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A flagship publication of the American 
Chamber of Commerce in Japan (ACCJ), 
The Journal (formerly the ACCJ Journal) is a 
business magazine with a 53-year history. 

Our August issue of The Journal takes 
you on a scientific journey, with stops 
here on Earth and in orbit.

Few things are more critical to 
society than education. Understanding 
the interplay between science, 
technology, engineering, and math—
collectively known as STEM—is 
key to our future. On page 21 we 
welcome back former Editor-in-Chief 
Brandi Goode to learn how four 
amazing women are leading the way 
in STEM-related fields as teachers 
and scientists.

IN ORBIT
Leaving classrooms and laboratories 
behind, we hitch a ride with Astroscale 
Japan and settle into low Earth orbit. 
Once there, we’re shocked at what 
litterbugs we’ve become. The amount 
of space junk now orbiting our planet 

is becoming an obstacle to progress, 
affecting spaceflight and even car 
navigation systems. The cleanup 
begins on page 16 with the help of 
experts in the US and Japan, who 
share with us their insight and plans 
for a less cluttered future.

ECO CAR
Cleaning up the environment here 
on the ground is also important, and 
automaker Tesla is changing the nature 
of electric vehicles. With the impending 
arrival of the Tesla 3—an affordable all-
electric sedan—the American company 
is positioned to succeed in the Japanese 
market where other US brands have 
failed. Our automotive story on page 24 
examines their plans, as well as those of 
another successful player: Jeep.

ELBOW ROOM
Those who want to change the world 
need an inspiring place to think 
and work. New ideas need new 
environments, and this is driving the 
evolution of the office itself. Japan 
is warming up to the idea of office 
spaces that shed tradition in favor 
of synergy with the personalities 
of their inhabitants. Our cover 
story, on page 8, uncovers the wide 

array of options available in Tokyo, 
how companies are increasing 
productivity and profits through 
reimagined workspaces, and where 
even individual entrepreneurs can 
find a place to call their own.

KICKOFF
To sustain this high level of creativity 
and innovation, we need to rest from 
time to time. For many of us, football 
is how we unwind. Before our next 
issue is published, the college and 
professional seasons will be under 
way in the United States. But did you 
know that the game also has footing in 
Japan, with roots that go back nearly 
a century? Our latest look at sports 
diplomacy takes you to the gridiron 
to uncover how 100 yards of grass 
connect the US and Japan. Take the 
field on page 28.

These topics merely scratch the 
surface of a packed issue filled with 
science, tech, and leisure. I hope you 
enjoy the read, and have safe travels 
during this busy month of vacations 
and social events. n

Christopher Bryan Jones 
chris@custom-media.com
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NOW TRENDING ON THE WEB

Tweets from 
media outlets

Tweets in Japanese 
from people and media

This month: Popular tags 
from the top 30 list

Discussions from 
global leaders

IN THE NEWS FROM JAPAN TOP HASHTAGS LINKEDIN

@japantimes

Iodine jelly in works for 
infants living within 30 km 
of Japan’s nuclear plants 

http://jtim.es/3r0e302dZ0w

@nytimesworld

Abe’s landslide victory in 
Japanese elections could allow 
him to change the part of the 
Constitution that renounces war 

http://nyti.ms/29sOebn

@business

Ben Bernanke warns Japan 
could return to deflation and 
raises idea of perpetual bonds 

http://bloom.bg/29ZJtdQ

ソフトバンク孫社長IoTは将来の成長性期待できる。

昭和基地のCO2濃度、400ppm超　観測開始から初。

SoftBank chief executive expects future growth in the 
Internet of Things.* 

Showa Station [in Antarctica] observed CO2 levels at 400 ppm 
for the first time.* 

朝日新聞 
@asahi

* Translations of original content in Japanese

Yoshito Hori, 
Founder and President of GLOBIS

IQ AND EQ ARE NOT ENOUGH. 
YOU NEED GRIT, TOO.

My role as CEO is not dissimilar: I try to create an 
atmosphere that encourages people to venture 
out of their comfort zone to seek new challenges. 
I try to foster a “climber mentality” throughout the 
organization. The fact is, if you feel too comfortable 
with your job, then you’re not getting any better 
at it. That’s why we should all welcome a degree 
of adversity, difficulty, or challenge into our lives. 
Adversity represents a chance for self-improvement.

Rank

#Euro2016

#gameinsight

#Brexit

#androidgames

#TuitUtil

NHKニュース 
@nhk_news

30 km

1

3

4

8

16
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The office is changing. No longer just the place we go to work, 

it has become much more—entwined with corporate identity 

and the way staff see themselves.

The company points out the wealth and 
healthcare issues at hand. On the rise are stress- 
and sedentary lifestyle-related illnesses—from 
obesity to diabetes to heart disease.

And while greater demands are being made 
Indeed, an office that is designed well can be a hub for 

collaboration, creativity, productivity, and safety. It can also be 
a place for fun; a space that enhances the wellbeing of workers.

Conversely, poorly designed offices can not only taint the 
reputation of a company, but can lead to financial loss, low 
productivity, dissatisfaction, and poor health.

It comes as no surprise, then, that the office design and 
creation industry is experiencing change. But it is not only 
the space and its furnishings that are undergoing a revival. 
Where, how, and with whom we work are also evolving.

WORK–LIFE
The business case for a well-designed office is clear, say the 
experts, including US-based office furniture and architectural 
design company Steelcase.

“The most successful organizations are now turning their 
attention to employee wellbeing as a way to gain emotional, 
financial, and competitive advantage,” it argues in issue eight 
of its in-house 360 Magazine.

on the average employee, research shows that their senses 
are inundated with some 11 million bits of information per 
second; “but the conscious brain can effectively process only 
40 bits of information.”

If that level of distraction leads to a person switching from one 
task to another, it can reduce their productivity by 40 percent. 

Steelcase’s survey of over 37,000 North American workers 
is even more revealing: 95 percent said they need a quiet spot 
for private conversations; 95 percent said a quiet place for 
concentrated work is important; 50 percent said they don’t 
have pleasing views; and 30 percent said the air quality at 
work is poor.

And what about a company’s bottom line? The cost to the 
economy due to distracted and unhealthy employees is more 
staggering still, research shows.

