ACCJ will continue
to represent member needs going forward,” he began.
One of the biggest events of 2019 was the signing of the
first round of a US–Japan Trade Agreement and the US–
Japan Digital Trade Agreement—an enormous achievement
for the US–Japan economic partnership. The new pact will raise
standards for digital trade and services, as well as address longstanding issues in agriculture and industrial goods.
Speaking of a second agreement signed by the two nations,
Fitzgerald said, “The digital trade agreement signed in 2019
sets a strong framework for essential cooperation between
the US and Japan, and the ACCJ will work to ensure that
the highest global standards are implemented.”
The second round of trade negotiations are set to start in
the coming months, and he promised that the ACCJ will
make certain that the voices of its member companies are
well represented in Washington DC and Japan.
LOOKING AHEAD
He also spoke of taking on the challenge of leading the
chamber during this important time. “It is a particular
honor to be elected ACCJ President as Japan prepares to be
in the global spotlight with the Olympics and Paralympics,
as well as several other global events,” he said.
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“I firmly believe the time is now for Japan. This is a oncein-a-generation opportunity for Japan to show the world what
makes it great, and to showcase a new wave of innovation for
the coming decade.”
Fitzgerald said he has no doubt this will be a year of impact.
“Together with Japan—and across the ACCJ’s three chapters—
the global business community has a tremendous opportunity to
contribute its capabilities and innovate for the future.
“For more than 70 years, the tremendous efforts of ACCJ
members alongside key Japanese partners have contributed
to growth in Japan,” he said.
“Critical to our ability to do this are the many Japanese
stakeholders with whom we have developed strong
partnerships over the years. Your willingness to work
with the ACCJ to strengthen the economic partnership is
deeply appreciated and I look forward to furthering our
efforts in 2020.”
Next, US Charge d’Affaires Joseph M. Young spoke about the
important relationship between the ACCJ and the Embassy of
the United States, Tokyo. And Japanese Vice Minister for
International Affairs Shigehiro Tanaka shared the thoughts of
the Ministry of Economy, Trade and Industry on its relationship
with the chamber.
COMMUNITY
The importance of community service and corporate social
responsibility (CSR) continued to grow in 2019, and Community
became one of the ACCJ’s official pillars. Thanks to the tireless
efforts of the Community Service Advisory Council, our
members and sponsors, and all those who volunteer their
time to events such as the ACCJ Charity Ball, the Chubu/NIS
Walkathon, and the Chubu Champagne Ball, the chamber
was able to give more than ¥7 million to ACCJ-supported
charities last year.
NETWORKING
These only scratch the surface of an eventful year, and all work
to strengthen the chamber’s strong position as key voice in
supporting US business in Japan.
Following the kagami-biraki—the ceremonial cracking open
of a sake barrel—members and guests enjoyed drinks, food, and
a wonderful evening of conversation and networking. It was the
perfect start of what promises to be another remarkable year
for the chamber. n
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1

2

3

4

1 The Kansai chapter of the American Chamber of Commerce

5 From left: Bradley Tutt, manager of Global Mobility

in Japan (ACCJ) held its shinnenkai new year’s party on
January 28 at the Ritz-Carlton, Osaka. Picture from second
left: Geoff Rupp, founder and chairman at Language
Resources Ltd.; Stephen Zurcher, professor and dean at
Kansai Gaidai University; guest Diane Kichijitsu; US Consul
General Karen Kelley; and ACCJ-Kansai Member Relations
Chair Ken Shimabuku with members of the Tosa Shuzo sake
brewing team, who donated the barrel for the evening’s
kagami-biraki ceremony.

Services, and Roy Uehara, director of Global Mobility
Services at PwC Tax Japan with ACCJ Taxation
Committee Co-Chair Marcus Wong at the event 2019
Japan Individual Tax Filing Overview on February 10
at Tokyo American Club.

2 US Consul General Karen Kelley of the US Consulate General
Osaka–Kobe spoke at the ACCJ-Kansai Shinnenkai.

3 Catherine O’Connell and Scott Warren were introduced
as the co-chairs of the newly merged Legal Services and
Intellectual Property Committee at the ACCJ Leadership
Forum on January 27 at Tokyo American Club.

4 The ACCJ presented more than ¥7 million to charities
the chamber supported in 2019 at the Community Service
Advisory Council’s annual reception on February 19 in the
ACCJ Tokyo Office Boardroom.
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6 The ACCJ and the Ireland Japan Chamber of Commerce
(IJCC) co-hosted their annual ACCJ–IJCC Joint Chamber
Networking Party for the 10th time on February 6. This
year’s event was held at the Irish Ambassador’s Residence
and was a great opportunity to enjoy an evening of Irish
food and drink while networking.

7 ACCJ Energy Committee Chair Ken Haig (right) and
Vice-Chair Mike Benner shared their insights on trends
in Japan’s energy sector at an External Affairs Briefing
Series session about Energy 101 on February 19 in the
ACCJ Tokyo Office Boardroom.

ACCJ
EVENTS

5

6

7

8

8 From left: Frank Packard, chair of the ACCJ Alternative
Investment Committee; Zenichiro Ishibashi, an Institute of
Management Accountants Global Board of Directors member
and professor at Tohoku University International Graduate
School of Accounting Policy; Ryo Yanagi, chief financial officer
at Eisai Co., Ltd.; and ACCJ Healthcare Committee Chair
John W. Carlson III at the event Future of Reporting and
Sustainability, Including ESG Best Practices: Eisai’s Case on
February 13 at Tokyo American Club (page 11).

9 The ACCJ welcomed President’s Circle Member Eli Lilly
Japan, K.K. to the chamber’s Tokyo Office on January 31
to discuss priorities for 2020. The visit was led by Lilly and
Company Senior Vice President and Lilly International
President Alfonso “Chito” Zulueta (third left) and Lilly
President & Representative Director Simone Thomsen
(fifth left), who is also ACCJ Governor-Kansai.

9

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.

Stay up-to-date on the ACCJ’s response to
covid-19. Visit the chamber’s information
portal at: www.accj.or.jp/accj-news/
coronavirus-outbreak-accj-memberhealth-safety

facebook.com/The.ACCJ
twitter.com/AmChamJapan
youtube.com/user/AmChamJapan
linkedin.com/company/
american-chamber-of-commerce-in-japan
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ACCJ EVENT

Future of Reporting
and Sustainability
By Megan Casson

C

oncerns surrounding the environment, diversity and inclusion,
employment of those with disabilities, and many other matters are
becoming increasingly important to business. On February 13,
the American Chamber of Commerce in Japan (ACCJ) Alternative
Investment and Healthcare committees co-hosted an event at Tokyo
American Club entitled Future of Reporting and Sustainability,
Including ESG Best Practices: Eisai’s Case. Guests Zenichiro Ishibashi
and Ryo Yanagi spoke about the global use of sustainability perfor
mance data and its importance in environmental, social, and
governance (ESG) matters.
FUTURE FINANCERS
Ishibashi, an Institute of Management Accountants (IMA) Global
Board of Directors member and professor at Tohoku University
International Graduate School of Accounting Policy, spoke from
the perspective of an educator and discussed the IMA’s global
best practices. Drawing on the experience gained through a long
professional career in finance and as chief financial officer (CFO)
for multiple companies, he said: “In Japan, nobody is trained as
a future CFO. For me, the success needs to come from inside the
organization. That is how the management control system works.”
Ishibashi explained that, in January, a comprehensive job
analysis prompted the IMA to update the Certified Management
Accountant (CMA) accreditation to reflect new demands on the
profession in areas of technology and analytics, integrated reporting,
and business ethics, as well as sustainability and social responsibility.
There is also now a specialty credential—Certified in Strategy and
Competitive Analysis (CSCA)—through which qualified CMAs
can enhance a more forward-thinking, strategic perspective to drive
critical decision-making. “The intent is to expose the strategy-making
process, because this is what we are watching for inside organizations.”

EISAI’S IMPACT
Eisai Co., Ltd. CFO Ryo Yanagi shared how the Japanese pharma
ceutical company practices ESG disclosures. With headquarters
in Tokyo, Eisai has about 10,000 employees, 1,500 of which
work in research and development of new medicines.
Speaking on the importance of the research and creation
of empirical evidence in relation to ESG, Yanagi explained
the studies on which he has been working for Eisai. “I have
conducted a global investors survey three years in a row. Last
year, 75 percent of global investors said that Japan should
show value relevance between ESG and return on equity.”
TOP PRIORITY
Yanagi explained how Eisai’s corporate philosophy places
patient healthcare and the availability of medicines first. By
making ESG the top priority, economic value will follow in
the long run.
“Access to medicine is the most important key performance
indicator in the world, in terms of the global pharmaceutical
sector. It is the most compelling, important investment in
the pharma sector and is reflected in the price-to-book
ratio,” he said.
Eisai aims to give first thought to patients and their families,
and to increase the benefits that healthcare provides. “Under
this philosophy, the company endeavors to become a human
healthcare company,” he said. “Our mission is the enhance
ment of patient satisfaction. The company believes that fulfilling
the mission will generate revenues and earnings, and places
importance on this sequence of prioritizing the mission before
the results.” n

TRENDS TO WATCH
Ishibashi also spoke of how trends in finance may affect a company’s
financial futures. Key areas he cited are:
■
■
■

Sustainable business and integrated reporting
Multi-stakeholder governance
Evolving governance and internal controls

New technologies, he predicts, will result in the elimination
of many management accounting positions, but also have the
potential to create new ones.
“Successful management accountants will enable the organization
to perform better,” he said, mentioning another trend: empowering
the CFO as a value creator.
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Create Resilience
in Your Company
Half-day practical skill-building workshop conducted by experts

How can you better cope with challenges,
change, and uncertainty? What behaviors
are holding you back? How do you find
and create new business opportunities?

