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Hometown: Pittsburgh, Pennsylvania

Hometown: Essex, England

Hometown: London

Languages: English, Japanese,
Mandarin, Fujian, and some German,
French, Spanish, Hebrew, and Russian

Languages: English and some Japanese

Languages: English, French, and
enough Japanese to get by

Years in Japan: Eight
What is your most memorable
interview? The British band

Years in Japan: 51

for publications, I’d say about 40 years
… all in Japan.

Cornershop were particularly nice.
They had no cause to, but they invited
me backstage for a chat when they
played at Fuji Rock Festival.

What is your most memorable
interview? The late authoress Shizuko

What are your thoughts on the
importance of print journalism?

How many years have you worked in
journalism? If I include translations

Natsuki, known as the “Agatha
Christie of Japan.”

Who inspires you? The exceptionally
courageous and eloquent Greek
Archbishop Damaskinos Papandreou,
who stood up to the Nazis during
wartime occupation.
What are you currently reading?

A book of 100 quotations from the
former prime minister Kakuei Tanaka.
He’s being compared by some with
Donald Trump.
What projects are you currently
working on? A book about the study

of kanji that may or may not ever
get finished.

www.custom-media.com

Digital media is obviously increasingly
important, but at the moment it does
not foster a demand for in-depth
discussions or extensive investigative
pieces. I think print still has more pull
when it comes to heavier issues.
What are you currently reading?

The Great Shark Hunt, a collection of
articles written by Hunter S. Thompson.
What is one surprising thing that
people may not know about you?

I own my very own kindergarten,
which I set up primarily to spend
more time with my daughter.
How can people find you in social
media? @JapanMiller on Twitter.
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Years in Japan: 24
How many years have you worked in
journalism? My first story was printed in

1984. I haven’t been able to stop since.

Who inspires you? My father
What is one change that you would
like to see take place in Japan
by 2020? Given that Portugal has

just managed to power the entire
country for three days with solar
energy, maybe Japan might give a bit
more thought to renewable energy
sources—including wave, geothermal,
and wind—so it could become a world
leader in these new technologies.
What are your thoughts on the
importance of print journalism and
its future? I’m old-fashioned and

still prefer the feel of newsprint, but
I accept that my children may never
have that same attachment.
What are you currently reading?
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Our June issue of The Journal takes
you from Okinawa to Hokkaido
for a tour of Japan’s diverse event
locations, with stops for good eating
along the way.
As we head into June, the season for
travel and gatherings is heating up. It’s
the perfect opportunity to encourage
a rapid uptake of all facets of the
MICE industry, which the Japanese
government and travel authorities
are keen to promote. We visit the
warm weather of Okinawa and the
cool clime of Hokkaido to explore the
many exciting and culturally fulfilling
options Japan has to offer (page 12).
TO EAT OR NOT TO EAT
The question is, what does it take
to succeed in the tough food and

beverage industry? Sometimes having
the best idea—or the best food—isn’t
enough. The entrepreneurs behind
three restaurants—two successful and
one failed—share their experiences,
explaining what has worked and what
hasn’t. To gain insight, follow us down
these culinary paths (page 18).
THE ETERNAL FLAME
Four years from now, Tokyo will be
abuzz with the excitement of the
Summer Olympic Games; but what
happens five years from now … or 10?
Can the city avoid the post-Games
fizzle experienced by Sydney and
Athens, and instead realize the
success of London? We find out what
life might be like for venues beyond
2020, and how Tokyo can ensure that
the flame burns brightly for years
to come (page 8).
FLYING HIGH
Even before the Games, transportation
in Tokyo will take on a different
look—beginning with some big
changes at Haneda. Later this year,
US air carriers will commence new
daytime flights from the centrally

located airport. How will this affect
your business travel? Key players
tell us the reasons the revised Open
Skies agreement will bring increased
competition and better options for
travelers (page 32).
UNTAPPED POTENTIAL
Lastly, this month marks another
milestone for the tireless work of
the Women in Business Committee
(WIB), whose efforts to effect
gender equality in the workplace are
critical to the future of the country
and economy. After two years of
development, the newest WIB
white paper Untapped Potential will
be unveiled on June 1. We’ll have
coverage of the event next time, but
you can find out why the paper is so
important in this issue’s ACCJ Leader
column (page 50).
There’s much more in these pages to
inspire your business and family lives,
so read on and have a wonderful start
to summer. n
A flagship publication of the American
Chamber of Commerce in Japan (ACCJ),
The Journal (formerly the ACCJ Journal) is a
business magazine with a 53-year history.
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NOW TRENDING ON THE WEB

@DeptofDefense
Headlights? Check! A
@usairforce C-130 Hercules
conducts a night flight mission
over Yokota Air Base #Japan.

IMAGE: DONKEY HOTEY [CC BY-SA 2.0] VIA FLICKR

@japantimes
@DavidInglesTV
That thin red line that
may spell the difference
between the success and
failure of Abenomics

Cyberattacks, including
for espionage, targeting
presidential campaigns,
Clapper says
https://t.co/pU7VLgnIt1

BuzzFeed Japan

東京オリンピック招致に買収疑惑 高まる報道不信 名指しされた

@BuzzFeedJapan

JOC、電通の反応は？。https://www.buzzfeed.com/satoruishido/

the-guardian-tokyo-2020
Suspected corruption in bidding for the Tokyo Olympic and
Paralympic Games increasing distrust of the media. How do
the Japanese Olympic Committee and Dentsu react?.*
NHKニュース

米経済学者「消費税引き上げなら景気刺激策が必要」。

@nhk_news

https://t.co/mCBMp6vlpK
US economist says “economical incentive is needed for
consumption tax rise.“*

Rank

7

#android

14

#giveaway

20

#Trump2016

23

#Periscope

26

#travel

* Translations of original content in Japanese
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Gary Vaynerchuk,
CEO, VaynerMedia

DO YOURSELF AND YOUR COMPANY A FAVOR:
CUT MEETINGS IN HALF
One of the greatest vulnerabilities for any organization is
meeting length. As a matter of fact, I still feel that my agency,
VaynerMedia, is not where it should be in this regard. I’m
hoping to focus on that more heavily moving forward. When
you really break it down, time is the asset. Think about how
humans interact with time: they fit into the timeframe all the
work they need to do based on the time that was set.
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A new verb, sanoru, entered the Japanese lexicon last year

BREATHE EASILY?
After a tough 2015, preparations appear to be
as preparations for the Tokyo 2020 Olympic and Paralympic
settling down, even if a bribery scandal threatens
Games got underway. The word, meaning “plagiarize,”
the credibility of the city. Kuma’s design is set
to be built, although last-minute alterations are
came about after Kenjiro Sano was accused of having stolen
needed to be made to incorporate the Olympic
designs to create his Olympic logo. Twitter sleuths—many
flame in the stadium. Further problems are
likely—Olympic Games preparation tends to
of them trolls with Pokémon avatars—later uncovered more
go wrong wherever it can—but questions are
works that appeared to have been “borrowed.”
also being asked about the sustainability of the
massive investment in the Games.
The Tokyo Organizing Committee eventually pulled Sano’s
The event is currently six times over budget, with costs
design, with a new one announced on April 25. But that
expected to reach $15 billion. During bidding, Japan said
was not the only unfortunate event to mar the early stages
it could stage the event for $2.5 billion. Anybody expecting
of preparation.
drastic cost-cutting would be an extreme optimist. A revised
Costs have spiraled. And Zaha Hadid, the formidable
budget prepared by the Tokyo Metropolitan Government,
British architect who passed away earlier this year, designed
seen by The Journal, showed officials could find little to
the New National Stadium for the Games but later saw her
cut. All costs remained the same after searching for price
contract cut short as costs soared. A full explanation has
reductions, and the only savings resulted from axing
never been offered as to how costs got so out of control, but
plans to remodel Tokyo Big Sight, which will be used as a
Hadid had an idea.
media center.
“Our warning was not heeded that selecting contractors
Lessons from 1964 also do not bode well for the organizers.
too early in a heated construction market, and without
Almost as soon as the first Tokyo Games ended, the country
sufficient competition, would lead to an overly high estimate
slipped into recession. Touted as an event to show the world
of the cost of construction,” a statement from Hadid
that Japan was back—and friendlier than a couple of decades
Architects reads. The office also points out that, “For the
earlier—the 1964 Summer Games also saw huge investment
first time in the construction of a public building in Japan, a
in infrastructure, paid for with bonds. A credit crunch and
two-stage tender process was used, in which contractors are
corporate earnings slump followed, leading to a difficult year
appointed before being asked to submit cost estimates.”
for the nation. The showpiece technology, the globally lauded
Hadid was replaced as the main designer for the stadium
Shinkansen bullet train, would later help trigger another crisis:
by Japanese architect Kengo Kuma, and a very public row
Japanese National Railways was split into private companies in
erupted in which Hadid accused Kuma of stealing her
1987, with ¥37 trillion in debt left for taxpayers to deal with.
design. Had she known it, perhaps Hadid would have used
“In general, we know that just having a big event that
the word sanoru to describe the situation.
brings in money is a worry,” Tsutomu Kozaka, involved in

Kuma’s new venue,
the main Olympic
stadium, has been
designed to allow for
maximum public use.
IMAGE FROM JSC TECHNICAL PROPOSAL
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PRIVATE PROBLEMS
Each and every rendition of the Olympic Games tends
to have an underlying purpose. For Beijing, the event
brought China to the world stage. Rio, which has had
plentiful problems, continues a process of infrastructure

When the

LEAD STORY

Olympic planning for the Tokyo Metropolitan Government,
told The Journal. “That is why we are looking at ways to
make sure that good times persist. The Olympics are great,
but we need to make sure that we have plans for after the
event. There is obviously a general impression that the
Olympics will have a one-off effect; so for now, to make sure
that does not happen, we are looking for further uses for
the venues.”
Kuma’s new venue, the main Olympic stadium, has been
designed to allow for maximum public use. “Passing the
previous stadium, the days when there were events taking
place were fine. But on days when there was nothing taking
place, it was just a concrete castle floating in the sky,” he said
earlier this year. “Rather than having this lonely scenery, we
hope to have something that is open to citizens at any time
within this open environment.”
The new stadium features the Sora no Mori (forest in the
sky) walkway, which Kuma hopes will be used even when
there are no events running. “This area will be open at all
times and will be accessible from the outside. The full circuit
is 850 meters, and I imagine people will be running around
it, taking strolls, and looking down at the city below them.
This will very much be an area that citizens can enjoy.”
The architect says that his design looked way beyond the
Olympics, and was focused on giving back to the Tokyo
community. “The stadium and the Sora no Mori design are
to ensure this is open for cultural purposes and to allow for
it to be used in many different ways.”

building that began with the XV Pan American Games
in 2007 and continued with the 2014 FIFA World Cup.
London 2012, meanwhile, aimed to regenerate the east side
of the UK capital.
Tokyo’s goals have been a little confusing. In the bidding
process, there was talk of the Games boosting the morale of
those affected by the triple disaster of 2011 in the northeast
of Japan. That didn’t work. Construction workers and others
that should have been helping with the cleanup came to
Tokyo, leading to a staff shortage that pushed up wages.
Since then, the Games seem to have settled on the concept of
omotenashi, or hospitality.
“It seems to be a sensible and
The Olympics
justifiable thing to encourage,” Kozaka
says. “For instance, if restaurants
are great,
become more friendly to foreigners,
but we need
and Wi-Fi becomes more readily
to make sure
available, then we will have a more
omotenashi culture. Wi-Fi might be
that we have
our weakest point at the moment; the
plans for after
lack of it is certainly the thing that
tourists complain about the most.”
the event has
This, in turn, could attract more
happened.
international businesses and tourists
to Tokyo, helping to boost the
economy over the longer term. For locals, however, there
are questions about the benefits. Tourists have made the
Ginza of today unrecognizable to long-term Tokyoites, for
better or worse. And the Olympic Village, to be built in the
south of the city, offered an opportunity to bring affordable
housing to a city that has long pushed the less wealthy out of
its central areas.
That is an opportunity missed. “The areas where the
athletes are staying will be privatized and turned into

The London Games
is a model of success
for Tokyo to follow.

