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Our May issue of The ACCJ Journal
focuses on bringing people together
and building a better world. From
renewable resources and diversity to
cuisine and culture, we look at the ways
in which business is bringing people
together and creating better lives.
COOKING CULTURE
Few things foster friendship like great
food. Dining together opens doors
to cultural exchange, and culinary
entrepreneurs in Tokyo see it as a key
part of Japan’s efforts to boost tourism.
On page 20, we talk to two companies
that connect food lovers with Japanese
tradition, one of which also brings the
world to Japan by welcoming Japanese
foodies into the homes of expats.

GOING ORGANIC
Long a mainstay of supermarkets in the
United States, organic food has yet to find a
foothold in Japan. But as the recent Foodex
trade show made clear, US producers see
Japan as a market ripe for growth. On
page 26, we talk to some of those who
exhibited at this year’s event about their
products, their plans, and the challenges
they face doing business here.
CLEANER AIR
Sustainability is a hot topic—especially
when it comes to alternative energy sources.
Electric cars get all the buzz, but they aren’t
the only road leading away from fossil
fuels. The most abundant element in the
universe—hydrogen—may hold the key
to clean and efficient transportation. On
page 34, we talk to experts about fuel-cell
technology, how it can be used to power
vehicles, and why Japan wants to expand its
network of hydrogen refueling stations.
OPEN ARMS
No matter what we set out to achieve, we’re
in better position for success when we

EDITOR’S DESK

FOOD FOR
THOUGHT
have a diverse team. On page 40, we
take stock of diversity and inclusion
efforts in corporate Japan to find out
if the local market is keeping up with
the changing needs of society and
building the teams that are necessary
to compete on the global stage.
HOME SWEET HOME
Lastly, the ACCJ has announced the
renewal of its lease in the Masonic 39
MT Building in Tokyo. The new
lease runs through 2023, keeping the
ACCJ office in its present location
for the next five years. Multiple
properties and lease options were
considered before coming to this
decision, but it was decided that the
Azabudai location and the existing
facilities remain the best choice for
advancing the chamber’s agenda. n

A flagship publication of the American
Chamber of Commerce in Japan (ACCJ),
The ACCJ Journal is a business magazine
with a 55-year history.
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TAILOR-MADE
STYLE

Bespoke men’s and ladies’
fashion at Hong Kong prices

suits from $395
blazers from $275
tuxedos from $595
overcoats from $650

trousers from $135
shirts from $69
(minimum of four shirts)

Other superfine quality
suits from
$550 to $2,900

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

The Membership
Value Project

PRESIDENT

By Sachin N. Shah
ACCJ President

O

ne of my priorities as president of the American Chamber
of Commerce in Japan (ACCJ) is to ensure the Chamber
is well-positioned to meet the needs of our growing and
diverse membership, now and in the future.
Our current membership comprises more women, more
nationalities, and a greater diversity of company types and sizes
than ever before. This has occurred in tandem with a changing
business environment in Japan that is creating new opportunities
and challenges for US companies. The ACCJ must adapt to these
changes to ensure that we continue to meet the needs of our
members. That is why member centricity is an essential area of
focus in 2018.
With support from the board of governors, the ACCJ
launched the Membership Value Project (MVP) this year.
The goal of this initiative is to assess our
membership value proposition to ensure that
it aligns with member needs. To that end,
we reviewed several years’ worth of member
feedback and research, and gathered fresh
input. We now need to move beyond research
and take concrete steps to more closely align
the ACCJ value proposition to membership needs. In instances
where we cannot do so, we should explain why.
More specifically, the MVP project has three key objectives:
1. Evaluate whether ACCJ membership categories represent
the evolving membership.
2. Review the value proposition of each membership category
to ensure alignment with member priorities and the ACCJ’s
three pillars of advocacy, networking, and information.
3. Align the dues structure to the membership value proposition
desired by members.
The input of ACCJ members is critical to the success of the
MVP. The project team heard your views in focus groups and
interviews, as well as via email, the website, social media, and at
program events. I want to thank you for your engagement and
let you know that your feedback has clearly revealed the needs
of our present membership.

GUIDANCE
Many of the themes that have emerged from the research are not
new. There is an expressed desire for a more strategic approach to
communications and information dissemination, greater clarity
of service offerings, more customized support from the chamber,
and enhanced onboarding and orientation for our new members.
We also heard that the membership categories and benefits do
not consistently meet the needs of all members in our large and
diverse network—with company size driving many of these needs.
These findings further confirm that this initiative is both
timely and essential. The MVP project team will now evaluate
these research efforts in tandem with financial analysis, current
demographics, and industry best practices, and will propose
recommendations for changes to ensure alignment with our
current membership needs and the sustainability of
the chamber.
We have already made changes to improve the
member experience, including more frequent and
transparent communications and two new programs—
the Small Company CEO Advisory Council and the
F500 CEO Advisory Council—to ensure that key
member segments have direct input into chamber activities.
COMMUNICATION
Transparency and member feedback will continue to be important
guiding principles of the MVP. At the April Leadership Forum
and April Town Hall, more than 100 ACCJ members participated
in discussion about the MVP research findings. In May, we will
share any recommended changes with you via our website and a
webinar session, and we look forward to your feedback. The board
of governors will also review and discuss MVP recommendations
at our May and June meetings.
Please continue to keep an eye out for email communications
and other opportunities for engagement as we make progress.
Thank you for your support of the MVP initiative as we continue
to take steps to ensure that your chamber is meeting your needs.
As always, you can reach me with any comments or questions
at: sshah@accj.or.jp n

The goal of this initiative is to evaluate our membership value proposition
to ensure that it aligns with member needs.
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ACCJ
EVENTS

1 From left: ACCJ–Kansai Business Programs
Committee Co-Chair Hidehito Katsuma and
Mie Kitano present a certificate of appreciation to
AstraZeneca K.K. Vice President of Commercial
Excellence Mari Nogami, who was the featured
speaker at the event Brand Myself: Self Branding
for Your Career, held at AstraZeneca Cafe,
Grand Front Osaka, on April 10.

2 ACCJ Executive Director Laura Younger answers
questions at the ACCJ Town Hall on April 20 at
Tokyo American Club.

3 Heike Prinz, president and representative director
of Bayer Yakuhin, Ltd., spoke about inspirational
leadership at the fifth session and closing of
the Leadership Series 2018 on March 28 at the
Ritz-Carlton, Osaka.

1

4 ACCJ President Sachin N. Shah speaks at the
ACCJ Leadership Forum, a gathering of committee
leaders and members of the board of governors,
on April 20 at Tokyo American Club.

5 From left: Mike Benner, Information, Communications,
and Technology Committee co-chair; Shin Sakane,
president and CEO of Seven Dreamers; Millie Kobayashi,
ASIJ student; Jennifer Shinkai, diversity and inclusion
consultant and leadership coach; Yusuke Ma,
ASIJ student, Class of 2018; Megumi Moss, founder
and CEO of CareFinder; and Peter Grasse, executive
producer of Dictionary Films Tokyo at the 3rd Annual
ACCJ–ASIJ: Engage Innovators & Entrepreneurs
Forum on March 14 at Tokyo American Club.
2

3

6 From left: Alternative Investment Committee Chair
Frank Packard and Vice-Chair Christopher Wells with
speakers Noel O’Neill and David Baeckelandt at the
event Global Private Equity Perspectives on April 19
at Tokyo American Club.

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 10

Summer Networking Party at Havana Cafe
• MAY 18

My Leadership Story with Einosuke Sumitani,
CEO of KidZania (Kansai event)
• MAY 20

The 27th ACCJ/NIS Chubu Walkathon
(Chubu Event)
SAVE THE DATE
• DEC 8

5

ACCJ Charity Ball 2018 Nashville Nights

facebook.com/The.ACCJ
twitter.com/AmChamJapan
youtube.com/user/AmChamJapan
linkedin.com/company/
american-chamber-of-commerce-in-japan
6
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Daily
JPY7,800
Weekly
JPY6,500
Monthly
JPY5,500
Fitness tickets

to
to
to

JPY28,000
JPY23,800
JPY19,100
JPY1,400

per night
per night
per night
per time

Choose one of our proper British pies, add creamy mash potato,
peas and our homemade gravy for a delicious lunch.
You can also order the same for take home!
Fluffy scones, apple crumble, sticky toffee pudding and our range
of jarred products are also available for delivery!

We also provide catering for office meetings, staff parties, etc.

ACCJ EVENT

Winning in Business
Lessons from a life in baseball
By Mona Ivinskis

I

n 1872, a young American named
Horace Wilson introduced baseball to
Japan by teaching Japanese students
how to play. Since then, baseball has
become Japan’s most popular partici
patory and spectator sport. On March 5,
the American Chamber of Commerce
in Japan (ACCJ) CEO Forum hosted
a luncheon at Tokyo American Club
with Japanese–Chinese Baseball
legend Sadaharu Oh, also known as
Japan’s “Home Run King,” moderated
by CEO Forum Co-Chair Harry Hill.
Oh discussed his success as an athlete,
his management experience, and
his work as chairman of the World
Children’s Baseball Foundation (WCBF),
along with the similarities between
successful sportsmanship and business.
LESSONS LEARNED
“Mr. Oh is simply a living legend for
baseball fans,” said ACCJ President
Sachin N. Shah in his introductory
speech. “He is an example for anyone
who strives to constantly improve
and to grow, and—perhaps more
importantly—to give back.”
With 868 home runs during his
professional career, which spanned 22
seasons with the Yomiuri Giants of the
Nippon Professional Baseball League

Sadaharu Oh and ACCJ CEO Forum
Co-chair Harry Hill

from 1959 to 1980, Oh still holds the
world lifetime home run record.
Regarding his success, Oh explained
that, when thrown into a pool of strong
players at age 18, he realized that he had
to become stronger and rise up to the
challenge. But his initial desire to win
every game led to failure. He learned
that, although highly regrettable, losing
is okay and you must forgive yourself.
You can’t drag your regrets from today
to tomorrow. Instead, you should reset
yourself for the coming day. “Tomorrow
will come, so let’s forget about today and
start again with a clean slate.”
After retiring as a player, Oh managed
the Yomiuri Giants from 1984 to 1988,
and led the Fukuoka SoftBank Hawks to
two Japan Series titles in 1999 and 2003.
But that success required perseverance
and learning. During his first stint as a
manager, Oh thought the players would
come to him first when there was an
issue. When this didn’t happen, his run
at being a manager ended in failure.
The second time around he made sure
to change his approach. He knew that
he could understand the condition of a
player better if he spoke to them first.
BASEBALL TO BUSINESS
Shah, a huge baseball fan and former
collegiate player, strongly believes that
sports is a great equalizer and creates
a level playing field. “It doesn’t matter
what your background is, it doesn’t
matter where you’re from, it doesn’t
matter what language you speak. And
this is also true in business.”
Shah said this allows your individual
talent and spirit to shine, and Oh’s
stories echoed this, highlighting the
importance of having your own vision
and being innovative. Oh said that it is
never good to copy or imitate someone,

because you can’t gain much that way.
Devoting yourself to your practice and
training, and not being too obsessed
with a single win or success, is key in
both sports and business.
Comparing being a player to a
manager, Oh stated that, as a player,
you do not need to know so much
about the other players. They can
regulate themselves. But as a manager
you must know all about the players.
You have to look after them and let
them know that they are always taken
care of. He also said that, to be a good
batter, you have to learn to dodge
balls from time to time and to protect
yourself. The same can be said for a
manager in business.
A GOOD CAUSE
Oh sees his position as chairman of the
WCBF, which he founded together with
baseball legend Hank Aaron in 1988, as
his own obligation to be supportive of
children. “I hope you’ll always encourage
your children in whatever area you are
dealing with. Give the children all the
opportunities.”
He talked about baseball’s potential to
bring together kids from all around the
world. He does this through the WCBF’s
international exchange program, which
has been held annually since 1990 and
will take place in Japan this summer.
CEO Forum Co-Chair Harry Hill
wrapped up the event and enthusiasti
cally urged everyone to help fund the
meaningful foundation, while Shah
announced that the ACCJ will donate
¥100,000 to the WCBF from the ACCJ
Community Service Fund. n

