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T

he ascension of Crown Prince Naruhito
to the Chrysanthemum Throne marks
the beginning of a new era for Japan,
and it comes at a time when long-needed
social shifts in the pursuit of gender balance,
diversity, and inclusion are signaling a
fresh start for our world. We have three
stories in this issue related to these topics,
one of which ties in neatly to a scientific
breakthrough a century in the making.
BRILLIANT MINDS
Programs designed to encourage the
pursuit of careers in science, technology,
engineering, and mathematics (STEM)
are critical to our future. Bringing more
girls into these programs is key not only
to addressing gender imbalance but to
unlocking the untapped potential of so
many brilliant minds who have been
discouraged from entering the fields that
shape our modern world.

The story that begins on page 24 follows
the careers of two women who, in their
twenties, found their calling in code. That
brings me to recent events and another
twenty-something woman whose work
changed our understanding of nature.
FROM THEORY TO FACT
On April 10, scientists published the first
photo of a black hole, a super-dense body
formed by the collapse of dying star. Its
gravitational pull is so strong that not even
light can escape.
The likely existence of black holes emerged
from Albert Einstein’s general theory of rela
tivity, which he completed in 1915. A year
later, German astronomer Karl Schwarzschild
predicted that these bodies would emit no
radiation. But while we have come to accept
that black holes are real, they remained
theoretical for more than a century—until
the work of US scientist Katie Bouman
helped lift the veil.
WOMEN IN SCIENCE
Three years ago, while a student at the
Massachusetts Institute of Technology
(MIT), Bouman played a key role in the
development of algorithms that assembled
the photo from 1 million gigabytes of data.

She worked on the algorithms in 2016
while studying computer science and
artificial intelligence at MIT, a year
before the observations were made using
telescopes located around the world.
Taking a photo of something you can’t
see is no small task. But we live in a
mathematical universe, and the code that
Bouman wrote made it possible to stitch
together data pixel by pixel to create our
first look at an actual black hole.
KNOWLEDGE THROUGH DIVERSITY
Of course, Bouman, now 29, did not shed
light on one of science’s darkest mysteries
alone. Capturing a photo of a black void
55 million light years from Earth took the
work of a huge team. But her key role high
lights the need to engage all the best and
brightest minds regardless of gender.
Perhaps as a reflection of how far we have
to go, Bouman initially didn’t get a lot of
coverage. That was quickly rectified, and
I hope her enthusiasm and achievement
will inspire many more girls to follow their
dreams. The world will be better for it. n
A flagship publication of the American
Chamber of Commerce in Japan (ACCJ),
The ACCJ Journal is a business magazine
with a 56-year history.
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Report from Washington

PRESIDENT

By Peter M. Jennings
ACCJ President

T

he American Chamber of Commerce in Japan (ACCJ)
found a receptive audience when our delegation arrived in
Washington, DC, on April 1 for this year’s DC Doorknock,
and I was extraordinarily proud to lead our largest and most
senior delegation yet. I am grateful to the 14 people—among
them 10 chief executive officers of Japan-based US Fortune
500 companies—who accompanied me. Our primary mission
was to stress the critical need for a comprehensive, high-quality
US–Japan Trade Agreement.
Over the course of four days, we held meetings with senior
officials from key US government agencies, including the Office
of the Vice President, the National Security Council, the Office
of the US Trade Representative, the Department of Commerce,
the Department of State, and the Department of the Treasury.
We also met with more than two dozen congressional leaders.
I am extremely pleased to report that the overwhelming
majority of meetings were well received, and the delegation
remains highly optimistic of a positive result.
JAPAN IN SIGHT
Although trade talks with China are yet to come to a conclusion
at the time of writing—and trade between the United States,
Canada, and Mexico is also top of mind for many in Washington
—there was a strong sense of engagement for a trade agreement
with Japan from all those whom we met.
President Donald Trump is due to visit Japan this month and
in June, and there was strong understanding that Japan is a cri
tical market for US companies in a wide range of industries.
With the Comprehensive and Progressive Agreement for
Trans-Pacific Partnership—also known as the TPP11—and
the EU–Japan Economic Partnership Agreement increasing
competitive pressures, there is clear recognition that strong
economic relations—as a core pillar for the overall partnership
between our two countries—is needed.
There is also increasing recognition of the strategic challenges
in the region and the need for a strong partnership with Japan
to meet them. For such a partnership to be created, there must
be continual dialogue between both governments and their
respective private sectors.
ROADMAP
From these discussions, we put forth to US negotiators the
ACCJ’s four guiding principles as the basis for that partnership:

1 A comprehensive and high-standard US–Japan trade
agreement that reduces or eliminates tariff and non-tariff
measures across goods and services in all major sectors.
This includes intellectual property, customs and trade
facilitation, regulatory transparency, competition policy,
and procurement.
2 Prioritization of innovative areas with the greatest growth
potential—especially life sciences, digital trade, and services.
3 Emphasis on cooperative, bilateral alignment in setting
high standards that will support US–Japan leadership and
longer-term interests as well as cooperation in the IndoPacific region.
4 Reinforcement and advancement of ongoing domestic
reforms and trends in Japan that ensure the continued strength
of the country as a key strategic partner and a major global
market for US companies.

While the pursuit of a trade agreement dominated the
agenda, there were also opportunities to follow up on our
efforts to change the global intangible low-taxed income—or
GILTI—provision of the 2017 US tax reform. Frank Packard,
who was part of a mini-Doorknock last September, again
met with Treasury officials and is continuing to have their
attention on this critical issue.
TEAMWORK
After an intense few days, I can safely say that I have never
been part of a greater ACCJ team. This group of consummate
professionals delivered. Throughout a demanding daily
schedule, my colleagues carried out meetings flawlessly and
with great impact. I thank them for their superb commitment
on behalf of all members and our great advisory team, without
whom we would not have had such an opportunity. Our work
together shows how much our members and staff matter in
ensuring the voice of our advocacy is heard, loud and clear,
as one ACCJ!

I always appreciate hearing from members. If you have
something to share with me, please email me with your
comments at pjennings@accj.or.jp n

There was a strong sense of engagement for a
trade agreement with Japan from all those whom we met.
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Former Japanese Ambassador to the United States (2012–2018)

ACCJ 2018
PERSONS

YEAR

OF
THE

KENICHIRO SASAE
AND

Chair of the Nobuko Foundation

MRS. NOBUKO SASAE
Text by Nathalie Muto | Photos by Aston Bridgman

8

THE ACCJ JOURNAL

n

MAY 2019

I

n a ceremony on April 17 at the Roppongi Hills Club, the
American Chamber of Commerce in Japan (ACCJ) honored
Nobuko Sasae, chair of the Nobuko Forum, and former
Japanese Ambassador to the United States Kenichiro Sasae
with the ACCJ Persons of the Year Award.
They were selected for their commendable efforts in strengthe
ning the US–Japan bilateral partnership through their work in
Washington DC and their continued dedication after returning
to Japan. They are the first double recipients since former US
Ambassador to Japan John Roos and his wife Susan Roos were
presented the award in 2012 .
HONORABLE HISTORY
ACCJ Governor Ryan Armstrong began the ceremony by sharing
the history of the honor, explaining that the ACCJ Person of the
Year Award was launched in 1996 to recognize individuals who
have made significant contributions to enhancing the economic
relationship between the United States and Japan.
As Japan’s diplomatic voice in Washington DC from 2012 to
2018, the Sasaes played a key role in maintaining a relationship
that is critical to the prosperity of both nations.
When asked to take on the post, Mr. Sasae told his superiors
that he would not go to the United States if his wife did not
accompany him. She agreed to make the move, and her pre
sence became a critical part of their success. Mrs. Sasae—
an interpreter by profession—founded and moderated the
Nobuko Forum while in Washington DC. The goal of the bimonthly panel discussion, which continues to be held today,
is to empower young professional women in the United States
and Japan by lifting up the experiences and insights of powerful
women leaders in both countries.
Armstrong’s introduction was following by a video message
from ACCJ President Peter M. Jennings, who was regrettably
unable to attend due to business engagements.
“Today, we welcome and honor Ambassador and Mrs. Sasae,”
he said. “Mrs. Sasae, you have been a champion for the empo
werment of women professionals from both the United States
and Japan. Your initiative, leadership, and vision to promote
women’s empowerment matches closely with the ACCJ’s values
and priorities.
“Ambassador Sasae, your significant contributions and nearly
six-year term as Japanese Ambassador to the United States has
been absolutely pivotal in helping bring the US and Japanese
business communities closer together.”
ADMIRABLE ACCEPTANCE
Mrs. Sasae then took the podium and expressed gratitude
for her experiences in the United States. She highlighted the
importance of women’s empowerment and listed three key
points for individual growth:
■
■
■

Be bold
Take action
Be your own voice

ACCJ PERSONS OF THE YEAR

2017

Andy Saito, former CEO and president of
the Japan Exchange Group

2016

Caroline Kennedy, 29th United States Ambassador
to Japan

2015

Wendy Cutler, vice president and managing
director, Asia Society Policy Institute

2014

Fumiko Hayashi, mayor of Yokohama

2013

Fujio Cho, honorary chairman of
Toyota Motor Corporation and president
of the Japan Sports Association
John V. Roos, 28th US Ambassador to Japan

2012

Susan H. Roos, Labor attorney and wife of
the Ambassador

2011

Hiroshi Mikitani, CEO of Rakuten, Inc.

2010

Dr. Kiyoshi Kurokawa, professor at the National
Graduate Institute for Policy Studies, and chairman
of the Health Policy Institute, Japan

2009

Tadashi Yamamoto, president,
Japan Center for International Exchange (JCIE)

2008

J. Thomas Schieffer, 27th US Ambassador to Japan

2007

Prof. Heizo Takenaka, director of Keio University’s
Global Security Research Institute

2006

Hiroshi Okuda, senior advisor and member of the
board, Toyota Motor Corporation

2005

Taizo Nishimuro, chairman & CEO,
Tokyo Stock Exchange; advisor to the Board,
Toshiba Corporation

2004

Howard H. Baker Jr., 26th US Ambassador to Japan

2003

Yuzaburo Mogi, president & CEO,
Kikkoman Corporation

2002

Masamoto Yashiro, chairman & CEO,
Shinsei Bank, Limited

2001

Yoshihiko Miyauchi, chairman, Orix Corporation;
vice chairman, Keizai Doyukai; chair, Council for
Regulatory Reform

2000

Thomas S. Foley, 25th US Ambassador to Japan

1999

Dr. Kazuo Inamori, founder and chairman
emeritus, DDI (now KDDI) Corporation and
Kyocera Corporation

1998

Hideo Ishihara, chairman, Goldman Sachs Japan

1997

Yotaro Kobayashi, chairman and CEO, Fuji Xerox
Company, Ltd.
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She said that she is grateful to receive this honor from
Americans, because “it was my experience of living in America
that changed me and allowed me to move out of my comfort
zone. Life only begins at the end of your comfort zone.”
During her stay in Washington DC, Mrs. Sasae founded her
signature initiative, the Nobuko Forum. It is a way of fostering
discussion on a wide range of topics, such as entrepreneurship,
leadership, workplace diversity, and career-building.
Each Nobuko Forum is attended by some 100 distinguished
guests, including prominent Japanese and US professionals,
businesswomen, government officials, and civil service leaders.
WOMENOMICS
In Japan, the widening gender gap in business and politics has
long been a concern. The Global Gender Gap Report 2018,
published by the World Economic Forum, showed that Japan
has made slight progress—ranking 110th out of 149 countries
(up from 114th the year before)—but there is much work
to be done.
Realizing the need to empower women in her home country,
Mrs. Sasae extended the Nobuko Forum to Japan. “We need
to have a good process of encouraging women to go into
politics and be leaders,” she said.
Her continuous dedication and contributions to this cause
have been pivotal in assisting professional women in areas
such as career-building, leadership, workplace diversity,
and entrepreneurship.
DIPLOMATIC MESSAGE
Mr. Sasae’s remarks centered on gender diversity in politics,
the strong mutual dependence between the United States
and Japan, and the promising future ahead for the bilateral
relationship.
During his two-term residence as Japanese Ambassador to
the United States, Mr. Sasae spoke frequently at events held
by the US business community, actively engaged in economic
dialogues, and hosted ACCJ delegations during their annual
DC Doorknock visits.

