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President | Initiative

LISTENING TO AND ACTING ON 
YOUR INVALUABLE FEEDBACK

Jay Ponazecki     jponazecki@accj.or.jp

T 
his year we are very focused on receiving and finding ways 
to act on your feedback. Many of you have said that our 
event pricing structure makes it difficult for you to enjoy 
the full value of your membership. As part of our ongoing 
efforts to respond to member feedback, I am very pleased to 

announce a new initiative that takes effect on July 1, aimed at increasing 
member engagement by making it possible for you to attend more 
meetings and networking events, and to meet and exchange information 
with more members. 

From July 1 to June 30, 2015, events with hard costs of ¥5,000 or less 
will have no administrative fee added to the price for ACCJ members. 
Historically, administrative fees have been added to member and guest 
event prices to cover the administrative costs incurred by the Chamber 
in having the office arrange and support ACCJ events. We hope this 
initiative will increase the value of your membership as well as the value 
proposition of ACCJ membership for non-members. Equally, we hope 
that it will increase attendance at ACCJ events and result in committee 
leaders working with their committee coordinators and Humza Ahmad 
(ACCJ Programs Manager) to identify new ways of holding meetings and 
networking events. 

I tasked the Business and Financial Advisory Council (BFAC), chaired 
by ACCJ Vice President Jim Weisser, with finding a way to reduce event 
prices, and I would like to thank all BFAC members, particularly Darren 
McKellin, for all their hard work on this initiative. I also would like to 
thank the ACCJ Board of Governors for adopting this initiative and 
Laura Younger and Humza for their efforts in implementing it. 

Your feedback really matters and we take all of it very seriously. So 
please continue sharing your ideas and feedback. We will continue our 
strong focus on considering it and then acting on it.

 
Maintaining Momentum and Being Agents of Change
This year we have prioritized providing a more relevant and compelling 
programming mix, as evidenced by the Women in Business Summit that 
we co-hosted with the U.S.–Japan Council on May 27. Congratulations 
once again to all those who made this event possible. 

I also wish to thank all ACCJ members who contributed their 
invaluable time and energy to this event. It showcased all the resources, 

talent and expertise that we have within our membership. The ACCJ 
Office also did a terrific job supporting the Summit. The article—Agents 
of Change—written by the ACCJ Journal’s new editor Brandi Goode and 
starting on page 12, provides an excellent overview of the Summit.

Co-hosting the Summit was very important, but what happens 
afterwards is even more important. As I mentioned in my opening 
remarks at the Summit, we have to create and maintain an action-oriented 
momentum well beyond May 27 to ensure that real changes are made and 
to ensure that we don’t settle back into old routines and mindsets. I have 
been encouraged by the number of meetings that member companies 
have held after the Summit to discuss what they learned and to identify 
what they can do going forward. It’s time for action, so let’s all stay 
focused on being agents of change—as individuals and as companies. 

 
Supporting the Greater Community
I enjoyed seeing many of you at the 23rd Annual Nagoya Walkathon 
(page 31). It was a beautiful sun-filled day with great performances, 
delicious food, many raffle prizes, fun activities for children, a walking 
course around a vast field of poppies in full bloom and much more. With 
over 2,000 official participants, generous corporate sponsors and nearly 
¥3 million in food and beverage sales, the organizers were able to raise 
approximately ¥7 million to help local charities (Aminokai, Make-a-
Wish of Japan, Meguriai no Kai, Child Abuse Prevention Network Aichi, 
Nagoya Helping Hands Group, Japan Service Dog Association and Aichi 
Bone Marrow Bank Support Association). Congratulations to all the 
volunteers who helped make this year’s Nagoya Walkathon a success. 

I would also like to congratulate Joanna Dubin, CEO and 
Representative Director of Gilt Groupe K.K., for participating in last 
month’s AIDS/LifeCycle (www.aidslifecycle.org), a seven-day, 545-mile 
bike ride from San Francisco to Los Angeles that raises money and 
awareness for the HIV and AIDS services of the LA Gay & Lesbian 
Center and the San Francisco AIDS Foundation. Joanna is also this year’s 
sixth-top fundraiser for this important cause. 

If there are any local charities that you would like the ACCJ’s 
Community Service Advisory Council to consider donating to 
with proceeds from the 2014 Charity Ball, please email Humza 
at hahmad@accj.or.jp. We welcome your recommendations. •





Editor | Beginnings

Brandi Goode  
brandi@custom-media.com

I
mpressed, energized, and hopeful is 
how I feel after my first month with 
the ACCJ Journal. 

The scope of the chamber’s work 
and members’ commitment to their 

causes and committees is impressive. 
As I work from the ACCJ office two 
days a week, I see firsthand how the 
staff work tirelessly to administer the 
chamber’s day-to-day business.

The Women in Business (WIB) 
Summit (page 12) was a momentous 
undertaking. Truly a labor of love, 
it was only made possible by these 
hardworking individuals. While all-day 

events can be draining, the summit 
was different; I felt energized when the 
day ended. One person I spoke to put 
it well: “I came intending to drop in 
for the morning speeches and maybe a 
breakout session, and ended up staying 
all day.”

I believe many foreign and Japanese 
businesspeople sense the Japanese 
economic tide is turning—for the 
better. Prime Minister Shinzo Abe’s 
message reinforced his commitment 
to Womenomics. Plus, the business 
case is clear; Kathy Matsui’s detailed 
presentation laid no doubt to this 
assertion (page 17). We are all 
empowered to be “architects for change” 
in our society and lives, to borrow a 
phrase from Ambassador Caroline 
Kennedy. It’s a great time to be a 
woman doing business in Japan. 

Fountain of youth
Time spent in the company of today’s 
budding businesspeople can be 
a source of hope and energy. The 
young women profiled as part of the 
TOMODACHI MetLife Women’s 
Leadership Program and the 
participants in the 20th Japan Market 
Expansion Competition (page 39) are 
shining examples of tomorrow’s leaders. 

I found Misato Oi’s haiku poems 
(pages 19, 20) particularly inspiring.

Celebrations
This month marks Independence Day 
for US citizens across the globe, and 
the beginning of beer garden and 
barbecue season in humid Tokyo. 
Readers wanting more sophisticated and 
experimental fare should check out this 
month’s review of the Tokyo American 
Club’s FLATiRON restaurant (page 45). 
If it’s pyrotechnics you’re after, don’t 
miss the annual Sumida River Fireworks 
Festival in Tokyo on July 26, one of the 
country’s largest hanabi spectacles.

With a view to future celebrations 
for the 2020 Tokyo Olympic and 
Paralympic Games, Robert Whiting’s 
opinion column (page 42) recalls 
some of the episodes that reportedly 
occurred in the run-up to the 1964 
Games in Tokyo. Fast-forward 50 years, 
as the ACCJ’s 2020 Tokyo Olympics 
Task Force continues collaborating 
with political and business leaders to 
help make 2020 the most successful 
Games to date. The group is currently 
reaching out to other foreign chambers 
to get involved; contact Jon Kushner 
for details. 

Happy Fourth of July to everyone. •

Time spent in 
the company 
of today’s 
budding 
business-
people can 
be a source 
of hope and 
energy.

EXCITING 
TIMES

DAABON is a family owned and managed company built 

on the passion and commitment of three generations of 

the Davila Family. We employ more than 2,500 people 

directly, and also support local employment by providing 

assistance to over 450 palm and cocoa smallholders.

www.daabonorganic.com
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Cover Story  |  Womenomics

W
hen Kathy Matsui, managing director 
at Goldman Sachs, coined the term 
Womenomics in 1999, she asserted that 
women were Japan’s most underutilized 
asset. Until recently, the issue of gender 

inclusion in the workforce remained a niche topic. Seeing ACCJ 
President Jay Ponazecki, US Ambassador to Japan Caroline 
Kennedy, and Prime Minister Shinzo Abe standing shoulder-
to-shoulder on stage in front of a packed room, it became clear 
this economic strategy had finally come to the fore.

Abe has set a target of having women in 30 percent of 
leadership roles by 2020, yet as of this year, they only occupy 
1.2 percent of top positions. A broad-based shift in mindset 
is imperative, Ponazecki explained, which includes both men 
and women championing the cause.

“We hope this summit will be a key stepping stone in 
moving from an aspirational discussion to taking decisive 
action,” said Ponazecki, in her opening address at the 2014 
Women in Business (WIB) Summit on May 27. “The time 
is truly now, but there’s a tremendous amount of ground to 
cover by then [2020].”

Irene Hirano Inouye echoed the need for an inclusive 
approach. Inouye is the president and co-founder of the U.S.–
Japan Council (USJC), which administers the TOMODACHI 
Initiative. The USJC co-hosted the sold-out summit with the 
ACCJ. It was the largest full-day event the chamber has hosted 
to date, with 740 attendees. 

“The advancement of women today and in the future is not 
a women’s issue, it’s a global issue. We need to ensure cultural 
change happens to ensure true change,” Inouye said. 

Speeches by both Kennedy and Abe reinforced the opening 
session’s message that it is time for action. Royanne Doi, 
chief ethics officer at Prudential Financial, who served as the 
Master of Ceremonies, called the WIB Summit the “Seneca 
Falls moment” for Japan, referring to the 1848 US convention, 
touted as the first official women’s rights gathering. 

Kennedy’s speech was peppered with relevant historical 
references to female role models in both the United States and 
Japan, including third-generation Japanese-American Patsy 
Matsu Takamoto Mink, the woman behind the landmark 
Title 9 legislation in the United States. 

“The statistics are compelling and leadership is shining a 
light on the issue. We now have a generation of women eager 

By Brandi Goode

Photos by Benjamin Parks and Irwin Wong

Prime Minister 
Shinzo Abe: 
Abenomics cannot 
succeed without 
Womenomics.
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to change the course of history—you,” 
Kennedy said.

The ambassador also spoke to a 
nagging concern about Womenomics: 
that women will cannibalize men’s 
jobs. She explained how, if managed 
properly, women’s success will increase 
the overall economic pie through a 
virtuous cycle of business expansion, 
elevated incomes, more consumer 
spending, and, eventually, job creation.

“In macroeconomic terms, there will 
be enough dessert for everyone,” she 
emphasized.

Kennedy touched on many of the 
challenges surrounding traditional 
gender and working roles in Japan, but 
pointed to research showing that women 
balancing career and family are happiest. 
She cited a Pew study concluding that 
the most satisfied parents are married 
couples working as a team to raise their children. Further, 
she said women must set an example that you don’t have to 
stay at work until 9pm every night.

“We can all become architects for change in our own 
lives,” she added.

The prime minister took the stage and proclaimed 
that Abenomics cannot succeed without Womenomics. 
Historically, he said, economies have been driven by 
men, but actually women are the main consumers. 
“Empowering women is at the core of my policy,” Abe said. 

Christopher LaFleur, ACCJ chairman, moderated a 
session in which four prominent Japanese women, all 
of whom have studied at US universities, gave a direct 
message to the prime minister and the audience. 

Cover Story  |  Womenomics

Atsumi Arima, Mizuho Bank, Ltd.:  
“My advice to juniors: pursue your job 

with zeal and readily take on challenges. 
Think about the added value you can 
offer to clients and those around you.”

Mitsuru Claire Chino,  
Itochu Corporation:  

“Leverage good talent, regardless of 
gender. I am hoping for a public policy 

that will make our country shine.” 

Naoko Yamazaki, astronaut:  
“Adopt a long-term view and take on 
whatever challenges come your way. 

I hope for speedy government action, 
with flexibility.” 

Chie Shimpo, 
Nomura Trust and Banking Co., Ltd.:  
“As things change around us, we should 
change ourselves. Be flexible and have a 
spirit of playfulness. For Prime Minister 
Abe, I think men also need to change, 

so I want further support on this.” 

The sold-out summit 
drew 740 attendees.
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Q&A WITH TOSHIYUKI SHIGA
Vice chairman, Nissan Motor Co., Ltd.

ACCJ Journal: How can you “sell” 
Womenomics to big firms?
Shiga: Private sector change is 
necessary for economic growth. If 
more women go to work, this increases 
overall household income and thus, 
demand. Having more women working 
in marketing research puts us in better 
touch with our consumers. 

You have increased women in 
leadership by 5 percent over the past 
10 years; how have you done this?
The most important thing is creating 
innovation. The way most Japanese 
companies hire involves one group 
of people coming in from the same 
university, at the same time. There are 
no disagreements, no new opinions. 
Women can give a new point of view 
and start a debate. This is how we create 
fresh ideas and cultivate them.

Take our planning process at Nissan. 
Even though our products are bought 
by women, our decision-makers 
are mostly men. Women should be 
involved in every stage of the decision-
making process.

What can men in leadership 
do to set an example?
Often, the leaders of big companies 
here say they promote diversity, 
but do they really understand what 
this means? The statement is often 
superficial, about simply increasing the 
ratio of women working. Top-down 
initiatives are important. For example, 
from this spring, all our staff can work 
from home five times per month. 

When women come back to work 
after maternity leave, bosses may give 
them light tasks, thinking they are 
being courteous. But they should give 

these women jobs that are challenging, 
and communicate that they respect 
their career and want to help with their 
career development. Tell these women, 
“I want to support you, but if the 
workload is too tough, just tell me.” If 
managers assume a new mom can only 
take on soft work, it kills her career. 