Mona Ivinskis is a writer at Custom Media,
publisher of The ACCJ Journal

He learned that . . . losing is okay and you must forgive yourself.
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It’s Your Identity
Amazon workshop on self-branding
By Maxine Cheyney

S

tanding out in today’s competitive
business world requires consider
able thought. Having the right
image is essential, and brand-building
is increasingly on the minds of job
seekers. Luckily, social media has
brought new ways to get in front of
human resources professionals.
On March 19 at Tokyo American Club,
the American Chamber of Commerce in
Japan’s Women in Business Committee
hosted three speakers from the Alexa
Experience and Devices department at
Amazon Japan G.K. Country Manager
Karen Rubin, Managing Editor Kimiko
Aso, and Industry Recruiter Risa Ogawa
shared their experiences and advice on
how to build a personal brand.
LEADING BRANDS
Rubin began the interactive session by
defining personal brand.
“Really, the simple definition, for me,
is what people know you for.” In terms
of her own experience, she said that
she never set out to find it. “I was never
extraordinary at anything,” she laughed.
However, with nothing specific that
could be identified as her brand, she
realized that the things she felt strongly
about at work were what would define it.
Globally, Amazon has a set of 14 princi
ples that frame what they look for in
leaders, and Rubin noted that these have
been a guiding source for her own brand,
citing trust and ownership as key.
“Leaders are owners. They think long
term and don’t sacrifice long-term value
for short-term results. They act on behalf
of the entire company, beyond just their
own team. They never say, ‘That’s not
my job.’ Leaders listen attentively, speak
candidly, and treat each other respectfully.
They are vocally self-critical—even when

Risa Ogawa

Kimiko Aso

and challenges she faced—and how her
brand evolved into one of a working
mother with a good work–life balance.
“Being a mother taught me that it is okay
to rely on others and seek support when I
need it. Everything will turn out fine, if I can
earn trust from others by staying passionate
and having ownership in everything I do.”
Being a mother is also part of Aso’s
personal brand. This was something she
had to juggle while tackling the difficulties
of getting a job at Amazon. Her English
abilities were becoming a barrier, and she
described having to take six interviews
before moving to her current department
at Amazon—including three in English.
She requested that the interviewers not
use that to influence their decision, as her
Japanese abilities were well above average.
“Be brave and never hesitate to challenge
is my personal brand,” she concluded.

Karen Rubin

doing so is awkward or embarrassing—and
benchmark themselves and their team
against the best.”
LOCALIZE
These leadership principles, although
global, must be adapted to Japan.
“Because there is such a strong sense
of ownership, people don’t want to take
on more because they think that they
are not able to deliver, that there is some
confidence that’s needed, or that they
have other commitments,” she said.
“It really should be about how you
design ownership and, really, you are
your worst critic.”
One way that Rubin sees to relieve
pressure is for people to “lean in” and
use management and peers for support.
Ogawa recalled dealing with both a
new role and a child—and the difficulties

STEP BY STEP
Asking for feedback is a crucial aspect of
brand building. “Knowing your strengths
and opportunities is a really good first step,”
Rubin said.
Finding a role model to help develop
a personal brand is another strategy she
mentioned. Analyze their personal brand,
how they developed it, and what strengths
they leverage.
A core theme at Amazon—modeled
by Chief Executive Officer Jeff Bezos—is
the idea that failure is essential, and that
without it there is no experimentation.
Thus, not sticking to your original branding
is not a bad thing. Instead, evolve it.
“Reflect on the situation, what went wrong,
and what you could have done differently.”
Ultimately, Rubin notes, “The goal I see
of a personal brand is not to be someone
that others want you to be or expect you to
be, but to be yourself.” n

Amazon has a set of 14 princip les that frame what they look for in leaders
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Effective Corporate Engagement
Japan reforms aim to improve market
By Mona Ivinskis

J

apan’s Financial Services Agency
and the Tokyo Stock Exchange have
implemented regulations meant to
improve the country’s financial landscape.
The Corporate Governance Code is aimed
at companies, while the Stewardship
Code targets investors. Both sides are
seeking ways to effectively engage with
one another under the new guidance.
On March 6, the Alternative Investment
Committee of the American Chamber
of Commerce in Japan held a luncheon at
the ANA InterContinental Hotel in Tokyo,
where perspectives on the subject were
shared by Masaki Gotoh, partner, chief
investment officer, and portfolio manager
at Misaki Capital Inc.; Ken Hokugo,
director and head of corporate governance
at Pension Fund Association of Japan; and
Toshi Oguchi, representative director of
GO Investment Partners LLP.
CODES
In his opening presentation, Oguchi spoke
on how the Corporate Governance Code
has brought drastic improvement in board
independence and increased the number
of outside directors.
An increasing number of tactics used
to discourage hostile takeovers are being
removed, and he feels reforms have
been “sensitive to the local customs”
by focusing on long-termism and by
maintaining the stakeholders’ character
istics by including shareholders and not
being hostile. The result of this has been
constructive engagement.
Hokugo addressed reforms from a user
perspective, suggesting that there are still
things to be fixed in the corporate gover
nance and stewardship codes—particularly
the tendency to have shareholders who
show allegiance to the company and the
need for more collective engagement.
He noted that Japan’s Stewardship Code is
the only one in Asia that does not explicitly
encourage collective engagement.

From left: Deborah Hayden, Ryann Thomas, Christopher P. Wells, Alicia Ogawa, Masaki Gotoh, Ken Hokugo,
Toshi Oguchi, and Jenifer Rogers

Gotoh described a consulting-based
approach used by his company, where the
focus is on what will benefit the business.
SUCCESS
Moderator Alicia Ogawa—who is the
director of Project on Japanese Corporate
Governance and Stewardship at The
Center on Japanese Economy and
Business at Columbia Business School—
asked the panelists about their views on
the success of the codes.
Oguchi emphasized the role they play
in productivity and the importance of
this to Japan’s economy.
Hokugo sees another opportunity.
“More foreign asset management firms
will come back to Tokyo,” he said,
pointing out that there were many
foreign asset management companies in
Tokyo 10 or 15 years ago, but they left.
Why did they leave? “Well, maybe tax
reasons,” he continued, “but more than
that, there are no opportunities to do
business here . . . Companies are very
well protected today by shareholders
and cannot be taken over by anybody.”
CHALLENGES
Ogawa reviewed the US and Japanese
legal systems, the composition of capital

market systems, their shareholders, and
what it all means for handling the issue
of corporate governance.
“In the case of the United States, until
very recently, corporate governance
just meant compliance, reducing risk,”
she said.
Compared with the United States,
where she said there are only two
players—investors and management—
Japan has a larger ecosystem.
“It’s a very shareholder kind of
privacy system, but it is changing a
little bit,” Ogawa said, referring to
the tendency of investors to overrule
management.
“I think Japan has the opportunity
to create something that’s even better
than what we have—or can at least
serve as a model for the United States.”
She noted that there are areas where
Japan lags behind, and many require
ments have been put on companies in
terms of asset management, stewardship
code, and the corporate governance
without much strategy or thought about
the long-term impact.
“I’ve talked to a lot of people who are
just ticking the box. If you don’t want it
to become a box-ticking exercise, don’t
create so many boxes!” n

I think Japan has the opportunity to create something
that’s even better than what we have
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This is my school
Join me at ASIJ’s Early Learning Center

Now accepting
applications for 3, 4
and 5 year olds for
August 2018.
Applications submitted
by May 30th will
receive priority.

asij_official asij

The American School in Japan
Early Learning Center (N–K)

6-16-5 Roppongi, Minato-ku, Tokyo 106-0032
 elc@asij.ac.jp
 03-5771-4344

www.asij.ac.jp

Chofu Campus (K–12)
1-1-1 Nomizu, Chofu-shi, Tokyo 182-0031
 0422-34-5300
 enroll@asij.ac.jp

Developing compassionate, inquisitive learners prepared for global responsibility.

ADVOCACY

The F500 CEO
Advisory Council
CEOs come together to
strengthen the ACCJ’s voice
By C Bryan Jones

A

dvocacy work is what sets the American Chamber of
Commerce in Japan (ACCJ) apart within the region.
The ACCJ represents US business on the ground, and the
perspectives provided by members lead to an unparalleled set
of recommendations and observations on the state of global
business in Japan. To further strengthen this work, the ACCJ
is focused on increasing member engagement in its advocacy
initiatives. This spring, the ACCJ launched the F500 CEO
Advisory Council to better harness the power of one unique
segment—the leaders of business in Japan—to create a better
business environment.
The council will be co-chaired by Jonathan Kindred, president
and CEO of Morgan Stanley Japan Holdings Co., Ltd., and
Bob Noddin, president and CEO of AIG Japan Holdings KK,
and is open exclusively to CEOs of ACCJ Corporate Sustaining
Members that are included on the annual Fortune 500 list.
The first meeting took place on April 19 at Morgan Stanley
in Otemachi, where ACCJ President Sachin N. Shah welcomed
everyone with an overview of the F500 initiative. Kindred and
Noddin outlined the council’s goals and structure, and the CEOs
then discussed an actionable advocacy agenda that syncs with the
ACCJ’s five priority issues:
n workforce productivity
n health and retirement
n digital economy
n US–Japan economic partnership
n tourism, sports, and hospitality.
“For many US companies, Japan is still one of the biggest global
markets. That’s why we require a strong voice on policies needed
to continue improving commercial ties between the United States
and Japan, and the business environment here,” said Shah.

The upcoming DC Doorknock—an ACCJ event in which
chamber members meet with policymakers in Washington to
discuss issues critical to the US–Japan economic relationship—
was also a topic at the first meeting. ACCJ Vice President
Amy Jackson and Governor Brett Gerry led a presentation and
discussion of the chamber’s messaging and engagement strategy,
and F500 CEO Advisory Council members provided their
feedback on what topics should be prioritized when the ACCJ
goes to Washington for the Doorknock in May.
“Many of the challenges and opportunities facing Japan, such
as aging, require engagement across multiple industries,” said
Kindred. “As CEOs of the largest US companies in Japan, we can
promote cross-industry solutions that highlight the best of what
ACCJ members have to offer.”
With a strong foundation, the F500 CEO Advisory Council,
which next meets in July, promises to raise the level of engage
ment within the ACCJ and strengthen the voice of the chamber
as it continues to work on behalf of US businesses in Japan. n
The Small Company CEO Advisory Council, created by
the ACCJ, held its first meeting on April 10 and represents
a wide-range of experience, highlighting the diversity
of small companies among the ACCJ membership. The
council discussed ways to better promote small companies
within the ACCJ, to more effectively link businesses, to host
networking events that support their growth, and to better
equip the ACCJ as an organization to support this important
member segment. The Small Company CEO Advisory
Council is chaired by one of the ACCJ’s most successful
entrepreneurs, Harry Hill of Oak Lawn Marketing, Inc.