RACES
HAVE RUN
Looking to Tokyo’s Olympic Legacy
By Richard Smart

PHOTO: ANTHONY QUINTANO [CC BY-SA 2.0] VIA FLICKR
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residences to be sold individually,” Kozaka says. “But
we want the area to be somewhere that is of use to more
than residents, and we now are thinking about how to do
that.” Tokyo views the Games as an opportunity to build
a southern center to the city to go along with the Tokyo
Station area, Ueno, Shibuya, Shinjuku, Shinagawa, and,
with the construction of the Fukutoshin Line, Ikebukuro.
Transport facilities, redevelopment, new housing, and
retail will all be pushed to help create a “Rinkai” center for
the capital.
LOOKING OVERSEAS
Globally, the Games could have another impact. “Japan is
the world’s second-largest direct importer of tropical wood,
largely in the form of plywood,” says the non-governmental
organization Global Witness. “Nearly half of Japan’s
imported plywood is sourced from Sarawak state,
Malaysia, where intensive logging is destroying some of
the last tropical rainforests and threatening the livelihoods
of tens of thousands of indigenous people, who claim the
forest as their own and depend on it for their livelihoods.”
Speaking to The Journal, Hana Heineken, forest policy
advisor at Global Witness, said the Games were likely to
worsen the situation for Sarawak, and that the organization
had found evidence of timber used for city development
being sourced in Malaysia illegally.
Economic and environmental risks could sidetrack the
Games and have lasting consequences. But London, in the
buildup to its Games, also suffered worries, criticism, and
cynicism from members of the public. Rio is the same.
The Olympics, though,
tend to be special for
cities, raising spirits and
bringing a fresh vibrancy
to their populations—at
least for a short time.
What happens after
depends on appropriate
planning and solid
organization.
Last year, before taking
on the new stadium
design, Kuma had this to
say of Tokyo’s prospects:
“I cannot predict whether
the new face of Tokyo—
whatever it looks like—
will be a success.” n
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IMAGE FROM JSC TECHNICAL PROPOSAL

The new National Stadium will be a center of community activity beyond 2020.

Olympic Legacy
SYDNEY 2000

The Games were lauded as a roaring success at the time,
as infrastructure worked, the crowds went wild, and the
athletes did their thing with few problems. Once the show
was over, however, stadiums—located 45 minutes from the
center of the city—were used much less regularly than would
be needed to recoup costs. Many in the city have questioned
whether their taxes would have been better spent elsewhere.
Sydney Olympic Park became a ghost town after the Games,
but today is playing an increasingly important role in the
state economy.

ATHENS 2004
Held when times were good for Greece, the city spent
around $11 billion on facilities. Then, after the event was
over, many of the stadiums fell into neglect. A decade later,
pictures emerged showing the pricey venues overgrown with
foliage at a time when the nation was struggling through a
debt crisis that continues to this day.

BEIJING 2008
The welcoming party for China’s ascension to the world stage
came at a price: Historic neighborhoods were demolished
and communities displaced to make way for the event’s
infrastructure. Hopes that human rights would come to
China as the Games approached were also dashed, with
the designer of the main stadium for the event, Ai Weiwei,
becoming a prominent critic of the government and ending
up under house arrest for years. Still, nobody doubts China’s
prominent place in international affairs today.

LONDON 2012
The UK’s capital revitalized its east side for the Games,
and that is looking likely to have a lasting, positive legacy.
Construction continues in the area, with new office space
opening through 2025. Other facilities are also still in use
for both sports and cultural events. In a city notorious for
high rents, housing in the area also remains affordable—at
least for now. The London Games are a model of success for
Tokyo to follow.

RIO 2016
With the Games set to start within weeks, Brazil has just
impeached its president, people are on the streets, and it
is touch and go as to whether facilities will be ready on
time. Concerns have arisen over the safety of the water for
aquatic sports, a bridge to be used for cycling collapsed into
the sea, and an outbreak of the Zika virus offers a further
complication. Few would look to the future in optimism.
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Spending on MICE is rising globally and is being led by the
Asia–Pacific region, which is projected to see a strong increase
in 2016. There are many popular locales and venues—Hong
Kong, Singapore, Malaysia—and China is booming. But Japan
is Asia’s MICE capital, as you’ll see from these diverse
options stretching from Okinawa to Hokkaido.

MICE

MASTER
PHOTO: NORIO NAKAYAMA FROM SAITAMA, JAPAN [CC BY-SA 2.0] VIA WIKIMEDIA COMMONS

Located at opposite ends of the Japanese archipelago, Hokkaido is
famous for snow and ice while Okinawa gets plaudits for sun-kissed
beaches and water sports. Those very different attributes make
both ideal—but contrasting—destinations for meetings, incentives,
conventions, and exhibitions (MICE).
The Japanese government and
travel authorities are keen to promote
opportunities in the MICE sector
as part of their overall efforts to lift
international arrivals to the 40 million
mark by 2020, and these distinct
locations offer attractive options.
Visa regulations for visitors
from other parts of Asia are being
relaxed, while new flight routes
and an increase in the number of
destinations served by low-cost
carriers are making Japan more
attractive to MICE players. A new
ambassadors program has been
created to promote facilities in areas

12

THE JOURNAL

n

JUNE 2016

that might otherwise be overlooked,
and the Japan Convention Bureau is
confident that inbound MICE in 2016
will surpass last year’s figures.
Hotels, local authorities, and those
catering to MICE in both Hokkaido
and Okinawa also firmly believe
they have what it takes to deliver
the ideal experience.
SILVER ALL YEAR ROUND
Locals in Hokkaido call winter
“the silver time.” But it was not
until a decade ago that the MICE
sector began to find opportunities
throughout the year.

“We used to have ski resorts that
still had great snow on the ground in
March and even April; but they were
almost empty,” says Dima Azarov, a
spokesman for the Sapporo Convention
Bureau’s MICE section. “Then we
realized that these venues would be
ideal for snow-based team-building
activities.
“We wanted to take full advantage of
the opportunities during our off-season,
and from there we started to develop
and expand our unique offerings for the
incentive sector,” he says.
The first edition of the region’s Unique
Venues and Team Building Guide was

MICE

competition. Other venues offer
snowman-building competitions,
sledge-building contests—with the
vehicle eventually put to the test in a
race—and team treasure hunts around
winterbound Sapporo.
One of Hokkaido’s claims to
winter-sport fame is yukigassen,
which is essentially a snowball fight
with rules that were formalized in
1989. Available at a number of venues,
as many as 80 people can participate
in a yukigassen showdown. There
are serious moves afoot
to have it included in the
Winter Olympic Games.
The Japanese
And while elsewhere
government and
shoveling snow is
travel authorities considered a chore, the
ever-inventive people of
are keen … to
Hokkaido have elevated it
lift international
to a sport—the ultimate,
perhaps, in Cool Japan.
arrivals to the
Nearby Niseko has also
40 million mark
attracted a strong tourist
by 2020.
following in recent years,
with the MICE offerings
of Sapporo and Niseko
complementing each other.
issued two years ago. Of the dozens of
“The accommodations on offer
opportunities that have been devised
range from internationally branded
for inbound clients, a number are
hotels such as the Hilton—which
likely to catch the eye.
are set to increase in the near
The particularly adventurous—even
future—through to smaller hotels,
if they are novices—can participate
condominiums, and private lodgein snowmobile races, while the fittest
type properties,” says Paul Haggart,
can take part in a snowshoe race that
who handles MICE for the local
culminates in an ice cream-making

government. “The styles of
accommodations are endless, as
are the options for putting together
accommodations for groups who
wish to stay in the area.”
The Hilton Niseko Village is a
landmark of the town and recently
hosted a 450-strong incentive group
from a major insurance company. At
the hotel’s banquet facilities, meals
were served featuring fresh Hokkaido
ingredients and accompanied by
traditional local entertainment.
“We are seeing a clear increase in
MICE events in our hotel, and I feel
that Hokkaido, as a destination,
has huge potential for anyone
who wants to experience good
food, great weather, and beautiful
scenery throughout the year,” says
Tomoyuki Yamanobe, general
manager of the hotel.
Chris Pickering, director and
group general manager of Hokkaido
Tourism Management (HTM),
agrees that the prefecture is the
ideal destination for MICE.
“It’s perfect year-round because
of the world-class snow in the
winter and the sunny, warm
weather—without the humidity of
the rest of Japan—in the summer,”
he explains.
“Looking at all the nature,
whatever the season, gives people
on MICE trips a feeling of total
well-being,” he says. “Once you

Ki Niseko onsen
PHOTO: HOKKAIDO TOURISM MANAGEMENT
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MICE

PHOTO: HOKKAIDO TOURISM MANAGEMENT

PHOTO: NISEKO TOWN COUNCIL TOURISM AND INDUSTRY DIVISION

then add the incredible food—truly
world-class with Michelin-starred
restaurants alongside classic
Japanese hole-in-the-wall izakaya
and the onsen—it leaves people
feeling totally satiated by nature,
food, and culture.”
The Ki Niseko hotel, managed
by HTM, offers a more boutique
experience than other, larger
facilities and can also provide
hiking, golf, cycling, rafting, and
team-building activities in the
summer months.
SOME LIKE IT HOT
Great outdoor opportunities are
also the strength of Okinawa,
and are ready to be orchestrated
by companies, hotels, and
organizations that are able to
facilitate unforgettable events.
The prefecture is looking to
ramp up its reputation as a MICE
destination and is preparing for
three major infrastructure projects
that will further boost its appeal to
event planners.
The prefectural government is
scheduled to open a new state-ofthe-art exhibition center on the
east coast of the main island of

PHOTO: NISEKO TOWN COUNCIL TOURISM AND INDUSTRY DIVISION

At a number of venues, as many as
80 people can participate in a yukigassen
(snowball fight) showdown.

Niseko Community Center

Okinawa in 2020, while a second
runway is due to become operational
at Naha Airport the same year. A
new passenger terminal is also being
planned for the city’s ferry port.
“Okinawa is not yet well developed
as an international MICE destination
due to limited international
flights, language proficiency, and
facilities catering to international
markets. But future opportunities
are substantial,” explains Bjorn
Courage, general manager of the

ANA InterContinental Manza
Beach Resort.
“It is safe, high-quality, and has a
perfect location—all of which means
Okinawa has a good possibility
of growing into a top MICE
destination,” he says. “Also, the 2020
Olympic Games and 2019 Rugby
World Cup will put a focus on Japan
in general, and Okinawa will benefit
from that as well.”
ANA InterContinental Manza
Beach Resort, on the west coast of the
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main island, has banquet
facilities for MICE groups
of up to 520 people.
“We do work with event
planners, but also have a
wide range of options that
we can organize ourselves,
such as a beach Olympics,
a local dance show, a karate
exhibition, fireworks displays on the
beach, and so on,” Courage says.
The nearby Okinawa Marriott
Resort & Spa recently hosted an
event for a major auto manufacturer,
with meals, entertainment, and
fireworks for 260 people.
“MICE planners come to Okinawa
for our beautiful beaches, good
weather, and to enjoy the resort
atmosphere, relaxation, and fun,”
says Yumiko Ichikawa, the hotel’s
international sales manager.
“Okinawa is starting to recognize
the MICE market, but there are a
limited number of hotels that have
the capacity to hold major events,”
she says. “And while inquiries are
definitely increasing, the block-

PHOTO: 663HIGHLAND [CC BY-SA3.0] VIA WIKIMEDIA COMMONS

PHOTO: ANA INTERCONTINENTAL BEACH RESORT

MICE

The ANA InterContinental Beach Resort

booking of a large number of hotel rooms for
tourists—since Okinawa became a popular
international destination—means that we
cannot always meet client demands.”
Okinawa has several MICE organizers that
can set up a wide range of experiences, such as
cultural evenings in locations such as Zakimi
Castle, which was recognized as a UNESCO
World Heritage Site in 2000, and is available to
host demonstrations of traditional Okinawan
martial arts, music, and dance.
Similarly, Shuri Castle, the crimson fortress
that overlooks Naha, can be booked as a
MICE venue.
Specialist MICE companies such as DMC
Okinawa can set up tailor-made events for
domestic and overseas clients, ranging from
dragon-boat races to treasure hunts, as well
as themed parties and a chance to perform
Okinawan music.
The Okinawa Convention and Visitors Bureau
has also introduced a number of measures
designed to attract MICE planners, including
having Miss Okinawa ambassadors take part
in receptions and presentations, holding a
welcome ceremony at the airport, and providing
introductions to organizations that can put on
traditional cultural events.
Extra help includes financial
support for charter bus services,
accommodation subsidies for
Okinawa Prefecture is looking
incentive tours, and arranging
discounts for conference venues—
to ramp up its reputation as a
including the Okinawa Convention
MICE destination with three major
Center and the Bankoku
Shinryokan party venue. n
infrastructure projects.

