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Our May issue of The Journal focuses
on technology and how it is applied
to different areas of society. As the
global population grows, the way we
produce and use energy must evolve.
And as the local population ages,
technology can be applied in different
areas to give us healthy, happy, and
independent lives.
SILVER MARKET
The number of people in Japan over
the age of 65 may be on the rise,
but that doesn’t mean the nation is
in decline. Technology is making
longer, more fulfilling lives possible.
For businesses, this represents a
largely untapped customer base.
On page 8, we meet an 81-year-old
iPhone game designer, an 87-yearold tech evangelist, and provide tips
for companies looking to connect
with these experienced consumers.

BATTERIES CHARGED
Power is another area in which
technological advancements are
changing the world for the better.
Batteries are replacing traditional
energy sources, and Tesla Inc. is
leading the drive with its cars, home
batteries, and innovative solar
panel technology. The company’s
Gigafactory 1 in the Nevada desert
already produces more lithium-ion
batteries than all factories in the world
did in 2013—and it is only 30 percent
complete. On page 12, we embrace
Elon Musk’s vision, take a Tesla
Model S for a test drive, and catch a
glimpse of our electric future.
IN THE KNOW
One of the most pervasive
technologies of the past two decades
is the Internet. It has transformed
the world, enabling the sharing of
information on a level unimaginable
even 50 years ago. It has given
everyone a voice and has shed light
on the rights and wrongs of the
world. To be unaware of news in 2017
requires real effort. But is all this
news accurate? How does unbiased
journalism survive in an age where
anyone can publish? On page 18,

EDITOR'S DESK

TECH
POWER
we sit down with Jonathan Wright,
managing director international of
Dow Jones, to learn how one of the
world’s leading and most-trusted
sources of news uses technology, and
how they see the future.
STAYING WELL
Technology brings great benefit,
but it can also put strains on our
bodies. With so much of our daily
lives revolving around the screen, we
don’t move as much as we should.
Coupled with workplace stress, this
can lead to health issues—both mental
and physical. On page 26, we talk to
some of Tokyo’s top trainers, physical
therapists, and counselors about
ways in which individuals can take
better care of themselves, and how
companies can help keep their teams
fit and efficient.

There’s much more in this issue
beyond tech. Turn to page 37 for the
latest from the American Chamber of
Commerce in Japan’s Tokyo, Kansai,
and Chubu chapters. n
A flagship publication of the American
Chamber of Commerce in Japan (ACCJ),
The Journal (formerly the ACCJ Journal) is a
business magazine with a 54-year history.
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THE NEXT
SILVER RUSH
Aging, tech, and marketing

PHOTO: ILEXX, PAYLESSIMAGES / 123RF

By Min Jung Kim and
Florian Kohlbacher

Masako Wakamiya, an 81-year-old self-proclaimed
evangelist for information and communication
technology, has become a celebrity after the release
of her iPhone game Hinadan. She learned to use
a computer at the age of 60, and at 81 turned to
game development.
Wakamiya thought Hinadan would be fun for Japanese
seniors who are familiar with traditional costumes. The
player must properly stage 12 traditional dolls (hina) on four
tiers (dan).
“Most game apps are suitable for young people. They are
difficult for elders who cannot move their hands as fast as
youth. I asked for games for elders, but no one was interested.
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So, I decided to make one myself,” explained Wakamiya in an
interview with South Korea’s The Electronic Times. She was
in Seoul on April 1 to speak at the Connect Foundation’s
Software Education Festival 2017.
STEREOTYPES
Wakamiya’s story—an 81-year-old unable to find games
for seniors ends up developing one—addresses several
conventional beliefs that society and business have about
the silver market, a term used in Japan to refer to senior
consumers. “Wow” is the most common reaction when we
see seniors who know their way around the latest technology.
But is this surprise justified?
“It made news because people make the mistake of not
associating technology, gaming, and social media with older
people,” said Dave McCaughan, marketing thought leader
and storyteller at Bibliosexual, a consultancy that helps

TECH

companies understand the interaction of people and media
with brands and stories.
“We are so focused on young people we have lost
our understanding that older generations are really the
innovators,” he added. “We forget that people over 70 have
lived through more technology change and real innovation—
adapted to it, helped develop it—than any other generation.”
McCaughan said there are four common misconceptions
that companies and markets have concerning seniors: they
don’t spend money, try new products, switch brands, or use—
cannot use—technology.
It is important to understand that this age group is as
diverse as any other. Just because our grandmothers never
turn on their computers doesn’t mean all grandmothers
don’t—especially the generation retiring today.
“At the early stage of the aging population shift—around
1996—I thought computers would be the best medium to
prevent seniors from isolation,” Kayoko Okawa, the 87-yearold president of Computer Grandmas Group, a Tokyo-based
online community for seniors, told The Journal.
The group has about 400 members in Japan and abroad,
some in their nineties and one-hundreds, and has been
connecting Japanese seniors all around the world for 20 years.
“In the 1990s, people thought it was impossible for
seniors to use a computer,” said Okawa while recalling the
first meeting of the Computer Grandmas Group. On that
rainy day in March 1997, she nervously waited, wondering if
anyone would turn up.
They did. The room she had reserved only held 40 people,
but 150 grandmothers and grandfathers showed up with
their umbrellas and walking sticks. She hurriedly got another
room, but it was still not enough.
“Twenty-four hours a day, 365 days a year, I chat and share
pictures—even during the middle of the night,” explained
Okawa. She said many members turn on their computers
first thing in the morning, while still in their pajamas.
“The older generation likes to talk with people,” and
technology helps these seniors, who might otherwise live in
isolation, stay connected.

Although the name of the group only mentions
grandmas, grandpas are welcome, too. Forty percent of the
membership is male.
Okawa continues to bring in new members, prioritizing
those who are in the later stages of life, living alone in the
mountains or on an island. “There are many things that make
us different from the younger generation,” added Okawa.
“And when we start living alone, we stop talking as much,
which makes us want to talk so much.”
DIVERSE GROUP
Marketers still do not understand older consumers or how to
connect with them.
“A Japanese woman of 66 is treated the same as her
88-year-old mother,” McCaughan explained. Market research
has improved compared with a few years ago, when some
major research did not include those over 65, but seniors
are still evaluated with the same expectations and standards.
“Now, most surveys and research includes all ages, but it
treats all those over 65 the same.”
McCaughan questioned the effectiveness of a popular
research method: online surveys. How senior-friendly are they?
The silver market is diverse. Some seniors are tech-savvy.
Some do not have access to technology. Some are physically
limited or illiterate. To understand the silver group, marketers
need to use different methods.
BECOME AGELESS
Each generation can relate best to itself, and those that make
up the silver market are no different. McCaughan, recounting
what a very senior Japanese company president said to him,
pointed out that marketing, research, and advertising agencies
must start hiring more people in their sixties, seventies, and
eighties to work alongside younger generations to encourage
better cross-generation understanding.
Many younger executives find it difficult to understand
the needs of senior consumers or feel “uncool” associating
themselves with this age group. This is one reason why
companies have a slow response to the silver market,

PHOTO: PAYLESSIMAGES / 123RF

Just because our
grandmothers never
turn on their computers
doesn’t mean all
grandmothers don’t.
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according to Kim Walker, the CEO of Silver Group, a strategic
marketing consultancythat helps companies profit from the
power of the 50+ market.
Walker once suggested to a well-known Chinese sportswear
brand that they develop a line of clothing and footwear for
Chinese seniors who love going to the park every morning to
exercise and socialize.
“The young marketers and their European headquarters
scoffed at the idea for fear of the negative impact such an
initiative might have on their overall brand image,” Kim told
The Journal.
“I pointed out that Apple manages to remain a cool,
youthful brand, yet sells most of its computers to people
over 50,” he added.
This ageist aspect of marketing is one reason many
executives aren’t looking decades into the future. It also
explains the reason decisions about marketing to seniors are
not seen as immediate opportunities.
However, we are entering an age in which attitudes and
behaviors cannot be anticipated simply based on age. The key
to success is to become ageless both in mind and message.
This is transgenerational marketing.
Walker cited the success of Tangdou Square Dance app,
which offers free dancing tutorials and connects local elderly
and middle-aged dancers, as an example.
“In a world of so much uncertainty, there is one thing that we
can be absolutely sure of,” Walker said. “We are experiencing
a growth of aging populations at a rate unprecedented in the
history of humanity. [That’s] a sure bet for business.” The truth,

however, is that only a small percentage of companies have
made an effort to reach out to senior consumers.
“The trigger for companies to act will come from clear
signals that their business is suffering due to inattention to
the aging consumer, or evidence of [sales] growth attributable
to the sector,” Walker predicts.
It is not that marketers are unaware of the silver market’s
potential. Often, they agree that there is an opportunity for
others, but fail to see it as an opportunity for themselves.
This happens when one’s assessment of the potential
implications focuses on not one or the other, but both—it could
be good and bad. The ambivalence of marketers goes back to
one central point: insufficient research into senior consumers.
DO WE LISTEN?
Returning to Masako Wakamiya, the 81-year-old game
developer, societal and market bias or indifference helps us
understand her point about the absence of games designed
for seniors.
Not all companies have ignored the market entirely.
Nintendo paid some attention to senior gamers with the Wii
console system. However, as McCaughan noted, bias against
seniors is prevalent in the gaming industry, as games are
often considered something “for the young.”
But seniors do, in fact, represent an untapped market. While
speaking to The Journal, Okawa of the Computer Grandmas
Group messaged members to ask if—and why—they played
games. Many of the responses referred to the same question
asked by Wakamiya: Are the needs of seniors being heard?

SILVER MARKET TIPS
Belief

Truth

Age is the determining factor

Seniors are diverse. There are many factors beyond age,
such as individual lifestyle, finances, profession, and
health situation that influence their needs and wants.

All seniors, regardless of age,
can be evaluated with the same
expectations and standards

Remember there are differences among those in their
fifties and eighties. Given today’s life expectancy,
50+ can refer to almost half of the human life cycle (and
in countries such as Japan, almost half of the population).
Seniors should not be viewed as a single consumer group.

Seniors not needed for
silver marketing

Who would know seniors best? Seniors. Approach and
incorporate them in development, and don’t forget to listen.