Cover Story  |  Womenomics

PPE PARTNERSHIP
The second plenary session of the day focused on cooperation 
among various sectors of the economy—namely, public, 
private, and education (PPE) partnership opportunities. 

Sakie Fukushima, president and representative director 
of G&S Global Advisors, Inc. and a vice chairperson of 
Keizai Doyukai (Japan Association of Corporate Executives), 
spoke on behalf of the private sector. Admittedly progress 
has been slow, she said, as Japan still ranks very low in terms 
of the presence of women on executive boards. From 2004 
to 2013, the proportion of female board members went from 
0.7 percent to 3.1 percent of the total, but she insists this 
is really nothing impressive. In China and France, where 
quotas have been established for female board presence, 
the results have been far better. 

Women’s Representation in Company Leadership 

SOURCE:  McKinsey & Company, Inc.
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Minister of State for Gender Equality Masako Mori then 
took the stage to speak about the government side of the 
equation. “My job is to empower women,” she said. She spoke 
about how the Abe administration is offering incentives to 
women-friendly companies, and gave a detailed outline for 
plans to improve the environment for childrearing in Japan. 
This includes a mandated increase in the percentage of 
salary paid during childcare leave. New parents now receive 
67 percent of their pre-leave salary levels, as opposed to the 
50 percent that has been the standard for many years.

Mariko Bando, president of Showa Women’s University, 
had much to say about education’s role in supporting women 
in the workplace. Bando, who has authored dozens of books, 
emphasized how important it is for young women to have 
role models in their career. She also strongly believes women 
should not abandon their careers when they get married, have 
children, or encounter rough spots. “We have to think about 
how to become independent,” she said.

Masako Mori, 
government 
minister (left):  
My job is to 
empower  
women.

Toshiyuki Shiga: 
Women can give a 
new point of view 
and start a debate.
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Cover Story  |  Womenomics

There were a total of 12 breakout sessions. Here are a few of the highlights.

LEVERAGING DIVERSITY AND INCLUSION

the commitment and help women 
returning to the workforce,” Lema said. 

This flexible approach to labor 
management was also important 
for Akane Kozuru, customer service 
manager at Cisco Systems, G.K. 

“I prioritize my work and am not afraid 
to leave on time, to set the example for 
the team,” Kozuru said. “I used to hire 
teams who thought alike to make the 
decision-making process smooth. I 
learned that we can tackle problems 

better because of the creativity and innovation present in 
diverse teams, even though decisions may take longer,” she said.

All of the panelists were adamant that there are no excuses 
for not executing diversity and inclusion initiatives. Koichi 
Umemori, vice president of HR at The Bank of New York 
Mellon Corporation, Tokyo, told the audience he had 
just $1,500 this year for diversity and inclusion programs; 
last year he had zero.

To truly live up to the diversity 
promise, Georges Desvaux, managing 
partner at McKinsey & Company, Inc., 
insisted long-term efforts are necessary. 
There must be a visible commitment 
backed by executives, Desvaux said. 
He advocates sponsoring women as 
leaders. “Mentoring is the old guy 
you have a Starbucks with,” he said. 
Collaboration between business leaders 
and HR departments is also growing in 
importance, he added.  

Gerald Lema, chairman and president, Japan, Baxter 
Limited, said at least one woman should be included in 
all succession plans. “In Japan, hiring is often delegated to 
HR, which I disagree with.” Baxter has been recognized for 
its Building Talent Edge initiative, which strives to develop 
a 50–50 gender balance across management-level and 
critical positions in the Asia–Pacific region. “I can think 
of no arrangement we could not accommodate, to live 

LEADERS AND ROLE MODELS

about it. He commented on how important it is for HR 
leaders to act on feedback, as it seems they often react 
anxiously to people giving opinions, rather than viewing 
such feedback as an opportunity. “Valuing our people is 
critical,” Amos said. 

Ryan Napierski, representative director and president of 
Nu Skin Japan, said 40 percent of people in management at 
his company are women. “For our industry it makes a lot of 
sense, especially as women are our main customers,” he said. 

“Plus, diversity will always trump homogeneity.”

Two breakout sessions, one in the morning and one in the 
afternoon, featured high-profile executives of well-known 
companies discussing how to cultivate leaders. 

Sarah Casanova, president and CEO of McDonald’s Japan, 
firmly believes in the “shadow of a leader” philosophy: 
managers should exhibit the behaviors they want to see in 
their teams. Her style of leadership is a collaborative one, 
relying on listening to her team and realizing that “none of us 
is as good as all of us. As my mom said, ‘you don’t drive the 
train, you lay the tracks.’” Casanova emphasized how family 
comes first and advised managers to “love what you do and 
do what you love.”

Tim Brett, representative director and president of 
Coca-Cola (Japan) Co., Ltd., echoed that. “Work–life balance 
implies these are two different things; if we enjoy our work 
it’s a different story,” Brett said. He went on to discuss what 
his company did to address the bane of overtime. Coca-Cola 
used to pay for staff ’s dinner if they stayed late, and paid 
their taxis home if they missed the last train, which his team 
realized was actually enabling the behavior they wanted to 
erase. He added that it is important to frequently ask staff for 
their opinion on their jobs and workplace. 

However, according to Paul Amos II, president of Aflac, if 
you ask people for their opinion, be ready to do something 

Gerald Lema: 
At least one woman 
should be included 
in succession plans.

Tim Brett (right): 
Work-life balance 
implies these 
are two different 
things.
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untangle complex fraud schemes, investigate allegations of 
bribery, conduct multijurisdictional asset searches, contain 
business crises, and much more. 

For more information, please contact: 
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Japan Representative
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ben.fouracre@fticonsulting.com
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The summit ended on a merry note, with 
Deborah Hayden, co-chair of the ACCJ 
Women in Business Committee, giving 
a spirited summary of the day’s events. 
“Today was not about Prime Minister 
Abe, nor about Ambassador Kennedy, 
as grateful as we are for their attendance. 
Today was about everyone in this room. 
Your charge is to go back to work and 
do just one thing differently to ensure 
that women’s participation in business 
is not only recognized, but promoted,” 
Hayden said.

Ambassador Kennedy also left the 
morning audience with an inspiring quote.

 
“Never doubt that a small group of 
committed citizens can change the world; 
indeed, it’s the only thing that ever has.”
- Margaret Mead, 
Cultural anthropologist (1901–1978) •

WALK THE WALK

MYTH-BUSTING DATA
Kathy Matsui, deemed “the mother of Womenomics,” gave a 
charged presentation replete with statistical support proving 
beyond doubt why including women in the workforce 
makes economic sense. By 2060, Japan’s total population will 
decrease by 30 percent, with the percentage of the elderly 
going from 25 percent to 40 percent. 

There are three options to address a declining workforce: 
raise the birth rate, permit more immigration, and/or boost 
labor participation rates. She then set about refuting four 
myths surrounding Womenomics, with hard numbers to 
support her case.

Myth 1: Women tend to quit after childbirth.
• Some 63 percent of Japanese women leave their jobs due to 

push factors, such as an unsatisfying career with a lack of 
role models.

• In the United States, twice as many women as in Japan quit 
their jobs to care for children (pull factor). Thus Abe’s plan 
to boost childcare services won’t solve the problem.

Myth 2: Workplace diversity doesn’t impact the national 
economy or companies’ profitability.
• GDP could go up 12.5 percent by closing the gender 

employment gap.
• Companies with three or more female board members have 

vastly improved ROE and ROC versus those without women 
on the board.

Myth 3: Higher female employment equals lower birth rates.
• Scandinavian countries have some of the highest female 

employment and birth rates.  
• Adopting flexible working schemes, merit-based 

assessments, and equal benefits for regular and non-regular 
workers are strategies to keep women in their jobs and 
simultaneously boost the birth rate. 

Myth 4: Women don’t want to go back to work after 
having kids. 
• A Center for Work-Life Policy survey showed nearly as 

many Japanese women wanted to re-enter the workforce 
(77 percent) as women in the US (89 percent) and 
Germany (78 percent).
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HOLDING OUR FUTURE IN THEIR HANDS 
By Elizabeth Handover

L
ast year, the TOMODACHI 
MetLife Women’s Leadership 
Program was launched as 
a key mentoring scheme in 
Tokyo and the Kansai region. 

The 10-month program pairs highly 
motivated female Japanese university 
students with Japanese businesswomen. 
Its objectives include fostering 
networking and lasting professional 
relationships, while training 
participants in essential leadership 
and confidence-building skills.

Three very special young women 
who are currently participating in this 
initiative attended the USJC ACCJ 
Women in Business Summit (WIB 
Summit, page 12). The following 
excerpts give a glimpse of the event 
through their eyes, and provide 
insight on how both the program and 
the summit are shaping these young 
women into next-generation leaders, a 
force that Japan greatly needs. 

Haruka Satake
Joining the women’s leadership program 
has changed me very much. Before, I had 
unconsciously limited myself, but I have 
learned to understand my strengths, and 

this has brought me confidence. I now 
feel I can do anything I put my mind to. 
I also want other women to change like 
me and take action without fear. 

But I realized that I didn’t know how 
to inspire other women, so I joined the 
WIB Summit, hoping to get answers to 
this question. 

At the summit, Prime Minister 
Shinzo Abe spoke on creating a Japan 
where women shine, and I met a lot of 
“shining” women and men that day. 
They have passion and keep working 
hard to achieve their goals. I was so 
encouraged by talking with them and 
listening to their stories. I realized 
that presenting myself as a role model 
is one of the most effective ways to 
communicate my message. I have 
decided to keep moving forward and 
to become a fascinating person like the 
summit participants. 

I strongly felt that this is the time for 
women to advance to the next stage. 
Past generations showed us the road for 
success as women in business. Now, we 
must accelerate this trend and make it 
normal for women to participate and 
lead in business. I am ready to take the 
baton and pass it to the next generation. 

As Deborah Gillis, president and CEO 
of Catalyst Inc. said, “We can do it, 
because we are not alone.” 

Na Yeong Shin
The WIB Summit was a great 
opportunity for me to bring together 
all the skills I had learnt during the 
women’s leadership program. 

Through the Lumina Spark self-
development program, I was able to 
understand in depth about my own 
personality. I now see that skills I 
believed to be weaknesses are actually 
some of my strongest traits. Knowing 
this has given me confidence and 
helped me to take more initiative than I 
did in the past. 

Gaining self-confidence has allowed 
me to present myself more effectively. 
As a result, at the summit I noticed that 
I was speaking much more fluently than 
I had done before and I could present 
myself clearly and confidently. Before 
the program, as a student I did not 
have many chances to network with 
professionals. Consequently I used to 
be nervous and stumble with my words. 
During the summit I noticed that I no 
longer apologized when introducing 

Elizabeth Handover 
is co-chair of the 
ACCJ Women in 
Business Committee 
and president of 
Intrapersona K.K., 
Lumina Learning 
Asia Partner.

elizabethhandover@
luminalearning.com

From left: Junko Nagao, alumni manager, TOMODACHI Initiative; Haruka Satake; Misato Oi; and Na Yeong Shin
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myself. I was able to act professionally 
when I networked with the many 
inspiring people there. 

The summit was a great finish to 
the leadership program for me and 
altogether it was very fulfilling, as I was 
able to not only learn a lot but also to 
engage with lots of interesting people. 
One inspiring point I gained from one 
of the many female role models is that, 
when we find something that does not 
fulfill our needs or desires, creating a 
satisfying new product or service is not 
as difficult as we might believe. It is only 
our uncertainties and worries about 
stepping out of our comfort zone that 
hold us back. 

The greatest benefit I gained from 
attending the summit was to realize 
that all the skills and self-confidence I 
have developed have also transformed 
my thoughts and actions. In my future 
I know there will be challenges and 
difficulties to overcome. I feel I am ready 
to meet all the experiences that will 
make my dreams concrete and realistic. 

Misato Oi
It feels very exciting to be a young 
Japanese woman right now, for we are 
not only the witnesses, but also the 
heroines of change. US Ambassador 
Caroline Kennedy’s message, “find 
a role you can play,” echoed in my 

mind during the summit and now I 
understand that my role is to be a voice 
of my generation. 

Joining the Women’s Leadership 
Program and the Women in Business 
Summit gave me a new dream to start 
a yearlong monthly speaking tour. 
Someday I hope to be well known 
enough to come back to the summit as 
a speaker. 

I know that changes can bring 
conflicts, however, I am ready and 
capable of being a formidable change-
maker. Prime Minster Shinzo Abe’s 
words, “Japan must become a place 
where women shine,” have made my 
determination even stronger. I will be 
a proud voice and shine, hoping to be a 
light for others. 

I know that I am like a tiny universe 
hidden in the midst of a world that 
holds more than 7 billion people. But 
one thing is for certain: we can always 
change the world around us to bring 
about a huge difference. 

I would like to convey my sincere 
gratitude for all the people supporting 
my challenging journey, which finally 
will be OUR journey. Let me conclude 
with a haiku poem that I have written:

Ways have been shown
Ready to stand out 
Ready to make a difference •

Q & A: SACHIN N. SHAH  
President and CEO of MetLife Insurance K.K.

ACCJ Journal: What are your views on mentoring versus 
sponsorship?
Shah: Sponsoring is critical; particularly early on, especially 
for senior male executives to sponsor female talent who 
they think have potential. I’ve had several sponsors in my 
own career; they got my name into discussions I may have 
been left out of otherwise. I don’t see why that should be any 
different for female employees.

