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EDITOR'S DESK

TAKING

WING

Christopher Bryan Jones
chris@ custom-media.com

Our May issue of The Journal takes
you into the realm of technology—
here on earth and in space.
But before we blast off, I’d like to
take a moment to introduce myself as
the new editor-in-chief of The Journal.
As I take over from Brandi Goode,
I’m looking forward to continuing the
wonderful work she did to strengthen
this publication’s position as the
authority on global business in Japan.
LUNAR LANDING
Now, let’s set course. Our first
stop is the moon, the place where
Japanese group Hakuto will land
their rovers Tetris and Moonraker
should they win the Lunar XPRIZE
(see page 8). The first Japanese
team to compete in any of these

Google-supported competitions,
this collection of volunteers from a
variety of industries and countries
aims to move the private space
sector forward.
Back on earth, we check in on
Japan’s adoption of social media
(see page 15) and how cosmetics
companies hope to hit a home run
with nanotechnology (see page 12).
BATTER UP
Speaking of home runs, we continue
our sports diplomacy series with a
look at how baseball in the US and
Japan—despite differences in style
of play and philosophy—unites the
two nations (see page 20). Former
MLB pitcher Dennis Sarfate, now of
the Fukuoka SoftBank Hawks, shares
his thoughts on how Major League
players could learn a few things from
their Japanese counterparts.
HELPING HAND
As we prepared this issue, disaster
struck in Kumamoto. A magnitude
6.2 foreshock on April 14, a 7.0 main
shock on April 16, and a series of
powerful aftershocks have devastated

the area. It is a vivid reminder of the
Great East Japan Earthquake and
Tsunami of March 11, 2011, about
which we speak to former Japanese
Ambassador to the United States
Ichiro Fujisaki (see page 45). As
co-president of the Taylor Anderson
Memorial Fund, he works to help
those affected by that tragedy. The
ACCJ is lending a helping hand to
victims in Kumamoto, and you can
help by visiting the ACCJ website.
There’s much more in this issue
to nurture your innovative and
entrepreneurial spirit. I hope
you enjoy the read and look
forward to your feedback on my
maiden voyage. n

The ACCJ is accepting donations to
support recovery from the Kumamoto
earthquake. Please visit: accj.or.jp for
information on how to contribute.

A flagship publication of the American
Chamber of Commerce in Japan (ACCJ),
The Journal (formerly the ACCJ Journal) is a
business magazine with a 53-year history.

IN THE NEWS

FROM JAPAN

TOP HASHTAGS

LINKEDIN

Tweets from
media outlets

Tweets in Japanese
from people and media

This month: Popular tags

Discussions from
global leaders

from the top 30 list

@CarolineKennedy

Ginza Kumamoto-kan
“antenna shop” logs record
sales for disaster-hit
prefecture

The US stands with Japan.
#USFJ to provide airlift
support for Japanese Govt
relief efforts.

http://jtim.es/4mT5B5

http://goo.gl/V8QxKU

US Women’s National
Soccer Team friendly vs.
Japan sells out in just
10 minutes
http://foxs.pt/1rmIeJy

PHOTO: JOEL SOLOMON [CC BY 2.0] VIA WIKIMEDIA COMMONS

@JoeyCasavecchia

PHOTO: HYOLEE2 [CC BY-5A 3.0] VIA WIKIMEDIA COMMONS

@japantimes

NHKニュース

3月の訪日外国人200万人突破 月間で過去最高

@nhk_news

http://www3.nhk.or.jp/news/html/20160420/k10010490771000.html
The number of foreign visitors reached a record high of 2 million in March*.

日本オリンピック
委員会（JOC）

@Japan_Olympic

SOCIAL MEDIA

NOW TRENDING ON THE WEB

@ABC
US assisting with search
and recovery efforts as
Japan reels from two
deadly earthquakes
http://abcn.ws/1SeYx1v

Rank

9

#win

10

#job

21

#quote

29

#hiring

30

#music

【お知らせ】
7/3(日)に代々木第一体育館で開催する「とどけ！勇気2016リオオリンピック日本
代表選手団応援イベント」に、抽選で約2,000様をご招待いたします。
（続く）#オリンピック

[Notice] On July 3 a special pep rally for Japan’s Rio Olympics delegation
titled “Todoke! Courage 2016” will be held at Yoyogi First Gymnasium. We will
invite about 2,000 guests via lottery. #Olympics*
* Translations of original content in Japanese

John Spence,
Managing Partner, John Spence LLC

YOU ASK—I ANSWER!
If you try to be all things to all people, you will end up being nothing
to anyone. It is possible to do a handful of things well, but if you are
too scattered there is no way to do any one thing exceedingly well.
The hard part is figuring out what to say “no” to. To me, the best
way to do this is to be very clear about your core values, exactly
what you hope your life will look like five years from today, and
what you want to accomplish with your life—and then have the
courage to remove anything that does not directly add to that goal.
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When, in the 17th century, the Dutch East India Company

Express, Astrobotic, and Earthrise Space
Foundation. One team, Hakuto, is from
wanted to explore a westerly route to the Orient, it created a prize
Japan. The rest either have an international
composition or hail from India, Israel,
for which any sea captain could compete. Seven years after the
Mexico, Canada, Germany, Italy, Malaysia,
company’s founding in 1602, a man named Henry Hudson took
Hungary, Brazil, or Chile.
In competing for the prize, the group’s
up the offer. Setting sail on board the Halve Maen (Half Moon),
leader Takeshi Hakamada tells The Journal,
a four-masted sailing ship, Hudson’s first port of call when he
Hakuto hopes not only to explore the
natural resources on—and topography
reached the Americas, en route to the East, was Newfoundland.
of—the moon, but also to “spread the
XPRIZE spirit to other Japanese people
and spotlight another opportunity for them to contribute
Over 400 years after Hudson’s quest, a new prize for
to the world.”
a new generation of explorers is on offer. In 2007, the
Google Lunar XPRIZE challenged teams of voyagers from
across the world to land an unmanned rover on the moon.
THINK BIG
The first two teams to complete the mission are to share
The Google Lunar XPRIZE was created through a
$30 million in prize money.
collaboration between the XPRIZE Foundation (formerly
In an exclusive interview with The Journal, Chanda
X Prize Foundation), a non-profit organization, and tech
Gonzales, senior director of Google Lunar XPRIZE,
giant Google Inc., which is the sponsoring partner.
says: “The prize was created for a couple of reasons. First,
The incentivized competition challenges privatelyto get people to pursue options for going to the moon
funded spaceflight teams to be the first to land a robotic
in a cost-effective and efficient way. Second, to inspire
rover on the moon. Having landed, the rover is to be
people from around the world to get involved in science,
remotely driven 500 meters and tasked with sending video
technology, engineering, and math (STEM) careers.”
footage back to Earth.
When registration closed on December 31, 2010,
The main goal of the project is to inspire industry to
there were 29 teams in the running. As of this writing,
invest in cost-effective exploration of space, as well as
16 remain. Three are from the United States: Moon
colonization of the moon.

ROVER RACE
US and Japan compete to colonize Moon
By John Amari
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HAKUTO PHOTOS

and to raise the required funds. We have recalibrated the
timeline, extending it to the end of 2017,” Gonzales admits.
The recalibration is hardly surprising because “what we
are pursuing is new and we need to be willing to adapt
to the unexpected in order for something truly great to
happen,” she adds.
Also known as Moon 2.0, the competition will split
its prize money between two teams: $20 million will go
to the first group that successfully completes its tasks,
while $5 million will go the team that finishes second.
The remaining $5 million is set aside for bonus prizes for
technological advances emerging from the contest.

Members of the Hakuto team collaborate on rover development at the Hakuto Ebisu Lab.

“Most governments estimate that completing a lunar
mission will cost in the hundreds of millions of dollars,”
says Gonzales.
“[But] we know that the technologies developed by the
teams will further reduce costs and barriers to entry into
the field, allowing private industry to absorb the risk and
expedite innovation.”
Further, she sees exploration of the moon as a mere
“stepping-off point” to exploring the rest of the universe.

MOON SHOT
Getting the Google Lunar XPRIZE off the ground was not
smooth sailing, Gonzales says. While the initial launch
was relatively straightforward—especially due to Google’s
sponsorship—a number of stumbling blocks emerged.
When the competition was initially launched, the
intention was to select the winner by the end of 2014.
But over the past nine years, “we’ve come to understand
the difficulty of the challenge, which includes a realistic
timetable for teams to develop the necessary technology

HAKUTO PHOTOS

FRIENDLY FIGHT
For the teams, becoming a Google Lunar XPRIZE
contender has not been a walk in the park. To qualify for
the competition, each team was required to pay a nonrefundable registration fee.
Further, no more than 10 percent of a team’s funding
could be sourced from a government entity, meaning that
competitors largely have had to be privately funded.
Further, such is the attrition rate in the competition
that “the selection process happens naturally.” The upshot
is that some teams have withdrawn from the contest
TEAM HAKUTO
while others have been acquired or have undergone a
Hakuto comprises volunteers from a variety of industries and
merger (as was the case when WLS became Hakuto).
countries. In addition to researchers from the Space Robotics
In 2015, moreover, Hakuto announced a partnership
Laboratory at Tohoku University, as well as members of
with Astrobotic, a lunar logistics company and
ispace Inc., a robotics startup based in Tokyo, the team
fellow XPRIZE contender that is based in Pittsburgh,
includes former members of White Label Space (WLS).
Pennsylvania. Under the collaboration, Hakuto’s and
WLS was a team created in 2008 by young scientists who
Astrobotic’s rovers—as well as one other group’s rover—
worked for the European Space Agency. A former Google
will hitch a ride on the US team’s lunar lander on their
Lunar XPRIZE contender, the team was originally based in
way to the moon. Once there, the rovers will race to
the Netherlands and Japan. When WLS relocated to Japan
complete their respective tasks.
in 2013, in part due to its increasingly close relationship
In an exclusive interview with The Journal, CEO
with the Japanese side of the team, it was subsequently
of Astrobotic John Thornton says: “This means we
renamed Hakuto.
will have three rovers that will fly to the moon, land,
Hakuto’s network of international volunteers includes
and race as fast as they
designers, content creators, legal
can for 500 meters. It is
counsel, and scientists. As part of the
almost like a Formula
Google Lunar XPRIZE competition,
Google challenged teams from
One race in slow
the team has two rovers under
around the word to land an
motion … happening for
development: a two-wheeled vehicle
the world to see.”
called Tetris and a four-wheeled one
unmanned rover on the moon.
named Moonraker.
Asked what she makes of Hakuto’s
chances, Gonzales says: “Team Hakuto is a very strong
contender. They were one of only five teams who competed
for Milestone Prizes in 2014.” In that competition, Hakuto
won a $500,000 dollar prize in the category of Mobility.

Hakuto is the first Japanese team to compete for an XPRIZE.
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This friendly competition is
something welcomed by Astrobotic.
“[The race] is a good snapshot
or representation of Japan–US
relations: most of the time we are
friends, but there are times when we
compete in business,” Thornton says.
Team Hakuto agrees.

Hakuto has challenged elementary
school children in Tokyo to drive a
rover remotely in a space designed
to mimic the conditions of the
moon’s surface.
Google Lunar XPRIZE,
meanwhile, has created an initiative
that inspires young people between
eight and 17 years of age. Known
as the Moonbots Challenge, this
international competition calls on
young adults to design, create, and
program their own robots. They
are also encouraged to speak about
their research to peer groups and
the public.
In 2015, Astrobotic supported
two teams from the United States
competing in the Moonbot
Challenge, for which four grand prize
winners (two from the United States
and one each from Mexico and Italy)
attended an award ceremony hosted
by Hakuto in Tokyo.

HAKUTO PHOTOS

INNOVATE AND INSPIRE
Hakuto is the only Japanese team ever
to have competed for an XPRIZE, of
which there have been 13 variations
Hakuto Development Leader,
since 2004. A key aim for Hakuto,
Professor Kazuya Yoshida
then, is to inspire a new generation
of collaborators, innovators, and
explorers from around the world—
but especially in Japan.
Further, the competition was
created to challenge the next
generation of students and the study
of STEM subjects. Referring to
the XPRIZE’s power to invigorate
interest in STEM, Thornton says:
“The moon is still an inspiring and
special place for people all over the
LUNAR BUSINESS
world. The moon landings are often
The XPRIZE has also inspired
described as mankind’s greatest
exploration of business opportunities
achievement ever … [and yet]
afforded by spaceflight. For its part,
Hakuto Team Leader, Takeshi Hakamada
many nations have not had their
Astrobotic has been positioned
‘Apollo moment.’ So there is a huge
as a mail service to the moon.
untapped potential there to get the next generation excited
The national space agency of Mexico (Agencia Espacial
about space.”
Mexicana), aims to fly with Astrobotic, making Mexico
For Thornton and Team Astrobotic, which is a spinoff
the first Latin American nation to land on the moon. The
created by staff and former students of Carnegie Mellon
agency will see millions of dollars worth of cost savings
University’s Robotics Institute, a future can be envisaged
thanks to the collaboration, Thornton says.
where people from all over the world are able to connect to
Hakamada also sees business opportunities resulting
the moon in imaginative ways. Students, for instance, could
from the contest. “There is a growing interest in utilization
drive a robotic rover remotely from their classrooms or do
of the resources of the moon, to facilitate further
real-time experiments on bodies out in space.
exploration,” he says, speaking of possibilities such as
To this end, teams competing for the prize have visited
mining for ice water and Helium-3, which is thought to be
schools and conducted science seminars for the public.
abundant on the moon.