An “uncool” image

Depending on the product, an age-emphasizing strategy
works sometimes (e.g. Dove pro • age), but the key to success
in the upcoming “ageless” world is to be cool and stay cool
for all generations.
Transgenerational marketing is critical. Whether you or
your company like it or not, it is a fact that populations are
aging rapidly.
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The Living Labs Project is a joint research effort between
Konkuk University and four universities in the Netherlands—
Windesheim University of Applied Sciences, Hanze University
of Applied Sciences, Fontys University of Applied Sciences,
and HKU University of the Arts Utrecht—to study Smart Aging
as a solution to issues related to aging populations.
A symposium held in the Netherlands in November 2016
was co-hosted by Konkuk University and Nuffic, a non-profit
organization supported by the Dutch Ministry of Education,
Culture, and Science to promote international education.
Smart Aging is a “revolutionary paradigm shift away” from
negative beliefs around aging, according to Hiroyuki Murata,
a professor at The Smart Ageing International Research Center
at Tohoku University and CEO of the non-profit Center for
Studies on Ageing Societies.
It accepts aging as part of life and focuses on making the
SMART AGING
most of seniors as mature intellectuals with life experience for
The move to include seniors in market research has begun,
broader societal benefit.
and we are seeing developments in the silver market around
“In general, aging is considered negatively as the loss of
the world—especially in East Asia and the Pacific, the
something that people have in their youth, or as a form of
fastest-aging regions according to the 2015 World Bank
regression,” Murata told The Journal. “A false image has
report Live Long and Prosper: Aging in East Asia and Pacific.
been formed that aging is something like an illness or is
“We try to understand seniors as consumers and actively
ugly, and that young people are superior to the elderly in
involve them from the beginning of research to find a
many respects.”
realistic solution,” Jee-In Kim, a professor from the Smart
Seniors have knowledge and wisdom that is crucial
ICT Engineering Department at Konkuk University in
for younger generations as the future leaders of Japan,
South Korea told The Journal.
according to Murata. However, the trend toward the nuclear
On March 27, Kim took part in the Living Labs Project,
family has made it difficult for the two to interact, and this is
a gathering in Seoul at which South Korean seniors worked
the gap the center hopes to fill.
with students from both South Korea and the Netherlands to
The business opportunities in intergenerational exchange
create start-up proposals.
are receiving attention after recent research by the Korea
Creative Economy Research Network. It announced that 61.8
percent of existing and to-be entrepreneurs have considered
co-founding businesses with other generations. Being able to
share ideas and techniques was the most popular reason, cited
by 76.2 percent of respondents.
As knowledge and experience become
the drive of society, age itself won’t be the
The key to success
most defining factor in understanding
is to become ageless attitudes and behavior. With a longer
average lifespan, more generations will
both in mind and
become an active part of society and
intergenerational cooperation will be
message. This is
even more important.
transgenerational
“Yes! I got my wings!” said Wakamiya
in her 2014 TED Talk, while explaining
marketing.
how technology changed her life. She
invited fellow senior citizens to discover
the world of technology, and to find their wings.
“And, I have a request for the young folks,” she said at the
end of her talk. “Please tell my story to your mother, father,
grandmother, and grandfather, and please give them a gentle
push forward.” n
“I love games. Every time I open the computer, I finish
up with a game,” responded a grandmother in her seventies.
She cited “simple games” such as Freecell and Spider Solitaire
as her favorites. “Days when nothing bothers me and I can
play games are part of my happiness,” she wrote.
As the reason why she does not often play computer
games, another grandmother, in her late seventies, said,
“It’s simple. My shoulders hurt and I want something that
allows me to move my mouse slowly.”
Many companies targeting the silver market assume they
know what senior consumers need and want, but fall short.
Meeting the exact needs of consumers is more important
than ever, and there is no better way to ensure success than
directly involving seniors in the development process.

Dr. Florian Kohlbacher is director of the Economist
Corporate Network (ECN), North Asia, and a leading expert on
business and consumer trends in Asia. He can be reached at
floriankohlbacher@economist.com. Min Jung Kim is a business
associate at the Economist Corporate Network (ECN), Seoul.
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There’s something about electricity and the name Nicolas. In 1769,

THE FAST AND THE FUTURIST
When you think electric car, limited range
French military engineer Nicolas-Joseph Cugnot designed and
and modest power typically come to mind.
But the Tesla Model S has the longest
built a steam-powered tractor that could be called the world’s first
range of any electric car—335 miles for the
true automobile. It was revolutionary for its time, harnessing a
100D, as rated by the US Environmental
Protection Agency (EPA)—and is the
power source that had until then not been used for propulsion.
quickest production car in the world.
Fast forward nearly two-and-half centuries, and a company
Only the limited-run, hybrid-electric
Porsche 918 Spyder can accelerate faster:
named for another famous Nicolas—Serbian-American inventor
0–60 miles per hour in 2.2 seconds versus
Nikola Tesla—is advancing automotive propulsion once again.
the Tesla Model S P100D’s 2.28. And yet,
this vehicle is designed for ecology—part of
Tesla’s vision of a future built on sustainable energy.
The namesake is apt for a company dedicated to an electric
The technology powering this car can only be fully
future. Nikola Tesla (1856–1943) is best remembered for his
appreciated firsthand. For this story, The Journal took the
work with electricity. Our modern world is largely powered
Model S 90D on a two-day excursion stretching from the
by alternating current—better known as AC—a technology
dense roads of Tokyo to the wide-open spaces of Tanzawabased on the rotating magnetic field, which he discovered
Oyama Quasi-National Park in Kanagawa Prefecture. The
and patented.
experience was eye-opening—a glimpse of the future with a
Tesla, Inc.—the former Tesla Motors, Inc.—is taking
connection to the past.
that electric inspiration and driving the world toward a
The Model S—essentially a beautifully designed piece
future of sustainable energy. Founded in 2003 by CEO
of computer hardware on wheels running an advanced
Martin Eberhard and CFO Marc Tarpenning, the company
operating system—fully captures the traditional car
is renowned for its association with PayPal and SpaceX
experience while advancing it in ways long promised by
founder Elon Musk, who saw Tesla’s potential and invested
science fiction. In John Brunner’s 1969 novel Stand on
more than $30 million in the start-up in 2004. Musk has
Zanzibar, set in 2010, cars were powered by rechargeable
served as CEO since the departure of Eberhard in 2008.
electric fuel cells. And in Robert Heinlein’s Methuselah’s
The development of an affordable electric car was the
Children (1941), the Camden Speedster handled the driving
founding goal of Tesla Motors. Over the past decade, the
itself—something Tesla’s Autopilot can do. These are but two
company has released three fully electric vehicles: the Roadster
examples of past visions now becoming reality.
sports car, the Model S luxury sedan, and the Model X sports
Tesla isn’t alone in this technological march. The Leaf
utility vehicle. In 2016, the Model 3 sedan was revealed, which
from Nissan Motor Company Ltd., Focus Electric from
will be the first Tesla intended for the mass market, with initial
Ford Motor Company, the Renault Zoe, and the BMW i3
deliveries expected in late 2017.

ELECTRIC
FUTURE
Tesla’s lithium-ion vision
By C Bryan Jones
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PHOTO: TESLA, INC.

Tesla Solar Roof complements the beauty of your home with hidden solar panels.

are all popular and highly capable electric options. But the
Tesla Roadster, released in 2008, was the first highway-legal,
lithium-ion battery-powered car, and the Tesla Model S
continues to set the standard.
AUTOMATION
Tesla’s Autopilot has also inspired other companies and
spurred advancements that are bringing Heinlein’s Camden
Speedster to life. Mercedes-Benz’s Drive Pilot is available on
the company’s E-Class sedan and is coming to the S-Class.
General Motors will introduce a semi-autonomous driver
assist system called Super Cruise in the 2018 Cadillac CTS 6
sedan this autumn. And Google Inc.’s Waymo program aims
to develop fully self-driving cars.
But Autopilot remains the most advanced system available
to drivers, and our two-day excursion showed why. On an
open highway, Autopilot provides the sensation of luxury as
the car glides effortlessly, gently slowing, speeding up, and
changing lanes as required. And unlike human drivers, who
may tend to hug the left or right side of the lane, Autopilot
keeps the car perfectly centered.
In stop-and-go conditions, Autopilot takes the stress out
of driving. In our tests during a traffic jam on the Tomei
Expressway, the system flawlessly handled the constant
changes in speed, gently alternating between complete stops
and leisurely crawls, and reacting to motorcycles weaving
between lanes by braking lightly to keep a safe distance.
Of course, Autopilot should not be used as a replacement
for human eyes; and the system reminds you to keep your
hands on the steering wheel and be prepared to take over if
needed. When used appropriately, Autopilot makes driving
relaxing—and science fiction reality.
Japan could make the move to automation quickly. “The
Japanese government is very positive towards shifting to a selfdriving society,” said Nicolas Villeger, vice president of North
Asia & SEA at Tesla. “The local regulations are almost the same
as global standards, and Japan does not lag behind in terms of
self-driving laws, which enable our Model S and X owners to
experience the highest level of Autopilot capabilities.”
SAFETY
A common belief about self-driving cars is that they are
unsafe. But the technology that makes Autopilot possible
provides a level of safety that isn’t achievable with traditional

vehicles. The Model S has eight cameras and 12 ultrasonic
sensors that make it aware of its environment in a way that a
human driver cannot be.
Anyone who has driven in Japan knows the challenge.
Narrow roads and parking spaces that appear impossible to
get into can try the patience of even the most experienced
driver. During our time with the Model S, however, the
information provided by the cameras and sensors—which
includes measurements of distance to surrounding objects
down to the centimeter—made navigation far easier.
Tesla makes safety a centerpiece of design. As a battery
engineer at Tesla said: “We have significant experience and
expertise in the safety and management systems needed to
work with lithium-ion cells in the automotive environment.
“We design our battery packs to achieve high-energy
density at a low cost while also maintaining safety, reliability
and long life,” he explained. “Our proprietary technology
includes cooling systems, safety systems, charge balancing
systems, battery engineering for vibration and environmental
durability, robotic manufacturing processes, customized
motor design, and the software and electronics management
systems necessary to manage battery and vehicle performance
under demanding real-life driving conditions.”
SUPERCHARGER
In keeping with Tesla’s vision, it is electricity that brings
this technology to life. We’re all familiar with charging our
smartphones, tablets, and computers. The batteries inside
these devices are tiny compared to that of the Model S.
Refilling batteries of this size using standard electric vehicle
charging stations takes serious time—as long as eight hours.
The difference in planning required to operate and manage
a car powered by electricity, as opposed to one powered
by gas, is a key challenge in transitioning the world to this
technology. Drivers are used to simply pulling up to a pump
for five minutes as the tank is running dry. Refueling an
electric car takes considerably longer.
To address this, Tesla developed its own charging station
called a Supercharger, which is up to 16 times faster. The
company has 16 Superchargers and more than 200 destination
chargers—less-powerful stations often located at hotels, hot
springs, and shopping complexes—around Japan.
A Supercharger, which feeds up to 120kW of electricity
to the car, can take the Tesla Model S’s massive battery from
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pack design, a vehicle application requires extensive vibration
testing and crush testing. The Powerwall is designed to be fixed
in one specific location for the life of the product.”
The solar tie-in for Powerwall is Solar roof, a technology
Tesla brought to market together with SolarCity, the San
Mateo, California-based company which Tesla acquired for
$2.9 billion in November 2016. Together with Gigafactory 1
(GF1), the enormous lithium-ion battery factory being built
by Tesla and Panasonic in the Nevada desert near Reno, this
demonstrates a commitment to a solar future.
GF1 itself will be powered entirely by a rooftop solar
array generating 70 megawatts of electricity. That’s about
one-tenth the power produced by the average coal plant, but
nearly seven times the current largest rooftop solar system,
an 11.5-megawatt installation at the Dera Baba Jaimal Singh
campus of Radha Soami Satsang Beas Educational and
Environmental Society in Punjab, India.
Currently, the footprint of the factory is a massive 1.9 million
square feet, but when complete that will expand to 6 million.
Phase 2 construction is underway and will support
annualized cell production capacity of 35GWh and battery
pack production of 50GWh. This allows for production of
500,000 cars and exceeds the entire 2013 global output of
lithium-ion battery cells. When at full capacity around 2020,
GF1 will produce 150GWh of battery packs per year.
Despite being only about 30 percent complete, GF1 is
already producing Powerwall 2, Powerpack 2—a larger version
of Powerwall aimed at commercial users—and batteries for
the forthcoming Model 3.
Now in its second generation, Tesla’s Powerwall is a home
battery that can make solar power use more efficient, and
provide emergency power during a disruption. It can integrate
with solar panels to store surplus energy for use at night, and
up to 10 units can be stacked to meet the needs of various
house sizes. Each 14kWh battery, suitable for an average 3LDK
home, costs $5,500 in the United States (¥696,000 in Japan).
THE ROAD AHEAD
As we concluded our test drive, Villeger left us inspired.
“Particularly in Japan, there are no more infrastructure barriers
to purchase. The Tesla charging network complements the
high density of public charging, and our battery performance
enables long-distance driving without range anxiety,” he said.
“The only barrier is awareness of this fact, which is why we
work to provide education in our stores and at events.”
Just as Nikola Tesla helped usher in the electric age at the
turn of the 20th century, Tesla Inc. is building on that work
in the 21st. n

PHOTO: TESLA, INC.