To understand how stress impacts productivity
and working relationships—and to learn a simple,
practical framework for developing a resilient
mindset and behaviors—contact info@rij-npo.org
to arrange a workshop for your organization.

All profits go directly to RIJ
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https://rij-npo.org

GROW. DISCOVER.
CREATE. EXPLORE.
Offering classes for children
0–6 years old.

Preschool Prep

(Three-hour program, 1.5–2.5 years)

Preschool

(Five-hour program, 2–6 years)

After School

(Three-hour program, 3–9 years)

Motoazabu Jiyugaoka

www.gymboglobal.jp
gymbointernationalschool.jp

MENTORS

Portal for Interns
ACCJ member companies grow budding talent
By C Bryan Jones

W

hen it comes to internships, Japan is beginning to break
with tradition. While the country values international
experience, it is also known for shukatsu, the practice
in which students hunt for a job before graduation. This system
puts those who study abroad at a disadvantage because they
are not in Japan when companies vet and employ graduates to
entry-level positions.
The American Chamber of Commerce in Japan (ACCJ), in
collaboration with the Embassy of the United States, Tokyo,
and the U.S.-Japan Conference on Cultural and Educational
Interchange (CULCON), is changing this with its Internship
Portal. Now well established, this section of the chamber’s
website connects Japanese students with internships when
they return to Japan, therefore improving their prospects for
being hired.
ACCJ member companies can share internship oppor
tunities through the portal and provide tangible assistance
to those interested in international careers. It is also a way of
encouraging Japanese students to study in the United States
and US students to come to Japan.
Through US-style internships, students can gain real-life
work experience without sacrificing their studies. And soonto-be graduates gain the knowledge and confidence that will
set them apart as they build their careers.
ACCJ Education Committee Co-chair Mark Davidson,
who is director of government and external affairs at Amway
Japan G.K., told The ACCJ Journal: “The portal has proved
highly effective in attracting some of the best and brightest
Japanese students studying in US universities to join us for
internships. Supporting the Internship Portal is a powerful
way for us to help cultivate global talent.”
OPPORTUNITIES
To give an idea of the kinds of opportunities available to
students starting their careers, here are seven ACCJ member
companies currently offering internships through the portal:
■
■
■
■
■
■
■

Amway Japan G.K.
Big Picture International, Inc.
FCA Japan Ltd.
GR Japan K.K.
Kreab
PGIM Real Estate
SThree

The range of experience on offer is broad.
Interns at Amway are assigned to a single division as a full
professional team member for a period of eight weeks. They
participate in enrichment activities for professional skills
development, learn about global business operations, and
experience Amway Japan’s business and culture.
Big Picture International provides a chance to gain experience
in sales support and e-commerce business management support,
as well as online marketing and advertising for international
blue-chip companies in the healthcare, media, entertainment, and
IT sectors, as well as retailers and ecommerce merchants from
around the world.
GR Japan provides a great hands-on chance to learn about
public policy research and analysis, report writing, editing, and
strategic development. Interns collaborate closely with project
leaders in implementing strategic outreach and engagement
plans with government officials, members of the Japanese Diet,
media, and other key policy stakeholders.
And interns at PGIM support the transaction team in the
preparation of feasibility studies for new investment oppor
tunities—including both financial modeling and research
analysis—and asset cash flow modeling. It’s a great chance to gain
exposure to research initiatives on benchmarking exercises and
lease negotiations for real estate.
The ACCJ is always looking to expand the range of learning
opportunities for students and young members, and welcomes
companies who would like to be part of the portal. n

HOW TO PARTICIPATE
Only ACCJ member companies can provide
internship positions through the ACCJ. If
you represent an ACCJ member company
who would like to be involved, please email
programs@accj.or.jp. If you are a non-member
company who is interested in learning more,
please contact: membership@accj.or.jp.
And if you are a student or recent graduate
looking to gain experience, please contact the
ACCJ through the portal web page at:
www.accj.or.jp/accj-internship-portal.html
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CHUBU

YPF Mentorship Series 2020
By Megan Casson

T

he American Chamber of Commerce in Japan (ACCJ)
Chubu chapter is hosting the Young Professionals Forum
(YPF) Mentorship Series for the fourth year in a row in
2020 and has a stellar lineup of speakers.
Inspired by the Kansai Leadership Series, the YPF Mentorship
Series was started in 2017 to provide intimate events for those
who aspire to become leaders in their companies. Attendance is
limited to no more than 10 ambitious young professionals.
To recruit participants, the YPF leaders within the Business
Programs Committee reached out to ACCJ Corporate Sustaining
Member (CSM) companies to see if they were interested in nomi
nating a talented staff member who is on the management track.
The sessions provide attendees with the opportunity to hear
from experienced speakers and to learn how they became

Session 1 (February 21)

Session 2 (March 27)

Navigating Your Careers

Winding Road: The Career Path for an
International Journalist Turned American

Nuala Connolly
Head of talent, deputy Head
of Human Resources
AIG Japan Holdings K.K.

14
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the successful leaders they are now. By keeping the number
of participants low, each person will have a chance to talk and
ask questions. It is an intimate chance to gain knowledge
and mentorship.
The five-part series consists of four 90-minute table
discussions over a plated lunch, held at the NUCB Business
School Nagoya Campus between noon and 1:30 p.m., and
a final networking event.
Senior leaders are invited by the ACCJ-Chubu YPF to give
a 30-minute speech on a topic of their choice, followed by
a 30-minute question and answer time. The remaining half
hour is an open discussion among attendees and presenters.
Questions often lead to deeper, personalized advice on how
to progress in a career and avoid pitfalls.

MARCH 2020

Gary Schaefer
Principal officer
US Consulate Nagoya

Session 3 (April 17)

Growing Business in Japan
Chris Zarodkiewicz
President
Cezars International K.K.

SESSIONS
The 2020 Mentorship Series kicked off on February 21 with
Nuala Connolly, chief of staff in the CEO Office at AIG Japan
Holdings K.K. giving a speech entitled Navigating Your Careers.
The second session is scheduled for March 27 when
Gary Schaefer, principal officer at the US Consulate Nagoya,
will give a talk entitled Winding Road: The Career Path for
an International Journalist Turned American Diplomat.
The third session is on April 17 with Chris Zarodkiewicz,
president of Cezars International K.K. presenting Growing
Business in Japan.

Session 4 (May 22)
5Ps of Life: Finding Your Purpose
Ted Katagi
CEO, Kenja K.K.
Professor at the NUCB
Graduate School of Business

The fourth, on May 22, is 5Ps of Life: Finding Your Purpose.
Ted Katagi, chief executive officer of Kenja K.K. and a professor
at the NUCB Graduate School of Business will lead the talk.
The final session is a networking event on June 19 at which
speakers from previous sessions and ACCJ-Chubu leaders
will converse with attendees.
If you are interested in sending someone to attend next
year’s Chubu YPF Mentorship series, or would like to
volunteer to be a speaker, please reach out to the Chubu
YPF through the Chubu Business Programs Committee at:
chubu@accj.or.jp n

AIG's Nuala Connolly led the first session of 2020 on February 21.

ABOUT THE YOUNG PROFESSIONALS FORUM
While the more than 500 events hosted by the chamber each year are open to all ages, special attention is
being given to working professionals under the age of 35 through the YPF.
With a focus on interactivity, the YPF provides opportunities to actively engage in each of the three chamber
pillars: networking, information sharing, and advocacy. By participating in these peer-led programs, as well as
mentorship and training sessions, younger members can improve their skills while meeting new people and
expanding their networks.
For more information about the Young Professionals Forum: www.accj.or.jp/young-professionals-forum.html
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OFFICE HURDLES
Can Games kickstart teleworking in Japan?
By Malcolm Foster

Work anywhere, anytime—as long as you deliver
results. That’s the workplace philosophy at the
Tokyo office of AbbVie, and it's one that is radical
and rare in Japan. Since the US research-based
biopharmaceutical company moved into its new freeseating office last February, employees—98 percent
of whom are Japanese—can work from home or

LIFE CHANGER
That freedom has meant less stress, more free time, and greater
productivity for Yuichi Hashida, a 33-year-old who helps oversee
AbbVie’s clinical trials. He works from home about once a week,
saving 90 minutes in commute time, which he uses to take an
online English conversation class or work out at the gym. He has
adjusted to participating in more conference calls from home,
and uses chats and phone calls to communicate with his boss and
colleagues. He’s grateful for the flexibility, especially as his wife
is expecting their first child later this year.

offsite as often as they want, as long as they fulfill
monthly working-hour quotas and meet their job
objectives. About 70 percent take advantage of the
option, and most report feeling more productive
after switching to the flexible work style, an internal
company survey shows.
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MIE KITANO

Senior director of corporate affairs
Eli Lilly and Company

HR

NANCY NGOU

Associate partner
EY Advisory and Consulting Co., Ltd.