Gallup’s 2013 State of Global Workplace Report shows the 
cost to the economy from disengaged employees in a number 
of countries, including the US ($450–550 billion), Germany 
(€112–138 billion), and the United Kingdom (£52–70 billion).
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Space Design's Ginza Farmers LaBo 
rental office and co-working space.

“New Office” helps staff create and firms profit

By John Amari

ENGAGE, EXPRESS,  
ENGROSS
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ROAD WARRIOR 
Flexible workspace provider Regus, which operates in 
over 977 cities in 106 countries, offers products that 
cover a wide range of work styles. Regus is a good option 
for those who need a place to work short-term as space 
can be reserved for five or ten days at a time. This can be 
especially useful for travelers, consultants, and others who 
occasionally need a quiet space in the city with secure 
Internet access and business amenities. There are also 
options for those with longer-term needs. “Customers can 
own personal desk space in a shared office environment 
with access to all the benefits of Regus,” explained 
Marketing Director for Japan Satomi Kawasaki.

MAKING WAVES
More companies in Japan are beginning to add color 
to their offices and are shaking off the cobwebs. US-
headquartered commercial real estate services company 
CBRE Group Inc. is an example.

When The Journal featured CBRE in 2014, the company 
had just rebranded their Tokyo headquarters based 
on the idea of Activity-based Work (ABW) styles and 
eye-catching color.

ABW styles are designed to create offices in which 
people are “efficient, collaborative, productive, and simply 
happier,” the company stated in 2014. Such styles offer 
flexibility in how and where staff work.

Over a year after the rebranding, The Journal asked 
CBRE for an update. “Based on our post-move survey, we 
have seen the following results: 90 percent feel the current 
environment reflects the CBRE brand and promotes a 
positive image of the company,” said Laurent Riteau, 
director of Workplace Strategy at the company.

Additionally, more staff prefer the new work 
environment (88 percent), say they are more productive 
(76 percent), and believe the new office is a great tool for 
recruiting talent (79 percent).

Other improvements since the revamp include a 
reduction in overall real estate space (18 percent), 
reduction in on-site paper storage (92 percent), and room 
to increase headcount (more than 10 percent) without a 
change in layout.

CBRE’s results show that concerted efforts to reform the 
office environment can lead to positive results.
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IDENTITY AND BELONGING
While the cost of a poor work environment is becoming 
increasingly clear, the benefits are also gaining recognition: 
workplace satisfaction bolsters employee engagement, 
productivity, and wellbeing. It also boosts the company’s 
corporate identity and bottom line.

In an interview with The Journal, architect and 
frontofficetokyo co-founder Koen Klinkers said, “The office 
space has become a reflection of what you want your 
brand to be.” 

Jean-Charles Touquet, project director at Midas Company, 
Ltd., an office environment solutions provider based in 
Tokyo, agrees. And the research seems to back them up.

“One common request from our clients is design that will 
help them attract and retain employees,” said Touquet.

A Steelcase/Ipsos poll shows that 11 percent of workers 
were highly satisfied with their work environment.

These workers “were also the most highly engaged,” 
showing high levels of concentration (98 percent), as well 
as the ability to express ideas fully (97 percent), choose 
where to work in the office (88 percent), and feel a sense 
of belonging to the company (97 percent).

JAPAN LAGS BEHIND
Companies in Japan lag behind those in the United States 
when it comes to office design. “Japanese companies do 
not spend as much money,” explained Hideo Sugano, 
president of The Design Studio, a Tokyo-based facilities 
consultancy and architectural design office. “That is because 
companies here have not noticed the importance of the office 
environment for the employee’s loyalty and productivity.”

Olga Vlietstra, general managing director at Servcorp, 
makes a similar observation, noting that the idea of serviced 
offices—an area in which her firm is a global player—has yet 
to reach its full potential.

“In the United Kingdom and the United States, the idea of 
a serviced office is very common; around 4 percent of every 
building has such offerings. In Japan, serviced buildings are 
less common,” she said.

Part of the reason for this, Vlietstra believes, is that there 
has been a tradition in Japan for companies to manage and 
own their property. She is bullish, however, that the services 
her company provides—including “virtual offices”—will 
continue to expand in this market.

The modern 
office looks ... 
more like the 
creatives who 
manage and 
occupy it.

LivePerson‘s Tokyo HQ, designed by frontofficetokyo



Servcorp provides the World's Finest Serviced Office and Virtual Office 
solutions for the 1–10 person business. Only Servcorp enables companies 
of any size to operate with the presence, IT infrastructure and professional 
support of a multi-national corporation.

Locations
Tokyo:
Marunouchi Yusen Building 1F, Marunouchi Trust Tower 20F,
Tokyo Sankei Building 27F, Nihonbashi Wakamatsu Building 7F,
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Edobori Center Building 9F
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Fukuoka:
Fukuoka Tenjin Fukoku Seimei Building L15,
NOF Hakata Ekimae Building L2

Serviced Off ices The Virtual Off  ice Coworking Space Meeting Space

Secure your brand-new o�ce here! 24 locations across Japan

www.servcorp.co.jp
+81 3 5789 5800
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Sydney! With access 24/7 you can 
work anytime. Enjoy free Wi-Fi and 
unlimited great coffee! Collaborate 
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The deal-signing space

We offer a range of meeting 
rooms, from state-of-the-art 
boardrooms to day suites
through-out our network of
prestigious worldwide locations.

An address makes a statement!

Fully furnished, IT-equipped 
offices are available on a 
monthly basis at one-quarter 
the running cost of a traditional 
office space.

Your Office

HERE!

Tri-Seven Roppongi, 8F
7-7-7 Roppongi 
Minato-ku, Tokyo

NOW OPEN!2-min 
walk from 
Roppongi 
Station Exit 8 
on Toei Oedo 
Line & Tokyo
Metro Hibiya Line 

4-min walk from 
Nogizaka Station 
Exit 3 on Tokyo 
Metro Chiyoda Line

150+ prestigious locations 
across the globe! 
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World’s Finest 
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The Midas office in Tsukiji

Servcorp believes that “virtual offices” will continue to expand in the Japanese market.
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GET UP AND GO
According to Steelcase research, we spend more time at work 
(36 percent) than on anything else—more than on sleep 
(32 percent), leisure and sports (10 percent), caring for others 
(5 percent), or eating (4 percent).