GOING SOLAR
When Apple moved beyond its computer roots, the company
changed its name from Apple Computer to Apple Inc.
As mentioned, what was once Tesla Motors, Inc. is now
Tesla, Inc. The change became official on February 1, 2017,
with the filing of a report with the US Securities and Exchange
Commission. While the company was founded to build an
electric sports car, Musk’s vision has moved beyond the road.
Tesla aims to be the world leader in solar energy.
A home battery called Powerwall, solar panels, and a
technology called solar roof—which hides solar panels under
roofing with a traditional appearance—have equal footing
with cars in the company’s lineup.
While the core components of this home battery are similar
to those that power Tesla’s cars, an engineer explained how the
design differs: “The battery cell for the Powerwall is optimized
to have an extended life at relatively high constant discharge
rates, while the battery cell for the vehicle is optimized for high
energy density to achieve long driving range. As for the battery

TECH

empty to about 50 percent in just 20 minutes and 80 percent
in 40–50 minutes. Actual numbers and time will vary
depending on the situation and the car’s configuration.
A full charge gives the Model S enough juice to travel
about 482 kilometers (300 miles). Determining the “fuel”
efficiency of electric vehicles is a bit different from what we’re
accustomed to with gas-powered engines; but the numbers
can be translated into familiar terms to give an idea of
energy use. The 2017 Model S 90D received an EPA rating of
200.9 watt-hours per kilometer (323.3 watt-hours per mile)
which translates to 104 miles per gallon of gasoline.
A Tesla engineer explained how their design approach
provides the flexibility needed to achieve this power. “Our
powertrain and battery pack have a modular design, enabling
future generations of electric vehicles and our stationary
storage applications to incorporate a significant amount of this
technology,” he said. “Our powertrain is very compact, and
contains far fewer moving parts than the internal combustion
powertrain. These features enable us to adapt it for a variety of
applications, including future vehicles and energy products.”
While the network of Superchargers needs to grow, the
stations show that the technology to efficiently refuel electric
vehicles exists; and this can be built upon.
Villeger told The Journal: “So far, the charging infrastructure
has been developed by ourselves in collaboration with private
landlords. We are open to fostering collaborations, as we
believe our Supercharger network model is a good showcase
for the future world.”
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Fine Flavors in
the Heart of Tokyo
The Prince Gallery Tokyo Kioicho,
a Luxury Collection Hotel
1-2 Kioicho, Chiyoda-ku, Tokyo 102-8585
03-3234-1111
Sensational sake and seasonal Japanese dishes await
you amid the crystal-and-ice interiors of Washoku
Souten. Enjoy the best in luxury at The Prince Gallery
Tokyo Kioicho, a Luxury Collection Hotel.

The Prince Park Tower Tokyo
4-8-1 Shibakoen, Minato-ku, Tokyo 105-8563
03-5400-1111
Whether for afternoon tea or evening cocktails, drink
in the city views from Stellar Garden, located on the
33rd ﬂoor. Find The Prince Park Tower Tokyo nestled
in picturesque Shiba Park, with Tokyo Tower in sight.

The Prince Sakura Tower Tokyo
3-13-1 Takanawa, Minato-ku, Tokyo 108-8612
03-5798-1111
Let our teppanyaki chefs prepare tantalizing Japanese
beef, ﬁsh, and vegetables for you at Steak House Katsura.
Treat yourself and escape to The Prince Sakura Tower
Tokyo, tucked away in the bustling Shinagawa area.

There was a time when the public’s relationship
with news was channeled through a handful of
trusted sources. Today, that relationship is more
complicated. The Internet has given a voice to the
masses, but has also made it difficult to distinguish
fact from fiction. The Journal sat down with
Jonathan Wright, managing director international
of Dow Jones, to find out how one of the world’s
most trusted news sources gives readers the facts
they need to make sense of the world.

For example, Google News has commoditized news.
Every article is in the same font and format, robbing news
organizations of our identity and effectively making one source
look the same as another. Go on Google News and you do not
see the masthead of The South China Morning Post or Apple
Daily—or indeed The New York Times or The Wall Street
Journal (WSJ). [Former US President Barack] Obama made the
point when he said: “If everything seems to be the same, and
no distinctions are made, then we won’t know what to protect.”
It is important that other professional news businesses
stand up for their content, too, and we are happy to partner
where there is mutual benefit. In the case of Japan, two such
partners are Mainichi and NewsPicks which both launched in
the past 18 months.
Finally, I think professional news businesses such as ours
can help explain how our content is created, who and what
is behind it. We recently launched our “Face of Real News”
campaign with a series of videos highlighting some of our
journalists on The Wall Street Journal. There are also ongoing
conversations about innovative ways of sharing what goes
into a Wall Street Journal story to give our
members a unique insight into a newsroom
Street
that has won 37 Pulitzer Prizes.

How do you help the public at large distinguish between
real news and fake news?
Dow Jones brings together world-leading data, media,
membership, and intelligence solutions to power the most
ambitious companies and professionals.
In my opinion, the most important action
The Wall
we can take is to continue that work—
innovating, iterating, and putting our
Journal will be
Do paywalls threaten to reduce the level of
customers at the heart of everything we do.
available in print
“real” news literacy among the public?
More specifically, we have also engaged
The proliferation of fake news is a concern.
for many years with the tech companies
for many more
However, I think it is the platforms that
that currently receiving criticism regarding
years to come.
have allowed it to spread who need to take
their role in the explosion of fake news.
the lead in tackling the issue. For our part
We have always maintained that if tech
as a professional news organization, the paywall is a crucial
platforms take content from publishers, demand it is free,
mechanism for ensuring the future of real news. We feel a
attempt to commoditize it, and follow a business model
responsibility to ensure we are leading the fight to guarantee
that merely chases the click, then issues will arise; and
professional journalism has a future, and indeed flourishes.
they certainly have. The moment news was treated the
For that to happen, we need to ensure that viable business
same—regardless of its origin—it was only going to be a
models support it, and our membership model—along
matter of time.
with engaged and innovative advertising solutions—are key
It certainly does not help that Google and Facebook
to that future.
make it difficult for consumers to make this distinction.

KEEP IT REAL
Dow Jones’s Jonathan Wright on
journalism in the digital age
By C Bryan Jones
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Does print journalism have a viable role in an age that is
becoming increasingly digital?
The Wall Street Journal is the most trusted newspaper in
America and the most read paper, Monday to Friday, in the
United States. We are committed to providing our audience
with our top-quality content in the format they want. Whilst
we have teams working on the latest virtual reality and
augmented reality ideas, we have also redesigned the US
paper in recent months. We are committed to the paper, and
I personally believe that whilst business models and product
sets need to iterate and
innovate, The Wall Street
I agree podcasts have Journal will be available in
print for many more years
made somewhat of a
to come. I certainly hope so,
resurgence . . .
as it’s a format that I enjoy
immensely myself—not
And I am delighted
least because I haven’t quite
about that.
managed to get the hang of
online crossword puzzles yet.
As technology offers more options for interactivity
in digital publishing—such as digital magazines and
newspapers with embedded multimedia—does the
WSJ see these as valuable for bringing more readers to
serious journalism?
The important thing with the rapid developments in
technology is to put the customer at the center of everything
you do as a business, every decision you make. It can be all too
easy to be distracted by the latest shiny thing, or feel you need
to be in the latest fad. If an advancement or technology helps
our customers and helps us bring our content to them, and
makes it more useful to them, we’ll explore it.
We are very excited about many of the advancements
in technology, and we have already seen some really
interesting developments around what is possible with
immersive storytelling. More to come in this space from
The Wall Street Journal and the Dow Jones Media Group.
How important is video in connecting the public with
reliable, fact-based journalism and discussion?
Video is a hugely popular medium, and therefore an excellent
platform to engage with your audience. The important thing
to note is the sheer scale. For example, hundreds of hours of
video are uploaded to YouTube each minute. User-generated
content needs to be verified before it can be trusted and shared
by publishers. That is one of the reason News Corp purchased
Storyful, which employs cutting-edge technology and oldfashioned journalism to help to verify social video.

MEDIA

How serious is the threat to journalism posed by the
adversarial language of the current US administration?
One of the roles of journalism is to hold the powerful to
account. There has been adversarial language aimed at media
for a long time, and I don’t see that ending any time soon. I
am concerned about the politicization of the term “fake news”
to combat a report or point of view one doesn’t agree with.
Whilst I don’t see it as a threat to journalism, I think it is a
disappointing alternative to public discourse and debate.

Does WSJ see podcasting as an important and growing
part of making fact-based journalism and discussion
accessible to a wider audience?
I agree podcasts have made somewhat of a resurgence.
They’re cool again! And I am delighted about that.
We continue to invest in podcasts, with some of the best
examples coming from our editorial team lead by Paul Gigot.
How do you envision VR or AR being applied to news?
We’re on a long journey with VR and AR. Our Google
Daydream-based app allows you to step inside a virtual
room, specially designed for the app, and stay informed with
breaking news, follow the markets with a live markets data
visualization, and immerse yourself in compelling narratives
with interactive 360-degree videos. We’ll see more from this
technology as it develops.
How has the Dow Jones/WSJ growth strategy changed
over the past five years? Are there differences between that
strategy in the United States and in Japan?
Dow Jones is lucky to have three revenue streams:
membership, advertising, and professional information.
Our CEO, William Lewis, and President, Katie VanneckSmith, instilled a laser-like focus on membership growth,
announcing a company goal of “3in3.” This set the target of
reaching 3 million members in three years. I’m delighted
to say we are on track to reach that goal by the deadline of
the end of 2017. Ultimately, as we grow our membership, all
other components fall into place.
What do you see as the biggest growth opportunities for
Dow Jones and the WSJ in Japan?
I think there are three key areas for growth for Dow Jones in
Japan. We have seen a substantial increase in membership
of the WSJ in Japan, both for our English- and Japaneselanguage sites. We expect to see this continue, and we are
excited about bringing our most prestigious membership
event to Tokyo this May in the form of our CEO Council
(page 21), a meeting of global chief executives taking place at
the Palace Hotel.
Our professional information division, which includes
products such as Dow Jones Risk and Compliance and
[research tool] FACTIVA, has seen a record year led by
our efforts around our J-PEP campaign, which focused on
politically exposed persons in Japan.
We have also seen an increase in activity working with
Japanese entities as they look to utilize Dow Jones platforms
to market to an international audience. A recent example
of this is the work launched by WSJ Custom Studios for the
Japan Cabinet Office, highlighting Japanese investment in the
US economy.
In the months ahead, these are the areas we will be focusing
on, and I am confident that with exciting events ahead—such
as the Tokyo 2020 Olympic and Paralympic Games—our
businesses in Japan will continue their current trajectory.
Leave us with one final thought on the state of
journalism in 2017.
Where you get your news has never been more important. n
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Award-winning, bilingual, content-creation
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Contact us: unique@custom-media.com | www.custom-media.com | www.bij.tv

TRADE

AMBITION AND INFLUENCE
Annual Wall Street Journal summit comes to Tokyo
By Julian Ryall