HIROSHI ONISHI

Chief of IT Innovation
Ministry of Economy, Trade and Industry

“I feel like I’m more productive working from home because I
can concentrate better,” said Hashida. “Typhoons and snow can
affect the train lines and that’s stressful, so I can work from home
on those days. It just makes my work and life so much easier.”
That’s the reaction that Japanese Prime Minister Shinzo Abe’s
government hopes will spread during the Tokyo 2020 Olympic
and Paralympic Games. With 10 million visitors projected to
descend on the city, authorities want companies to encourage
their employees to work from home to ease congestion during
the Games. More than 700,000 workers from 3,000 companies
and organizations—including Fujitsu Ltd., Ricoh Company, Ltd.,
and SoftBank Corp.—are expected to work remotely during the
Olympics, which will run from July 24 to August 9, and many
are planning to do so again from August 25 to September 6
during the Paralympics.

Teleworking is part of Abe’s broader “workplace reforms,”
or hataraki-kata kaikaku, which he has championed to make
corporate Japan more efficient, productive, and competitive
on the global stage. The government wants to reshape Japan’s
economy so it can better cope with an aging, declining popu
lation—particularly by creating ways for women and middleaged employees caring for elderly parents to shore up a
shrinking labor force. Adding more workers will also boost
government tax revenues.
“The concept that a job involves going to a certain location to
work is expanding. That shell needs to be broken,” said Hiroshi
Onishi, chief of IT Innovation at the Ministry of Economy,
Trade and Industry (METI). “Even if you’re not in the office,
work can be done. The former mindset needs to change, and
we hope that 2020 will be a turning point.”

CATALYST
Already, the coronavirus scare is driving home the need for
remote work capabilities, and it may end up being a more
powerful force than the Games when it comes to pushing
companies to embrace teleworking.
“Covid-19 is pushing companies to put into practice
policies they already adopted, but had not used in earnest,”
said Nancy Ngou, an associate partner at EY Advisory and
Consulting Co., Ltd. and a governor of the American Chamber
of Commerce in Japan (ACCJ). “From a change management
perspective, a crisis is always a strong driver of behavior
change—especially in cultures that historically had not had a
need to change, so are not accustomed to it.”
Some 19.1 percent of Japanese companies have remote work
systems, and another 7.2 percent plan to introduce them soon,
according to a 2018 government survey. Abe wants to raise that
above 30 percent this year. But when individual workers were
asked if they had actually teleworked within the past year, only
8.5 percent said they had, the survey shows. A recent Reuters
poll finds that 83 percent of Japanese companies don’t allow
employees to work from home, and 73 percent say they aren't
considering allowing them to do so even during the Games.
Teleworking is vital for business continuity plans, “so com
panies will need to embrace it in order to become more effective,”
said Mie Kitano, senior director of corporate affairs at Eli Lilly
and Company, which expanded its work-from-home policy
without limitation of days or requirements in 2018. “It allows
employees to bring better balance to their lives by repurposing
their commuting time for personal things.”
Ultimately, the government wants Tokyo 2020 to be a catalyst
for longer-term change in Japan, which has lagged behind the
West in workplace flexibility. In the United States, 38 percent of
employers allow some employees to telecommute on a regular
basis, but only eight percent offer this option to all, Global
Workplace Analytics research shows.

TRANSFORMATION
Western companies in Japan have been spearheading this
change, while domestic ones have been slower to adapt, says
Timothy Langley, president of Langley Esquire, a Tokyo-based
public affairs consultancy. “It’s one of the beautiful things that
foreigners bring in: experiences and practices that, hopefully, can
be implemented in Japanese society through the sieve of having
a subsidiary here,” he said.
Langley, who advises the Japanese government and companies
involved in flexible work policies, said he is sometimes asked
by officials here: “How do you do this? It’s a challenge for us, and
we’re looking for best practices.” While the technology is available,
cultural mindsets, business practices, and sheer inertia make it
hard for Japan to embrace teleworking, he said. But demographic
and competitive forces are bringing change.
“What we’re confronting is a transformation,” Langley said.
“We’re right on the cusp of it.”
To help companies prepare for the Games, the Japanese
government held Telework Days during the past three summers,
when it urged companies to let employees work from home for
increasingly longer periods, rising to five days in July. “It’s hard to
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suddenly do this for the Olympics, so we thought it was better to
train people in stages,” said Onishi. “This isn’t a law. We wanted
to approach it as a group effort for our society as a whole.”

solutions, often showing customers their own systems. “As
Japan carries out workplace reforms, we are trying to support
that,” said Masakatsu Kiguchi, a human resources manager.

BUSINESS BOOST
Keidanren—the Japan Business Federation—is also getting
behind the Olympics teleworking effort, encouraging members
to participate and passing along information from the Tokyo
Metropolitan Government about expected disruptions, said
Soji Samikawa, head of the organization’s 2020 Olympics office.
“For corporations, there’s lots of interest because they want to
be informed about what to expect,” he said.
Companies are also planning to ask employees to move
up their summer vacations, typically taken in mid-August,
and to avoid commuting during rush hour, Samikawa said.
Keidanren would like to see companies adopt more flexible
work policies. “After the Olympics are over, we think a lot of
companies will say, ‘We’re glad we tried it.’ So, we think it’ll
be a good impetus for change.”
Japanese electronics and finance companies are the farthest
along. Electronics and copier maker Ricoh Company, Ltd.,
which adopted a remote work system in 2018, plans to close its
Tokyo head office during the Olympics. This means that about
5,000 staff will be working from home or at satellite offices.
Employees faced few issues during last year’s “Telework Days”
and saved two hours and 10 minutes on average each day in
commuting time, said Sayaka Matsuda, a Ricoh spokesperson.
“Based on this experience, we hope to further promote
remote work.”
SoftBank expects that about 7,000 of its force will work from
home, avoid rush hour, or take a vacation. At Fujitsu, where
teleworking became an option for all employees in 2017, some
32,000 staffers will work from home, at 19 branch offices,
or at 250 other contracted temporary work locations. Fujitsu
has generated business helping companies find teleworking

SEEN WORKING
But many Japanese companies, particularly smaller ones, haven’t
yet allowed employees to access the company email or network
from outside the office, said Yuko Yogo, an independent strategic
human resources consultant who advises Japanese firms on such
matters. Others don’t want to allow access outside the office for
confidentially or security reasons, she said.
Investing in remote work hardware and software can be a
daunting up-front cost, said Langley, on top of having to figure
out security protection, corporate governance, and how the HR
team will be involved.
Much of the resistance, however, is for cultural and relational
reasons. Workers “have this fundamental belief that the hours you
are seen working are important,” said Yogo, who is also a vicechair of the ACCJ Human Resource Management Committee.
“Employees are very conscious of being seen by their boss,” she
said, and many are reluctant to leave until the manager does. This
can lead to wasted hours in the office, but also more overtime pay.
Managers, meanwhile, typically like to be able to see those
directly reporting to them. Allowing them to work from home
makes some managers feel as though they can’t easily commu
nicate or keep track of their activities, which they perceive as a
loss of control, she said.
Such changes require managers to trust their subordinates and
delegate authority—ideas that don’t have deep roots in Japan’s
hierarchical corporations or society, said Langley. Managers need
to learn “how to delegate in a way that people embrace.”
Another obstacle is the heavy reliance on paper and hanko
(personal seals) which are stamped on internal documents and
proposals circulated in the office. “Companies are rethinking
workplace assumptions, but being physically present to stamp
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and circulate papers still tie many employees to the office,” said
Masayuki Kita, a Fujitsu salesperson.
The most effective way of convincing Japanese companies
and bureaucrats to adopt teleworking is to present data that
shows how it is advantageous to them, said Langley. He gave
productivity surveys, how less commuting can reduce their
carbon footprint, and how adding more teleworkers to the
labor force might reduce the need for foreign workers as
examples. “With Japanese companies, it’s always based on
evidence—factual demonstrations of how things are actually
done,” he said.
Research on the US labor market from Global Workplace
Analytics shows that a typical company saves $11,000 per
half-time telecommuter each year as a result of reduced real
estate (shared desks or free-office seating), increased produc
tivity, reduced absenteeism and turnover, as well as better conti
nuity of operations, said Kate Lister, the company’s president.

Consultants, told The ACCJ Journal. “Our overall philosophy
is to give Googlers ownership of their own schedule, time, and
even workplace culture,” Murphy said. “We want to build a
culture of trust.”
By using cloud-based tools, staffers can conduct meetings
over Google Hangouts, its video conferencing tool, and access
their documents from any authenticated device through G Suite
wherever they are. “We are starting to see more organizations
in Asia transforming the way their employees work and finding
solutions like G Suite a good way to build collaboration among
teams,” he explained.
An internal study of Google employees found no difference
in effectiveness, performance rating, or promotions for indi
viduals and teams whose work requires collaboration with
colleagues around the world versus staffers who spend most
of their day working with others in the same office. In Japan,
since 2015, Google has introduced various initiatives to help

CULTURE OF TRUST
Charting a new course needs to come from the top in Japan’s
vertically oriented corporate culture, human resource
experts say. Top management needs to initiate the change
and department managers need to get on board. “Unless
that happens, it’s very hard for the rank and file to move,”
Yogo said.
Google gives its employees in Japan and around the world
freedom to decide when and where they work, as long as
they get their work done, Lee Murphy, director of People

$11,000
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the wider Japanese community adopt more flexible work
environments. One program, called “Women Will,” aims to
create economic opportunities by providing e-learning courses
about working remotely.