Mr. Sasae with ACCJ Executive Director Laura Younger (left) and Governor Mari Matthews

In his acceptance speech, he briefly touched on the bilateral
trade agreement talks between the United States and Japan,
which kicked off the day before. Saying that we must be con
fident of our future, Mr. Sasae noted that the US–Japan
partnership has endured for more than 70 years and can
overcome any hurdles.
He also warned of the threats advanced technology and
weakened democratic institutions may pose, but said he is
certain that, together, the United States and Japan can lead
the world to a prosperous future. In his post-diplomatic
work, Mr. Sasae serves as president of the Japan Institute
of International Affairs, a private, non-partisan think tank
founded in 1959 to focus on foreign policy and security issues.
Although strong bilateral ties in politics, security, and trade,
were at the core of his remarks, a recurring theme was the
importance of women leaders.
“I believe this is an award given to joint work [my wife and
I] have developed together in Washington DC over five-anda-half years. If we have women leaders, prime ministers, and
presidents, then we will see a different kind of face of Japan–
US friendship. I want to live to see that happen.” n

ACCJ Governors Eriko Asai (left) and Ryan Armstrong (right) flank the 2018 Persons of the Year.
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DC DOORKNOCK

Bilateral Business
Visit to US Capitol leaves ACCJ leaders optimistic
By Nathalie Muto

E

ach year, a delegation from the American Chamber of
Commerce in Japan (ACCJ) travels to Washington, DC, to
meet with US lawmakers. Known as the DC Doorknock
(DCDK), it is one of the ACCJ’s most important annual events
and serves to strengthen ties between the US government and
US businesses in Japan.
This year’s DC Doorknock took place from April 1 to 4 and
was carried out by a delegation of 14 chamber leaders—inclu
ding 10 chief executive officer of Japan-based US Fortune 500
companies. It was the ACCJ’s largest and most senior
delegation yet.
TALKING POINTS
The DCDK was timed to precede the bilateral trade nego
tiations between Japan and the United States that took place
on April 15 and 16 in Washington.
The timing also served to boost the potential benefits to
US businesses of expected visits to Japan by US President
Donald Trump in May and June, during which he will meet
with Japanese Prime Minister Shinzo Abe.
Led by ACCJ President Peter M. Jennings, this year’s
delegation emphasized the need of a comprehensive, highquality US–Japan Trade Agreement (USJTA).

During the four-day visit, they met with more than 20
congressional leaders and representatives of the:
■
■
■
■
■
■

Office of the Vice President
National Security Council
Office of the US Trade Representative
Department of Commerce
Department of State
Department of the Treasury

Through these meetings, the ACCJ communicated the
importance of the Japanese market to US businesses and how
both countries can benefit from a bilateral trade agreement.
Outlining their vision for a successful USJTA, the ACCJ
delegates presented four actions that should be taken:
■
■
■
■

Eliminate tariff and non-tariff barriers
Prioritize highest-potential innovation
Support US–Japan cooperation
Build on Japan’s domestic reforms

In particular, they said that US-dominated industries, such
as life sciences and digital trade services, should receive more
attention during the bilateral negotiation.

Reduction or elimination of tariff and non-tariff
barriers in all major sectors—including agriculture,
automobiles, and pharmaceuticals—is critical.
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SENSE OF URGENCY
Although trade talks with Japan have been delayed due to
renegotiation of the North America Free Trade Agreement—
the text of which was signed in November—and ongoing
dialogue with China, the ACCJ delegation felt a sense of
urgency on the part of those with whom they spoke to
address the concerns presented.
Japan and the United States are each other’s second- and
fourth-largest trading partners, respectively. It was reinforced
by the meetings that Washington continues to see Japan as a
crucial market for a broad range of US business activities.
While pursuit of a bilateral agreement has been sidelined
by other negotiations on the US side, Japan has implemented
two significant trade pacts:
■
■

The EU–Japan Economic Partnership Agreement
The Comprehensive and Progressive Trans-Pacific
Partnership (TPP11)

Both went into effect earlier this year and have placed
the United States at a competitive disadvantage in the
Japanese market.
For example, the EU–Japan Economic Partnership
Agreement slashed tariffs on agricultural food products,
including meat and wine. It also lifted barriers on a range
of industrial products, such as chemicals, plastics, and
cosmetics. The TPP11 achieved a similar degree of tariff
reduction on such products coming from many Asia–Pacific
nations, as well as Canada and Mexico. Corresponding
sectors in the United States expect to lose market share
in Japan unless a favorable bilateral trade agreement can
be negotiated.
As the ACCJ delegation explained, goods and services
are equally critical components of an inclusive bilateral
agreement. Reduction or elimination of tariff and nontariff barriers in all major sectors—including agriculture,
automobiles, and pharmaceuticals—is critical.
The US withdrawal from the Trans-Pacific Partnership in
2017 raised concerns that Washington’s influence on business
in the Asia–Pacific region could be seriously weakened. Such
worries appear valid in light of the ongoing negotiation of
the Regional Comprehensive Economic Partnership (RCEP),
a process over which China’s weight is being felt. RCEP is
a proposed free-trade agreement that would include the 10
members of the Association of Southeast Asian Nations
(Brunei, Cambodia, Indonesia, Laos, Malaysia, Myanmar,

Peter Fitzgerald, president, Google Japan (left) and US Vice President Mike Pence

the Philippines, Singapore, Thailand, and Vietnam) and six
of their Asia–Pacific trading partners: Australia, China,
India, Japan, New Zealand, and South Korea.
Negotiation of RCEP began in 2013 and has yet to be
finalized. The ACCJ believes that, in the absence of such
a large-scale multilateral pact, a USJTA would be a great
opportunity for the United States to formulate a fair and
sophisticated standard for trade agreements that can be
leveraged for bilateral and multilateral negotiations with
other jurisdictions in the region.
CLOSING REMARKS
This year’s DCDK was highly successful, and the way in which
leaders and lawmakers welcomed the delegates, and listened
to their concerns and recommendations, was promising.
Now that direct bilateral talks have begun, the ACCJ looks
forward to playing a role in the creation of a comprehensive
trade agreement between the United States and Japan. The
meetings in Washington, showed how vital it is to have an
open dialogue between the US government and its citizens
who do business in Japan. Thanks to the warm reception and
attentive ears, the ACCJ delegation returned to Japan feeling
optimistic that a comprehensive USJTA—one that benefits
both economies—is on the horizon. n
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ACCJ
EVENTS

1 Naoto Hirakata, manager of the Smart Energy
Solutions Department at NTT Facilities, spoke
at the joint-chamber event “Investing in Clean
Energy: Renewable Energy Certificates (RECs) or
Equivalents in Japan” at Tokyo American Club on
April 3. The luncheon was co-hosted by the French
Chamber of Commerce & Industry in Japan, the
Canadian Chamber of Commerce in Japan, and
the Australian and New Zealand Chamber of
Commerce in Japan.

2 ACCJ Independent Business Committee Vice-Chair
Mary Nishikawa (left) presents a certificate of
apprec iation to Kiyoshi Sekine, chief executive
officer of Interactive Solutions Corporation, for his
presentation “Leap over the Conformance Hurdle in
Pharma Sales” at Tokyo American Club on March 20.

3 From left: ACCJ Taxation Committee Co-Chair

1

Brian Douglas with PwC Global Mobility Services
Director Paul Houston and Manager Ham Cheong,
who spoke at the US Individual Taxation Seminar at
Tokyo American Club on April 4.

4 GE Japan President and CEO Eriko Asai (front
center in white) gave a presentation to conclude
the ACCJ-Kansai Leadership Series at the Hilton
Osaka on April 18.

5 Ryosuke Naka (left) and Miyako Ikuta (center), of law
firm Kitahama Partners, led a workshop that looked
at the European Union’s General Data Protection
Regulation from a Japanese perspective at the
Kitahama Partners Osaka office on April 17.

2

3

6 More than 50 members and guests enjoyed the
start of spring with great food and networking at
the 2019 ACCJ-Kansai Spring Meet and Greet at
The Place Kobe on April 19.

7 Jennifer Steinmetz, F135 field service representative
at Pratt & Whitney (center), presented “How to
Overcome Stereotypes to Succeed in Business” at
the third session of the 2019 ACCJ-Chubu Young
Professionals Mentorship Series at the Hilton
Nagoya on April 2.

4

UPCOMING EVENTS
Please visit www.accj.or.jp for a complete
list of upcoming ACCJ events or check our
weekly e-newsletter, The ACCJ Insider.
• MAY 17

The Power of Nipponomics:
Capitalism that Works

5

6

• MAY 19

The 28th ACCJ/NIS Chubu Walkathon
(Chubu Event)
• MAY 23

Navigating the US–China Technology
Distrust and Trade War
• MAY 31

Digital Economy Conference
facebook.com/The.ACCJ
twitter.com/AmChamJapan
youtube.com/user/AmChamJapan
linkedin.com/company/
american-chamber-of-commerce-in-japan
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Shifting Culture
Can Japanese companies change?
By Nancy Ngou

A

s Japan officially begins the Reiwa era, this historic tran
sition is emblematic of the transformations companies in
Japan are undergoing. The Fourth Industrial Revolution is
expected to dramatically change every industry and the way
people work, and to create opportunities for new products,
services, and customers.
Sometimes called Industry 4.0, this global shift is driven by
digital systems, networked communications, machine learning,
and large-scale data analysis, and the integration of these into
business and production processes to make them self-sustaining
and more efficient.
Combined with the impact of Japan’s changing labor demo
graphics and spending patterns—and Japan’s strength in
technology development—the Fourth Industrial Revolution
is leading companies to transform the customer experience,
increase productivity, enable diversity, and accelerate inno
vation. These transformations require a different employee
mindset and behavior, and—at the core—a different culture.
It is Japan’s enviable culture that has enabled it, as an island
nation, to wield economic power and political influence as
the world’s third-largest economy. The country’s economic
advancement has been achieved through a culture of dedi
cation and hard work, with unmatched quality, processes, and
manufacturing technology.
This disciplined, rules-based culture, however, is not con
ducive to the nimble, inclusive, and experiential business

approach needed to pivot to the new realities of Industry 4.0.
Leaders in Japan realize that their companies must transform,
but many are struggling with how to shift their corporate culture.
Why does Japan have a reputation for being difficult to change?
There are several characteristics unique to this culture that
make the process of change different. These include the strength
of the culture, the reliance on middle management, and a low
level of trust placed in leaders by workers.
CULTURAL STRENGTH
Japan’s strong business norms and culture are evident in so
many ways, from the formality and respectfulness of its lan
guage (keigo) to the strict business manners (where and how
to sit and act) and communication protocols (who speaks first,
order of escalation). These are all reinforced by family, labor
laws, and business practices.
It is widely understood that the stronger the culture, the
more difficult it is to change. The benefit of this strength,
however, is that acceptance is quick once something appears
to be the norm.
Companies that are successful at effecting change authen
tically communicate the same message numerous times from all
levels of the organization connected to workers’ daily tasks.
They utilize influencers and data, and align the workforce
and business model to expedite normalization of the desired
behaviors. For example, companies seeking greater levels of

Leaders in Japan realize that their companies must transform,
but many are struggling with how to shift their corporate culture.
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innovation not only celebrate team innovation successes, but
also “good tries.” They measure and reward ideas, not just
results, and streamline their approval processes to encourage
and normalize the desired behaviors.
RELIANCE ON MIDDLE MANAGEMENT
The organizational and power dynamics in most Japanese
companies differ from those found in other countries, where
change is typically driven from the top. In Japan, without
buy-in from middle managers and other key influencers,
change either won’t happen or will only appear to do so. Firm
commitment and accountability by leadership is critical.
However, due to a number of factors—including Japan’s
consensus-based culture, tradition of long-term employment,
and job rotation and promotion systems—sustainable change
will not happen unless middle managers buy in.
So, how do you get these critical players on board?
Successful companies accomplish this by involving middle
managers from the beginning, giving them the necessary time
and resources, and empowering them to determine how to
achieve the desired state.
Middle managers must be able to work through their
priority issues before they can envision the end result. This
takes time and patience. It must also be managed through
ongoing realignment discussions with leadership. Once the
middle managers agree, the desired change is adopted more
quickly and smoothly.
LOW TRUST
The work environment of many Japanese companies is charac
terized by harmony and safety. This would seem to translate
into a trusting environment, but a global survey conducted in
eight countries found that—when it comes to believing that
leaders, bosses, and co-workers are being open and transparent
in their communications—Japanese workers have a lower level
of trust than the others.