The company has also identified six areas that, if improved, 
can lead to employee wellbeing: optimism, mindfulness, 
authenticity, belonging, meaning, and vitality.

Considering the last point—vitality—five design strategies 
are recommended: areas that give people choice over the 
level of sensory stimulation; easily adjustable furniture that 
promotes all-day movement; in-house cafés and healthy food 
choices; natural daylight, views, and ventilation; and support 
active lifestyles. In a nutshell, increased “get up and go” 
in the workplace.

MOVING PARTS
Institutions, companies, and communities, are taking note, and 
global players in the office design and creation sector—such 
as home and office furnishings suppliers IKEA Japan K.K. and 
Herman Miller Inc.—are leading the way.

One item that both companies are pioneering is the 
height-adjustable table. As Herman Miller Japan's Marketing 
Manager Keiko Maezawa notes: “The average worker spends 
eight hours a day at their desk. [And] research shows that 
many of us sit more than we sleep.

“Height-adjustable furniture can reduce sitting time by up 
to 60 percent, giving great health benefits by a simple change 
of posture.”

IKEA Business Country Manager Alan Mackenzie sees 
similar opportunities in the market, adding: “We want people 
to get away from the idea that they are anchored to the desk.”
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SERVICED OFFERINGS
In addition to Servcorp, Midas, and The Design Studio, 
companies such as Regus, Mitsubishi Estate Co. Ltd., and 
Space Design Inc., are making their mark on the office rental, 
design, and serviced buildings market in Japan by offering 
services such as office design and project management 
consultancy, furnished or unfurnished offices, bilingual 
secretarial support staff, and information, communications, 
and technology services.

Which begs the question: To whom do they cater? Inbound 
high-end firms wishing to establish a foothold in the Japanese 
market and established local firms in need of professional and 
modern services are examples, Servcorp’s Vlietstra said.

All of them—especially new market-entry firms (many 
of which are established in other markets)—want to hit the 
ground running, and rely on serviced office providers to 
ensure smooth operations here, she explained.

This is not to say there are no challenges. Speaking to 
The Journal, Saori Fujita, service office general manager 
at Space Design, explained one surprise that inbound 
companies may face in this market.

“The amount of deposit one pays when renting an office 
space in Japan may surprise non-Japanese. It is usually 6–12 
months. In other countries, this rule may not apply. In such 
cases, we have to find an alternative solution.” 

That said, Fujita and her colleague Kaoru Okabayashi 
have noticed a recent trend in the run-up to the Tokyo 2020 
Olympic and Paralympic Games: the demand for serviced 
apartments—something their company offers in addition to 
serviced offices—is rising.

Even while the concept of serviced offices takes hold in 
Japan, there are players to ensure needs are being met.

11THE JOURNAL  n  AUGUST 2016
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you must see premier homes and apartments from Homat Homes, in the most exclusive 
neighborhoods of Tokyo. Homat Homes provides the fi nest quality residences, blending 
Western comforts and utility with Japanese fl air, coupled with attentive services and good 
property maintenance.

Sun Realty is proud to live up to its name as the exclusive provider of Homat Homes residences 
to families in Tokyo’s international community. Homat Homes offer safe and comfortable living.

Call us for a private showing, at your convenience, by experienced agents at Sun Realty.

When it comes to living in 
a home away from home,

Call us today: 03-3584-6171 | sun@sunrealty.co.jp | www.sunrealty.jp

Exclusive Agent
Since 1954



“The average worker  
 spends eight hours  
 a day at their desk.”

CBRE‘s office in Marunouchi 
offers open spaces to create a 
more comfortable environment 
for communication.
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To this end, both companies have made innovations 
in office products that can be used, reassembled, 
repaired, and maintained repeatedly using standard 
parts, thereby making them sustainable.

Indeed, a trend originating in the US and Europe that 
is becoming prevalent in Japan is the open-design office. 
Modular and easy to reshape, such arrangements banish 
traditional dividers and cubicles. Instead, office desks 
are organized into easy-to-reassemble modular formats, 
white boards that allow for co-creation are installed, and 
lounge areas where people can relax are added.

The idea is to “reduce barriers to communication and 
mobility at work and promote camaraderie among staff.” 
The rest, as research shows, will follow.

THIRD PLACE
The mobile and decentralized office environment 
has given rise to a relatively new concept known as 
“the third place,” says The Design Studio’s Sugano.

He distinguishes this from the first place (home) 
and second place (traditional offices). The third place 
encompasses in-house business lounges, zoned spaces, 
cafeterias, coffee shops, cafés, shared offices, and 
co-working spaces.

Some of the top-end third place providers in Tokyo 
are Servcorp and The Design Studio, as well as real 
estate companies such as Mitsubishi Estate and Mori 
Building Co. Ltd.

Mori’s Academyhills, for instance, is a co-working 
space that attracts businesspeople—mainly from 
the fields of finance, IT, and consulting—who seek 
spaces to work, network, and study, said Manager 
Hiromi Arasawa.

The mixed-use space—of which the company has 
three in Tokyo—offers meeting rooms, library, work 
stations, and café-style lounge.

Seeing opportunity for growth in this area, Mitsubishi 
Estate has created five co-working spaces in the 
Marunouchi area, Manager Yoshio Sakai told The Journal. 

The location in one of Tokyo’s key business districts 
attracts many tech, creative, and media companies from 
Silicon Valley, Sakai’s colleague Asuka Kitagawa added.

NOMADIC CREATIVES
But high-end co-working spaces are just the tip of the 
iceberg. When Robert Millar looked into starting a 
co-working space in Tokyo in 2014, his research showed 
that there were at least 70 such places in the city. Millar 
is an entrepreneur catalyst who runs Ginza Hub, a 
shared office space that holds about 12 people from 
various industries.

It was access to such a community that attracted 
Alex Fazel, CEO of marketing consultancy Chameleons 
Customer Service Eigo, who joined the hub more than 
a year ago.

“I've come to realize that it’s not just the place; it's the 
people. I get free consultancy from sharp individuals on 
a daily basis!” Fazel told The Journal.

Along similar lines, the Impact Hub Network brings 
creatives, founders, venture capitalists, and consultants 
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from a number of sectors together via co-working spaces 
around the world, said Misaki Iwai, events and community 
and entrepreneurship program manager at the initiative’s 
Tokyo branch.