Mentoring is also important. It involves coaching and 
guiding people, but ultimately you are leaving it to them to 
act on the information that’s been shared. People need both 
sponsors and mentors. I also advise people to have multiple 
mentors, because you need perspective. 

How can companies get started with sponsoring?
The TOMODACHI MetLife Women’s Leadership Program is 
a great example of both sponsorship and mentoring. We hope 
that some of the young women involved in the program will 
come to work for us. We need to have a flow of talent at all 
stages of the leadership pipeline to achieve our goal of having 
women in 30 percent of leadership roles by 2020.

The MetLife Japan Women’s Business Network is another 
program inside our company, for participants to create a 
unified voice and mentoring opportunities. We are also 
formalizing our talent review process to make sure that 
women are in contention when jobs come up.

What have your work experiences in male-dominated 
countries such as Mexico and India taught you?
Actually, MetLife in Mexico is headed by a woman, Carmina 
Abad. There’s no reason MetLife in Japan couldn’t be headed by 
a woman. In India, we have many female staff, but we face the 
same challenge as in Japan, as not many are in management. 
For our business, we need a representative female voice, or we 
risk our strategies and thinking being out of touch with our 
customers, at least 50 percent of whom are women.

What is the level of interest in your programs?
The TOMODACHI program is currently oversubscribed. 
We’ve had great success finding mentors, too; the demand 
and supply are there. My experience is that we have the talent 
there today, it’s just untapped. These types of networks get 
women to consider all the things they can do—this means 
moving left and right, perhaps, before moving up. It gives 
them confidence to think outside their current career path. 

Program participants exchange business cards with Phil McNeill, 
director of McGill MBA Japan Program
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Bruce Miller@AusAmbJP
Congratulations@AmChamJapan on hosting an excellent 
Women in Business Summit yesterday#2014WIBSummit.

@misato_oi
Used to picture the future 

with a fear and a voiceless voice 
---finally with a light 

#EnglishHaiku #2014WIBSummit  
@TOMODACHI @USJC

Wall Street Journal
Abe joins Caroline Kennedy in 

‘womenomics’ push; both spoke at 
Tokyo conference on boosting role of 

women in workforce

TV Asahi
Abe spoke at summit of leading 

female executives from U.S., Japan: 
Abenomics will not be successful 

without womenomics

NHK 
Abe at conference on women in 

workforce held by ACCJ: Will create 
environment for active female 

employment by companies

thestatesman.net
Abe backs ‘womenomics’; voices support for women’s 
participation in workforce at USJC-ACCJ Women in 

Business Summit

Yamaguchi Shimbun
Abe at Women in Business Summit, hosted by 

ACCJ, others: Will aim for society with women in 
more than 30% of lead roles

Nikkin
Mizuho Executive Atsumi Arima and others 

exchanged opinions with PM Abe at USJC–ACCJ 
Women in Business Summit on May 27

newsonjapan.com
Abe spoke at meeting held by ACCJ and others on 

empowering working women 

indiaexpress.com
Japan PM Abe backs “womenomics” to improve 

Japan’s workforce; Kennedy, Matsui also participated 
in USJC–ACCJ event 

“The American Chamber of Commerce in Japan 
held its annual Women in Business Summit at the 

ANA InterContinental hotel in Roppongi last week. 
In attendance were many of Japan’s top business leaders, 

along with Japanese Prime Minister Shinzo Abe and 
US Ambassador to Japan Caroline Kennedy.”

InterFM broadcast

2014 WIB Summit Recap Video
 ACCJ YouTube channel 
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Retailer Cuts Eco Impact
Walmart Asia announced on World Environment Day that it had cut its CO2 
emissions by over 73,000 tons, in part through the efforts of its operations in Japan 
(Campaign Asia-Pacific, June 5).

The company has reduced its use of energy by installing special tile flooring that 
reflects light in shopping areas. In 2013, the innovative tiling was fitted in 66 stores, 
and this year it will be added to an additional 37. This initiative alone reduced 
electricity usage by 11 percent.

Walmart Japan has also cut water consumption by 10 percent through a range of 
initiatives, including the use of low-flow showerheads and the defrosting of fish at 
room temperature.

Novelty Pens 
Transform Your Desk
A Japanese action-figure maker is 
introducing three models of Transformer 
pens, set to be released this fall (Auto 
Evolution, May issue).

The Transformers franchise dates back 
to 1984, and was born as a collaboration 
between Japanese and US toymakers Takara 
Tomy and Hasbro, respectively. Sentinel 
Co., Ltd. designed the 143mm pens with 
great retro appeal. The novelty writing tools 
will be offered for three characters: Convoy 
(Japanese name for Optimus Prime), 
Black Convoy (Nemesis Prime), and 
Ultra Magnus. The pens demonstrate how 

Japanese manufacturers are still proving to 
be masters of miniaturization.

Selected Transformer pens will be 
limited-edition items sold online for about 
¥3,980. 

Mitsui Targets Eyewear

First Deals Signed 
for Myanmar SEZ 
At the start of June, the Thilawa special economic zone project 
in Yangon welcomed its first investors: a US-based beverage 
container-maker and a Japanese auto-parts manufacturer 
(Bangkok Post, June 7).

Ball Corp., headquartered in Colorado, plans to invest 
$40 million to build a plant in the Thilawa zone, which was 
set up with funds from Japan. Ball plans to supply Coca-Cola 
Co.’s Myanmar joint venture, among other businesses, with its 
drink containers.

Japanese Ambassador to Myanmar Takeshi Higuchi said 
the contracts are an important step for Japan–US cooperation 
in Myanmar’s development. 

Ohio Looks to Japan 
for  Entrepreneurs
Public- and private-sector leaders in Ohio’s third-largest city 
are targeting young Japanese entrepreneurs for its burgeoning 
start-up facilities (cincinnati.com, June 4).

Greater Cincinnati is home to more than 120 Japanese 
businesses, which employ over 12,000 people. This includes 
Toyota’s North American manufacturing headquarters, 
which will be relocated in about two years. Former Procter 
& Gamble (P&G) CEO Bob McDonald, who once headed 
P&G’s operations in Japan, is helping spearhead the drive to 
develop a partnership with Japanese entrepreneurs looking 
for a total incubator system, like that on offer in Cincinnati. 

Various political and business leaders from Tokyo visited 
Cincinnati in early June, at the request of Prime Minister 
Shinzo Abe to help improve Japan–US relations.

Mitsui Chemicals 
has acquired 
the SunSensors 
technology from US glass 
manufacturer Corning Inc. 
(Channel NewsAsia, May 20).

The market for light-sensitive lenses, 
made possible by the SunSensors 
technology, is growing twice as fast as 
that of traditional eyewear. Light-
sensitive lenses darken with exposure 
to sunlight. 

With the deal, Mitsui is 
directly taking on France’s Essilor 
International S.A., the leading 
producer of ophthalmic equipment. 
The SunSensors acquisition comes 

The Transformers 
Convoy pen measures 
143mm in pen mode.

The market for 
light-sensitive 
lenses is booming.

in the wake of Essilor’s largest-ever 
transaction to purchase US firm 
Transitions Optical. 

Press |  US–Japan News
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The World Moves With Us®

One World, One Connection®

unigrouprelocation.com

Relocating can be stressful. Having to reorganize 
your whole life is overwhelming at best, and more 
so if you have added concerns of how your loved 
ones will be able to settle into a new environment, 
a new home, a new workplace.

UniGroup Relocation is here to alleviate your 
worries. 

With our worldwide network of experienced pro-
fessionals, we can offer a seamless door-to-door 
service for your precious household goods, cher-
ished pets, and specialized items such as pianos and 
vehicles, both domestically and internationally.

Simply contact UniGroup Relocation               and let us help  
make the start of your new life smooth sailing!

If you have any queries, or would like a quote for 
your forthcoming move, simply contact UniGroup 
Relocation:
TEL: (+81)-3-5777-5591
E-MAIL: japan@unigrouprelocation.com
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Happy Independence Day to ACCJ Journal Readers

On July 3, 1776, John Adams predicted 
that Americans would celebrate a “great 
anniversary festival” of the birth of our 
nation. Two hundred thirty-eight years after 
he participated in the first Independence Day 

celebration in Philadelphia, I have the honor of wishing all 
of you—Americans and our friends here in Japan—a joyful 
Fourth of July. Let us celebrate the ideals expressed so nobly 
in the Declaration of Independence. This powerful document 
evokes universal truths: that all people are created equal, that 
all people have inalienable rights, and that government derives 
its just power from the consent of the people.      

The United States–Japan relationship is built on shared 
values and common interests. Both of our nations are 
mature democracies, committed to the rule of law and to 
peaceful resolution of controversies. Both are trading nations, 
dependent upon freedom of navigation and open markets.

No one knows better than the members of the ACCJ the 
importance of our two nations’ deep and abiding relationship. 
This is why, from the moment I arrived as U.S. Ambassador 
last November, I have valued the chance to spend time with 
the chamber. Your work, whether through committees or as 
individuals, encourages sustainable growth, generates new 
trade and investment, and deepens economic and personal 
exchange between the United States and Japan. 

I would like to extend a special holiday greeting to 
ACCJ Journal readers and all 2,800 ACCJ members from 
more than 1,000 companies and over 40 countries. Thank 
you for your active participation in the chamber’s important 
work, and best wishes for a meaningful and memorable 
Independence Day.

Caroline Kennedy 
U.S. Ambassador to Japan

These companies join the ACCJ Journal in wishing readers a happy Fourth of July.

www.bd.com/jp www.boeing.com caterpillar.com



www.metlife.co.jp

www.kikkoman.com

www.shopjapan.co.jp

www.monex.co.jp

www.ritz-carlton.jp

www.japan.lakeland.eduwww.hp.com/jp

www.gymboree.jp/en/

www.toro.com

One hundred Years of Innovation.

www.oakwoodasia.com

www.anaintercontinental-tokyo.jp

Pierre Gagnaire Logo (C0 M0 Y0 K38)

www.smis.ac.jp

Celebrating 60 Years of Excellence

www.pbxl.com

www.custom-media.com





JULY FOURTH SPECIAL OFFERS

Experience exquisite two-Michelin-
star Pierre Gagnaire’s French cuisine 
at ANA InterContinental Tokyo. 
Enjoy a complimentary glass of 
champagne each with your dinner 
reservation, available until August 
31, 2014; conditions may apply. For 
reservations and inquiries, please call 
our Restaurant Reservations Team.

Pierre Gagnaire
ANA InterContinental Tokyo

www.anaintercontinental-tokyo.jp
03-3505-1185 (9:00am to 7:30pm)

The Ritz-Carlton, Tokyo

rc.tyorz.restaurant.sales@ritzcarlton.com

Restaurant Sales: 03-6434-8711

Come celebrate July 4th with a 
complimentary glass of The Ritz-
Carlton Private Cuvée Champagne 
per person during the month 
of July 2014 at our upscale and 
creative fine-dining venue, Azure 
45, offering contemporary French 
cuisine by Michelin-starred chef 
Shintaro Miyazaki.

Club 360

info@club360.jp

03-6434-9667

Elana Jade

www.elanajade.com

03-6438-9895

Gymboree Play & Music has been 
fostering creativity and confidence in 
children ages 0-5 for over 30 years. 
Please join us for one FREE gym 
class and one FREE music or art class 
at one of our Tokyo or Yokohama 
locations. Customers can attend play 
gym on the days they attend classes. 

Gymboree Play & Music

info@gymboree.jp

Motoazabu: 03-5449-2311

Jiyugaoka: 03-3723-0651

Lalaport Yokohama: 045-414-2719

Elana Jade is Tokyo’s most exclusive 
organic beauty salon, specializing 
in facials, waxing, and massage. 
Receive 20 percent off your first 
deluxe treatment in a private, 
enclosed room in the month of 
July, 2014; cannot be used with any 
other offer. Contact us today! 

Mention the ACCJ Journal and 
get your first class free at Club 
360 (valid until August 31, 2014). 
Just a three-minute walk from 
Roppongi Hills, we offer personal 
training, a wide range of fitness 
classes, physiotherapy, and massage. 
No joining or membership fees; 
pristine shower facilities available.



Happy Independence Day
from all of us at KIKKOMAN

Kikkoman Soy Sauce is a bridge between
eastern and western cultures

Why is this seasoning so enjoyed all over the world?

It is simply because it is an all-purpose seasoning,
that enhances the flavor of any cuisine.

Any place, culture or cuisine... Kikkoman is always there.

Kikkoman Corporation 2-1-1, Nishi-Shinbashi, Minato-ku, Tokyo, 105-8428, Japan

www.kikkoman.com

Lakeland College Japan (LCJ) is a 
fully accredited two-year American 
branch campus conveniently 
located in Shinjuku.  
Students can earn an Associate of 
Arts degree in Tokyo  recognized 
by both  American and  Japanese 
accrediting agencies. 
Our program allows students to easily transfer as third-year 
students to competitive universities in America and around 
the world that they may not have been eligible to enter 
directly after high school. 

• Small Class Sizes  
• Multicultural Student Body
• Accredited Academic Program
• Continuing Education

LCJ’s Open College courses include: International Negotiations, 
Exploration of the Japanese Mindset, Language (Korean, Japanese, 
and Chinese), Web Design, Aging Issues, Comparative Art and 
many more. We o�er evening, Saturday, and one-day workshops 
for busy people.