The Wall Street Journal CEO Council is coming to

PHOTO: THE WALL STREET JOURNAL CEO COUNCIL

will re-examine the agreement that they negotiated in 2001,
which enabled China to join the World Trade Organization.
Tokyo this month, marking the first time the annual
The following session will be led by Carlos Ghosn,
chairman and CEO of the Renault Group of France and Japan’s
meeting has been held outside Washington DC.
Nissan Motor Co., Ltd., who will consider the shape of the
company of the future as nationalism gains traction around the
Renowned for bringing together the world’s most
world. That, he will emphasize, runs counter to the trend of our
ambitious and influential business leaders to discuss issues
immediate past, in which putting disparate companies under
that shape our shared future, this year’s event will take place
unified management has served to bridge borders and cultures.
at the Palace Hotel on May 16.
Campbell and Carlos Gutierrez, former US secretary
Tokyo’s hosting of the meeting is timely, given the
of commerce, will subsequently look at the ways in which
challenges that are facing the region after a sustained period of
America’s changing role in the world—evidenced by
relative stability. Potential flashpoints exist in trade, security,
Washington’s withdrawal from the Trans-Pacific Partnership
weapons proliferation, economics, territorial ambitions, and
(TPP)—is expected to
growing nationalism.
affect business.
Speakers will include:
Sessions later in the day
Japanese Prime Minister
will be devoted to the threat
Shinzo Abe (subject to
of nationalism leading
parliament's schedule);
to a regional arms race
Charlene Barshefsky, US trade
that disrupts global trade;
representative from 1997
alternatives to TPP and the
to 2001; Kurt M. Campbell,
implications for free trade
assistant secretary of state
in Asia; and the politics of
for East Asian and Pacific
nationalism as a backlash
affairs from 2009 to 2013;
against globalization.
and Fan Bao, founder and
Other presentations will
CEO of investment bank
be devoted to technology
China Renaissance, which
Former US Federal Reserve Chairman Alan Greenspan and
and innovation in a changing
has advised on $26 billion
Rupert Murdoch, executive chairman of News Corp, at the
world; how China’s policies
in IPOs, mergers, and other
2016 Annual Meeting in Washington, DC
of tech nationalism may
deals since 2004.
trigger further trade conflicts; and how Asian tech companies
Also scheduled to speak are: Joseph Chen, chairman and
could benefit from copying innovative approaches pioneered in
CEO of Renren Inc.; Lixin Cheng, chairman and CEO of
Europe and the United States to be more successful.
ZTE USA; Yoshiji Nogami, president of the Japan Institute
Abe (subject to parliament's schedule) will speak during
of International Affairs; and Caroline Pan, the former
dinner on the issue of global leadership in the modern era
chair of the Entrepreneurship Committee of the American
and whether peace can be maintained—and economic growth
Chamber of Commerce in Shanghai. Each of the sessions
achieved—at a time of reduced globalization, and will be
will be moderated by senior Wall Street Journal editors
interviewed by Baker.
and correspondents.
The CEO Council, first convened in 2008, comprises heads
For its first meeting outside the US, members of the CEO
of companies that collectively employ more than 5 million
Council will explore how the prospects for globalization,
people and generate more than $2 trillion in annual revenue.
trade, and expansion in business are being altered by sharp
They are drawn from 11 countries and operate in a wide
and unexpected changes in economic development and
cross-section of industries.
voter attitudes.
Membership of the CEO Council ensures access to the
Delegates attending this year’s event will be addressed
annual meeting, as well as an ever-growing roster of related
by Gerard Baker, editor-in-chief of The Wall Street Journal,
events across the United States, Europe, and Asia. Further,
before the first session of the day.
it provides participants with a formative voice in the
In the opening discussion, Barshefsky and Yongtu Long,
evolving global agenda. n
China’s vice minister for commerce from 1997 to 2003,
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FAB FINDER
Chiaki Hayashi embodies the start-up spirit
By John Amari

If there is a piece of advice Chiaki Hayashi
would give to burgeoning entrepreneurs,
it is this: “Follow your heart. Just go for it.
Take the risk and see how it turns out.”
Hayashi knows a thing or two about risktaking. When it seemed that she had not an
entrepreneurial bone in her body, she gave
up a career in journalism in 2000 to co-found
Loftwork Inc., a creative agency based in Tokyo.
Fourteen years later, she co-founded a sister
company, FabCafe LLP, where do-it-yourself
(DIY) enthusiasts can drink and dine while
using the tools provided by the café to bring
their ideas to life.
From humble beginnings in an apartment
in the Shinsen area of Shibuya Ward, Loftwork
and FabCafe straddle six floors in a multistory
building in Dogenzaka, just up the road.
Today, the company’s network comprises two
fabrication cafés in Japan (Tokyo and Hida), two in
France (Strasbourg and Toulouse), and locations
in Bangkok, Barcelona, Singapore, and Taipei.

22

THE JOURNAL

n

MAY 2017

ENTREPRENEUR

Hayashi is the Japan representative
of MIT Media Lab, an interdisciplinary
research lab of the Massachusetts
Institute of Technology, where her
mentor, Joi Ito, is the director and
a professor. Hayashi is taking on
new projects this year—including
co-creating a new 100-person space
for entrepreneurs in Tokyo.
“Throughout my career, there have
been many people who helped me to
succeed. I feel it is my turn to pay that
forward to the next generation,” she told
The Journal about the upcoming venture.
On top of that, she has established
a company to engage the forestry
and mountain management sector in
Hida City, Gifu Prefecture.
TAKING SHAPE
Born in Japan, Hayashi grew up in the United Arab
Emirates owing to her father’s work in the energy
sector. Shortly after graduating from Waseda University,
she joined a Japanese cosmetics company where she
worked for three years as a marketeer.
While she enjoyed the experience, there was a
nagging feeling that her talents might be better
employed elsewhere.
“The company I worked at created lots of good
products, but I felt that there was no need to increase
the amount of products in society,” Hayashi recalled.
What was needed back in the late 1990s, she thought,
was helpful information about such things as how

to design a career path and how to successfully fulfill
one’s aspirations.
“I realized that a lot of people in Japan did not know
how to design a fulfilling career—especially women,
including myself, who were the consumers of products
from my previous job.
“So instead of creating new cosmetic lines, I decided
to go into a profession where I could provide people with
good information about how to live better, creative lives.”

STARTUP SPIRIT
Determined to find new meaning in her life, Hayashi
relocated to the United States and enrolled in a master’s
degree program in journalism at Boston University.
Upon graduation, she worked the
business beat for a Japanese newswire
agency with offices in New York. It
was an experience that exposed her
to entrepreneurs, and the stories she
Follow your heart.
relayed had as much effect on her as
Just go for it.
they did on her readers.
“I really think it was the atmosphere of
Take the risk and
the United States that was encouraging.
see how it turns out.
Starting a new business there seemed
like nothing; it seemed like anyone
could do it.”
That was from 1998 to 2000, Hayashi
recalls, “a time when many big
companies such as Google were just
being born. It was an exciting time, and
I was able to meet a lot of entrepreneurs
from whom I learnt about taking risks
and following your dreams.”
Hayashi’s boss in the news agency
asked: “Instead of writing articles about
entrepreneurs, why don’t you become
one yourself?”
Not long after, Hayashi came back
to Japan and, with her co-founder
Mitsuhiro Suwa, pitched an idea for a
creative agency.
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When we talked
about establishing a
creative network . . .
almost everyone said
it wouldn’t work.

CREATIVE FOCUS
Founded in 2000, Loftwork offers co-working office space
for creators and facilitates creative collaboration between
members and the academic, corporate, and governmental
sectors. The company also manages FabCafe.
A key goal is to marry technology and design—via digital
fabrication tools—to projects that are personal and local.
Rather than focusing on profit or scalability, Loftwork
encourages low-key individual or collaborative projects that
deal with location-specific concerns. “We believe in the power
of design and technology combined to effect change at the
local and individual level,” Hayashi explained.
Members use the company’s co-working space for creative
projects like web design and content creation.
Over two floors in the Tokyo office, for instance, creators
have access to digital fabrication services and tools such as
3D printers, laser cutters, and ultraviolet—or UV—printers.
With these tools, they can make products such as 3D art,
figurines, and designs based on human–computer interactions.
An air of collaboration inspired by the Creative Commons
movement—which allows open source sharing and access
to ideas—pervades the space.
That said, Loftwork collaborates not just with individual
creators, but also with partner companies of all sizes.
FabCafe, meanwhile, is a self-sustaining craft-café where
diners rub shoulders with creators. Established in 2012,
the casual space acts as an ice-breaker between customers
and makers.
FabCafe can be thought of as an “experiment by creative
people for creative people”—an ecosystem that “allows
creatives to design the future for themselves.”
GROWTH HACKING
Loftwork is in the black, but it took four years after the
company was founded before it became profitable. Loftwork
has a mix of income streams that includes membership dues,
sponsored workshops and events, and fees for using services
and equipment.
Meetups and hackathons—events at which programmers,
designers, and others collaborate and explore—many

sponsored by multinational companies wishing to engage
directly with the creative community, are typical events
hosted by the company.
“Our corporate partners love the community because
they are innovative. Creators here have opinions and
ideas that companies are looking for,” Hayashi explained,
“companies can also get feedback on their products and
services via our members.”
FabCafe, meanwhile, is a self-sustaining standalone
entity. There is overlap, however, between the space
and its sister cafes, which share common values and a
corporate identity.
FIGHTING SPIRIT
Making a success of their agency did not come without a
struggle for Hayashi and Suwa.
“When we talked about establishing a creative network
and matching them with clients, almost everyone said it
wouldn’t work,” Hayashi recalls.
Venture capitalist Joi Ito was an exception.
“He has been a great mentor. Instead of telling me what
to do, he inspired me with his passion about creativity.”
As Hayashi recalls, conversations with Ito in those early
days centered on his passion for the latest Internet-based
tech—such as blogging sites—or relatively new ideas at the
time, such as Creative Commons.
Armed with angel funding and a solid mentor, Hayashi
and Suwa built their first website and invited 500 people—
many of them family and friends—to create profiles
on the platform.
The burgeoning community sent photos, which the
pair photocopied and uploaded to create user profiles.
Users then created greeting cards for marketing, which the
co-founders took to an on-demand printing company for
printing and distribution.
That printer in turn recommended them to companies in
need of creative input. Gradually, one client at a time, new
orders for services came in.
“We still make those greeting cards,” Hayashi said with
a smile. “They remind us of our origins.” n
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Death from overwork—or karoshi—has put
Japan’s corporate health and wellness policies