PHOTO: ESA/NASA
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HUDSON EFFECT
Back in 1609, when Hudson and the
Halve Maen reached the Americas, he
and his crew explored the area around
Newfoundland and modern-day Maine
and New York. After returning to England
and filing a report for the Dutch East India
company in 1610, he soon went back out to
sea. This time, he sailed in search of a safe
northwest route around Canada.
Unfortunately for Hudson, a severely cold
winter, which saw his ship stuck at modern
day James Bay in Canada, was followed by
an on-board mutiny. Hudson was tossed
overboard, never to be heard from again.
However, the Dutch East India company,
Many wonders await the winning team. Hakuto hopes to lead the exploration.
and Hudson himself, had ignited an
entrepreneurial flame—one which
saw Dutch and British settlements
“Hakuto’s ultimate target,” he
spread across the world—that
Hakuto’s ultimate target is to
continues, “is to explore holes
would be passed on by explorers
explore holes that could be
that are thought to be caves or
for generations to come.
‘skylights’ on the moon that
Hakuto, Astrobotic, and other
caves or skylights on the moon.
lead into underlying lava tubes.
Google Lunar XPRIZE contenders
These tubes could prove to be
are torchbearers in a tradition of
very important scientifically, as they could help explain the
exploration, inspiration, and international collaboration that
moon’s volcanic past. They could also become candidate
continues to this day. It remains to be seen, however, if they
sites for long-term habitats, which may be able to shield
will create a settlement on the moon, or simply pave the way
humans from the moon’s hostile environment.”
for the next generation of voyagers. n

BEAUTY TECH
Are Japanese cosmeceutical plans
more than just marketing?
By Richard Smart

Japanese consumers are increasingly interested in buying
cosmetic products that allow them to save time, are more
effective, and are about more than just looking good.
Cosmeceuticals—cosmetics with pharmaceutical properties—
are a growing market globally. They offer consumers a chance,
at least according to the marketing, to improve their health
and beauty at the same time.
Officials in the US, however, do not believe the hype.
Cosmeceuticals are not officially acknowledged on the other side of
the Pacific. US law “defines drugs as those products that cure, treat,
mitigate or prevent disease, or that affect the structure or function of
the human body,” according to the Food and Drug Administration.
The agency’s “Labeling Claims” document for cosmeceuticals
specifically states: “While drugs are subject to a review and approval
process by the FDA, cosmetics are not approved by the FDA prior to
sale. If a product has drug properties, it must be approved as a drug.”
“The way to think of cosmeceuticals is [that they are] similar
to the supplements industry,” says Nicole Fall, trend forecaster at
Asian Consumer Intelligence. Supplements “are not a food and
they are not a drug; they are a hybrid. It’s the same thing with
cosmeceuticals, they contain something that could have side
effects as well as benefits.”
A 2014 paper in ISRN Dermatol pointed out that
cosmeceuticals using nanotechnology, for example, could pose
risks. “If nanoparticles are inhaled and eaten accidentally, or
absorbed through skin, they could cause skin and lung damage
and organ toxicity, or can harm unborn children,” according to
the paper. However, “The cosmeceutical industry debates that
consumer risks are low, as there is no evidence that nanoparticles
from the product penetrate healthy, intact adult skin.”
Consumers appear to be on the industry’s side. Research
and Markets estimated in January that the global market for
cosmeceuticals would be worth $61 billion by 2020. According
to Mordor Intelligence, Japan’s cosmeceutical market will see a
compound annual growth rate of 8.1% between 2015 and 2020.
“Cosmeceuticals growth in Japan is expected to be driven by
expanded … digital marketing and the offer of personalized
customer experiences and e-commerce,” Ken Research says.
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IN THE PITCH
Much like homeopathy, cosmeceuticals are said to work through
small daily applications of creams, lotions, and other cosmetics
that contain negligible amounts of medicine. Over long periods
of time, this pays off by keeping skin younger or hair stronger,
for example.
“It’s all in the marketing really,” says Fall. “Effectively, what
people try and do—by mashing together the words cosmetics and
pharmaceuticals—is convince the consumer that the products
have more efficacy.” Fall points to the fact that prescriptions are
not required for cosmeceuticals.
Consumer loyalty, however, points to the fact that many feel the
products are of genuine benefit. Major players in Japan include
Dr.Ci:Labo, which focuses on skin care using collagen gel, and
Shiseido, a major cosmetics player that also runs a cosmeceuticals
line called Navision.
Officials at Dr.Ci:Labo declined to speak to The Journal, but
their strategy is clear: to position their products as primarily
aimed at dermatological care rather than looking good. The
company was founded in the late 1990s by a dermatologist,
Yoshinori Shirono, and in 1998 launched its first product, a gel.
Dr.Ci:Labo projects net sales of ¥40 billion for its current fiscal
year, which ends July 31, and an operating income of ¥8.1 billion.
It sells goods primarily through mail order, as well as through
more traditional brick-and-mortar cosmetics stores. In addition to
doing business in Japan, it is operating in Hong Kong, Taiwan, and
Singapore. “Sales from overseas operations reached ¥783 million,
an increase of 62.4% year on year,” the company writes in its
report for the first half of the fiscal year, ended January 31.
Having captured 38% of the Japanese cosmeceutical market
in fiscal 2013, the company has managed, in part, to maintain a
healthy position in the market by “refreshing” product lines every
few years.
Olay, a skincare range by Procter & Gamble, has followed
a similar strategy. Many of its products in Japan have been
revamped to appeal to the more discerning cosmetics consumer.
“They are trying to move more into the cosmeceutical space,” says
Fall. “They use words like RX and EX, which is a Japanese way
of saying it is reinforced with something. For Japanese beauty
launches, they will release a product, and then later they will put
EX or something on the label. That means they have now put
something else in it.”

TECHNOLOGY

Whether or not cosmeceuticals have the health benefits they
claim, companies that sell products in this space are likely to see a
bright future.

a washable skin foam, and a medical-use lotion for reducing the
roughness of the skin.
“We suppose the size of the market is still limited but
steadily growing,” Tatsuyoshi Endo in Shiseido’s corporate
communications department tells The Journal. Endo adds that
there are no plans to sell the brand overseas.
Shiseido sees the Navision brand as a small part of its business,
the company being more focused on brands such as Issey
Miyaki, Tsubaki, and Elixir, bigger sellers with a heavy presence
in the Japanese market. Navision appears in the “others” section
of Shiseido’s financial reporting, an area that also features
duty-free stores and restaurants. In 2015, this section saw
sales of ¥17.5 billion, a proportion of which was contributed
by cosmeceuticals. Overall sales for the business stood at
¥763 billion globally.
Endo says that the company will invest in research and
development to further expand its cosmeceutical business, but
“it is not our main focus.”
OPPOSITES ATTRACT
Marketed to people as medical goods based on scientific research,
cosmeceuticals, in a way, fly in the face of the ideas of natural
beauty and taking inspiration from nature. When compared
to, say, South Korean products that use creams from snails,
ingredients such as N-acetyl-glucosamine, α-tocopherol, and
ubiquinone can seem synthetic. In other words, cosmeceuticals
appear to go against the general market trend for more natural
and environmentally friendly products.
“The paradox works well in Japan, where there is a belief that
technology will save the day,” Fall says. “If we see a demand
for naturally positioned products, then on the other end of the
spectrum you will have products that appear more medical and
scientific in their marketing.”
On both sides of the spectrum, “People are looking for
something that has got that efficacy,” Fall says. “In Asia, beauty
and health trends are generally dictated by three factors: cost,
influence, and effectiveness.” Standard beauty products, which
tend to be cheaper, will therefore increasingly face competition
from niche goods that are more effective and create more buzz.
For Fall, this means that if the affluent can afford to pay for
something that promises to do more in less time, they will. “As we
become busier, and we have more technology making our days
less free than they once were, then we will use more and more of
these products.” n

UNDER A BIGGER BRAND
Shiseido, Japan’s largest and the world’s fourthlargest cosmetics company in terms of sales, has
taken a different approach with its cosmeceutical
lineup, which it markets exclusively in Japan
under its Navision brand. The product lineup is
aimed primarily at medical institutions.
Navision includes creams and treatments for
the skin, as well as devices that measure blemishes
and wrinkles that people can use to see the results
of treatment. The brand has products for use in
medical facilities and others for the home. Away
from facilities, the lineup includes a cleansing oil,
Shiseido’s Navision line

THE JOURNAL

n

MAY 2016

13

More than
of social media
users are
more likely to
purchase from
brands that they
follow online

90%

of brands are

using two or more social networks
B2B and B2C marketers
worldwide name video as a

TOP 3

most effective social
media marketing tactic

42%
of Japanese are
active users of
social media

Social media is an ever-expanding
market worth tapping into.

Facebook
adds

6

new profiles
every second

sourCes: Balihoo, FaCeBook, soCial media today, We are soCial 2015/2016

Customizing social media
Make an impact with us. We are an
award-winning, bilingual, content-creation
2013 Company of the Year

and communication agency.

www.custom-media.com | www.bij.tv
Contact us:
social@custom-media.com

design • digital • communication • publishing

TECHNOLOGY

Japan opens up

By Anthony Fensom
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GET IN LINE
Helped by the younger adopters, Japan’s social media
networks have rapidly gained in popularity, particularly
in the wake of the devastating 2011 Great East Japan
Earthquake, when social media played a key role in aiding
disaster relief.
The biggest of all Japan’s social media networks is Line, a
mobile messaging app that came of age during the disaster
and now boasts some 50 million monthly active users.
Line has grown rapidly by offering an increasing range of
features, from free voice and video calls to mobile games
and discount coupons.
“Line has been successful by integrating every
feasible service into their platform, from mobile games
to electronic payment services and taxis. As soon as
there’s a somewhat feasible business idea, they attempt

[C

From Shiseido’s “gotcha” video clip of high school girls
revealed as boys to Nissan’s “Intelligent Parking Chairs” that
move back into position with a handclap, Japan’s marketers
are having plenty of fun with the new medium. But as the
nation readies itself to face the global spotlight at the Tokyo
2020 Olympic and Paralympic Games, can social media help
encourage a new spirit of openness?

AM

creativity that social media has unleashed.

AH

from the otherwise buttoned-up nation is the

VR
-A

hardly surprising. But what might surprise some

N

of many others, Japan’s passion for social media is

to integrate it very quickly, which
has been key to their success,” says
Mike Sunda, communications strategist at
digital marketing agency MullenLowe Profero
in Tokyo.
Similar to Line, Twitter also made its mark during
the March 11 disasters and has grown to 35 million
monthly active users, making it the nation’s second-largest
social media network. From Japanese Prime Minister
Shinzo Abe, who has exchanged pleasantries with Indian
leader Narendra Modi via Twitter, to pop stars, celebrities,
and corporate brands, the online social networking service
has continued to rack up new
usage records in one of its
Tweets about
major markets.
3.11
“From the beginning, Twitter
was embraced in Japan in
a way it wasn’t in the West,
simply due to the format. In
English, 140 characters basically
allows you to type out what
you had for breakfast, but in
Japan it’s almost a mini-essay,”
Sunda says.
per second
Twitter’s Kaori Saito
highlights successful
promotions including one
by Kirin, which gave away
six packs of Kirin Tanrei
WORLD
Green Label beer in a Twitter
NEWS
campaign that reached an
estimated 4.7 million users.
Trending Topic

BE

For a country that adopted cell phones well ahead

5,530
#3
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Film distributor Toho-Towa also raised awareness of
company messaging to an intern who probably doesn’t
the Hollywood movie Furious 7 through a competition
know your business well is very risky. The damage to your
offering free gasoline. It helped box office sales climb by
reputation could be enormous.”
70 percent compared to the previous release in the series.
MullenLowe Profero’s Sunda says bad social media is
Third-ranked Facebook’s 23 million monthly active
the same in Japan as it is anywhere else: “social media that
users also makes it worth paying attention to in Japan,
misrepresents the brand, that talks at users rather than
where it has gained a growing business audience,
attempting to engage with them, and that doesn’t provide
contrasting with the traditional white-collar audience of
any value with its content.”
LinkedIn in the West.
The return on investment question is also being raised
The rise of Line, Twitter, and Facebook has come at the
in Japan, with Meltwater’s Sayako Suetsugu pointing to
expense of previous local favorite Mixi, which put the
the need to set attainable goals and to choose the right
focus on privacy with most users anonymous.
influencers for any paid campaign.
“Facebook was originally quite new and scary for
many Japanese in that you’re out there in the world
for everyone to see. But after 2011, you could argue
After 2011, you could argue there was
there was a collective psychological shift where
a collective psychological shift where
interconnectedness became more valued,” says
interconnectedness became more valued.
MullenLowe Profero’s Sunda.
Facebook’s Kumiko Hidaka highlights successful
business campaigns, including Panasonic’s “Beautiful
Japan towards 2020” video ad campaign to raise awareness
DIGITAL FUTURE?
of its sponsorship of the Tokyo 2020 Olympic and
Kenneth Grossberg, former marketing professor at
Paralympic Games. Instagram, a service for sharing photos
Waseda University, says social media will continue to
and videos, was acquired by Facebook in 2012. It has also
pick up speed in Japan—albeit perhaps at a slower pace
grown rapidly in Japan, where it had 8 million monthly
than in the West.
active users as of June 2015.
“Print media is definitely dying as a profitable channel,
but it will continue in certain older demographic
DO’S AND DON’TS
segments more than others,” he says.
The rise of social media has sparked a rush by companies
“Young people are easier to reach through their mobile
to jump on the bandwagon, but there are plenty of traps
phone, without question. For older people, it’s a mix—
for the unwary, experts caution.
some use their mobile a lot too, but many just watch the
Tetsuya Honda, managing director of public relations
big screen [TV]. That will change, but it won’t change as
and marketing agency BlueCurrent Japan, says the
radically as elsewhere.”
advertising-centered mindset of much of the local industry
Meltwater’s Suetsugu says Japan has come a long way
has proved problematic.
in adopting major social media platforms, but marketers
“Japan is a country where paid advertising has
need to be braver in challenging convention.
historically been king of communications, and
“In social media you have to be willing to make
communications workers are used to using paid media
mistakes in order to succeed, but this is something
and non-interactive communications. But if a social media
that goes against most risk-averse Japanese
campaign or website is not designed in a conversationcompanies’ traditional way of marketing. Marketers
friendly way, nothing will happen, even if the company
in Japan should not be afraid to try new strategies and
invests a lot of money,” Honda says.
approaches to find what resonates best with their brand
Robert Heldt, president of Custom Media KK, publisher
community,” she says.
of The Journal, says companies need to be careful
With the Tokyo 2020 Olympic and Paralympic Games
before engaging any external consultant to run their
fast approaching, BlueCurrent Japan’s Honda suggests
online presence.
social media could play a key role in overcoming barriers
“When search engine optimization first became a big
between so-called “Galapagos Japan” and the rest of
thing, anyone with a computer claimed they could get your
the world.
website on the first page of Google, and social media is the
“One of the hottest topics in Japan is how to connect
same. Before engaging a social media consultant, check
to non-Japanese people regarding inbound business
their background and track record and make sure they
opportunities and those coming to Japan. Social media
understand the local market; otherwise there’s no point in
has no country borders, and the technology is going to
trusting them with your valuable brand,” Heldt says.
help breach the language barrier, which has been our
“The other issue is that companies sometimes think
biggest obstacle,” Honda says.
social media is an intern’s job, because they don’t place a
A borderless Japan? While social media is far from
lot of importance on the role. That’s very wrong, as while
conquering all barriers, its rise might prove timely with
millennials may understand social media, trusting your
the world soon knocking on the nation’s door. n
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Chiba’s

New Tech
FDI tour attracts foreign ministers
By John Amari

© CHIBA PREFECTURE

Chiba Prefecture is being positioned as a leading location for foreign direct investment.