ACHIEVING SUCCESS THROUGH 
VISIBILITY AND CONTROL

“We believe it is 
fundamental for our 
clients to be able to 
make the right business 
decisions, at the right 
time, based on full 
visibility and control.”

Established in 1998, our dedicated professionals 
provide tailor-made logistics solutions, customized 
to your particular needs. We embody the theme of 
“Relentless Pursuit of Visibility (Transparency).”

03-5326-2080 • takahisa.kashiyama@oocllogistics.com
www.oocllogistics.com
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Your Move. 
Our World.
Celebrating 15 years in 
Japan, Asian Tigers Mobility 
provides comprehensive 
relocation services to 
anywhere around the world, 
including within Japan. 

Our services include 
home search and move 
management; supporting 
every step of your 
new adventure.

We Define Moving
Email: sales@asiantigers-japan.com 
Tel: 03-6402-2371

www.asiantigers-japan.com

Awarded APAC Destination Services Provider of the Year  
at the FEM Expatriate Management & Mobility Awards 2012

C
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EBRATIN
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• ST
RONG IN JAPAN

 •

Valuable 
cargo
It’s important to 
choose someone 
who’ll take extra 
care of the most 
precious things.

Crown service offerings include:
• International & Domestic Shipment
• Immigration & Legalization
• Pre View Trip Services
• Home & School Search
• Settling-In
• Intercultural Support

Tel: +81 3 5447 2301
tokyo@crownrelo.com

Go knowing
crownrelo.com/japan
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TIES THAT BIND;  
TRADE THAT BLOSSOMS
By Andrew Wylegala and Sara Harriger

Embassy | Education

I
n January Ambassador Caroline Kennedy assigned 
educational services as priority homework for her 
Embassy Economic-Commercial Task Force’s first 
semester. During President Barack Obama’s recent visit 
to Japan he announced a plan to double bilateral student 

exchange by 2020. On September 13, 2014, the Public Affairs 
Section will host the fourth America Expo—the largest US 
college fair in Japan. What is it with this bookishness?

Educational exchange has for decades been the bedrock 
of the US–Japan relationship, anchoring unshakable human 
ties. Yet, over 15 years, there has been a 57 percent drop in the 
number of Japanese studying in the United States, mirroring a 
decline in overall study abroad by Japanese. 

According to an Institute of International Education report, 
over 47,000 Japanese studied in the United States in 1997–’98, 
but fewer than 20,000 did so from 2011–’12. From 1994–’99, 
Japan was the top source of foreign students on US campuses. 
Now, Japan is seventh, behind China, India, and South Korea. 
Furthermore, although the number of Americans studying in 
Japan has grown, it remains too small.

There are many reasons to promote exchanges and 
educational services trade, not least that this is big business. 
Education is the United States’ fifth-largest services export, 
bringing over $24 billion in annual revenue. Direct benefits 
come from jobs created and expenditures on airline tickets, 
tuition, and taxes. The indirect benefits are diverse, too. In 
addition to cultural and political understanding, we gain 
talent and a greater affinity abroad for US solutions. It’s no 
small wonder Embassy agencies hit the books hard to support 
the sector—and work to counter the downward drift.

CULCON, a bi-national advisory panel that strengthens 
the cultural and educational foundations of the US–Japan 
relationship, established a task force in April 2012 to reverse 
the decline. It found that Japanese youth want to study in 
the United States, but face barriers including out-of-sync 
academic calendars and difficulty transferring credits, low 
English ability, costs, and Japanese employers that undervalue 
a study-abroad education. 

The Embassy aggressively supports exchanges by giving 
frequent talks at schools. Another support component 
is EducationUSA, the State Department’s free, unbiased 
advising network, with seven centers across Japan. Japanese 

youth councils advise at monthly “America Dialog” events, 
link promising students with US diplomats through 
“Embassy Academy” seminars, and distribute online content 
from Japanese students about life on US campuses. 

Finally, the EducationUSA Academy, a joint program with 
the America Expo, trains 50 Japanese teachers on advising 
skills. The Embassy’s support for the TOMODACHI Initiative 
public-private partnership (see page 18) is also invaluable. On 
top of 45 new exchange programs, TOMODACHI offers the 
drawing power of top corporations. 

The Commercial Service, Japan (CS-J) focuses on 
US-bound traffic and helping US schools and related 
firms establish or grow here. CS-J has expanded outreach, 
representing US universities at fairs in Sapporo, Fukuoka, 
and Nagoya. Our specialists make matches at the “wholesale 
level” between schools and pre-qualified education agents, or 
partner universities. Boston’s Suffolk University, for example, 
used our Gold Key Service to boost their Japanese student 
enrollment by 40 percent. 

In contrast to reductions in long-term study, we see growth 
in short-term programs, including language, technical, and 
corporate training. Niches abound: while the United States 
is lauded for tertiary education, we have special needs and 
distance-learning that is first-class. And every November, 
CS-J organizes a fair for the Association of Boarding Schools. 
Educational travel and the intellectual pursuits of the “grey 
panthers” of the Japanese demographic are promising, too.

We are also advocates for rules that facilitate healthy trade, 
investment, and exchange.  Ongoing efforts include seeking 
the same tax treatment for foreign colleges in Japan that 
their Japanese counterparts enjoy, and promoting global 
benchmarks for English testing, such as the TOEFL exam.

In educational exchange and business, Japan and the 
United States enjoy a rich legacy, great products, and vast 
potential.  At the same time, we face headwinds in declining 
or insufficient levels of student traffic and institutional 
constraints.  The Embassy looks forward to working with 
Journal readers, ACCJ committees and others to climb back 
on top of the grading curve. •

Ambassador 
Kennedy engages 
regularly with 
students, on topics 
including the value 
of educational 
exchanges.
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OPEN DOOR FOR STEM CELL RESEARCH
New clinical trial guidelines could stimulate major medical advances

By Paul Cizdziel, PhD; Michael Alfant; and Bryan Norton

ACCJ Meeting | Science

N
obel Prize laureate Dr. Shinya 
Yamanaka recently visited the 
Embassy of the United States 
in Tokyo to discuss innovation 
and medical science. 

Yamanaka is a professor at Kyoto 
University and director of its Center 
for iPS Cell Research and Application 
(CiRA). He spoke at an ACCJ luncheon 
last October. 

Accompanying Yamanaka was 
Dr. Kentaro Azuma, associate professor 
and chief administrator for the Medical 
Applications Promotion Office at 
CiRA. The meeting on May 16 was 
arranged by ACCJ leaders to highlight 
particular topics certain to have a 
global impact on innovation and the 
commercialization of regenerative 
medicine and other medical 
technologies.

Yamanaka has been an outspoken 
proponent for policy changes that 
would lengthen allowable project 
timelines for research grants. This 
would encourage greater exploration 
of daring theories and ideas under the 
banner of maximizing innovation and 
discovery. 

Yamanaka lamented how short-
term funding commitments usually 
require researchers to demonstrate 
incremental progress. This may be safe 
and practical, but it is insufficient to 
encourage visionary quantum leaps 
in understanding or major scientific 
advances. Yamanaka’s own research to 
discover induced pluripotent stem (iPS) 
cell technology is one example of a risky 
long-term project, which eventually led 
to him receiving the 2012 Nobel Prize 
in Physiology or Medicine.

This year will engender a bold 
initiative by the Ministry of Health, 
Labour and Welfare to facilitate clinical 
application of stem cell-related or other 
regenerative medicine therapies. The 
new guidelines for clinical trials and 
conditional marketing approvals have 
recently been opened for comment, 
and are expected to be passed into 
law later this year. Due to the cost, 
ethical considerations, and customized 
nature of the medical procedures, the 
classic placebo model blind-study 
clinical trials—used for small-molecule 
drugs—are considered untenable for 
commercial progress of regenerative 
medicine.

Azuma, who previously worked at 
the ministry, explained the new model 
and the proposed three-stage risk 
classification system. Discussion ensued 
about the need for harmonization of 
clinical regulations—and exemptions—
between leading nations such as the 
United States and Japan, which are 
at the forefront of stem cell-related 
research. Regenerative medicine is 
still in a very early stage with regard to 
medical practice, so the timing is right 
for synchronization. 

Unfortunately, cumbersome hurdles 
to that harmonization exist, including 
the fact that the 178-page proposed 

legal guidelines, now open for comment 
(http://bit.ly/ProposedGuidelines), 
have only been released in Japanese. 
This makes it difficult to garner 
international feedback through 
advocacy organizations such as the 
ACCJ. The need for international 
perspectives that draw on global best 
practices is especially important, since 
the proposed legislation is expected to 
create a clinical trial framework that is 
progressive and attractive to American 
(and other foreign) companies 
to launch regenerative medicine 
technology in Japan, as a possible first 
choice market. 

These topics and others, such as the 
under-utilization of female scientific 
researchers in Japan and current 
incentive programs for investment in 
the United States (e.g., the SelectUSA 
initiative), were also discussed. 
Yamanaka had the chance to greet 
Ambassador Caroline Kennedy in her 
office after the meeting. 

These meetings are expected to be 
a prelude to further dialogue among 
CiRA, embassy officials, and ACCJ 
leaders, in the hope of facilitating 
cooperative initiatives for scientific 
innovation and the advancement of 
regenerative medicine between the 
United States and Japan. •

Dr. Yamanaka 
(fourth from right) 
won the 2012 
Nobel Prize in 
Physiology or 
Medicine.
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SUNSHINE AND SMILES
The 23rd annual 2014 ACCJ Chubu & NIS Walkathon 
International Charity Festival, sponsored by the American 
Chamber of Commerce in Japan’s Chubu chapter and Nagoya 
International School, among others, was held on May 18 at 
Moricoro Park Global Center. 

Ample sunshine on the day helped attract more than 2,000 
people to the event. Although the numbers have not been 
finalized, over ¥6 million was raised to help orphans, victims 
of child abuse, the physically or emotionally challenged, and 
people coping with illnesses such as HIV/Aids and cancer. 

1

3 4

2

5

1 Members of the ACCJ Board of Governors pose with top 
event sponsors.

2 Food and beverage sales went up 20 percent this year thanks 
to the efforts of food and activity ticket sales volunteers.

3 Official Walkathon mascot Walkie the Walrus
4 Eight bands played for this year’s event.
5 Community Service Committee Vice Chair Dennis Lischak 

made the “Big Splash” dunking booth by hand, and 
volunteered to be its first victim.
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D.C. DOORKNOCK MEETS JAPAN CAUCUS
TPP, energy, and national security emerge as key issues

Custom Media

K
ey members of the ACCJ have 
once again been knocking 
on the doors of some of the 
most powerful and influential 
policy-makers in the United 

States, with the agenda headlined this 
year by the Trans-Pacific Partnership 
(TPP) trade negotiations, the energy 
sector, national security issues, and ways 
to enhance the already close relationship 
between Japan and the United States.

The annual Washington, D.C. 
Doorknock took place over three days 
from April 30, with the eight-strong 
delegation led by Jay Ponazecki, ACCJ 
president, and Christopher LaFleur, 
ACCJ chairman.

This year’s visit took on added 
significance as the delegation was able 
to meet with members of the bipartisan 
US Congressional Caucus on Japan, 
which was established on March 24 and 
is jointly chaired by Joaquin Castro, 
a Democrat from Texas, and Devin 
Nunes, a Republican from California.

“We were thrilled to see 
the establishment of this new 
Congressional body dedicated to 
supporting greater understanding of 
and engagement with a country that is 
the world’s third-largest economy and 
one of the United States’ staunchest 

allies and closest friends in this region,” 
Ponazecki told the ACCJ Journal.

“Having this body in the US Congress 
to facilitate a greater understanding of 
the issues in the bilateral relationship 
can only serve to strengthen the US–
Japan relationship in all its facets—from 
security and cooperation to person-
to-person relationships to trade and 
commerce,” she added.

The chamber’s delegation had 
meetings with five senators and 10 
representatives, as well as senior 
members of the staff of several 
other legislators. Further meetings 
were arranged with officials in the 
administration of President Barack 
Obama, including the office of the 
United States Trade Representative as 
well as the departments of commerce, 
energy, state, and the treasury. 
Additional talks took place with 
Kenichiro Sasae, Japan’s ambassador 
to the United States, at the Japanese 
Embassy, and with academics and 
experts at Washington think tanks.

Among the issues that came up were 
the state of Prime Minister Shinzo 
Abe’s economic growth strategies 
and economic policies, business 
opportunities that are being created in 
Japan as a result of Abenomics, and, 

looking further into the future, the 2020 
Tokyo Olympic and Paralympic Games.

“The big difference with this 
Doorknock [compared to previous 
ones] was that we were able to meet 
members of the Japan Caucus, as 
it is important for us to know their 
motivation for joining the group,” 
said Yoshitaka Sugihara, a governor 
of the chamber and manager of the 
Government and Legal Affairs division 
of Intel KK’s Tokyo office.

One of the key reasons for the interest 
is that Japanese firms are investing in 
the Caucus members’ constituencies, 
and those representatives are keen to 
know more about the likely impact over 
both the short and long term. Japanese 
car companies alone employ some 
300,000 people across the United States.