WORK WELL,
LIVE BETTER
How fitness helps your
physical and mental health
By Maxine Cheyney

in the global spotlight. According to the
World Health Organization, the country
has one of the highest suicide rates in the
industrialized world—despite recent advances
in prevention.
The Japanese government is looking at ways to
address the problem of long work hours, recently having
suggested amendments to Article 36 of the Labor
Standards Act, which dates back to 1947. According to
Nikkei Asian Review, legislation drafted in February would
limit overtime to 60 hours per month—a number the
government is trying to push to 100—with total overtime
for the year capped at 720 hours.
But to create better work–life balance there are other
factors that must be considered. General health—mental
and physical—needs more attention.
There are a multitude of ways that companies can
improve the quality of life for their employees, and
some are beginning to include a focus on health in their
corporate policies. Incentives such as gym memberships,
counseling, and in-house wellness programs are becoming
more common.
But with mental health issues such as depression and
anxiety still considered taboo in Japan, is employee wellness
being tackled in the right way?
FIGHTING FIT
Exercise has long been seen as the key to physical and
mental well-being, and its effects on work habits and
mood are tangible.
“Numerous studies have shown that healthy
employees are more productive and have fewer days
off work,” said Nathan Schmid, managing director at
fitness center Club 360 in Motoazabu, Tokyo. These
findings reflect what he hears from most of Club 360’s
users: that regular exercise reduces stress levels and
makes it easier to manage work schedules.
From general health to better self-esteem and a
stronger physique, exercise delivers many
benefits and could play a key role in Japan’s
battle for work–life balance.
According to Chris Colucci, fitness and
nutrition coach at TokyoFit, a provider of
nutrition coaching and outdoor workouts,
“Regular exercise steadies the mind,
lowers the heart rate, and allows for the
release of endorphins that regulate our
mood.” TokyoFit offers on-site group
training and workouts.
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Mitsuru Yamaguchi, director at
Yamaguchi explained B-Fit’s
private gym B-Fit in Azabu-Juban,
approach: “[We’re] mainly focused on
added that endorphins known as
posture. Ninety percent of our clients
serotonin, also “curb feelings of
come to our gym with the main goal
anxiety and depression.” B-Fit works
of losing weight. We are happy to
together with companies to provide
assist with this effort, but we explain
corporate fitness programs to help
and stress how critical it is to have
employees stay healthy and fit.
proper posture, to observe and work
Exercise can also boost productivity
on sitting and standing correctly.”
by helping you focus. “A calm mind
is less prone to give in to the
BE MINDFUL
temptations of social media or doing
Government studies have shown
small menial tasks for the sake
that young people in Japan are
of checking off a box and feeling
more vulnerable to mental illness
productive,” Colucci said.
attributed to long work hours and
But to increase exercise
inflexible schedules than their older
participation, deeply ingrained issues
colleagues. Fittingly, the campaign
that plague work culture in Japan
for this year’s World Health Day, held
must be resolved—and this will take
on April 7—depression—is a concept
significant time.
that was not widely recognized in
Companies have many fitness options
“Unfortunately, society regularly
Japan until the late 1990s.
measures time only in terms of
Research suggests that unhappiness
quantity, not quality,” Colucci explained.
at work can lead to stress, high absenteeism,
“This leads self-proclaimed busy
lower employee retention, and higher risk of
people to view an hour of exercise as a
health problems. Ultimately, this can lead to
lost opportunity.”
errors that impact a business’s bottom line.
The age group for which
Schmid suggested that one way of getting
Michael Nevans is the clinical director at
suicide is the second leading
companies to include fitness and wellness
TELL (formerly Tokyo English Life Line),
cause of death globally
in company culture is to have co-workers
which offers professional counseling
SOURCE: WORLD MENTAL HEALTH DAY 2016, OECD.ORG
train together.
and testing in Tokyo. He highlighted the
“[This] is a great form of team bonding,
increasing need for businesses to address
and is something that many companies—
mental health concerns at work.
foreign and Japanese—are currently
"More than 26% of businesses surveyed
benefiting from.” To this end, the gym offers
in 2014 by the [Ministry of Health, Labour
Total cases of depressive
group training sessions based on the goals
and Welfare] said they had cases of workers
disorders in Japan:
of employees. Lifestyle and ergonomics
resigning or taking leave of more than one
or 4.2% of the population
seminars, and workplace health and
month for mental health reasons," he said.
SOURCE: DEPRESSION AND OTHER
COMMON MENTAL DISORDERS:
ergonomic evaluations, are also available.
The onus for solving this lies not only with
GLOBAL BURDEN OF DISEASE STUDY 2015
At B-Fit, Yamaguchi explained that there
the individual but also the company and the
must be an effective approach for fitness
work environment it provides.
“Workplace stress is legally considered to be a company
programs to be successfully rolled out in the workplace.
responsibility, not a personal individual responsibility,”
“Like anything done within a company setting, where
explained Ayumi Nishikawa, founder of JEAP Peacemind
people try to carry out best practices,” he said, “precision and
Inc., Japan’s largest employee assistance program provider.
economy of movement geared to getting the best results is
“Therefore, the risk aspect of business management is different
essential to the process.”
from that in the United States and most Asian countries.”
One problem that Yamaguchi has come across relates
The work–life wellness business offers a range of options
to the role of media. He explained that media in Japan
for companies, including organizational stress surveys that
focus very heavily on dieting, rather than proper nutrition
identify trends and assess specific issues related to stress in
and exercise.
the workforce. The results help companies prioritize those
“I’m rather concerned about people just training right
issues to increase motivation and work engagement.
before the summer season, and/or just focusing on dieting
Nishikawa outlined concerns surrounding privacy—
over a short period of time,” he added.
particularly in relation to individual health data—and the fact
There are also particular exercises and approaches that can
that there is no industry-driven policy. Presently, there is only
be used to address specific work-related physical problems,
government policy, which takes longer to filter down.
such as posture. It isn’t uncommon to find companies that
While there is clear political will to address work hours
include in-house yoga, and the famous “Stretch and Flex”
and employment-related issues, other aspects of work–life
programs adopted by many construction companies. These
balance deserve attention.
highlight the need to take breaks at work, whether in a
“Organizational structure, culture, individual competence,
physically demanding job or one that keeps you hunched
workload, work distribution, job roles, recognition, and
over a computer all day.

15 to 29

5,058,124

THE JOURNAL

n

MAY 2017

27

PERSONAL TRAINING &
GROUP FITNESS CLASSES AT CLUB 360
•

100% tailored to your goals
and lifestyle

•

Highly qualified trainers
with decades of experience

•

Group classes include Fit 360,
Core & Cardio, Boxing, Kickboxing,
and Kids Classes

Special: 1st personal
training session only

¥

5,400 !

✓ No membership or joining fees
✓ Just a three-minute walk from Roppongi Hills
✓ Large modern facility with spacious studio
& five-star resistance zone
Address: B1 CMA3 Bldg. 3-1-35 Moto-Azabu, Minato-ku • Nearest stn: Roppongi
Hours: Open 7 days a week • Tel: 03-6434-9667

www.club360.jp

HEALTH

reward systems can all affect employees’ mental health and
B-Fit’s Yamaguchi added: “Fitness should not be a trend,
subsequent commitment to—and performance of—the
however. It should be viewed as an indispensable routine for
core business,” explained Andrew Grimes, founder and
everyone’s lifestyle.”
CEO at Tokyo Counseling Services and CEO of non-profit
Changing the mind-set toward exercise in Japan—where
organization APRICOT, the Allied Psychotherapy Relief
many see being skinny as being fit and think there is no need
Initiative for the Children of Tohoku.
to exercise if you aren’t overweight—is key.
Each person has different requirements for dealing
“The real fitness revolution will happen with a mind shift in
with stress. In fact, Grimes asserted that mental health
the general public to believe that regular exercise has positive
within companies should be something about which all
effects beyond mere aesthetics,” explained Colucci, who also
employees are aware.
pointed out the many niche fitness opportunities are available
“Wellness is often considered an HR matter,” he said, “and
for those who don’t find going to the gym appealing.
is left in the hands of limited HR staff rather than taken as
“Hot yoga, powerlifting, and outdoor bootcamps all attract
an integral part of the business essentials that every staff—
niche clientele, and those Japanese adopters create a culture
both management and non-management—should have
and lifestyle around the training. Import any new fitness
knowledge of and competence to manage.
trend, cultivate a culture around early adopters, and it is sure
“We need to foster the sense of shared responsibility to
to do well here,” he explained.
address mental health issues at work.”
Business opportunities abound in the health and fitness
Nevans advised that companies seek professional advice
industry as we approach 2020. Whether it is training
when it comes to mental health
facilities and wellness options for
matters. “In business, we often seek
visiting teams or simply an increased
Companies must
expert consultation to make sure we
public awareness of exercise, the
maximize our chances of success.
opportunities for entrepreneurs and
look further than just
Changing the culture around mental
those in the health and fitness industry
government policies and
health in your workplace is no
are immense.
different,” he explained.
As Schmid pointed out, with
general health insurance.
There have been improvements
the Rugby World Cup 2019 and
in acknowledging and addressing
the 2020 Tokyo Olympic and
mental health in Japan. In fact, the national licensing for
Paralympic Games on the horizon, “there is no doubt that
psychologists has been passed into law under the Ministry of
there will be great opportunity for Japan-based health and
Health, Labour and Welfare.
fitness businesses.”
“We are hopeful that this will further help to encourage
Colucci is also looking toward these events: “International
wider general knowledge about the benefits and availability of
companies have so far shown more interest in supporting
mental health care services in Japan as a whole,” Grimes said.
such classes for their employees. I think Japanese companies
will soon follow suit. With the Olympics around the corner,
and new initiatives such as Premium Friday, physical exercise
OPPORTUNE MARKET
and employee welfare is becoming a hot topic.”
Japan’s health and fitness market is forever expanding. More
Well-being must encompass both the physical and
gyms are establishing themselves, and the latest trends such as
mental human condition, and businesses should recognize
CrossFit and paddleboard yoga are just some of the options.
the benefits of a healthy and happy workforce. To do this,
While this is an encouraging sign, Schmid expressed
Japanese companies must look further than just government
concern that the latest trends are not always based on wellpolicies and general health insurance. Engaging the workforce
researched health and fitness practices. “This will cause
in health and fitness will require innovative thinking and
a lot of instability in the market, and we will see a lot of
attractive solutions that meet the needs of everyone. n
companies come and go over the next five years,” he predicts.

Regular exercise is key to reducing stress

Tokyo Counseling Services at the Canadian Embassy Mini Expo
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“This year, TELL will launch an
overnight chat line and expand the
number of face-to-face therapists,
enabling people to make connections
and get support all over Japan.”

“TCS counselors provide
psychotherapy services and
individual, couples, marriage, and
family counseling to all residents
living in the Tokyo region.”

—Vickie Skorji, Lifeline director

—Andrew Grimes, owner and CEO

TELL
TELL is dedicated to providing
world-class, effective support and
counseling services to Japan’s
international community, as well as
helping address the country’s growing
mental health needs.

Tokyo Counseling Services
TCS offers Tokyo and Kanagawa
residents convenient access to a team
of highly experienced, trained, qualified,
licensed, and nationally recognized
mental health professionals.

Tokyo Physio
Providing personalized, high-quality
physical therapy to Tokyo’s Englishspeaking residents for more than
15 years, Tokyo Physio also has
branches in Malaysia and Singapore,
and on Japan’s ski fields.

+81-3-4550-1191
lifeline@telljp.com
http://telljp.com

+81-3-5431-3096
tokyocounselingservices@gmail.com
www.tokyocounseling.com/english

+81-3-3443-6769
info@tokyophysio.com
www.tokyophysio.com
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“Tokyo Physio’s internationally
trained, native English-speaking
therapists provide physiotherapy,
massage, and Pilates.”
—Bevan Colless, physiotherapist

CONCERN OVER
RAPIDLY BALLOONING
CREDIT CARD LOANS
The Ministry of Finance has become
increasingly concerned over the
growing number of unsecured loans
provided by banks to individual credit
card holders. As the ultra-low-interest
environment for loans to businesses and
for home mortgages continues, banks
are increasingly putting emphasis on
their credit card financing operations,
which charge comparatively higher
interest rates.
This is said to be resulting in excessive
borrowing—beyond the ability to
repay—with banks reportedly struggling
to remedy the problem.
According to the Bank of Japan, at
the end of 2016, the net amount of
consumer financing via credit cards
issued by domestic banks had grown
some 10 percent over the previous year,
totaling ¥5.4377 trillion. The figure
has increased rapidly since the major
deregulation introduced in 2011.
Some banks have overextended their
lending, and individuals with no income
have been able to borrow as much as
¥3 million without being required to
provide an income certificate.
In the past, people in debt often
borrowed from several sarakin
(consumer finance companies), leading
to serious debt problems. This led to
revision of the law [in 2006] and the
introduction of a credit limit system that
banned loans exceeding one-third of the
applicant’s annual income. These rules,
however, have not always been applied
strictly by banks.
Last year, the Federation of Bar
Associations outlined its views in a
bid to prevent excessive borrowing.
This spurred the Ministry of Finance

to commence investigation of card
loan practices at major and regional
banks. Hearings will be held regarding
methods of disseminating information
to bring an end to the problem. The
current thinking is that banks might
be encouraged to remedy the situation
through self-imposed measures.
The ministry is requesting that
members of the finance industry see it
as their “fiduciary duty” to engage in
banking operations that place priority
on customers, since it will not tolerate
measures that fail to protect customers.