The community, Iwai explained, acts as an accelerator for 
startups and outsourced company projects, and has more 
than 15,000 members in five regions around the world.

Spacee Inc., a startup based in Impact Hub Tokyo, aims 
to become “the AirBnB of workplaces” according to the 
company’s co-founder Takuya Umeda.

Via Spacee’s platform, any unused office space in the city—
such as a meeting room—can be located and used (for a fee) 
by anyone who happens to be in need of such a space.

COOL AND CREATIVE
A niche player in the co-working market is Lowp, 
a community-driven company catering to the digital arts 
and crafts community. “We are a worker–maker space 
with a focus on monozukuri, making things,” explained the 
company’s Social and Creative Director Guy Totaro.

“All of our residents have access to our micro-factory, 
which has tools such as 3D printers, laser cutters, and saws. 
This means designers working upstairs in the space can 
realize their ideas in the basement of the same building 
instead of outsourcing it.”

Lowp—which stands for “low impact, high profile”—has 
a fully functional gourmet kitchen that can be rented.

“The idea of the kitchen is to reimagine networking,” 
Totaro explained. “Rather than taking a client or family and 
friends to an izakaya (traditional Japanese tavern), you can 
cook and wine and dine with them here.”

The prospect of gourmet dining with clients and like-minded 
peers was one of the reasons that Andrew Peters joined the co-
working space. Founder and president of Best IT, an executive 
search company based in Japan that serves the Asia–Pacific 
region, Peters was also attracted by Lowp’s “cool creative vibe, 
unique facilities, and convenient central location.”

Among its future offerings, the company is planning “hacker 
events” at which residents can repurpose everyday items such 
as furniture.

MIRROR OFFICE
While the digital arts and crafts movement in Japan may 
be in its infancy, the idea has gained a strong reputation 
elsewhere in the world.

Referring to the modern Maker Movement, issue 70 of 
Steelcase’s 360 Magazine notes: “Modern craft is becoming 
an antidote to uninspired workspaces, not only heightening 
functionality and aesthetics but also humanizing the 
workplace experience.”

From serviced offices to high-end co-working spaces, and 
from founder hangouts to maker–hacker communities, the 
modern office looks increasingly less like its predecessors and 
more like the creatives who manage and occupy it. n
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Space Design‘s Burex Kojimachi building

A co-working space at Academyhills by Mori Building Co., Ltd.



16 THE JOURNAL  n  AUGUST 2016

While gazing at the twinkling night sky, it’s hard 

to imagine the astronomical accumulation of 

human-made detritus orbiting Earth at thousands 

of kilometers per hour. Millions of objects—from 

flecks of paint to derelict satellites as big as a soccer 

field—are posing a threat to astronauts and live 

satellites we depend on every day. Groups such as 

the National Aeronautics and Space Administration 

(NASA), the Japan Aerospace Exploration Agency 

(JAXA) and the intergovernmental European 

Space Agency (ESA) are developing mitigation 

technologies. Now, private-sector businesses are 

also entering the space cleanup race. 

threatening. In May 2016, it was likely a fleck of paint that 
was responsible for leaving a chip measuring 7 millimeters in 
diameter in an ISS window. Hits like this have punched the 
space debris hazard out of science fiction and into reality.

The reality check includes live satellites. If you’ve used 
GPS, sent a text message, checked the weather, or watched 
TV, a satellite has provided your connection. According to 
the US Department of Defense Strategic Command, there 
are more than 1,000 active satellites currently orbiting the 
earth, launched by some 50 countries. Uses include mobile 
phone service, transmission of television signals, weather 
forecasting, and military surveillance.

Satellite collisions and explosions are the biggest source 
of debris. Not all orbiting in the same direction, the debris 
creates a chaotic space environment.

CREATING RISK
In 2009, a satellite owned by communications provider 
Iridium, based in McLean, Virginia, accidently smashed 
into a derelict Russian Cosmos satellite. The result was more 
than 1,700 pieces of debris. In 2007, China deliberately 
destroyed one of its defunct weather satellites, known as 
Fengyun-1C, using a ground-based, medium-range ballistic 
missile. The US military called it an anti-satellite weapons 
test. The action was widely condemned internationally. It left 
in its wake an estimated 1,500 pieces of debris. These two 
incidents account for one-third of all cataloged orbital debris.

Since the launch of Sputnik by the Soviet Union in 1957, 
debris orbiting Earth has grown to include about 21,000 
pieces larger than 10 centimeters, 500,000 fragments from 
particles between one and 10 centimeters in diameter, and 
more than 100 million particles smaller than one centimeter.

“The film Gravity called attention to this very real problem 
in a very dramatic way,” said Alice Hoffman, a director at the 
National Space Society in Washington and program manager 
for the Enterprise in Space educational project, which is 
building an orbiter that will carry student experiments. 
In the 2013 film, the International Space Station (ISS) is 
decimated by space junk. “NASA actually has to adjust the 
orbit of the International Space Station several times a year 
to avoid detectable debris,” she added.

In fact, the space station gets hit by tiny debris at orbital 
speeds of about 8 kilometers per second—about 10 times 
the speed of a bullet—making the impacts visible and 

Curbing the orbital debris threat

Lost in Space

By Lucy Birmingham

IMAGE: JOHAN SWAN / 123RF
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Most of the debris is in Low Earth Orbit, defined as 
180–2,000 kilometers (112–1,243 miles) above Earth’s 
surface. The 700–1,000 kilometer (435–621 mile) zone is 
the most congested. This is also where many live satellites 
are orbiting, partly because operational costs are reduced at 
lower altitudes. Satellites in this orbit are typically used for 
earth observation. The ISS, for example, orbits at an altitude 
of about 400 kilometers (249 miles).

Medium Earth Orbit, stretching from 2,000 to 35,780 
kilometers (1,243–22,232 miles), is where GPS satellites 
typically live. Geostationary Orbit—above 35,780 
kilometers—has been called “the most valuable real estate 
in space.” It’s where most commercial communications and 
broadcast satellites are parked, and where the US keeps its 
most sensitive national security satellites. (The moon, by 
contrast, orbits at a distance of about 384,000 kilometers or 
238,607 miles.)