Mechanization, steam
power, weaving loom

Mass production, assembly
line, electrical energy

1784

1870

Although Japan’s survey scores are usually more conservative
than those of other countries, the gap in trust was significant.
Mistrust is reinforced by what is at the heart of Japanese
business culture: the indirect communication style, conflict
avoidance, and need to “read the air” to determine what
message is being conveyed.
LEADERSHIP MATTERS
To accept change and overcome the fear of unexpected nega
tive impact, trust in the leader is imperative. Without trust,
it is unrealistic to expect that employees will truly change
their behavior. Trust can be built with authentic, transparent
communication up front. It’s not enough just to announce
things right before implementation.
It is also not enough to simply state the vision. Explain the
“purpose” (rooted in societal benefits), “why” change is needed
(and why now), “what” will be implemented and “how,”
and the impact on each person’s daily work. Successful leaders
take time to speak with—and truly listen to—employees.
They provide regular updates and measures to show their
commitment and accountability for success. Vulnerability and
transparency help develop trust.
In this new era of business transformations, the right culture
and behaviors are critical to a company’s ability to achieve
its strategy. Japan’s corporate culture has been an important
competitive advantage, and it can continue to be a strength if it
can successfully evolve with the changing world of Industry 4.0.
Yes, change in Japan is possible! But it must be approached—
and deliberately managed—in a way that takes into account the
cultural and systemic uniqueness of this culture. n

Nancy Ngou is ACCJ treasurer and associate partner at
EY Advisory and Consulting Co., Ltd. where she leads the
Organizational Change practice, helping companies transform
their business and culture.
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Dr. Greg Story, President
Dale Carnegie Training Japan

Try A Taste Of Dale Carnegie
Free Training Sessions To Try Before You Buy

The Best Time To Invest in Yourself and Your Team
Was Yesterday
The Next Best Time
Is Today
Free Session information for the Dale Carnegie Course
We have in-house and public classes in both Japanese and English.
If you would like additional information on:
• Leadership
• Sales
• Communication
• Presentation skills
go to our website: ENJAPAN.DALECARNEGIE.COM
or contact us: info2@dale-carnegie.co.jp
Dale Carnegie Training Japan
Akasaka 2-chome Annex 5th Floor, 2-19-8 Akasaka, Minato-ku, Tokyo 107-0052
TEL: 0120-987-099, 03-4563-1963 weekdays 9:00~18:00, closed Sat/Sun/Holidays
FAX: 03-4563-1964

CHUBU

Nagoya Rising
Japan’s industrial heartland outgrows Osaka
By Gary Schaefer

C

all it the blip heard around Japan’s
manufacturing world. A pair of littlenoticed statistics, published last year,
showed a historic reversal of fortunes in
Nagoya and Osaka, Japan’s manufacturing
and mercantile capitals.
The economies of these two cities have
long ranked second and third nationally,
trailing only the megalopolis that is Tokyo.
Not anymore. The gross regional product
(GRP) of Aichi Prefecture, the region that
is home to Nagoya and 7.5 million people,
has now surpassed that of Osaka Prefecture.
For the Japanese fiscal year ended
March 2016—the most recent 12-month
period for which statisticians have
tabulated figures—Aichi’s nominal GRP
was ¥39.56 trillion ($350 billion).
Economically, Aichi now tiptoes above
Osaka (¥39.11 trillion) and stands above
some entire countries, such as Denmark.
STATISTICAL STORY
Nagoya is the buckle in Japan’s factory belt,
binding together a region that is home to
household names such as Toyota Motor
Corporation, Denso Corporation, Brother
Industries, Noritake Company Limited,
and Makita Corporation.
Nagoyans have Sakichi Toyoda to thank
for this. He invented a loom in 1924 that
not only revolutionized Japan’s textile
industry but also paid for a spin-off that
became the Toyota Motor Company.
Today, autos and auto parts are Aichi’s
biggest industry, accounting for onethird of jobs.
Nagoya is also a runway for Japanese
aviation. The Boeing Company, Lockheed
Martin Corporation, and The Raytheon
Company are partnering with Mitsubishi
Heavy Industries, Ltd. on high-flying
projects, such as making the wings for
the 787 Dreamliner (Boeing), assembling
the F-35A stealth fighter (Lockheed), and
producing parts for the SM-3 Block IIA
missile (Raytheon).
Statistics tell the story of Nagoya’s
industrial dominance with assembly-line

large Japanese companies headquartered
in Nagoya increased in recent decades,
from six to eight percent.
PAY IT FORWARD
The most visible manifestation of Nagoya’s
rise has been a record growth spurt, driven
by export sales and capital investments. In
March 2019, the Bank of Japan assessed
the region’s economy as “expanding” for an
18th straight month, its longest such run
this century.
Confidence in Nagoya’s economic
prospects has translated into a surge of
investment in equipment as well as research
and development. One survey showed that,
last year, major companies in the region
collectively earmarked $34 billion for invest
ments, some of which has gone toward US
manufacturing operations. This has created
high-paying jobs for Americans and a
win–win for both economies.

monotony. The greater Nagoya area, inclu
ding Aichi, has topped Japan’s 47 prefectures
in manufacturing for the past 40 years.
In 2017, industrial shipments were almost
triple those of its nearest rival, Kanagawa.
BEYOND THE BLAST FURNACE
But that’s old news for Nagoyans. The GRP
data is the latest in a slew of new metrics
that point to the possibility of a broader
reshuffling of Japan’s regional economic
deck. Attracted by a labor shortage in
the region’s ubiquitous factories, Aichi’s
population of foreign-born workers
surpassed Osaka’s in 2016 and is now
second only to that of Tokyo. The influx—
with Brazilians, Chinese, and Filipinos
leading the way—explains why Aichi was
one of just seven prefectures to eke out
a population increase in 2017. While
local leaders around Japan
have bemoaned the great
sucking sound emanating
from Tokyo for as long as
anyone can remember,
the percentage of

MANUFACTURING MODESTY
And there’s more to come. Japan’s first domes
tically made jetliner—built in Nagoya, of
course—will take off in 2020. Nagoya plans
to restore its iconic 17th-century castle by
2022, the same year Japanimation giant
Ghibli opens its first theme park near the
city. And a magnetically levitated super-train
will whoosh into town in 2027, slashing
the travel time between Nagoya and Tokyo
from 90 minutes to just 40.
All of which is to say that the future
is looking up for a city synonymous with
manufacturing, modesty, and the delicious
local speciality miso katsu. While they’ll
never do it with the flash of their extro
verted cousins in Osaka, Nagoyans should
be forgiven for indulging in a little
uncharacteristic swagger. n

Gary Schaefer is principal officer at the
U.S. Consulate Nagoya and a member of
the ACCJ-Chubu executive committee.

From the May 2019 issue of The ACCJ Journal, published
for the American Chamber of Commerce in Japan by
Custom Media.
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BEYOND

2030
Future-proof your career
for a data-driven future
By Julian Ryall

The skills considered critical for an executive today
were unheard of just two decades ago—or were in
their nascent stages at best. Back then, Big Data,
artificial intelligence (AI), deep learning, and
autonomous solutions were in their infancy. Now
they play a significant role in business decisions.
Given the rapidity of change, experts agree that
similar transformations not yet perceived will
impact future generations of corporate leaders.
SHIFTING SKILLS
To future-proof their careers, new entrants into the corporate
world—and those already rising through the ranks—must
be open to “unlearning and relearning,” as one education
expert put it.
“I believe that skills such as innovative problem-solving,
strategic thinking, and effective decision-making will always
be at the forefront,” said Professor Kevyn Yong, associate
dean of Executive Education at the Asia-Pacific campus in
Singapore of the ESSEC Business School, headquartered in
France. “The difference in 10 years’ time is that these skills
will be needed in a very different context from today,” he told
The ACCJ Journal.
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“This is a future context that involves greater complexity,
in that the problem-solver, strategic thinker, and decisionmaker faces the paradox of information and technology,”
he added. “That is, on the one hand, the individual will be
aided by higher information quality and quantity, and by
new technologies to make better decisions. On the other
hand, the risk of information overload and ever-changing
technologies makes for a highly VUCA—or volatile,
uncertain, complex and ambiguous—environment.”
There is also likely to be an added emphasis on management
skills that meet people’s changing needs, such as growing
concerns over work–life balance, said Professor Andrew Chan,
executive associate dean of MBA programs at the Chinese
University of Hong Kong.
“Previously, organizations were more hierarchical and are
now shifting towards more task-based ones. Strategies such
as blue-ocean [new market entry exploration], corporate
social integration, and technology disruptions are moving in.
The different skills, knowledge, and strategies are adjusted to
the changing demands of the global economy,” he said, citing
the rapid development of China’s Belt and Road and Greater
Bay Area initiatives. “One needs to understand how they can
work best at their functional areas.”
“In Hong Kong, professional skills such as accountancy,
legal, compliance, due diligence, and investing have been
evolving based on strategic changes. Technologies such as
Big Data, AI, and deep learning will replace skill sets like
CRM and data mining,” Chan added. “Therefore, continuous

EDUCATION

learning, unlearning, and relearning—inside and outside the
workplace—is critical.”
And while Angelina Kee, associate director of the Centre for
Asset Management Research and Investments (CAMRI) at the
National University of Singapore (NUS), says the precise skills
that are required by executives in the future are “anyone’s guess,”
she does believe there are two important life skills that we all
should embrace: adaptability and teachability.
“With the world constantly changing, to thrive a successful
executive must learn to adapt to changes, make the best of the
hand he or she has been dealt, and learn from experiences,” she
said. “A good understanding of technological transformation—
and how it weaves itself into the work arena—is an important
trend to embrace, while keeping up with the latest
developments in your area of expertise would be very helpful
in futureproofing yourself.”

ESSEC Business School Asia-Pacific campus in Singapore

AREAS OF CHANGE
In the face of globalization and digitalization, JAC Recruitment
Asked to identify which jobs are likely to face the biggest
Principal Analyst Toshihiro Kurozawa believes that institutions
challenges, analysts agreed that positions which are routine
need to instruct students in “how to learn.” They must deliver
and repetitive are at risk of being replaced—potentially quite
individualized education and introduce the “flipped classroom,”
soon—by AI.
as he calls it, a learning environment in which the gathering of
Those working in executive recruitment concur.
information and knowledge is carried out before the class, then
“AI, Big Data, robotics, and machine learning are a near and
debated and dissected.
present threat to many of the roles or jobs that exist today in
lots of our industries and institutions,” said Struan McKay, chief
FIGHT FOR TOMORROW
executive officer of RGF Executive Search Japan.
The schools interviewed for this article are acutely aware of the
“At lower levels, as an example, transport drivers will, for
responsibility on their shoulders to deliver an education that
sure, be almost entirely replaced by autonomous solutions. But
meets the needs of both tomorrow’s executives and the business
finance, insurance, retail, and other sectors will all see large-scale
environment in which they will work.
disruption,” he said. “A data analyst
“To meet the changing needs of
role wouldn’t be my first choice for
Technologies such as Big Data, companies, we continuously collaborate
career path from now. A more humanwith our corporate partners and friends
AI, and deep learning will
touch choice—such as sales, marketing,
in industry as we strive to produce
replace skill sets like CRM
creative design, or law—would be high
cutting-edge research that advances
on my list of recommendations.”
and informs best practices,” said Yong.
and data mining.
According to McKay, “Too many
As part of that, ESSEC is focused on
students enter the workplace with narrow perceptions that
co-creating courses and developing new areas of study that
stay with them for life.” To prepare these students, education
meet the forward-looking needs of companies. Examples are
establishments, he said, must address three key skill areas:
the school’s Master of Science in Data Analytics and Master of
Science in Marketing and Digital programs.
■ Functional
The average age of students in the full-time ESSEC Global
Coding, AI development, engineering, agriculture, etc.
MBA program is 29, while the average age of those pursuing the
■ Language
ESSEC & Mannheim Executive MBA is 39. Students are drawn
Tech is unlikely to fully break this barrier in the near future
from a wide variety of business sectors, with about 29 percent
■ Global
coming from marketing and sales, 15 percent from consulting,
Thinking outside the box, seeing the big picture and
and about 14 percent from general management. A further
alternatives
13 percent are drawn from business development. Other

PROFESSOR KEVYN YONG

Associate dean of Executive Education
at the Asia-Pacific campus of the ESSEC
Business School

PROFESSOR ANDREW CHAN

Executive associate dean of MBA programs
at the Chinese University of Hong Kong.
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The Centre for Asset Management Research and Investments (CAMRI) at the National University of Singapore

A decade can pass in the blink of
an eye, and those who rest on their
laurels—satisfied with a currently
comfortable position—could find
themselves left out in the cold
10 years hence.
industrial sectors—including finance, operations, supply
chain, purchasing, accounting, and management control—
are also represented.
The ESSEC & Mannheim Executive MBA takes 15 months
to complete and is designed to “help prepare future leaders for
continuously changing landscapes and uncertainty,” explained
Yong. The course achieves this through “adherence to best
practices and the essentials of business, while also tackling
newer focal areas, including digital business, innovation, and
entrepreneurship.”
The institution also runs corporate programs, assisting
partners to develop courses that focus on helping their senior

ANGELINA KEE
Associate director of the Centre for Asset
Management Research and Investments
(CAMRI) at the National University of
Singapore (NUS)
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leaders—including C-suite professionals—“stay sharp and
ahead of their competition, and help future leaders, such as
high-potential talent, build the necessary skills and knowledge
to lead their organizations in tomorrow’s context.”
Back in Singapore, NUS has similarly fostered close ties
with organizations, policymakers, and businesses “to better
understand their requirements,” said Kee.
“This enables us to be intentional in educating students
who are relevant to the needs of the business community,”
she said. Students at NUS hone their skills through internships,
consulting practicums, and other experience-based learning
opportunities.
“Companies value creative thinkers, problem-solvers,
strategists, individuals who are resilient and creators of
practical products,” she added.
To answer the growing needs of industry, through CAMRI
the school offers a graduate certificate in Applied Portfolio
Management. The certificate can be earned as part of an
executive program, and the upcoming 2019 run is scheduled
for one week from November 18. Also planned is an
Executive Master of Science in Investments and Portfolio Risk
Management program, which is scheduled to start in April
2020 and targets professionals with relevant work experience.