For the first time, Chiba Prefecture welcomed representatives from a
select number of embassies to an investment tour. Five ministers were
invited, including Andrew Wylegala, minister counselor for commercial
affairs at the US Embassy in Tokyo.
Hosted by the Investment Promotion
Division of the Chiba prefectural
government, the tour aimed to boost
foreign direct investment in the region.
Chiba’s push to attract foreign direct
investment (FDI) is part of the national
government’s efforts to entice foreign
firms via National Strategic Special Zones.
Both Narita City and Chiba Prefecture
(in addition to the Tokyo Metropolitan
Government) have been part of the
initiative since it was launched in 2013.
The government’s ultimate aim is to
double FDI in Japan to ¥35 trillion by
2020. It also aims to lower the effective
corporate tax rate from 32 percent to
20 percent in the next few years, and to
support foreign business entry into Japan.

CHIBA IN NUMBERS
Chiba has a population of some
6.2 million and a GDP of around
¥19 trillion ($158 billion). In terms
of shipment value, the prefecture is
ranked first in Japan for petroleum
and coal products (¥2.7 trillion) as well
as chemical products (¥2.6 trillion).
For iron and steel production and
agricultural output, Chiba is ranked
third in Japan (¥1.7 trillion and
¥414 billion, respectively).
The prefecture has a suite of services
that support foreign businesses, including
an advisory office for market-entry
companies that is managed by the Japan
External Trade Organization. A startup
facilitator in Makuhari New City, called
petroleum, coal, and
chemical products

1st
Population of some

Chiba
Prefecture
18
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agricultural production

the Foreign Affiliates Startup Center
(FASuC), is available to assist. In addition,
a number of grants and subsidies for
investment in headquarters, laboratories,
and factories in the prefecture are on offer.
What is more, two large-scale logistics
facilities—Prologis and Goodman—
are being built to make the most of
Makuhari New City’s location between
Narita International Airport and
central Tokyo. Both facilities are due for
completion by summer 2016. Two further
complexes—Sodegaura Shiinomori
Industrial Complex and Mobara Niiharu
Industrial Complex—are expected to be
ready in 2018.
ATTRACTING INVESTORS
During the all-day investment tour,
ministers attended seminars conducted
by representatives of government and
industry, and paid a courtesy visit to
Chiba Prefecture’s Governor Kensaku
Morita. The Journal was among a handful
of international press in attendance.
Held earlier this year, the tour
showcased a number of Chiba’s research
and development assets as well as
infrastructure development. Some of the
facilities visited were Kazusa Akademia
Park (KAP), a bio-tech research facility;
Kashiwa-no-ha campus, a life sciences
hub; and Kazusa DNA Research Institute,
a public sector laboratory.
Speaking to The Journal, Wylegala said
that the tour was a “very well organized

R&D INCENTIVES
The day began at KAP, a sprawling
research facility set within the manicured
green hills between Kisarazu City and
Kimitsu City. A science park, KAP hosts
bio-tech research institutes and incubators,
as well as R&D and private sector
manufacturing facilities for electronics,
materials science, and energy companies.
The park benefits from city- and
prefecture-wide tax incentives and
subsidies for startup businesses. Further,
access to KAP from Narita International
Airport, Tokyo International Airport
(Haneda), Yokohama City, and Kawasaki
City has been facilitated by the Tokyo Bay
Aqualine, a 14-kilometer combination
bridge and tunnel that runs across
Tokyo Bay.
Kazusa DNA Research Institute
(KDRI), a non-profit organization
established in 1994, is located within the
park. An institute for human and plant
gene research, the center is noted for its
contributions to research in medicine,
pharmacy, and diagnostic methods.
A joint venture between KDRI and the
Japanese arm of US bio-tech firm Promega
Corporation began in 2015. The spinoff
company, which uses KDRI resources, was
created in part to explore commercially the
ideas flowing from the NPO. Addressing
the gathered dignitaries, KDRI Director
Michio Oishi noted an increase in

© CHIBA PREFECTURE

The Kazusa DNA Research Institute

partnerships between the facility and the
international community.
SMART MONEY
The next stop on the whirlwind tour
was Kazusa Arc, a conference and resort
complex. Surrounded by a genteel lake and
lush greenery, the facility is designed to host
business and cultural events.
After welcoming speeches from Kisarazu
City Mayor, Yoshikuni Watanabe, and
Kimitsu City Mayor, Hirokuni Suzuki, a
presentation was delivered about Chiba
by Megumi Asou, executive director at the
prefectural office.
Watanabe emphasized his city’s strengths,
which include a scenic countryside with
strong agricultural production, as well as its
location near major transport hubs such as
Narita International Airport.
“Kisarazu City works together with
Chiba Prefecture to attract research
institutions and private companies. We are
working hard to expand environmental,
education, and medical services,”
Watanabe said.
Suzuki’s welcome was equally warm. In
addition to KAP, Kimitsu City is endowed
with an attractive countryside and modern
industrial complexes, especially for steel
production, he said.
Asou shared similar thoughts, adding
that Prime Minister Shinzo Abe’s economic
policy, dubbed Abenomics, has increased
Japan’s attractiveness as an investment

The Urban Design Center at Kashiwa-no-ha life sciences hub
© CHIBA PREFECTURE

SPECIAL ECONOMIC ZONES

program that showed off the advantages
that Chiba Prefecture has to offer to not
only foreign companies but also Japanese
firms: the infrastructure, the logistics, the
progressive ideas we’ve seen at this new
facility” in Kashiwa-no-ha.
“I think this is a good story that reflects
a concerted effort at various levels of
government, and also in the private sector
and educational institutions in this region
and this country, to up its game and attract
more investment.”

destination. Further, Chiba was “the most
smart investment destination” in three areas.
The first is ease of access to major
international transportation hubs, such
as Narita International Airport and the
Port of Tokyo. The second is convenient
access to the rest of Japan via a network of
cost-effective expressways. And the third is
competitive land prices, with Chiba being
cheaper than Tokyo, Kanagawa Prefecture,
and Saitama Prefecture.
Asou’s address was followed by that of
Tomohito Ihara, the CEO of Green Earth
Institute Co., Ltd. (GEI), a company in the
biofuels and biorefinery industry. GEI,
which is located in the area, has partners
in Asia, Europe, and North America.
OPEN FOR BUSINESS
To close out the tour, visitors were conducted
to Kashiwa-no-ha, an international academic
town that contains national research
institutes and centers. Tokatsu Techno Plaza,
a core facility of the town, was also visited.
This smart city supports small and mid-sized
businesses by renting testing facilities and
providing product development technologies.
Hiroyasu Akiyama, mayor of Kashiwa
City, and Hiroya Mimaki, vice president
of Urban Design Center Kashiwa-no-ha,
addressed the ministers, who were gathered
within the facility. Akiyama reminded
guests that the 2015 Nobel Prize Winner for
Physics, Professor Takaaki Kajita, is based on
the Kashiwa-no-ha campus of The University
of Tokyo. The mayor also encouraged them
to spread the news that Chiba was open and
ready for business.
The highlight of the day, however, was
the courtesy call to Morita. To show their
welcome, staff at the prefectural office came
out in force and lined the first floor of the
building. They broke out into rapturous
applause when the ministers arrived.
Before retiring for an exchange-ofopinions session behind closed doors,
Morita and the ministers posed for a
commemorative photo op to mark the
special nature of the tour. n
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Play

DOUBLE

How baseball unites America and Japan
By James Souilliere
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came to Japan in 1990, I was surprised at how small
the players were compared to those in the US.
baseball has woven itself into the fabric
There are still guys who are 5'7", 5'8", or 5'9" that
of its adoptive culture to an extent rarely
are considered big-name players, but aren’t big in
stature. It was also a shock to see that they don’t
seen elsewhere.
really have strong outfield arms; they can’t throw
the ball well from the outfield.”
From the Little League World Series to the
While Major League players value the benefits of
World Baseball Classic, the Major Leagues to
practice, the levels of intensity of their workouts are
Nippon Professional Baseball, the crossover of
nowhere near what is typically seen in Japan.
talent and exchange is unprecedented in any
“Because of all the work they do before the game,
other sport.
they’re never going to be at full energy for the game
International play can be traced back to the
because they’re already tired—whether they think
very beginning of professional baseball in Japan,
they are or not,” another baseball insider notes.
when American all-stars—including such greats
“You can see a steady change from the beginning
as Babe Ruth, Lou Gehrig, and Ty Cobb—toured
of the season to the end; if you watch the foreign
Japan to play against their counterparts. In recent
players that come over here for the first time trying
times, Japanese players such as Hideo Nomo, Ichiro
to buy into the Japanese system and take every
Suzuki, and Daisuke Matsuzaka have enjoyed
swing or every pitch, as well as all the work on the
tremendous success in the United States, while
side, they’re going to get tired as the season goes
players like Leron Lee, Tuffy Rhodes, and Greg
on,” Sarfate adds.
“Boomer” Wells notched remarkable achievements
On the general play of the game, Gibson notes:
in Japan.
“The pitching is very different. The Japanese will
throw any kind of pitch in any kind of count,
CHANGE UP
whereas in the US the philosophy is that if a pitcher
Although the game is played under essentially the
gets into trouble, he should throw a pitch that is easy
same rules in both countries, there are a great many
to control; that means a fastball that they will try to
differences at the practice and game levels.
spot, trying to get the batter to miss or hit poorly.”
New York native Dennis Sarfate, a former
Speaking about the aspect of the Japanese game
Major League pitcher and current reliever for the
with which he is most impressed, Sarfate says:
defending Japan Series champions, the Fukuoka
“Their hand-eye coordination is off the charts; they
SoftBank Hawks, is another player to have found
can foul pitches off just for the sake of fouling them
success in Japan.
off, which is frustrating as
Asked about the difference
a pitcher. Another thing
between baseball in Japan and
is their dedication. While
The game is very teamthe US, Sarfate notes: “They
American players are
oriented here … Major League dedicated, the Japanese
live by practice; practice is
number one and the most
players could learn from that. just spend so much more
important thing. The game
time each day preparing
is the reward—and that’s
themselves.”
great and all—but when
Gibson adds: “On the
practice overtakes all of
defensive side, the Japanese
your effort, then you’re spent
are generally very sound.
for the game.
They are always in the right
“Another difference is
position and they do really
weight training. Major
well with the footwork to
League players are a lot bigger
get themselves in position to
than players here, as we take
make the plays.
weight training as our way of
“At the plate, they are
preparing; whereas guys here
very good at making
aren’t really into it. They’re
contact; they don’t strike
more into running; these guys
out a lot. There are even
can run for hours, something
some guys who work on
I’m not built for.”
fouling pitches off so they
John E. Gibson, co-host of
can stay up there long
the Japan Baseball Weekly
podcast and a sportswriter
who has been covering
A statue honoring the birth of Japanese
Nippon Pro Baseball since
baseball stands in front of Bachelor Hall
1995, says: “When I first
in Chiyoda Ward.
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Introduced to Japan nearly 150 years ago,
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CULTURAL DIFFERENCES
Asked about what things Japanese
could do to improve their overall
performance, Sarfate explains:
“Pitchers need to long toss more. I
don’t think they do it enough, as it’s
definitely a way to improve strength.”
Gibson notes that there is a
difference in culture, saying: “I think
they need to play more than one sport;
they choose one sport when they are
The 2013 World Baseball Classic was held at eight venues, including San Francisco’s AT&T Park.
eight years old and focus only on that
sport. I think they miss the benefits
that could be gained playing other sports, and I think they get
TRUE FANS
burned out.”
Speaking about the differences between fans in the US and
Repeating something that is heard about the Japanese in other
Japan, Sarfate says: “The Japanese are true fans; they come to the
sports, Gibson feels a lack of creativity could hold some players back
game, cheer their team, and stay until the end of the game. They
on the global stage. “They’re not creative because their coaches in
know exactly what is going on in the game. American games
school don’t really allow for it, making them predictable.
have become social outings; fans stay for five innings just so they
“In Japan, when you see a guy get to first base, you can expect the
can put it on social media. It’s also become a thing in the States
next batter to bunt, even if he’s a cleanup hitter or in the heart of
where people buy tickets just so they can trash talk and say
the lineup.”
things they would never say to a person outside of the stadium.
Speaking about what the Japanese game has to offer the world,
“Japanese fans are amazing, and I’ve never been disrespected
Sarfate says: “I think that Japanese baseball is more team-oriented
by any fan in Japan, whether of a visiting team or a home team.”
than anywhere else. You can see it in the first inning when a guy gets
Gibson comments on the organized cheering groups found in
on with a leadoff single and they bunt him around.
Japan: “The oendan are organized cheer sections, taking turns
“The game is about sacrifice and the team here; if someone is a
cheering their teams on. Many foreign players come to Japan and
bad seed, they aren’t going to keep him around. You see guys get
are surprised at how loud the crowds are; there’s a band playing
sent home and not come back despite having had a good season.”
for each team while they are at bat.”
Gibson adds: “The game is very team oriented here. In the
To see these differences in action, attend a game live in Japan,
US you see the big boys on the team who make the big bucks
watch Major League games on TV, or catch international events
and they are expected to produce, whereas in Japan anyone can
such as the World Baseball Classic.
be the hero and they just want to win. Major League players
Despite differences in style of play, philosophy, and fan support,
could learn from that; making more sacrifices for the good of
baseball transcends culture, language, and politics in a way few
the team.”
other sports can. n
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enough to see more pitches—to get
used to the pitcher and have a better
chance of getting a hit.”
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DELAY IN CONSUMPTION TAX
RATE INCREASE?