Shuri Castle in Okinawa
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Food
for

Thought
Are restaurateurs living the dream?
By Adam Miller

For many, the idea of owning their own business is alluring; you get to
choose your own hours, have complete creative control, and there is no one
to answer to. But in reality, being an entrepreneur can entail insanely long
hours, absolute accountability for your actions, and responsibility for your
staff. And all of this must be undertaken without any sort of safety net.

Widely regarded as one of the
riskier startups, cafés, bars, and
restaurants attract thousands of
entrepreneurs each year—even though
they know full well that failure is as
likely an outcome as success. But why
do some ventures fizzle while others
soar? There is no concrete formula
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for success. If there were, we would
all be successful business owners. But
in an attempt to gain insight into the
right ingredients, The Journal asked
a selection of foreign restaurateurs in
Japan a set of identical questions to
find out how their experiences and
business practices differ.

FOOD & BEVERAGE

OMNOMNOM
Rajib Ali came to Japan in the summer of 2008
and spent the first six years working as an assistant
language teacher. Coming from a family of
restaurateurs in the UK, Rajib took a leap of faith
and opened OmNomNom in the spring of 2015.
Designed to offer the Islamic community a Halal
option other than kebabs and curries, OmNomNom
was a world cuisine bistro with mainstays of chili and
hotdogs, and a rotating monthly menu that included
everything from pasta to hamburgers. Although he
built a loyal customer base, it was not enough to stop
OmNomNom from closing its doors permanently at
the beginning of 2016.

SHOOTERS
Seen by many as the largest social hub in Nagoya,
Chris Zarodkiewicz has been heading up Shooters
since it first opened in the mid 1990s. Well known
for its fun atmosphere, lively staff, gut-busting food,
and great cocktails, Shooters also plays a major part
in supporting almost every aspect of Nagoya’s art
community: live music, stand-up comedy, theater, DJs,
and more. Mr. Zarodkiewicz is an astute businessman
who is involved in a variety of projects, but to many he
is the face behind one of Nagoya’s best-loved spots.

SOUL FOOD HOUSE
David and LaTonya Whitaker are the couple behind
Soul Food House @ 148 in Azabu-juban. Both have a
passion for music—David being a hip-hop artist from
Georgia and LaTonya a gospel singer from Mississippi.
Both are long-term Tokyo residents, as well as food
fanatics, so they have combined all that they love and
know to create a space that delivers “American soul
food in Japan.”
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DEFINING THE INTERSECTION OF BUSINESS, POLITICS AND POLICY

FOOD & BEVERAGE

Did much time pass between the initial idea to
start a business and actually opening the doors?
What was the most difficult/important step?
Zarodkiewicz: Although there was never one single
moment when the decision to start my business
occurred, it was probably about 18 months to two years
from the time my business plan was created to the time
that we opened our doors. Creating a business plan
was probably the most important step in getting the
restaurant up and running. It gave potential investors
confidence that I was serious and focused on the idea,
and helped raise the necessary capital to get started.
Ali: My parents have a restaurant
Creating a business plan was probably friends and family
in the UK, so I’ve always had a
pass out flyers with a
desire to open a shop of some kind.
the most important step in getting the
coupon attached. We
Having said that, I think I started to
restaurant up and running.
also had a few articles
seriously think about it roughly two
and advertisements
years beforehand. The most difficult
written in various Japanese and English publications, both
step was actually convincing myself that opening a shop in
online and on paper. In terms of success, the flyers were easily
another country, in this case Japan, was actually possible.
identifiable as people came into the shop with them in hand.
People always have dreams and aspirations to start a business,
only to convince themselves that their current situation or
lifestyle is satisfactory enough that the change is not worth
Whitaker: Cooking classes and word of mouth. Teaching
it. Or, put simply, it’s too risky to give up everything and start
about the food increasingly allowed us to introduce a broader
a business.
audience to our food and personalities. At the same time, it
gave us the ability to perfect and fine-tune the flavors that
work best for local and international palates. The cooking
Whitaker: It took five to six years from the initial idea until
classes provided opportunities for us to be on television.
we finally opened in August 2015. Because this is our first
Other methods we’ve used include posting food photos
restaurant, the most important and difficult step was finding out
on Instagram, promotional videos, a pop-up shop (before
the entire process involved in bringing a restaurant to life. A lot
opening), magazine ads, and restaurant promotion/word of
of research should go into whatever business you pursue; if it’s a
mouth review websites (Yelp, Hot Pepper, Tabelog). But the
concern or question, find out what the solution is.
most effective methods involved word-of-mouth promotion
and visuals. Combined, they build an experience that entices
How did you go about attracting customers? Have
potential customers.
you used a number of methods? If so, which were the
least and most successful?
Zarodkiewicz: I was lucky in that I had been in a
What initially drove you to become an entrepreneur?
Were those hopes and aspirations met once you
management position in one of the largest, most successful
owned your own business?
restaurant businesses in Nagoya. It was because of this that I
Zarodkiewicz: I had worked for a couple of large companies
was able to start with a base of customers that followed me to
the new location. Over the years, word of mouth has always
(Hilton, Manhattan East Suite Hotels) and always enjoyed
proven to be the most powerful method of attracting more
my professional experiences. I was usually the first in every
customers. Provide great food and service, and the rest will
morning and the last to leave. At one point I felt that it was
eventually take care of itself. That being said, we have used
time to put all of my energy into something that would be
traditional methods of advertising, including print, radio,
beneficial to me in the long term.
and TV, and are currently putting a lot of focus on social
There is no better feeling than acquiring new business
media. Success and failure in any of the different formats of
and building something that is yours. Although being an
advertising depends on many different factors, and it isn’t
entrepreneur is not for everyone, I have found the experience
always easy to determine what has specifically worked and
over the last 20 years to be more than I could have imagined.
what hasn’t.
Ali: About six weeks before we opened,
we put a message board and chalkboards
outside the shop to let people know that
a new food shop would be opening.
We asked friends to pass the message
on to their friends, and we opened a
Facebook and Tabelog page to promote
the business. On opening day, we had

It is necessary to be willing
to work, wait, and build the
outcome you want.
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FOOD & BEVERAGE

Ali: I really just wanted to have my own shop and try it on
my own. Being your own boss is a great feeling. That’s not
to say it’s an easy life; far from it. Ultimately, I just wanted
to serve people and have them enjoy my food, and if I could
make a decent income, that would be great. It was certainly
enjoyable being an owner of something that my wife and I
put many hours into making happen, and seeing customers
enjoy what I made was immensely satisfying.

If you had the power to speak to yourself before
the business opened, what words of advice would
you give?
Zarodkiewicz: Stay focused and be selective of the
opportunities that present themselves.
Ali: Don’t regret anything. If it goes great, high fives and pats
on the back. If not, life goes on. You still have a future. Enjoy
what life throws at you as much as you can. You only live once.

Whitaker: I was once hosting two
different series of open mic nights
It was certainly enjoyable
in Ikebukuro and Shibuya. Both
programs came to an end at the
being an owner … and seeing
same time—one due to management
customers enjoy what I made
change, the other to a change in
ownership of the establishment. The
was immensely satisfying.
community that built up around the
open mics was an environment where
people could come and enjoy music together. We wanted to
be able to open a place that continued that atmosphere. The
restaurant is a reflection of that hope for people to feel at
home, comfortable, enjoy themselves, and be well fed. The full
vision of Soul Food House is still unfolding, but it is already
more than we hoped for.

Whitaker: Never forget why you
want to do this. Moments of success
and failure can distract you, but never
forget that they are not endpoints,
but simply moments that make the
journey more interesting. n

Since starting your own company, what was the biggest
hurdle you have had to overcome? In hindsight, do you
think you could have avoided it?
Zarodkiewicz: Six months after we opened, we decided to start
a beer garden in addition to the restaurant. Within a month of
opening the beer garden we realized we had overextended and
lost focus on our initial operation. We managed to overcome
the problems that came from the mistake, but in hindsight
should have avoided the opportunity altogether until we were
on solid ground with our restaurant.
Ali: The obvious hurdle is maintaining a steady flow of
customers. We were selling chili, a product unfamiliar to the
general Japanese public, so it was a challenge to entice them
to eat a product that they have no idea about. We were also in
an area away from shoppers, so foot traffic was pretty low. In
hindsight, the location is the first thing I would have changed.
Whitaker: Accepting that everything takes time—especially
a long-term plan for success with a strong customer base.
It is necessary to be willing to work, wait, and build the
outcome you want.
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Fear of Error
Japan Inc. needs to fail more often

A few years ago, a Japanese bank sent a confidential fax to a
counterparty. But an employee entered the wrong fax number,
sending the precious document to an elderly lady instead. She was
so indignant about what she regarded as the bank’s carelessness that
she complained vigorously—so vigorously that her complaint ended
up on the desk of the bank’s chief executive.
He promptly decreed that all faxes
sent by the bank must be transmitted
by two employees: one to send the
document and the other to check the
number. Years later, because of that
one mistake, all faxes in the bank are
still sent by two employees following
the same procedure.
This story about the fear of errors in
Japan and the extraordinary measures
taken to avoid them was recounted
at a recent seminar in Tokyo on local

business culture. It crystallizes some
key issues about Japan’s distinctive
business culture, which so far seems
to have resisted most attempts at
globalization, despite the risks
to competitiveness.
Consider this verdict: “The
committee has come to share a strong
sense of crisis that unless Japan
quickly reforms its economic system
and corporate management … in line
with the rapid changes taking place

in the domestic and external business
environment, the nation’s revival
within the global economy of the 21st
century would indeed be difficult.”
That was the conclusion of
the (Japanese-led) Investigative
Committee on Japan–US Economic
Relations, established by the Japan
Economic Research Institute. The
date of the report? January 2001.
Some 15 years later, the biggest
change in the Japanese business
environment is a rise in the use
of casual labor and a concomitant
decline in secure lifetime posts. Some
38% of the labor force now comprises
non-regular staff. But the painstaking
decision-making processes, the
elaborate corporate hierarchies,
the extreme fear of failure, and the
entrenched conservatism have not
changed much.