CEO

COUNCIL

Jonathan Kindred (left)
and Bob Noddin are
co-chairs of the council.
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Reggie Stovell presents

Hakuba Summer School 2018
in the heart of Japan Alps

July 8th-14th
Ages 12-16

http://www.hakuba-is.jp/summer-school-2018

Basketball Camp
in Hakuba
Fun and concentrated training
program with lots of outdoor activities
Date : July 16th - 20th
Ages : 10 to 16
Fee : JPY88,000

http://nomad-hakuba.com/reggie/

Off-site venue in spectacular mountain setting in Hakuba.
Perfect for off-sites, corporate retreats and school groups.
Available for private hire, 15 to 40 guests.
http://nomad-hakuba.com

CHUBU

Change Comes from Failure
By Chad Musick

N

one of us in business set out to fail.
But one of the differences between
overall success and failure for
entrepreneurs, negotiators, and business
people is a willingness to declare some
aspect of our work a failure and abandon
it. The person who takes the adage
“never give up” too much to heart will
be lured into bad deals, chase losses on
projects that no longer make sense, and
spend time perfecting what was already
good enough. This never-quit mentality
can be seen at some of the more staid
companies in Japan.
Increasingly, people are recognizing
that acknowledging both limitations
and failure can improve outcomes.
Various incarnations of “fail to learn”
are now taught in business books and
at some business schools. The tech
startup sector embraces disruption and
creative destruction.
That said, failure is not the goal.
NEED FOR CHANGE
Failure can be broadly classed into
two categories. The first type of failure
is simply down to chance. We hedge
our bets—whether through insurance,
currency options, cross-training of
key personnel, or other methods—to
ameliorate the downside of failure and
then take our losses, trusting that they’ll
be offset and exceeded by the bets that
paid off. Taking risks makes this type of
failure almost certain, so it is something
for which to plan. It is not cost effective
to eliminate all risk.

The second type of failure is not by
chance. It occurs because we could
have done something better. Perhaps
a key department was hampered by
an outdated IT system. Maybe we let
too much time elapse between our
market research and the execution of a
marketing plan. Or perhaps a candidate
seemed such a perfect fit that references
weren’t checked. Whatever the case, this
type of failure should encourage us to
figure out the reason for the failure and
then change to avoid it in the future.
REMOVING FEAR
Even if you’re one of the lucky few
without fear, you probably still work
with people who are susceptible to its
enervating effects. An unhealthy fear of
failure can make us and others in our
organization engage in soothing rituals
that reduce effectiveness. Tasks should
be given sufficient care to lower the risk
of failure or mistake to acceptable levels,
but a zero-tolerance policy—including

with yourself—will quickly lead to burn
out or delays.
How do you determine the acceptable
level of failure? A popular method is to
name it. If 99-percent accuracy is good
enough, say that. If a 95-percent ontime rate is standard for the industry,
achieving a 97-percent rate will set you
above your competition. Unrealistic
expectations are one of the prime factors
in serious problems such as high turnover
and, in extreme cases, compliance fraud.
Be sure your expectations are reasonable.
Once you’ve named your level, make
certain others on your team—particularly
those who work for you—know the
level. Your conscientious employees
won’t make any lower target their goal;
they’ll just stop wasting time and energy
trying to achieve an unnecessary level of
perfection. And once you’re clear about
your expectations, others will rise to the
level or make it clear they have no interest
in doing so.
MAKE THE CHANGE
There are many excellent texts and
courses on this topic. Of particular note,
the ACCJ–Chubu Business Programs
Committee has invited Rochelle Kopp
of Japan Intercultural Consulting to
speak about this in a Japanese context
on September 11 in Chubu. Please plan
to join us. n
Chad Musick is ACCJ–Chubu treasurer
and vice-chair of the ACCJ–Chubu
Business Program Committee

A zero-tolerance policy . . . will quickly lead to burnout or delays.
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GUIDEPOINT
EXPANDS
TO JAPAN
Guidepoint connects clients with vetted subject matter
experts—Advisors—from our global professional network.
Our clients leverage the insights and perspectives
shared by our 400,000+ Advisors to stay informed and
make better business decisions.

OUR SERVICES

PHONE CONSULTATIONS

EVENTS

SURVEYS

DATA INSIGHTS

Your dedicated Guidepoint
Project Manager identifies
the Advisors who best fit your
project request and sets up
your direct, private consultation
with an appropriate subject
matter expert.

From custom events to
meetings in conjunction
with industry conferences,
our series of industryleading events offers
insight into trending topics
across industries.

Imagine what you could
do with information from
hundreds of experts.
When you field a
Guidepoint survey, that’s
precisely what you’ll get.

For the data-savvy and
information-focused,
we offer raw data feeds,
summary and overview
data, and custom data
sets to bring value to your
quantitative data.

LEADERSHIP
TEAM
Albert Sebag

Founder and CEO

Jon Adkins

Director,
Head of International

Nicolas Tollie
Director,
Head of Japan

CONTACT

ADDRESS (from June 1)

Nicolas Tollie
Email: ntollie@guidepoint.com
Phone: 080 3343 7787

Guidepoint Japan
c/o WeWork
Marunouchi Kitaguchi Building
9th Floor
1-6-5 Marunouchi Chiyoda-ku
Tokyo, Japan 100-0005

www.guidepoint.com

Yuichiro Shimaoka
Team Lead,
Japan Client Service

Imperial
Palace

Guidepoint
Tokyo Station

Tokyo International Forum

ASIA–PACIFIC

Regional Affairs
ACCJ Vice President Marie Kissel
elected APCAC Chair
By C Bryan Jones

J

ust as the American Chamber of
Commerce in Japan (ACCJ) works
on behalf of US businesses to create
a better local environment, so do similar
organizations across the region. The
Asia Pacific Council of American
Chambers of Commerce (APCAC) is
a 28-member group that represents
15,000 companies, 50,000 overseas
American employees, and 10 million
total workers.
APCAC member companies
represent an estimated $700 billion in
annual trade and investment, making
the organization a key voice in the Asia–
Pacific market. The ACCJ has long been
a strong supporter of APCAC, with
committee leaders and members of the
board of governors playing important
roles in the group’s advocacy efforts.
STRONGER VOICE
The ACCJ takes on a new role within
APCAC this year with the election
of Marie Kissel as the new chairman.
The vote took place during the group’s
50th anniversary board meeting in
Kuala Lumpur, Malaysia, held April 4–5.
Some 350 business, government, diplo
matic, and academic figures from more
than 12 countries gathered in the capital
for the 2018 Business Summit, hosted
by the American Malaysian Chamber of
Commerce, to discuss a wide range of
issues facing the region in what has been
dubbed the Asian Century.
Kissel, who is senior advisor for
International Government Affairs at
Abbott and an ACCJ vice president,

said of her new position: “I am honored
to have been elected the new chairman of
APCAC and I am looking forward to the
important work ahead. APCAC and its 28
member AmChams are doing vital work
throughout this dynamic region. APCAC
is dedicated to promoting solutions to
make it easier to do business in Asia.”
She also noted that APCAC is unique
in representing US business leaders with
in-country expertise from across Asia–
Pacific and South Asia and in articulating
the goals of member chambers to
government partners.
Kissel served as APCAC corporate
vice-chair, representing the ACCJ with
Executive Director Laura Younger, who
serves as regional vice-chair.

APCAC and its 28 member AmChams are doing
vital work throughout this dynamic region.

MAKING A DIFFERENCE
Key activities of APCAC include develop
ment of advocacy initiatives in areas such
as trade, taxation, and representation for
US entrepreneurs and businesses in Asia–
Pacific, as well as a DC Doorknock, similar
to the annual ACCJ event that connects
business leaders with representatives in
the US Congress. These initiatives align
well with the goals of the ACCJ, and
the chamber is proud to play a strong
supportive role for our fellow Americans
working throughout the region, from
Mongolia to New Zealand.
Joining Kissel in APCAC’s 2018
leadership are new Executive Committee
members Ann Yom Steel, executive
director of the American Chamber of
Commerce in Singapore, as vice-chair;
Tara Joseph, president of the American
Chamber of Commerce in Hong Kong,
as treasurer; and Adam Sitkoff, executive
director of AmCham Vietnam (Hanoi)
as secretary. n

APCAC MEMBERS
Australia
Bangladesh
China
Cambodia
Guam
Hanoi
Ho Chi Minh City
Hong Kong
India
Indonesia
Japan
South Korea
Laos
Malaysia
Macau

Mongolia
Myanmar
New Zealand
Okinawa
Pakistan
Philippines
Shanghai
Saipan
Singapore
South China
Sri Lanka
Taipei
Thailand
Uzbekistan

www.apcac.org
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KITCHEN CULTURE
Bringing Japan and the world together over food
By C Bryan Jones

Renowned English author J.R.R. Tolkien once
wrote, “If more of us valued food and cheer and
song above hoarded gold, it would be a merrier
world.” Tolkien was talking about the simple
goodness of Bilbo Baggins, but the same holds
true for those of us living outside Middle-earth.
In a world that so easily succumbs to greed
and conflict, food can break down barriers and
highlight what we have in common. Dining
together is one of the great unifiers.
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TWO APPROACHES
As with a good recipe, there’s more than one way to mix
the ingredients. Although these classes are held in Japan,
not all focus on sharing Japanese culture with those from
abroad. Certainly, ABC Cooking Travel welcomes those
visiting Japan and provides experiences that connect some
of the most popular and well-known things Japan has

PHOTO: TADAKU
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It’s a point not lost on culinary entrepreneurs in Japan
who see cooking classes not only as a way to teach kitchen
traditions, but as a vehicle for cross-cultural exchange.
Tadaku Co. Ltd. and ABC Cooking Travel both offer
classes that go beyond just learning recipes. Here, sharing
stories and traditions is just as important as sharing the
secret to perfect flavor.