STRUAN MCKAY
Chief executive officer of RGF Executive
Search Japan

EDUCATION

TOSHIHIRO KUROZAWA
JAC Recruitment principal analyst

Lobby of CUHK Business School

“CAMRI’s goal is to prepare our students to become welltrained and well-intentioned money managers and research
analysts via hands-on, team-based, experiential learning at
both the academic and professional levels,” Kee said.
“We achieve this by equipping our facilities with the best
research, teaching, and learning tools available in the asset
management industry, and to serve as an incubator and
generator of new investment research, strategies, and ideas.
“In the process, we hope to be recognized as Asia’s leading
center for asset management research and investments, which
is part of the NUS Business School’s aim to be Asia’s premier
global business school.”
TOMORROW’S TOOLS
CAMRI’s EMIR program is designed to equip students with
the tools they require to unravel and assess developments in the
finance sector, with specific regard to the latest developments.
Key components of the course include teaching students to:
■
■
■
■

Understand fundamental corporate valuations
Use statistical tools to analyze securities
Apply the latest developments in fintech
Select the best tools for portfolio risk management

And, Kee added, the course has been designed to ensure it
remains relevant for the future.
“First, as AI is deployed in the world of trading and asset
management, there will be a growing need to keep pace with
developments in this area,” she said. “Second, financial
services companies will have a growing responsibility for
accountability as regulatory scrutiny intensifies. This elevated
obligation and responsibility will result in the need for greater
documentation and disclosure—all of which work in favor of
using machines more.”

As a result, the program “is packaged to neatly address the
issues of mastering quantitative methodology, machine
learning, and the latest developments in that space,” Kee said.
“All this is provided alongside foundational grounding in
fundamental corporate financial analysis and valuation.”
At the Chinese University of Hong Kong’s Business School,
“Programs are constantly improving to cater to the changing
needs of the business world,” said Chan.
“Despite having the same course names year after year, the
components for core subjects such as accounting, financial
management, business law, and so on are changed to reflect
the new knowledge that is required for a student to excel.
Elective courses—such as entrepreneurship spirit, startups,
and startup financing—develop the skills and convey the
knowledge that students will need to stand out in a changing
economic environment.”
Perhaps unsurprisingly, the most sought-after course at the
university at present is Applied Entrepreneurship, a highly
practical examination of the sector that emphasizes topics
related to executing a business opportunity and securing
the required financial resources. Students are also taught
about making investment presentations to a group of senior
executives, angel investors, and venture capitalists, as well
as being taught the skills and knowledge required to launch
their own business.
The school also makes the most of Hong Kong’s close ties
with China and its unrivalled knowledge of the Chinese market,
Chan said, while the MBA course is “equipping future mana
gers with what will be expected of them.”
DIGITAL DIVE
These are just three examples of schools that see where we
are headed and have tailored programs not just for today,
but for tomorrow. A decade can pass in the blink of an
eye, and those who rest on their laurels—satisfied with a
currently comfortable position—could find themselves left
out in the cold 10 years hence. The world of 2030 may be
unrecognizable to those prospering today. While the exact
needs of tomorrow cannot be known, there is no doubt that
we will find ourselves in a data-driven world. Best to dive
in and start future-proofing now. n
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When Lena Morita and Tutti Quintella first met
in the summer of 2018, they had no idea that their

TECH LEAD
Non-profit inspires and elevates
women in STEM fields
By John Amari

passion for technology—and software development
in particular—would put them on a path to selfdiscovery and global leadership.
And yet, via their roles as directors at Women Who Code
(WWCode), that’s exactly what is happening. WWCode is
an international non-profit organization with a mission to
empower women in tech fields.
“Being out there and being visible has allowed me to meet
so many amazing people in the community who are similarly
engaged and motivated,” Morita told The ACCJ Journal.
“Knowing that there are people who are working hard to
give back to the community has worked miracles for my
daily motivation.”
Quintella agrees. “I didn’t know how much I would learn by
doing all this. To be honest, when I joined, I was so naive about
diversity. I didn’t know how important it was. I just thought,
‘Cool. This is a group I can relate to.’ But then I learned so much
along the way.’”
PIPELINES AND SAFETY NETS
As volunteer leaders at the Tokyo chapter of WWCode, the
challenge for Morita and Quintella is stark: How do you inspire
and elevate women in technology fields so that they can reach
the stars? And how do you keep them there?
“What we say as Women Who Code—the international
group—is that it’s not just a pipeline problem,” Morita explained.
“It’s not that we just want to increase the number of women in
science, technology, engineering and mathematics (STEM)
fields, but we also want to retain them.”
One thing that Morita and Quintella have noticed is that
women are leaving the tech world at alarmingly high rates.
“So even if we pump out more computer science graduates,
it’s not like we automatically fix the gender imbalances in the
industry,” she continued. “The industry as a whole needs to fix
this problem so that we can thrive and succeed in this world.”
SEEING IS TO IMAGINE
WWCode Tokyo has four directors, each of whom has to com
mit five to 10 hours a week to the organization. A key part of a
director’s role is to ensure that the chapter is active and engaged
with the community. This involves a variety of tasks, such as
streamlining organizational structure, identifying milestones,
as well as planning and organizing meetings and events. Onboarding and mentoring new members is also important.
“What I’m trying to do right now is to mentor volunteers so
that they have the autonomy to run their own events,” Quintella
explained. “We want to train enough of them so that they want
such positions of leadership.”
Inspiring and empowering women is a foundational principle
for the organization. Why is this important?
“A lot of times, people don’t even know that positions such
as tech lead, tech specialist, or chief technology officer exist, or
that they should put themselves forward for them,” Quintella
said. “That’s our main focus: to inspire women to excel in
careers in technology.”
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FROM SELF TO COMMUNITY
Born and raised in Tokyo, Morita attended the American School
in Japan for junior high school and the Christian Academy in
Japan for high school.
Having made the decision not to attend college, she spent
most of her twenties as a self-taught, freelance designer in the
print industry. But, even then, she studied programming—
over a seven-year period—as a hobby.
When the opportunity came to transition into tech, she did
so in a digital design agency in Tokyo, where she worked as a
designer and software developer.
Today, she works as a JavaScript engineer at Automattic Inc.,
an internet company known for developing platforms such as
WordPress, the free, open-source content management system
that has come to power much of the web.
Why did Morita decide to volunteer at WWCode, given that
she had a lot on her plate in her day job?
“Although I was 32 years old and still a junior developer,
when I decided to volunteer, I was at an age where you start to
become more conscious about societal issues,” she explained.
“I realized that I’d lived through my twenties just thinking
about myself and not really doing anything for communities.
So, I wanted to take on more.”

EDUCATION

Morita shares the view. “You can’t imagine what you can’t
see. If you can’t see very accomplished women engineers or
leaders, it’s really hard—even subconsciously—to imagine
yourself going into those roles.”
For Morita and Quintella, fighting off the “subconscious
limiter” that keeps women from challenging for leadership
roles in STEM fields has been a near-daily battle.
“It takes a conscious effort to seek out role models for what
you can be,” Morita confessed.

“If you can’t see very
accomplished women
engineers or leaders, it’s
really hard . . .
to imagine yourself
going into those roles.”

Quintella has become a mentor for aspiring programmers.

WILLING TO LEAD
Quintella was born near São Paolo State, Brazil, to a family with
a background in natural sciences, the study of the physical world.
Her dad is a statistician who studied engineering and physics.
Her mom is a physician.
So, it made sense that she would seek out a career in a tech
nical or medical field.
As is turned out, Quintella was a fan of Japanese animation
when in high school and was able to download a number of
programs that were not then readily available in Brazil.
When friends asked her to share links to the content, she
did so on a blog. But soon the blog couldn’t handle demand,
so she created a dedicated website. To learn how, she selfstudied web development in her free time after school.

Morita welcomes attendees at WWCode Tokyo
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Lakeland University, Japan Campus is a branch
Lakeland College Japan (LCJ) is a branch campus of an
campus of an American university conveniently
American college conveniently located in Shinjuku.
located in Shinjuku.
Students can earn an Associate of Arts degree in Tokyo recognized
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both an
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and the
Ministry of
Students
can
earn an accrediting
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Education.
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EDUCATION

Morita and Quintella attended the WWCode CONNECT 2019 Conference in San Francisco on April 13.

It was that early success with creating a website that helped
her choose a course of study in college. She graduated with a
degree in computer engineering from the Pontifical Catholic
University of Campinas in São Paolo State.
After graduation, Quintella worked for a startup based in her
hometown that was developing online and app-based software
for off-site project management. A year later, she transitioned
to tech giant Samsung Group, where she developed apps for
the company’s android smartphones.
She then spent almost three years with e-learning startup
Quipper, which was based in London. Today, she is a soft
ware engineer and technical program manager at Japanese
e-commerce unicorn Mercari.
She is nostalgic about her first days at WWCode. “At that
time, the study session at WWCode Tokyo had about 10 people;
and the chapter only had two directors. But I thought, ‘This
is amazing. You have these free events and with a foundation
of encouraging women in tech—both in order to stay and
advance their careers in the field.’”
GLOBAL LEADERS
Morita has been with WWCode Tokyo for a year and Quintella
has been there for nine months. How has the chapter evolved
during that time?
Initially, it was fairly decentralized, with individual members
free to organize events as they pleased. And events were held
irregularly. “But I thought that we could be more powerful if we
shared our resources and worked together,” Quintella said.
As a result of greater centralization of resources, memberto-member engagement has improved and the organization
is growing rapidly.
Members now share ideas and manage projects using
platforms such as Notion, an app and wiki for note-taking,
data collection, and collaboration.
Via the platform, new members can find resources and
guides to leadership, how to run an event, and how to define
target audiences.
What’s more, the number—and variety—of events has
increased from one per month to about three. These include
study sessions, talk nights, hands-on workshops, and events
for novice public speakers.

Recently, the sharing of resources happens not only at the
local-chapter level, but also between WWCode’s headquarters
and other chapters around the world.
Indeed, WWCode Tokyo is working with chapters in the
region to organize the first Asia-wide conference, namely,
“WWCode CONNECT, Asia.” The event will take place
in Singapore.
Other areas of improvement are in branding and outreach
to the Japanese community. “Sometimes it’s way harder to
reach Japanese-speaking rather than non-Japanese speaking
audiences,” Quintella admits.
Since its founding five years ago, WWCode Tokyo has
grown from a few volunteers and members to more than
10 volunteers and 1,300 members. Around the world, the
organization has more than 180,000 members in more than
20 countries.
ASPIRE TO INSPIRE
In April, Morita and Quintella were in San Francisco, where they
were among thousands of attendees at the two-day WWCode
CONNECT 2019 conference and leadership summit.
Last year, after Morita attended the San Francisco conference
for the first time, she returned with this takeaway: “It prepared me
to take on more professional leadership roles. Now that I’m in a
mid-sized company, those roles will come up. And when they
do, I’ll feel pretty ready.”
Quintella, who spoke at the WWCode CONNECT summit
this year, feels the same way. About the impact her experience
at WWCode has already had on her own life, she said: “The
opportunities that it has given for my career—even as a
volunteer—have been amazing. And that’s not something that
you usually think about when you’re volunteering. By giving
your time, you get so much more back.”
Ultimately, for Morita and Quintella, the greatest satisfaction
comes from giving back to the community, and inspiring and
elevating a new generation of women to pursue careers in
tech-related fields.
At a recent workshop in Tokyo, a shy Japanese attendee
walked up to Quintella and said: “I just want to say that I
saw your presentation at the last event, and so I came to this
workshop. My goal is to be like you.” n
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DRIVING
DIVERSITY
Women leaders gather
to boost change
in the workplace
Text by Megan Casson
Photos by Hiromasa Takeuchi