Space junk will eventually fall back toward Earth, and 
in most cases burn up as it re-enters the atmosphere. But 
it takes time: Several years for debris left in orbits below 
600 kilometers; decades for debris at altitudes near 800 
kilometers; and over a century for debris circling higher 
than 1,000 kilometers.

MITIGATION
Tracking large space debris has involved research 
institutions, the military, space agencies, and defense 
contractors for decades. New, high-precision technology that 
tracks and gathers data on small debris is not only improving 
space situational awareness (SSA)—knowledge about 
what’s happening in space—but also increasing commercial 
opportunities for private-sector businesses.

“The need for SSA data is going to grow tremendously,” 
says Brian Weeden in Via Satellite magazine. A technical 
advisor for the Secure World Foundation, Weeden works 
on space sustainability issues. “The US military’s tracking 
network is already stretched thin, and can’t track smaller 
objects.” He added, “With plans to potentially launch 
thousands of new satellites over the next several years, we are 
going to need a lot more data—and from a lot more diverse 
sources of data—than we have now in order to keep using 
space in a safe and efficient manner.”

Ongoing military projects include Space Fence, which uses 
a ground-based radar tracking system built by aerospace 
giant Lockheed for the US Air Force. It will be based on the 
island of Kwajalein, in the Marshall Islands in the North 
Pacific. Testing has started and operations are slated to begin 

Low Earth Orbit  
180–2,000 km (112–1,243 miles) above Earth.  
Most debris is here.

Medium Earth Orbit  
2,000–35,780 km (1,243–22,232 miles)  
Most GPS satellites are here.

Geostationary Orbit  
above 35,780 km  
Commercial communications and broadcast satellites, 
and US spy satellites are here.

"NASA actually has to 
adjust the orbit of the 
International Space Station 
several times a year to 
avoid detectable debris."



in 2018. Space Fence will be tasked with tracking small space 
objects, perhaps down to a few centimeters in size. The data 
can be used to provide satellite operators with warnings 
about potential collisions. It could also be used to detect 
hostile threats to US military satellites, and those of its allies. 

TAKING ACTION
Private-sector companies are betting on SSA business 
opportunities. Singapore-based Astroscale has opened a 
satellite manufacturing facility in Tokyo and is planning 
to launch its data-gathering IDEA OSG1 satellite in 
March 2017. “We’re hoping to attract customers among 
space agencies, private satellite firms, 
and universities who want tracked 
data on small-size debris for mapping 
purposes,” said Miki Ito, president 
of Astroscale Japan. “They’ll be able 
to use the information to protect 
satellite equipment.”

The human-made detritus they’re 
targeting are pieces less than a millimeter in size, probably 
making Astroscale the first space debris service of its 
kind. The timing is right. Satellite operators are used to 
getting debris data from the US government at no cost, but 
complaints have been growing about the volume and quality 
of the data.

Astroscale will also launch its active debris removal (ADR) 
satellite ADRAS 1 in 2018. The debris will be captured 
using panels covered with adhesive specially formulated by 
a Japanese maker. “Adhesive is the best material,” said Ito. 
“There’s no need for mechanical or electrical parts, so the 
satellite is very simple and lightweight.”

The company raised about $43 million (¥4.4 billion) in 
venture capital from private and public sources for its two 
satellite projects. “We cannot rely on a one-time subsidy 
from the government, so making a business model is the 

key,” explained Astroscale CEO Nobu Okada, who founded 
the company in 2013. “The government sector has to think 
about lots of coordination. We still have a lot to solve, 
but we can keep moving forward inch by inch. This is the 
competitive advantage of the private sector.”

With their business model and multi-purpose technology 
in hand, Astroscale is also hoping to ride a new wave of 
internet satellite launches that are likely to need servicing. 
Since 2015, about 10 companies have announced plans to 
launch a constellation of cross-linked satellites into low 
Earth orbit. In four to five years, these will provide high-
speed Internet service. Most are not government-backed 

projects and rely on venture capital.
“Costwise, some are more realistic than 

others,” said Philippe Moreels, Astroscale’s 
head of strategy and business development. 
“We believe they might need some support 
making sure that they remove their 
satellites after usage to make room for new 
replenishment satellites.” The companies 

include OneWeb with plans to launch 900 satellites, LeoSat 
with 100, SpaceX with 4,000, and Samsung with 4,600.

Other private-sector players joining the space cleanup 
competition include California-based Global Aerospace 
Corporation. The company is now developing its Gossamer 
Orbit Lowering Device (GOLD), designed to de-orbit 
satellites and large orbital debris. The patented system uses 
an ultra-thin balloon “envelope” that attaches to debris and 
inflates with gas. The resulting atmospheric drag enables the 
ultralight balloon to lower the object from its orbital path 
and descend into the atmosphere, where it burns up.

“We are leveraging the scalability properties of GOLD 
to make it applicable to space objects of all sizes, from 
CubeSats [miniaturized research satellites] to large space 
platforms,” said Vice President and Business Development 
Manager Dr. Nicola Sarzi-Amade. “We also expect to help 
develop new technology related to orbital debris detection 
and tracking, which would be in support not only of GOLD 
but also of various other orbital debris mitigation and 
remediation approaches.”

Now, private-sector 
businesses are also 
entering the space 
cleanup race.

Astroscale‘s IDEA OSG1 (right) will be launched in 2017. The ADRAS 1 (left) will enter orbit in 2018.IM
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REACHING CONSENSUS
Space agencies remain the biggest market for debris-related 
contracts, but government interest and budgets appear to 
be shrinking. Some big-budget projects still in the works 
include: NASA’s ElectroDynamic Debris Eliminator, 
a spacecraft that would maneuver into position next to an 
object in space and lasso the debris with a lightweight net; 
JAXA’s electrodynamic space tethers; European Aeronautic 
Defence and Space Company subsidiary Astrium’s solar sails; 
and Earth-based lasers developed by ESA and NASA.

ESA, together with countries such as the United States, 
Russia, China, Japan, and France have issued guidelines 
on space debris-related technologies. Many private-sector 
companies voluntarily adhere to these, but established 
regulations remain elusive.

“Governments are trying to cope with the lack of 
regulations,” said Astroscale’s Moreels. “For companies 
like us involved with debris removal, you have to look 
at discussions at IADC [Inter-Agency Space Debris 
Coordination Committee] and UN COPUOS [United 
Nations Committee on the Peaceful Uses of Outer Space] 
that take care of international policies for space activities.” 
A consensus is required, but one or two of the committee’s 
member countries remain against the discussions for 
political reasons.