24

THE JOURNAL

n

MAY 2016

be even worse than 2015
for the world economy,
noting that the deceleration
of the Chinese economy
had particularly serious
implications.
The basis of the economic
slump, according to his
analysis, was “insufficient
overall demand.” As this
demand would not rise were
the consumption tax rate
raised, he said “it was not the
time” for an increase, and
advocated a postponement.
Coming from a scholar with
a worldwide reputation,
the remark is thought to be
having a major influence.
However, when considering the
possible sway of Stiglitz’s analysis of the
world economic situation, it should be
remembered that Abe cited “a major
contraction of the world economy” as a
necessary condition for postponing the
tax increase.
Since the start of the year, global
financial markets have been chaotic as a
result of China’s economic deceleration,
causing consumer fervor to diminish. Also
during this time, the consensus among
members of the government and of both
the majority party and the opposition has
been that, “if the tax rate increase further
chills individual consumption, Japan’s
economic recovery will be derailed.” Abe
also recognizes that consumption is weak,
but he seems to be basing his decisions
on how he expects the world economy to
affect Japan’s economy in the future.
With five of the aforementioned
meetings to be held prior to the summit,
markets have said that, “the meetings are
nothing more than a venue for Abe to
serve up the announcement that the tax
rate hike will be postponed.”
However, many in government still
believe that the tax rate should be raised as
planned, since—in Ishihara’s words—this
is “the key to world economic recovery.” n
PHOTO: ME JUDICE

MINISTRY OF FINANCE

Prime Minister Shinzo Abe’s remarks,
concerning plans to raise the consumption
tax rate to 10% starting in April 2017, are
causing nervous stirrings at the Ministry
of Finance. He has previously stated that
implementation of the promised tax rate
increase will proceed as planned, short of a
major crisis along the lines of the Lehman
Shock in 2008 or a catastrophic natural
disaster. Of late, however, he has begun
making reference to the “major contraction
of the world’s economy.” At the same time,
opinions favoring postponing the rate
increase are being heard within the ruling
Liberal Democratic Party and elsewhere.
Thus, there is growing concern in the
ministry that a postponement, if allowed,
might become a habitual practice.
While having repeatedly asserted
that the tax rate increase would be
implemented, on February 19 he
remarked that the previous tax rate
hike to 8% had “seriously impacted”
personal consumption. Then, during
budgetary deliberations in the House of
Representatives (lower house) a week later,
he remarked that the tax rate increase
might be postponed should the world
economy contract.
The Cabinet now appears to favor
postponing the increase, particularly
considering the upcoming double election
in summer.
Nevertheless, in a meeting of the
lower house budgetary committee on
March 3, Abe made no reference to
“economic contractions,” instead saying,
“we’ll proceed with the increase for now,”
barring a major financial or natural crisis.
Although the Ministry of Finance might
have felt a sense of relief, it is still trying to
discern Abe’s intentions, since the ultimate
decision rests with him.

Japan policy updates translated
from Keizaikai magazine

Nobel Laureate Joseph Stiglitz

CABINET OFFICE

IS NOBEL LAUREATES’
INVITATION A STRATEGIC
TAX MOVE?
Nobuteru Ishihara, on assuming the
post of Minister of State for Economic
Revitalization earlier this year, initiated a
series of meetings on international finance
and the global economy. The meetings
offer Prime Minister Shinzo Abe and
various experts a chance to exchange views
on the global economy in the lead up to the
G7 summit, set for late May in Ise-shima.
Also invited to attend the meetings
are the recipients of the Nobel Prize
in Economics, whose thinking closely
corresponds with Abenomics. Since the
laureates support prioritizing economic
growth, the view has arisen that including
them in the meetings is a strategic move
leading to the postponement of the
consumption tax rate hike to 10%.
The first meeting, held on March 16,
was attended by Columbia University
Professor and Nobel Laureate Joseph
Stiglitz. He anticipated that 2016 would

PARTNER CONTENT

COSMIC EXPLORER
NASA searches for Asian partners for space missions

In its efforts to keep pushing the boundaries of

NASA also works with the Japan Aerospace Exploration
Agency, and Green said there are plans to partner with
space exploration, NASA is eager to link up with
the United Arab Emirates as well. He said the UAE
partners in Asia on future missions, the head of
and NASA had started to discuss the Emirates’ Mars
exploration plans.
the US agency’s Planetary Science Division told
Space travel has so far been led by governments, but
the Nikkei Asian Review during a visit to Japan
Green said the private sector is set to play an increasingly
prominent role. He called this “an important next step” and
in mid-March.
said commercial ventures could, for example, provide food
and materials to a space station. “As companies realize that
James Green said Asian countries’ space exploration
there may be profits to be made, they are moving in the
efforts had been “really expanding over the past several
direction where they can effectively compete and make a
years.” And at NASA, he said, “We think partnerships are
profit, and actually take over things that NASA used to do.”
very important.”
When asked about how NASA encourages private
Green pointed to NASA’s existing relationship with the
companies’ investment in space exploration, he answered,
Indian Space Research Organization. The ISRO has sent a
“I think by what we do, the excitement that comes from
probe to the moon and an orbiter to Mars, and Green said the
what we do.” He added, “The knowledge that we are not
agencies are discussing the Indian organization’s next Mars
going to stop, we are going to keep doing those [missions]
missions. He called the ISRO’s Mars endeavors “a huge step
allows them to figure out where they fit in.”
for Asia.” He said his team had
Green held an open lecture at the Tokyo
been in Bangalore two weeks
Institute of Technology on March 15, titled,
earlier and discussed with
Commercial ventures could “The Martian: Science Fiction & Science
ISRO scientists how they could
Fact.” The talk mainly covered NASA’s
provide food and materials
correlate data from the two
Mars exploration efforts and the recent
space agencies’ Mars missions.
Hollywood blockbuster The Martian, for
to a space station.
which the agency offered technical advice.
Green impressed his audience of roughly
NASA’s James Green lectures at the Tokyo Institute of Technology on March 15.
100 with an image of Mars 3.5 billion
years ago. The red planet looked a lot like
Earth does now, with blue oceans and
swaths of green land. He also surprised
the audience by showing that the sunset
on Mars is blue, not red. In the interview,
he said, “Everyone in this field got in this
field because [they were] excited by what
was happening. I hope today some of
the students made the decision to get in
this field.” n
© 2016 Nikkei Inc.
Nikkei Asian Review is published
by Nikkei Inc. All rights reserved.
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Worth

How one fishing family adjusts to the times
Text and Photos by Kit Pancoast Nagamura

Tokyo has long had distinct areas specializing in one product
or trade, where artisans or other workers have gathered
to support one another and stimulate healthy competition.
Neighborhood solidarity is a powerful economic tool that
benefits customers and tradesmen alike, but changing times
have rendered some livelihoods obsolete. This column looks
at various communities that have adjusted the core of their
commerce to remain together and retain identity.

The few rivers that still flow through
central Tokyo are purled in the shadows
of highways built over them during the
post-war decades. The Furukawa river
is one of these nearly forgotten arteries.
It’s the murky jade color of neglected
water, fenced off and walled in by the
backs of buildings, only glimpsed
occasionally where it empties into
Tokyo Bay near Hamamatsucho.
At this delta, however, from the
Edo Period (1603–1868) until the
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mid-1960s, fishermen thrived along
the brackish shores, and sold their
fresh catch to provide protein for the
burgeoning city. The Shogun in the
early 1600s even awarded locals, in
appreciation, large stretches of land on
which to spread out and dry their nets.
“It has always been an area of
relatively poor people,” says Eiko
Takeuchi, 84, who married into a
local fisherman’s family more than
half a century ago, “but we used to be

able to fish right off the banks here.
People also collected nori (seaweed).
My husband would collect it, and I’d
dry it on racks in the sun. Edo nori
was really delicious,” she says, “and it
brought a good price.”
But, Eiko tells me, “the waters
grew dirtier and dirtier, and finally
it became impossible to continue. To
get fish suitable to eat, our men had to
boat far from shore. My husband and
others eventually found they had to
go as far as Yokohama and Yokosuka.”
To sustain the family, Eiko’s son,
Shinichiro (60), and other fishermen,
had to float a new idea.
Today, six companies, along with
the Takeuchi family, have repurposed
their seafaring know-how to become
captains of pleasure boats, catering to
tourists and customers seeking a cool
evening on the bay waters. It’s not the
same thing as fishing for a living, with

REVISION JAPAN

HAIKU
spring lanterns
the river brims with pleasure boats
floating light

its attendant freedom and autonomy,
but it provides a steady income. Now,
anyone who strolls along the river
near Daimon will see yakatabune
(roofed pleasure boats) bobbing
picturesquely on the tides, with a few
fishing boats tied up in between.
“My son also takes clients on fishing
trips,” Eiko says, “but these days, to
get fish, they need to go as far away
as off the coast of Kisarazu, in Chiba.
That means the boat has to be a fast
one, or they can’t manage to go and
come back in a single day.”
I watch the Takeuchi crew,
Shinichiro and his wife Emiko,
their youngest son, and university
students with part-time gigs bustling
about preparing trays of food for the
evening’s bay cruise. Shinichiro sings
under his breath almost non-stop,
as if simply the prospect of leaving
shore makes him happy.

I ask Eiko if she misses the days of
respect that history. Recently, some
selling fish for a living. She nods. “But
people are trying to chase boats off
that’s how time flows, and there’s not
the river entirely. They’d like the river
much you can do about it,” she says,
to have nothing on it at all. But I want
with a guttural laugh. “And, if you
my kids, and grandkids, to continue
start to complain about all the things
in this business and protect the
changing for the worse, there’s no end
traditions of our family.” Emiko has
to that,” she admits.
five grandchildren already, so she’s got
However, Eiko’s
crew waiting to
daughter-in-law,
get on board with
The Furukawa river
active in the
that idea.
is one of those nearly
business, is more
At dusk, before
vocal about her
Eiko’s
evening
forgotten arteries.
objections. “It
guests arrive, I
would be good to
pop down to the
preserve some aspect of the history
docks behind their storefront. There, a
of the area, with its roots going back
tiny freshly-tended shrine dedicated to
hundreds of years,” Emiko says. “Maybe
the gods of safe voyages is carved into
the boats have changed somewhat
a boulder. At the makeshift landing,
and our jobs too, but the river has
I enjoy the reflections of a tranquil,
traditionally always been used this
small fleet of colorful boats strung with
way—for hundreds of years—and
moon-like lanterns. Without them,
I think people should see that, and
how sad the river would seem. n
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READ THE AIR
By C Bryan Jones

Named as one of Forbes 30 Under 30 Asia,
James Riney uses his business instinct and
multicultural upbringing to spur innovation
in Japan

US venture capitalist James Riney has always had his
foot in two cultures. He came to Japan when he was one,
returned periodically through age 12, then completed
his schooling in the United States. Having two home
countries prepared him to become one of his generation’s
key entrepreneurs.
In an exclusive interview with The Journal, Riney
spoke on a range of topics including his career path, the
state of venture capital, and how he plans to transform
entrepreneurship in Japan.
SEEING IT ALL
Each culture has its own way of doing business, and
cultural differences can be an obstacle to success in a
global economy. As Riney has come to realize, those who
can see both sides are extremely valuable.
“The benefit of growing up in both worlds is that you
always have a birds-eye view of everything. You always
have one foot inside Japan and one foot outside,” he
explains. “It does give you sort of this global perspective
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that local Japanese can’t necessarily understand, and also
[one that] people from abroad can’t necessarily understand
about Japan. I think a big part of the reason that I’ve
gotten to where I am is the ability to take advantage of
that arbitrage.
“In Japanese you say ‘kuuki wo yomu’ (‘read the air’).
I think reading the air is a really important thing that I
learned as an adult coming back to Japan and actually being
in the workforce.”
THE ROAD TO 500
Today Riney is head of 500 Startups Japan, where he
manages a $30 million fund to help nurture the nation’s
fledgling companies. But how did he get there?
“There’s not like a romantic creation story,” he says. “I was
never really exposed to entrepreneurship growing up or in
college. I didn’t even know anything about Silicon Valley at
the time.”
Upon graduating, he followed a traditional path and landed
at J.P. Morgan. “The tendency is to go toward something that’s

ENTREPRENEUR

like a brand name that your peers and your parents are
inside your organization so you can create these fresh
going to respect you for. So I kind of went that direction,
ideas and build them inside.”
because I didn’t know any better. And then I just threw
The level of investment in Japan is also a major
myself into that world. I met a lot of very smart people—
challenge according to Riney. “In any given year, there’s
and that was the valuable part that I got out of it—but
about $1 billion in venture capital, and about $200 million
immediately I realized that this was just not for me.”
in angel investment. So you have $1.2 billion versus
His first startup was ResuPress. Riney recognized
$48 billion in venture capital in the US, $24 billion in
that, while there is a lot of demand for bilingual
angel investment, then add crowdfunding and it’s like
talent, candidates in Japan are most often prioritized
$75 billion. It’s a huge, huge gap. I’m not saying that this
by test scores—not always a good measure of one’s
number from Japan should be anywhere close to that, but
communication ability. The idea was to give prospective
it should at least be $10 billion.”
employers a way to quickly assess true English ability
500 Startups plans to change this. Conceding that they
through a video-based
cannot change the mindset of
supplement to traditional resume
the large domestic companies,
The benefit of growing up in both the plan is to attract M&A
services. “That was a good idea in
theory, but the problem is that it
interest from abroad. Riney
worlds is that you always have a
wasn’t very defensible. Big players
sees the time lag of six to
birds-eye view of everything.
can just put that feature into
eight months between the
their platform.”
emergence of a new business
So they evolved the concept into Storys.jp, based on
model in the US and the appearance of a similar company
the idea of “the story that doesn’t fit on your business
in Japan as a key. “We see an opportunity to invest in
card.” In a country where LinkedIn doesn’t work well for
those [Japanese] companies and then use the 500 network
networking—because it is seen as a job search site—this
to build a relationship with the company in the US. We
platform allowed professionals to tell the stories of their
want to build that over one or two years so, when they
successes in a way that worked within the culture.
actually start thinking about Japan, they start thinking
The final stop before 500 Startups was DeNA, where
about it as an acquisition rather than going about it
Riney oversaw Silicon Valley and southeast Asia
by themselves.”
investments. He cites the trust placed in him there as
important. “If I really had conviction about an investment,
FIRST STEPS
my boss never said no. Because he trusted me so much,
Closing out his discussion with The Journal, Riney offers
I grew a lot more.”
a bit of personal advice for those looking for venture
capital. “Before you come to people like 500 Startups,
ENTREPRENEURSHIP IN JAPAN
you should be thinking about the team elements. If
Now, with 500 Startups as the vehicle, Riney has begun
you have something that’s lacking, make sure you have
helping those who seek to innovate in Japan. With it comes
other members who complement that. One thing that I
some specific challenges.
really, really look at is, whether the CEO was able to get
Riney’s experience giving a presentation at Keio
people who are very, very high caliber. Because if you
University, attended by students and a lot of people from
can get high-caliber people to take a risk, to leave their
corporate departments, highlights one such obstacle.
presumably very cushy jobs to jump into this risky startup,
“I was just curious, so I asked ‘Would you hire an
that shows your ability as a CEO.” n
entrepreneur who failed?’ I saw maybe
10 percent of the hands go up out of the
corp dev people. Hardly anyone wanted to
hire someone who had failed before. That
was a shame, and I think that’s one of the
big reasons why people are afraid to take
risks. That would be different in America.
It’s a completely different perspective.
“The irony is, now the big topic in
Japan is open innovation,” he continues.
“Everyone is like ‘How do we create new
ideas and new business?’ But they don’t
realize that these people that are starting
companies—even if they failed—you
want them inside your company. Because
just because you’re smart and you start a
company, it doesn’t mean it’s going to be
big. And so, if you fail, it also doesn’t mean
you’re an idiot. You need those people back
James Riney (right) with 500 Startups Founding Partner Dave McClure
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FUTURE