Lifetime employment is increasingly a relic of the past in Japan.
PHOTO BY HIROFUMI YAMAMOTO
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So is Japan doomed to inexorable
corporate decline? Of course not.
One of the most interesting but
least commented upon investment
trends has been the steady increase in
foreign ownership of Japanese stocks.
For each of the past three years this
figure has hit a record, with the result
that foreigners—mainly professional
and institutional investors—now
own nearly a third of Japanese stocks
by value. The equivalent figure for
the United States is around 20%.
Foreign investors appear to be
signaling that corporate Japan is
ripe for restructuring, and that it
will happen sooner rather than later.
They are not the only optimists.
One man at our seminar told me as
we left that he had proposed to his
Japanese girlfriend; he planned to
marry in a few months and start a
family here. n
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that underpin Japan’s array of highPERFECTLY OUTDATED?
tech companies still relevant in the
What was striking at a recent business
robot age? If machines are to deliver
culture seminar was the sensitivity
perfection in the 21st century, then
and affection shown for Japan by the
surely humans must become more
participants. This was not a case of
creative and experimental, more
inflexible, newly arrived Anglo-Saxons
attuned to the Silicon Valley mantra of
failing to adapt: The group included
“fail fast and fail often.”
executives from countries as diverse as
This idea is not new to Japan:
France, Syria, Spain, Thailand, and India.
Soichiro Honda, the brilliant engineer
They were delighted to be working in
and founder of
Japan, and showed
the eponymous
enormous admiration
The painstaking decision- company,
for Japanese precision,
famously said
dedication to duty,
making processes …
success
and perfectionism.
have not changed much. that
was the 1%
Yet their concern was
of your work
palpable. One spoke
that came from the 99% that failed.
of how his business colleagues spent
Yet even after all the warnings, few
more than two years studying every
big Japanese corporate names are
detail of a proposed acquisition, only to
taking risks. For that, look to braver
find the prize snatched at the last minute
entrepreneurial companies such as the
by a speedier foreign rival.
telecommunications and technology
Another sighed at how his
group SoftBank or the clothing retailer
engineering company was gradually
Uniqlo (whose founder Tadashi Yanai
losing its lead to Asian competitors who
did not pull his punches in an article for
had taken more risks with technology
McKinsey & Company five years ago,
and were now reaping the rewards.
describing Japan’s biggest problems as
Underlying much of the concern
“conservatism and cowardice”).
was a question: Are the precision skills
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MINISTRY OF LAND,
INFRASTRUCTURE, TRANSPORT,
AND TOURISM

PROMOTION OF
INFRASTRUCTURE EXPORTS
At the end of March, the Ministry of Land,
Infrastructure, Transport, and Tourism
(MLIT) made public its action plan for
the promotion of infrastructure exports
backed by the Japanese government. The
MLIT-related items in the guidelines seek
to realize the government’s Infrastructure
Export Strategy, by which Japan—
through aggressive competition—will
seek a winning strategy against China
and other countries that have been
promoting their own expanded overseas
infrastructure investments.
The action plan incorporates guidelines
for some 60 projects that Japan will be
pushing in foreign countries and regions
over the next three to four years. In
addition to a high-speed rail line linking
the Malaysian capital of Kuala Lumpur,
to Singapore, other plans include the
already inked building of a Shinkansentype railway—India’s first—between the
cities of Mumbai and Ahmedabad, and
the construction of a superconductive
linear railway between Baltimore and
Washington, DC.
In addition to the hard aspects, such as
the rolling stock and railway infrastructure,
the guidelines call for pushing projects
through comprehensive support that
will also emphasize such soft aspects as
environmental measures and human
resources training. Along with effective
promotion of sales through efforts by
Prime Minister Shinzo Abe and others,
the fiscal conditions of newly developed
economies will be considered. Optimal
efforts will be made to harness the system
of assistance through measures such
as reducing the time required to set up

international yen loans, waiving foreign
government guarantees, and so on.
As stated, however, the plan’s overall
contents do not appear to extend beyond
the government’s existing “infrastructure
strategy.” And the media, expecting that
more information would be forthcoming,
fired off questions along the lines of
“Aren’t there any new projects?” But the
government maintained that the contents
“are already well known.” In addition to
handing out 35 pages of material, officials
arranged for a press meet; but the day after
it was held, none of the major newspapers
accorded it significant coverage.
The government has set a target of
expanding foreign infrastructure orders to
around ¥30 trillion by 2020, aiming for a
figure roughly threefold that of 2010. This
unmistakably makes such exports one of
the main pillars of the Abenomics growth
strategy. The perceived need to revamp
the plan leaves the impression that, up to
now, the progress of growth strategies has
been sluggish.
MINISTRY OF INTERNAL AFFAIRS
AND COMMUNICATIONS

SOFTBANK RESISTS INTERIOR
MINISTRY’S “GUIDANCE”
A game of hide-and-seek over the
reduction of the prices of smartphones—
which are being reported by the media as
“essentially free of charge”—continues to
play out between the Ministry of Internal
Affairs and Communications and major
mobile operators.
On April 1, the ministry, in response
to statements by Abe, issued a revised
advisory to be applied to sales of smart
phones. NTT DoCoMo and SoftBank
quickly raised objections. Four days later,
the two companies found themselves
on the receiving end of “administrative
guidance” (a Japanese euphemism for an

J-MEDIA
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Japan policy updates translated
from Keizaikai magazine

official dressing-down that falls short of
fines or other penalties). SoftBank’s public
comments—to the effect that the company
“would proceed quickly to adjust plans for
subsidizing the purchase of terminals”—
appeared bent on picking a fight with the
ministry. SoftBank’s presumed conditions
for falling into line would be “that the
entire industry makes progress along the
same lines,” indicating the company would
determine its own position in response to
rivals for top share (a reference to NTT
DoCoMo), we have strong fears that
this will wipe out competition in the
marketplace and create disadvantages
for consumers.”
When changing from another provider
or changing the terminal (device),
DoCoMo subsidizes the purchase,
charging only ¥648 for a unit that
effectively costs several tens of thousands
of yen. SoftBank, on the other hand,
charges nothing at all to move from a rival
provider, and the sale price for nearly all
device models has effectively been reduced
to zero. In addition, from April 1, SoftBank
initiated a campaign in which user fees are
discounted by approximately ¥21,000.
The ministry views SoftBank’s
commencement of a campaign beginning
the same day that its guidelines went into
effect as “problematic,” with one highranking bureaucrat unable to conceal
his anger, saying, “It’s akin to an act of
rebellion against us.” NTT DoCoMo’s
reaction has been to request clarification
from the ministry and to provide written
notification of any results.
Another high-ranking member of
the ministry, however, was quoted as
saying, “Even by seeking to halt the
‘effectively zero yen’ policy, the game
of hide-and-seek just gets repeated. We
need a means of forcing them to sweep
out their profits [which are said to be
excessive].” He emphasized the longrunning argument favoring revisions to
the user rate structure, such as discounts
for existing customers. n
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NORDIC

WAYS

Channeling Scandinavia in Japan’s startup ecosystem
By John Amari

“All children are born brilliant. They are curious. They love to
explore. And they love to have fun,” Barbara Zamora Väätäjä tells
The Journal. For Väätäjä, a child’s education is not a trivial thing.
After all, she is a mother and the founder of Zava Holdings Inc., the
company that manages Moomin International Kindergarten (MIK).
The first Scandinavian school in Tokyo, MIK offers “personalized
and fully integrated early childhood education and care in English
using Finnish curriculum and early childhood Scandinavian learning
traditions where play is at the center of learning.” The school caters to
children aged 18 months to six years.
MIK is not the only item on Väätäjä’s entrepreneurial agenda, however.
Above the school, in the same modern building in the Akasaka business
district, she runs a shared office and events space called the Scandinavian
Center. Her hope is
that together they
What I admire about the Nordic
will become a hub for
education, innovation,
countries, especially Finland,
and entrepreneurship.

is their way of thinking.

ANCESTOR’S TALE
At first glance, it appears that entrepreneurship came to Väätäjä by way
of necessity. It was when she was expecting her first child back in 2011
that she felt the urge to establish her company. Realizing that there
was a dearth of progressive educational offerings in Japan for her
soon-to-be-born child, she decided to create MIK.
But a closer inspection of her family reveals an entrepreneurial
lineage that includes a succession of self-employed and selfstarting entrepreneurs.
“I come from a people who have never worked outside of their
family. My mother’s side, for example, comes from a long line of
coffee growers,” she explains.
A naturalized US citizen, Väätäjä is originally from Guatemala,
a Central American country on Mexico’s southern border.
While her formative years were spent in the country’s bustling
capital, Guatemala City, she often visited her maternal
family in the countryside. There, she played in the rivers and
surrounding banana fields, enjoying a “childhood of freedom.”
It was during those heady days in the Guatemalan
countryside that she first learned the virtue of hard work
and self-reliance. “They work the land before the sun comes
up,” she adds.
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STARTUP SPIRIT
How does Väätäjä see entrepreneurial life? “Being an entrepreneur
can be a challenge but is also very exciting,” Väätäjä explains. “You
have to prepare yourself mentally for that and remain curious and
learn from your mistakes. Also, you may have to go without pay
for a while, so make sure you have some savings to rely on.”
As parting words of wisdom for budding entrepreneurs, Väätäjä
simply says: “Just go for it. I think the opportunities in Japan for
many kinds of business are just tremendous.” n
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ENTREPRENEUR

GLOBAL CITIZEN
FINNISH INFLUENCE
When she was 16, she and her
Even while on Wall Street, Väätäjä had
immediate family relocated to
a burning desire to go it alone. “I didn’t
Washington, DC. This is when
know what business I wanted to create,
Väätäjä’s sense of individualism and
but I knew that was what I wanted to
adventure emerged. Attaching herself
do.” In 2007, just before the Lehman
to a friend from Tunisia, she quickly
Shock, she had an opportunity to
developed a love for French. Later, she
relocate to Japan.
would add Japanese to her linguistic
Having struggled to settle into
toolkit, which already included
the corporate culture, in part due to
English and her native Spanish.
the language barrier, she decided to
Väätäjä’s first love, however, was
take time out to study Japanese. And
not languages or education; it was
as the Great East Japan Earthquake
accounting—a skill that would later
struck in March 2011, she established
serve her well as a business starter.
her company.
As there were no undergraduate
Her first business idea was to set
Can you imagine how it feels
courses in the subject at her college
up a coffee distribution company in
in the United States, she instead
Japan—a move that harked back to
when you read that your child
chose economics as her major.
her origins. But the numbers did not
can be amazing?
Väätäjä spent her junior year
add up. The startup costs alone were
abroad living in France and the
prohibitively high.
United Kingdom. Before her return to Guatemala, her knowledge
With the birth of her first child approaching, she decided to
of French landed her an internship in the London offices of
do her homework on how children learn. Väätäjä read widely on
Credit Suisse, a multinational financial services company.
early childhood education and examined education systems from
At the Swiss bank, she had the opportunity to speak with major
around the world. The research was revealing.
French clients. That experience exposed her to finance and helped
“Can you imagine learning that your baby has multiple
boost her confidence.
intelligences, and that everything we do with them in the first six
After graduating and returning to Guatemala, a friend living
years has direct impact on how they think and how they learn
in New York encouraged her to relocate there. Within days of her
during their entire lifetime?”
arrival in the Big Apple, she got a job in finance.
Her reading lead to Finland. Not only is it her husband’s
Wall Street proved to be the making of her. Working for
country of origin, but the nation’s education system has been
investment bank Lehman Brothers, Väätäjä began as an analyst
praised around the world.
in the bonds market. The experience is something that she looks
The Organization for Economic Cooperation and Development,
back on with some gratefulness.
for instance, has placed Finland at or near the top since 2000,
“At Lehman, I was given a lot of responsibilities when I was
when it began assessing and ranking the performance of 15-yearreally young, and I’ve come to really appreciate that.”
olds from around the world in math, science, and reading.
But life at Lehman was not a piece of cake. As the only woman
“What I admire about the Nordic countries, especially
on her team, it took a while for Väätäjä to learn to navigate the
Finland, is their way of thinking. They put a high premium on
male-dominated culture.
education, great teachers, and helping children thrive early
At one point Väätäjä was only moments away from quitting,
in life by allowing them to remain curious and to learn in a
but was convinced otherwise by a concerned senior colleague, a
non-pressure environment through hands-on experiences and
woman who encouraged her to change teams within the company.
real-world application.”
In her new role in the sales department, she managed her
“They also have a sense of sustainability and quality, and of
own team and clients. She also thrived under a new manager—a
what is beautiful, simple, and useful. And that can be seen in
man who not only praised her when she did a good job, but
their education system, companies, designs, and technology,”
who also put her feet to the fire when she did not meet her own
Väätäjä says.
high standards.
Unsurprisingly, the Nordic way can be experienced throughout
Indeed, during her years at Lehman, Väätäjä was able to build
MIK and its annex—the Scandinavian Center. There one finds
several small businesses within the firm, and at the same time
Finnish teachers, products from Moomin (a brand based on a
earn an MBA from New York University.
Finnish comic book, which Väätäjä uses under license), Danish
architecture and interior design.