Diversity and inclusion (D&I) is increasingly at
the heart of corporate change. Recognizing the
potential that has been overlooked for far too long,
companies are crafting initiatives that aim to find
better gender-balance in the workplace. This means
not only opening up more opportunities to women,
but, in countries such as Japan, it is key to shoring
up a shrinking workforce.
The American Chamber of Commerce in Japan (ACCJ) is
highly active in this area, advocating for women in business
(WIB) through its annual WIB Summits, collaboration with
Japanese business and government, and white papers such as
the recently published Women in Business Toolkit Untapping
Potential: Case Studies, a survey that provides examples of
concrete business initiatives to increase the number of women
in management and leadership roles in Japan.
RESILIENT LEADERSHIP
The ACCJ is certainly not alone in its efforts, and on
February 22 Tokyo played host to WomenCorporateDirectors
(WCD), an organization whose members serve on more than
8,500 public and private boards across six continents.
Representing women leaders in business, the West Palm Beach,
FL-based WCD comprises chief executives, board chairs and
members, lead directors, C-suite executives, and heads of
global divisions in the major indices.
With the goal of increasing representation of women on
boards and in leadership positions, the WCD holds many
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regional events, as well as a global gathering. Through these
occasions, the group provides research and tools for women
directors regarding leadership, strategy and operations,
as well as best governance practices.
The WCD’s 2019 Asia–Pacific Institute was held at The
Westin Tokyo, in the Ebisu district of Tokyo, with the theme
“Resilient Leadership for a Disruptive Era.” A variety of
esteemed speakers gave talks on how their companies are
implementing gender diversity. The ACCJ Journal attended to
explore the range of panels that featured in-depth discussions
about developing technologies and how women continue to
seek an equal place at decision-making levels.
APPLIED INTELLIGENCE
Nancy Calderon, partner at global auditor KPMG, moderated
the first panel discussion entitled “Almost Human: The Age of
Applied Intelligence.” Joining the panel to consider the impact
artificial intelligence (AI) will have on D&I and unconscious
bias were Jennifer C. Chen, partner in intellectual property at
global law firm Vinson & Elkins, and Yumi Clark, vice
president of product and solutions at Visa Worldwide, Japan.
Clark explained that “90 percent of the world’s data has
been created in the past year, and 2.5 quintillion bytes of data
are created every day.” With so much data available—and
multiplying exponentially—the abilities of AI are growing
rapidly and its incorporation, along with other disruptive
technologies, into everyday business is unstoppable.
The panel also discussed how AI could benefit businesses
and consumers and eliminate unconscious biases in general.
They used call centers as an example. “Think about the pre
judices or biases we all have about calling call centers and
dealing with somebody that does not speak our language,”
said Calderon. “We can now train computers to answer the

D&I

WCD Chief Executive Officer Susan C. Keating

phone and talk to you in your dialect.” Speaking with a bot,
she said, will eliminate communication issues, because it will
be able to adjust its language settings to suit the caller. It will
also encourage efficiency due to its quick, factual responses.
“Often when people hear about things such as this from a
customer service perspective, they think machine learning
is taking over,” Calderon added. And there is a disconnect
between how workers and bosses see the role AI will play.
While 60 percent of HR workers believe that AI will take jobs
from humans, 62 percent of CEOs believe the technology
will create jobs.
How can that be? While some jobs may become automated,
others that still require a human touch will become more
important. Scientists and engineers, for example, will be
in higher demand. This shift opens up new avenues and
approaches to training, and the panel discussed how it creates
an opportunity to bring more underrepresented groups
into the workforce.
AGING WORKERS
The second panel discussion, entitled “Adapting Technology
for Aging Labor Markets,” focused on how tech advances can
be utilized to benefit Japan’s aging labor force. Moderated
by Peta Latimer, chief executive officer of HR consultancy
Mercer Singapore, the panel comprised Johnson & Johnson
K.K. Vision Care Company President Ikuko Ebihara,
International Finance Corporation Singapore Country
Manager Rana Karadsheh, and Jean Moe, chief executive
officer of beauty care company Dames.
“Asia is the fastest-aging region in the world. Between now
and 2030, the elderly population, [those aged 65 and over] will
increase by 71 percent. That differs from the United States,
which is only expected to increase 55 percent and Europe
at 31 percent,” Latimer said in opening the discussion. The
panel then explored how emerging technologies are helping
this group participate in Japan’s aging workforce. Digital
communication and handheld devices, for example, are
making it easier for elderly people who cannot commute but
can still participate and contribute to work.

Educating the elderly in such fields that contribute to tech
nology and digital advancements is one way in which Japan
can sustain its workforce and cope with the shortage of young
talent in Japan.
Nurturing the young talent that the country does have is
critical, of course, and introducing coding to children was
noted as a great way to prepare them for the future. Encourage
young girls to get involved in the areas of science, technology,
engineering, and mathematics (STEM) is also an aim of many
education programs around the world. Hands-on participation
in technology ensures an informed generation of future workers,
and STEM-focused programs help level the gender balance
in key fields.
While coding may seem complex, educators are finding
ways to form natural connections between it and very young
children. One attendee shared a personal story involving a toy
made by US toymaker Fisher-Price. “I gave my granddaughter
a Code-a-Pillar. A three-year-old is able to program it by
following specific, easy directions that are color coded, and
make it crawl. So, at three, in a very informal way, children
are learning—girls are learning—to code.”
CHAPTER CHAIRS
Yukari Inoue, managing director of Kellogg (Japan) GK and
co-chair of the WCD’s Japan chapter, spoke to The ACCJ Journal
about how Japan’s older generations are much more open and
willing to get involved with technology than is generally thought.
She believes that, if devices suitable for them are made more
readily available, these people will utilize them and be able to
continue as active contributors to the workforce.
“Docomo developed a smartphone for elder people. Its
simpler and easier to operate, and carries very basic functions.
They can see bigger characters, and the icons are much more
visible,” she explained. “That really encouraged senior people to
start utilizing it.”
Izumi Kobayashi, vice-chair of the Japan Association of
Corporate Executives (Keizai Doyukai), external director of
ANA Holdings Inc. and Mitsui & Co. Ltd., and co-chair of the
WCD’s Japan chapter, expanded on these comments, relating
the disruption in today’s world to the function of business. “We
need to understand how it will change our business models,
and how we should change and use newer technologies in
business.” This is something the WCD believes lies at the
board level.
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D&I

To address the social power,
we first must promote diversity
and work smart. That will lead
to economic growth

Charles Lake, president of Aflac International and chairman of Aflac Japan

and the opportunities they present to women and other
underrepresented groups.
“The number of women, compared with men, who are
skilled and have experience with leading-edge technologies
is not where it should be. I would say that, as we think about
technology, one of the things we need to consider is what we
need to do to get more versed and use our understanding to
predict where technology is headed.”
Keating believes that doing so depends on company board
members and the decision-making that comes from higher up.
“Do those board members have enough understanding of
the changes that are taking place, the acceleration of those
changes, the implications for business and industries, and the
disruption occurring that they can make thoughtful and
informed decisions to help lead the future of those companies?”
She asked this while emphasizing how important it is for
board members to embrace this disruptive era, and utilize the
right talent to make sure they thrive.
On May 19–22, the WCD will be holding its Global Institute.
To reposition themselves in the age of disruptive technology,
the group is moving the annual event from New York City,
where it has been held nearly every year since 2001, to
Silicon Valley.
The move highlights the growing number of opportunities
available to women in startup companies, and how involving
women in these tech projects can not only encourage gender
diversity, but also boost the growth potential of new ventures.
“We want to make a statement that we have all these qualified
women who are here—some of the most successful, powerful
women in the world—and they are available,” said Keating. n

GLOBAL INFLUENCE
Charles Lake, president of Aflac International and chairman of
Aflac Japan, delivered a luncheon keynote speech about how
diversity promotes inclusion and, in turn, makes for a good
business strategy. For Aflac, D&I is seen not just as a matter
of equality, but as crucial to the company’s success.
“To address the social power, we first must promote diversity
and work smart. That will lead to economic growth,” he said.
Sharing how the US insurance company has embraced gender
parity within the workforce, he added: “We promoted the
first woman to a manager position in 1977. We should have
promoted earlier.”
The keyword that drives Aflac, Lake explained, is SMART,
which stands for:
■
■
■
■
■

See the big picture
Maintain focus
Act with initiative
Respect dialogue
Think time-value

The acronym is used by the company as a basic policy
of how to work. It encourages each employee to improve
their productivity and to add value to their work. It also
pushes the company to foster a better work–life balance
for employees.
GLOBAL INSTITUTE
WCD Chief Executive Officer Susan C. Keating shared with
The ACCJ Journal her thoughts on developing technologies
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SUPER-AGED
Japan’s demographic shift heralds
new era in healthcare innovation
By John Amari

Earlier this year, The ACCJ Journal was among
media invited to the Kansai Resilience Forum 2019,
an event organized by the Government of Japan
in collaboration with the International Academic
Forum (IAFOR), a non-profit interdisciplinary
think tank based in Nagoya.
With guest speakers and panelists from government,
academia, and the business sector, the forum, which was held
at the Hyogo Prefectural Museum of Art in Kobe City, had a
theme of “resilience as a positive and necessary trait for survival
in individuals and societies.” A topic of discussion was economic
revival, especially the city’s emergence as a center of biomedical
research following the 1995 Great Hanshin-Awaji Earthquake.

Upcoming Events in Japan
May
n The 5th Asian Conference on Aging & Gerontology
September
n Healthcare Innovation Weeks Asia–Japan
n Home Care & Rehabilitation Exhibition 2019
October
n The 2nd Well-Aging Society Summit Asia–Japan
n G20 Osaka Summit and Ministerial Meetings
n CEATEC (Combined Exhibition of Advanced
Technologies) Japan
November
n The 6th Annual Japan–US MedTech &
Health Innovation Forum (Kobe)
2025
n World Expo 2025 (Osaka and Kansai)
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In light of the forum’s themes, which included the role of
healthcare policy in resilient societies, The ACCJ Journal had
an exclusive interview with Kazumi Nishikawa, director of the
Ministry of Economy, Trade and Industry (METI) Healthcare
Industries Division, part of the ministry’s Commerce and
Services Industry Policy Group.
Following is an excerpt of his wide-ranging comments, which
touched on such topics as Japan’s “super-aged” society, open
innovation in the healthcare system, and the road to preventive
and lifestyle-support healthcare.
PART I:

INTERVIEW WITH DIRECTOR KAZUMI NISHIKAWA

What are your current healthcare priorities?
The goal is very simple: we would like to create an active
society in which people have long lives. This means, towards
the end of life, you would like to be socially engaged and in
good health. We are keen on improving the healthcare status
of every generation.
In addition, we would like to encourage social connectivity
or involvement—especially for the elderly. How can technology,
social systems, and industries help to realize such societies?
Finding those solutions is our goal.
How are demographics changing?
Japan is a super-aged society. Our aging rate—the growth
of the number of people aged 65 years or more—exceeds
27 percent. That makes us first in the world. This number will
reach 38 percent in 2060.
Does this change Japan’s role in global policy?
The demographics will bring a change from a 19th-century
model to a 21st-century one. In the 19th century, elderly
people were rare. But in the 21st century, they are the main
component of societies—comprising between 30 and 40
percent of the population. Japan will be the first nation in the
world to enter this transition.
So, the Japanese model can be beneficial to other countries.
In such a situation, our challenge is not to change this demo
graphy—we can’t go back to the 19th century—but rather to
improve the healthcare status of every generation. We would
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like to create a society in which life-long activities are possible.
In other words, how do we create “super grandpas” and
“super grandmas”?
What does this mean for the average person?
Dr. Hiroko Akiyama, a gerontologist at The University of Tokyo,
studied elderly Japanese for 20 years. Her conclusion was
simple: If you are healthy at 65, you have a high probability of
maintaining a high quality of life towards 90. But, if you have
bad health at 65, you are, in general, likely to end up bedridden
in later years.
The answer to how to create super-grandpas and grandmas
is that you should be very healthy at age 65. Therefore, during
your working age, you should not sacrifice your health for
work or productivity. You have to strike a balance.
Why does Japan have so many healthy seniors?
About 10 percent of Japanese grandpas, for example, maintain
very high independence and quality of life until they are 90.