PHOTO: TADAKU

FOOD

to offer, such as sushi and the Tsukiji fish market. But the
company also offers activities for non-Japanese residents.
Tadaku, meanwhile, focuses primarily on in-country
exchange between Japanese and non-Japanese who live here.
In the case of Tadaku, the exchange goes both ways. “Our
founder, Tao Romera Martinez, used to do Spanish cooking
lessons by himself. He really enjoyed sharing Spanish culture
and food with Japanese guests, so he decided to organize
Japanese cooking lessons for foreigners,” Community
Manager Miwa Okada told The ACCJ Journal. “This was the
first approach, but it didn’t work. So, he flipped it around and
focused on lessons for Japanese taught by foreigners. That’s
basically how Tadaku started.”
It may not have worked initially, but today Tadaku is a
two-way street. While the chance for Japanese to learn about
and enjoy foreign flavors still tops the menu, there are plenty
of Japanese cooks eager to share their homes and kitchens
with those visiting or living here. In fact, there’s a waiting list
for those wanting to teach washoku, or Japanese cuisine.
While they wait, there’s plenty of world cuisine for them
to explore as students. Tadaku’s founding focus on nonJapanese cooks means that a virtual jambalaya of classes
awaits. More than 80 countries are represented by the
company’s hosts, including some whose culinary tradition
is less well known, such as South Africa, Botswana, Guinea,
Kenya, and Syria.
Thai and Indian food are favorites with Tadaku guests, the
latter taught by about 50 hosts. But the dishes that are the
most loved are quite clear. “The top three are always Spanish,
Italian, and French. The order may change, but these are the
most popular,” said Okada.
ABC Cooking Travel abccooking-t.jp

CULTURAL EXCHANGE
While the variety of dishes one can learn to prepare through
Tadaku classes is astounding, the food is just part of the
story. The real goal is not simply to create better cooks, but
to foster understanding—and that comes down to getting to
know one another better.
“In Japan, we have a culture of going out to eat, but we
don’t really visit the homes of strangers, and we don’t invite
strangers to our homes,” said Tadaku Director Hiroshi Susa.
“What we hope is that people will enjoy visiting homes,
enjoying another culture, and communicating easily. We hope
that we can eventually change the culture by pairing foreign
hosts and Japanese guests, and vice versa, so the practice of
sharing food in this way will grow in Japanese culture.
“We think quite a lot of Japanese people have gotten to
know foreign cultures through our cooking lessons. Now, we
want foreigners to know Japanese culture better by sharing
food. That’s why we started our inbound project. Because
there are differences between regions, we want people from
different regions to communicate and share their cultures
with each other.”
That effort is getting a boost from the government’s goal of
attracting 40 million overseas visitors annually by 2020. With
more travelers visiting Japan, there will be more interest in
learning about culture and experiencing authentic Japanese
food and lifestyle. The timing is perfect for Tadaku to build
up the side of its business that sees Japanese hosts welcoming
those from abroad, whether they be tourists on local residents.
ABC has tie-ups with travel agencies, so the very foundation
of their offering is built on tourism. Any rise has the potential
to directly benefit them.

Tadaku tadaku.com
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st alban's nursery
Learning. Love. Laughter.
St Alban’s Nursery, close to Tokyo Tower, offers a
select program of learning and self-discovery for
English-speaking preschoolers of all nationalities,
based on the Montessori method. Now independent,
but still located in the quiet, leafy surrounds of
St Alban’s Anglican-Episcopal church, the nursery is
open to children of all denominations and cultures,
focusing on the individuality of each child in a caring,
very personalized atmosphere, under the warm
leadership of program director Gilma YamamotoCopeland and her staff.
- large enclosed outdoor playground
- parents welcome at all times

3-6-25 Shiba-Koen, Minato-ku, Tokyo 105-0011
tel: 090-6480-4542 email: gilma.yam@gol.com
www.saintalbans.jp

NEW HITOMI DENTAL OFFICE AKASAKA
Akasaka Royal Plaza 2F, 2-13-8 Akasaka, Minato-ku, Tokyo 107-0052
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But it isn’t a given. As ABC spokesperson Toko Ochi
told The ACCJ Journal: “In a way, the government’s
promotion is boosting our business by bringing more
potential guests to Tokyo. However, the number of
competitors has increased quite a lot in proportion
to the increase of foreign tourists, which makes the
business environment more difficult.”
While the market may be getting more crowded,
there are still high hopes for tourism tie-ins—and
technology has made it easier to reach those overseas.

GOING SOCIAL
Food is best when shared, so it’s natural for social media
to be a key part of promotion. SNS, as it is called in
Japan—short for social networking services—has
This has given way to word-of-mouth marketing, too.
become an important part of the marketing mix for
“Some people tell us that they heard about Tadaku from
both ABC and Tadaku.
a friend,” added Okada. “We see this also among those
ABC makes extensive use of Facebook to share
who come to study as Tadaku becomes better known by
photos and videos of activities such as the popular
Japanese people.”
Tsukiji Fish Market Tour & Sushi Making Class, giving
Facebook is powerful, but in Japan, Line rules the roost,
guests the kind of exposure that is fun to share on
and Tadaku makes use of the ubiquitous messaging app
their own Facebook walls. It’s also effective marketing,
to share recommendations and information about classes,
providing an authentic view of the experience that gets
photos of dishes, and more.
travelers excited about making ABC tours and classes
ABC also cites TripAdvisor as an important part of connecting
part of their visit to Japan.
with guests. Although not SNS, the popular travel site puts ABC's
Tadaku also uses Facebook to highlight hosts and
offering right in front of those planning a visit to Japan. The
dishes, and the platform has been
company has more than 120 reviews, most
a good source of talent. Explaining
In a way, the government’s of which rate the experience as “excellent.”
how the company finds cooks, Okada
promotion is boosting our
explained: “A lot of people come from
MARKETING BOOST
Facebook. We run ads there, and
business by bringing more Awareness of Tadaku among the Japanese
many people see these and sign up
public got a push in 2016 when it won
potential guests to Tokyo.
as hosts.”
the Tokyo Metro Accelerator contest.
Powered by creww, Japan’s largest open
innovation platform, the contest was designed to help
startups accelerate their growth by connecting them
with resources that help establish a foothold quickly
while reducing cost and risk. As the winner, Tadaku
was given the opportunity to place advertisements
on all subway lines operated by Tokyo Metro Co.,
Ltd.—a huge boost in a city where transit advertising
puts your brand and message in front of millions of
eyes every day.
“Since we placed the ads, we’ve been contacted by a
lot of Japanese hosts who want to give cooking lessons
to foreigners. But we don’t have enough guests, so
we hope that by 2019 we will have enough visitors
from abroad to meet this demand,” said Susa, citing
the Tokyo 2020 Olympic and Paralympic Games and
2019 Rugby World Cup as promising opportunities.

PHOTO: ABC COOKING TRAVEL

THE EXPERIENCE
Of course, the centerpiece is the class itself. What
can one expect? Both Tadaku and ABC make culture
a key part of the experience, but the approaches
differ in some respects.
The parent company of ABC Cooking Travel is
ABC Cooking Studio, which runs more than 125
casual and friendly studios across the country where
Japanese learn to cook various dishes, bread, cakes,
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Tadaku combines the teaching, cooking, dining, and
cleanup into an experience that can span four hours. During
that time, hosts and guests spend one or two hours cooking
and another hour and a half to two hours eating together.
Over the meal, they talk about their countries and cultures.
“In normal cooking lessons, hosts talk a lot about technique—
how to boil something, for example. But in ours, they talk a lot
about the story behind the dish,” said Okada. “For example,
I was told by a Chinese host that—especially in the north of
China—they make dumplings on New Year’s Eve with family.
Or, in certain parts of India, they paint the floor of the entrance
to welcome guests. Hosts talk a lot about these kinds of things.”
And in the end, everyone washes dishes together.
NEXT DISH
ABC and Tadaku are both working to bring a cultural compo
nent to Japan’s inbound mission, and to increase international
understanding along the way.
As Tokyo gets set for three consecutive years on the global
sporting stage—with the World Masters Game coming to the
Kansai region in 2021—many aspects of the city are being
transformed. But, it’s important not to let infrastructure
overshadow culture.
“Although preparedness to receive foreigners through such
upgrades as multilingual displays at public transportation
systems has improved, the entertainment system in Japan still
needs a lot of refinement. There should be a greater variety
of entertainment in Tokyo,” Ochi said. “We want to make our
lessons not just about learning how to make Japanese dishes,
but an entertainment experience that guests cannot forget so
they will come back again even after international events.” n

PHOTO: TADAKU

and more. ABC Cooking Travel draws upon this foundation
for its own courses.
“With this history, one can learn through our lessons the
very basic but essential techniques for making a homemade
Japanese meal,” explained Ochi. “For instance, when making
miso soup, our guests will learn how to extract soup stock
called dashi from kelp and bonito flakes. This stock is a
fundamental part of Japanese dishes. Even guests joining the
sushi course learn about dashi and how to cook an authentic
Japanese omelet.
“At the end of the lesson, we provide the recipe with
detailed instructions, color photos, and a booklet that
introduces basic Japanese seasonings and cookware. This
helps them understand what they will need to cook Japanese
cuisine after returning home.”
An example of how ABC imparts cultural knowledge
is the sharing of insight into the changing seasons, a very
important part of Japanese tradition. “While touring Tsukiji
fish market, we provide information about ingredients that
change with the seasons and introduce the Japanese culture
behind dishes made of those ingredients,” said Ochi.
“For example, around December and January, there are
many kinds of ingredients for osechi, the traditional food
eaten as part of New Year’s gatherings and celebrations with
family. We introduce the Japanese customs related to these
special dishes.”
Another thing students learn is the Japanese spirit of
mottainai, a sort of philosophical view of wastefulness.
Instructors explain how to reuse kelp and bonito flakes as
furikake—a kind of seasoning sprinkled on rice and other
foods—after using them to make dashi.
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ORGANIC
GROWTH
US companies eye Japan’s
healthier food market
By Julian Ryall

Consumers in the United States have long been able
to enjoy food that is grown and prepared organically.
Products that are gluten-free, contain no genetically
modified organisms, or otherwise meet the needs
of segments of the population with special dietary
requirements or preferences are also big business there.
But things are not quite the same in Japan. While the
country has a well-earned reputation for healthy food—
and a diet that is traditionally rich in vegetables, fruit
and seafood—organic options have not taken off here.
That could soon change, however. A number of US companies
that took part in this year’s Foodex Japan trade show—held March
6–9 at the Makuhari Messe exhibition center—have ambitions to
change that.
OREGON TRAIL
Sandi Funk, sales manager for regional exports at Bob’s Red Mill
Natural Foods, Inc., talked to The ACCJ Journal about their early
experiences. “We are relatively new to the Japanese market and we
have only been selling here for nine months or so, but our organic
products are already doing very well.”
A wide range of products from the company, which is based
in the Oregon town of Milwaukie, are available at high-end
supermarkets, such as National Azabu and Seijo Ishii, as well as
through Costco outlets.
“We have been very lucky to come into Japan with a great
distributor,” she said, “although there have been some hurdles that
we have needed to overcome, and even now we cannot sell our
entire range here.”
Japan’s import regulations are notoriously demanding, and
providing all the required documentation for products that are a
blend of ingredients is extremely difficult—in part because the
exact make-up of Bob’s Red Mill products is proprietary.
The company manufactures a wide range of whole grain
foods—from flours and meals to cereals, rolled oats, beans, soup
mixes, nuts, nutritional boosters, baking essentials, and mixes for
cakes, muffins, and pancakes—all of which will bear one or more
of the labels indicating that the product is gluten free, organic,
kosher, or identity-preserved, meaning it contains no genetically
modified organisms.
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NATIVE AMERICAN
Japan imports about $13 billion worth of food and other
agricultural products from the United States each year, and
some 53 US companies took part in this year’s Foodex—the
largest such trade show in Asia. The USA Pavilion included
the “Taste of America” tasting booth featuring items such
as Calrose rice, California olives, Sunkist oranges, Florida
grapefruit, and US soybean products.