TORANOMON

How Mori Building is creating a global business hub

W

e are living in an age of rapid globalization, and with
it comes intense competition among cities to be the
hub of international business. While Tokyo continues to
reign supreme in Asia, the metropolis has yet to realize its
full potential.
Mori Building Co., Ltd., the urban landscape developer
whose name has become synonymous with the Minato
Ward skyline, has a plan to climb the final rung that finds
impetus in the Tokyo 2020 Olympic and Paralympic
Games, and centers on Toranomon.

Government, the GPCI evaluates the comprehensive power of
40 of the world’s leading cities according to six main functions
(economy, research and development, cultural interaction,
livability, environment, and accessibility) from the viewpoints of
four global actors (manager, researcher, artist, and visitor) and
one local actor (resident).
Although Tokyo places well, with an overall ranking of fourth,
it has held this position in every edition of the index. The
challenges lie in cultural interaction (ranked 5th); livability (15th);
environment (13th); and accessibility (11th).

THE GLOBAL CHALLENGE

EXPANDING THE HILLS

Over the next 10 years, the company will undertake some
10 large-scale redevelopment projects in Toranomon and
its surrounding area. Central is the development of three
towers by around 2022—in addition to Toranomon Hills Mori
Tower—that will accelerate the transformation of the area
into a globally accessible business hub to entice individuals
and enterprises worldwide to live, work, and play there.
A look at Tokyo’s ranking in the Global Power City
Index (GPCI) can explain the strategy. First published in
2008, the GPCI is an annual study conducted by the Mori
Memorial Foundation’s Institute for Urban Strategies.
Utilized by numerous administrative, professional,
and academic organizations worldwide, including the
Japanese national government and the Tokyo Metropolitan

Mori Building’s plan for the transformation of the Toranomon
area addresses Tokyo’s shortcomings through a concept they
call the “Vertical Garden City,” first envisioned by the late
Minoru Mori (1934–2012). The Hills developments represent the
idea of concentrating the necessary functions of city life in a
very compact area, with a self-contained community.
The newly announced plans for Toranomon Hills will advance
this vision beyond what has been realized thus far by adding a
trio of new towers, each with a specific primary function.
The 36-story Toranomon Hills Business Tower (tentative
name) will offer 94,000m2 of international-standard, large-scale
office space, 6,300m2 of retail space, and a 3,000m2 innovation
center that will facilitate exchange between large companies
and new ventures.

7.5ha of new redevelopments will gather around the new subway station, making this area a global business hub.

SPONSORED CONTENT

Watch the video online:

https://bij.tv/toranomonhills

The Bus Terminal will accommodate BRT and an airport shuttle.

The 56-story Toranomon Hills Residential
Tower (tentative name), which offers
122,000m2 of total floor space, will provide
international-standard luxury living with
600 residences.
Joining the business and residential
components is a “Gateway to Tokyo”—
the Toranomon Hills Station Tower
(tentative name)—which will be integrated
with the tentatively named New Toranomon
Station, Tokyo Metro’s first new station in
about 20 years, and the first on the Hibiya
Line in 56 years. Service is scheduled
to begin in FY 2020, prior to the Tokyo
Olympic and Paralympic Games.
Additionally, a new bus terminal will
Greenery abounds at the foot of the residential tower.
occupy 1,000m2 of the first floor. Key to the
city’s role as Games host, the bus terminal
will serve as a transportation hub, connecting the athletes’
complex. Unveiling the plan at an event on April 13, 2016,
village in the Harumi area as well as the stadia and arenas
at Andaz Tokyo, CEO Tsuji showed that by consolidating
in the city center and on the waterfront by BRT.
the facilities provided by smaller buildings, the majority
of the land can be reclaimed for greenery, improving
WHY TORANOMON?
environmental conditions.
By 2007, Toranomon had found itself in decline. Large
companies were moving to surrounding areas. But Mori
SURPRISING THE WORLD
Building sees the area—and Minato Ward as a whole—as
The slogan of the redevelopment project is “Surprise: Mirai
having the greatest potential to vault Tokyo to the top
Tokyo.” To Mori Building it represents the many parts and
of the GPCI. Why? The world has already chosen Minato
benefits of the redevelopment project; mirai means future
Ward as its preferred base in Tokyo.
in Japanese. But it may also embody how Tokyo will surprise
Of the foreign companies in Japan, Minato is home to
the world in the lead up to Tokyo 2020—and beyond.
25%. Nearly 20,000 foreign residents and more than half
Construction of the residential and business towers will
of the foreign embassies in Japan call the ward home.
be completed in FY 2019. Meanwhile, the station tower is
The district also boasts 85 of Tokyo’s 217 Michelin-starred
planned for completion in FY 2022.
restaurants, placing Minato ahead of New York (75) and
Together with the opening of the bus terminal in 2019 and
London (65).
New Toranomon Station in FY 2020—plus the creation of
Asked how they will strengthen the area, Mori Building
green corridors, and the revitalization of Shin-Tora Avenue—
CEO Shingo Tsuji tells The Journal: “As far as the
Mori Building’s project may help Tokyo reach the top of the
Toranomon area itself is concerned, it has much potential
Global Power City Index as the next decade begins. n
to offer a competitive international business environment
with large office spaces, coupled with safety and security,
FY 2020
food, culture, and a sense of comfort. We believe that what
Toranomon Hills can offer is comparable to [what is offered
by] any other city outside Japan. Our city design philosophy
reflects this—and that’s what our customers want as well—
so we’re very confident in pursuing these projects.”
Greenery is a key part of Mori’s Vertical Garden City.
In fact, the new project is expected to double the current
greenery area from 6,000m2 to 15,000m2, forming a
network of greenery that connects Toranomon Hills to
the adjacent Mt. Atago slope and the Atago Green Hills

FY 2022 Completion of Toranomon Hills Station Tower
FY 2020 Services of new Toranomon subway station

planned to commence
Tokyo 2020 Olympic and Paralympic Games
FY 2019 Completion of business and residential towers

Opening of the Bus Terminal
FY 2014 Completion of Toranomon Hills Mori Tower
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Lifestyle Is
The New Black
Odakyu Department Stores Welcome Shoppers from Abroad

I

n Japan it can be challenging for tourists, expats, and even
long-term residents to identify a trusted sports and lifestyle
fashion provider with a wide stock of quality Japanese and
international brands.
For some 30 years, the Odakyu Department Store Co., Ltd.
(Odakyu Hyakkaten) has offered a wide selection of highend brands for sports and travel enthusiasts. Haute couture
lifestyle brands are also on offer.
And with the Tokyo 2020 Olympic and Paralympic Games
just around the corner, Odakyu is in the process of increasing
its product and service offerings for non-Japanese visiting or
living in Japan.

SPORTS AND LEISURE
Accessed via the west exit of Shinjuku Station, the rooftop,
first, and B1 floors of the Odakyu HALC building are focused
on sports and lifestyle attire, as well as related equipment
and accessories.
Floor B1, for example, has a selection of outdoor sports,
footwear, and travel brands, in addition to accessories
and items for dance and equestrian sports. The first floor,
meanwhile, has a range of classic attire and accessories
centered on golf.
“When it comes to golf wear and equipment, Odakyu
provides arguably the largest range in Japan,” says Takashi
Nagumo, senior merchandiser, Merchandise Planning Dept.
at Odakyu.
The first floor also carries a wide selection of goods catering
to runners, swimmers, and fitness enthusiasts from brands
such as Reebok, Nike, Adidas, Asics, Puma, and Fred Perry.

DESTINATION STORE
Odakyu HALC Sports is the epitome of the company’s goal
of creating a “destination store” concept. This section of the
department store focuses on casual and lifestyle brands that
blur the boundaries between sportswear and high fashion.
Products and services are designed to put the mind, body, and
spirit at ease. They also support society at
large by stocking items that encourage the
participation of women and seniors in sports.
Working with internationally known
designers, the store constantly seeks to
innovate. In 2012, for example, Odakyu HALC
began to carry high-end items by Beams
Golf, an in-line brand by Japanese fashion
label Beams.

HALC SPORTS

10% OFF

Further, since 2013, Odakyu HALC has stocked the stylish
Samantha Thavasa’s Under25 and No.7 collections of golf wear.
Designed by Samantha Thavasa Japan Limited, the brands
have augmented the store’s offerings for women who are
young at heart.
What is more, new styles are being explored at the department
store for activities such as yoga and Pilates. The ultimate aim is to
create a new kind of customer-focused shopping where sports,
travel, fashion, and lifestyle can be enjoyed in a single experience.

SKY GOLF
One of Odakyu HALC’s best open secrets—the HALC Sports
Golf School—can be enjoyed on the rooftop (Floor R) of
the department store building in Shinjuku. In line with the
“destination store concept,” the school has a custom-made
30-yard driving range for golf novices and enthusiasts.
Having pre-registered, visitors at the store can try out a range
of golf equipment, including branded golf clubs and clothing,
while working on their putting stroke or golf swing. Professional
Golfers’ Association-certified expert instructors, both men and
women, are available to give hands-on advice.
“There are plenty of golfing products conveniently located
in our shop,” Senior Merchandiser Nagumo says. “But we also
have a world-class golfing facility on the roof. Even if you are
a golfing beginner, you can start from here. We are ready to
welcome you with open arms.”
Odakyu department stores are located within walking
distance of Shinjuku and Machida Stations in Tokyo, and
Fujisawa Station in Kanagawa Prefecture. The stores, as well
as the train lines where they are located, are managed by the
Odakyu Group,
which has a stable of
companies providing
public transportation,
finance, real estate,
resorts, and retail
services. n

Valid until July 31, 2016 • HALC Sports Shinjuku B1, 1F, 2F • Excludes products already on sale
Cannot be combined with other coupons • Please trim coupon and present at checkout

A

unique, intricate, and mesmerizing combination
of traditional dance, drama, and musical
accompaniment, Kabuki remains a quintessentially
Japanese form of entertainment.
The language barrier, however, has sometimes
made it difficult for non-Japanese audiences to
grasp all the nuances of an art form whose history
can be traced back more than four centuries, but
which remains today the most popular form of
traditional Japanese drama.
The National Theatre, located alongside the
outer moat of the Imperial Palace, is aiming to
make Kabuki more accessible by hosting a one-day
appreciation event, “Discover Kabuki,” in June.
Kabuki came into existence around 1603
with the arrival in Kyoto of a troupe of dancing
girls led by Izumo no Okuni, formerly a shrine
maiden. Their dances created a sensation and
were labeled “kabuki,” which at that time meant
“unorthodox” or “eccentric.” Such troupes of
women were subsequently banned, as were those
of the dancing boys that took their place. They
were succeeded by groups of adult men whose
performances developed into Kabuki as it now
exists. In the process, the original meaning of the
word changed to become “song (ka), dance (bu),
and technique/skill (ki).”
Designed to give overseas participants a better
understanding of the history, storylines, and
characters appearing in the plays, “Discover Kabuki”
is divided into two parts. The first, “How to
Appreciate Kabuki in English,” is to be hosted by
renowned Kabuki actor Nakamura Mantaro and TV
personality Kisa Ayako. They will provide background
information to set the stage for the second part, a
live performance of “Sakanaya Sogoro,” part of the

famous tale Shin Sarayashiki Tsuki no Amagasa.
This play is a Sewamono, a Kabuki work based
on the lives of tradesmen in the Edo Period,
written by the great Kabuki dramatist Kawatake
Mokuami. The distinctive feature of Mokuami’s
literary style is its musical superiority. He
effectively interwove Kiyomoto music
with poetic speech in shichigocho
(alternating verse lines of five and
seven syllables) while realistically
depicting the lives of common
people in the Edo Period. From a
career spanning almost 50 years,
Mokuami left behind more than
350 works, including dance dramas,
which still form a large portion of
the Kabuki repertoire.
In “Sakanaya Sogoro,” the
title character, Sogoro, has
overcome a drinking problem.
But when he receives news that
his sister—who has been taken as
a mistress by her employer—was
killed due to a misunderstanding, he
has a relapse. Despite the efforts of
those around him to prevent it, he turns
violent and falls back into alcoholism.
Mokuami’s musical mastery is on full
display during this scene, and the second
act begins with Sogoro visiting his sister’s
employer. The long, intoxicated speech
that ensues is a highlight of the play.
With unparalleled value and quality
of performance, this may be the
perfect opportunity to see Kabuki for
the first time. n

NATIONAL THEATRE (Large Theatre)
FRIDAY, JUNE 17, 2016
First Performance: 2:30pm
Second Performance: 7:00pm
�
�
�
�
�
�

Students: All seats ¥1,300
Adults: 1st Grade ¥3,900 / 2nd Grade ¥1,500

20% discount available for those with disabilities
Audio guide rental fee is included in the price of the ticket. Japanese, English, Mandarin Chinese, and Korean available.
“Sakanaya Sogoro” performed in Japanese with English subtitles
Online booking opens Friday, May 6, at 10:00am. Box office ticket sales begin Saturday, May 7
Online Booking (Adult tickets only) http://ticket.ntj.jac.go.jp/top_e.htm  http://ticket.ntj.jac.go.jp/m (for mobile access, in Japanese only)
To book by phone, call 0570-07-9900 or 03-3230-3000 (IP phone and international calls)
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Technology
Business Index—a monthly printed and digital industry company listing—can help
with finding the best services and talent to meet your IT needs and much more!

journal.accj.or.jp/businessindex

“We hope everyone is having a
successful year. We are seeing
strong growth in our Japan
business and we appreciate all
the efforts of our employees,
partners, and clients helping
us achieve this success.”