reports when they can start working any time, finish working at
any time, and work anywhere?”
But everyone adapted quickly, and reaction to teleworking
and the new office layout was overwhelmingly positive, Ito said.
Chats became a key communication tool, and virtual meetings
COLOR-CODED ZONES
were held using WebEx. To help managers keep track of their
AbbVie went one step further to promote work flexibility
team members’ work, employees logging on from home send
by setting up an activity-based workplace and eliminating
a brief email listing the day’s objectives, and another reporting
assigned desks for everyone in its 800-strong Tokyo office. This
progress when they stop.
includes the president and senior managers—a practice more
“At first, I wasn’t that crazy about all the conference calls, but
common in the United States but very unusual for Japan. It
no longer. It’s become normal,” said Hashida, a clinical trial team
has four color-coded zones interspersed across two floors, each
member. “I also had a hard time initially finding people in the
with different furniture and lighting.
new office, but then I was just using
Orange “collaborative areas” have
The concept that a job involves chats to contact people. As I walked
oval tables and diner-like nooks,
around, I mingled with people, and
while a purple-carpeted “focus area” going to a certain location to
that would lead to conversations. So, I
offers a quiet space to work on
feel like communication is freer and the
work is expanding. That shell
deadline. The blue-hued “standard
place generally feels ‘flatter,’ ” meaning
area” has a mixture of higher tables needs to be broken.
fewer corporate layers and less distance
with stools and lower desks, and
between managers and subordinates.
the green-themed “refresh area” allows workers to chill out in
Two months after the move, an internal survey of AbbVie’s
comfy chairs with free drinks and snacks.
Tokyo workers found that 68 percent felt more productive and
Initially, many employees were skeptical that the new “work
workplace satisfaction had risen to 83 percent by November.
anywhere, anytime” plan would be successful—and the greatest
Companies usually benefit when they take steps that improve
resistance came from managers, said Yukimi Ito, director of
employees’ quality of life, because that makes workers more
public affairs. Some objected to giving up their hard-earned
motivated and engaged, said Yogo. “And companies with more
offices. Others wondered, “How do we manage our direct
engaged employees are generally more productive.”

LEE MURPHY

Director
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Director of public affairs
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ADDED IMPETUS
The prospect of overcrowded public transit and
government requests for cooperation aren’t the only
things putting pressure on traditional views. While
companies in Japan have long been resistant to
allowing staff to work from home, the outbreak of
the covid-19 coronavirus may be a game-changer.
In response to the public health risk, telecom giant
Nippon Telegraph and Telephone Corporation has
started to encourage some 200,000 employees to
work from home or commute during off-peak hours.

Sony Corporation and Fujitsu Ltd. are doing the same.
And on February 26, Japan’s largest advertising
agency, Dentsu Group Inc., took the extreme step
of ordering 5,000 of its staff to work from home.
This came after an employee in his fifties was
hospitalized and tested positive for covid-19.
As the number of confirmed covid-19 cases in
Japan continues to rise, companies may have no
choice but to take a step towards teleworking as a
normal part of business.
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FREEDOM AND ACCOUNTABILITY
AbbVie’s management made it clear that with freedom came
responsibility. “Accountability was very important,” said Toshiya
Saito, manager of general affairs and finance. Employees can
work as little as three hours a day, but they must make up for
those hours later. Every employee is expected to manage not
only their working hours but also their performance, he said.
The more flexible work culture has been a boon to Fumio Aoki
at AbbVie. She is a pharmaco-vigilance manager—someone
who keeps track of drug safety—and typically works one day a
week from home or from her elderly parents’ place in Shikoku
Prefecture. The past two years, as her father’s health declined,
she visited them two to four times a month, often flying there
on Thursday evening and working Fridays from their home.
She felt equally productive in the office and at home, whether
writing reports, analyzing data, or preparing presentations.
“I like it that I can choose the time and space to work,” said
Aoki. At the previous office, where everyone sat in clusters of
desks, she didn’t like drawing unwanted attention to herself
when she had to leave early. But now, she can slip out virtually
unnoticed and get her work done when it suits her schedule.
“In the new system, everyone is working in a way that is best
for them, so that change in the corporate culture has made it
an easier place to work,” she said.
FACE TIME
One danger in pushing teleworking too much is that it can
cut into face-to-face meetings, which can make it hard to
build relationships, cautioned Yumiko Ohta, an employment
lawyer at the Tokyo office of US law firm Orrick, Herrington
& Sutcliffe LLP and a vice-chair of the ACCJ Human Resource
Management Committee. In her work with US companies
based in Japan, she has found that they generally encouraged
employees to come into the office rather than work from home
because of the importance of personal contact.
“Japan may be moving in the wrong direction in that the
government and companies are trying to implement remote
work just for the sake of efficiency without really thinking
about the value of face-to-face time,” Ohta said.
Managers may have to try new things to ensure unity across
increasingly scattered teams. Eli Lilly’s Kitano has a common
lunchtime with her staff once a month, when they all use Skype
to connect from various locations to share ideas and learn
from each other. “I can see that, if you’re working 100 percent
from home, you would start to miss meeting in person,” she
said. “But if you’re two or three days at home a week, it shouldn’t
affect things too much. It’s not like we’re abolishing face-to-face
meetings. It’s a balance.”

YUMIKO OHTA
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ATTRACTING TALENT
Demographic and competitive forces will drive change as well.
As Japan’s pool of university graduates and other prospective
workers shrinks, “companies that provide more flexibility will
be able to capture more employees, but also women, who
are grossly underrepresented in our society,” said Kitano. “As
years go by, the shortage of workers will be inevitable. So they
will have choices, and they will choose companies that are
friendlier toward them.”
AbbVie’s Hashida said his friends at foreign companies
generally all telework, and friends at Japanese companies tell
him it is coming to their workplaces soon. “So, it seems like it’s
spreading,” he said. “This will create differences, and people
will go to places where it’s easier to work.” METI’s Onishi also
hears that more college graduates ask prospective employers
about teleworking. “Companies are realizing that if they don’t
offer this option, they can’t hire the best talent,” he said.
What Langley has found works best in changing the status
quo is to suggest ideas—in a non-threatening way—that will
show intended, specific results. “I’ve always been optimistic about
Japan,” he said, “but these kinds of things, they do take time.”
“It’s hard, but the Japanese have proved time and again in the
face of crises that they come together and get things done that just
astound the rest of the world,” Langley added. “The technology is
there. It’s just bringing the mindset, the management style up to
speed. It could happen. I’m hopeful.” n
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MILITARY
MIGHT
Japan’s expanding needs open market to US defense business
By John Amari
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DEFENSE

While media sometimes paint a picture of uneasy

the next generation replacement for the Mitsubishi F-2 jet
fighter. Boeing and Lockheed Martin are expected to be in
defense relations between the United States and
the running when the choice of partner is revealed, likely
Japan—US President Donald Trump wants Tokyo
this summer.
Japan is taking the lead on the fighter development, and
to quadruple what it pays for hosting US forces—on
the government wants to have a majority of the work done
an industry level, it is a healthy time for bilateral ties.
domestically. One reason for this, given by Japanese Minister
of Defense Taro Kono, is to “ensure a degree of freedom for
future upgrades and performance improvements.”
Regional tensions and uncertainty mean that Japan must
But partnering with a non-Japanese company would allow
consider stronger self-defense capabilities, and US companies
access to existing technology and help keep the cost of the
are in prime position to help.
project under control. Modern fighter aircraft development
has proven to be both expensive and challenging for the
WINDS OF CHANGE
United States and European nations alike. The Eurofighter,
An expansion of Japan’s collaboration with US defense compa
F-22, and F-35 are examples. Even Russia’s Su-57 and China’s
nies is possible due, in part, to a reinterpretation in 2014 of the
J-20 have run into developmental and production delays.
country’s Constitution. Dubbed the Three Principles on Arms
While Tokyo is reportedly considering both UK and US
Exports, the change liberalizes rules around the country’s ability
contractors as top options, some suggest the United States
to export arms, advances international
has become the favorite given
Japan’s proposed defense
defense and security collaboration.
the importance of the US–Japan
A separate effort by the Japanese
budget for fiscal 2020 has grown Defense Cooperation pact.
government also sought to redefine
And Trump’s demands have had
to a record high $48.8 billion.
the role of the Japan Self-Defense
an influence on some decisions. In
Force (JSDF) under the United
November 2018, Japan more than
Nations principle of collective self-defense. The shift in position
tripled its original order of Lockheed Martin’s F-35 from 42 to
also led to the establishment on October 1, 2015, of the
147. At more than $88 million per plane, the increase is worth
Acquisition, Technology & Logistics Agency (ATLA), whose
more than $9.24 billion.
commissioner reports to the Minister of Defense.
At the time, Japanese Prime Minister Shinzo Abe told
ATLA aims to:
Trump, “Introducing high-performance equipment, including
American, is important for our country to strengthen its
■ Upgrade technological capacity and readiness of the JSDF
defense capabilities.”
■ Streamline acquisition of defense equipment
It is a sign of Tokyo’s desire to maintain the important bilateral
■ Strengthen defense equipment and technology cooperation
alliance as it looks to the next cost-sharing arrangement with
Washington. The current five-year agreement—under which
As the world’s largest arms producer, the United States is
Japan bears about 80 percent of the costs of hosting US forces—
likely to reap benefit from Japan’s expanding needs. According
expires on March 31, 2021. Trump is asking for a more than
to the latest data from the Stockholm International Peace
four-fold increase in that contribution.
Research Institute, reported on December 9, the top five arms
producers are all US companies:
■
■
■
■
■

Lockheed Martin Corporation
The Boeing Company
Northrop Grumman Corporation
The Raytheon Company
General Dynamics Corporation

The first three are Corporate Sustaining Members of the
American Chamber of Commerce in Japan. Combined, these
five accounted in 2018 for $148 billion in sales—some 35 percent
of all revenue generated by the top 100. And total sales by all US
companies in the ranking was $246 billion (59 percent).
What’s next for these industry powers?
SPENDING BOOST
Japan’s proposed defense budget for fiscal 2020, which would
take effect on April 1, has grown 1.1 percent from last year
to a record high $48.8 billion. Of that, $102 million has been
allocated to a project—announced in January—to develop
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Kono and Lt. Gen. Jerry P. Martinez, retired commander of
US Forces Japan and commander of the 5th Air Force, Pacific
Air Forces, Yokota Air Base, also attended.
“The inaugural DSEI in Japan exceeded all expectations
by bringing SMEs and global giants together. It provided the
ideal environment for the seeds of collaboration and sales to be
sown,” DSEI Japan Vice President Richard Thornley, who is an
aerospace and defense consultant, told The ACCJ Journal.
Thornley said the fact that Japan’s defense minister was present
demonstrates Tokyo’s desire to make DSEI the premier defense
show in Asia to help Japan’s defense industry boost its exports
and collaborations. “The numerous foreign military delegations
underscored the interest in Japan’s defense equipment as well as
that of other nations.”