Kazumi Nishikawa, director
of the Ministry of Economy,
Trade and Industry (METI)
Healthcare Industries Division

Dr. Akiyama analyzed the background of these grandpas
and found that they have a high degree of connectivity with
society; their social participation is very high.
In addition, elderly leaders of a community, or those who
are members of a volunteer group, tend to be healthier than
those without such social involvement. Social participation
is the key to good health among the elderly.
How will lifestyle shape healthcare policy?
Lifestyle choices are very important. In addition to the
Ministry of Health, Labour and Welfare, which is responsible
for activities inside hospitals, others are trying to improve the
healthcare status of people living in Japan. This includes
METI and ministries of: International Trade and Industry;
Land, Infrastructure, Transport and Tourism; and Internal
Affairs and Communications.
Can medicine and tech tackle lifestyle-related diseases?
Lifestyle-related diseases cannot be cured by medicines. Of
course, we have some medicines for such things as hypertension,
or treatments for diabetes, but without changing your lifestyle,
such diseases cannot be cured.
To elaborate, the main causes of death among Japanese people
are cancer, renal failure, cerebrovascular disease, dementia, and
senility. Medical doctors and hospitals tend to look at the treat
ment and recuperation stage of such ailments—and how to cure
people who already suffer from them.
From our side, a change in lifestyle is very important. We
would like to invest more—and urge people, local government,
and companies to invest more—in the preventive stage of health
care. Preventive healthcare is key.
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HEALTHCARE

Pharmaceutical and medical companies
should shake hands with other industries,
including those related to IT.
Photo: The Post-K supercomputer, jointly developed by Fujitsu Limited and RIKEN

What role can businesses play?
From the point of view of data, for instance, you have to
combine medical data, which can be accumulated from inside
hospitals, and non-medical or lifestyle-related data, which can
be accumulated by lifestyle-related industries and technologies
such as social media, e-commerce, wearables, the Internet of
Things, and artificial intelligence.
How you combine data to provide comprehensive solutions
for patients—the “total-life system”—is key to treating noncommunicable diseases. The question is: How can medical
applications for patients be improved using new technologies?
These questions will form part of the recently announced
Future Innovations Working Group and the joint vision of
METI and the Ministry of Health, Labour and Welfare which
looks to 2040.
Part of the solution is that pharmaceutical and medical
companies should shake hands with other industries, including
those related to IT. This kind of industrial transformation is
now going on. Therefore, we—the government, academia, and
businesses—should invest more in prevention and life-supporttype healthcare systems. This is my main message.
HEALTHCARE INNOVATION
In his closing comments, Nishikawa spoke about health and
productivity management, and how companies can make
investments in employee healthcare management to improve
productivity at work.
He also touched on social impact bonds, a financing mecha
nism that allows local governments to enter into contracts
with businesses so that those businesses can take preventive
healthcare actions in communities. If the communities become
healthier, local government can save on future spending.
A number of recent and upcoming healthcare-related
innovations and events were also on Nishikawa’s mind—
especially the first Well-Aging Society Summit, a global
event that gathered healthcare innovation professionals in
Japan last October.
The summit was a springboard for METI’s open inno
vation center—the Healthcare Innovation Hub, which

will be based in Tokyo’s Nihonbashi area. There, medical
professionals, Japanese and non-Japanese corporations,
as well as startups can find partners with which to create
21st-century healthcare solutions.
The 2nd Well-Aging Society Summit Asia–Japan, a METIsponsored conference for healthcare professionals and entre
preneurs, will be held in October. Details will be available at
www.meti.go.jp/english and Nishikawa welcomes readers of
The ACCJ Journal to join.
PART II:

RESEARCH AND RESILIENCE
During the Kansai Resilience Forum, The ACCJ Journal joined
a media tour of some of Kobe’s leading research facilities,
including the RIKEN Center for Computational Science, and
Kobe City Hospital.
Members of the media had an audience with renowned
architect Tadao Ando, designer of the Hyogo Prefectural
Museum of Art. Ando delivered a keynote address at the forum
in which he emphasized the important role the museum has
played in Kobe’s economic and cultural revival and resilience.
Indeed, prior to the 1995 Great Hanshin-Awaji Earthquake,
Kobe City’s economic backbone was heavy industry; there was
no healthcare industry to speak of. But, as IAFOR chairman
and CEO Dr. Joseph Haldane explained, a new focus has
been placed on life sciences as part of the region’s economic
and social revival.
Leading this transformation in healthcare is the KBIC. The
core organization supporting the KBIC is the Foundation
for Biomedical Research and Innovation at Kobe (FBRI).
The goal of the foundation is “to revitalize Kobe’s economy,
enhance local residents’ wellbeing, and contribute to the
international community.”
Speaking to The ACCJ Journal, an FBRI representative
explained the organization’s founding principles, as well
as its current and future goals. They also highlighted the
collaborations between the FBRI and US-based entities,
and outlined key engagements with corporations, small
and medium-sized enterprises (SMEs), and startups.
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What key organizations fall under the FBRI umbrella?
The FBRI consists of four centers:
n
n
n
n

The Institute of Biomedical Research and Innovation
The Translational Research Center for Medical Innovation
The R&D Center for Cell Therapy (RDC)
The Center for Cluster Development and Coordination (CCD)

Not only does the FBRI promote R&D, it
also supports industrialization by encouraging
trans-sector alliance. At the CCD, for instance,
we have specialists who support researchers and
businesses, including by facilitating industryacademia collaboration, business matching, and
global network building.
With the support of the FBRI, the KBIC has been
conducting R&D focused on pharmaceuticals,
medical devices, and regenerative medicine.
In particular, Kobe has attracted worldwide
attention as a leader in regenerative medicine.
This is the result of promoting translational
research within the KBIC.

HEALTHCARE

What is the FBRI?
Founded in 2000 to support the development of the Kobe
Biomedical Innovation Cluster (KBIC), the FBRI is a center
of biomedical industry and research in Kobe. It is a core
organization to facilitate fundamental and clinical research,
serving as a liaison between laboratory scientists, doctors,
and companies.
The FBRI is committed to promoting translational research
to bring the outcomes of basic research into clinical application
and commercialization, with strengths in medical devices,
pharmaceuticals, and regenerative medicine.
We aim to create a system of medical innovation by support
ing every step—from the point of scientific discovery to the
release of commercial products and services.
For this purpose, the FBRI engages in a variety of activities,
including supporting the operation of clinical trials, research and
development (R&D) for cell therapy, and commercialization.

What are the FBRI’s most-impressive achievements?
The world’s first clinical experiment using iPS cells is one of our
major results. And many other stem cell-based clinical studies
aimed at regenerating human tissues have been carried out and
are expected to be put into clinical practice in the years ahead.
As for medical devices, the FBRI provides support to large
companies and SMEs. A team of experts in the KBIC—familiar
with medical-device R&D and regulatory affairs—provides
assistance to SMEs that wish to develop and sell devices. As
of the end of March, 42 products have entered the market.
Medical devices for minimally invasive treatment, such as robots
for medical use, are also under development in the KBIC.
What are the FBRI’s upcoming plans?
Supporting startups in life-science fields is one of our commit
ments. Since 2018, the FBRI has had an expert in charge of
startup support for new businesses. They take the initiative
to consider ideas that may be effective.
Last February, Kobe City, the FBRI, and Bayer AG, a multi
national pharmaceutical and life sciences company, entered
into an agreement to find venture companies and entrepreneurs,
engage in human resource development, and support commer
cialization and global expansion. n

Collaborations Between the
FBRI and US-Based Entities
n

n

n

A five-year memorandum of understanding to foster global
activities was signed on October 19, 2018, with the University of
California, San Diego, home of major bio-cluster BIOCOM.
The FBRI, Kobe City, and Kobe University are organizing the 6th
Japan–US Annual MedTech & Health-tech Innovation Forum in
Kobe together with US–Japan MedTech Frontiers in 2019.
A cooperation agreement between Eli Lilly Japan KK, Kobe
City, and the FBRI began in 2016 to promote development of
therapeutic treatment and raise awareness for dementia.

Kobe Biomedical Innovation Cluster
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WELCOME
REIWA
A look at how Japan
is embracing a new era
By Megan Casson

On May 1, a new era began. For the first time in
more than two centuries, Japan’s emperor stepped
down and passed the Chrysanthemum Throne to
his successor. The act means a reset of the country’s
calendar to year one. The gengo system, which
uses names for the imperial era, carries cultural
significance—something that can be seen in the
name chosen for the new period, Reiwa, and how it
has been received.
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DIFFERENT MOODS
The Heisei Period, which began in 1989, came at a time when
Japan’s fortunes were facing a downturn. Signs of economic
trouble were already visible when Emperor Akihito took over
from his father, Hirohito, to end the Showa Period. And, in
1991, the famed bubble economy burst.
It was the first of a number of events during the 31-year era
that dampened the mood of the country. In 1995, a devastating
earthquake struck Kobe. In the same year, domestic terrorism
targeted the Tokyo subway system. And, in 2011, the most
powerful earthquake ever to strike Japan triggered a devastating
tsunami and caused a meltdown at the Fukushima Daiichi
Nuclear Power Plant.

PHOTO: MINISTRY OF FINANCE

CULTURE

An era that began with pessimism gave way to more pessi
WHAT’S IN A NAME?
mism. But Japan is a resilient country, and a rise in tourism,
According to Tokyo Shoko Research Ltd., a lot. Some 30
stability in government, promising turns in business and
companies have already made Reiwa part of their corporate
trade, and global events such as the Tokyo 2020 Olympic and
names since the April 1 announcement. This includes newly
Paralympic Games and the Rugby World Cup 2019 have made
established and existing companies. One example is Heisei
the mood different this time.
Shoseki, a Tokyo-based publisher founded in April of last year.
Reiwa, the name of the era over which Emperor Naruhito will
The company is now known as Reiwa Shoseki.
preside, is being welcomed with excitement and enthusiasm.
Announced on April 1, it is the first gengo name to come from
FOOD FORTUNE
a Japanese source. Literally meaning “orderly harmony,” it was
An imperial change is a business opportunity that typically
taken from a poem about plum blossoms in the Manyoshu, the
comes around every few decades, and many businesses are
oldest printed collection of Japanese poetry, which was compiled
tapping in to the celebratory mood by introducing a range of
in the eighth century. In his address,
Reiwa-themed products.
Prime Minister Shinzo Abe said his
Some 30 companies have Kintaro-ame is a traditional hard candy
Cabinet’s interpretation of the new era’s
that, when sliced, typically shows the face
already made Reiwa
name includes the idea that “culture is
of Kintaro, a heroic
born through the beauty of people caring part of their corporate
boy from a Japanese
for one another.” The name is said to
names since the April 1 folklore or other figures
carry Japan’s traditions into the new age.
and imagery. In Tokyo’s
announcement.
Taito Ward, Kintaro-ame
CURRENCY CHANGE
Honten, a traditional
With a new era comes new money, and Tokyo announced
confectionary, began making comme
on April 9 that new ¥10,000, ¥5,000, and ¥1,000 notes will be
morative candies bearing the two kanji
introduced in the first half of fiscal 2024. The bills will feature
characters that read Reiwa just moments
three new historical figures:
after the announcement.
Similarly, Peyoung, maker of instant
■ Eiichi Shibusawa, who played a key role in modernizing
yakisoba, is adding some class to its
the Japanese economy (¥10,000)
noodles by including a celebratory
■ Umeko Tsuda, founder of Tsuda University in Tokyo and
gold-dust topping.
pioneer in the education of Japanese women in the early
And for an American twist,
20th century (¥5,000)
the Oak Door Steakhouse at the
■ Shibasaburo Kitasato, a bacteriologist who helped build the
Grand Hyatt Tokyo is offering an
foundation of modern medical science in Japan (¥1,000)
enormous hamburger to comme
morate the end of Heisei and
The back of the notes will feature illustrations of the
welcome Reiwa. Called the Golden
Marunouchi side of Tokyo Station (¥10,000), wisteria flowers
Giant Burger, the immense
(¥5,000), and ukiyo-e artist Katsushika Hokusai’s famous
creation spans 10 inches and
woodblock print The Great Wave off Kanagawa.
weighs a whopping 6.6 pounds.
As a reflection of tech advancements in the new age, the
Served between gold-dusted
bills with feature 3D holographic portraits to combat counter
buns, it also contains slices of
feiting, the first such implementation of the technology in a
truffle-garnished kuroge wagyu
national currency. Not to be left out, the ¥500 coin is also set for
beef on top of a 2.2-pound
a refresh in 2021.
American prime-beef patty.
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Congratulations to Japan for the start of a new era: Reiwa.
Amazon wishes everyone prosperous and harmonious years ahead.