Move Management Specialists

SURVEY

Prospects Decline,
But Stay Positive
Muted optimism on economy, sales, and growth

Though the Japanese market continues to present

When asked about the sales performance outlook
for the next six months, US and Canadian companies
challenges for overseas companies, the latest Foreign
(+0.91; previously +1.06) were a bit more bullish than their
European counterparts (+0.63; previously +0.91). Only 3%
Chambers in Japan Business Confidence Survey finds
are planning to downsize and just one of the respondents is
that most remain optimistic about the future.
considering withdrawing from Japan.
From October to April, the majority of
respondents foresee an increase in sales
Conducted between April 12 and 22,
over the next six months despite a drop in
the spring 2016 edition incorporates
the overall index (+0.73; previously +0.94).
303 valid responses from members of
Some 14% expect strong improvement
17 foreign chambers of commerce and
valid
business organizations—an increase of
responses and 58% expect some improvement.
Among the remaining respondents, just
26% from the previous survey.
from members of 11% anticipate a negative trend (10%
On an index using a scale from
saying some decline, 1% strong decline).
+2 (strong improvement) to -2 (strong
Identifying the reasons for a change in
decline), optimism for growth in the
business performance, 58% cited their own
Japanese economy over the next six
efforts. The exchange rate was a key factor
months dropped from a level of +0.31
9%, while a change in resources affected
in the October 2015 survey to just +0.02.
foreign chambers for
8%. A shift in competition played a role
Looking 12 months out revealed a similar
of commerce
for 7%, and 5% specified Abenomics. An
decrease: +0.18 compared to +0.47
additional 13% cited other factors.
in the previous survey. Breaking this
With regard to an area of growing importance for
down by industry uncovered noticeable changes in finance
achieving gender balance in the workforce, companies were
(+0.16; previously +0.86), services (+0.39; previously +0.66),
asked about childcare. Of 296 respondents, 10% said this is
as well as sales and trading (+0.11; previously +0.39).
a constant topic in their company, 19% said it is frequently
Respondents also reported a small drop in company
discussed, 38% said it is mentioned sometimes, and 24% said
performance compared with the previous survey. The index
it is not discussed. The remaining 9% had no opinion. n
for reported sales performance over the past six months was
+0.57 compared with +0.71 in October, while profitability
growth held nearly steady at +0.61 (previously +0.60).
The next survey will be conducted in October.

303
17

Exchanges rates

9%

26 responses

Other

Own efforts
172 responses

58%

More/fewer resources
23 responses

13%

39 responses

8%

7%

20 responses

FACTORS
Total number of
responses: 295

Competition change

5%

Abenomics
15 responses
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Night and Day
US–Japan deal to boost
rivalry among carriers

By John Amari

PHOTO: DOUGLAS PERKINS (OWN WORK) [CC BY-SA 4.0] VIA WIKIMEDIA COMMONS

an amendment to their Open Skies Agreement, thereby creating
new daytime services for airlines flying between the US and Tokyo
International Airport (Haneda).
Open Skies are international policies
designed to promote competition
by liberalizing the rules and
regulations surrounding the aviation
industry. They affect a range of air
services, such as flight schedules for
passenger carriers.
In a press briefing back in
February—when the agreement
was reached—John Kirby, assistant
secretary for the Bureau of Public

Affairs of the U.S. Department of
State, said: “This amendment would
provide, for the first time since 1978,
daytime services by US and Japanese
air carriers between the United States
and [Haneda Airport], the busiest
[airport] in Japan and the closest to
downtown Tokyo.”
Under the proposed
The agreement means that there
agreement, which has
yet to be ratified by both
will be increased competition and

increased options for consumers.
Haneda’s central location is ideal for business.
PHOTO: MASAHIRO TAKAGI [CC BY-SA 2.0] VIA WIKIMEDIA COMMONS
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governments, existing nighttime slot
pairs that US airlines operate between
Haneda and the US—of which there
are four—will be moved to daytime
hours. Meanwhile, a fifth daytime slot
pair for scheduled services to and from
Haneda Airport is to be added, and
US carriers will continue to operate a
nighttime slot pair, the Center for Asia
Pacific Aviation (CAPCA), an industry
consultancy, reported in February.

PHOTO: AZUSA SEKKEI (OWN WORK) [CC BY-SA 3.0] VIA WIKIMEDIA COMMONS

Earlier this year, the United States and Japan successfully negotiated

GOOD NEWS
A number of US carriers welcomed
news of the agreement. Speaking
exclusively to The Journal, Erwan
Perhirin, vice president, Asia–Pacific
at American Airlines, said: “We very
much welcome the further opening of
air services between the US and Japan.
We think that having daytime flights
to Haneda—which is a critical airport
for both Japanese and American
consumers—will bring great benefits
for customers.”
Perhirin, who is also chair of
the Transportation and Logistics
Committee of the American Chamber
of Commerce in Japan (ACCJ),
added: “Haneda is convenient. It is
the preferred airport for a key set of
customers. The agreement means that
there will be increased competition
and increased options for consumers.”
Alison Espley, managing director,
Japan and Pacific Sales for United
Airlines, was of a similar opinion. In
an interview with The Journal, Espley
commented: “United Airlines believes
the switch to daytime will enhance
the benefits our customers are already
receiving by this flight.
“The daytime schedule provides for
more convenient arrival and departure
times at Tokyo’s Haneda Airport and
will allow additional points behind
our San Francisco hub to gain a onestop connection service to Haneda via
San Francisco.”
Kiyo Weiss, Air Canada's general
manager for Japan, told The Journal:
“Air Canada has been serving Haneda
from Toronto for two years now,
and it has been extremely popular
with US-bound business travelers.
They can clear US immigration in
Toronto without queueing like they
do at US gateways. They do not even
have to pick up baggage until the
final destination.”

The Journal also spoke to a frequent
flyer who is familiar with the industry,
but who isn’t authorized to speak about
the matter. They pointed out some of
the benefits for travelers—especially
long-haul travelers and frequent
flyers—that arise from the deal.
“The agreement could make a
difference to airport transfers when
you consider the cost of a taxi
from Haneda to the city [which is
affordable] compared with taking one
from Narita [which can be costly].”
“Taxi transport is ideal, point-topoint, but from Narita you’ll probably
take a bus or a train, when what you
really want to do is sit quietly on your
own and go straight to your meeting,
hotel, or home.” Narita is about
60 kilometers from central Tokyo,
whereas Haneda is only 14 kilometers
from the capital’s center.
NEW NORMAL
Expected to begin as early as this
fall, the new flight arrangements are
likely to affect a wide range of services
and providers.
Washington DC, New York,
Chicago, Boston, San Francisco,
Seattle, and Guam are among 22
US destinations to be affected by
the changes, CAPCA reported in

TRAVEL

PHOTO: MASAKATSU UKON [CC BY-SA 2.0] VIA WIKIMEDIA COMMONS

A number of airlines serving
US–Japan routes are also to
be affected by the agreement.

February. In Japan, seven airports
will see changes: Narita, Haneda,
Osaka Kansai, Nagoya Chubu,
Sapporo, Sendai, and Fukuoka.
A number of airlines serving US–
Japan routes are also to be affected
by the agreement, including three
Japanese ones: Japan Airlines, All
Nippon Airways, and Nippon Cargo
Airlines. US airlines that serve Japan,
and are covered by the agreement,
include United Airlines, American
Airlines, Delta, and Hawaiian Airlines,
according to CAPCA.
Representatives from Delta told
The Journal: “Delta applied to the
Department of Transportation for the
routes we believe are in the best interest
of our customers and will provide both
the greatest direct and connecting
opportunities from the US to Haneda.
We will assess the awards for all carriers
after the Department of Transportation
announces its decisions, then finalize
our Japan network strategy.”
Tokyo International Air Terminal
Corporation, a private company
that operates and manages the land
side of the international terminal at
Haneda Airport, was approached by
The Journal but could not provide a
comment—pending ratification of
the agreement. n
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Reach your entire
multi-media market!
Like never before, showcase your company in three key media:

Exclusive
Ad Space

ACCJ

ACCJ

The

Website

Insider

Journal

Fresh design for easy use,
maximum exposure,
and vital information on
advocacy, networking
and events:
www.accj.or.jp

Weekly newsletter packed
with news, information, and
much more emailed to all
3,000-plus members.
It is the key communication
tool between the ACCJ and
its membership.

The Authority on Global Business
in Japan was relaunched in
April 2015 with a fresh design, more
focused content and an expanded
distribution targeting readers
beyond the ACCJ membership.
journal.accj.or.jp

With the broadest reach possible to speakers
of both English and Japanese across Asia,
to the U.S. and beyond, your adverts will be
seen by a diverse and influential readership of
leaders and senior decision makers—at great
value cost.
For full details, or a copy of the ACCJ media kit,

Spread the Word

please contact the ACCJ’s official media partner:

If anyone in your valued network is not yet an ACCJ
member, help sign them up. Recommend potential new

Custom Media
(03) 4540-7730
accj@custom-media.com

members to broaden their connections to the best in
the business.
Call the ACCJ for more information at (03) 3433-7304
or send an email to membership@accj.or.jp

Bringing Businesses Together
for over Sixty-five Years

SPONSORED CONTENT

Maple Leaf Luxury
Flying high with Air Canada

W

�

ith more than 50 years of
experience flying to Japan,
combined with an ongoing
overhaul of its fleet and facilities,
Air Canada is confident it has
earned the title of leading North
American airline.
Benjamin Smith, president,
And a traveler doesn’t have
Passenger Airlines division
to take the company’s word for
it; Air Canada is the only North
American international carrier with a four-star ranking from
Skytrax, the industry’s most-recognized rating agency.
“We do strive to position ourselves as the preeminent carrier
in North America from the service perspective—including
both technology and onboard products—and that has served
us very well in having a leading position,” says Benjamin Smith,
president of the Passenger Airlines division of Air Canada.
As a founding partner of the Star
Alliance, Air Canada has two powerful
partners with bases in Japan: All
Nippon Airways and United Airlines. As
a result, the carrier is well positioned to
link Japan with the Americas through
Canada, with service to and from Narita
International Airport, Tokyo International Airport (Haneda),
and Kansai International Airport.
To strengthen this position, the airline recently initiated
a major investment in its premium products, centered on the
addition of 37 state-of-the-art Boeing 787 aircraft—around
a third of which have already been delivered. In addition,
the company’s existing aircraft—including the large fleet of
777s—are undergoing dramatic upgrades.
The new aircraft offer an entirely new suite of products from
nose to tail. “The 787 is an amazing airplane, from a number
of perspectives,” says Smith. “And we believe we now have
the best, or one of the best, interior layouts in the industry.
In the business cabin we have direct aisle-access from every
single seat, we have the latest technology in terms of ovens,
espresso machines, and in-flight entertainment.”
Improvements to seats are being matched by
upgrades to the onboard menu. Celebrated Vancouver

www.aircanada.com/jp

Chef David Hawksworth, renowned for his compelling
contemporary Canadian cuisine, has been given carte
blanche to revise the entire premium cabin’s culinary offering.
New attention is also being given to other details of
comfort, right down to the materials used in the pillows
and blankets, to ensure that the business traveler arrives
at his or her destination ready for the workday.
These luxuries need not be seen as purely for the business
traveler. “The profile of customers who choose to fly in
Air Canada’s business class is quite extensive,” says Smith.
“We have customers who are traveling purely for business,
and they value the rest and the comfort that we can provide,”
he explains. “[But] while that is the number one segment of
our business traffic, the market is evolving and the population
bases in both Japan and Canada are changing; so we are
seeing greater demand for higher-end leisure travel,” he
adds. “These are people who are going on vacation, value
the business-class experience, and
are willing to pay for it. We did not
see that type of demand years ago,
but that seems to be building across
the Pacific and in many other regions
where we operate,” he offers.
Another advantage of the 787 is that
it makes new routes more viable, enabling greater capacity.
In Japan, that means the maple leaf logo is once again being
seen on the tails of planes in Osaka.
“Our resumption of service to Osaka has come about in
a way similar to many other routes we withdrew from in the
previous decade,” Smith says. “As we have gone through
this process of repositioning our airline, we have updated
our fleet and changed our configurations.”
The result has been an impressive double-digit growth
in passenger numbers in both directions across the
Pacific Ocean.
The airline’s reputation and consistently high levels of
service mean that business is sky high. And although Smith
is not at liberty to reveal all of the company’s plans for the
future, he hints that the famous red-and-white livery is
likely to be landing at a number of new destinations in the
Asia–Pacific region in the not-too-distant future. n