INDUSTRY GATHERING
Beyond the fighter jet project, many other aspects of the defense
industry and cooperation were on display in November when
Japan hosted the Defence and Security Equipment International
(DSEI) event for the first time.
Based in London, DSEI is one of the largest fully integrated,
large-scale defense and security exhibitions in the world.
The three-day event, held November 18–20, welcomed
200 exhibitors—many of which are small and medium-sized
enterprises (SMEs)—as well as 16 regional pavilions and about
10,000 visitors. Dignitaries from around the world, including

Some suggest the United States has
become the favorite [for the fighter jet
project] given the importance of the
US–Japan Defense Cooperation pact.
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MEETING OF MINDS
DSEI Japan featured six 30-minute presentations by non-Japanese
contractors on day one. Shorter presentations by 20 Japanese
SMEs—from logistics to production and maintenance to security
and technology—followed on the second day. Speakers included
representatives from the government, military, and diplomatic
corps. The third day offered a forum where SMEs could network.
In a DSEI Japan press release, James Angelus, president of
the consultancy International Security Industry Council (ISIC)
Japan, spoke of a security renaissance for business between
Japanese contractors and their foreign counterparts. ISIC Japan
aims to strengthen Japan’s defense and security capacity through
business-to-business collaboration.

LOCKHEED MARTIN

DEFENSE

Lockheed Martin F-35 in Japan

“As military threats rise in East Asia, and US and Japanese
defense budgets increase to meet them, prime contractors
in America, Australia, and Europe are building networks
of smaller subcontractors in Japan to strengthen their supply
chains. Local SMEs are anxious to go global,” Angelus stressed.
The chairman of DSEI and ISIC Japan, Masanori Nishi,
confirmed the urgent need for robust security in the Indo-Pacific
and the need for collaboration between defense contractors
in like-minded countries.
Nishi, a former administrative vice minister of defense, said:
“Japan’s security rests on innovative technologies, efficiencies
across the spectrum, and focused corporate leadership.
Industrial strength is critical to the survival of the free world.”
SME NETWORK
One session during DSEI Japan, organized by a newly formed
non-profit organization, featured SME networking among 12
Japanese and three US companies: General Atomics, Raytheon,
and General Dynamics.
On the evening of the last day, ISIC Japan held an inaugural
reception at The New Sanno Hotel, in the Minami-azabu
neighborhood of Tokyo’s Minato Ward. The hotel is managed
by the US Naval Joint Services Activity. At the reception,
Martinez and Japan Maritime Self-Defense Force Retired
Admiral Katsutoshi Kawano raised a toast to fruitful com
mercial ties between the two nations’ defense industries.
Senior officials from the Ministry of Defense (MOD),
ATLA, and the Ministry of Economy, Trade and Industry

(METI) attended, as well as industry representatives from
Hitachi, Fujitsu, Toshiba, and Marubeni. The reception
was supported by Collins Aerospace, General Atomics,
and Raytheon.
NEW HORIZON
Planning for DSEI Japan began about four years ago, shortly
after the reinterpretation of the Constitution. During that time,
approval for the event was secured from Japan’s MOD, METI,
and the Ministry of Foreign Affairs.
Speaking to The ACCJ Journal, Alex Soar, international devel
opment director at DSEI organizer Clarion Events Limited, said
that the involvement by government ministries really helped
them feel comfortable bringing the show to Japan. He could tell
that this was the right year for the inaugural DSEI Japan and to
begin exploring the Japanese defense market.
A spokesperson from Mitsubishi Heavy Industries, Ltd.,
which has struggled to secure overseas defense contracts over
the past few years, said: “There were a range of capabilities
that we wanted to exhibit at DSEI Japan. We have seen many
delegations from many countries and had good feedback. We
hope for even closer collaboration between the UK, US, Europe,
and ASEAN countries.”
The same goes for US companies looking for opportunities
in Japan. With connections made through DSEI, projects
such as the next-generation fighter jet development in the
pipeline, and calls from Washington to boost purchases and
collaboration, the potential for stronger defense ties is bright. n
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INSPIRING
WOMEN
US-raised entrepreneur nurtures work–life balance
By John Amari
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ENTREPRENEUR

Entrepreneur Megumi Iguchi always looked up to
her parents as guiding lights for life’s journey. From
childhood, Iguchi admired her father, an executive
in a trading company, and her mother, a stay-athome mom.
Both, she told The ACCJ Journal, struck a good balance
between success at work and stability at home, something
Iguchi herself has sought to achieve.
To this end, she left the corporate world to create an ecosystem
that supports aspiring entrepreneurs—especially women. At
the same time, she has freed herself to realize her ambitions.
Kanatta Inc., the startup she founded in 2016, promotes
women via technology, financing, and networking platforms.
Iguchi is also the company’s president.
Kanatta has developed three business pillars:
■
■
■

Community of female drone pilots and educators
Women-only crowdfunding platform
Events and networking platform for aspiring female founders

What began with only a handful of members, projects, and
events today counts hundreds of supporters and activities
on its platforms. Kanatta not only has an increasingly busy
community calendar, it is also generating revenue.
For Iguchi, this means she has taken a step closer to the
kind of work–life balance that inspired her to create the
company in the first place.
What’s more, she is laying down plans to extend Kanatta’s
ecosystem across Japan—and in new business sectors.

Taking correspondence lessons in accounting while playing
tennis and being an undergrad proved too demanding, however.
In her second year, Iguchi left the tennis team.
When she graduated and simultaneously gained the CPA
qualification, it was not surprising that she would land a job
with a global professional services company—even at the
height of the Global Financial Crisis in 2009.
It was, in part, her experience in the workplace that moved
her to leave the corporate world and create Kanatta.

GLOBAL AMBITION
Iguchi was born in Osaka and, due to her father’s work, her
family lived in Hyogo Prefecture, as well as Yokohama and
Chiba. At age seven, she and her family relocated to the
United States and lived in Connecticut and Oregon for six
FINDING BALANCE
years. They returned to Japan when Iguchi was 13.
Iguchi began her career within the audit division of an interna
Later, she attended Yokohama National University, where
tional accounting company in Tokyo. While she enjoyed her
she majored in international business. While in college—
team and work there, the days were extremely long and most
desiring to maintain her English—she attended private
ended with a ride on the last train or a taxi home.
lessons at the United States Fleet
“Pretty much everyone did
Activities Yokosuka, a US Navy
that, so I thought that’s what
I wanted to create a business that
base in Kanagawa Prefecture.
you did when you started work,”
would support women and make
An avid tennis player in
she remembers.
them financially independent.
college, it was not uncommon for
What’s more, Iguchi noticed a
Iguchi to play the game six days a
distinct dearth of women at the
week. However, toward the end of her first year, she noticed
company, especially in managerial positions.
something worrisome: many of her seniors were struggling to
“I liked my job and I liked working, but I noticed that there
land jobs on graduation.
was only one female in a management position. I recognized
“I was very surprised. I thought that, being in a national
that it’s really difficult to become a manager and a partner.”
university, getting a job would be really easy.”
At age 26, having spent three years at the company, Iguchi
To navigate her next steps, Iguchi sought advice from her
decided to make a change.
parents. Her dad advised her to seek a professional qualification
As she was interested in fashion, her next move was to join
even while still a student, which she did.
an international luxury goods maker with offices in Tokyo.
“That’s why I took the CPA exam to become an accountant,”
She was also attracted by the brand’s reputation for having a
she explained, referring to the certified public accountant exam.
women-focused workforce, she said.
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ENTREPRENEUR