“Naturally, there was a lot of interest 
in the TPP negotiations as well as 
the US–Japan defense alliance and 
economic opportunities, but this 
is just the beginning. Now we can 
move on to find out how we can work 
together to achieve the things we want,” 
Sugihara said.

Discussions on the TPP are making 
progress, Sugihara pointed out. The 
main sticking point involves pork 
imports, but there is a sense on both 

This year’s 
visit took 
on added 
significance 
as the 
delegation 
was able to 
meet with 
members 
of the 
bipartisan US 
Congressional 
Caucus on 
Japan.
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sides that the process is advancing.
Sugihara, who was taking part in his 

third Doorknock in the US capital, said 
he noticed a change in attitudes towards 
Japan this year.

He said, “When Abe came in 
[to power], I think a lot of people 
in Congress and in the Obama 
administration realized that they needed 
to recover ties with Tokyo and that they 
needed to know more about Abe’s ‘three 
arrows.’ They realized the importance of 
security issues in this part of the world.”

“Our members bring with them 
intimate, on-the-ground knowledge of 
both the positives and the negatives of 
the marketplace in Japan, and often of 
the broader region,” said Ponazecki.

“Many ACCJ members are business 
professionals who have been working in 

together in leading the establishment of 
a trade architecture in the economically 
vibrant Asia-Pacific region through, 
initially, a high-standard, 21st-century 
TPP, and with the goal of establishing a 
free trade agreement of the Asia-Pacific 
in the future,” Ponazecki said. “We think 
an ambitious TPP will serve as a model 
for how trade should be carried out not 
only in the region, but globally as well.”

The reactions from the US side were 
favorable, she said, with a “universal 
recognition” of the importance of a 
strong alliance between Japan and the 
United States and an appreciation of 
the tremendous value in having the two 
nations take the lead in establishing 
a regional trade structure in such an 
important part of the world, which 
will lead to new opportunities for US 
industry and create more jobs in the 
United States.

Chris LaFleur, a former diplomat 
who has spent 23 years in Japan 
and served as the US ambassador to 
Malaysia before setting up his own 
consulting firm in Tokyo, said he 
believes the annual Doorknock is only 
growing in importance.

“One of the most important 
functions of the chamber is advocacy 
on behalf of our members, and I have 
seen chambers across Asia and the rest 
of the world, and I would say that the 
chamber here in Japan is one of the 
most active and effective in that area, if 
not the most effective,” LaFleur said.

“This annual pilgrimage makes 
sure that our message is in front of the 
people with influence and interest in 
this very important area,” he added. •

this market for decades and know not 
only what issues are currently facing 
their industries in Japan, but how those 
issues have evolved over time.

“And with 60 active committees, 
the chamber has members that work 
in a wide swath of industry sectors 
that makes it a key resource for US 
Government officials wishing to obtain 
insights from true experts in any of 
various industries operating in Japan,” 
she added.

“It is important to keep the 
momentum created by President 
Obama’s recent visit to Japan, and 
for the two nations that share many 
important values in common—
including democracy and strong 
commitments to the rule of law and 
international human rights—to work 

From left: ACCJ 
governors Larry 
Greenwood and 
Yoshitaka Sugihara; 
Congressman Mark 
Meadows (R-NC); 
Christopher 
LaFleur, ACCJ 
chairman; and 
Allan Smith, ACCJ 
president emeritus, 
in Senator 
Meadows’ office

From left: Sam Kidder, ACCJ executive director; Jay Ponazecki, ACCJ president; Senator Mazie Hirano (D-HI); 
William Bishop, chair, ACCJ Healthcare Committee; and Thomas Clark, ACCJ governor, in Senator Hirano’s office
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AVOIDING YAKUZA INFLUENCE 
ON YOUR BUSINESS

Why standard due diligence is often not enough

By John Amari

ACCJ Event | Crime

Speaking to a full house at the 
Tokyo American Club on May 2, 
Witchell, senior managing director at 
global advisory firm FTI Consulting, 
Inc., warned of the risks posed by 
these antisocial groups to Japanese and 
foreign businesses. 

ACCJ Journal: How would you 
describe antisocial forces in Japan?

Witchell: First off you have organized 
crime, such as the yakuza gangs whose 
members you may easily spot on the 
streets of Tokyo. But there are also other 
groups that are potentially harmful 
to Japan’s economic position or even 
pose a physical danger for the Japanese 
public. This may include quasi-
organized crime groups; some of the 
biker gangs, or bosozoku, come to mind. 

This other side of antisocial forces 
may also include right-wing groups. 
As of 2013, the National Police 
Agency estimated there were around 
1,000 right-wing groups with about 
100,000 members in Japan. They are 
well known for their highly visible 
propaganda vehicles, which are fitted 
with loudspeakers and prominently 
marked with the name of the group, the 
Imperial Seal and flag of Japan, military 
flags, and propaganda slogans. 

How has these groups’ involvement in 
business changed over the years? 

The yakuza have traditionally been 
involved in a number of businesses, 
including real estate and construction, 
as well as entertainment and sports. 
To this day, they continue to be 
involved in drugs, human trafficking, 
extortion, and money laundering. 

The yakuza are well known for their 
collection of “protection rackets,” or 
funds from local pachinko parlors 
and bars. These businesses regularly 
pay the yakuza a certain amount in 
fees. In return, if, for example, a rowdy 
customer turns up, they call the yakuza 
to get rid of the offending person. 

As organized crime becomes more 
sophisticated, gangs are venturing into 
other businesses that may, at least from 
the outside, appear to be legitimate. 
This makes it harder to distinguish if 
such ventures are affiliated with the 
yakuza. Organized crime members 
are often educated overseas and 
increasingly getting involved in a 
variety of business sectors.

What are the main take-away points 
from your presentation today?

Number one is the level of due diligence 
that is required regarding acquisitions 
or new business partnerships. This 
entails looking at existing and potential 
vendors and the entire supply chain 
that may exist in any business. 

Companies need to look at the level 
of pre-employment screening used 
when recruiting. Another area for 
American firms operating in Japan 
to consider is the level of corporate 
governance present internally, which is 
particularly applicable to this market. 
Having all the right policies and 
procedures in place and ensuring that, 
going forward, these procedures are 
consistently followed, will help guard 
against risk from antisocial forces, as 
well as other risks related to corruption, 
bribery, and fraud. 

I see so many cases where firms insist 
they had numerous meetings with 

T
his year, Japan’s biggest 
organized crime syndicate 
launched its own website as 
part of a recruitment drive. 
Membership has been down 

due to the introduction of stronger 
laws in recent decades and a slowing 
economy, making it harder for yakuza 
to raise funds for their operations. 

Despite this, risk management experts 
such as Stuart Witchell warn that 
traditional antisocial forces such as the 
yakuza are still making their presence 
felt, as recent corporate scandals 
involving criminal links have erupted 
in the media. Sophisticated organized 
crime groups are now diversifying their 
business portfolios and entering new 
markets, in a departure from the seedy 
pursuits with which they have typically 
been associated. 

Stuart Witchell is 
senior managing 
director at FTI 
Consulting, Inc.
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potential Japanese business partners 
before considering a partnership or 
acquisition. They relate how everything 
seemed very positive. They do a bit of 
financial due diligence, meaning they 
get some accountant to have a look at 
the books and records. However, they 
don’t really probe deeper: Who are 
these people, exactly? What are their 
backgrounds? Are there any hidden 
risks not visible from the balance sheet?

Why should companies take such 
risk seriously?

I think number one is the potential 
for damaging their reputation. When 
corruption is exposed in Japan, it’s a 
big scandal. Also, once something is in 
the media, it has a long-term effect on a 
company’s business. 

If there are issues related to the US 
Foreign Corrupt Practices Act (FCPA), 
this is particularly serious. The US 
government, over the last few years—in 
part due to the FCPA—has become 

more aggressive in going after not only 
US companies, but also foreign firms 
operating in the United States. All types 
of companies need to be more proactive 
in protecting themselves.

 
Where should companies rank the 
risk of antisocial involvement in their 
risk management strategy?

For large organizations, let’s say 
investment banks, this should be a high 
priority, because these businesses are 
involved in multiple transactions on a 
regular basis. 

For smaller organizations that 
are looking to establish themselves 
here, assessing risk is potentially 
very difficult, but they can do the 
minimum that is required, such as staff 
background checks.

What services does your firm provide?

We offer a large range of solutions for 
companies looking to protect, preserve, 

and grow their enterprise. In relation to 
anti-social forces we offer an effective 
and holistic risk mitigation program. 
One side of this is preventative 
support—helping companies review, 
test, and assess their existing protocols 
that manage risk to include conducting 
appropriate due diligence and 
enhancing compliance systems based 
on industry best practice. This can also 
be applied to other business risks.

The other side of our work is reactive, 
where we investigate a potential issue, 
provide operational support in a 
crisis, or deal with a problem related 
to fraud, corruption, misconduct, or 
reputational damage.

Any plans for future involvement 
with the ACCJ?

As a result of my presentation, we 
will be putting out a short synopsis 
of organized crime trends in Japan, 
which I encourage all Journal readers 
to examine. •

As organized 
crime 
becomes 
more 
sophisticated, 
gangs are 
venturing 
into other 
businesses 
that may, at 
least from 
the outside, 
appear to be 
legitimate. 
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CAR EER DEVELOPMENT & MBAs

Business Index—a monthly printed and digital industry company listing—can help with 
choosing the right fit for continuing education, corporate training, and much more!

journal.accj.or.jp/businessindex

catalyst4mbas.com
catalyst4mbas.com, making the 

MBA connection through Japan’s 
largest MBA Career Forum, MBA 

networking events in Japan & China, 
plus our new MBA Seminars, bringing 
selected talent to your on-site events.

090-1266-3097
vip@catalyst4mbas.com 

http://www.catalyst4mbas.com

A heartfelt thanks to all of 
the organizations allowing 

us to achieve our mission of 
bringing MBAs value and 

creating a more efficient and 
effective way for top MBAs 
and top-tier organizations 

to connect.
—Damon Mackey, CEO

Catalyst4mbas
THE MBA CONNECTION

Dale Carnegie Training Japan
Dale Carnegie Training is a 

102-year-old company with a 
very strong brand and offices 

in 91 countries. Dale Carnegie’s 
books, especially How To Win 
Friends and Influence People, 

are business classics.

03-4520-5470
greg.story@dalecarnegie.com 
www.japan.dalecarnegie.com

Most training imparts 
information, but sadly does 
not lead to behavior change. 
Dale Carnegie Training is 

totally different. We produce 
the behavior change needed to 

improve team performance. 
—Dr. Greg Story, president

Lakeland College Japan Campus
We are a campus of Lakeland College, 

in Wisconsin. We offer the same 
courses and are accredited by the 

same agency. The Japanese Education 
Ministry officially recognizes LCJ 

as an overseas campus.

03-3225-0425
asklcj@japan.lakeland.edu
www.japan.lakeland.edu

As an international campus 
representing more than 30 

nationalities, Lakeland College 
Japan offers a distinctive 
American undergraduate 

program in a unique Japanese/
international setting. 

—Dr. Alan Brender, associate dean



JULY 2014  •  ACCJ JOURNAL  |  37

Business Index | July 2014

journal.accj.or.jp/businessindex
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Business Index—a monthly printed and digital industry company listing—can help with 
choosing the right fit for continuing education, corporate training, and much more!

Robert Walters Japan
Robert Walters is a leading specialist 

consultancy for permanent and 
contract recruitment.

Robert Walters Japan possesses 
the distinct advantages of size and 
a proven track record, allowing you 
to tap into an unparalleled global 
network that enables clients and 

candidates to come together in the 
most efficient and productive way.

03-4570-1500
info@robertwalters.co.jp

www.robertwalters.co.jp

Our offices have been active 
in building integrated 

partnerships with clients 
and bilingual professionals 
to consistently deliver the 

most relevant match of skills 
and culture. This remains 

our ultimate goal.
—David Swan, managing director 

for Japan and Korea

Temple University, Japan Campus
Executive MBA Program

Temple University—located in 
Philadelphia, the United States—

has offered its internationally 
acclaimed and AACSB-accredited 

executive MBA program at its 
Japan campus since 1996. 

Take advantage of an exchange 
opportunity to take a class at one 
of the four global EMBA locations 
in Singapore, Paris, Philadelphia, 

or Cali, Columbia.

0120-86-1026
tujinfo@tuj.temple.edu
www.tuj.ac.jp/emba

The flexible curriculum 
of our Fox Global EMBA 
allows you to pursue your 
MBA while you work. Our 
MBA administration team 
in Tokyo will ensure your 
MBA experience in Japan 

is unparalleled.
—Mikiya Mori, director

Lumina Learning Japan
Lumina Learning supports 

organizations in Japan to become 
more competitive, retain top talent, 
and raise engagement. Our network 
of qualified Lumina Practitioners are 

experts in their fields, dedicated 
to developing people, leveraging 

diversity, and building a brighter future 
for Japan. Over 1,000 companies 
worldwide have benefited from 

Lumina’s unique programs.

03-6228-1882
elizabethhandover@luminalearning.com
www.luminalearning.com/partners/

japan-tokyo/en

We believe that promoting 
strong interpersonal skills, 
authentic leadership, and 
a global mindset is key to 

developing leaders who will 
leverage diversity, empower 

teams, and grow a successful 
business.