日本の新しい時代「令和」の幕開けをお祝い申し上げます。
Amazonは、令和時代とともに、日本が繁栄と調和の時代を歩むことを願っています。

A new era brings new ideas.
Driven by digital, the future has exciting things in store
for Japan. We wish you all the best in the Reiwa era and
look forward to going on this creative journey together.
www.custom-media.com
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CULTURE

All of this (above) is garnished with cherry tomatoes, foie gras,
cheddar cheese, lettuce, aioli sauce, and two whole sliced
onions. The cost? ¥100,000. Ideally to be split among six people,
this is a delicious, decadent—and not inexpensive—way to
bring in the new age.
REIWASHU
Sticking with a culinary theme, Kamigokoro Shuzo Co., Ltd.
is offering a limited-edition sparkling nihonshu (Japanese rice
wine) from Okayama Prefecture. Manufactured and distributed
by Sake Lovers, Inc., this special “Reiwashu” is made using peach
yeast for an all-natural secondary fermentation process. The
low 5.5-percent alcohol content—nihonshu usually ranges from
14 to 16 percent—makes this sparkling version taste more like
Champagne. The hope is that it will appeal to consumers who
typically do not like sake to encourage the consumption of the
traditional drink in the new era.
Yuki Imanishi, founder and chief executive officer of
Sake Lovers, is challenging the industry to revive small
craft-sake breweries across Japan and is using the imperial
changeover to do so.
The 108-year-old Kamigokoro Shuzo is one brewery
strengthened by this mission. Sake Lovers approached the Japan
Cancer Society in the hopes of incorporating the Pink Ribbon
Campaign into the special edition drink. Part of the proceeds
from the sales of Reiwashu will be donated to the society’s
campaign to help bring more attention to the disease. Julia
Marino, a breast cancer survivor who designed the bottle’s
label, wishes to promote the well-being and livelihood of
women through sake.
MARKING CHANGE
Many travel agencies arranged special packages that bridged the
transition from Heisei to Reiwa. JTB Corporation’s three-day
tour started on April 30, the final day of the Heisei Period, that
featured a visit to the Ise Grand Shrine, a complex of more than
125 shrines in the city of Ise in Mie Prefecture that is important
to Japan’s traditional and indigenous Shinto religion.
Another Shinto-related tour from Nippon Travel Agency Co.
included a train ride between Osaka Station and Izumoshi Station
in Shimane Prefecture to visit the Izumo Oyashiro Shrine.

The Salon Car Naniwa train, operated by West Japan Railway
Company, left Osaka Station on the night of April 30. Aboard
the train, participants were set to celebrate the moment the
Heisei Period ended and the Reiwa Period began at the stroke
of midnight. Commemorative tickets stamped with the dates
of Heisei and Reiwa were to be handed out as souvenirs.
For a more symbolic experience, the era-change tours from
Club Tourism International Inc. included one in which parti
cipants viewed the sunset on the last day of Heisei from
Tokyo Skytree, the world’s tallest tower, and another in which
customers viewed Mount Fuji and the first sunrise of Reiwa
from a chartered plane.
STARTING ANEW
There were even some special celebrations offered to newlyweds
at the start of Reiwa. Japan’s local governments offered something
special—including offering gifts and commemorative photos—for
those who registered their marriage on the first day of the new era.
The city of Kaga, in the central-Japan prefecture of Ishikawa,
opened marriage registration counters from 8:30 a.m. to 5:00 p.m.
on May 1. While their registration was being processed, couples
were photographed standing in front of a cardboard background
illustrated with hearts. The photos were then framed and
presented to the newlyweds.
Okayama Prefecture marked the day by setting up a counter
to accept marriage registrations at Okayama Castle’s Akazu Gate.
The government of the capital city, also named Okayama, used
special marriage papers with illustrations of the castle and
Momotaro (Peach Boy), a popular hero of Japanese folklore
who originates from Okayama Prefecture and is said to have
been born from a giant peach.
FORWARD MOTION
As can be seen, the country’s mood this time is much brighter
and more positive than it was in 1989. The historic change is
bringing excitement to the Japanese population, and celebrations
across the country—put on by city and prefectural governments,
restaurants, businesses, and more—have highlighted the possi
bilities the new era represents. Reiwa offers a chance to move
away from a period of hardship towards a future of renewed
confidence and prosperity. n
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INVESTED
INTENT
Rakuten races Amazon and SoftBank
for control of tech’s future
By Wataru Suzuki

When shares of Lyft, Inc. started trading in New York

its valuation sits at $12.3 billion, according to tech-market
intelligence platform CB Insights.
Rakuten’s attempts to expand globally in e-commerce have
been widely considered unsuccessful. But the returns from its
portfolio of investments have created “a changing perception that
Rakuten is capable of investing,” said David Gibson, an analyst at
Astris Advisory Japan KK. Since the beginning of 2019, Rakuten’s
own stock price has soared more than 40 percent.

on March 29, one of the biggest beneficiaries of the
US ride-hailing giant’s initial public offering (IPO)
was more than 10,000 kilometers away in Tokyo
Rakuten, Inc., the online mall operator known as Japan’s
answer to Amazon.com, Inc., is rarely thought of as an investor
in the same vein as its compatriot SoftBank Group Corp., which
has poured billions into ride-hailers, artificial intelligence (AI),
and a myriad technology companies worldwide. Yet Rakuten, too,
has quietly amassed stakes in more than 40 tech companies—
Lyft included.
The company insists that investing is not its core focus. But
its actions tell a different story and raise an intriguing question:
Is Hiroshi Mikitani, Rakuten’s chairman and chief executive
officer, hoping to offset headwinds in its online commerce
business by taking a leaf out of SoftBank’s strategic handbook?
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WINDS OF CHANGE
Rakuten’s bet on Lyft is paying off handsomely. Since 2015,
Rakuten has pumped about $700 million into the ride-hailer,
taking a 13-percent interest. That stake is worth $2.26 billion,
after Lyft priced its IPO at $72 a share. Though Rakuten has
already factored in past gains in Lyft’s valuation, analysts expect
the IPO to add hundreds of millions of dollars in paper profits.
As of December 2018, Rakuten said its overall investment
holdings were worth about $3.3 billion. That is equivalent to
a quarter of its current market capitalization, and the stock
market is starting to suspect Rakuten’s portfolio might be far
more valuable than previously thought.
Rakuten led a $350 million funding round for Dubai-based
ride-haling company Careem in December 2016. On March 26,
Uber Technologies said it would acquire Careem for $3.1 billion.
In 2012, Rakuten led a $100 million funding round in US
image-sharing app Pinterest. It recently filed for an IPO, and

RIVALS
People who know Mikitani say the billionaire businessman
has always seen SoftBank founder Masayoshi Son as a personal
rival. Like Son, his ambition has been to create a global tech
giant and, in recent years, Rakuten has built a professional
investing business focused on technology. In 2013, it set up a
corporate venture capital arm. It later added funds dedicated
to financial technology and e-commerce, and integrated the
portfolio under a team that operates in Singapore and Tokyo.
By doing this, it aims to bring discipline and consistency to what
was once considered an unpredictable deal-making business.

Mikitani (left) and Financial Times digital media correspondent Tim Bradshaw

PARTNER CONTENT

Rakuten’s Key Investments
Company
Lyft
Second-largest ride-hailing company in the United States

Pinterest
US image-sharing app with 265 million monthly active users
in Q4 2018
Dubai-based ride-hailing company that operates across the
Middle East

Invested $300 million in 2015
Lyft set to go public with a valuation of up to $24 billion
Led a $100 million funding round in 2012
Pinterest priced its stock for IPO on April 17
Led a $350 million funding round in 2016
Uber announced acquisition of Careem for $3.1 billion
on March 26
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“We focus our efforts on maintaining an optimal portfolio,”
GLOBAL AIM
a Rakuten spokesperson said.
The larger plan has long been to export the Rakuten ecosystem
The investment team woos prospective entrepreneurs with the
and to corral customers around the globe. But this has proven
promise of not only capital but also operational collaboration.
difficult. Unlike in Japan, where Rakuten pioneered the
It offers a chance to work with a business that is not only an
e-commerce business, expanding into new markets often
e-commerce juggernaut in Japan, but one of the country’s largest
means confronting Amazon and local rivals. There were other
credit-card companies. Meanwhile, assets such as the messaging
challenges as well, such as insufficient logistics infrastructure
app Viber are available worldwide.
in emerging economies. By 2016, it exited Southeast Asia and
That strategy is beginning to bear fruit at a critical time for
some parts of Europe.
the company.
Rakuten’s revenue outside its home market came to ¥223
The Lyft windfall comes as Rakuten’s foothold in the
billion ($2 billion) in 2018, accounting for 20 percent of
Japanese e-commerce market is slipping, due to pressure from
the total. This beat Alibaba Group Holding Limited’s eight
Amazon and other rivals. Rakuten is now diversifying into
percent but was below Amazon’s 31 percent.
telecommunications and is set to join NTT Docomo Inc.,
Nevertheless, Mikitani has doggedly built connections and
KDDI Corporation, and SoftBank as Japan’s fourth mobile
name recognition in the United States, Europe, and elsewhere.
network operator this year. But skeptics say it lacks the
He invites investors and entrepreneurs to his residence in
firepower to compete with the established trio.
Silicon Valley for barbecues and golf every year. Rakuten
Mikitani, in another parallel with SoftBank’s Son, is regarded
paid a record €220 million ($250 million) for a four-year
as a maverick in corporate Japan. The former banker set up
sponsorship contract with FC Barcelona in Spain’s La Liga
Rakuten in 1997 based on a business plan he designed with a
professional soccer league in 2016. The company followed
friend while attending Harvard Business
this up in 2017 by entering a pact
School. He has since built a sprawling The stock market is starting
with the Golden State Warriors,
ecosystem of more than 70 services
the National Basketball Association
spanning travel bookings, credit cards, to suspect Rakuten’s portfolio team based in Oakland, CA.
and stock trading services. Most were might be far more valuable
patched together through acquisitions
than previously thought.
and have been financed by cash flow
from Rakuten’s e-commerce business,
as well as through new share offerings.
Rakuten’s roughly 100 million members can access these and
Amazon and Rakuten’s Share of Japan’s
E-commerce Market (in percent)
other services with a single ID. To lock them in, the company
rewards loyal customers with points that can be redeemed on
26
its sites. Using a Rakuten credit card to shop on its online mall,
for example, can generate twice as many points as paying with
24
a conventional card.
“It built a wide range of services very aggressively,” said
22
Shinji Moriyuki, an analyst at SBI Securities Co., Ltd.
At the same time, Mikitani has always been keen on over
20
seas deals. In 2005, Rakuten acquired LinkShare, a US affiliate
18
marketing company. Other investments have included Thai
e-commerce site Tarad.com and French peer Priceminister.
16
In 2010, Mikitani cemented his anti-establishment image—
2013
’14
’15
’16
’17
’18
and underscored his global aspirations—when he declared
Amazon
Rakuten
that English would be the official language in Rakuten’s offices.
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Careem

Rakuten’s Involvement
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RGF Executive Search has been
redefining excellence in Japan for
over 20 years.
We do this by providing value-added
recruitment consulting services with
market insight, business intelligence,
HR strategy implementation and key
partnership introductions. That’s why
we’ve been recognised as Japan’s
Executive Search Company of the Year
by the Recruitment International
Awards four years in a row.
Connect to the talent you need
for the success you want.

Unleash Potential
www.rgf-executive.jp

Dr. Hirokazu Enatsu
UCLA School of Dentistry graduate
Licensed in California
Mentor at Kois Center
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Mikitani picks winners in sports, too: Barcelona and Golden
State have both won their league championships in three of the
past four seasons.
Credit Suisse analyst Keiichi Yoneshima said Mikitani’s
efforts have been worthwhile. “There was much more risktaking in the early days,” he said. “Recent investments are
in well-known companies with better chances of success. It
means [Mikitani] is getting access to good deals.”
Rakuten’s list of holdings encompasses AI, financial tech
nology, and other sectors. It has interests in companies as
diverse as:

Mikitani (third left) with Golden State Warriors stars
Draymond Green (23) and Andre Iguodala (9)