Once there, she noticed not only that most employees were
To that end, she transitioned from the brand and attended
female, it was also not unusual for many of them to be mothers.
a two-year course in entrepreneurship at Shimamura Juku, a
Workers were expected to leave the office at around 6:00 p.m.,
private institution in Tokyo.
she remembers, in part so that they could make it home in time
“They had workshops on things like team building, commu
to enjoy their family.
nication, and finance, and access to role models and networking
“So, my life changed a lot. It was a really good atmosphere,
events. That was really good for me.”
and I really liked my team.”
The result was Kanatta. The company, perhaps surprisingly,
After two years with the brand,
initially had a focus on the drone
My vision is to have lots of
however, a nagging concern resur
business. Why?
faced: Iguchi noticed that, at the
“I had this feeling that I wanted to
startups starting from Kanatta . . .
highest levels of the company,
create a business that would support
especially ones owned by women. women and make them financially
women were still scarce.
“There were many women, but
independent,” Iguchi explained.
not in the really high positions,” she recalls.
While Iguchi had an interest in drones, she didn’t have
With her dream of balancing ambition and success on one
extensive knowledge of them. To bridge this gap, she enlisted
hand and family on the other still in suspense, Iguchi decided
the support of a friend who was a drone pilot.
to lay plans to strike out on her own.
Hearing her friend’s stories about piloting drones, Iguchi
wondered if there might be opportunities for other women
INSPIRING WOMEN
to do the same. There were.
During her time with the luxury brand, and with more time in
Kanatta began recruiting participants who would eventually
the day for herself, Iguchi reached out to the startup ecosystem
create the company’s first female drone piloting team, called
and began attending events.
Drone Jo Plus—or “Drone Girls Plus.” But that isn’t to say there
“I saw new people, because I was going home earlier, and
were no challenges.
a lot of them had their own businesses. So, I started thinking
“I started by inviting my friends, and then they brought
about having my own company.”
their friends. But it’s not like the number of participants just
Not knowing how to start a business, Iguchi at first sought
increased—for the first few years, we had a really hard time
the advice of business owners in her new network.
[attracting people]. But then the members finally increased.”
“I also went to a school for entrepreneurship, and they had
The community’s initial goal was to train women to become
a lot of entrepreneurs—and people who wanted to be one.”
self-employed drone pilots. As things have turned out, most of
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ENTREPRENEUR

them have kept their day jobs, choosing instead to supplement
their income as drone pilot educators.
Paid by Kanatta, drone girls provide a variety of services—
such as kids’ lessons on drone piloting, video production, and
programming. The community of service providers has grown
to about 100 drone girls.
DREAM WEAVER
With the drone girls program gaining traction, Iguchi felt it
necessary to expand her business and offer more opportunities
for more women.
The accountant-turned-entrepreneur says her background
as a CPA—and the challenges she faced financing her own
company (Iguchi funded the development of Kanatta mostly
herself before raising angel investment)—inspired her to
create a women’s-only crowdfunding platform.
“I thought that money—or lack of it—was one of the biggest
things people have to overcome when they want to take on
new challenges. Crowdfunding is low risk and something
that you can try.”
Iguchi created the social funding platform, also called
Kanatta, in 2017. To raise awareness, she hit the events trail
in Tokyo, delivering lectures about crowdfunding platforms
and the benefits such funding can offer women.
“At the first event, only one person came,” she remembers
ruefully. “It was like a private class,” she laughs.
After six months or so, the number of attendees—mostly
self-employed women who wanted to accelerate their business
or people interested in crowdfunding—began to increase.
During such presentations, attendees and Iguchi herself
learned valuable lessons. For attendees, there was the realization
that crowdfunding is not just a platform for financing projects;
it is also a method of creating buzz around a product or service,
or a way to test the market.
For Iguchi, there was the understanding that, because most
entrepreneurs in Japan are men, there really weren’t that many
opportunities for aspiring women founders to meet.

To make up for the latter, in 2018 Iguchi founded a third
pillar for her business—a networking event platform for
women called Kanatta Salon.
Looking ahead, she is quietly confident about the future
and the ecosystem she is creating. “I don’t know if this will be
realized in five years, but my vision is to have lots of startups
starting from Kanatta. It would be best if people from our
community began starting their own business—especially
ones owned by women.”
This vision is in accord with the company’s name, which is
derived from the Japanese phrase, yume ga kanatta: Dreams
come true. n
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TEXTBOOK
RESPONSE
How are educators dealing
with the new coronavirus?
By C Bryan Jones

Size between
images
and article

SARS. It’s the acronym that defined the early 2000s.
Short for Severe Acute Respiratory Syndrome, it is a
coronavirus that appeared in November 2002, spread
from China to 28 countries, and had an impact on
many industries.
In the education sector, it led universities to cancel their
international programs. Under the headline “SARS Scare
Cancels Asian Study Abroad,” Georgetown University’s
Office of International Programs announced in the school’s
newspaper on April 29, 2003, that it was withdrawing students
studying in the major epicenters of the disease, including
Hong Kong and three major cities in mainland China: Beijing,
Nanjing, and Shanghai.
BACK TO THE FUTURE
Fast forward nearly two decades and history is repeating itself.
The outbreak of a new coronavirus called covid-19 is leading
to event and program cancelations, travel curbs, and econo
mic slowdowns.
In late January, Georgetown asked three of its students studying
in Beijing to return to the United States. The school also placed
a temporary ban on university-related travel to China.
It’s a move that educators at many institutions must consider,
and one that can impact programs that rely on students from
abroad. For professionals interested in pursuing a Master of
Business Administration (MBA) or other advanced degree,
covid-19 and future outbreaks could create obstacles. At the
very least, during times of heightened precautions, the normal
framework of such programs may have to be altered.
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To find out what impact covid-19 is having, The ACCJ Journal
spoke with some leading institutions just days before going to
print. While the situation is rapidly evolving—and the details
of actions and policies may change in the days and weeks to
come—the information they shared sheds light on the potential
disruption to education programs and how schools are adapting.
EARLY STAGE
The first cases of covid-19 were reported on December 31 in
Wuhan City, Hubei Province, China. It was initially identified
as pneumonia of unknown cause, and by January 3 the number
of cases had grown to 44. Soon the virus began to spread to
other parts of China and then the world. As of February 27, the
United Nations World Health Organization (WHO) reported
81,109 confirmed cases globally, 78,191 of those in China. The
virus has caused 2,718 deaths in China and 43 abroad.
The rapid pace of new infections has led schools in the
region to take precautions.
“We have been updating our partner institutions and advising
them on the situation at our campuses,” Kyoko Hayakawa said.
She is managing director of the Business School Administration
Office at Nagoya University of Commerce & Business (NUCB),
which has campuses in Nagoya, Osaka, and Tokyo.

KYOKO HAYAKAWA

Managing director
NUCB Business School Administration Office

EDUCATION

AARTI RAMASWAMI

Deputy dean
ESSEC Business School’s Asia–Pacific
campus in Singapore

“A lot of the occurrences happening as a result of the covid-19
outbreak are echoes of March 2011,” she said, referring to the
Great East Japan Earthquake and Tsunami and the steps that
were taken in the aftermath of the disasters. “For the time being,
we can only remain informed on the situation, flexible on our
policies, and vigilant about potentially putting our students and
guests at risk,” she added.
Hayakawa said that NUCB, like many schools, has had to
bar students from participating in classes and events if they
had traveled to China—or were in contact with someone
who had—in the two weeks prior. And some cases are more
extreme. “One of our double-degree program students who
went home to China for winter break has not been able to
return to Japan.”
TIME WILL TELL
For most of the outbreak, it has been believed that the incubation
period for the new coronavirus is about 14 days. However, reports
from the Chinese provincial government suggest that it could
be as many as 27 days. Other signs it may take longer than first
thought include the case of a woman from Tochigi Prefecture
who tested negative before disembarking the Diamond Princess
cruise ship on February 19 but tested positive three days later.
At ESSEC Business School’s Asia–Pacific campus in Singapore,
classes are continuing as usual, said Professor Aarti Ramaswami,
the school’s deputy dean. “We have been able to have normal
academic life for the past four weeks—with little disruption—
thanks to the continued efforts of our teams to control the
situation and stay vigilant.”
In terms of local activities away from the Singapore campus—
including visits to companies and student events that take
place outdoors—ESSEC is reviewing each for continuation or
cancellation on a case-by-case basis.

“We are fully compliant and in alignment with the advisories
provided by Singapore’s Ministry of Health and Ministry of
Education,” Ramaswami explained. “We keep our students,
faculty, and staff fully informed of any new developments
and offer the necessary psychological and logistical support as
deemed necessary for the situation. And I want to thank all the
frontline employees who have contributed their unwavering
support and efforts to control the situation on campus.”
ESSEC has, for the time being, canceled study trips and
official visits to China for students and employees, but “these
have been either postponed or replaced with other local
professional development and academic activities for students,
depending on the program,” she said.
NUCB has also indefinitely postponed two study tours
for overseas partner schools scheduled for February, but is
working to ensure that students are still able to continue
their programs.
ADAPT ONLINE
Replacing usual plans and methods is sometimes a must,
and Hayakawa said that online tools have played a role for
NUCB. “One of our students from China had to give her thesis
presentation and defense over Skype.”
Ramaswami said that ESSEC offers online accessibility to
classes for those on a leave of absence or who have received
a stay-home notice—something that is very useful for students
who might be unable to come to campus.
ESSEC Business School has a Digital Campus that provides a
fully immersive team-learning experience, so “we are well equipped
to provide—and already offer—online modules,” she said.
Online learning has been a growing part of many degree
programs in recent years and helps busy professionals develop their
careers by earning advanced degrees, such as an Executive MBA.
Asked if covid-19 might accelerate such options, Hayakawa
said: “I think it’s safe to say that all institutions of higher
education are doing their utmost to provide online learning
opportunities whenever possible. The difficulty lies in provid
ing these opportunities for the convenience of students without
sacrificing the quality of the program, and there is very little
room for experimentation.
“Class participation is a highly valued and major component
of our MBA and Master of Science in Management programs,
so we use the Zoom platform in our Online Studio classroom
facility for offerings such as the Women’s Career Development
program for new mothers on maternity leave.”
Zoom is an online meeting and video conferencing tool
that facilitates collaboration and materials sharing—ideal for
teaching as well as business.
Hayakawa notes that the Women’s Career Development
program is a special certificate course designed for a specific
purpose, “so it wouldn’t serve as a model for a long-term
degree program by any means. But the outcomes of special
online programs such as this are taken into consideration
when we consider the possibilities we can explore using the
Online Studio space.”