—Elizabeth Handover,  

Lumina Learning Partner, Asia 
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TO STUDY OR NOT TO STUDY
Consider your finances, schedule, and goals before committing

By John Ghanotakis, Amir Khan, and Timothy Trahan

Diversity | Continuing Education

T
his month we would like 
to focus on a decision that 
many members of the Young 
Professionals Group (YPG) 
Subcommittee face throughout 

their careers, regarding the question 
of further study. While many of 
our members are already highly 
educated and have excellent academic 
qualifications, there can be great 
advantages to undertaking additional 
study. Below is some food for thought 
when contemplating continuing 
education.

To begin, one must consider three 
key factors: budget, time, and objective.

1. Budget
As courses can vary significantly in 
cost, it is important to gather as much 
information as possible on the fees, 
the cost of books and materials, as 
well as travel expenses. Work out your 
maximum budget and make sure the 
total outlay required does not exceed it.

2. Time
With many YPG members looking to 
juggle a course with their current job, 
it is important to carefully calculate 
how much time will be required for the 
course each day. Estimate how much 
time you’ll need for class and homework, 
then multiply that by at least 25 percent 
to account for unexpected research time 
and test preparation. Luckily, there are 
a huge variety of online, part-time, and 
weekend courses to choose from, so 
you can find a match for your time and 
budget limitations. The most important 
thing to keep in mind is ensuring your 

regular work does not suffer as a result 
of your personal studies.

3. Objective
Last and perhaps most important is 
assessing whether the course you are 
preparing to undertake matches your 
ultimate objectives. Will it get you your 
dream job? Will it enhance your chance 
of promotion? Does it cover an area 
of great interest to you? Whatever the 
objective, try to evaluate the course 
dispassionately, while honestly assessing 
if it will produce the desired outcome. 
For this it is often wise to reach out to 
alumni or others who have done similar 
courses, to get firsthand knowledge.

From JET to JMEC
There are many good reasons for 
continued study, whether for career 
advancement, personal interest/growth, 
or simply enjoyment. Whatever your 
reasons, choosing the right course can 
be difficult. 

With the above in mind, we 
would like to draw from the YPG 
subcommittee’s own experiences and 
relate a personal tale of experience 
with the Japan Market Expansion 
Competition (JMEC, see page 39).

I participated in JMEC while on the 
Japan Exchange and Teaching (JET) 
Programme in Tokyo. I was not 
yet ready to commit to an MBA, 
although I did consider the part-time 
weekend or evening programs at 
Temple, McGill, and other Japanese 
universities. The roughly six-
month time frame of JMEC and the 
opportunity to work with a team of 
professionals seemed appealing. 

The program kicked off with several 
weeks of business courses, as well 
as training and skills development, 
including business basics and 
instruction on how to write a market 
entry plan. These lessons provided well-
rounded background knowledge that I 
still find useful. 

My team comprised six members, 
nearly all of whom were professionals 
in their industries, which spanned 
advertising, accounting, and 
engineering. Despite some challenges 
in getting along and allocating tasks, 
we succeeded in completing a viable 
business plan for a company selling 
premium Australian beef. 

I gained valuable experience that 
helped me transition from the JET 
program and land my first business 
job, as an account manager in a famous 
Japanese telecom firm. One of my 
teammates helped me get the interview, 
as she had initially applied for the job 
but realized she was not a good fit. 
JMEC was a big topic of discussion 
in the interview. Having taken part in 
JMEC certainly helped me close the 
deal, since the company viewed me as 
someone who could learn new things 
and perform under pressure. •

John Ghanotakis 
(chair), Amir Khan, 
and Timothy 
Trahan (vice chairs) 
are members of 
the ACCJ Young 
Professionals 
Group 
Subcommittee.

Estimate how much time you’ll need for class 
and homework, then multiply that by at least 
25 percent to account for unexpected 
research time and test preparation.
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Contest | Market Entry

NEXT-GENERATION LEADERS
JMEC 20 draws participants from 15 nations

Custom Media

T
he 2014 Japan Market 
Expansion Competition 
(JMEC) marked its 20th 
anniversary with a record 
number of teams and 

participants, with the comprehensive 
business plan devised by a team calling 
itself “Don’t Give Up” emerging as the 
eventual winner. 

No fewer than 66 businesspeople took 
part in the event, which was initiated 
by the Australian and New Zealand 
Chamber of Commerce in Japan in 
1993 and is supported by 17 chambers 
of commerce. 

The concept behind the competition is for teams to sharpen their 
executive skills while simultaneously assisting foreign firms, by 
developing a high-quality business plan tailored for the Japanese market.

The six-month process requires a major commitment of time and effort, 
said Debbie Howard, one of the three judges of this year’s entries and chair 
of CarterJMRN K.K., but the results make it very worthwhile.

“The quality of the plans that the teams have devised has been very 
high,” Howard told the ACCJ Journal at the June 11 awards. “I feel that 
JMEC is important because it gives everyone who takes part a far wider 
view of the business world. There are not many other ways in which 
those lessons can be learned.

“The highlight of the entire process for me was to see all that youthful 
energy at work,” she added. “I’ve been a business professional for 40 
years now, and I know that my own experience has been enriched by 
the youthful enthusiasm and out-of-the-box thinking that these young 
people displayed,” she added. 

The 20th annual contest attracted potential captains of industry from 
15 countries, although 53 percent of the entrants were Japanese nationals. 

Prizes included tablet computers from Hewlett-Packard for first-place 
winners, British Airways return air tickets to London for the runners-up, 
and domestic air tickets from Jetstar Japan for third-place winners. 

All teams also received a one-year 
membership of the American Chamber 
of Commerce in Japan.

“There were times when I thought 
our team name—Don’t Give Up—wasn’t 
going to come true, but today we’re very 
happy to have stuck with it and to have 
created this project,” said Imai Jen-La 
Plante, a member of the winning team. 

The toughest part of the team’s 
project, completed for Tektronix 
Communications, proved to be compiling 
accurate financial details, she said, adding 
that she hopes the experience gained 

from taking part in JMEC might help her find a career in management.
Second place went to Sixth Sense, which drew up a market plan for 

Fusion Systems, with Team 5S taking third thanks to their proposals for 
McGill MBA Japan. 

To date, there have been 1,020 graduates from the scheme, with 
business plans written for JMEC project clients such as Dyson, 
Hewlett-Packard, United Airlines and Nina Ricci designs. 

The 21st JMEC program is scheduled to begin in September, with 
information seminars held in advance for potential participants to find 
out more about the scheme.

The schedule for the upcoming contest will again be broken down into 
four phases, with the first period of training and development followed by 
lectures and workshops that focus on entry into the Japanese market and 
business planning. The final three months will be used by the teams to 
prepare their business plans. 

With guidance from a mentor and a business consultant, each of the 
teams will be required to develop an effective plan for a firm operating 
in the Japanese market. The proposal should include a business strategy 
covering marketing, distribution, finance, organization, human resources, 
and legal issues. 

The plans will be judged after April on the basis of both written and oral 
presentations before the winners are announced in June 2015. •
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The top team 
won tablet 

computers from 
Hewlett-Packard.

Megumi Okazaki (left), marketing manager at Custom Media K.K., with 
her third-place winning team. “I’m so lucky to have great teammates 
who made this tough and challenging experience very enjoyable!”



MBA:  
WORTHWHILE CAREER  

INVESTMENT?
Custom Media

Publicity | Recruitment

ACCJ Journal: what is the true value of an 
MBA when job hunting?

Kikuchi: Possessing an MBA in the West generally 
means that you are equipped with an education 
that earmarks you for management now or in the 
near future. In Japan, this is also true in most cases. 

However, for certain sectors and industries, 
it is important to consider how you display this 
prestigious degree. Humility, one of the most 
beautiful and misunderstood virtues of Japan, 
should also be generously applied when speaking 
about one’s education. Boasting about your MBA 
degree on a resume or using complex business 
terminology during an interview can actually have 
a counter-productive result. 

When the Japanese economy was booming, 
many large corporations generously sent their 
young workers overseas to earn their MBAs at 
Western universities. Upon their return to Japan, 
some employees were not met with the open arms 
they were expecting. The New York Times wrote an 
article a few years ago detailing the difficulties some 
Japanese professionals experienced upon their 
homecoming, and how the Japanese traditional 
business community had trouble accepting them. 
The community here tends to favor knowledge 
gained from on-the-job experience over knowledge 
gained in the classroom. While this has changed in 
recent years, the “proper” way to discuss your MBA 
is yet undefined. 

The best approach we’ve found is to simply 
have the degree listed in the education section 
of your resume, and to expand on it naturally 
during the interview if questioned about it. Taking 
the approach of “only speaking [about it] when 
spoken to [about it]” might help job seekers 
improve their chances.

What advice would you give someone who 
is unsure about pursuing an MBA?

People often misunderstand the benefits of 
an MBA; obtaining this qualification does not 
automatically ensure a promotion or higher salary. 
However, an MBA course can offer a global view of 
how to successfully run a company. If your goal is 
to remain in your current position and not pursue 
a senior management role in the future, then 
perhaps an MBA degree is not suited to your career. 
Depending upon your specialization, it would be 
more productive for you to enroll in courses about 
project management, accounting, or sales.

In addition, most people don’t fully understand 
the depth and difficulty of an MBA before 
undertaking the endeavor. It is a full-time job over 
the course of (usually) two years, and it is extremely 
challenging—quite the contrast to the happy 
round-table discussions many people imagine.

Before deciding on an MBA, it is extremely 
important to understand your long-term career 
goals. Then, determine if the skills and knowledge 
that you will gain throughout the course (and 
not simply the letters MBA that you can write on 
your resume) will help you achieve your goals. 
If the answer is “yes, it will help me in my career 
progression,” then we wish you all the best.

In what industries is an MBA degree 
most valuable?

Again, remember to evaluate the MBA in terms of 
your career goals. An MBA will give you a global 
view of business and, therefore, is not viewed more 
favorably by any particular industry. 

It is also worth noting that, based on all the 
research from our company, we can estimate that 
less than 1 percent of all open jobs in Japan require 
an MBA degree. Nevertheless, certain sectors 
are known for requiring the degree, including 
management consulting, investment banking, and 
consulting—but within each of these areas, success 
comes from having a global view of the business. •

James Kikuchi, 
sales director for 

Intelligence Global 
Search, discusses 
the implications 

of pursuing a 
Master of Business 

Administration 
(MBA) degree. 
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Books | Review

HOUSE OF CARDS
 Refusal to acknowledge worst-case scenario is worrying

By Vicki L. Beyer

E
ven for those of us who closely 
followed the events at the 
Fukushima Dai-ichi Nuclear 
Power Plant in the aftermath of 
the March 11, 2011, earthquake 

and tsunami, understanding what 
happened when, how, and why has been 
a challenge. Information available at the 
time was variously filtered, withheld, 
erroneous, and even, in some instances, 
accurate. But how can we discern fact 
from fiction?

Fukushima: The Story of a Nuclear 
Disaster attempts to sort through the 
information and the events to present 
a more accurate view such as can only 
be assembled in retrospect. At the same 
time, it acknowledges that much remains 
unknown about the series of accidents 
at the plant and just how they occurred, 
noting that the damaged reactors are 
still “black boxes, far too dangerous for 
humans to enter.”

This book was written for a US-based 
audience seeking to understand the 
events from the perspective of “can it 
happen here?” Still, it provides many useful insights for 
readers in Japan. 

Written by two scientists, who specialize in nuclear 
safety and global security, and a journalist experienced in 
reporting on nuclear accidents, the book’s explanations of 
nuclear science and technology can be understood even by 
non-science types. 

The authors attempt to chronicle the events of the first 10 
days of the disaster in a minute-by-minute narration that is 
well paced to give the reader the same “flying blind” sense 
that was experienced by the workers on-site in Fukushima, 
the management of Tokyo Electric Power Co. (TEPCO) in 
Tokyo, and the government itself. 

The book goes on to provide background information 
on the nuclear industry, its cozy relationship with its own 
regulators, its safety standards, and past accidents. There 
is also information on near-misses, acknowledging that in 
many of these cases the fact that a major accident did not 
occur was as much a function of luck as anything else. 

It was particularly interesting to learn that when 
President Barack Obama asked for a worst-case scenario, 

no one could provide it because it didn’t 
exist; planners had never prepared for 
this and claimed it wasn’t possible to do 
so. One cannot help but wonder if this 
is because the worst case is simply too 
awful even for experts in the field to 
acknowledge. 

Clearly the perspective of this book 
is that the nuclear industry (both in 
Japan and the United States) has a 
head-in-the-sand approach to safety. 
It literally ignores any “inconvenient” 
potential accident by deciding, 
somewhat randomly, that the scenario 
is too remotely possible to warrant 
planning. The result is that in situations 
of multiple failures, such as occurred 
at Fukushima Dai-ichi, the safety 
measures that do exist prove to be a 
house of cards.

Noting that the official line in Japan 
is that the Fukushima meltdown 
was the result of a natural disaster 
outside human control, the authors 
contend “There’s no question that 
TEPCO and the Japanese regulatory 

system bear much responsibility. Each clearly could have 
done more ... but [they] were merely the Japanese affiliate 
of a global nuclear establishment of power companies, 
vendors, regulators, and supporters, all of whom share 
the complacent attitude that made an accident like 
Fukushima possible.”