The new aircraft offer
an entirely new suite of
products from nose to tail.
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Travel
Business Index—a monthly printed and digital industry company listing—
can help with finding the right itinerary, flight, venue and much more!

journal.accj.or.jp/businessindex

“American Airlines is the
world’s largest airline,
currently operating up to
91 flights per week from
Asia–Pacific to the US.”
—Erwan Perhirin,
Vice President, Asia–Pacific

“Niseko Conference
Center (NCC) is a modern,
well-equipped, eco-friendly
venue for all your MICE needs,
located in the heart of Niseko
Town. Great location with
easy access.”
—Paul Haggart, Niseko Town Council
Tourism and Industry Division
Strategy Manager

“With the Premier, Residence, and
Apartments brands of serviced
apartment in different prime
locations in Tokyo, Oakwood
has a home and lifestyle for you.
Discover more about Oakwood
living in Aoyama, Akasaka,
Ariake, Azabujyuban, Tokyo
Midtown, Roppongi, Shirokane,
Tokyo Station, and Minami Azabu
(late summer 2016).”
—Eiichi Eric Ishimaru,
Director of Sales & Marketing

American Airlines
American Airlines offers an average of
6,700 flights per day to 350 destinations
in more than 50 countries. American
has nine hubs in the US, and a strong
network for North, Central, and
South America.

Niseko Conference Center (NCC)
The Niseko Conference Center
opened five years ago and is managed
by the Niseko Chamber of Commerce
in conjunction with the Niseko
Town Council.

Oakwood
Since its inception more than
50 years ago, Oakwood has grown to be
the largest serviced apartment operator
in the world, with close to 25,000
serviced apartments throughout North
America, Asia, and Europe. A strong
global sales and marketing network
combined with proprietary operating
systems and an excellent service record
have resulted in remarkable returns for
owners and investors.

(83) 4550-2200
mari.makabe@aa.com
www.aa.com

0136-44-2121
kankou@town.niseko.lg.jp
www.niseko-ta.jp

03-5412-3131
midtown@oakwoodasia.com
www.oakwoodasia.com
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“We aim to provide seamless
itineraries, extraordinary
service, and experiences for
our clients that will form a
lasting memory—something
to take home and look back
on for a long time.”

“United is committed to serving
Japan and proud to operate
nonstop to eight US cities from
Narita, Haneda, and Kansai with
connections to the Americas. In
addition, we serve Guam from
six Japanese cities.”

—Erin Kessler, Travel Consultant &
Manager, Tokyo

—Alison Espley, Managing Director,
Japan and Pacific Sales

www.bij.tv

INFLUENCE

SUCCESS

LEADER
SHIP
Flying high
The Art of Travel
With offices in Kanazawa, Tokyo,
and New York, the Art of Travel is a
Japan-based travel agency dedicated
to providing premier luxury services
for quick getaways, destinationbased celebrations, and family or
business trips.

United Airlines
With great people, the world’s most
comprehensive global route network,
the best current aircraft order book
among the US network carriers, and an
industry-leading loyalty program, United
is well positioned to deliver meaningful
profitability and sustainable long-term
value for our customers, the communities
we serve, our shareholders, and our
co-workers around the world.

US Toll-free: 1 800 929 7152

+81 (0) 76 221 1586
travel@theartoftravel.net
www.theartoftravel.net

with Air Canada
luxury
A major investment in premium products
means a new level of comfort for business
and leisure travel. Benjamin Smith, president
of the passenger airlines division, explains
on BIJ.TV.

the first and only
bilingual video channel
on Business in Japan

Benjamin Smith

To be featured on BIJ.TV, contact:
03-6732-5011
united.com

Joy Fajardo • joy@custom-media.com
03-4540-7730
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Getting Tax Right
Calculus 101 and Tax Gross-up
By Tosh Kamii, partner, Human Capital Services, Grant Thornton Japan

P

eople drive business. Without them, a business cannot
succeed. While this has always been true on a local
level, the combination of rapid growth in emerging
markets and employee shortages in developed markets
is creating the need to recruit from afar. In this world, the
ability to manage global talent mobility is the difference
between success and failure.
To help grow overseas business, Japanese manufacturers
are sending hundreds of employees on short-term
secondment to subsidiaries within the Asia–Pacific region
to train and educate local staff. In some situations, these
workers will be taxed by the local authorities. It is critical
that businesses understand the tax impact of such moves.
For example, Indian companies operating in Japan must
run multiple salary simulations for hundreds of employees
to ensure that certain net amounts are guaranteed for their
employees on assignment from India. These arrangements
and simulations require
what is often referred to as
tax gross-up calculations.
When running tax
gross-up calculations,
it helps to think back to
Calculus 101. If you did
not rely too much on
your scientific calculator, you will remember that
convergence, in mathematical terms, is the property
of approaching a limit more and more closely as a
variable of the function increases or decreases. For
example, the function y = 1/x converges to zero as
x increases. Although no ﬁnite value of x will cause
the value of y to actually become zero, the limiting
value of y is zero because y can be made as small as
desired by choosing a sufficiently large value for x.
Under tax equalization arrangements and contracts
with guaranteed net amounts, an employer will pay

an employee’s taxes. This becomes taxable income for the
employee, which further increase the taxes to be paid by
the employer. The result is a tax-on-tax computation that
requires repeated runs with new values.
Tax-on-tax computations involved in tax gross-up,
however, are unique in that certain value ranges for x can
equal y to a ﬁnite value. This happens because, for income
tax purposes, taxable income is rounded down to the
nearest thousand and regular tax liability is rounded down
to the nearest hundred.
For example, the Excel function y = ROUNDDOWN(1/x,
-3) will result in zero when x is over 0.001 because any result
under 1,000 is rounded down to zero. A macro that includes
a well-designed mathematical formula and Excel function
will allow for any tax gross-up to be processed in volume.
Actual calculation is complex due to the effect of
inhabitant tax, which is based on the prior year’s income.
In another word, this year’s
income will determine how
much inhabitant tax must
be paid next year. Social
security, which requires
unique calculation, adds
further complexity. n

A macro that includes a well-designed
mathematical formula and Excel
function will allow for any tax gross-up
to be processed in volume.

Tosh Kamii is a partner at Grant Thornton
Japan’s Human Capital Services, providing
payroll, compensation, and beneﬁts solutions
to foreign businesses. He is also a practice
leader for Global Mobility Services, providing
income tax and social security solutions for
international assignees and global businesses.

For more information, please contact your Grant Thornton representative
at +81 (0)3 5770 8829 or email us at tax-info@jp.gt.com

www.grantthornton.jp/en
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Stop Killing
Your Sales

W

hat we say and how we say it
matters. It matters in life, in
families, and in business—especially in
sales. Sales talk is very semantics-driven.
The classic Hollywood big-talking
salesperson is an archeological
artifact, a dusty relic, now banished to
the tombs. Today, salespeople have
to be articulate but not glib, concise
not flowery, evidence-based not
barrow-boy spivs.
Japan presents a challenge when
it comes to developing salespeople.
Invariably, they are the undereducated
graduates of OJT: on-the-job training.
This works for certain technical themes,
but not for the broader art of sales.
Attempts by foreign executives to
rectify this problem are often laughable.
Bosses who don’t speak Japanese or
don’t have a sales background—or even
worse lack both—send in the Englishspeaking instructors from the corporate
Asia–Pacific hub to dole out the sales
medicine. It is always snake oil.
Sales training must be based on
the reality of selling to clients in their
native language. If the clients are
Japanese, then the training has to be
done in Japanese. Because what we
say and how we say it are so culturally
and linguistically specific, there is no
way you can satisfactorily teach this
in English.

LOCAL LANGUAGE
This doesn’t stop people from trying,
though. The misstep is when they add
to their woes by using the HR people
from Singapore or Hong Kong, the
usual hubs in Asia, who invariably
are smart, sharp, rapid-fire Chinese
speakers with accented English. They
present from the global corporate
sales textbook, but sadly they are
often hard to understand.

Even worse, the instructors have
no understanding of the subtleties
of the Japanese language, so there
is no opportunity to coach through
roleplaying in Japanese.

PREPARE AND ANTICIPATE
Let’s stop wasting time and money and
get this done properly in the language
of the client. There are already enough
ways to fail. The first big one is a lack
of preparation and failure to anticipate
the issues facing the client. Because of
this, the language being used is vague
and often meandering. Salespeople
should complete a mini-SWOT
(strength, weaknesses, opportunities,
threats) analysis of the industry and the
company. This will help flag potential
problems that require solutions and
direct the discussion to the elements
of the greatest interest to the buyer.
Of course, we need to be asking good
questions in order to find out what the
buyer needs. Using SWOT allows us to
get to the key points faster and builds
more credibility.
Blocker words are another killer of
sales success. This is directly related
to a lack of discipline on the part of
the salesperson. They shoot off their
mouths without engaging their brains,
and out pour words that spoil the deal.
What are these blocker words? Some
common ones include: “sort of,” “a few,”
“kind of,” “sometimes,” “more or less,”
“about,” and “some.” All are vagaries
to which no useful sales evidence can
be attached. We should speak with
authority and certainty because clients
want our full belief and commitment.
This allows them to trust what we say.
Words such as “price,” “cost,” and
“contract” are also poor choices.
These words create an image of money
rushing out like a flood, with no value

coming back in. We should be speaking
of “value” and “investment.” Your
parents told you to be careful about
signing a “contract,” so let’s sign an
“agreement” instead. Semantics makes
a big difference in what the client hears.
Salespeople also talk too much.
They love people and they love to chat.
Too many words begin to pop into the
conversation, adding no value to the
sales process. Being concise is key. Pare
down the dialogue to only words that
are relevant, add value, are laden with
evidence, and build trust; everything
else has to go.
Getting people to hand over
their hard-earned cash is difficult
enough. Poor communication skills
make it even tougher. We need to
train people properly and monitor
their sales conversations to ensure
they are achieving the maximum
success possible.

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

www.skillhouse.co.jp
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1 The ACCJ DC Doorknock delegation poses with Caleb Gilchrist (third from right),
deputy chief of staff in the office of Representative Danny Davis.
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Untapped Potential
The new Women in Business white paper
Makiko Tachimori (Fukui)

2 ACCJ Executive Director Laura Younger and ACCJ President Christopher J. LaFleur
at the US Embassy Reception on April 13 for the APCAC Business Conference held
in Beijing, China.