Yet Moreels is optimistic. “We believe in the next six to 
10 years that the UN will have reached a consensus. This 

will allow us to use the technologies we will be mastering by 
then. So we see the debris removal business as long-term, 
but the technology that is required for that can already be 
used very soon.”

Could an international treaty be the silver bullet? “Even if 
there was a treaty, it would still need to be implemented and 
enforced by national laws, just like the current voluntary 
guidelines,” explained Secure World Foundation’s Brian 
Weeden. “Many countries lack the national legal and policy 
frameworks to implement the existing guidelines, and 
others have a lot of legacy satellites that are exempt from 
the guidelines.”

Some orbital debris technologies, however, are raising 
concerns and are seen as a cover for ambitious military space 
powers. “I think it is overblown,” said Weeden. “Every space 
technology, including the US Space Shuttle, gets hyped as a 
potential covert weapons or military program. The truth is 
that the military has been very involved in space from the very 
beginning, and that every space technology we use for civil 
and commercial benefits today was pioneered by the military.

“In my opinion, the more pressing concern is not the 
technology but, rather, how it’s used—behaviors in space,” 
he added. “We need a lot better space situational awareness 
capabilities to be able to observe space activities, and to 
figure out who is doing what in space and whether it is 
responsible or irresponsible. Greater transparency will go a 
long way towards tamping down the fears.” n
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“Universities have been 
strengthening efforts to 
recruit more female students.”

When Masako Nakano was in junior high school, a male teacher 

asked what she wanted to be when she grew up. Nakano replied, 

“A doctor.” Chuckling, her teacher retorted, “I’m not talking about 

dreams, be real.” 

Undeterred—and spurred by her 
teacher’s defiant response—Nakano, 
now a licensed doctor, went on to study 
and work in clinical pharmacology in 
the United States and Japan. Countries 
around the world have come to 
recognize the need for more diversity 
in science, technology, engineering, 
and math (STEM) fields. In the United 
States and Japan, women comprise 
roughly half of the total workforce. In 
America, 24 percent of STEM-related 
occupations are filled by women; in 
Japan, the figure drops to about 14 
percent, and has not increased in 
recent years.

Action is being taken in the public 
and private sectors to address the 
gender gap. In Japan’s 5th Science 
and Technology Basic Plan, released 
in December 2015, there is a brief 
section on “promoting diversity and 
career mobility.” The administration 
of US President Barack Obama had 
released a Federal STEM Education 
Five-Year Strategic Plan in 2013. 
Interestingly, the report indicates that 
women in STEM fields earn 33 percent 
more than their counterparts in 
non-STEM-related occupations.

Within STEM fields, a majority of 
women work in the social sciences, 
as well as biological and medical 
sciences. They are consistently under-
represented in engineering, computer 
science, and mathematics; the US 
National Science Foundation reports 
just 13 percent of engineers were 
women in 2014.

FAMILY TIES
The decision to choose a STEM-related 
career is shaped largely by one’s home 
environment. In 2014, a professor 
at Yamaguchi University conducted 
a survey of parents’ willingness to 
have their daughters choose such 
careers. The percentage of those who 
supported their daughters’ decision to 
enter STEM fields in higher education 
(58 percent) mirrors that of responding 
parents’ support for sons entering such 
fields (60 percent). However, only 

15 percent of parents said engineering 
was an acceptable career choice for 
their daughters, versus 53 percent for 
their sons. Pharmaceutical studies were 
favored for daughters (39 percent) over 
sons (9 percent).

Both of clinical pharmacologist 
Nakano’s parents received a PhD 
in pharmaceutics in the United 
States, so her chosen line of work is 
perhaps no surprise. In an interview 
with The Journal, she described how 
she always knew her family was 
different, because her mother worked 
outside the home. Her father had 
encouraged her to study medicine, 

so she stumbled into clinical 
pharmacology rather 
by chance.

“In medical school, I found 
cardiology interesting, but 
it was so male-focused. I 
thought I would never get 
chosen to study abroad 

if I had to compete with men. So, 
I was realistic. Because clinical 
pharmacology was somewhat new, 
they welcomed anyone to the major,” 
Nakano said. Clinical pharmacology 
is an instrumental aspect of pharma-
ceutics development, to aid in finding 
new drugs and determining optimal 
usage of new and existing ones.

After completing a post-doctoral 
program at Stanford University, she 
got her first job at a pharmaceutical 
company—a career path she never 
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to foreign countries, and studied 
Japanese in school. When the father 
of her Japanese host family introduced 
her to an aquatics specialist at Mie 
University, Wilder began to imagine 
a similar future in which she would 
work in Japan, recalling fondly her 
frequent trips to the beach as a child.

Today she’s in charge of a laboratory 
currently focusing on crustaceans. 
She manages six to seven scientists 
and technicians, all of whom are 
women. Her work has led to the 
first commercial, non-saltwater, 
recirculating shrimp farms in Japan—a 
technology that is now being exported 
to Mongolia to provide children a lean 
protein alternative for school lunches.

“It’s very satisfying to see how 
our work in the lab leads to viable 
technology. My dream was to do 
something that could be applied to 
industry,” Wilder shared.

Now with 22 years’ tenure at 
JIRCAS, Wilder admits to having her 
fair share of challenges, having to 
justify lab projects when results don’t 
turn out as expected. Some of her 
most rewarding professional moments 
include when female students told her 
she inspired them to pursue science.

SCIENCE WOMEN
In Japan, initiatives are being taken 
at the public and private level to lure 
more women into STEM fields. In 
2011, the term rikejo emerged to 
describe a new era of cool—rather 
than geeky—“science women,” 
some of whom accessorize their lab 

Dr. Marcy Wilder is a senior 
research scientist at the Japan 
International Research Center for 
Agricultural Sciences (JIRCAS). Like 
Nakano, her parents substantially 
influenced her career path from an 
early age. Her mother was a computer 
programmer and mathematician. 
“[She was] often teaching me new 
things before I learned them in 
school,” Wilder told The Journal.