MINISTRY OF INTERNAL AFFAIRS
AND COMMUNICATIONS

THREE-WAY BATTLE
EMERGING OVER
INTERNET DELIVERY
A three-way battle has emerged between
the Ministry of Internal Affairs and
Communications (MIC), the nation’s
public broadcaster Japan Broadcasting
Corporation (NHK), and commercial
broadcasters regarding the simultaneous
delivery of content over the air and
on the Internet. While NHK seeks to
initiate the service at an early stage, the
commercial broadcasters, which are
unprepared for full-scale initiation of
such services, oppose its introduction,
claiming that it “would widen the
disparity [between them and NHK].”
While restraining moves by NHK,
the MIC is considering ways of assisting
the commercial networks provide
simultaneous delivery. Meanwhile,
some newspapers have jumped the gun
with front-page headlines stating that
“controls will be completely dropped for
simultaneous delivery in 2019.” Media
reports are nonetheless heating up.
At a press conference on March 2,
new NHK President Ryoichi Ueda

Japan policy updates translated
from Keizaikai magazine

PHOTO: WIKANES / 123RF

MINISTRY OF FINANCE

J-MEDIA

DIET DAILIES

stressed that the simultaneous delivery
of broadcast programming over
the Internet was an “urgent issue,”
indicating his intention to proceed
with its realization. While commercial
networks have voiced their concern
that this will lead to the further
expansion of NHK, Ueda—in a bid
to assuage network complaints—has
met personally with top management
of the respective networks to convey
to them the “importance of building
relationships of trust based on
continuous mutual understanding.”
In response to concern over potential
NHK expansion, it appears that the
MIC believes the commercial networks
should develop their own infrastructure
for simultaneous delivery. A council
of experts has been exploring the issue
since autumn 2016, and is expected
to complete its report in FY2018.
While commercial networks are less
constrained by controls, a huge number
of issues remain, including program
copyrights and how to cover the cost of
setting up the system structure. For this
reason, smaller broadcasters, such as
TV Tokyo and Tokyo MX, plan to make
only a portion of their programs Internet
accessible. NHK will inevitably emerge
as leader of the pack, and the gap with
the other companies will be evident. n
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“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.”

“Our offices have been active in
building integrated partnerships
with clients and bilingual
professionals to consistently
deliver the most relevant match
of skills and culture. This
remains our ultimate goal.”

—John Lemkuil, president/founder

—David Swan, managing director
for Japan and Korea

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.

Robert Walters Japan
Robert Walters is a leading specialist
consultancy for permanent and
contract recruitment. Robert Walters
Japan possesses the distinct advantages
of size and a proven track record,
allowing you to tap into an unparalleled
global network that enables clients and
candidates to come together in the most
efficient and productive way.

Silver Egg Technology
Recognized leaders in one-to-one
marketing, Silver Egg powers the
personalized item recommendations
seen on many of Japan’s leading retail,
recruiting, and real-estate websites.

+81-3-5225-7017
info@computec.co.jp
www.computec.co.jp

+81-3-4570-1500
info@robertwalters.co.jp
www.robertwalters.co.jp

+81-3-5357-1255
inquiry@silveregg.com
www.silveregg.co.jp

32

THE JOURNAL

n

MAY 2017

“We make websites ‘smart’!”
—Thomas Aquinas Foley,
founder and CEO

PARTNER CONTENT

START-UP SUPPORT
ASEAN and Japan aim to foster business in Southeast Asia
By Kentaro Iwamoto

Venture capital investment is booming in Southeast Asia, boding well for
the region’s start-ups. And there is greater scope for collaboration between
businesses in the region and in Japan to make innovation happen.
That was the message at the ASEAN–Japan Open
Innovation Forum in Tokyo on April 7, as speakers ranging
from start-up founders to a venture capitalist to media
experts discussed the latest developments in a market that is
just picking up steam.
“Risk money is steadily gathering in Southeast Asia,” said
Takahiro Suzuki, the Jakarta head of Japan’s CyberAgent
Ventures, which is an investor in Indonesia’s Tokopedia, an
online marketplace. According to data cited by Suzuki, total
venture capital investment in Southeast Asia reached $2.6 billion
in 2016, about 60 percent more than the previous year.
Suzuki said more than 20 companies in the region had
raised at least $10 million since October 2015, including
Indonesia’s popular ride-hailing app Go-Jek, which is growing
fast by helping people navigate Jakarta’s notorious traffic jams.
He noted that more start-ups are also seeking an exit.
Global companies, including Chinese tech giants Alibaba
Group Holding and Tencent Holdings, are the big start-up
buyers in the region, he said.
THERE FOR THE TAKING
Speakers said Southeast Asian start-ups are attracting
funds because emerging economies have different business
opportunities than those of developed nations. Lagging
economic development and rising social problems open
the door to solutions driven by information technology.
Because most people in the region don’t have bank accounts
or credit cards, fintech businesses—including digital money
and mobile payment systems—may take off. “Integrating IT
into existing industries could proceed at a faster pace than in
Japan,” Suzuki said.
David Corbin, the Japan head of Tech in Asia, an online
news service that focuses on start-ups, said Thailand’s

Ookbee and Malaysia’s iflix are successfully raising capital.
These two start-ups provide online media content, such as
digital magazines and on-demand video.
The Tokyo forum, which drew about 700 people, was
sponsored by Japan’s Ministry of Economy, Trade and
Industry, the Japan External Trade Organization, and two
other organizations. Its goal was to promote collaboration
between ASEAN start-ups and Japanese companies.
To that end, at the beginning of the meeting, the ASEAN
Business Club, a group of leading companies in Southeast
Asia, signed a memorandum of cooperation with nine
Japanese business associations to form the ASEAN–Japan
Innovation Network. The alliance hopes to nurture industries
and facilitate collaboration through networking and research.
It also plans to host trade fairs and support government
bodies with educational and technical exchanges.
The alliance is a response to Japanese Prime Minister
Shinzo Abe’s call last September at a meeting in Laos for
stronger economic links between ASEAN and Japan. He
hopes to see supply chains strengthened and more Japanese
technology used in new industries.
Speaking at the forum, Apiradi Tantraporn, Thailand’s
minister of commerce, said the signing of the memorandum
was “an excellent starting point to exchange information,
to explore common interests, to propel innovation and [to]
facilitate the private sector for further business collaboration
and create new business and new industries between ASEAN
and Japan.”
JETRO Chairman Hiroyuki Ishige stressed in his remarks
that technological innovation in new business areas is
important for ASEAN’s long-term growth. “Japan’s previous
experience in overcoming problems, and the country’s
technological expertise, will help [with] this,” he said. n
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How to Resolve
Internal Conflicts
By Dr. Greg Story
President, Dale Carnegie Training Japan

B

usiness today is more fast-paced than ever, and we each
hold massive computing and communication power is in
the palm of our hand. This technology accompanies us on
life’s journey, 24 hours a day, seven days a week, everywhere
we go. We are working in the flattest organizations
ever designed—often in noisy, distracting open-plan
environments. We are also increasingly thrust into matrix
relationships with bosses, subordinates, and colleagues
residing in distant climes. Because we rarely meet face to
face, communication becomes strained.
Milestones, timelines, targets, revenue goals, and key
performance indicators all scream for blood. We are under
pressure to instantly respond in a growing culture of
impatience. If our computer boots slowly, if a file takes time
to download, we are severely irritated. Twenty years ago,
we were amazed by the ability to instantly send a document
from one location to another by email. Oh, the revolution of
rising expectations!
Imagine our forebears who, when
working internationally, had to wait
for the mail from headquarters to
arrive by boat, then months for their
reply to be received, and months
more for an answer. Super snail mail
ping-pong. Life back then was a wee
bit more leisurely, and people had
more independence. Not today. We want it, and we want
it now—look out anyone who gets in our way. We have
unconsciously designed a system guaranteed to produce
more workplace conflict, which can be broken down into
five categories.

where we need to be flexible to make sure the organization is
moving forward. This may require change, and we must see
change as an opportunity for growth and improvement.

INTERPERSONAL CONFLICT
Confronted by the actions, behaviors, words, and reported
versions from others, we need to step back and ask: “To what
degree are my personal biases and prejudices affecting this
relationship?” Are people telling me things to suit their own
agenda, stirring me up for no good reason?
There are key things we can do to improve the situation.
We usually know exactly what these are, but we don’t want
to do them. However, we must commit to those changes—
as difficult and painful as it may be. Don’t hold your breath
waiting for the other person to change; take action yourself.
This may mean having a direct conversation with your
counterpart. Before doing that, forget about what you
want for a moment and put yourself in their shoes. Reflect
on how you would see the issue from their
perspective. This will make it easier to have
that one-on-one conversation.

See change as
an opportunity
for growth and
improvement.

PROCESS CONFLICT
How much control do we have? We need to analyze the
root cause of the problem and talk to the process owner.
They may not be aware that they are causing problems
for others. We need to diplomatically raise the issue, get
agreement that it needs to be resolved, and come up with
a joint plan to fix it.

ROLE CONFLICT
Easily arises in flat organizations. What is our perception of
our own role in relation to others? We can’t expect them
to clarify it for us, so we have to take the lead. It’s hard, but
we must be prepared to change our perception of what
our actual role is. We should take the macro view and see

DIRECTION CONFLICT

Check to see if you are clear on the
organization’s current direction or vision.
Bring up the discrepancy between you and
the other party in a respectful, neutral way. This is not about
establishing blame (although we often like doing that!) but
about achieving joint clarity.

EXTERNAL CONFLICT
This is tough because, by definition, you lack power or
control. Ask yourself whether you have a dog in this fight.
Choose your battles carefully and concentrate on what you
can do to improve things, rather than wasting energy whining
about what you cannot control. As a rule, if you find yourself
complaining about anything beyond your control, stop and
reset your mind around how the situation can be improved.
Ask yourself: “In what way can we continue to move the
organization forward?” In the words of the hardest-working
man in show business, James Brown, “Get on the good foot!”
Engaged employees are self-motivated. The self-motivated
are inspired. Inspired staff grow your business—but are you
inspiring them? We teach leaders and organizations how to
inspire their people. Want to know how we do it? Contact me
at greg.story@dalecarnegie.com. n
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Healthcare Revolution

1 Members and guests enjoyed making new acquaintances at the ACCJ–Kansai
2017 Spring Meishi Exchange on April 13 at The Garden Place Soshuen in Kobe.

Can governments keep up with
the pace of scientific change?
Byron Sigel

2 ACCJ Executive Director Laura Younger and President Christopher J. LaFleur
with Nobel Prize-winning stem cell researcher Dr. Shinya Yamanaka at the
Grand Hyatt Tokyo Ambassadors’ Breakfast on April 13.