ESSEC students attend class for an Asia-focused Executive MBA in Singapore.
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BE PREPARED
Whether learning takes place on campus or online, challenges
will arise. What have administrators learned from the early
days of the covid-19 outbreak that can help them mitigate the
disruptions and be ready for future ones?
“It boils down to culture and capabilities, and these two
dimensions of the organization are extremely interdependent,”
Ramaswami said. “In any crisis situation, a supportive organi
zational culture is prepared for the psychological responses that
one can expect from its various stakeholders—be it students,
faculty, or staff—and be ready to offer the necessary support,
whether psychological or logistical.
“Enabling and enforcing a data-driven, yet compassionate,
problem-solving process is also key to remaining objective and
making informed decisions. While such situations are thankfully
rare, we are also very proud to have a great team that can mobilize
itself rather quickly and support organizational efforts. It is indeed
important to value and nurture this culture of responsiveness.”
Returning to the role of online learning, she said: “Beyond
critical thinking in crisis situations, or decision-making under
uncertainty, preparedness for online education is a great organi
zational capability to develop for faculty, staff, and students.
This is not only to stay resilient and prepared for any future
emergencies, should they arise, but it expands the possibilities
for teaching and learning.”

And Ramaswami, while remaining positive and optimistic,
encourages everyone to continue to stay vigilant of potential
symptoms, to stay away from social settings if they are feeling
unwell, and to seek medical attention if needed.
“Being socially responsible, we should watch out for one
another. If your friends, family members, or classmates are
feeling unwell or showing symptoms of an illness, do advise
them to stay at home. If they must go out, such as to see a
doctor, encourage them to wear a mask to reduce the risk of
spreading the virus.”
As with SARS (2002–05), bird flu (2003–07), swine flu (2009),
and Middle East Respiratory Syndrome (2012 to—well, it’s a
coronavirus that’s still around), life and business will continue
in the face of covid-19. How we react, the lessons we learn, and
how we move forward will determine the impact on global
business and our careers. n

PROCEED WITH CARE
While covid-19 is rightfully causing concern around the world, it
is important not to panic and to stay well informed. For anyone
considering a program with study abroad elements, Hayakawa
advises researching information from trusted sources such as
the WHO. “But balance these reports with information directly
gathered from sources on the ground,” she added, saying also that
the thoughts of everyone at NUCB go out to their friends and
colleagues in China, and to those around the world who have
been affected by the crisis.
NUCB held a three-day Big Data and Design Thinking class in January.
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SECURITY

GAMES

Japan prepares for cyber threats against Tokyo 2020

By Akane Okutsu

Japanese companies are waking up to the risks posed
by Tokyo hosting the Olympics this summer and are
taking measures to mitigate any cyberattacks that
might come their way as the world’s eyes focus on the
country for two weeks beginning July 24.
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They do not have to go too far back in time to find an
example of an Olympic host coming under attack. In 2018,
malware almost delayed the opening ceremony of the
Pyeongchang Winter Olympics, in South Korea, according
to reports. The cyberattack targeted the organizing
committee and partner companies, seizing servers and
about 300 computers.
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Timeline of Notable Olympic Games related Cyber Incidents






Vancouver

London

Sochi

Rio

PyeongChang

2010

2012

2014

2016

2018

Ticket scams
Spoofed official website
Search engine poisoning
Minor virus infections






 Distributed denial-of-service attack
 Alleged domestic spying on visitors

Ticket scams
Attacks against official website
Hacktivism (#letthegamesbegin)
Conficker virus infection

BAD TIMING
With Russia being hit with a four-year Olympic ban—and
Japan’s relations with some countries growing tense—2020
“has turned out to be really bad timing for Japan,” said Yukimi
Sohta, a representative of Cybereason, a cybersecurity service
provider based in Boston, Massachusetts.
As global tensions rise, so does the potential for cyberattacks.
Already, underground cybercrime campaigns and communities
in China are being uncovered as they chatter using terms such as
“20” and “Tokyo,” Sohta said.
Dawning technologies such as the Internet of Things and
trends like working from home are creating additional head
aches for Japan and the Olympics.
Threats last April moved the Japanese government to set up
a cybersecurity response center to help companies, the Tokyo
Metropolitan Government, and the Olympic Organizing
Committee share information and take action should the need
arise. It has also carried out a comprehensive study of electricity
suppliers, railways, and other crucial sectors.
But companies themselves must take precautions.
TAKING ACTION
Companies involved with critical infrastructure have been
adopting stronger security measures in recent years. Tokyo
Electric Power Company set up a cybersecurity center in 2018.
And in December, Hitachi, Ltd. set up a facility where its
employees can train and conduct cybersecurity research. Hitachi
produces equipment for a lot of the country’s infrastructure
and operates some of that infrastructure itself.
During the Tokyo 2020 Olympic and Paralympic Games,
Tokyo Gas Co., Ltd. will partner with Israel Electric Corporation,
which has experience dealing with attacks.






 Olympic Destroyer malware
 Wi-Fi knocked out during
opening ceremony
 Internet and TV service disrupted
 Hack of athletes’ data

Ticket scams
Hack of athletes’ data
Distributed denial-of-service attack
Fake Wi-Fi networks

Companies declined to comment on specific anti-cyberattack
measures for fear of clueing in hackers. But official Olympic
sponsor Asics Corporation said its employees are training under
the National Institute of Information and Communications
Technology. Sumitomo Mitsui Banking Corporation said it is
“undertaking simulations and evaluating its business continuity
plan, with several types of cyberattacks in mind.”
HIGH STAKES
According to a report published in 2018 by the Washington,
DC-based Center for Strategic and International Studies and
McAfee, LLC, an anti-virus software provider, cybercrimes
sap the global economy of about $600 billion a year, up from
$445 billion in 2014.
Experts say it is now almost impossible to fully prevent
malware attacks, and Japanese companies have only begun to
wake up to this reality. Kenji Uesugi, senior fellow at the Japan
Cybersecurity Innovation Committee (JCIC), an independent
and not-for-profit thinktank, suggests companies focus on
mitigating the impact of attacks rather than on preventing them.
“Japanese companies just started becoming aware [of the
importance of cybersecurity],” said Norihiko Ishihara of
Cybergym Control Ltd., which provides corporate training
sessions on defending critical systems.

In 2018, malware almost delayed the
opening ceremony of the Pyeongchang
Winter Olympics.

THE ACCJ JOURNAL

n

MARCH 2020

43

In Japan TV
Your source for all things Japan

In Japan TV features the best and latest of Japanese lifestyle
and business such as culture, food, entertainment, sports and
much more. Our exciting mission is to create dynamic and
unique videos for our ever-increasing global audience to gain
an insight into all things Japan.

If it’s In Japan, we are there!

ARTS
BUSINESS
COMMUNITY
CULTURE
DIVERSITY
EVENTS
FOOD
POLITICS
SPORTS
TECHNOLOGY
TRAVEL

www.injapantv.com

For more great content, SUBSCRIBE

to our YouTube channel.

US

PARTNER CONTENT

Cybercrime Losses by Country*

GROWING RISK:
Hacker Group Targets
Japanese Businesses
By Tadatsugu Shimazu

Japan

Germany

Singapore

Australia
($mn)

2

4

6

8 10 12 14 16 18 20 22 24 26 28

* Average cost in 2018

SOURCE: ACCENTURE

Ishihara said Japanese companies lag their US counterparts,
who have more to spend on cyber defenses, when it comes
to mitigating the impact of attacks.
He also said most Japanese engineers are not battle tested—
especially compared with their counterparts in countries
such as Israel.
Some companies are trying to catch up, however. Cybergym
provides training to about 80 companies in Japan, with each
paying up to ¥500,000 per employee. Cybergym says its Tokyo
sessions are almost full and that it is planning to open another
training center in the city this year.
GETTING READY
Tokio Marine & Nichido Fire Insurance Co., Ltd. said the
number of its cybersecurity insurance policyholders increased
30 percent during the period from April through November
compared with the previous year. However, “understanding of
risks among small and medium-sized enterprises is relatively
low,” a company representative said.
In a survey by US cybersecurity company FireEye, Inc.,
14 percent of responding managers and executives in Japan
said they are not prepared for a cyberattack. It was the highest
rate among the eight surveyed countries, which include
China, South Korea, Germany, and France.
According to the JCIC, which looked at the stock prices of
Japanese companies that reported cyber incidents, the value of
shares dropped by an average of 10 percent after news of the
attacks broke.
There is no such thing as enough preparation, the JCIC’s
Uesugi emphasized. “Attacks are evolving,” he said, and “it is
impossible to tell how best to deal with them in half a year.” n
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A group of Chinese hackers has struck businesses across
Japan and South Korea, employing techniques designed
to evade conventional cybersecurity defenses.
The latest attack was reported on January 20 by Japan’s
Mitsubishi Electric Corporation. Cyberthieves may have
gained access to more than 8,000 pieces of personal
information, the company said, but reported that—at
the time—they believed no highly sensitive information
had been compromised.
The Chinese hacker army known as Tick is suspected
of involvement in the attack, said a source close to the
investigation. The group previously has targeted tech
companies in South Korea.
Tick’s favored method of operation begins with stealing
email accounts belonging to private market research
companies. The hackers then send emails to Chinese
subsidiaries of target corporations in the guise of the
research firms.