FOOD

The company is reaching out to new markets by approaching
bakeries that had previously purchased in bulk from Costco
because it was difficult to source high-quality flour.
“We know there is demand here because Costco said it
only wanted to stock our organic products, while other retail
outlets want to sell our gluten-free lines, perhaps because
these sorts of items have not really been readily available in
this market before,” Funk added. Studies suggest that a mere
one percent of the Japanese population is gluten intolerant.
This still represents a significant number of individuals.
Awareness of the benefits of consuming food and drink
that is certified as being organic will certainly climb as
products become more readily available.
“We have found that it was the same in other markets,
but people become more educated about what they are
eating and the importance of a healthier diet; so we are
confident this market is going to be a very good one for us
moving forward.”

Michael Moretti of American Taste, a group that works
with trade show organizers to publish online digital pavilion
guides, believes that Japan will grow into an important
market for companies that are delivering healthy and organic
foodstuffs, such as American Indian Foods, which had a large
presence at the event.
“We have been supporting producers coming into Japan
for the past 12 years and, in that time, I can say there has
been an increasing recognition of the importance of healthy
eating and that obesity can be a problem—even in a country
like Japan,” he said.
“I feel that people are coming back to the understanding of
the need to eat food that is grown organically, and consumers
here are more aware of food safety issues. US brands have
strong reputations for quality and safety, and I also believe
that there is a good deal of respect for the food culture of our
indigenous tribes.”
The Yocha Dehe Wintun Nation, a federally recognized
tribe of Wintun people who have traditionally lived in the
oak forests and rolling hills of California’s Capay Valley,
retains a deep commitment to the land and the food that
it produces.
Today, the tribe has 14,000 acres of agriculture and produces
wines, olive oil, wildflower honey, nuts, beef jerky, and vinegar,
a solid percentage of which finds its way to Japan.
“This is the third time we have taken part in Foodex,
and we have found that it has served us very well, because

Japan does not cut corners
. . . you have to be able to
meet those high standards if
you want to do business here.

Jim Etters, director of land management for the Yocha Dehe Wintun Nation’s
Seka Hills headquarters (left) and Michael Moretti of American Taste.

Randy H Liu, representative director of Graceland Fruit

Sandi Funk, sales manager for regional exports for Bob’s Red Mill Natural Foods, Inc.
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ACCJ members
receive a discount
throughout 2018.

Relax and Recharge

Escape the city. Care for your inner you.
Let the power of Joule shake off the stresses of city life with
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RIPE FOR GROWTH
The best-selling items in Japan for Graceland Fruit Inc., which
is headquartered in the northern Michigan town of Frankfort,
are dried cranberries and blueberries, although the company
also sees scope for expansion in this market.
“The organic market in Japan is still relatively small, which
makes it difficult to launch new products because the economic

FOOD

our items are now available at 40 retail outlets in Tokyo and
Kyoto,” said Jim Etters, director of land management for the
tribe’s Seka Hills headquarters.
“Consumers here are definitely more educated about the
benefits of eating healthy and understand that native American
tribes have that as part of their cultural heritage,” he said.
“People want to know what is in their food.”
Etters said that Japanese consumers also want to purchase
unique products with an unusual and interesting story,
which the Yocha Dehe Wintun Nation provides. The tribe’s
honey comes from its own 3,000 beehives, and the beef jerky
is a product of its own cattle.
American Indian Foods represents producers across the
United States, with products on display including a wide
range of seafood, such as wild Alaskan salmon, oysters, clams,
Dungeness crab, black cod, halibut, and roe. Other specialty
foods that turned visitors’ heads were buffalo meat, seasonings
and spices, wild rice and beans, and snack foods.

scale is too small,” said Randy H. Liu, representative director
in Japan.
“It has helped that Japan and the United States entered into
a reciprocity agreement for organic certification more than
10 years ago, which I think has encouraged retailers to be
more positive about stocking organic products, and there is
gradual growth,” he said, “but the scale of the market here is still
insufficient for major manufacturers.”
On the plus side, he added, the global trend is towards organic
foodstuffs and healthy eating, so it is inevitable that the concept
will continue to gain ground in Japan.
Graceland Fruit’s infused, dried products have been available
in Japan for more than 20 years—it was the company’s first
foray into an overseas market—and make a “healthy alternative”
to many of the snacks that are available here, Liu said.
“Doing business here is different to anywhere else in the
world,” he added. “It takes time and you have to go about every
step of the process in a very painstaking way. A company has to
have patience if it wants to develop a new product here, because
it can take up to two years to take that product from design to
delivery. Elsewhere, that process is typically a year, but it can be a
lot quicker.
“Japan does not cut corners,” he emphasized. “They are com
mitted to delivering good quality products to their consumers
and you have to be able to meet those high standards if you want
to do business here.” n
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SHORT STORIES
Films need not be long to leave their mark in Asia
By Maxine Cheyney

Short Shorts Film Festival & Asia 2017 award ceremony

Although they don’t get the recognition of features,
short films are still a key expression of cinematic
arts and are recognized at many of the world’s most
prestigious events, such as the Short Shorts Film
Festival (SSFF) & Asia, which will run in Tokyo on
June 4–24 with the theme “cinema smart.”
The ACCJ Journal spoke to Linda Olszewski of Movies That
Matter and ShortsTV–The Short Movie Channel’s acquisitions
and programming, who is one of the jurors of SSFF & Asia 2018,
about the industry and its growth.
Tell me about yourself and why you love short films?
I have worked in development, production, and distribution
for both the short film and feature film industries at studios
such as DreamWorks, Universal Studios, and Hanna-Barbera.
This has included various feature and short film productions
as well as film festivals.
In 2001, I was working on a picture with Luis Mandoki and
Piotr Sobocinski, and one week into the picture Piotr died in his
sleep. He was such a young man—early forties. A couple of days
before he passed, he and I had one of those rare conversations that
idealists have about film, the state of the world, dreams, wishes,
and the best moments of our lives. When he passed, I went on
hiatus and decided I wanted to crack the short film market.

I started in short films as
a development assistant with
Hanna Barbera, where we
found character designs by
talented artists who had an
idea for a story. These became
Johnny Bravo, Powerpuff Girls,
and Dexter’s Laboratory. We
got the greenlight to go into short film production with these,
which later became TV series and franchises. Family Guy was
seen at this time as well and, although it wasn’t right for the
time, it became a success later.
My love for the format continued as I made shorts while
at DreamWorks so that I would have something to add to
the DreamWorks Short Film Festival. Hollywood veteran
Jeffrey Katzenberg came every year to introduce the festival,
and the first year Steven Spielberg allowed us to show his
short, Amblin. It was a time when dreaming worked!
Eventually, I worked for various film festivals and, in 2006,
brought the idea of the Oscar Shorts release to Shorts
International’s ShortsTV–The Short Movie Channel, and
I was hired to lead the Oscar Shorts launch on iTunes and
in theaters. We partnered with Magnolia Pictures and have
grown this Oscar-nominated short films release from 13
theaters to more than 600, with a global box office of more
than $3.5 million this year. These nominees can also be found
on Amazon, Google Play, Verizon, ShortsTV, and airlines.

SHORT SHORTS FILM FESTIVAL & ASIA 2018 June 4–24
Venues: Andaz Tokyo Andaz Studio, Omotesando Hills Space O, Roppongi Hills: Hills Café/Space,
BASE Q, Laforet Museum Harajuku, Shidax Culture Hall, Itscom Studio & Hall, Futako Tamagawa Rise
www.shortshorts.org/2018
Most programs are free and shown in English and Japanese. Some programs charge an admission fee.
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What is the Short Shorts Film Festival?
Japanese actor Tetsuya Bessho founded
the Short Shorts Film Festival in 1999 to
introduce Japanese audiences to a format
that many people in Japan are unfamiliar
with. The first festival was held in Harajuku
and 30 films were screened over three
days. Twenty years later, the festival
receives about 10,000 film submissions
annually from around the world.
Olszewski with Punkrobot Animation Studios’ Oscar-winning filmmaking team from Bear Story
In 2001, the event became officially
known as SSFF & Asia, and in 2004 was
accredited as a qualifying festival for the Academy Awards—
What are you seeing in this year’s entries?
meaning the winner of the festival’s Grand Prix is eligible
There are always thematic trends, with filmmakers usually sharing
for nomination in one of the short film categories at the
their thoughts on the state of the world through their work.
Academy Awards the following year.
Immigration has been a popular theme, and there are dramas—
The Short Shorts Film Festival Asia—or SSFF Asia—was
lots of dramas. I wish filmmakers would focus on comedies! Good
established with support from the Tokyo Metropolitan
comedies are hard to find. When they hit, you get a clever film like
Government in 2004 to introduce new Asian video culture
The Eleven O’Clock, which was nominated this year for Best Live
and nurture young filmmaking talent in the region. To this
Action Short Film.
day, the two festivals are held together as Short Shorts Film
Festival & Asia.
What is your most memorable short film?
To celebrate the 20th anniversary of SSFF & Asia, we
Bear Story or Historia de un oso. I first discovered this film at
launched Brillia Short Shorts Theater Online so that people
Palm Springs Shortfest in 2015 during a weekend of screening close
in Japan can enjoy watching short films from all over the
to 100 short films. There was a song that would not leave me all
world even if they cannot attend the film festival.
night long, and I realized it was the tune from here. I kept thinking
about the short film and started telling my colleagues that I had
What qualifies as a short film?
seen a short I thought would be a nominee and could win an
The Academy of Motion Picture Arts and Sciences defines
Oscar. I immediately reached out to Chileans Pato Escala Pierart
a short film as a work shorter than 40 minutes. SSFF & Asia
and Gabriel Osorio Vargas and started to work with them on their
calls for short films to be under 25 minutes. Ideally, it’s a
Oscar journey—and they got nominated and won!
complete, well-executed standalone film that wows the
audience and stays with you long after you’ve left the cinema.
Do you see repeated themes these days?
Too many repeats, unfortunately. So many people are making films
What are your views on commercial tie-ups?
about the same thing, copying each other. It’s refreshing when a
I think it’s a great opportunity for filmmakers—especially
filmmaker tells a story in a new way. Access to filmmaking tools
branding opportunities such as Lexus Shorts, which doesn’t
has made everyone a director, but not necessarily a good director.
focus on the brand and doesn’t necessarily have the brand in
Also, with the acceptance of selfies, we see a lot of narcissistic
the film. These opportunities are well funded and are a great
selfie filmmaking, which is not interesting to anyone except the
training ground for promising directors.
filmmaker who made the film.
Do you think the short film market will grow?
The short film market has had its highs and lows, just like
any other media market. The Oscar Shorts had its biggest
box office success ever this year at $3.5 million, so that is a
good sign. There’s also ShortsTV–The Short Movie Channel,
a 24/7 outlet for short films that is available through carriers
such as DirecTV. And heavy-hitters in Hollywood such as
Katzenberg of Wndr.Co, are getting into the short film game,
so I think the future looks promising.
What is the state of the US short film market?
The Oscar Shorts can be seen in more than 600 theaters as
well as on iTunes, Amazon, and Google Play. Together with
ShortsTV–The Short Movie Channel, this has expanded
the short film market in the United States. Amazon has
also expanded access to short films, and airlines are now
featuring them as inflight entertainment.