3 Members from the ACCJ and other foreign chambers network at the
Joint Chamber Young Professionals Spring Mixer on March 30
at the ANA InterContinental Tokyo.

facebook.com/The.ACCJ

twitter.com/AmChamJapan

youtube.com/user/AmChamJapan

linkedin.com/company/
american-chamber-of-commerce-in-japan
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Work Style Reform Is
Good for Your Health

FROM THE BOARD

By Nancy Ngou
ACCJ Treasurer

O

ne important action a company
can take to improve the health
of its employees is to change its
work-style culture. This is a complex
endeavor—requiring cooperation and
changes within management, staff,
and even government policy—but it
is critical if Japan is to support growth
as the workforce ages and shrinks.
The first step is changing the
culture of long working hours.
A 2015 study by EYGM Ltd.,
Global Generations: A Global Study
on Work-Life Challenges Across
Generations, shows that those
entering the Japanese workforce
today want flexibility and work–life
balance. Further, the top reasons
employees leave a job are excessive
overtime and the desire for greater
balance in their life.
If work is eight hours and
commute time more than one
hour each way, the average worker
has only two hours for recovery
(e.g. time with friends and family,
reading, personal email, mental
downtime) once meals, preparation
time, and sleep are factored in.

So, working in excess of eight hours
reduces recovery time or sleep, both of
which are important to health.
Speaking of health, a study by the
Finnish Institute of Occupational
Health and University College London
showed that people who work more
than 10 hours per day have a 60
percent higher risk of heart problems.
Based on a recent government study
of karoshi (death from overwork),
22 percent of employees work more
than 80 hours of overtime per month,
highlighting the need to change the
current work style.
To initiate reform, the government
is encouraging companies to let
employees leave at 3:00 p.m. on
the last Friday of the month—the
so-called Premium Friday—and
is considering policies such as
mandatory vacation, a white-collar
exemption (which would eliminate
overtime pay for skilled workers),
or other overtime policies. These
are important visible government
actions, but the pervasive corporate
culture that sees long hours as a sign
of loyalty—and employees feeling that

they have to stay in the office until the
boss leaves—must change.
With the rapid advancement of
technology, globalization of business,
and preparations to host the Tokyo
2020 Olympic and Paralympic Games,
corporate culture and individual
mindsets in Japan are already changing.
It is a good time for companies to
define the corporate culture and work
style needed to achieve their long-term
business strategies.
Once the desired corporate culture
is defined, a roadmap for change that
includes leadership commitment,
middle-manager ownership, and
individual participation can be created.
As companies are feeling the effect of
the evolving workforce, changing their
work style to attract and retain a new
generation, as well as working mothers
and those caring for elderly parents—
and to support the overall physical
and mental health of employees—is
a heightened strategy. A new work
style, enabled by technology, will help
sustain a company’s business, and the
company will benefit from a more
diverse and productive workforce. n

THIS MONTH’S FEATURED VIDEO:
READY, START, GROW!
Moderator Sean Gallagher and a panel of
successful language school owners, who
have grown their schools into thriving
businesses, held a lively discussion about
their journey from start-up to success.
Visit https://www.youtube.com/user/
AmChamJapan and subscribe today!
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(mini
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$550 to $2,600

TAILOR-MADE
STYLE

Prices in US dollars
(excluding shipping);
delivery within two weeks

ACCJ
EVENTS

1 ACCJ Executive Director Laura Younger and former
Speaker of the US House of Representatives John
Boehner attend a special reception hosted by
Squire Patton Boggs at Tokyo American Club on
March 13, at which Boehner received the Grand
Cordon of the Order of the Rising Sun award from
Prime Minister Shinzo Abe.

2 From left: Mary Anne Jorgensen, chair of the
ACCJ–Kansai Women in Business Committee, and
Heike Prinz, president and representative director
of Bayer Yakuhin, Ltd. at the closing session of the
ACCJ–Kansai 2017 Leadership Series on March 27 at
The Ritz-Carlton Hotel, Osaka.

3 IDEO Tokyo Managing Director Michael Peng

1

gives a presentation on building innovation
within an organization on April 6 at the Tokyo office
of J.P. Morgan Chase & Co.

4 Nagoya International School students and members
of the ACCJ–Chubu Walkathon Committee
help promote the Nagoya School for the Blind’s
braille awareness campaign on March 15 at
Kanayama Station.

5 Kansai members Rica Bradshaw, Aki Yoshikawa, and
Mie Kitano with Noriko Kato of the ACCJ–Chubu
office enjoyed the 13th Bella Nova Night at The Place,
Kobe on March 17.

6 From left: Living in Chubu Committee Chair
Britt Creamer, Vice Chair Bruce McCaughan,
restaurant owner Rob Shannon, BBQ quiz
winner and member guest Mike O’Neill, and
Business Program Committee–Chubu Vice
Chair Andy Boone at the Spring Meet and Greet
“Schmoozing at the Smokehouse” on April 6 at
Midtown BBQ Steak & Smokehouse.

2

3

7 From left: US Consul General Allen Greenberg
and ACCJ Vice President Amy Jackson at the
official opening of the Tottori Sand Museum’s
2017 Travel Around the World in Sand exhibition,
featuring 19 sand sculptures that depict the
history and culture of the United States.

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.

4

• MAY 17

7

Breakfast in the Board Room:
How Frozen Yogurt is Impacting
Gender Equality Globally
• MAY 19

Charity Fun Golf: Drive for Chubu Kids
(Chubu Event)
facebook.com/The.ACCJ

5

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

6
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ACCJ EVENT

Intellectual Property and New Technologies
What to protect and how to protect it
By Maxine Cheyney

C

reating something new always
involves a level of risk, and
protecting your ideas is important.
The rules and laws for protecting
intellectual property (IP) have become
more complex as artificial intelligence
(AI) and the Internet of Things
(IoT) become the hot topic in the
technology industry.
In Japan, general knowledge of patent
and copyright laws is limited, and their
importance often underestimated. But,
an increasing number of Japanese startups looking for the Silicon Valley touch
are seeking patent protection.
Frank Fletcher, partner at Outside
GC LLC, and Jonathan Hobbs,
founder and director of Hobbs &
Associates, spoke to members of the
American Chamber of Commerce
in Japan on March 1 about the
importance of protecting IP, and how
to go about it.

TRYING TECH
“When we talk about the future of
technology, it’s just everybody’s best
guess,” Fletcher began, “but there
are some fundamentals that people
can follow.”
He highlighted the need for IP law,
and said that what can be done with
a copyright depends on whether it
is protected.

The time to
develop standards
is now.

42
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The protection he is referring to
is patents. “A patent means you are
making it public, you are sharing
it with the world to advance the
industries, but you’ve got a monopoly
on it,” Fletcher explained.
As Hobbs revealed, “Japanese clients
are very interested in software and
business method patents.” About 300
software patents are filed in Japan
each year.
The emerging technologies making
the biggest splash are IoT and AI.
But as these are in the early stages of
development, Fletcher and Hobbs
agreed that the time to develop
standards is now.
“Standards are going to be set by
different groups, patents are going to
be organized by different groups, and
if you want to sit at the table and get
a standard developed around your
technology and your thinking, then
you really need to have patents.”
RISKY BUSINESS
Hobbs explained that, in Japan, “there
are many issues on the horizon that
haven’t even been talked about.”
Security concerns surrounding
technologies based on open-source
software is a big one.
“You need to know what open
source is out there, and what it is,

if you’re going to be working in new
tech,” Fletcher emphasized. “Half of
the software [involved] in an enterprise
complication is open source, and almost
none of it is known to the company;
so it’s not being updated and it’s not
being maintained. I think that’s the next
explosion in the industry.”
Asked when companies should
consider patents, Hobbs said they should
be built into the development phase.
Fletcher echoed this: “There has to be
a culture of development and there has
to be a process of responding to ideas.
Typically you have a patent committee,
and you have a patent attorney sitting
on the committee.”
How do you go about protecting
something?
Hobbs suggests having an invention
disclosure form—especially for those
in research and development. This
will make the process with the patent
attorney more efficient.
As innovative technologies increase,
and the start-up industry in Japan
opens up, the need for protection of
IP is becoming more important. If a
lawsuit comes around, the winner will
most often be the party who filed their
patent first. n
Maxine Cheyney is a staff writer for
The Journal.
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Connecting through Innovation
How US entrepreneurs are inspiring Japanese start-ups
By Maxine Cheyney

S

ilicon Valley is renowned for
innovative start-ups. In Japan,
this industry is still in its
youth, and many aspiring Japanese
businesspeople are turning to Silicon
Valley for inspiration and partnership.
On March 23, at a special breakfast
at Tokyo American Club hosted
by the American Chamber of
Commerce in Japan’s Alternative
Investments Subcommittee, Richard
Dasher, director of the US–Asia
Technology Management Center
at Stanford University, mediated a
conversation between two worldclass entrepreneurs—Mitsuru Izumo
of Euglena Co., Ltd. and Toshihiko
Honkura of Quantum Biosystems—
both of whom are president, CEO and
co-founder of their start-ups.
While the emergence of the start-up
industry in Japan is exciting, Dasher
pointed out that “it has also been a
difficult process. Any time a major new
transformation happens, it’s not going
to happen easily.” The transformation
is, however, picking up speed.
INNOVATION
Izumo and Honkura spoke about their
routes to success, challenges, and the
details of their innovative businesses.
As Izumo explained, Euglena
researches, develops, produces, and
markets microalgae, focusing on a type
known as euglena. With 59 nutrients,
there are clear health benefits to algae,
a point used to market food products—
including yogurt and cookies—that
can be found at various supermarkets
and convenience stores in Japan.
Microalgae can also be turned into
crude oil to make biofuel for jets, but
the process is complex.
“It’s extremely difficult to cultivate
euglena, [and to] prevent biological
contamination,” he said. But this

problem was cleared after the
foundation of the company when, in
2005, his team created a new liquid
for use in the cultivation process that
staves off contamination.
Honkura’s business, Quantum
Biosystems, revolves around life
science and uses quantum mechanics
to develop single-molecule DNA
sequencers. “To [sequence] the human
genome, we need just $100 and one
hour,” he explained.
This advancement can be used to
answer fundamental questions about
human biology, and can be applied
to diagnostics, clinical pharmacy,
agriculture, and even national security.
TRIAL AND ERROR
Without a track record, it can be
difficult starting a business in Japan—a
notoriously risk-averse society.
To secure financing, “I visited over
500 companies to promote the Euglena
product, but everyone declined our
proposal,” Izumo laughed. “The reason
why is because we are too innovative;
we have no experience or evidence for
the marketing.”
Both showed persistence and
resilience, traits that Honkura believes
Japanese entrepreneurs can learn from
their Silicon Valley counterparts.

“In Silicon Valley, everybody expects
challenges,” he said, “everybody accepts
failures.”
You must also find the right team, he
said. For this, embracing diversity and
understanding people is crucial.
“People make innovation, and if we
don’t have a talented team we cannot
make it.” In Japan, he said, the problem
is finding and attracting people to the
business, as many are conscious of the
risks of joining an unestablished company.
“There are so many great engineers in
Japan, but those people prefer to work for
big, established Japanese companies,” he
explained. “Working for a start-up, there
is risk; and people need to understand
that risk.”
Izumo added that, while Japan has the
intellectual prowess, space and facilities
could become a problem. “We have
the technology, but we don’t have the
opportunity to expand our factory in
Japan. Business is limited in Japan in
terms of land and human resources.”
Japan still has much to learn from the
veteran entrepreneurs of Silicon Valley,
but Izumo and Honkura have shown that
it can be done, and there are markets in
Japan ripe with opportunity. n
Maxine Cheyney is a staff writer for
The Journal.
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The finest-quality Kobe beef,
now available in Roppongi!

Kobe Beef Steak
Beef Steak Kawamura,
Roppongi

Come and experience the melt-in-your-mouth
tenderness and sweet flavor that is unique to Kobe beef.
Popular teppanyaki restaurant Beef Steak Kawamura comes to
Roppongi. The main restaurant in Kobe was awarded “Highly
Rated” and “Outstanding” for its Kobe beef. This is the second
store to open in Tokyo, after Ginza.
Treat someone special or celebrate a special
occasion with our private dining option.