“Skillhouse can unlock your
IT staffing needs. We will take
the time to understand your
true needs and will find the best
IT professional to meet your
business needs within your time
frame and budget.”

—John Lemkuil, president/founder

—Mark Smith, president

Computec Engineering K.K.
Computec is one of Asia’s leading
IT solution providers. Our multilingual
and experienced project managers and
engineers work closely with our more
than 1,000 customers throughout Asia
and the rest of the world.

Skillhouse Staffing Solutions K.K.
By focusing on specific IT areas, we
can apply our best-of-breed due
diligence, testing, qualification, and
matching methodologies to ensure
that our clients have access to the
best IT talent.

TopTech Informatics K.K.
We provide key knowledgebased services that include the
development of e-commerce and
web-based systems aligned with
core business operations, and
the support and development
of legacy systems.

03-5225-7017
info@computec.co.jp
www.computec.co.jp

03-5408-5070
info@skillhouse.co.jp
www.skillhouse.co.jp

03-6909-4441
biju.paul@toptech.jp
www.toptechinfo.com

“At TopTech, we believe that
the solution we provide must
be aligned with the core
business operations of the client,
not based on the latest fad.”
—Biju Paul, CEO

SPONSORED CONTENT

Peter Drucker
on Leadership

P

eter Drucker (1909–2005) had this
great quote. “Only three things
happen naturally in organizations: friction,
confusion, and underperformance.
Everything else requires leadership.”
In this modern day and age, why do we
still encounter these three horsemen
of the apocalypse of organizational
dysfunction? Each signals its own raft of
challenges, magnified even further when
operating in Japan.
Friction is a tricky one for foreign
bosses in Japan because so often it is
subterranean. Power struggles, factions,
proxies, turf, ego all come into play here—
but not so overtly. Influence is more often
achieved through access to key people
than over the bodies of enemies. Apart
from bosses disciplining subordinates,
screaming abuse at colleagues isn’t
acceptable in Japan. More than anything
else, the problem here is getting the
issues out on the table for resolution.
The age-old remedy of out-of-office
discussions is usually where the boss finds
out what is really going on, as opposed to
what was thought to be happening. It is
highly unlikely staff will seek out the gaijin
boss and download the skullduggery
going on, so you have to unearth it
yourself. That is only half the battle; now
what do you do about it?
The typical stance of getting the two
people in a room and telling them to sort
it out may work in the West, but it won’t
work here. We need to really dig out the
issues and manage the resolution process,

paying careful attention to those spurious
“yes” statements, which indicate “I heard
you” but don’t mean “I agree with you.”
This ensures that the follow-up is
critically important to making sure that
the solution is actually executed and
everyone is doing what they said they
would do. Undermining, backsliding,
artful misinterpreting of what was agreed,
untrue communication gap excuses, willful
disobedience—expect the whole gamut.
Confusion is usually the result
of unclear processes and unclear
communication. Japanese language is a
big culprit, because in the hands of native
speakers it is genius at leaving things
vague. Having a process and having a
common understanding of the process
is not the same thing. In the same vein,
common sense is not common, and the
unaccounted-for action is often the killer
of project success. So we need to spell
out the process, in detail, and we need
to check for understanding. Expecting
the next logical step to be logical to
everyone else is too bold. Giving specific
instructions, micro-managing the details,
and checking back (ad nauseam) is often
the minimum required.
Underperformance is usually a factor
of skill or motivation gaps. Skill gaps can
generally be closed through providing
training, mentoring, and coaching.
Motivation, though, is a lot harder. This
is often a systemic problem, starting at
the top. The senior leaders determine
the culture of the organization. If the

atmosphere is to defer to seniority by
rank and age, then don’t expect too
much innovation to occur anytime soon.
If middle management only understands
the two tools of “what” and “how”—and
don’t have “why” in their explanation
toolbox—expect merely passive
compliance. It boils down to “why be
creative when you don’t care?”
Latching on to the “why care” drivers
is critical if we want to move forward
and succeed in the market, the latter
brimming with competitors. Three things
drive engagement. Firstly, the relationship
with the immediate supervisor—trust and
communication are paramount. Secondly,
the belief by those at the bottom that
those at the top actually know what they
are doing requires middle management
to cascade down the top group’s
“why.” Thirdly, pride in the organization
necessitates a one-team approach, rather
than a self-obsessed, internally oriented
power struggle. This is why we talk about
leadership at all levels; we need alignment
and agreement on what it is we need
to do, how we need to do it, and what
success looks like.
As Drucker pointed out, leaders need
to lead; but often in Japan they rotate
through positions in the organization,
never making any significant decisions,
avoiding as many initiatives as possible,
and keeping their heads down
anticipating a cushy retirement. This is
why we love working in Japan—never a
dull moment. n

It is quite interesting that our clients come from just about every industry you can imagine, but we notice there are some common
requests for improving team performance.
The four most popular areas are leadership, communications, sales, and presentations. Although we started in New York in 1912,
in Japan we deliver 90% of our training in Japanese. Also, having launched here in Tokyo 53 years ago, we have been able to master
how to bring global best practices, together with the required degree of localization, to Japan. You’re the boss. Are you fully satisfied
with your current results? If not, and you would like to see higher skill and performance levels in your organization (through training
delivered in Japanese or English), drop us a brief note at info1@dale-carnegie.co.jp

SPONSORED CONTENT

The Power of Branding
An interview with Matt Nicholls

What is the state of the bilingual recruitment market
in Japan?
Nicholls: It’s an extremely interesting market, very different
from the UK where I worked in recruitment for 10 years. At
RGF, we typically deal with multinational firms. A high level of
Japanese proficiency tends to be a minimum requirement for
most positions. As a result, both candidates and clients tend
to be bilingual Japanese. It’s a highly competitive market with
candidates in short supply.
How do recruitment businesses differentiate themselves?
Most recruitment businesses don’t have a unique selling point.
Success, therefore, tends to boil down to the quality of people
you employ and how well you train them. Most recruitment
firms use the same client and candidate sourcing methods.
How important is branding?
It’s one of the few areas in which recruitment firms can really
set themselves apart. Japan, in particular, is an extremely
brand-conscious country, where big, established brands tend
to be trusted more than others.

Does RGF benefit from being part of the Recruit Group?
Yes, being the bilingual division of well-known Japanese
enterprise the Recruit Group gives us a huge competitive
advantage, given its high profile and heavily advertised
brand. It’s especially useful in candidate sourcing. The
best candidates tend to be extremely picky about which
agencies they entrust with their next career move. At RGF,
our professional approach combined with the power of the
Recruit Group brand means that we
represent the best candidates on
the market. n

� 03-6422-4400

www.rgf-hragent.asia/japan/
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Walkathon Marks 25 Years

Emeritus Jay Ponazecki present Wendy Cutler with the Person
of the Year Award at the Hotel Okura on March 17.

Highlighting three key beneficiaries on the
fundraiser’s silver anniversary

2 ACCJ Information, Communications, and Technology Committee Vice
Chair Imai Jen-La Plante presents Riley Ennis and Pamela Mejia with
certificates of appreciation at the ACCJ & ASIJ: Engage Innovators and
Entrepreneurs Forum at the Tokyo American Club on April 8.

3 Dr. Greg Story, president, Dale Carnegie Training Japan, during the
Q&A session of the ACCJ “Person of the Year” award ceremony
for Wendy Cutler at the Hotel Okura on March 17.
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Lakeland College Japan (LCJ) is a branch campus of an
American college conveniently located in Shinjuku.
Students can earn an Associate of Arts degree in Tokyo recognized
by both an American accrediting agency and the Japanese Ministry of
Education.
Our program allows students to easily transfer as third-year students
to competitive universities in America and around the world that they
may not have been eligible to enter directly after high school.

Free Dial: 0120-30-5571 • Tel. 03-3325-0425

As part of its community outreach, LCJ also offers non-degree
bearing courses in evening and Saturday Open College classes.
Among the courses being offered are: Japanese, Chinese, Korean,
Spanish, Russian, Translation, Film Appreciation, Ageing, PowerPoint
plus others.

http://lcj.lakeland.edu

5-7-12 Shinjuku, Shinjuku-ku, Tokyo 160-0022
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investigate, and discover the world around
them—and a Saint Annie education can
make a difference in how much they learn
and grow.

Our program introduces your child to a formal education while
embracing the idea that every child is smart in his or her own way.
We strive to create a small, safe, and secure environment that will
provide your child with a real sense of belonging.
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forth by the National Association for the Education of Young

Children. Our teaching method, the 8-Smart System, is based on
the extensive research and theories of child development expert

Get locked into a room, find clues,
tease your brain…

Dr. Howard Gardner, professor of education at Harvard University.
Free daily after school childcare is available until 6pm!

IDEAS FOR PLAY
•
•
•

Corporate team building
Friend & family gatherings
Tourists visiting Tokyo

KN Asakusa Bldg. 6F, 1-10-5 Asakusa
Taito-ku, Tokyo 111-0032 Japan
Tel: 03-6231-6621 (English available)
Email: tokyo@escapehunt.com (English available)
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Saint Annie’s International School
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ACCJ DC Doorknock

FROM THE BOARD

Reinforcing the importance of the Japanese market
for US businesses

By Christopher J. LaFleur
ACCJ President

A

t the end of April, the ACCJ carried out one of our
key annual events: the DC Doorknock (DCDK).
Always an important event for the ACCJ, the DCDK
in previous years has focused largely on strengthening
relationships with officials in the Administration and
on Capitol Hill who are closest to US–Japan relations.
This year, with Congressional consideration of the
Trans-Pacific Partnership (TPP) being a major topic,
the DCDK focused on the unique role of the ACCJ and
demonstrated the importance of our members’ voices in
the TPP dialogue.
Because the US and Japanese economies are the two
largest of the 12 involved in the TPP agreement, the
ACCJ—as the representative organization for US business
in Japan—had the unique opportunity to contribute to
the TPP dialogue. To share the experience and expertise
that our members have on the Japanese economy, and to
highlight the benefits of the TPP for US companies doing
business in Japan, we worked to include in the delegation
a number of Japan-based CEOs and ACCJ leaders
involved in Asia–Pacific regional roles.
Through meetings with members of Congress and key
leaders in Washington, we communicated the ACCJ’s
support for the ratification of TPP by the end of 2016. In
particular, we emphasized the importance of the Japanese
market for US business, the opportunity presented

by the TPP to further cement US–Japan relations
through bilateral leadership on transparency and
rules-based trade, and the critical role the TPP plays
in continued economic reform in Japan through Prime
Minister Shinzo Abe’s “Third Arrow.” Given the Abe
Administration’s efforts to implement a comprehensive
strategy, including legislation to enact the TPP in the
recently passed budget, a sense of urgency surrounds
the need to resolve outstanding matters on the TPP
and move forward with the agreement in the US.
Meanwhile, the ACCJ will work to track Japan’s
implementation of the TPP commitments, and has
already called for continued bilateral dialogue on
structural issues.
Amid ongoing concern in Washington about
trade, the DCDK was a great opportunity to share
the experience of ACCJ members who do business in
Japan and throughout the Asia–Pacific region, and to
help inform the debate in a thoughtful way. We hope
that the interactions we had with leaders on both sides
of the aisle in Washington will stimulate productive
dialogue on the TPP and, ultimately, lead to action on
this important agreement. The ACCJ looks forward to
continuing to support ratification of the TPP in both
the US and Japan, and to working with members on
follow-up action as the agreement comes into force. n

THIS MONTH’S FEATURED VIDEO:
HOW THE INTERNET OF THINGS IS
REVOLUTIONIZING ALL INDUSTRIES
Sensors, big data, smart devices, and
automation allow businesses to tap into the
vast pool of innovation happening outside
their walls. This presentation, featuring HA X
General Partner Benjamin Joffe, covers
the latest trends and ideas on how to stay
relevant and thrive in a fast-changing world.
Visit https://www.youtube.com/user/
AmChamJapan and subscribe today!
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ACCJ EVENT

Innovative Youth
ACCJ and ASIJ engage a new generation of entrepreneurs

W

ith each generation comes a renewed energy to solve
the world’s problems, powering fresh ideas in the
minds of young innovators.
On April 8, the American School in Japan, in collaboration
with peer schools from Singapore and Taipei, kicked off a
special weekend for startups with the Engage Innovators and
Entrepreneurs Forum at the Tokyo American Club.
During the two-hour event, seven young entrepreneurs
from fields as diverse as immunology, aging, music therapy,
energy, fashion, and microfinance shared their stories.
WisdomTree Japan CEO Jesper Koll kicked off the evening
with a keynote. After outlining the potential for success that
business conditions in Japan offer young entrepreneurs, the
economist concluded that he wants to be reincarnated as a
23-year-old Japanese person.
Following the keynote, ASIJ Class of 2010 graduate
Abhishek Sharma, founding CEO of Project Forte, spoke
about bringing music and medicine together to help patients
in Rochester, New York.
Laura Deming, a Thiel Fellow, scientist, entrepreneur, and
venture capitalist focused on aging, was unable to attend
in person but spoke to attendees via pre-recorded video.
Deming talked about how the real world differs from what
you’re taught in school, and outlined her Partner Longevity
Fund, which identifies and finances companies that aim to
extend the period of healthy human life.
Attending from the
Philippines was textile/
fashion designer and
social entrepreneur
Pamela Mejia, whose
company Phinix
Footwear turns old
clothes and fabric scraps
into trendy, comfortable,
and durable shoes.
Another Thiel Fellow,
Impact HUB Tokyo Co-founder
Riley Ennis, delivered
Shino Tsuchiya
an inspiring story of
determination in the face of
scientists who didn’t believe.
Ennis’s fresh ideas about how
to treat cancer by “educating”
immune cells has grabbed
the attention of companies
like Novartis, and research
that may one day change
the world continues at his
company Immudicon.
Impact HUB Tokyo Co-founder
Shingo Potier de la Morandière
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Next, Shino Tsuchiya
and Shingo Potier de la
Morandière, co-founders
and directors of Impact HUB
Tokyo, explained how each
individual can create a shift
in society by questioning the
status quo, and taking action
to effect change.
The final presentation
was given by Taejun
Project Forte CEO Abhishek Sharma
Shin, a microfinancer in
developing countries and
CEO Gojo & Company,
whose experiences with
financial inequality—and
struggle to pay for graduate
school—moved him to
create opportunities for
others to realize their
potential regardless of their
economic situation.
Closing out with delicious
Phinix Footwear’s Pamela Mejia
food and an opportunity to
network, the entire evening was inspirational and highlighted
how social and entrepreneurial thinking—spearheaded by
youth—is reshaping the world into a better place. n

Seven young entrepreneurs
shared their stories of success
and innovation.