Kreditech, a German online lender
Folio, a Japanese asset management startup
Go-Jek, the Indonesian app for ride-hailing and other
on-demand services

competitors in Japan. Amazon has become an even more
serious threat by dangling benefits to subscribers of its Prime
membership plan, which includes free shipping at a time
when delivery costs are rising. Since Rakuten is a marketplace,
Last year, it made a rare investment in China, leading
delivery costs vary from seller to seller.
a $50 million funding round for e-commerce startup
Some industry watchers say Amazon’s membership program
Blackfish Technology.
is more appealing, and Japanese consumers seem to agree:
Many of Rakuten’s targets are still unproven, and its market
Rakuten fell behind Amazon in the market in 2016, according
capital of roughly $13 billion is far behind SoftBank Group’s
to Euromonitor, and the gap has widened since.
$106 billion. But the company’s rising stock price suggests
The new mobile business also requires cash, though Rakuten
the market has picked up on the similarities to SoftBank.
insists the latest technology will limit the burden. Rakuten is
budgeting about ¥600 billion for this through 2025—roughly
DIFFERENT PATHS
what the top players spend in a single year. But since the system
During Mikitani’s stint in banking, one of his biggest clients
is new, investors are taking a wait-and-see approach, said
was Masayoshi Son. The SoftBank chairman and CEO was
SBI’s Moriyuki. They want to be sure the service—scheduled
an early investor in Alibaba, and many analysts now say the
to be launched in October—actually works.
stake in the Chinese e-commerce juggernaut is SoftBank’s
So, Rakuten faces the dilemma of whether to nurture its
most valuable asset.
promising investment arm into
SoftBank has since launched the
something bigger or to cash out.
Rakuten is now diversifying
$100 billion, Saudi-backed Vision
It may not have much time
Fund, which generated more than
to make the decision. Private
into telecommunications and
40 percent of the group’s operating
tech giants such as Uber, Slack
is set to join NTT Docomo Inc.,
profit for the April–December
Technologies, Inc., Airbnb, Inc.,
KDDI Corporation, and SoftBank and WeWork Companies Inc. are
2018 period. Son has made no
secret of his intention to transform
as Japan’s fourth mobile network reportedly lined up for IPOs in
SoftBank into a pure investment
what looks to be one of the biggest
operator this year.
holding company.
years for listings in the United
Mikitani has denied that this
States since the dot-com bubble
is the future of Rakuten. “SoftBank wants to become the
burst in 2000. Meanwhile, “valuations of ‘new economy’
next-generation Warren Buffett, which is a very respectful
companies coming out of China are being pushed back,” said
initiative,” he said in English at a company conference in 2017.
Arun George, an analyst at London-based Global Equity
“That’s not what we want to do. We want to become a unique
Research. “I think the trend is only going to get worse.”
service company in the world.”
But scaling down the investments would leave Rakuten with
The company hopes its range of investments will open up
less room to work with overseas startups—and potentially
new avenues for spreading the Rakuten ecosystem. “While
rob Mikitani of his best chance to build the global business
generating returns is the priority, we are constantly looking
ecosystem he always wanted. n
for new trends in technology and how it can add value to our
existing business,” said a spokesperson.
The biggest challenge will be to balance the desire to invest,
expand, and diversify with the need for cold, hard cash.
Rakuten sold ¥15.5 billion worth of its securities holdings
©2019 Nikkei Inc. Nikkei Asian Review is published
last year, up from ¥4.4 billion a year earlier. Analysts say
by Nikkei Inc. All rights reserved.
the company is hungry for funds to fight its e-commerce
■
■
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Special Advertising Section

Real Estate
The June 2019 issue of The ACCJ Journal will feature a
special advertising section on Real Estate, providing companies
in the following sectors an excellent opportunity to showcase
their services and solutions:


Commercial Real Estate



Serviced Offices



Construction



Serviced Residences



Engineering



Virtual Offices



Building Maintenance



Shared Offices



Facility Management



Relocation Services



Residential Leasing



Furniture Sales and Leasing

Promote your business to 50,000 executives.

Also featured in June: Energy



Health & Fitness

As space is limited, please reserve your spot early by contacting Garreth Stevens.
Tel: 03. 4540. 7730 Email: journal@custom-media.com
Booking deadline: Tuesday, May 21

CABINET OFFICE

BUDGET GOAL DEPENDS ON
TAX RISE, EXPENDITURE REFORM
Balancing the fiscal budget by 2025 was
a focus of discussion during a January 30
committee hearing on fiscal policy. This
would see achievement of the goal ahead
of previous projections, which had already
moved up the target year from 2027 to 2026.
The optimistic projections are based on
budgetary reforms—particularly the res
training of social welfare outlays—and
boosted tax revenues to be realized through
economic recovery.
However, an actual economic growth rate
of two percent would be required, and this
is above the average seen during the entire
tenure of Prime Minister Shinzo Abe. Many
are voicing skepticism that such fiscal health
can be achieved.
According to the mid-to-long-term pro
jections, the balance of payments deficit for
fiscal year 2020 will expand to ¥10.1 trillion.
So balancing the budget presumes that
the first decade of the 2020s will bring
nominal economic growth of three percent
and actual growth of two percent, and
that the consumption tax will rise from
eight to 10 percent this October, thereby
boosting revenue.
But such a growth rate may be no more
than wishful thinking. When the current
Abe administration began in December 2012,
the average nominal economic growth rate
was just two percent and the actual rate was
1.2 percent.
An increase in tax revenues is essential to
providing support for the new target. The
government is projecting revenues from taxes
and other sources of ¥86.5 trillion in fiscal
year 2026—an increase of ¥18 trillion over
the ¥68.8 trillion it expects in 2019.
The growth of Japan’s economy has also
been slack, with an earlier projection of
1.5 percent being downgraded to 1.2 percent.
If Japan’s trade is negatively affected by friction
between the United States and China, this
might drop further.

J-MEDIA

DIET DAILIES

Japan policy updates translated
from Keizaikai magazine

The government, through additional efforts
to achieve fiscal health, aims to reach a budget
surplus in 2025. Up to now, however, it has
repeatedly delayed the realization of its fiscal
targets. Should it once again be forced to put
off achieving its stated goals as a result of the
same sort of wishful thinking, Japan’s fiscal
trustworthiness will be further eroded.

MINISTRY OF FINANCE

FALSIFIED DATA MAY LEAD
TO THIRD TAX HIKE DELAY
A yellow light may be flashing ahead of
October’s planned consumption tax hike.
Recent revelations that the Monthly Labor
Survey—the data issued by the Ministry
of Health, Labour and Welfare that tracks
trends in wages and working hours—had
been manipulated has cast doubts on the
effectiveness of Japan’s Abenomics economic
policies. Abe has indicated his intention
to go through with the consumption tax
increase “short of anything less than the
magnitude of the 2008 financial collapse.”
But serious questions have arisen over
the economic data used to justify the
tax increase.

The news is said to have triggered dis
putes even within the ruling coalition.
During a radio broadcast on January 3,
Chief Cabinet Secretary Yoshihide Suga
emphasized that the decision to proceed
with the tax hike will be “at one juncture”
following approval of the 2019 fiscal year
budget and the passing of the pending bill
on tax reforms. Considering such factors
as US–China trade friction, he pointed out
that anything could happen with regard
to future economic trends. “Depending
on the situation, the tax hike might be
postponed,” he said.
The government’s calendar is crammed
with upcoming activities, including
elections on the regional level and for the
upper house of the Diet in July. Politicians
who wish to give priority to the election
see the current troubles as equivalent to
a Lehman-style financial crisis, and it is
possible they will feel pressure to support
a delay in the consumption tax hike.
Speculation is being echoed in some
quarters that Abe might announce the
postponement of the tax hike, with his
justification being that it would afford
him an advantage in calling for a general
election in both the lower and upper
houses. But, as of mid-April, there has
been no decision. n
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Time to Transform
WHY CHIEF FINANCIAL OFFICERS ARE KEY TO DRIVING DIGITIZATION

A

CFOs will move full speed ahead to
invest in technologies to transform
the finance function.

s chief financial officers consider technology investment
in a rapidly changing business environment—and focus
on ways to operate better and more quickly—they are moving
beyond talk to targeted action. It’s game on for investing in
emerging technologies that will drive business growth and
serve as a competitive advantage.
With the stakes higher than ever, companies today are not
just allocating more resources for key technology investments.
They are also developing the culture required to drive and
sustain transformation efforts throughout the enterprise.

This is the year in which CFOs will move full speed ahead to
invest in technologies to transform the finance function and
guide strategic decision-making in their organizations. They’ll
focus on pragmatic, targeted technology implementations
that can be measured and monitored for results and value.
This approach will set the foundation to drive automation that
will result in cost savings, process efficiencies, and the agility
required for true innovation.

FULL SPEED AHEAD
Grant Thornton’s US member company partnered with CFO
Research to survey 378 senior finance executives from companies
with revenues ranging from $100 million to more than $20 billion.
The results show that it’s all systems go for investing in emerging
technologies. The research reveals that CFOs have significantly
increased their technology investments in 2019 compared with
last year. The areas that saw significant increases are:
■
■
■
■
■
■

QUICK WINS
While our study found that system complexity and legacy
systems still pose IT challenges, they cannot be used as excuses
to avoid long-term digital transformation. By investing in small
pilot projects—and successfully automating critical tasks within
finance—CFOs can achieve quick wins that will lead to the roll
out of digital technologies across their enterprises.
The CFO must be on the front lines, advocating for the
changes an organization needs to make to achieve a digital
transformation. This means the CFO must shift to embrace
agile thinking and commit to a culture of experimentation. n

Machine learning (21%)
Artificial intelligence (17%)
Robotic process automation (17%)
Advanced analytics (14%)
Distributed ledger technology (14%)
Optical character recognition (8%)
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Toru Shirai is a partner 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 18 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 8822 or email me at toru.shirai@jp.gt.com

www.grantthornton.jp/en
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Corporate Sustaining Member companies
Their extensive participation provides a cornerstone in the chamber’s efforts
to promote a better business climate in Japan. Information as of April 23, 2019.
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3M Japan Limited

Federal Express Japan G.K.

Mizuho Financial Group, Inc.

Abbott Laboratories/
Abbott Japan Co., Ltd.

Freshfields Bruckhaus
Deringer Tokyo

Monex Group, Inc.

AbbVie

GE Japan Inc.

Adobe Systems Co., Ltd.

Gilead Sciences K.K.

Aflac

Goldman Sachs Japan Co., Ltd.

AIG Companies in Japan

Google G.K.

Amazon Japan G.K.

GR Japan K.K.

Amway Japan G.K.

H&R Consultants K.K.

Asia Strategy: Business Intelligence,
Public Policy, Advocacy

Hard Rock Japan LLC

Morgan Stanley Japan Holdings Co., Ltd.
MSD K.K.
Naigai Industries, Inc.
Nanzan Gakuen
(Nanzan School Corporation)
Northrop Grumman Japan
Oak Lawn Marketing, Inc.

AstraZeneca K.K.

Heidrick & Struggles Japan
Godo Kaisha

Bayer Yakuhin, Ltd.

Hilton

Becton Dickinson Japan

The Howard Hughes Corporation

Bloomberg L.P.

IBM Japan, Ltd.

Boeing Japan K.K.

IHG ANA Hotels Group Japan

PwC Japan

Bristol-Myers Squibb K.K.

Intel K.K.

Qualcomm Japan LLC

Brookfield Asset Management

IQVIA

Randstad K.K.

Caesars Entertainment Japan

Refinitiv Japan K.K.

Catalyst

Johnson & Johnson
Family of Companies

Caterpillar

KPMG

Chevron International Gas Inc.
Japan Branch

Lenovo Japan Ltd.

Cisco Systems G.K.

Mastercard Japan K.K.

Citigroup
Coca-Cola (Japan) Co., Ltd.

McDonald's
Company (Japan), Ltd.

Corning

McGill Japan

Cummins Japan Ltd.

McKinsey & Company, Inc.
Japan

Uber Japan Co., Ltd.

Melco Resorts & Entertainment
Japan Limited

Visa Worldwide (Japan) Co., Ltd.

Discovery Japan, Inc.

Merrill Lynch Japan
Securities Co., Ltd.

The Walt Disney Company (Japan) Ltd.

Dow Chemical Japan Ltd.

MGA Japan K.K.

Western Digital Japan

en world Japan

MGM Resorts Japan LLC

White & Case LLP

EY Japan

Mitsuuroko Group Holdings Co., Ltd.

Zimmer Biomet G.K.

Deloitte Touche Tohmatsu LLC
Delta Air Lines, Inc.
Deutsche Bank Group
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Lockheed Martin

Ogilvy Japan Group
Pattern Energy Group Inc.
Procter & Gamble Japan K.K.
Prudential Financial, Inc.

Relansa, Inc.
Robert Walters Japan K.K.
Shop Japan
Squire Patton Boggs
State Street
Steelcase Japan K.K.
Teijin Limited

United Airlines, Inc.

VMware Japan K.K.

Premium real estate
for Tokyo living

Akasaka AIR Residence

定価八〇〇円（本体七四一円） ISSN
0002-7847

www.nskre.co.jp/english

In addition to our well-known Homat housing series, which
includes the sweeping views of the Homat Viscount in
Akasaka and the elegant low-rise building Kara Blanc in
Minami-Azabu, we also have a wide range of prestigious
properties, including the Akasaka AIR Residence, the
Skyhouse Hamarikyu, and the Hirakawacho Residence.
We oﬀer elegant accommodation to a wide range of
customers, from single residents to couples and families.

二〇一九年五月一日発行

Since 1965, we have been a leader in high-end rentals
for Tokyo’s international community.

ジャーナル

We are dedicated to creating vibrant
communities in the city center.

FRIDAY MAY 31, 2019, AT GRAND HYATT TOKYO
DOORS OPEN AT 6:30PM

Visit executivefightnight.com
to get your tickets and be pa of the action!
- SPONSOR PACKAGES ARE ALSO AVAILABLE! -

All proceeds benefit Shine On! Kids'
Hospital Facility Dog Program.
Shine On! Kids suppos kids with
cancer and other serious illnesses
in 21 hospitals throughout Japan.
sokids.org
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