Some in the Japanese
government fear that hackers
have compromised businesses
other than Mitsubishi Electric.
The emails contain malware that can be controlled
remotely by Tick. Using the subsidiary’s computer
system as a steppingstone, the hackers can gain
access to the parent company’s networks and steal
sensitive information.
Tick has grown increasingly active since roughly
November 2018, when the group accelerated its
development of malware, Tokyo cybersecurity company
Trend Micro Inc. said. The hackers continuously modify
malware and other tools to slip past cybersecurity
software and device scans.
The infiltrators also have become adept at covering
their tracks. It can take years before a company discovers
the breach. Some in the Japanese government fear
that hackers have compromised businesses other than
Mitsubishi Electric.
But Tick is not the only hacker collective. In December
2018, the United States and Japan issued statements
condemning a team called APT10.
Japan has urged domestic companies to bolster
cyber defenses, and the Ministry of Defense is rolling
out tougher security standards for contractors. The
level of compliance will be similar to what is required
by the US Department of Defense.
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Special Advertising Section

Media, PR & Marketing
The April 2020 issue of The ACCJ Journal will feature a special
advertising section on Media, PR & Marketing, providing companies
in the following sectors an excellent opportunity to showcase their
services and solutions:



Advertising and PR Agencies



Video Production



Design Consultants



Audio Production Branding



Digital Marketing



Graphic Design



Social Media Strategists



Sales Promotion



Market Research



Publishing

Promote your business to 50,000 executives.

Also featured in April: M&A



Health & Technology

As space is limited, please reserve your spot early by contacting Garreth Stevens.
Tel: 03. 4540. 7730 Email: journal@custom-media.com
Booking deadline: Wednesday, March 18
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DIET DAILIES

Japan policy updates translated
from Keizaikai magazine

MINISTRY OF INTERNAL AFFAIRS
AND COMMUNICATIONS

AGENCY ALLIANCE AIMS
TO CONTROL TECH GIANTS
A tie-up between the Ministry of Economy,
Trade and Industry (METI), the Japan Fair
Trade Commission (FTC), and the Ministry of
Internal Affairs and Communications (MIC)
is working to hammer out tangible controls on
Google, Apple, Facebook, and Amazon—the
four US tech giants collectively referred to as
GAFA. The companies would be obligated to
safeguard personal data, and report commu
nications breakdowns.
In July 2018, METI and the FTC had dis
cussed such issues at a forum concerning the
business environment for digital platformers.
Guidelines for comprehensive legal controls
on GAFA and others were proposed at the
gathering.
While MIC imposes a variety of controls
on major telecom companies, such as the
NTT Group, the Japanese government does
not require GAFA or others that provide
email and communications services on a
global scale to report cases of breakdowns.
As MIC sees it, such disruptions to GAFA
services would have considerable impact on
the economy. For this reason alone, these
companies should be required to promptly
report, in detail, any failures, the causes, and
the steps taken to prevent a recurrence.
Another guideline calls for meticulous
efforts to proactively inform users of changes
to or suspension of services. It is unclear,
however, to what degree stronger controls can
be seriously imposed by the government on
companies that operate on a global scale.
The three-way alliance between MIC, METI,
and the FTC is attracting attention. Somewhat
unexpectedly, the real test of this battle between
Kasumigaseki and GAFA—in terms of Japan’s
cybersecurity measures—seems likely to
come after this summer’s Tokyo Olympic and
Paralympic Games.

MINISTRY OF AGRICULTURE,
FORESTRY AND FISHERIES

US–JAPAN TRADE DEAL
BOOST FOR AGRICULTURE
As the US–Japan Trade Agreement (USJTA)
went into effect on New Year’s Day, the
Ministry of Agriculture, Forestry and
Fisheries (MAFF) has taken stock of its
domestic measures in agriculture sectors. By
one calculation, the flow of cheap imported
products may lead to a ¥110 billion drop in
the value of production. MAFF, aiming to
dispel concerns on the front lines and the
impact this may have on output, is likely to
embark on assistance to agriculture. This
could resemble a modified version of the
fundamental measures that had been planned
for the Trans-Pacific Partnership (TPP).
Concerning the USJTA, Minister of
Agriculture Taku Eto said: “It was arranged
within the scope of the TPP. The agreement on
the aggressive portions, such as the framework
on expanded exports of domestic beef to the
United States, turned out favorably.” However,
he added, with the reduction in import duties,
“we cannot disregard future effects.”
In particular, concerns over the impact
that imports of US beef are likely to have on
those who raise domestic livestock have led

to measures providing for procurement of
wagyu cows. Purchases will be subsidized to
the tune of several hundred thousand yen
per head, and similar subsidies are being
considered for milk cows.
Livestock cluster businesses that aim
to boost efficiency at regional farms will
involve facilitating eligibility for subsidies for
small and medium-sized farm families. This
money can be used to procure new facilities
and equipment such farms need.
Measures are also moving ahead to harness
smart farming, such as through the use of
drones that will support farmers in isolated
mountain areas.
Likewise, expansion of export-oriented
“attack” agriculture will also be supported.
To ensure compliance with international
sanitation standards, such as the Hazard
Analysis Critical Control Point system
required for food exports to North America,
provisions will be made to support new
installations of air showers and other
improvements to existing facilities.
The Consortium for New Export Nation
system by which the Japan External Trade
Organization supports overseas deployments
by small and medium-sized enterprises will
also be expanded. One idea is to reinforce
tie-ups between regional agricultural coop
eratives and tourist associations to promote
the export of specialty products. n
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MINISTRY OF FINANCE

CABINET MAY TAKE
CONTROL OF TAX SYSTEM
It appears likely that reforms proposed in
December will lead to control of Japan’s tax
system being shifted completely to the Cabinet
Office. The move is said to be spearheaded
by tax policy panel Chair Akira Amari, who
is close to Prime Minister Shinzo Abe and
also holds the post of Minister in charge of
Economic Revitalization/Total Reform of
Social Security and Tax.
The Liberal Democratic Party’s tax policy
panel is considered a sanctuary whose autho
rity is said to be impervious to challenges
from the prime minister or Cabinet. Amari’s
actions represent a departure from those of
its tax executive group, nicknamed “the inner
sanctum,” which, in the past, has convened
in secret each year to discuss tax reforms.
The changes would include a tax cut
for promoting dissemination of the nextgeneration 5G communications protocol,
as proposed by the Ministry of Economy,
Trade and Industry (METI). The initial
proposed write-off of nine percent has been
boosted to 15 percent—a change based on
Amari’s decision that reflects the position of
the Cabinet.
To emphasize impartiality, Amari has
abandoned the previous practice of keeping
the panel’s deliberations as secret as possible,
and no grassroots debates were conducted
among the members of the inner sanctum.
He is also working to bring about an open
innovation tax system that would encourage
businesses to put more of their internal capital
holdings into circulation.
Since Abe formed his second Cabinet in
2012, the tax policy panels have been headed
by two career bureaucrats with ties to the
Ministry of Finance: Takeshi Noda and Yoichi
Miyazawa. Amari, who has close ties to METI,
was appointed to the post in September. Com
pared with his predecessors, he is inclined
to place greater emphasis on tax reforms as a
means of buoying economic growth.
As one of his first moves in the direction of
tax reforms for the 2020 fiscal year, Amari has
embarked on a number of personnel changes.

The makeup of the inner sanctum has been
changed from a fixed number of nine members
to a maximum of 40, and he plans to add ITsavvy individuals cognizant of next-generation
technology. The goal is to boost the panel’s
flexibility and enhance transparency of the
personnel system.
MINISTRY OF LAND, INFRASTRUCTURE,
TRANSPORT AND TOURISM

SAGA, SHIZUOKA RAIL
PLANS REMAIN STALLED
Confusion persists over two rail projects: the
Linear Chuo Shinkansen linking Tokyo to
Osaka via high-speed magnetic levitation
technology, and the Nagasaki Route in Saga
Prefecture on the island of Kyushu. Both
appear to be plagued by confusion that will
delay the start of construction. Of the two, the
Kyushu project seems to have a better chance
of moving forward thanks to the close ties
between Saga’s governor Yoshinori Yamaguchi
and the national government.
After a meeting on December 12, guidelines
for a project plan that would use a full standard
shinkansen, as requested by Yamaguchi, in
effect reverted to a blank slate. The planners
will go back to the drawing board to consider

all options, including a lower-cost minishinkansen compatible with standard
narrow-gauge tracks. While this leaves
the next move uncertain, Saga may view
it as a victory since it, essentially, ensures
that the line will be extended in one form
or another.
Shizuoka Prefecture has also been
locking horns with the Ministry of Land,
Infrastructure, Transport and Tourism
(MLITT), and various bureaucrats had
initially complained that they “couldn’t
figure out what Shizuoka wants.” The
prefecture has asked JR Tokai to carry out
construction in a way that ensures all the
spring water flowing from the Southern
Alps is directed back to the Oikawa River.
But JR Tokai has held firm to its position
that this would be difficult, leading Shizuoka
Governor Heitaro Kawakatsu to hold up the
start of construction.
Shizuoka has called on MLITT to mediate
the dispute, but its bureaucrats have report
edly said that the two parties should resolve
the matter between themselves.
When considered only in terms of the
positive impact the new lines are likely
to have on Japan’s overall economy, the
clue to resolving the issue is likely to be
found in the power of MLITT and the
Cabinet Office. n
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