1 ACCJ Healthcare Committee leaders and
members present the Women’s Health Policy
Primer to Minister Katsunobu Kato (third from
left) during a Mini Diet Doorknock meeting at
his office on March 25.

2 ACCJ President Christopher J. LaFleur during
the Q&A session of the ACCJ “Person of the
Year” award ceremony for Wendy Cutler at the
Hotel Okura on March 17. (see page 44)

EVENTS

3 Sachin N. Shah (right), ACCJ Governor and
1

Director, Representative Statutory Executive
Officer, Chairman, President, and CEO of MetLife
Insurance K.K. at the ACCJ “Person of the Year”
Award Ceremony for Wendy Cutler at the Hotel
Okura on March 17.

4 Chubu leaders gather in front of the monument
marking the 45th Anniversary of Ping-Pong
Diplomacy after the first Table Tennis Fellowship
of Japan, China, and America event at Aichi
Prefectural Gym on April 2.

5 Chubu members, their families, and guests enjoy
hanami at Meijo Park on April 2.

6 ACCJ Vice President–Kansai Stephen Zurcher
3

(left), presents a certificate of appreciation to
Partner Toshiya Furusho (center) and Registered
Foreign Legal Consultant Ichizo Takayama,
Oh-Ebashi LPC & Partners, at the ACCJ
Kansai Speaker Event, “My Number: What You
Need to Know and What You Need to Do” on
April 4, hosted by the ACCJ Kansai Business
Programs Committee.

7 Female networking at its best. Provided with just

2

4

the right platform to connect and collaborate,
more than 50 female participants attended
Bella Nova Night #10 at the Knowledge Salon,
Grand Front Osaka on March 18. The event
was hosted by the ACCJ Kansai Women
in Business Committee.

6

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.
• MAY 10

The State of Alternative Investments in
2016: A Global Report from Preqin
5

6

• MAY 20

25/25 Charity Fun Golf: Drive for
Chubu Kids (Chubu Event)

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

L ooking for a truly authentic yet extraordinary
wedding ceremony with your special loved one? Well,
look no further, as it is now time to start planning your
trip to Kyoto, Japan! The Hotel Granvia Kyoto is now
oﬀering an exclusive traditional Japanese wedding for
same-sex couples from around the world!

G orgeous Japanese traditional kimono wedding attire,
a customized ﬂoral bouquet with that special touch of
Japanese elegance, and the mystique of exchanging
vows at a historical Japanese temple ‒ it will be the most
memorable and romantic day of your lives together.

B eautiful Kyoto attracts many visitors throughout the

year. It is the city that is at the heart and soul of
Japanese history and culture. Imagine a city that is home
to 17 World Cultural Heritage sites! A living and
breathing museum of everything that is fascinating and
splendid about Japan, Kyoto is modern and ancient, new
and traditional. The glory of Kyoto’s past and the vitality
of its present make it a city that is unique and that truly
should not be missed.

True love deserves a resplendent romantic journey. Let us
assist you in planning a truly unforgettable wedding
ceremony and honeymoon in the ancient capital of Japan.

Magniﬁcent Gay Weddings

JR Kyoto Station
Karasuma Chuo-guchi, Shiokoji-sagaru,
Karasuma-dori, Shimogyo-ku,
Kyoto, Japan 600-8216
Phone: +81-(0)75-344-8888 Fax: +81-(0)75-344-4400
osm@granvia-kyoto.co.jp

www.granviakyoto.com

VIDEO

Meet the WIB Co-chairs
New Women in Business Committee leaders share thoughts on 2016

A

s part of a series of video
she explains. “So I wanted to be
interviews with ACCJ leaders,
involved in something to encourage
new Women in Business
Japanese females to do more.”
(WIB) Committee Co-chairs Ryann
Greater involvement is the first
Thomas and Mari Matthews share
step toward what Thomas sees as
their thoughts on the state of the
the eventual endgame for WIB.
workplace for women in Japan,
“We’ve just sent an email out to the
outline their goals for the committee
members of the Women in Business
in 2016, and offer advice for aspiring
Committee, broadly to see if we can
women leaders.
solicit some new members who will
Citing the strong foundation laid by
be willing to join us in some of those
outgoing Co-chairs Deborah Hayden
new initiatives, at least in the short
Ryann Thomas, partner, PwC Tax Japan
and Elizabeth Handover, Thomas and
term and the medium term. I think
Matthews say that expectations are
in the long term, there will be no
now even higher—and they plan to
Women in Business Committee—
build on the committee’s momentum.
because it won’t be needed.”
Thomas, who came to Japan from
Bringing about the day when men
New Zealand 20 years ago and is a
and women are truly on an equal
partner at PwC Tax Japan, explains:
footing in business will require a
“We want to keep the legacy of
change in mindset, according to
what we have done, but we want to
Matthews. “It’s coming from both
have fresh ideas.” To this end, they
males and females. From males,
are working to grow the number
I think they have to come out of the
of volunteers.
traditional image of women in a
Hokkaido native Matthews, who is
supporting role. People can do more,
executive officer and vice president of
so give more chances to people and
Mari Matthews, executive officer and
government relations Japan at MetLife,
change your mind. From the female
vp government relations, MetLife
gets specific about early plans: “We
side, females have to take risks. They
want to launch a library in which
should be willing to take risks. That’s
we will collect good articles about women’s issues. We
the most important thing, I think, at the moment.”
are looking at a lot of initiatives—so we are in the mode
Thomas echoes the sentiment, adding that, “for
to plan everything at the moment, working with all the
aspiring women leaders in particular, my experience—
different chapters.” Initiatives they are exploring include
now that I’m a partner and working with female
increasing participation by women in STEM (science,
staff—I would say that, when opportunities are offered,
technology, engineering, and mathematics) industries.
you should grab them … even if they’re outside your
Working together and encouraging aspiring women
comfort zone.” n
leaders is what led Matthews to take on the co-chair role.
“I had so many mentors in my career, and now I feel
like I’m the age that I can give back to younger people,”

WATCH THE VIDEO
Thomas and Matthews share more of their plans for the
Women in Business Committee, as well as the stories of their
own careers, in the full video on the ACCJ YouTube channel.
Visit https://www.youtube.com/user/AmChamJapan
and subscribe today!
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ACCJ EVENT

TPP Broker
Wendy Cutler,
ACCJ Person of the Year
By Brandi Goode

F

or her diligent efforts over
decades to advance the US–Japan
relationship, Wendy Cutler was
named the 2015 Person of the Year by
the American Chamber of Commerce
in Japan (ACCJ).
Cutler, a near 30-year veteran of the
United States Trade Representative
(USTR), accepted the award during
a luncheon event at the Hotel Okura
Tokyo on March 17. Her acceptance
speech, peppered with humor and
anecdotes appreciated by her USTR
colleagues in the audience, covered
three topics: how trade policy and
US–Japan relations have changed;
how the Trans-Pacific Partnership
(TPP) fits into the bilateral
relationship; and the US–Japan shared
trade future.
TRADE POLICY

Trade policy has been transformed,
since Cutler’s first days at the
negotiating table for the USTR, in
large part due to the players involved.
“The US, Japan, the EU, and Canada
influenced trade when I started in the
1980s; now we have China, India, and
other emerging markets, which makes
reaching a decision difficult,” she said.
Cutler also pointed to the proliferation
of bilateral and regional trade deals.
US–JAPAN TIES

Cutler described her first meetings
with the ACCJ as tense, as members
were unhappy with the US
administration’s inability “to get it
right.” However, during the course
of her career over the next 20-plus
years, she witnessed a change “from
confrontation to cooperation.”
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“Those early trade war days were full
of mistrust, and we were just taking it
sector by sector,” she said. Round after
round of negotiations ensued until at
last the US and Japanese governments
found compromises, and business
began to flourish.
TPP

Cutler was instrumental in working with
Japan toward its accession to the TPP.
She admits to being “a big TPP skeptic”
at first, as her experience negotiating
with this country had led her to believe
the government was simply not ready

Trade policy has been
transformed since
Cutler’s first days at the
negotiating table.
to make the tough decisions required to
join a trade deal of such high standing.
However, Cutler admitted that,
over time, her mind changed as she
witnessed actions and statements by
Japanese leaders that indicated they were
serious about TPP, and were ready to
make hard decisions. In particular, she
was struck by Japan’s efforts to open its
beef market.
“My Japanese counterparts raised the
standards of the agreement, and were
very well prepared. The negotiating
dynamic was very different to [the
dynamics] of the past. We had a shared
purpose, so even when things got rough,
we found a way forward.

“I was once introduced as the person
you would want to work with you in the
trenches of a trade negotiation. I really
felt we were in the trenches together
with Japan [during TPP talks],” she said.
Cutler then turned to the status of
the TPP in Washington, DC, as the US
Congress enters heated debates on the
pact. Reading the newspapers, she said,
it could appear that the agreement will
not be passed this year. “However, I’m
an optimist,” she offered.
“Our president has vocalized support,
and the business community is doing
the same. I urge the ACCJ to explain
the agreement, and what Japan is doing,
during the upcoming DC Doorknock,
as well as the possible consequences in
the region if the US doesn’t move on
TPP quickly.”
BRIGHT FUTURE

When asked her thoughts on trade
priorities now, Cutler emphasized a
few areas: getting more countries to
join TPP; finding a more effective
way to interact with China; spurring
liberalization in multilateral settings
such as the World Trade Organization;
enforcing existing trade agreements;
and ramping up our explanations of
trade in a user-friendly way.
Since retiring from the USTR in
2015, Cutler has assumed the role of
vice president of the Asia Society Policy
Institute; she is also managing director
of the group’s DC office. She is more
relaxed now, she said, heeding the
advice of her mentor, the late Ira Wolf,
a respected ACCJ leader and USTR
veteran. She also looks forward to
working on issues beyond trade, namely
gender issues. n

CSR

Taylor Anderson Memorial Fund
Former Ambassador Ichiro Fujisaki helps carry the torch
By C Bryan Jones

W

hen Taylor Anderson was a little girl, she saw the famous
Miyazaki animation My Neighbor Totoro and fell in
love with Japan. She studied Japanese and aspired to
become a teacher with the Japan Exchange and Teaching (JET)
Programme. This she did, and after two years of teaching in
Ishinomaki, Miyagi Prefecture, she extended her stay. Then the
Great East Japan Earthquake of March 11 struck. Anderson
died protecting her students. She was the first confirmed
American casualty.
Helping Taylor’s family continue her dream is former Japanese
ambassador to the US, Ichiro Fujisaki. The Journal sat down with
Fujisaki to learn why he feels passionate about preserving Taylor’s
memory and how he came to be involved.
Telling the story of the days and weeks following the disasters,
the ambassador-turned-teacher recounts how he went to Dulles
Airport in Washington to meet Taylor’s family when her remains
were returned to the US.
“After the disaster, Taylor’s father and mother were dismayed,”
Fujisaki explains. “They knew that their daughter would not
want them to cry and be sad for the rest of their lives. They had
to remain positive. Taylor wanted to be a bridge between Japan
and the United States.” So they decided to carry her torch and
continue to have a positive impact.
In 2014, after being US-based since March 2011, the Taylor
Anderson Memorial Fund was officially established as a Japanese
non-profit organization. Fujisaki and Taylor’s father, Andy,
serve as co-presidents. Taylor’s mother, Jean, is on the board of
directors.
The fund already supports a wide range of programs, including
one that grew from her parents’ original idea to create a library:
Taylor’s Reading Corners, installed in schools in Ishinomaki.
In addition, the fund helps sustain numerous initiatives
in Ishinomaki, and also gives to small non-governmental
organizations that don’t have access to big companies.

HEEDING THE CALL
Aside from this fund, from 2011 to 2015 the ACCJ, through
the Community Service Advisory Council (CSAC), donated
¥96 million to the following charities, as well as to others that
have supported initiatives including the Tohoku recovery effort,
children’s causes, women’s issues, and the ACCJ Mike Makino
Fund for the Homeless. CSAC would like ACCJ members to
see the breadth of the chamber’s support for the needs of the
community and provide interested members an opportunity to
get involved with the charities that the chamber has supported. n
View details of each charity online at journal.accj.or.jp/2016/05
A Dream A Day in Tokyo
Foundation for Global Children
Franciscan Chapel Center Rice Program
Fukushima Prefectural Board of Education
Futaba Gakuen
Global Education Foundation
Health and Global Policy Institute
Japan Association for Refugees
JKSK (Empowering Women Empowering Society)
Kodomo-no-Uchi Yasaka-Ryo
Lighthouse Japan
Living Dreams
Minato Council of Social Welfare (COSW)
MIT Japan 3/11 Initiative
N.P.O. SANYUKAI
Nadia for Ishinomaki
Nonohana no Ie (Wildflower House)
O.G.A. for AID
Organization to Stop the Collapse of Perinatal Care

Former Ambassador
Ichiro Fujisaki with Andy
and Jean Anderson

Room to Read Japan
Shine On! Kids
Smiles and Dreams
Smiling Hospital Japan
SOS Kodomo-no-mura
TELL
The Taylor Anderson Memorial Fund
Tokyo Shure
Tokyo Union Church—Mission for Our Homeless Neighbor
YMCA/ACCJ Ohisama Camp for Challenged Children
This table covers charities supported by the Tokyo chapter.