3 ACCJ Kansai Living in Kansai Committee, led by Rose Tanasugarn (right), provides
a range of business and social networking opportunities to ACCJ Kansai members.
Photo was taken at the ACCJ Kansai Spring Meishi Exchange held at the Rihga
Royal Hotel Osaka on Wednesday, April 20.

facebook.com/The.ACCJ

twitter.com/AmChamJapan

youtube.com/user/AmChamJapan
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ADVOCACY

The Seven Principles

T

he mission of the American
Chamber of Commerce (ACCJ)
in Japan is to further develop
commerce between the United States
and Japan; to promote the interests
of US companies and members; and
to improve the international business
environment in Japan.
This is achieved through the
ACCJ’s virtuous circle of networking,
information, and advocacy. It is the
latter through which the collective
power of the chamber’s members
can affect positive change in Japan’s
business climate.

Advocacy documents can take one of
six primary forms:
CORE ADVOCACY

Advocacy efforts are based upon the
following Core Advocacy Principles,
which the ACCJ believes are critical to
the further development of commerce
between the United States and Japan
and to the further improvement of the
international business environment
in Japan:
 Free Market Principles
 Level Playing Field

YOU MAKE THE DIFFERENCE

 Transparent and Fair Process

Although you may not have considered
becoming involved in advocacy, if you
have an idea to make business easier,
this is the channel through which your
view could become reality.
The ACCJ advocates by developing
solutions-based recommendations
and strategically disseminating those
recommendations to key stakeholders
and influencers, which may include
media, opinion leaders, business
organizations, and the governments of
Japan and the United States. Advocacy
is our networking advantage, as it
brings together the experience and
expertise of our diverse membership
to find solutions and encourage global
best practices.
Because advocacy positions
represent committee positions
(rather than one-company issues)

 Global Best Practices
 Corporate Social Responsibility
 Solutions-Based Recommendation
 US–Japan Economic Integration
and Regional Leadership

and are developed through a process
that involves all levels of leadership,
they become our official position
on the subject. Therefore, your
recommendations can help guide
where the ACCJ stands on an issue.
THE PROCESS

All advocacy documents are developed
by committees, and are then reviewed by
the Board of Governors (BOG) and the
External Affairs Advisory Council (EAAC).

�
�
�
�
�
�

press release
viewpoint
public comment
white paper
advocacy letter
presentation

A viewpoint is a brief paper that
identifies a specific issue and presents
solutions-based recommendations to
address that issue. A public comment
is a written response to a government
call for comment on proposed policy
or regulatory change. A white paper is
an extended document that presents
solutions-based recommendations on
a specific issue in detail or on a broad
range of issues. An advocacy letter is a
statement on a particular issue directed
to a particular stakeholder or group
of stakeholders. A presentation is a
collection of statements on ACCJ official
positions that are used during an event,
such as the Washington, DC Doorknock.
Once committee members have agreed
on a final draft and a Japanese translation
has begun, the review process is initiated
to ensure consistency with format, existing
ACCJ positions, and the ACCJ’s Core
Advocacy Principles. Reviews are conducted
in English. Ideally, the process takes about
10 working days, with exceptions for
documents over 1,400 words and cases
where the English or Japanese version
requires significant revision.
Advocacy not only advances the mission
of the ACCJ, but this element of the virtuous
circle helps position the ACCJ as one of the
most knowledgeable and influential business
organizations in Japan. By becoming
involved, you can help guide the business
environment for both global and domestic
companies in Japan. n

Not sure where to start? The ACCJ's
External Affairs Department can help.
Please contact them at external@accj.or.jp
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Advocacy for Small
and Medium-Sized
Enterprises

T

he opportunity to advocate for solutions that foster
a healthy business climate in Japan is one of the most
important benefits of ACCJ membership. In recent
years, ACCJ White Papers, Viewpoints, and Doorknocks
have had a clear impact on regulation and policy that
directly affect member interests in areas including financial
services, healthcare, women in business, and the internet
economy. Our growth strategy recommendations have
undoubtedly impacted Abenomics, notably in the area of
corporate governance. Most recently, our advocacy of the
Trans-Pacific Partnership during the DC Doorknock was
met with high praise from senior officials in the United
States government. We found an unprecedented number of
Members of Congress eager to engage with us on this issue.
One of my goals this year is to ensure that our advocacy
efforts more fully represent the interests of our diverse
membership. In particular, I want to support advocacy
on behalf of small and medium-sized enterprises (SMEs).
In 2010, our Growth Strategy Task Force White Paper
identified SMEs as a key engine of growth in Japan, an
assessment reflected in Prime Minister Shinzo Abe’s
Third Arrow structural reform proposals.

FROM THE BOARD

By Christopher J. LaFleur
ACCJ President

Yet, SMEs continue to face significant challenges in
the Japanese market. These challenges include issues
related to taxation, financing, labor mobility, and
resource mobilization. The Growth Strategy Task Force
White Paper revealed key issues that impact SMEs and
recommended a number of solutions.
Much has changed since 2010. In particular, the
current Japanese government’s greater receptivity to
pro-growth ideas offers a fresh opportunity to update
and expand our earlier recommendations. To accomplish
this, we are launching an SME Task Force that will
develop a new advocacy document focused on SMEs.
The Task Force will also lead advocacy efforts to promote
implementation of a new set of recommendations.
Over the next few months, ACCJ members will have
multiple opportunities to share ideas and support the
SME Task Force in identifying advocacy issues. We
welcome input from the full range of members, as we
know that all companies, large and small, have a stake
in improving the SME environment in Japan. I ask for
your support and active participation in this important
Chamber initiative. n

THIS MONTH’S FEATURED VIDEO:
2016 KUMAMOTO EARTHQUAKE:
Message from ACCJ President
Christopher LaFleur
Beginning April 14, a series of powerful
earthquakes devastated areas of Kumamoto
Prefecture. Learn how the ACCJ is helping
the recovery efforts and how our members
can contribute.
Visit https://www.youtube.com/user/
AmChamJapan and subscribe today!
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1 The ACCJ DC Doorknock delegation poses in front of the
White House in Washington, DC, on April 29. The 2016
DC Doorknock focused on opportunities the Trans-Pacific
Partnership (TPP) agreement creates for the United States
and Japan.

50th anniversary of the legendary

2 KPMG Chairman Tsutomu Takahashi welcomes attendees to
the Young Professionals Forum Kick-Off Event (sponsored by
KPMG) on April 14 at LB8 in Daikanyama.

3 ACCJ President Christopher J. LaFleur, ACCJ Executive Director
Laura Younger, and ASICS CEO Motoi Oyama at the ASICS
Global Strategy event at Tokyo American Club on May 12.

4 From left to right: Norman Tolman, Syusui Wakauagi, Daniel
Kelly, and Timothy Connor at the 2016 Spring Meet & Greet
at Conrad Tokyo on May 9.

5 ACCJ Executive Director Laura Younger (left), APCAC
Chairman Jackson Cox (center), and AmCham China President
Alan Beebe at the 2016 APCAC Business Conference held at
the Renaissance Beijing Capital Hotel in Beijing, China.

6 ACCJ Governor-Chubu Britt Creamer (left) and ACCJ Business
Program Committee-Chubu Vice President (right) present
the certificate of appreciation to John Wood, the Founder of
Room to Read, at Ten Lessons Learned on the Way to Reaching
Ten Million Children at the Hilton Nagoya on April 14.
(PHOTO BY ANDY BOONE)

7 Members and guests enjoyed making new acquaintances and
meeting old friends at the ACCJ Kansai Spring Meishi Exchange
held at the Rihga Royal Hotel Osaka on Wednesday, April 20.

BLACK
& WHITE
BALL
ACCJ Charity Ball

8 From left to right: Kjell Yadon, Eric Wedemeyer, James Riney,
Jonathan Epstein, Swimmy Minami, and Thomas R. Shockley
pose at "Where is Japan's Entrepreneurial Space Heading?"
on April 21 at the Tokyo American Club.

UPCOMING EVENTS

Please visit www.accj.or.jp for a complete
list of upcoming ACCJ events or check our
weekly e-newsletter, The ACCJ Insider.
• JUNE 9

Early Summer Mixer
• JUNE 23

Beyond Abenomics:
The Bullish Case for Japan

Save the Date
Saturday, December 3, 2016
Hilton Tokyo, Shinjuku

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

Sound Mind in Sound Body
ASICS CEO speaks about sport technology
By C Bryan Jones

O

n May 12, ASICS CEO Motoi Oyama spoke before
a gathering of American Chamber of Commerce
in Japan (ACCJ) members and their guests at the
Tokyo American Club.
The topic was the ASICS global strategy, which has
doubled the company’s revenue growth under Oyama’s
leadership. Founded on the philosophy of “a sound mind
in a sound body,” ASICS has seen a doubling of revenue
growth over the past five years. The company continues
to expand its market presence globally by applying its
vision: “Creating Quality Lifestyle through Intelligent
Sport Technology.”
Oyama began with an overview
of the company’s history, explaining
how, in a depressed post-war
Japan, founder Kihachiro Onitsuka
realized that to prevent apathy
among the nation’s youth, hope and
optimism must be instilled. This
led to the birth of ASICS in 1949,
and the company’s first product—
basketball shoes—in 1950.
Today ASICS finds itself
ranked 17th on consultancy firm
Interbrand’s list of Japan’s best
global brands. It’s an achievement
that Oyama is very proud of, but
ASICS CEO Motoi Oyama
his eyes are set on a greater prize:
the Interbrand Global Top 100.
The increased global nature of ASICS has put this
within reach. The company’s domestic and overseas sales
are worth ¥428.4 billion, with 75% of that coming from
overseas. He explained the restructuring of subsidiaries
that has created a solid global foundation, placing specific
areas of operation management and production in Japan,
the Americas, Europe, the Middle East, Africa, Oceania/
Southeast Asia, and East Asia.
Presenting the core strategies of the ASICS Growth
Plan 2020, Oyama described how a direct-to-consumer
(DTC) approach is key to their future. The DTC mindset
is a consumer-centric way of thinking that creates the
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best touch-points and enables direct communication
between consumers and ASICS. The information gleaned
from this interaction becomes the basis for the entire
business process.
Oyama explained some of the challenges of doing
business in the United States, where they must account
for the tendency of big box retailers to price-match
online stores such as Amazon. Because there is a shift
from in-store purchases to online purchases among
younger consumers, who shop from their mobile
devices, ASICS has had to develop a strategy that smartly
combines brick-and-mortar
retail and e-commerce.
He also touched on the
business impact of global

ASICS has seen a doubling of
revenue growth over the past
five years.
sporting events, including
the Tokyo Marathon—which
has seen a rise in the number
of non-Japanese runners from
8% in 2013 to 18% in 2016—and the Olympics, which
the Mizuho Research Institute estimates will deliver
¥30 trillion in economic effects.
Looking ever farther ahead, Oyama shed light on
troubling trends in physical inactivity. Projections
are that by 2030 nearly 50% of people in the United
States and China will not take part in physical activity,
resulting in $47 trillion in added healthcare costs for the
global economy according to the UK medical journal
The Lancet. ASICS, he says, is in a race to slow this trend.
To close out the event, ACCJ President Chris LaFleur
presented Oyama with a certificate of appreciation. n

EMBASSY

Cybersecurity Spotlight
Global security companies gather at Keio University
By C Bryan Jones