Are short films to be a stepping-stone
to features?
Yes. If a short is a proof of concept, when a
filmmaker has a feature script ready it can
serve to show that this film, character, actor,
or story can work well as a feature.
What are your expectations for this
year’s festival?
I am so excited to be coming to Japan
to SSFF & Asia. I have heard such
amazing things about this festival.
It’s a dream come true to be able to
go and, since I have never been to
Japan, I am very excited to see a
new country, a new culture, and a
new part of the world. n
2016 SSFF & Asia Grand Prix winner Kristof Deak,
whose short Sing received an Oscar in 2017

ART TOWN
Tokyo lures artistic talent ahead of the 2020 Games
By Tomomi Kikuchi

While the Winter Games were heating up in
Pyeongchang, South Korea, artists from Japan and
around the world were already looking ahead to

anything from concerts and theater performances to visual
exhibitions using manga, anime, and Japanese traditional arts
will be considered.

FESTIVAL OF SPORTS
Each selected project will receive a budget of up to ¥200 million
A public call for cultural and artistic projects to be staged in
($1.88 million) and will run during the year leading up to
the run-up to the Tokyo 2020 Olympic and Paralympic Games
September 2020 as a part of the larger “Tokyo Tokyo Festival,”
has received 2,436 applications from 29 countries and regions.
a series of events planned for visitors and residents around the
The open call—one of the largest
time of the Olympics.
ever organized by the Japanese
“The aim of the public call is to explore
The open call for projects is new possibilities of presenting Tokyo to
capital—was coordinated by Arts
Council Tokyo, an organization
the world in artistic ways,” said Katsunori
also intended to help boost
founded by the Tokyo Metropolitan
Miyoshi, who heads Arts Council Tokyo.
entertainment options in
Government. The projects are not
The council will consider projects that are
Tokyo for foreign tourists
limited to any particular genre—
accessible to everyone, including foreigners,
the elderly, and physically challenged people,
and that have the potential to be expanded
on a larger scale—even beyond Japan—after
the Olympics end.
The International Olympic Committee
(IOC) has recently been pushing to include
the arts in the “festival of sports.”
For the first time ever, the Pyeongchang
Olympic Village showcased artwork by four
Olympian artists—athletes who have taken
part in the Games at least once and have
a passion for art. A series of short films
was shot in the village, and visual artists
held workshops to complete 15 paintings
inspired by the Winter Games.
These initiatives were a part of Olympic
Agenda 2020, the IOC’s strategic roadmap
to “further strengthen the blending of sport
and culture at the Olympic Games and
in between.”

PHOTO: KEN KOBAYASHI

summer 2020.

Musicians play wadaiko, traditional Japanese drums.
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A musician with a traditional Japanese drum performs at the
Nihonbashi Traditional Culture Festival in Tokyo in 2016.

INBOUND INCENTIVE
Arts Council Tokyo was set up in 2012, the year the
selection process began to choose the host city for the 2020
Games. Aimed at turning Tokyo into a globally recognized
cultural hub, the organization provides grants to artists and
performers. It supports various projects, including street
performances, cultural experience classes, and community
art projects to regenerate cultural ties within Tokyo.

Miyoshi said the diversity of arts and cultures in the city—
from the modern and fashionable Harajuku district to the
traditional Asakusa area—is what attracts artists to Tokyo.
“The long history of Tokyo as the capital of Japan has created
a diverse range of urban clusters within the city, each with
its own culture, providing sources of inspiration for arts to
evolve along with the local communities,” Miyoshi said.
The open call for projects is also intended to help boost
entertainment options in Tokyo for foreign tourists, who
sometimes find their choices for activities limited due to
language barriers. With a surge in international visitors
expected during the Olympics in 2020, Tokyo is also
considering other ways of keeping them entertained, such as
extending the operating hours of museums and offering latenight theater performances.
In 2016, the historic Meijiza Theater in Tokyo launched a
new show that combines traditional Japanese sword battle
and taiko drum performances with animation and dance
to give tourists a taste of both traditional and modern
Japanese culture. n
©2018 Nikkei Inc. Nikkei Asian Review is published
by Nikkei Inc. All rights reserved.

A woman performs a traditional tea ceremony during the Tokyo Grand Tea Ceremony event in 2016, organized by Arts Council Tokyo.
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POWER OF CHOICE
The future of hydrogen-powered cars in Japan
By Julian Ryall

Three of Japan’s top car manufacturers made a big
announcement in early March 2018. In a move
intended to keep the domestic auto industry ahead
of German and Chinese rivals, the trio is unifying
efforts to sharply increase the number of hydrogen
refueling stations across the country, setting the
agenda for hydrogen as the fuel of the future.
Toyota Motor Corporation, Nissan Motor Company, Ltd.,
and Honda Motor Company, Ltd. have teamed up in a joint
venture with a number of international gas and energy
companies—including France’s Air Liquide SA—to construct
80 new hydrogen stations in the next four years, supplementing
the 101 refueling facilities that are already in operation.
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HIGH HOPES
The new venture, named Japan H2 Mobility, comes into
being as the world’s leading economies draw up increasingly
stringent environmental regulations. These rules are pushing
forward development of a new generation of vehicles that
are friendly to the planet. In Japan, that drive has focused on
fuel cells that combine hydrogen with oxygen to produce an
electrochemical reaction that can power vehicles or homes. But
wider acceptance of hydrogen-powered cars faces a hurdle: the
shortage of refueling stations. Japan H2 Mobility aims to solve
this—and the auto sector has high hopes for the initiative.
“Hydrogen is a particularly promising alternative fuel since it
can be produced using a wide variety of primary energy sources
or sewage sludge, and can be generated from water by using
solar and wind power,” said Jean-Yves Jault, a spokesperson
for Toyota. “When compressed, it has a higher energy
density than batteries and is easier to store and transport.

TECH

In addition to its potential as a fuel for home and auto
technology is that their electricity is produced onboard
motive use, hydrogen could also be used in a wide range
by the fuel cells, rather than being charged from the grid.
of applications, including large-scale power generation.
Although market share for hydrogen-powered cars
“Fuel-cell vehicles contribute to the diversification
is likely to remain low for some time to come, the
of automobile fuels, emit no CO2 or environmentally
European Climate Foundation predicts a surge by midharmful substances during operation and offer the
century. Its February 2018 report Fuelling Europe's Future
convenience of gasoline-powered cars, with a charging
forecasts a 10-percent share by 2035, 19 percent by 2040,
time of about three minutes,” he told The ACCJ Journal.
and 26 percent by 2050.
Toyota has been developing fuel cell vehicles in-house
since 1992, and in 2002 began leasing the fuel-cell
LONG JOURNEY
Toyota FCHV SUV on a limited basis in Japan and the
George Hansen, who heads the program for fuel-cell
United States.
vehicles at General Motors Japan Limited (GM), said
It has taken a long time to develop
his firm began tinkering with the first
sufficient quality in fuel cell vehicles
fuel-cell vehicle fully 50 years ago.
Fuel-cell vehicles
and to achieve a price point that buyers
“The vehicle was very scientific and
. . . emit no CO2 or
can accept, Jault said. The refueling
looked more like a spaceship than a
infrastructure has been another hurdle,
car. The true pull for the technology
environmentally
although current vehicles can travel
really began in the late 1990s, as we
harmful substances made advances, and GM has been very
up to 595 kilometers (370 miles)
without refueling.
committed to the use of fuel cells since
during operation
More broadly, Japan has been at the
2000. But it has only been much more
forefront of the promotion of hydrogen technology, due
recently—say around 2015—that the movement began to
both to the desire to reduce harmful emissions and to
produce vehicles in significant volume.
help ensure energy security.
“And, as with any driving technology, with time
“At Toyota, we take environmental challenges—such
and improvements the cost will come down to the
as global warming, air pollution, and limited natural
point that it makes complete sense to drive a fuel-cell
resources and energies—very seriously,” said Jault.
vehicle,” he said.
“In order to solve these issues, we believe electrification
GM has merged its fuel-cell project with that of
of vehicles is indispensable.”
Honda, both in Michigan and Tochigi Prefecture, and
Pointing out that fuel-cell vehicles are also electric
the two companies have established a joint venture to
vehicles, he added, “Toyota has competitive expertise and
begin manufacturing fuel-cell systems in the United
know-how in the core technologies for electrification,
States around 2020.
thanks to its history of developing and selling electrified
“The governments in both Japan and the United States
vehicles such as hybrids.” A key difference between these
are very supportive of work to advance the technology—
vehicles and those powered by better-known battery
although there are differences in how that support

A hydrogen fuel cell being tested at the Center for Climate and Renewable Energy Solutions in Arlington, Va.
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An Iwatani hydrogen refueling station near Shiba Park in Tokyo.

is being implemented,” Hansen said. “In Japan, the work is
more centrally driven, with the Ministry of Economy, Trade
and Industry getting all industries with a stake in hydrogen
energy—including autos, appliances, and households—
together with energy companies to create a grand hydrogen
fuel-cell plan.
“The United States is more diverse,” he continued. “There
has been support from the federal government and the
Department of Energy for many years, but there have been
pockets where the push has been strongest, such as in California,
which has been building hydrogen stations.”
UNCERTAINTY
Yet not everyone is convinced that the revolution in hydrogenpowered vehicles is just around the corner, or that it is the
correct road to take in any case.
“There are three major challenges with fuel-cell vehicles,”
said Dr. Ali Izadi, head of Intelligent Mobility for Bloomberg
New Energy Finance, as he ticked them off on his fingers.
“Fuel-cell cars are very expensive. For example, the retail
price—without subsidies—of a Toyota Mirai is ¥6.7 million
($62,680), which puts it at about three times the price of other
cars in the same class.
“While proponents argue that mass production would
bring down the vehicle cost, unlike electric vehicles, which
rely on lithium-ion batteries, fuel cells do not have existing
high-volume applications that can help scale up demand and
foster supply-chain expansion,” he said. “Electric vehicles
benefit from decades of prior investment in lithium-ion battery
manufacturing to serve consumer electronics applications,
but fuel-cell vehicles need an onboard hydrogen tank, pumps,
and compressors that are more complex than battery electric
vehicles, hence they suffer higher vehicle manufacturing costs.”

Secondly, the cost of deploying hydrogen refueling infra
structure is “exorbitant,” said Izadi. The cost of a single
station is about ¥400 million, significantly higher than the
¥100 million required to build a conventional gas station.
Hydrogen fuel is also more expensive than gasoline or
electricity in terms of the price of fuel consumed per unit
mile driven, he added.
Finally, the energy efficiency of fuel-cell vehicles is lower
than that of battery electric vehicles, as fuel cells have higher
energy losses than batteries. It is also worth pointing out
that the dominant approach to making hydrogen is steam
methane reformation, which is not a zero-emissions process.

Auto executives believe fuel cells will
win out over batteries in the long term.