Most safety planning, including that at Fukushima 
Dai-ichi, is based on a few hours of alternate power sources 
and redundant containment systems. Planners content 
themselves with the notions that any power outage will be 
remedied in less than eight hours and the redundancy will 
prevent the escape of deadly radiation. 

We now know these are false hopes. 
Yet it seems planners in both Japan and the United States 

still work from computer models rather than physical walk-
throughs or material testing. In that case, how can they 
ever know that an emergency valve will open or close when 
needed? And what will happen when mechanical systems 
have failed and deadly high doses of radiation make human 
intervention impossible? The official line still appears to be: 
“That can’t happen.” •

Vicki L. Beyer is a 
vice president of 
the ACCJ.
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Whiting’s World | Olympics Part 2

DARK SIDE OF THE GAMES
By Robert Whiting

M
ost people in this country 
are happy that Tokyo won 
the bid to host the 2020 
Olympic and Paralympic 
Games. The city needs an 

emotional lift that hosting the Games 
will provide. Moreover, the Tokyo 
government projects the Games will 
generate $30 billion in economic 
benefits for the country. 

The hope is that Tokyo, stuck in an 
economic morass for decades, can be 
rejuvenated in a way that is similar to 
the effect the 1964 Tokyo Olympics had 
on the capital. But there is a price to be 
paid for undertaking a venture like this, 
and as someone who was here in 1964, 
let me remind you of what it can entail.

The 1964 Olympics changed Tokyo in 
a big way. The aesthetically impressive 
structures built for the Olympics—like 
the National Gymnasium, which won 
the Pritzker Architecture Prize—helped 
define the city, as did the new overhead 
expressways and the bullet train. Tokyo 
went from a war-ravaged city to a 
major international capital, seemingly 
overnight.

But the run-up to the Games also 
caused great waste, environmental 
destruction, and human misery along 
the way.

Consider, for example, the costs 
of getting the bullet train ready for 
the Olympics. There was absolutely 
no reason to have a high-speed train 
connecting Tokyo to Osaka just for the 
Games, since no events were taking 
place in Japan’s second city. Yet the 
Shinkansen project was rushed under 
the guise of “urban improvement” and 
the desire to impress the rest of the 

world with the high level of Japanese 
technological achievement. The project 
wound up costing twice what the 
original budget called for.

Robbed of waterways
Funds diverted to the expanding costs 
of the Shinkansen took money away 
from other projects, like the Monorail, 
which was originally intended to link 
Haneda airport to the city center. 
Instead it wound up terminating in 
Hammatsucho, an inconvenient station. 

Moreover, to avoid buying expensive 
privately owned land for the Monorail, 
builders constructed it over water, on a 
route provided gratis by the municipal 
government, covering the rivers, canals 
and sea areas below with landfill and 
concrete in the process. Fishing permits 
held by local fishing cooperatives in 
these districts were revoked by city hall, 
and many local fishing jobs were lost. A 
seaweed field in Omori, Shinagawa-ku, 
from which the prized delicacy Omori 
no nori had been harvested since the 
Edo era, simply disappeared.

The lack of funds also affected 
highway construction, as it became 
necessary to build overhead 
expressways above the existing rivers 
and canals, also to avoid purchasing 
land. Among the many eyesores that 
resulted from this arrangement is 
that of the iconic Meiji-era bridge 
at Nihonbashi, its once charming 
appearance ruined by the massive 
thundering highway passing just 
a few feet overhead.

Water stagnated, fish died and 
biochemical sludge formed. Tokyo’s 
estuaries, many of them already 

polluted with raw sewage, increasingly 
became cesspools.  

Forced from their homes
Yet another adverse effect of the 1964 
Olympic effort was the depopulation of 
residential areas. Although laws on lack 
of eminent domain in Japan supposedly 
protected residents, authorities 
nonetheless found ways to compel 
people out of their homes to facilitate 
construction, a practice known as jiage. 

They did this by offering small 
sums of money and appealing to a 
recalcitrant tenant’s sense of patriotism 
to get him to move; or, failing that, they 
would turn to intimidation in the form 
of tax harassment, public shaming, or 
the investigation of violations of minor 
city codes. 

Among the hardest-hit areas were 
Bunkyo-ku and Chiyoda-ku. Because 
of the decrease in population in these 
areas, several primary and secondary 
schools closed down. Massive new 
Soviet-style New Town developments 
called danchi became the destinations 
for many of the displaced people.

 

Omori no nori had 
been harvested in 
Shinagawa-ku since 
the Edo era.
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Trolleys and corruption
Another casualty of the 1964 Olympics 
was the trolley lines, which had been 
a cheap, reliable, and pleasant way of 
getting around the city. The elimination 
of two major streetcar lines caused a 
corresponding increase in vehicular 
traffic and a worsening of the air quality 
in Tokyo.

Corruption, in the form of bid 
rigging (dango) and price collusion, 
reared its ugly head during the pre-
Olympic years. Many construction 
firms were fronts for organized crime, 
while yakuza gangs were a fixture at 
most construction sites.

With taxpayer money siphoned off to 
line the pockets of corrupt politicians 
and underworld bosses, the subsequent 
cost-cutting resulted in shoddy 
construction work. The use of sand 
from the sea when mixing concrete, 
for example, caused the internal rebar 
and steel beams used in highways to 
rust prematurely. It also caused parts of 
the supporting pillars of the Hanshin 
Meishin Expressway to collapse in the 
1995 Hanshin earthquake.

Let’s do better in 2020
We can expect to see similar goings-on 
in the run-up to the 2020 Games. 

Already the people living in public 
housing near Sendagaya, for example, 
are being forced out and relocated to 
more remote areas. Tokyo Metro owns 
the housing and has condemned it to 
create a larger stadium in the Yoyogi 
area. Ironically, some of the people 
living there now came to dwell there 
as a result of being forced out of their 
original housing during the 1964 

Games. Lightning did indeed strike 
twice for them. 

Jiage, a well-known practice in 
Tokyo real estate during the economic 
bubble era, will rear its ugly head again. 
For the ’64 Games, the US handover 
of Washington Heights to create 
Yoyogi Park and the National Stadium 
alleviated the need for jiage in central 
Tokyo. This time, however, there is 
no such large area to be conveniently 
handed over. 

During the run-up to the 1964 
Games, the Japanese media loudly 
fanned the Olympic flames, declaring 
them to be the best thing ever for the 
Japanese people. 

Today, the media appears to be 
doing the same thing. Citizens, already 
having to cope with an increase in the 
consumption tax from 5 percent to 
8 percent and to a scheduled 10 percent 
a year later, will no doubt have to face 
even higher taxes to pay for the Games, 
at present estimated to cost at least $5 
billion. With a crippling debt of nearly 
$11 billion, some 230 percent of GDP, 

the 2020 Olympics could be the hardest 
burden to bear.

Organized crime will likely 
participate. The ’64 Games saw large 
numbers of Koreans brought into 
Japan as cheap, underpaid labor by 
various gangs. Many stayed after that. 
These undocumented people suddenly 
got “Special Permanent Residence” 
status after working on their respective 
construction projects, and they chain-
immigrated family to Japan as well. 

There will likely be a repeat of this 
for the 2020 Games, although this 
time, expect to see more Chinese, 
Filipinos, Indonesians, and others 
in the mix. Construction companies 
will want cheap labor, and they are 
already pressuring Prime Minister 
Shinzo Abe and the Liberal Democratic 
Party to set up a massive “immigration” 
measure to bring in labor from various 
Asian nations.

The 2020 Olympics may lift the 
spirit of the Japanese people, but there 
will certainly be a price to pay for the 
privilege. Let’s hope it is not too much. •

The National 
Stadium, built for 
the 1964 Olympics, 
is now on the 
chopping block 
to prepare for the 
2020 Games.

Robert Whiting, 71, is an author and 
journalist who has written several books 
on modern Japanese culture, including 
You Gotta Have Wa and Tokyo Underworld.
Whiting first came to Japan in 1962 
with the US Air Force Intelligence, 
where he worked for the National 
Security Agency in the U-2 program. 
He graduated from Tokyo’s Sophia 

University in 1969 with a degree in 
Japanese politics. 

He went on to became an informal 
advisor with the Higashi Nakano wing of 
Tokyo’s second-largest criminal gang, the 
Sumiyoshi-kai, and worked for Encyclopedia 
Britannica Japan as an editor until 1972. 

His first book was The Chrysanthemum 
and the Bat.
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The opinions expressed in this article are those of the writer, regarding events that occurred over half a century 
ago. The ACCJ remains committed to making positive contributions toward the 2020 Tokyo Olympics, to 
support the execution of the Games and the further development of Tokyo as an exemplary, world-class city.
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Soul Food | Review

A
s a new member, Tokyo 
American Club (TAC) 
kindly offered me a voucher 
for two people at the slick 
FLATiRON, where it’s 

reservations, adults, and kids over 8 
only (children allowed on Saturdays). 
Warmly welcomed, my companion 
and I sat facing one of the two large, 
high-tech teppanyaki-like grills. 

Both grills have their own chef, four 
seats, two sittings, and the same seasonal 
tasting menu showcasing remarkable 
variety and creative techniques.

TAC’s two-hour, 10-course treat 
of molecular gastronomy, open to 
members and non-members alike, is a 
fast, interactive performance featuring 
chemical experiments and tasty morsels 
from weird and wonderful creations. 
Western cutting-edge techniques 
embrace fresh Japanese ingredients.

I had heard eye-popping tales of 
fish consommé served in glass-fiber 
vacuum packs, sous-vide-cooked foie 
gras (a method of cooking food in 
plastic bags in a water bath), and juicy 
duck seasoned with sakura smoke. I 
couldn’t wait to taste.

In the name of sober journalism, 
I skipped the ¥5,000–¥8,000 wine 
pairing, despite TAC’s mighty and 
tempting vaults of fine Napa and other 
new world vintages.

The culinary spectacle starts on 
the dot. But so much happened so 
quickly and strangely, I couldn’t quite 
get it all down. 

Like a silent Niagara Falls, cold 
white smoke drifted down as we mixed 
whimsical cocktails from colorful test 
tubes. I was often unsure what was 
going on—the chef ’s hands moved 
deftly like a croupier’s and there was 
little time to draw breath between 
courses of snap, crackle, and pop with 
clever names.

From Japan came fresh wasabi 
leaves and Hokkaido snow crab, 
among slimy gels, wobbly mousses, 
bright powders, and yucky membranes, 
some armed with tubes and syringes 
with which to squirt them. My head 
was soon spinning, and not from 
alcohol.

The smoke and mirrors, however, 
are not there to hide the real magic 
behind the elaborate ice and liquid 
nitrogen displays—top-quality 
ingredients and expert kitchen work 
are obvious too. We got home feeling 
wholly satisfied and very entertained—
then filled up on toast and noodles. 

Days later I was invited by TAC to 
answer some survey questions, which 
was rewarded with a fresh FLATiRON 
voucher that I will use before the spring 
menu ends on July 21. •

03-4588-0675
decanter@tac-club.org

Tues–Sat
6pm, 8:30pm
Spring menu:
¥10,480 (members) 
¥13,300 (non-members) 
Plus 8% tax

stay puft
chive marshmallow | beluga caviar | 
C.A.B. tenderloin | pie 

007 presents, “the Gai who loved me”
seasonal shellfish | rose hip | bottarga

Willy Wonka wishes
caramel | bonbon | bavarois 

Cheech & Chongs Cheddar 
mozzarella bocconcini | cauliflower | 
Jack Daniel’s | grape must  

the breakfast club
N2O | bacon | egg | porcini pancake | 
fennel

Excerpt from spring menu

SNAP, CRACKLE, POP
Feast your eyes and all your senses at FLATiRON

By Simon Farrell

Simon Farrell 
is publisher at 
Custom Media.

Above: Gin and 
tonic made with 
ginger, chardonnay 
juice, Bombay 
Sapphire gin, and 
liquid nitrogen

Right: Syringes are 
a common sight 
at FLATiRON.

Truffle ice cream and 
milk, with cookie, fig, 
and pistachio
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MIXING BUSINESS AND PLEASURE
Informal, interactive events provide forum for exchange of ideas

By Dominic Carter

Committee | Marketing Programs

T
he Marketing Programs 
Committee is co-chaired 
by Dominic Carter, CEO of 
market research consultancy 
CarterJMRN K.K., and Koichi 

Hama, CEO of design firm Koichi 
Hama & Company. With 159 members 
and counting, the committee provides 
a forum to share and discuss a wide 
range of marketing issues relevant to 
businesses operating in Japan, including 
brand building, advertising, public 
relations, and consumer insights. 

Our committee is particularly 
interested in shining a light on 
innovation in marketing, both in Japan 
and overseas. We aim to do this in an 
informal atmosphere that readily allows 
for the sharing of ideas among peers. 
To this end, our events are presented 
in a variety of formats and hosted at an 
array of different venues. 

We have held business luncheons 
with domestic companies addressing 
the challenge of attracting a wider 
international audience, dinner events 
featuring foreign companies’ efforts to 
adapt their products and services to 
the Japanese market, cocktail parties 
highlighting the advertising campaigns 
of arts organizations, and the occasional 
networking get-together to facilitate 
business and social relationships. We 
strive to make our events as enjoyable 
as they are informative. 