T

he frequency of security breaches
seems to increase each day. The
media has a way of making
disastrous events seem more common
than they are, but in this case it’s not an
illusion. According to the Identity Theft
Research Center, as of May 17—the day
the Embassy of the United States in Tokyo
held its Spotlight on Cybersecurity event
at Keio University—there have been 399
data breaches in 2016. Their final report
for 2015 tallied 781, a number that, at the
current pace, will be shattered by the end
of the year.
The Commercial Section of the
US Embassy, together with the Keio
Cybersecurity Research Center, Sasakawa
Peace Foundation USA, and the Asia
Pacific Institute for the Digital Economy
(APIDE) at Keio University, organized this
daylong event. Erick Kish, commercial
attaché at the US Embassy, says it
“brought together thought leaders from
the US and Japanese private sectors,
academia, and government to discuss
cybersecurity challenges and encourage a
multi-stakeholder approach to solutions.”
He pointed out that “cybersecurity is a
foundation of the digital economy, and a
key to building the online trust which is
essential for e-commerce.”
Admiral Dennis Blair (Ret.), chairman
and CEO of Sasakawa USA and former

decision makers, media, and private
sector leaders attending the conference.
Kane Lightowler of Waltham,
Massachusetts-based endpoint security
company Carbon Black, pointed
out a worrisome shift. “The fact that
cybercrime rapidly is becoming a paid
service is fueling a tremendous amount
of disruption of our IT systems. Today,
attack campaigns often are
run by those who aren’t
technical enough to build
the tools themselves, but
who are motivated and
have the money to hire
skilled professionals eager
to provide these services.”
A common point was
that, in order to combat cybercrime and
keep pace with the rapid evolution of the
threat, private businesses must take the
lead. Legislation alone cannot provide
effective security. Speaking to The Journal
on the topic, Eric Basu, president and
CEO of technology service provider
Sentek Global, said, “Putting legislation
out that forces companies out of business
in order to comply would of course
defeat the purpose.” This can also lead to
misplaced energy. Basu pointed out that
“possibly the biggest mistake corporate
IT managers make is to assume that
compliance equals security.”
The event, attended by around
750 people, was part of the US Embassy’s
Solutions 2020 Spotlight Series. In
keeping with that theme, Ken Modeste
of global independent safety science
company UL told The Journal, “I believe
the best opportunity for Japan is to build
processes and systems that have longevity.
After 2020, there will be more sporting,
political, or other major events. Japan
faces considerably more natural disasters
compared with other countries. A
strategy to address cybersecurity threats
should focus on Japan during the 2020
Olympics and beyond in building world
class innovative systems.” n

Possibly the biggest mistake corporate
IT managers make is to assume that
compliance equals security.
director of US National Intelligence, gave
a keynote address titled “Securing the
Internet of Things” Speaking beforehand
to The Journal about his goals, Blair said
they are two-fold: “to strengthen US–Japan
bilateral ties by finding issues of common
interest and working together to solve
them, and to make tangible contributions
towards the actual resolution of same.”
Once those common interests are
identified, infrastructure is key to
addressing the threat. Amandeep Kalra,
an automation engineer at Schweitzer
Engineering Laboratories, cited the sharing
of “best known methods on engineering,
deployment, and maintenance of
safe, reliable, and secure power
systems” his goal.
Darktrace, a security technology
company founded by mathematicians
and machine learning specialists from
the University of Cambridge, took part
in panels on critical infrastructure
protection as well as the Internet of
Things and cybersecurity. Citing the
tendency of organizations to remain
blind to in-progress attacks for extended
periods of time, Regional Director John
Kirch told The Journal that they were
looking forward to sharing relevant
insights and best practices with Japanese
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The ACCJ thanks its

PRESIDENT

Corporate Sustaining
Member companies
Their extensive participation provides a cornerstone in the
chamber’s efforts to promote a better business climate in Japan.

Christopher J. LaFleur
McLarty Associates
CHAIRMAN

Jay Ponazecki
TREASURER

Nancy Ngou
Ernst & Young Advisory Co., Ltd.
KPMG

Abbott Laboratories/
Abbott Japan Co., Ltd.

Kreab

Aflac
AIG Companies in Japan
Amazon Japan G.K.

Lenovo Japan
Lockheed Martin
McDonald's Company (Japan), Ltd.

Amway Japan G.K.

McKinsey & Company, Inc. Japan

Baxalta Japan Limited
Bayer Yakuhin, Ltd.

Merrill Lynch Japan
Securities Co., Ltd.

Becton Dickinson Japan

MetLife

Bloomberg L.P.

Microsoft Japan Co., Ltd.

Boeing Japan K.K.

Mondelez Japan Ltd.

Broadsoft Japan

Monex Group, Inc.

Catalyst

Morgan Lewis

Caterpillar

Morgan Stanley Japan Holdings
Co., Ltd.

Chevron International Gas Inc.
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Morrison & Foerster, Ito & Mitomi

Cisco Systems G.K.

MSD K.K.

Citigroup

Nanzan Gakuen
(Nanzan School Corporation)

Coca-Cola (Japan) Co., Ltd.

VICE PRESIDENTS

Andrew J. Conrad Aflac International, Inc.
Leanne Cutts Mondelez Japan Ltd.
Marie G. Kissel Abbott
Jonathan Kushner Kreab
Eric W. Sedlak Jones Day
Christopher Zarodkiewicz (Chubu) Cezars International K.K.
Dr. Stephen A. Zurcher (Kansai) Kansai Gaidai University
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Alison Sayre Birch JPMorgan Securities Japan Co., Ltd.
Tim Brett Coca-Cola (Japan) Co., Ltd.
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International Corporation
James Fink Colliers International
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Junichi Maruyama Citigroup Japan Holdings Corp.
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Yoshitaka Sugihara Google Inc.
William J. Swinton Temple University, Japan Campus

Colliers International

Northrop Grumman
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Nu Skin Japan Co., Ltd.
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Delta Air Lines, Inc.
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Kansai WIB Summit 2016:
Creating Pathways to Change
By Kina Jackson

I

Tokyo in 2013 and in Chubu in 2014. Last year, more than
t is no secret that Japan has a long way to go in achieving
200 people convened for the inaugural Kansai summit titled
workplace gender equality. Although 51 percent of the
Driving Business through Diversity. Attendees included
population is female, the number of working women is
corporate leaders and government officials—including the
unnervingly low for an economy that is the world’s third
Union of Kansai Governments—as well as
largest. With many women leaving the
educators, non-profits, entrepreneurs, and
workforce after marriage and a stunning
individual employees.
70 percent leaving after their first child,
Building on the success of last year’s
few return to their companies—let alone
event, which shared best practices and
make it to upper management. Women are
practical strategies to strengthen diversity
under-represented at every level in
in the workplace, this year’s Kansai WIB
the majority of industries in Japan.
of
Summit will highlight how to develop an
What’s holding them back? Women face
the
organizational culture that supports diversity
a very unlevel playing field, with barriers to
population
and inclusion, and reduces the challenges
advancement, gaps in salary, and a general
that women face. Topics covered will include
lack of opportunities offered to them. The
how leaders successfully drive change, how
individual contributors can influence a
culture shift, and why an inclusive culture is
critical to better business results.
The organizing committee hopes to see a
—Mary Anne Jorgensen, WIB Kansai Chair
number
balanced
number of men and women from
of
all levels of the organization attending,
working
women
as the task of creating an inclusive
organizational culture belongs to us all. The
challenge for Japan is to adopt inclusive
buzz at last year’s gathering was infectious,
strategies in hiring and retention. According
and organizers are gearing up to make
to Bloomberg, of the 1,858 firms listed on the
this year’s summit another event that will
Tokyo Stock Exchange, only 196 have female
influence change in the year ahead.
directors and just 1.5% of board members are
leave the
This year the Tokyo, Chubu, and Kansai
women. This lies in stark contrast to Prime
workforce
chapters of the American Chamber of
Minister Shinzo Abe’s goal of a society where
Commerce in Japan are coordinating their
“all women can shine.”
Summits to deliver a consistent message and contribute to a
This has garnered the attention of Abe, who made the
broader discussion on what is required to cement the future of
participation of women in the workforce part of his economic
gender equality in Japan. Be part of the change and join us to
plan with a target of seven percent of leadership positions to
kick off the summit series in Kansai on June 29. n
be held by women by 2020 (revised from an original target
of 30 percent). An aging population coupled with a declining
birthrate has been tough on the economy. Improving the
MARK YOUR CALENDARS!
retention rate of women in the workforce will rejuvenate
the economy and relieve the strain. The math supports this
JUNE 29 - Kansai WIB Summit, The Ritz Carlton, Osaka
upset of Japan’s traditional gender politics. An estimate by the
SEPT 13 - Chubu WIB Summit, The Westin Nagoya Castle
Organisation for Economic Co-operation and Development
(OECD) from 2012 states that enhancing gender parity would
OCT 27 - Tokyo WIB Summit, ANA InterContinental Tokyo
increase Japan’s GDP by around 20 percent over 20 years.

“Small steps can lead to big changes.”

CHANGE IS HAPPENING NOW

Hosted by the ACCJ Women in Business Committee, the
Women in Business Summit is an annual event first held in

LOW

Kina Jackson is a freelance translator and business
consultant at KJ Consulting. She is also a member of the
ACCJ Kansai Women in Business Committee.
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ACCJ LE ADER

Untapped Potential
The new WIB white paper

G

reetings to the ACCJ community.
My name is Makiko Tachimori
(Fukui), vice chair, Women in
Business Committee (WIB).
First of all, we would like to
express our gratitude to all the
contributors and sponsors who
enabled us to finalize our new white
paper Untapped Potential. We have
been preparing for this white paper
for nearly two years. During that
time, we have seen much progress
and change in the area of promoting
women to leadership roles in Japan.
To get from the original advocacy
strategy to where we are now
required an enormous amount
of work. Speaking with experts
and researchers, drafting and
reviewing the content of the paper,
communicating with the approval
board and various committees,
producing the final version, and
preparing for the launch event
involved so much dedication by
an excellent team. I truly thank
everyone from the bottom of my
heart, especially Corrine Johnson,
A. Barry Hirschfeld, Jr., Emiko
Ogami, and Melanie Chang.
As a working mother myself, I
would like to share with you my view
on how we can actually make gender
equality in the workplace happen
in Japan. We have no time to waste
and we need to move on from mere
discussion to real action.
I myself struggled while raising
my daughter. Putting her on the
waiting list for childcare, taking
on all the housework, and being
pressured by my in-laws, local
school, PTAs, and neighbors was
tough. At that time, I really thought
that having more working mothers
around would make my life easier.

50

THE JOURNAL

n

JUNE 2016

By Makiko Tachimori (Fukui)
Vice Chair
Women in Business Committee

Real action is what we need now.
Talk about this topic. Act as a rolemodel. Share these recommendations
with your fellow colleagues and
employees. We can change Japan for
the better.
One more important message for
all women: Don’t wait until somebody
makes the changes for us. All women
can be a spokesperson now.
And, if we put these
recommendations into action,
fabulous results will happen
for both women and men,
young and old, government
and private sectors, anybody
involved with Japan. More
jobs will be created and higher
productivity achieved. With it will
come revenue and economic growth,
flexible working hours, and mobility in
the labor market. Many hidden talents
will be discovered, and people will be
happier in general. We strongly believe
that Japanese business will flourish. n

Don’t wait until somebody makes
the changes for us. All women can
be a spokesperson now.
Life is difficult when you don’t have
a community or role models.
I am not going to talk about why
this is important or how having
more women in leadership positions
will benefit our economy, businesses,
and the country. These things have
already been discussed over and
over, and the data has been clear
for more than 10 years. Now we
simply need real action. We have
no time to waste.
I understand there is no simple
solution because it involves culture,
emotion, systems, and mindset—and
change often requires pain.
However, we must proceed and
take real action now. What can we
actually do to make this happen?
Our white paper offers 10 great
recommendations for Japan and
companies. Each of us can be a
spokesperson—or change agent—to
promote one or more of these. The
more change agents we have, the
faster we can achieve results. You can
pick any of the 10 recommendations
with which you sympathize.

Yokoso, welcome to Japan
Where the living is easy

With the Premier, Residence, and Apartments brands of serviced apartment in
different prime locations in Tokyo, Oakwood has a home and lifestyle for you.
Discover more about Oakwood living in Aoyama, Akasaka, Ariake, Azabujyuban,
Tokyo Midtown, Roppongi, Shirokane, Tokyo Station, and Minami Azabu
(opening late summer 2016).

For details and reservations, please visit our website at oakwoodasia.com
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