45%

Partly
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16%
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5%

SOURCE: KPMG 2017 GLOBAL AUTOMOTIVE EXECUTIVE SURVEY
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THE ROAD AHEAD
national energy policies, vehicle purchase subsidies, environ
At the start of 2018, there were about 3,400 fuel-cell vehicles
mental regulations, and consumer needs.
on US roads and some 2,300 in use in Japan. Izadi believes that
“We have said in the past that we would increase production
deployments in Japan will increase over the next few years and
volume of our hydrogen fuel-cell vehicle, the Mirai, from
overtake those in the United States as the government here
about 3,000 vehicles per year until 2020 to about 30,000
teams up with Toyota and other developers with an explicit goal
vehicles per year in the 2020s,” he said. “Hydrogen is already
to utilize the Tokyo 2020 Olympic and Paralympic Games as an
widely produced and used in industry. For example, much
opportunity to promote hydrogen and fuel-cell technology.
hydrogen is used in the production of ammonia. Also,
“Even then, under the most optimistic scenario, we expect
hydrogen is produced when petroleum is purified at oil
there will be only about 25,000 fuel-cell vehicles on Japan’s
factories to make gasoline.
roads by the end of 2020,” he said. “As of
“Hydrogen stations themselves will not
now, there are already more than 160,000
be profitable in the short term, but we need
Current vehicles
electric vehicles—plug-in hybrids and
a long-term view until hydrogen is widely
can travel up to 595
battery electrics—on Japan’s roads. By
used as a fuel for automobiles,” he said.
the end of 2020, we expect that number
kilometers (370 miles) “It took three generations for the Prius to
to increase to more than half a million
become popular. We think the usage of
electric vehicles.”
without refueling.
hydrogen will grow gradually.” n
Undeterred, Hansen said there is space
in the sector for both systems to thrive.
“There has been a lot of discussion of this topic
and the sense is that both systems have their distinct
advantages. We see batteries as being best suited for
smaller cars that go on shorter journeys, perhaps in
cities, and carry smaller loads. But for bigger loads and
longer ranges, fuel cells are more appropriate. I think
that both can coexist and that both are needed.”
Jault agrees and said Toyota intends to push forward
with its studies into production and sales “from a
long-term perspective” that takes into account the
development of hydrogen refueling infrastructure,
GM’s Chevrolet Colorado ZH2 fuel cell electric vehicle, designed for the US Army
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It’s been a banner few years for diversity and inclusion
(D&I) in Japan. Government-sponsored initiatives
and preparations for the Tokyo 2020 Olympic and
Paralympic Games have given rise to meaningful
change across the country—particularly with women’s
participation in the workforce. For the first time
in history, Japan surpassed the United States in the
percentage of women in the job market. But, to remain
a top-ranked first-world economy, Japan must do more.
And the hardest part lies ahead, in changing mindsets
and corporate culture.
Data from the Organisation for Economic Cooperation and
Development (OECD) shows a rise of four percentage points—
to 64.7 percent—in Japan’s female employment rate since 2012.
This far outpaces the OECD global average of 58.6 percent. Still,
women’s workforce participation in Japan is 17 points below
that of men, and there is a 27-percent gender pay gap—the third
largest in the 34-member OECD.
Janelle Sasaki, cofounder of EY’s D&I advisory business, said
that, while progress has been made, it’s important to note that
Japan started its D&I journey some 15 years behind countries
such as the United States—so this is just the beginning.
A third-generation Japanese–American, Sasaki came to Tokyo
six years ago to lead the Japan D&I program for Cisco Systems.

DIVERSITY &
INCLUSION
A look at Japan’s D&I report card
By Brandi Goode
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“When I started in my role, it was like treading the Sahara
Desert,” she told The ACCJ Journal. “Awareness was low,
and very few companies had a dedicated D&I manager; it
was thought of as kaigai (foreign).”
American Chamber of Commerce in Japan (ACCJ)
Treasurer Nancy Ngou, co-founder and leader of EY’s D&I
advisory practice with Sasaki, added: “In the United States,
D&I leaders are often members of management and report
directly to the CEO. In Japan, the D&I manager is usually a
member of human resources, reporting to the chief HR officer.
This structural difference indicates a lot about a company’s
commitment to D&I and leadership’s understanding that D&I
is a business strategy, not an HR strategy.” Ngou spent 24 years
working in the United States before moving to Tokyo in 2008.
“With Japan’s jobless rate at 2.5 percent, and an aging and
shrinking workforce, the need to hire, retain, and advance
women and other diverse individuals will become a higherpriority business imperative,” she said.
ABENOMICS = WOMENOMICS?
Since his election in 2012, Prime Minister Shinzo Abe
has included the promotion of women as a priority
agenda item. In 2015, at the World Assembly for Women
(WAW) in Tokyo, Abe boldly declared that Abenomics is
Womenomics. If the number of national women-oriented
events is any indication, it’s clear that Womenomics is
indeed a hot topic. In addition to WAW, there’s the ACCJ
Women in Business Summit, the Global Summit of Women,
the Women’s International Networking Conference—and
the list goes on.

HR

In terms of legislation, the 2016 Act on Promotion of
several times a month so they can participate more actively in
Women’s Participation and Advancement in the Workplace
childcare and household duties. Shigeki Egami, chief human
was a pivotal step. Among other measures, the act requires
resources officer at SATO, joined the company in 2015 and was
businesses with more than 300 employees not only to report
tasked with making the workforce more global. Formerly the
on the number of women in managerial roles, but also on its
head of HR for Daimler Trucks Asia, he has seen firsthand the
action plans to promote more women. This aspect is often
benefits of working on multinational teams, namely enhanced
overlooked by companies with short-term D&I goals that
creativity and problem solving.
only serve to fulfill quotas on mixed workforces without
While at Daimler, Egami was part of a team that imple
taking into account the leadership pipeline for female talent.
mented global HR practices for managers on a local level in
The Tomodachi MetLife Women’s Leadership Program is a
Japan. Position-based compensation schemes and performance
good example of how companies can support future leaders.
evaluations were changed to reflect global benchmarks. If
Each year, the program provides leadership training and onemanagers did not comply, they were either demoted or chose
on-one mentoring to 50 Japanese female university students.
to resign. Gradually, he said, corporate culture was changed.
Though corresponding legislation is still pending, Abe’s
EY’s Sasaki took a similar approach in her former role
push for workstyle reform has also spurred businesses to
at Cisco. “Inclusion competency” was part of a manager’s
rethink working conditions such as excessive overtime and
evaluation, with 10 percent of their role linked to D&I.
fixed office hours, policies that tend to exclude sectors of
“Having a metric was critical,” she said, as data and metrics
the workforce. “Business strategies promoting workstyle
are at the heart of real D&I change. When presenting the
reform have included the adoption of robotics, measuring
business case for D&I to her superior—the then-CEO at
and rewarding productivity—valuing output not input—and
Cisco—she armed herself with benchmarking data, hard
reducing a company’s real estate footprint, which forces the
evidence, and case studies to support her proposals.
adoption of flexible and virtual working,” Ngou said.
After winning over executives on the value of D&I, the secret
Cybozu, Inc. is a Tokyo-based software firm that champions
is in the execution of new policies, Sasaki said. True commit
its “100 types of workstyles for 100 people” initiative, which
ment to D&I requires engaging employees at all levels of an
began more than a decade ago. Rather
organization—particularly middle manage
than conforming to one way, place, and
ment. When comparing her work in Japan
The hardest part lies with her experience in the United States,
time of working, the company adapts
to an individual’s work style and needs,
she admits having to spend more time and
ahead, in changing
promising a flexible working environment
energy on the business case to convince
mindsets and
to attract all types of talent. Since adopting
Japanese leaders of the tangible benefits D&I
corporate culture.
the system, Cybozu has reduced its job
can bring. However, she said, “Once the
turnover rate from 28 percent to just
Japanese commit, they really execute well.”
4 percent.
Until now, companies in Japan have done a fair job
The flexible work policy, together with Cybozu’s Career
focusing on diversity, but the inclusion element of D&I is
Mama Internship, attracted Naomi Ehara to the company
still elusive. Sasaki pointed out that there is not a direct
two years ago. Ehara left her job at Sony upon marrying
translation in Japanese, so while companies may try to hit
and was out of the workforce for 16 years before joining the
certain numbers of diverse employees, how to make such
frontline of Cybozu’s B2B PR efforts in 2016. She received
individuals feel valued is more elusive.
Forbes Japan’s Career Change Award in December 2017.
“Our data shows that with an inclusive manager—and
Ehara told The ACCJ Journal about her impressions upon
only 30 percent of employees feel they have this—you get
returning to work. “I was so surprised at how the number
higher participation, productivity, and innovation.” From that
of working mothers has increased dramatically compared
standpoint, she sees the market trending toward that structure.
with when I was working for Sony. It’s become much more
common for women to continue their careers even after
RESOURCE GROUPS
marrying or having children. Another thing is how more
Establishing networks within companies is one way to
flexible work styles, such as teleworking, are allowed than
approach inclusion. AIG in Japan has introduced five
before. It was almost impossible to work from home when I
employee resource groups (ERGs) as a grassroots strategy
left Sony 18 years ago.”
to encourage like-minded employees to share interests or
In a bid to encourage shorter working times, the Abe
concerns. Corporate Officer and Chief Human Resources
administration launched its Premium Friday campaign in
Officer Mika Matsuo said: “In addition to the richness
2017, urging people to leave the office at 3:00 p.m. on the last
these connections bring to individuals’ working lives, these
Friday of each month. Though the campaign has gotten off
new friendships have been very good for our internal
to a slow start, many department stores and retail outlets in
communication across functions and regions, which is a
Tokyo advertise special deals on Premium Fridays, and some
benefit we didn’t necessarily foresee at the outset.
travel agencies have built packages around the campaign.
“By being open to everyone and driving a positive climate
of inclusion and employee engagement, ERGs are playing a
THE BUSINESS CASE
key part in transforming our corporate culture, making it less
At SATO Holdings, a global technology company, fathers
hierarchical and more inclusive.
in the heavy workload and male-dominated research and
“We see diversity and inclusion as a business imperative—
development unit are encouraged to leave work at 4:00 p.m.
it’s no longer a ‘nice-to-have,’ but a ‘must-have.’ In our own
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direct experience, we know that we
D&I PROGRAM GOALS
benefit from having all of society
represented in our meetings when we
9%
17%
make business decisions. We’re able to
Respond to customer expectations
Achieve business results
hear those different voices, and that
helps us bring new ideas to market,
16%
provide better services, and reach
Enhance external reputation
customers in new and innovative ways.”
Japanese banking giant Mizuho
38%
21%
Financial Group, Inc. has also
Comply with legal requirements
Attract and retain talent
implemented employee groups such
as its Women’s Initiatives Network and
SOURCE: PWC: GLOBAL D&I DATA, 5/12/17 BASED ON 810 RESPONSES ACROSS 5 REGIONS AND OVER 25 INDUSTRIES
LGBT+ & Ally Network. The company
stands out for its exemplary pro-LGBT
stance, with same-sex partners of
employees receiving the same company benefits provided
Ngou also points to other advances in LGBT awareness in
to spouses of married staff. The bank has an LGBT-focused
corporate Japan. “We are seeing companies embrace LGBT
internal help line as well as an external line that employees
inclusion at a surprising rate.” In June 2016, Japanese nonprofit
can call with any questions or concerns that they prefer to
Work with Pride announced an index to evaluate corporate
address to an independent advocate.
efforts to support LGBT employees and groups. In its first year,
All Mizuho employees are required to attend two training
53 of the 82 companies that applied were awarded gold status.
sessions focused on LGBT awareness, and the company was
the first Japanese bank to offer joint financing of housing
JUST THE BEGINNING
loans to same-sex couples.
Over the past five years, such government action as new
In 2016, Mizuho officially positioned D&I as a core tenet
legislation, as well as private-sector actions including linking
of its business strategy. “As advancements in technology
D&I to compensation and the creation of ERGs, have signaled
continue to disrupt and transform the business environment,
a promising road ahead for a more diverse workforce in Japan.
the traditional finance business model is losing its relevancy,”
But this is only the start, and the active involvement of leaders
said Mayuka Inuzuka, general manager of Mizuho Financial’s
across the nation is essential to securing Japan’s position as a
Diversity & Inclusion Promotion Office. “Collaboration
top global economy.
among people with diverse perspectives and experiences
Reflecting on the changes taking place, ACCJ President
is a well-known catalyst for generating new value and
Sachin N. Shah, who is chairman, president, and CEO at
innovation, so it is our belief that promoting diversity and
MetLife Insurance K.K., said: “I believe companies and
inclusion at the organizational level is key.
leaders must be role models for the behaviors and actions
“By continuing to emphasize the value of D&I, we are
we want to see and raise awareness of the need to do
beginning to see how increased awareness encourages
more, which is a key to further progress. The challenges
employees to be engaged in pursuing higher-level organiza
to boosting D&I in Japan are structural, and more public–
tion goals beyond their own roles and responsibilities.”
private partnering is required.” n