Wilder planned to go into medicine, 
but her academic path took a different 
course after an orchestra trip to Japan 
in college. She had always been drawn 

considered before going abroad. “In 
Japan, I thought there was only the 
path of practicing medicine as a doctor 
or pursuing research at the university,” 
she explained.

Her experience working for a 
private US company was eye-opening 
in terms of work–life balance. At the 
time she was interviewing for that job, 
her child was just under one year old. 
“Companies didn’t even blink an eye 
at this,” she said.

Nakano returned to Japan in 
2000 and has worked for Eli Lilly 
ever since. Her decision to join the 
company was heavily motivated by 
their policies to support working 
mothers. She was particularly 
impressed by a human resources 
colleague’s explanation that they fully 
support families so that employees 
can better focus on their work.

“Japan has all these programs 
[to help working mothers], but 
sometimes it’s not easy to take 
advantage of them, as colleagues 
can make such women feel they are 
burdening others with extra work. 
This [isn’t] the case at Lilly Japan.”

Nakano has been a leader in her 
field and company to bring more early 
drug development trials to Japan. 
This has helped make cutting-edge 
treatments available to Japanese at 
the same time as to patients in other 
countries, such as the United States.

REVERSE FUNNEL
According to Women in Science, a fact 
sheet published in 2012 by the United 
Nations Educational, Scientific, and 
Cultural Organization (UNESCO) 
Institute for Statistics, just 28 percent 
of the world’s researchers are women. 
A reverse funnel effect is visible in 
education, with women representing 
a diminishing proportion of masters, 
then doctoral students; even fewer 
go on to pursue a professional 
research career.

Japan lags behind the global 
average and that of the East Asia and 
Pacific region, with just 14 percent 
of total researchers being female—
less than half of the North America 
and Western Europe average of 
23 percent. The Japanese government’s 
previous Basic Plan specifies active 
involvement of female researchers as 
a “crucial agenda” item.

Dr. Marcy Wilder

Women in STEM fields 
earn 33 percent more 
than their counterparts in 
non-STEM occupations.

Dr. Athena Andreadis

Ryoko Morita

Dr. Masako Nakano
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outfits with kitten heels and polka-
dot hair bows to combat masculine 
stereotypes at work.

Masao Tagami edits Rikejo magazine, 
a free publication with more than 
18,000 subscribers. In a 2013 New 
York Times article Tagami noted, 
“Universities have been strengthening 
efforts to recruit more female students.”

Kyushu University experimented 
with a quota in 2012 to boost female 
enrollment in scientific degree 
programs. However, just months after 
the quota was announced, officials 
revoked the policy after receiving a 
deluge of calls and emails criticizing 
such “reverse discrimination.”

The Ministry of Education, Culture, 
Sports, Science, and Technology 
(MEXT) continues to organize 
rikejo fairs aimed at high school girls, 
often inviting female researchers and 
engineers to lead experiments with 
attendees. These events, along with the 
government’s super science summer 
programs, serve a dual purpose: 
exposing the girls to potential career 
opportunities and providing avenues 
for mentorships.

Ryoko Morita, lead engineer, in 
the Packaging and Specialty Plastics 
business unit at Dow Chemical 
Company Japan, was impressed by just 
such a course she took one summer. 
She also cites the children’s novel 
Sophie’s World as scientific inspiration. 
“I learned that science and philosophy 
share the same roots, as science 
encourages us to consider the reason 
behind things,” Morita explained.

Morita obtained her degree in 
chemistry, and the demands of her 
lab work left her little opportunity to 
learn firsthand about working in the 
field or private sector. “I had imagined 
that STEM work in companies was 
the same as in the lab at universities, 
but this was not true at all. Working in 
companies is exciting, involves more 
communication skills, and there is a 
sense of fulfillment when you actually 
see a product in the market you were 
involved with,” she said. Much of her 
work today requires communicating 
with customers, and solving 
technical challenges. 

Globally, women represent higher 
proportions of STEM workers in 
government and academic roles 
than in the private sector, which 

typically offers far better salaries and 
often superior work–life balance. 
Morita recently returned to work 
after maternity leave, but kept in 
touch with her team by email, 
through teleconferences, and with the 
occasional dinner while away. Though 
her schedule can be taxing, she shared, 
“[Returning to work] was not as 
difficult as I imagined during childcare 
leave. I think there is a great advantage 
of being in STEM fields as a female; it 
is not just a hardship.”

 Morita also said many of her 
female STEM colleagues have left the 
workplace after marrying men working 
in R&D or production—careers 
that often require relocation to the 
countryside, where there is less chance 
of finding work for both partners. 

SHAPING THE DARK
For Athena Andreadis, author 
and previous associate professor 
of cell biology at the University of 
Massachusetts, having a supportive 
husband who is a fellow workaholic 
has greatly bolstered her career.

Her experience working in the 
United States has led her to believe 
that, “the ratio of women to men in 
biomedical sciences is passable [here], 
though prone to the pyramid effect,” 
with lots of women in the lower 
echelons, then fewer as we go up the 
totem pole. As a research professional, 
one of her aims is to “nurture future 
scientists to take up the torch.”

Andreadis formerly led a small lab 
researching regulatory pathways in the 
brain and the deterioration thereof, 
which can lead to neurological 
disorders such as Alzheimer’s disease. 
She described how lab heads must 
be jills-of-all-trades and work odd 

hours, as “cells that need feeding 
don’t care if it’s Sunday.” Like Wilder, 
her days were often consumed with 
paperwork, particularly grant writing 
to secure funding. This reality of lab 
management makes communication 
skills, written ones especially, a 
fundamental aspect of success for 
scientific leaders. This is an area where 
women tend to excel.

The University of Kyoto’s Kayo 
Inaba, Asia–Pacific Laureate of 
the 2014 L’Oréal–UNESCO Award 
for Women in Science, said: “To 
get recognition, I focused on the 
business—which was research. So 
I worked hard to publish as many 
papers as I could. I also feel that 
women have unique advantages. 
For example I could talk openly 
to high-ranking men from academic 
societies, since they did not consider 
women as competition.”

Though advances have been made 
in recruiting women into the sciences, 
the need remains for role models to 
whom secondary-school girls can 
relate, and for more exposure to 
mentors and the vast career paths 
available to girls and boys in STEM 
fields. Japan’s growing reputation as 
a research hub, particularly in the 
Kansai region, makes the country a 
prime source of jobs for women with 
inclinations toward math and science.