Find out more about the Taylor Anderson Memorial Fund at www.tamf.jp
PHOTO: SHINYA MOMMA © SOPHIA MAGAZINE
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REGION UPDATE

Walkathon Marks 25 Years
Highlighting three key beneficiaries on the fundraiser’s silver anniversary
By Erin Sakakibara

M

ay can only mean one thing here in Chubu: Walkathon!
We are full steam ahead on our way to the 25th Annual
Charity Walkathon, organized in partnership with Nagoya
International School. How amazing it is to reflect on more than
two decades of giving back to the Chubu community!
As the Charity leader, it is my job to bring everyone’s attention
to the reason we do this, as it is often easy to get lost in the
details of planning the event. It has been my pleasure to reach
out, learn more, and share with the chapter the amazing work
being done with the funds. I’d like to highlight just a few.
THE SASHIMA CHRISTIAN ASSOCIATION
This group works tirelessly to provide hot meals for the homeless
in Nagoya. Together with other local organizations, they guarantee
a fresh, hot meal every day of the week. Throughout the year,
they meet the needs of the homeless with food, counseling,
clothing and, more often than not, an ear and a heart. Walkathon
committee members and a group from sustaining member
Lockheed Martin recently served the community on a cold March
evening. Needless to say, many of us were motivated to commit
more of our time on a regular basis.
THE AICHI BONE MARROW SUPPORTING ORGANIZATION
A certified NPO, the Aichi Bone Marrow Program Supporting
Organization helps raise awareness of the needs and concerns of
patients awaiting life-saving bone marrow transplants. At a recent
national hematology conference, they presented a panel discussion
and performance focused on the difficulties patients face when
dealing with treatment, and the need to continue working. It was
an eye-opening experience because we often concentrate only
on the medical challenges, overlooking the
social impact disease has on the patient,
their friends, colleagues, and family. Proudly,
ACCJ Walkathon is the largest (monetary)
supporter of this organization.
SHIRASAGI FUKUSHIEN
This important facility, shown in the photo to
the right, provides a workplace, recreational
programs, and group homes for the mentally
challenged. Several ACCJ members and
NIS students recently visited the facility.
We learned about the many things Shirasagi
Fukushien does to help bring a sense of
purpose to this community, including
employing those with intellectual disabilities and providing jobs
they can do.
Shirasagi Fukushien meets an essential need, but their resources
must often be stretched just to provide the basics. Walkathon funds

The Sashima Christian Association provides hot meals for the homeless.

enable opportunities for special outings or the purchase of essential
equipment that can enhance the experiences of the people who go
there every day.
A WIDER REACH
In addition to these groups, more than 20 organizations will
receive funding from Chubu’s Walkathon. The three organizations
highlighted here are an example of the wide diversity of those who
benefit from Walkathon funds. For many of them, it is their largest
source of annual funding.
As the 25th year is a special milestone, we are committed to raising
¥25 million. Although challenging, this will enable us to create
the Chubu Children’s Fund (CCF), while maintaining the support
of our past recipients. The CCF will help children in Chubu-area
orphanages with the specific goal of preparing them for life after
leaving the institutions. This assistance will include training to
develop valuable skills, and financial support
for continuing education. In a meeting with
Washinkan, a home that Walkathon has
supported through the years, the need to
direct funds to help young adults transition to
independence was made clear. We are excited
that the Walkathon will have such a lasting
effect through the CCF. n

Erin Sakakibara is Charity Tanto of the
ACCJ–Chubu chapter Walkathon Committee

With all of the challenges that lie ahead, we invite you to join us at
Moricoro Park on May 22, where you can help celebrate 25 years
of Walkathon and giving back to the community we love.
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UK TRADE & INVESTMENT

Dr Kim Yoon:
NovaSearch Compact. It is so advanced
that, on a smartphone, it can recognise
any street address in the US spoken as a
single input, and it can respond in about
two seconds.
“We find that business in Japan, as
in other Asian countries, is heavily
based on trust, and that trust in turn
depends on getting to know the decisionmakers in Japanese companies, often in
informal surroundings”, said Kim, who is
based in Silicon Valley. “The local UKTI
trade officers helped us to understand
that and helped us to develop those
personal relationships”.
And given that available helping hand,
Kim believes that other British firms
should be more confident about coming
forward and looking to get a presence in
the Japanese market.
“The training provided by UKTI in

3F Computec Ichigaya Building
2-20 Ichigaya-Honmuracho,
Shinjuku-ku, Tokyo, Japan 162-0845

Japanese business culture—concerning
business cards, for example—is useful,
but there is, of course, also a language
barrier. Apart from that, our experience
is that cultural differences between the
UK and Japan are not enormous”, he
added. “In fact, my British colleagues
find dealing with Japanese counterparts
no more challenging than dealing with
many Americans.
“There is much to be said for
operating in Japan, including the
culture of politeness, trustworthiness
and reliability”, he said. “Given the
innately careful and conservative
nature of Japanese businessmen,
especially in larger organisations, I
would caution other British companies
of the need for patience, perseverance
and understanding of a culture that
pursues perfection”.

“[Novauris] was
fortunate to meet
trade officers who
not only had the
local knowledge
and the necessary
connections, but
also had a genuine
interest in our
technology and
helping us”.

E-mail: info@computec.co.jp
Tel: +81-(0)3-5225-7017
Fax: +81-(0)3-5225-7015
| BCCJ ACUMEN |
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Corporate Sustaining
Member companies
Their extensive participation provides a cornerstone in the
chamber’s efforts to promote a better business climate in Japan.

Christopher J. LaFleur
McLarty Associates
CHAIRMAN

Jay Ponazecki
TREASURER

Nancy Ngou
Ernst & Young Advisory Co., Ltd.
Abbott Laboratories/
Abbott Japan Co., Ltd.
Aflac
AIG Companies in Japan
Amazon Japan K.K.
Amway Japan G.K.
Baxalta Japan Limited

KPMG
Kreab
Lenovo Japan
Lockheed Martin
McDonald's Company (Japan), Ltd.
McKinsey & Company, Inc. Japan

Bayer Yakuhin, Ltd.

Merrill Lynch Japan
Securities Co., Ltd.

Becton Dickinson Japan

MetLife

Bloomberg L.P.

Microsoft Japan Co., Ltd.

Boeing Japan K.K.

Mondelez Japan Ltd.

Broadsoft Japan

Monex Group, Inc.

Catalyst

Morgan Lewis

Caterpillar

Morgan Stanley Japan Holdings
Co., Ltd.

Chevron International Gas Inc.
Japan Branch

Morrison & Foerster, Ito & Mitomi

Cisco Systems G.K.

MSD K.K.

Citigroup

Nanzan Gakuen
(Nanzan School Corporation)

Coca-Cola (Japan) Co., Ltd.

VICE PRESIDENTS

Andrew J. Conrad Aflac International, Inc.
Leanne Cutts Mondelez Japan Ltd.
Marie G. Kissel Abbott
Jonathan Kushner Kreab
Eric W. Sedlak Jones Day
Christopher Zarodkiewicz (Chubu) Cezars International K.K.
Dr. Stephen A. Zurcher (Kansai) Kansai Gaidai University
ACCJ GOVERNORS

Alison Sayre Birch JPMorgan Securities Japan Co., Ltd.
Tim Brett Coca-Cola (Japan) Co., Ltd.
Britt J. Creamer (Chubu) Lockheed Martin TAS
International Corporation
James Fink Colliers International
Rebecca K. Green ERM Japan Ltd.
John D. Harris Cytori Therapeutics K.K.
A. Barry Hirschfeld, Jr. AIP Healthcare Japan GK
Tad Johnson Pratt & Whitney Aftermarket Japan KK
Patrik Jonsson (Kansai) Eli Lilly Japan K.K.
Junichi Maruyama Citigroup Japan Holdings Corp.
Arthur M. Mitchell White & Case LLP
Sachin N. Shah MetLife Insurance K.K.
Yoshitaka Sugihara Google Inc.
William J. Swinton Temple University, Japan Campus

Colliers International

Northrop Grumman
Aerospace Systems

Cummins Japan Ltd.

Nu Skin Japan Co., Ltd.

Deloitte Touche Tohmatsu LLC

Oak Lawn Marketing, Inc.

Delta Air Lines, Inc.

Oracle Corporation

Deutsche Bank Group

Procter & Gamble Japan K.K.

Dow Chemical Japan Ltd.

Prudential Financial, Inc.

Eli Lilly Japan K.K.

PwC Japan

en world Japan

QUALCOMM JAPAN Inc.

CHAIRMAN EMERITUS

EY Japan

Randstad K.K.

Federal Express Corporation

Robert Walters Japan K.K.

Kumi Sato
Cosmo PR

Freshfields Bruckhaus
Deringer Tokyo

Saatchi & Saatchi Fallon Tokyo

Gilead Sciences K.K.
Goldman Sachs Japan Co., Ltd.
Google Inc.
GR Japan K.K.
H&R Consultants K.K.
Heidrick & Struggles Japan
Godo Kaisha

Squire Patton Boggs

Teijin Limited

Laura Younger Executive Director

Information as of April 18, 2016

Teva Pharmaceutical Industries Ltd.
Thomson Reuters Markets K.K.
Toll Express Japan Co., Ltd.
Toys”R”Us, Japan
United Airlines, Inc.

IBM Japan, Ltd.

The Walt Disney
Company (Japan) Ltd.

Johnson & Johnson
Family of Companies

ACCJ EXECUTIVE STAFF

State Street

Hilton Worldwide

IMS Japan

PRESIDENTS EMERITI

Debbie Howard (2004–2005)
Charles D. Lake II (2006–2007)
Allan D. Smith (2008)
Thomas W. Whitson (2009–2010)
Michael J. Alfant (2011–2012)
Jay Ponazecki (2014–2015)

The American Chamber of Commerce in Japan
Masonic 39 MT Bldg. 10F, 2-4-5 Azabudai
Minato-ku, Tokyo, Japan 106-0041
Tel: 03-3433-5381 n Fax: 03-3433-8454
www.accj.or.jp
The ACCJ is an independent membership organization not affiliated with any government

White & Case LLP

or other chamber of commerce. The ACCJ is a member of the Asia–Pacific Council of

Zimmer Biomet G.K.

nations’ business organizations.

American Chambers and values its relationships with Japanese, American and other
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The Value of Supercomputing

W

hat is the value of a supercomputer?
Everyone knows the word, but
few can explain clearly what a
supercomputer is and what it can do. This
is one of the most significant missions of
the ACCJ’s High Performance Computing
Task Force.
A key component of high-performance
computing (HPC), a supercomputer is
capable of performing a large number of
calculations at great speeds for various
purposes, and of simulating results that
cannot be achieved through experiment.
Supercomputer simulations, along
with theorization and experiments, are
indispensable tools for strengthening
cutting-edge science and technology.
The information they provide helps
boost industrial competitiveness and
build a safe and secure nation, among
other things. Such simulations can
also predict and estimate damage
caused by earthquakes, tsunami, and
vehicle collisions.
For instance, unless a new car is
actually manufactured, it is impossible
to assess its real capacity and safety.
However, if a problem is found after
the car is built, it is too late. Therefore
the automaker must confirm capacity,
quality, and safety during the design
stage. A supercomputer allows designers
to “drive” the car and collect data for the
purpose of improving these key areas.
In the case of collision, the amount of
time and money required to identify and
solve safety issues can be dramatically
reduced by simulating the crash instead
of destroying actual cars.
Categorized, current trends in the
supercomputing industry include:
1. Numerical Intensive

Today’s fastest supercomputer is capable
of about 30 trillion calculations per
second. The industry has a goal of 30fold improvement by 2020. This brings
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workflow or processes. There are new
opportunities here.
3. Artificial Intelligence (AI)

By Tokuo Kikuchi ,
vice-chair High Performance
Computing Task Force; director,
legal and government affairs,
SGI Japan, Ltd.

The recent win over top human Go
players by Google’s AlphaGo AI
system, developed by British computer
company DeepMind, relied on
complete information AI.
Another recent development is
the American AI program Claudico.
Running on an SGI system similar
to the one at Japan’s forwardlooking Institute of Statistical
Mathematics (ISM), Claudico
stood up to the world’s top
poker players.
These developments are
emerging as the benchmark
for the next challenge: incomplete
information AI.
R&D and engineering for software
and hardware in fields ranging from
expert systems, machine learning,
and data mining to artificial specific
intelligence, artificial general
intelligence, and corresponding
autonomous systems have wide-ranging
industrial applications as well as
economic and national implications.
Since September 2015, when our
task force was established, we have
been engaging in advocacy through
the Diet Doorknock, visiting Japanese
government ministries, Diet members,
senior government officials, etc. In
particular, a priority of the task force
is to hold events together with the
Japanese government and domestic
HPC companies to educate multistakeholders on the importance and
value of supercomputing. Therefore,
we continue to proactively reach out
to our multi-stakeholders about our
HPC educational campaigns, as well as
to increase the HPC task force’s circle
of influence. n

Supercomputer simulations … help
boost industrial competitiveness
and build a safe and secure nation
with it huge challenges in processor
design, memory, networking,
packaging, reliability, energy efficiency,
and software.
One example is the design trade-off
between the reliability and energy
efficiency of a supercomputer consuming
20 megawatts of power. A new approach
considers the application of machine
learning to artificial specific intelligence
as a solution.
R&D and engineering in these fields
can contribute to advanced economic
activity in participating countries.
2. Data Intensive

In the United States, the National
Strategic Computing Initiative
(NSCI) and the President’s Council
of Advisors on Science & Technology
(PCAST) have recently emphasized
the importance of the data-intensive
side of supercomputing. They point
to the growing need to be better at
extracting and analyzing the enormous
data produced by supercomputers. The
goal is to improve overall scientific
and engineering discovery and design

Trained in Europe
and the US
Specializing in implants,
esthetics, laser procedures
and anti-aging medicine
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