All Mizuho employees are
required to attend two
training sessions focused
on LGBT awareness
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DIET DAILIES

MINISTRY OF LAND,
INFRASTRUCTURE, TRANSPORT
AND TOURISM

FARE INCREASE COULD
COVER BARRIER-FREE COSTS
According to the Ministry of Land,
Infrastructure, Transport and Tourism,
among rail stations with more than 3,000
daily users, 87 percent have done away
with differences in levels, such as steps, and
84 percent have installed toilet facilities to
assist those with physical challenges. By
2020, the government expects to complete
work on all stations of similar size.
Up to now, construction costs for
barrier-free facilities have been shared
by the national government, local
governments, and railway operators.
But demand for barrier-free facilities is
expected to grow, stretching the budgets
of national and local governments.
And railway operators are likely to face
difficulty securing revenues in the long
term due to Japan’s declining population.
However, they will need to make major
investments in new rolling stock, and,
because the addition of barrier-free
facilities cannot be directly linked to
earnings, it will be difficult for railways
to make such overhauls without some
financial assistance.
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Additional fees are being considered
to offset costs, and, at the planning stage,
the costs should be made public and the
national government should periodically
check revenues following the start of
collection. Based on this system, if the
targeted amount is met, the surcharge
can be dropped to avoid overburdening
passengers with additional fees.
One key concern was designing a
system that will satisfy the passengers who
shoulder the cost. In the mid-term report,
more details will be needed to indicate
how the burden can be apportioned in
accordance with each station and railway
line. Another item tabbed for discussion
was dissemination of technical matters to
remedy the system for utilizing prepaid
IC tickets, and complications are foreseen
when it’s time to decide the final formula
to be adopted.
MINISTRY OF GENERAL AFFAIRS
AND COMMUNICATIONS

REDUCTION IN NHK
SUBSCRIBER FEES PROPOSED
On February 9, the government set the
2018 budget for quasi-public broadcaster
NHK. During the deliberations, Minister
of Internal Affairs and Communications
Seiko Noda requested that the subscriber

Japan policy updates translated
from Keizaikai magazine

fee system be reviewed and a reduction in
fees be considered.
It is standard practice for heads of the
various ministries to issue their opinions
at the time NHK’s budget is determined,
and in this year’s case the subscriber
fee was set within the terms of NHK’s
three-year business plan. The plan is set
to commence this year, but some veteran
legislators have voiced skepticism, calling
for it to be revised.
At the press conference that followed,
Noda said, “With the rollover of the existing
surplus and projected increases in revenues
from 2019 onwards, we should once again
review how the subscriber fee is applied,
including the possibility of a reduction.”
According to NHK’s business plan,
revenues from subscriber fees for 2020 are
projected to reach ¥710 billion, an increase
of about ¥20 billion compared with
2017. However, in addition to the start of
4K and 8K high-definition broadcasts,
introduction of simulcasts of programs
over the internet are being planned in
2019. An NHK executive explained that
the huge costs of these rollouts prohibit
any reduction in subscriber fees.
Private TV networks have issued
strong criticism of NHK’s operational
expansion, and the Information and
Communications Bureau, part of Noda’s
ministry, also expressed its displeasure
with NHK, stating: “Where fair levels of
subscriber fees and a range of operations
are concerned, it is essential to obtain the
understanding of citizens. To this end, we
would like to see NHK accept our request
that it provide a considerate explanation.”
NHK Chairman Ryoichi Ueda, meanwhile,
remarked that his organization, for some
time already, “had been contemplating” a cut
in subscriber fees following the Tokyo 2020
Olympic and Paralympic Games.
Swatting down Noda’s proposal, veteran
LDP legislator Jiro Kawasaki remarked,
“A price reduction is a topic for future
discussion, but not this year.” At best one
can say that she is putting together an
environment in which subscriber fees can
be debated. n

THREE ACTIONS FOR BOARD MEMBERS

A

sk five people what disruption means to them and odds
are you will receive five different answers. To share best
practices for corporate boards in today’s business environment,
one of the partners at Grant Thornton moderated a virtual
board member exchange. To no surprise, each of the five
speakers approached the topic in a different way, yet their
insight shared a common theme: corporate boards need to
embrace change.
Data Analytics and Artificial Intelligence
A great starting point is to have a clear
understanding of a company’s performance
and bottom line. This is why a number of
speakers stressed the importance of data
analytics and artificial intelligence. The
purpose is twofold: a clear understanding
of data allows for both boards and audit
committees to more effectively understand
a company’s performance and deliver
insights to management. Transparency
will lead to dialogue that is impactful and
improve results.
Innovation and the Board
It is not an easy task to govern and lead a
company through disruption. A delicate balance between the
fiduciary responsibility of the board and execution on behalf of
management is required. This is why each speaker emphasized
the importance of dedicating time to strategy discussions.
We are not referring to carving out 20 minutes on a meeting
agenda. This is on a much deeper level, where you can think
about innovation from outside the box. It is also important
for boards to let management understand that they do not
need to come to the table with a fully baked idea. In a way,
management has to come in with a sense of vulnerability.
“We’re thinking about these ideas. What are your
perspectives?” This is more effective because, when you
throw all of your eggs into one basket, you are running with a
higher sense of risk. For example, if Option A no longer works
because there are new tariffs in a country, there need to be

Options B and C for discussion. There must be a backup plan
in place and boards must convey that message.
Time for Learning
Technological disruption is at the forefront of change for
boards and management alike. However, it is not always
easy to stay up to date on the latest trends, products, and
solutions. In addition to scanning newspapers, magazines,
and websites on a regular basis, here
are three techniques to consider:
1. Connect with venture capitalists,
analysts, entrepreneurs, and technology
influencers in your industry. They are
never okay with the status quo and
are always looking for the next great
innovation. Follow them via social
media and listen to their podcasts.
Consider following tech influencers.
They have dedicated their careers to
staying ahead of the technology curve.
2. Walk the floors of major technology
conferences and tour Silicon Valley with
your management teams. Having a feeton-the-street perspective allows you to engage with founders
and representatives of companies on a deep, personal level and
learn about emerging trends. Examples include CES, Consumer
Technology Association events, and other tech symposiums.
3. Join networks with your peers to exchange ideas, build
relationships, and stay informed on key trends and best
practices from other boards. Examples include the National
Association of Corporate Directors and networks created for
board and C-Suite members.
Boards set the tone for the entire organization. Embracing
the changes needed to stay ahead of innovation, technology,
and economic developments will empower the entire group
to evolve faster and succeed. n

Toru Shirai is a senior manager at the Tokyo office of Grant Thornton
Japan, where he provides assurance services to multinational
companies. He began his career as a certified public accountant
in 2001. When Shirai was seconded to Grant Thornton’s Chicago
office for three years (2012–2015), he also supported cross-border
business expansion. He has 16 years of experience in public
accounting and specializes in ICT and manufacturing.

For more information, please contact your Grant Thornton representative
at +81 (0)3 5770 8829 or email me at toru.shirai@jp.gt.com
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MEDICINE
Leading R&D from Japan

I

n 2018, AstraZeneca is expected to bring an unprecedented six
new treatments to market, delivering life-changing breakthroughs
to patients in Japan—all made possible by groundbreaking
research and development (R&D). Tadaaki Taniguchi, senior vice
president of Research & Development Japan, is a medical doctor
who brings hands-on experience treating patients to the oversight
of all new drug development by AstraZeneca in Japan. Taniguchi
talked to The ACCJ Journal about his strategy, the opportunities
provided by new technology, and what the future holds.
What is your strategy for R&D?
Our strategy is to make Japan part of the global development
process, allowing us to receive approval and launch products
simultaneously in Japan, the United States, and Europe.
We are also looking at how Japan can contribute to our global
development efforts by being the first market to receive approval
for select medicines, ahead of the United States and Europe.
What are the key opportunities?
A huge opportunity lies in the application of real-world evidence.
In April, the Ministry of Health, Labour and Welfare, together
with the Pharmaceuticals and Medical Devices Agency, launched
the MID-NET database, which includes anonymized data from
four million patients across Japan. If we can leverage this, we
can provide more meaningful data and increase the value of our
products for doctors and patients. Ultimately, we can use this
data to accelerate the development of new medicines.
Artificial intelligence, machine learning, and robotic auto
mation, also hold great promise, and we have started looking at
how we can utilize these advanced technologies to accelerate the
development of new treatments for patients.
Why is Japan a priority for AstraZeneca?
This is the world’s second-largest pharmaceuticals market in
terms of new drugs, and we have achieved a track record of
successful launches here. AstraZeneca sees opportunities for
continued growth in Japan driven by the capabilities we have
built here to bring new medicines and innovation to patients

through the synergy of marketing, medical advances, and R&D.
Predictability is also very high in Japan compared with other
countries. Once you have approval, within three months your
product is available to physicians for prescription.
What have been the biggest changes in recent years?
In terms of technology, the biggest change has really been
digitalization. That’s where we are really looking for future
opportunities. If you have access to Big Data, how are you
actually using this data? We need to look at technology that
can help us reduce the cost of development by improving
productivity as well as providing more innovative approaches
to drug development. Big Data can do this.
In terms of artificial intelligence, we have begun looking at how
simulation modeling can increase the accuracy of our predictions.
In the future, this technology may help us find the best way to
develop new medicines and minimize the risk of investing in
treatments that don’t complete the development process.
What are the next steps for AstraZeneca’s R&D?
We need to prepare for changes in the social and regulatory
environment. Again, one of the biggest things we need to look
at is the cost of development and how we can reduce that
cost and improve our R&D productivity. We are also looking at
opportunities to move AstraZeneca’s global R&D forward by
introducing Japanese science and technology.
Key to this is increasing our expertise in Japan to better utilize
the talent we have here. One area we have been focusing on over
the past few years is the number of physicians developing our
products. When I joined the company three years ago, we had
about 12 MDs working in our R&D in Japan, but soon we will have
24. The areas in which we are now working demand even more
specialization and expertise to develop medicines in a smarter
and faster way; so, doubling the numbers of physicians working
on staff is extremely important to enable us to accelerate
development. As doctors who have practiced medicine before,
we understand what doctors need and how to bring those
treatment options to them. n

Science is at the heart of everything we do.
www.astrazeneca.com
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