Numerous creative, innovative, and 
sometimes unorthodox marketing 
methods are constantly being 
formulated in Japan, and the marketing 
committee is actively keeping an eye 
out for speakers engaged in such 
groundbreaking activities. The breadth 

of the marketing efforts being put 
forward every day, successful or not, 
offers countless lessons to be learned 
and applied to our own businesses. 

We look at case studies, asking, 
“What worked; where did it go wrong; 
and what’s next?” We plan events 
to offer insight on these and other 
questions. This we accomplish by 
bringing together three elements: 
knowledgeable, engaging speakers; an 
audience acutely interested in finding 
and applying creative solutions; and a 
platform for questions and answers to 
circulate in a productive atmosphere.

Last year, we hosted the director 
of Spotify Japan for a lunch program 
to discuss the firm’s efforts to enter 
Japan’s embattled world of digital 
content streaming. We also hosted 
the Asia–Pacific director for Tesla 
Motors, who spoke about how the 
company is working to shape the 
perception of electric motor vehicles 

in Japan. More recently, we hosted the 
permanent director of the Andy Warhol 
Museum for an evening of cocktails 
and canapés while hearing about the 
venue’s campaign to promote the 
recently concluded 15 Minutes Eternal 
exhibition at the Mori Art Museum. 

On June 20, we held a networking 
mixer at the newly established design 
boutique and art gallery Wa Space, in 
Akasaka. Hosted at an establishment 
that is focused on uncovering and 
promoting the best in Japanese art and 
design to a domestic and international 
audience, the event coincided with 
the opening of the gallery’s current 
exhibition, which features collaborating 
artist Rie Okabayashi. 

Our events always mix business and 
pleasure. We invite you to our next 
gathering to get a first-hand, behind-
the-scenes look at the scope of Japan’s 
cultural soft power push, while enjoying 
a drink with colleagues and friends. •

Dominic Carter 
is representative 
director and CEO of 
CarterJMRN K.K.

“Prayer of Love 
& Hope” was 
exhibited at a 
networking mixer 
held at Wa Space 
art gallery.
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facebook.com/The.ACCJ

twitter.com/AmChamJapan

youtube.com/user/AmChamJapan

linkedin.com/company/american-chamber-of-commerce-in-japan

ACCJ Events |  Past And Planned

1 
ACCJ President 
Jay Ponazecki with 
Deputy Chief of 
Mission Kurt Tong at 
a farewell reception 
held on June 6 at 
the Tokyo American 
Club, for friends of 
the ACCJ departing 
the U.S. Mission in 
Japan this year.

2 
Andrew Silberman, 
ACCJ governor, and 
his band Moonshots 
rocked out during 
“Nomu-nication,” co-
hosted by the ACCJ 
and the America-
Japan Society, on 
June 12 at Happo-en.

3 
Ryoko Nakamura 
(left) and Kimi 
Hasebe (center), 
guest speakers from 
White Ship Inc., with 
ACCJ Women in 
Business Committee 
Vice Chair Mariko 
Nakazono at the 
conclusion of 
“Connecting with 
Your Imagination to 
Discover the Creative 
Leader in You,” 
held at the Tokyo 
American Club on 
June 13.

4 
From left: Ed 
Sumoto, founder and 
director of Mixed 
Roots Japan, with 
ACCJ members 
Brent Jones and 
Stephen Zurcher at 
“The Changing Face 
of Japan: Screening 
and Discussion of the 
Movie Hafu,” held 
on May 29 at Konan 
Cube in Kansai.

5 
Team U.S.A., 
Australia and Japan 
at the Kansai World 
Barbeque Classic VI, 
held on June 8 at 
the Hyatt Regency 
Osaka.

6 
ACCJ members and 
guests at the Kansai 
World Barbeque 
Classic VI, held on 
June 8 at the Hyatt 
Regency Osaka.

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.

July 8
ACCJ, EBC and SCCIJ Joint Luncheon: 
Japan’s Economy and Monetary Policy

July 17
Why Storytelling Matters in 21st-Century 
Presentations (Ritz-Carlton Osaka)

July 24
How Global Brands Can Be Winners in the 
Japanese Web
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Ask yourself: why 
did the orange 
on the right 
deteriorate so 
much faster?

ORANGE YOU GLAD YOU 
KNOW THE POWER OF WORDS?
What citrus fruit and sticky notes 
can teach us about communication

By Andrew Silberman

HR | Communication

W
hat can oranges teach us? 
The following story can 
change your life, or at least 
your words. As you read 
the account (which is as 

true as I can accurately reconstruct it), 
take note of your reactions. Whether 
you’re amazed, skeptical or inspired, 
your reactions will teach you more than 
my conclusions. Here goes.

Two months ago, my wife conducted 
an experiment based on a TV program 
she had seen. She took two oranges and 
attached a sticky note to one, on which 
she wrote, “We love you! Thank you for 
coming to our house! You are so fresh.”

She attached another note to the 
second orange, on which she wrote, 
“You stupid. You’re useless. You stink. 
Get out of our house!”

She placed the oranges side by side 
on our living room cabinet. Three 
weeks into the experiment, I saw 
something remarkable. One of the 
oranges appeared to be deteriorating. 
It started looking darker, dryer, and 
within a week, it was way beyond ready 
for the trash—splotches all over, mold 
growing on top, and a hard skin. The 
other orange still appeared edible, its 
skin the color of the fruit’s name.

Which orange was which? Stop for a 
moment and check your reaction. I’ve 
shared the story and photo with friends, 
colleagues, clients, and random folks; 
I’ll share a few of their comments here.

Non-believers
Some people were skeptical—
fortunately, only a few! These friends 
looked me in the eye and asked, 
“You didn’t just make this up?” 

When I assured them that everything 
happened as described, they fell into 
one of two categories:  “scientific 
skeptics” and “scientific (or pseudo-
scientific) believers”.

Scientific skeptics and (pseudo-?)
scientific believers
“You need to re-do the experiment, 
several times, double-blind, with 
controls …” A friend went on to 
describe how he would do it. I should 
use three (or was it four?) oranges, a 
sticky note with a positive message, 
one with a negative phrase, and then 
either a blank or a neutral message. The 
notes should be placed in envelopes, 
presumably so that “not even the 
oranges would know” what message 
was placed on them. 

Another reaction baffled me. Several 
people, including a Spanish executive, 
at first appeared skeptical, then they 
would say something like, “Wait. Is 
that all you did? You didn’t speak to the 
oranges?” When I answered that yes, I 
had occasionally vocalized the written 
messages, several people said, “Oh, that 
explains it.” 

“Explains what?”
“Well, it wasn’t the sticky note; it 

was your speaking. We all know that 
talking to plants helps them grow. So 
you didn’t prove anything.” I wasn’t set 
on proving anything. I was observing 
my wife’s experiment. As the skeptics 
pointed out, this was not a scientific 
experiment; nevertheless, I did hear a 
couple of “scientific” explanations. 

Many listeners nodded knowingly. 
Of course the oranges reacted that way, 
they said. Energy can be directed, and 

everything and everyone is affected 
by energy. One Japanese author 
and journalist referenced Masaru 
Emoto, who proposed that human 
consciousness has an effect on the 
molecular structure of water. This 
journalist explained that, since oranges 
have water in them, it makes sense that 
my wife’s messages would dry out the 
“negative” orange much faster than the 
positive one.

Consequences
Why did one orange shrivel up so much 
quicker than the other, apparently 
reacting to the message placed on it?

Here’s the twist. Whenever I’ve shared 
this story, for some reason almost 
everyone latches on to the scientific or 
non-scientific nature of the experiment, 
rather than the consequences. So let me 
ask you: if a simple written message can 
truly affect oranges this way, how might 
this insight change what you say to your 
clients, colleagues, and family? In what 
other ways might it affect the way you 
communicate? Would you consider 
changing what you say to yourself? 

One client said he knows why my 
wife did this: “She wants you to tell her 
how fresh and beautiful she is!” •

Andrew Silberman 
is president and 
chief enthusiast of 
AMT Group (www.
amt-group.com) 
and an elected 
governor of the 
ACCJ. Andrew@
amt-group.com.
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Aflac

AIG Companies  
in Japan

AINEO Networks

Amazon Japan K.K.

Amway Japan G.K.

AstraZeneca K.K.

Baker & McKenzie 
(Gaikokuho Joint Enterprise)

Baxter Limited

Bayer Yakuhin, Ltd.

Becton Dickinson Japan

Bingham, Sakai, Mimura, Aizawa

Bloomberg L.P.

Boeing Japan K.K.

Caterpillar

Chevron International Gas Inc. 
Japan Branch

Citigroup

Coca-Cola (Japan) Co., Ltd.

Colliers International

Deloitte Touche Tohmatsu

Delta Air Lines, Inc.

Dow Chemical Japan Ltd.

Eli Lilly Japan K.K. 

en world Japan

EY Japan

Federal Express Corporation

Freshfields Bruckhaus Deringer Tokyo

GE Japan Corporation

GILT GROUPE K.K.

Goldman Sachs Japan Co., Ltd.

Heidrick & Struggles Japan 
Godo Kaisha

Hilton Worldwide

IBM Japan, Ltd.

IMS Japan

Johnson & Johnson  
Family of Companies

KPMG

McKinsey & Company, Inc. Japan

Merrill Lynch Japan Securities Co., Ltd.

MetLife Alico

Microsoft Japan Co., Ltd.

Mondelēz Japan

Monex Group, Inc.

Morgan Stanley Japan Holdings 
Co., Ltd. 

Morrison & Foerster, Ito & Mitomi

MSD K.K.

Nanzan Gakuen 
(Nanzan School Corporation)

Nu Skin Japan Co., Ltd.

Oak Lawn Marketing, Inc.

Procter & Gamble  
Japan K.K.

Prudential Financial, Inc.

PwC Japan

Randstad K.K.

Robert Walters Japan K.K.

Saatchi & Saatchi Fallon Tokyo

Squire Sanders Miki Yoshida 
Gaikokuho Kyodo Jigyo Horitsu 
Tokkyo Jimusho

State Street

Teva Pharmaceutical Industries Ltd.

Thomson Reuters Markets K.K.

Toll Express Japan Co., Ltd.

Toys”R”Us, Japan

The Walt Disney Company  
(Japan) Ltd.

White & Case LLP

Zimmer K.K.

THE ACCJ THANKS ITS
CORPORATE SUSTAINING
MEMBER COMPANIES
Their extensive participation provides a cornerstone in the  
chamber’s efforts to promote a better business climate in Japan.



Executive Director | Issues of Yesteryear

T
his year the board of governors 
will be spending a lot of time 
looking to the future. As long 
as we’re working on the 2020 
Tokyo Olympic and Paralympic 

Games, it also seems a good time to 
work on ACCJ 2020. 

To get a better grip on what the 
future might hold for our institution, 
let’s take a brief look at where we 
have been.

Twenty-five years ago the ACCJ 
Journal ran an article by Dr. Deborah 
Allen Hewitt, who was the president of 
Claremont Economics Institute at the 

time. If Wikipedia can be trusted, the 
same Dr. Hewitt is now the assistant 
dean for MBA programs at William 
and Mary College. In her article she 
put forth the argument that “a trans-
Pacific trade zone between the world’s 
two largest economies” would not only 
reduce the bilateral trade friction—
which was at its peak then—but would 
also, in her view, provide the best way 
to meet the looming challenge of the 
emerging European trade bloc. 

This is not too far off from where 
we are now, only Japan is no longer 
the world’s second-largest economy 
and China has replaced the EU as the 
looming competitor. But the solution to 
present challenges is a familiar one: the 
best design for trade architects to follow 
is one that centers on the US–Japan 
bilateral relationship.

How about 50 years ago? In the 
summer of 1965 (not exactly 50 years, 
but close enough), the Journal reprinted 
an article in The Japan Times by Jean 
Pearce entitled, “Japan’s College Girls 
Face Employment Barriers.” Pearce, 
who some of our readers will remember 
well and fondly, reported that “… each 
day brings new stories of shortages in 
the labor market, of jobs left unfilled for 
lack of trained personnel. Yet placement 
bureaus at universities quote statistics 

which show that of girl graduates 
wishing to work after graduation, less 
than half are placed in the positions of 
their choice.” 

The environment Pearce describes 
was desolate for the ambitious woman. 
The examples of career success 
mentioned are noteworthy for their 
rarity. One area where she observed 
some light is entrepreneurialism. 

The echoes of Dr. Hewitt’s article 
25 years ago and Pearce’s observation 
a half-century ago were still audible 
at our Women in Business Summit 
on May 27, 2014 (page 12), only some 
things have changed since then. Girls 
are now referred to as women; the 
Japanese and US economies are much 
more closely integrated than they were 
25 years ago; and women’s position in 
the Japanese business environment has 
improved over the past 50 years. 

But there is a long way to go on both 
trade policies and greater inclusion of 
women, and the ACCJ will continue to 
push forward on these issues. •

ECHOES 
OF THE PAST

Samuel Kidder

The solution to present challenges is a 
familiar one: the best design for trade 
architects to follow is one that centers on 
the US–Japan bilateral relationship.

osm@granvia-kyoto.co.jp

www.granviakyoto.com

JR Kyoto Station 
Karasuma Chuo-guchi, Shiokoji-sagaru, 
Karasuma-dori, Shimogyo-ku,
Kyoto 600-8216

Tel: 075-344-8888  Fax: 075-344-4400

Hotel Granvia Kyoto creates  
magnificent gay weddings

SHUKOIN TEMPLE
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