B1F Urban Style Roppongi
Mikawadai, 4-2-35 Roppongi,
Minato-ku, Tokyo
Tel: 03-5775-6633
Open: Monday to Sunday
(11:30–14:00 / 17:00–22:00)
Access: Exit 4A of Roppongi
Station on the Tokyo Metro
Hibiya Line.
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The Mission of AMED
Data sharing beyond borders
By Maxine Cheyney

D

ata sharing is an important
part of today’s global society,
and the healthcare industry
increasingly relies on it for diagnosing
rare diseases. Dr. Makoto Suematsu,
president of the Japan Agency for
Medical Research and Development
(AMED), spoke to members of the
American Chamber of Commerce
in Japan (ACCJ) on April 13 at
a luncheon hosted by the ACCJ
Healthcare committee at the Tokyo
American Club about the role of data
sharing in medical research and the
mission of his organization.
INHIBITORS
Suematsu began by saying that
Japanese don’t like sharing their
ideas, experiences, or data with
competitors, citing fragmentation as
the biggest obstacle to advancements
in medical research.
To address this, he said, the Japanese
government is keen to combine the
efforts of the Ministry of Education,
Culture, Sports, Science and
Technology; the Ministry of Economy,
Trade and Industry; and the Ministry
of Health, Labour and Welfare.
This is more difficult than it
sounds. Suematsu described AMED
as the catalyst that brings
these ministries
together, but said there
are many barriers.

AMED’s policies
encourage a
more effective
healthcare system

These include: the gap in information
sharing among universities, researchers,
and industries; rivalries between
universities; differing visions and
goals between scientists, physicians,
and bureaucrats; and bureaucratic
infighting.
CATALYST
AMED’s policies encourage a more
effective healthcare system, and
Suematsu explained how he aims to
change the status quo.
“I would like to make the inflexible
[and fragmented] funding system
a flexible and unified one,” he said.
One of the main barriers is the very
conservative mentality of university
hospitals officers.
Japanese universities, he added,
are fragmented and protective of
their own research. He suggested
“externships” rather than internships to
encourage fellows to look beyond their
university hospital.
Suematsu is also keen to build upon
a Memorandum of Cooperation that
AMED signed with the US National
Institutes of Health in January 2016 to
establish collaboration and encourage
global alliances.

When working with researchers
and institutions globally, language
becomes an issue. Suematsu expressed
his desire to have information
available in English to facilitate an
international platform.
SHARING
One of the key matters to be tackled
is diagnosis of rare diseases. Suematsu
spoke at length about the Initiative
on Rare and Undiagnosed Diseases
(IRUD), a nationwide consortium set
up by AMED that connects patients,
medical doctors at hospitals and
community clinics, and researchers.
The goal is to integrate their efforts and
expertise and to use this information
for diagnosis.
Fragmentation among physicians
and bureaucrats extends the time it
takes to diagnose these diseases, and
Suematsu sees global data sharing as a
solution. This, along with the creation
of new matrices to assess the projects
for budgeting, is essential.
AMED has also organized the IRUD
diagnostic committee, controlled by
a central institutional review board
to assess and approve private issues
and protocols in Japan. So far, more
than 220 university hospitals, core
regional hospitals, and private clinics
have joined.
As Suematsu’s presentation made
clear, collaboration and effective datasharing systems are needed to advance
medical research in Japan and around
the world. Progress has been made
through alliances with the United
States and Austria, but barriers remain.
With AMED’s leadership, Japan can
overcome them and continue to
improve healthcare for all. n
Maxine Cheyney is a staff writer for
The Journal.
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CHUBU

Chubu Children’s Fund
The ACCJ vision for kids in Chubu
By Chris Zarodkiewicz, vice-chair, ACCJ–Chubu Community Service Committee

I

n June 2015, after the very successful
24th annual Walkathon, tired
members of the American Chamber
of Commerce in Japan (ACCJ) Chubu
chapter got together to begin planning
the silver-anniversary event. We
had 12 months to plan, and wanted
to get a head start on what was to
be the most important event in our
chapter’s history.
It was decided that we would raise
¥25 million, and would work towards
an even loftier goal of putting in place
a vision for the Chubu chapter’s longterm CSR objectives. It was then that
we created the Chubu Children’s Fund
(CCF) to focus on relationship-based
activities that empower, educate,
and inspire youths residing in the
children’s homes of the Chubu area.
A key problem that we wanted
to tackle is that children living in
these homes rarely see a future for
themselves that includes higher

Through the CCF, the
ACCJ–Chubu will work with
local children’s homes to
create a system of longlasting relationship-based
activities. Our initiative will
consist of the following:

education. Nationwide, only
about 23 percent of kids move on
to any kind of tertiary education
(vocational, junior college, university)
after high school. The percentage is
lower in the Chubu area.
The reasons are varied and
connected. The financial burden is
certainly a large factor—the kids
usually are required to leave a home
at the age of 18 and are expected
to start supporting themselves
right away. In addition, and maybe
more remarkably, they have had
no mentors or role models on their
journey, and they go out on their
own without a sense of direction
or purpose.
We felt that establishing an
organization that would create
opportunities for these children to
flourish—and for our members to be
involved—would be the perfect way
to address this.

ACCJ members and members of the
Japanese community at large could be
a part of these activities in various roles,
such as counselors, mentors, donors,
and facilitators.
We believe these exciting activities
and opportunities will encourage our
members to get more involved in both
the CCF and the ACCJ in general.
This also helps the chapter reach its
current goals of increasing member
engagement and value.
We are now looking for a suitable
non-profit organization with which to
partner as we develop these activities,
and we welcome all who may be
interested in getting involved in the CCF.
For more information on how to get
involved or contribute to our efforts,
please contact the ACCJ–Chubu office
at 052-229-1525. n
Chris Zarodkiewicz is president of
Cezars International K.K.

LEADERSHIP
CAMPS

Provide life-changing experiences that are inspirational, meaningful,
and fun, involving members, counselors, speakers, and others.
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PROGRAM
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a better future for each child.

TECHNOLOGY
ASSISTANCE

Work with orphanages to develop a technology plan for each location
based on needs and available finances, be that one computer per
location and a Wi-Fi connection, or something at a higher level.
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Healthcare Revolution
Can governments keep up with the pace of scientific change?

I

feel very fortunate. I work for a
major global biotech company,
and every time I talk with our
scientists about cures and treatments,
I am completely blown away. I am
convinced that—when it comes to
medicine—science fiction is no more.
Today, there is only science fact and
soon-to-be science fact.
We are seeing breakthroughs
in biology, manufacturing, and
information technologies come
together in such a way that 1+1+1≠3,
but rather infinity. Our ability to
understand and manipulate the
human genome with increasing
precision, to miniaturize materials
and machines through 3D printing
and nanotechnology, and to connect
patients, doctors, research centers,
devices, and computers from around
the planet in real time is resulting
in an unprecedented acceleration in
medical breakthroughs.
These breakthroughs make a real
difference in the lives of real people.
Between 1995 and 2013, cancer
mortality rates declined more than
20 percent in the United States, the
United Kingdom, Germany, and
Japan1. From 2000 to 2012, the death
rate in Japan from cardiovascular
disease dropped 27 percent2. And,
globally, the cure rate for hepatitis-C
went from 40 percent (2004–2010)
to an astonishing 96–100 percent
(2015–2016)3.
Stop and reflect. I predict that every
reader has personally benefited—or
has a family member or close relative
who has benefited—from recent
advances in diagnoses, treatment, and
prevention of illness. You may also
know someone who might still be
alive had their illness occurred now
rather than 5–10 years ago. I do.
But the news is not all good.
These breakthroughs do not come

By R. Byron Sigel, PhD, vice-chair,
ACCJ Healthcare Committee

cheap. Pharmaceutical, device, and
diagnostic manufacturers invest many
years and billions of dollars to get
just one product successfully through
the rigorous testing and regulatory
approval processes. Many fail during
development. These costs must be
recouped if the industry is to retain
the capacity to invest in the next
generation of treatments and cures.
As costs increase, issues of access and
affordability do as well—particularly
for those with limited income.
Governments around the world are
struggling to find balance between
providing their citizens with access
to these new treatments and ensuring
the financial sustainability of their
healthcare systems.
Over the past 60 years, Japan has
developed a healthcare system that,
in many ways, is a model for the rest
of the world. This system provides
universal, high-quality, affordable,
and accessible care from Hokkaido to
Okinawa—all while controlling costs.
Japan also has fostered the adoption of
innovative medicines and technologies.
During the past decade, Japan accepted
the submission of global clinical trial
data, shortened regulatory review
periods, and improved pricing and
reimbursement for innovative drugs.
As a result, the number of such drugs
approved increased 93 percent from
2009 to 20144.
However, demographics, low
economic growth, and an already

1. WHO MORTALITY DATABASE (ACCESSED FEBRUARY 2016);
2. WHO MORTALITY DATABASE (ACCESSED FEBRUARY 2016); 3KREMER, 2008, “COMET’S PATH, AND THE NEW BIOLOGICALS IN RHEUMATOID ARTHRITIS,” LANCET.;
3. PHRMA, 2014, 25 YEARS OF PROGRESS AGAINST HEPATITIS C; PHRMA, 2015, BIOPHARMACEUTICAL RESEARCH INDUSTRY PROFILE;
4. MINISTRY OF HEALTH, LABOUR AND WELFARE, 2015, INTERNATIONAL CONFERENCE ON COGNITIVE DECLINE AND ITS ECONOMIC CONSEQUENCES;
5. MINISTRY OF HEALTH, LABOUR AND WELFARE, 2015, INTERNATIONAL CONFERENCE ON COGNITIVE DECLINE AND ITS ECONOMIC CONSEQUENCES

enormous national debt are putting
severe strains on the sustainability of
this model. For example, the societal
cost of dementia is projected to
increase sharply as the population ages.
The 2014 cost of ¥14.5 trillion (nearly
3 percent of GDP) could grow to ¥24.3
trillion—a 68 percent rise—by 20265.
The Japanese government is
considering changes to how they pay
for innovative drugs and technologies,
with an aim to introduce cost-cutting
measures in April 2018.
Unfortunately, I believe they are
proceeding within organizational
structures and processes that may not
be fully consistent with how healthcare
will be delivered in the future. While
science and technology are breaking
down distinctions between and among
drugs, devices, and information
technologies, budgets continue to be
structured along traditional lines.
As a result, healthcare policy and
funding decisions will most likely
continue to be set according to an
increasingly outdated model, one that
focuses predominately on cost-cutting
within these narrow categories rather
than prioritizing overall cost savings
for society. A value-based healthcare
approach that focuses not on medical
inputs but on patient outcomes relative
to total healthcare system costs should
be the goal.
No government can cut its way
to a sustainable healthcare system.
Can Japan—or any government—
reorganize itself fast enough to keep
pace with the scientific revolution
we are seeing? For everyone’s sake,
let’s hope so. n
The views and opinions set forth herein
are the personal views or opinions of the
author. They do not necessarily reflect
the views or opinions of the firm with
which he is associated.
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A world of opportunities
“Our family can dine out, work out and
hang out all under one roof.”
Carmen Roberts Monksmith

Start discovering your Club life by arranging a tour.

03-4588-0687 | membership@tac-club.org | tokyoamericanclub.org

A true country club
experience… for the
whole family.

First-class amenities, family activities, horseback riding, a golf course
designed by Jack Nicklaus, and more̶all nestled in a beautiful forest
just a quick hop from the city.
www.tokyo-classic.jp・info@tokyo-classic.jp
(English assistance: Satoshi Tabei)
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