STEM careers can be incredibly 
fulfilling, a truth echoed by all four 
women interviewed. As Andreadis 
said, “The most amazing moments 
in research are when you discover 
something that makes puzzle pieces 
fall into a coherent pattern, that 
sheds light on something not known 
or understood. It’s like shaping 
the dark.” n

In America, 24% 
of STEM occupations 
are filled by women.

In Japan, the figure 
drops to about 14% 
and has not increased 
in recent years.

28% of the 
world's researchers 

are women, 
according to the 

Women in Science 
fact sheet published 

by UNESCO.
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GOING AGAINST TRAFFIC
Yet sales have been less than impressive 
for the rest of Detroit’s Big Three.

Ford sold just 5,000 vehicles in 
Japan in 2015. General Motors (GM) 
sold even fewer, and sales of Chrysler 
vehicles were lower still. Compare this 
with the success their Japanese rivals 
enjoy in the United States, where 
they garner a third of all new-car 
registrations in the world’s second-
largest car market.

Yet not all foreign brands have failed 
to appeal to the Japanese consumer. 
More than 80 percent of foreign-
branded imports in 2015 were from 
European manufacturers such as 
Volkswagen, BMW, Mercedes-Benz, 
Audi, and Volvo.

While Japan does not impose 
tariffs on US car imports, American 

automakers have cited non-tariff 
barriers to competition. These include 
unique standards, zoning rules for 
distribution and repair facilities, 
discriminatory financial incentives, 
and costly certification procedures.

The TPP may help lower such walls. 
Specific measures under the US–Japan 
Motor Vehicle Trade provisions 
are aimed at creating “substantive, 
enforceable reforms” to further open 
the door to US motor vehicle exports.

According to Haggstrom, Japan-
specific legislation and testing 
requirements—along with limited 
access to domestic distribution and 
the fleet market—are still limiting 
the opportunities available to 
foreign automakers.

But while the removal of these 
barriers may help US companies reach 
Japanese consumers more efficiently, 
there is still the issue of convincing 
them to buy American.

But while imported models have only 
around a 6 percent share of new car sales 
in the world’s third-largest auto market, 
other US automakers are carving out 
a profitable niche in Japan. To do this, 
they are tailoring their products to 
local consumers and building on the 
strength of their brands. Jeep, owned 
by Fiat Chrysler Automobiles (FCA), 
and relative newcomer Tesla Motors 
are leading the way.

“You don’t have to be a mass player 
to reap the benefits in a large market 
like Japan,” said Pontus Haggstrom, 
president of FCA Japan and chair of 
the American Automotive Industries 
Committee of the American Chamber 
of Commerce in Japan (ACCJ).

“With Jeep, we focus on SUVs and 
we do it well, so much so that we have 
top performing models in each of the 
SUV segments in Japan.”

According to Haggstrom, 
Jeep sales have raced from 
just 1,000 in 2009 to more 
than 7,000 last year; and 
likely will hit 10,000 in 2016.

Ford Motor Company pulled no punches when announcing its decision 

to leave the Japanese market in January 2016. Saying that the Trans-Pacific 

Partnership (TPP) would not improve competitiveness, Ford spokesman 

Neal McCarthy described Japan as “the most closed, developed auto 

economy in the world.”

“You don’t have to be a mass 
player to reap the benefits 
in a large market like Japan”
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New era for foreign autos
 

By Anthony Fensom

Fortress Japan?
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“Unfortunately, a lot of Japanese 
still believe that foreign cars in general 
are more expensive than they actually 
are, or that mileage is not as good as it 
really is,” Haggstrom explained.

“So when I tell them how much our 
cars cost or what their mileage is, I get a 
lot of surprised reactions. We just have to 
keep educating people, hammering away 
on our core brand values.”

ROOM TO GROW
Jeep has rapidly gained stature in Japan 
after passing Ford as the top-selling US 
brand in 2012, the same year that the 
Cherokee—one of Jeep’s most popular 
models—became the first US vehicle to 
make the list of the top 10 cars in Japan. 
It finished eighth.

Although Jeep is still a small fish in a 
big pond, its recent sales success proves 
there is room in the market for a US 
brand that understands the consumer 
and gets its positioning right, according 
to Haggstrom.

“You can’t come to the world’s most 
sophisticated consumer market and 
try to wing it,” he said. “If you look at 
successful American brands in Japan, 
such as Harley-Davidson or Coach 
handbags, they all share the same thing: 
they have very clear core values.”

It’s one thing to understand the 
Japanese consumer, but it’s another thing 
entirely to display a willingness to meet 
their needs. GM notoriously marketed 
vehicles with the steering wheel on the 
left, while American brands boycotted 
the Tokyo Motor Show altogether 
beginning in 2007. Jeep returned in 2015.

“We do a lot of work to adapt the cars 
to this market,” Haggstrom explained. 
“All our cars are right-hand drive, all 
our cars are available with a Japanese 
navigation system—and all the other 
technological bits and pieces the 
consumers require here—so we have put 
a lot of effort into adapting the product.”

Hans Greimel, Asia editor for 
Automotive News, agrees that 
Jeep’s success is attributable to its 
understanding of Japanese consumers. 
“I think the biggest lesson is, try to know 
your audience. What is it that the locals 
want? For a long time, the Americans 
were offering American cars in Japan that 
didn’t meet local needs.”

“Jeep and Tesla aren’t burning down 
the house with superstar sales,” he 
continued, “but they are successful in 

Japan by having niche products that 
are unique.”

S FOR SUCCESS?
While Jeep has helped build a positive 
brand image for US vehicles in Japan, the 
recent arrival of Tesla Motors has lifted 
the US industry’s technological edge 
another notch.

Although Tesla did not begin 
distribution of its Model S in Japan until 
late 2014, the vehicle has allowed the 
California carmaker to compete with the 
local electric vehicle offerings while being 
ranked among the luxury import brands.

Delivery of the Tesla Model 3 is set to 
commence in 2017. While it will retain 
most of the technology that is in the 
Model S, it will be less than half the price 
and 20 percent smaller—another added 
bonus in the Japanese market.

Tesla Asia/Pacific Director for Retail 
Development Kevin Yu told media in 
2013 that “from an American point of 
view, Japanese consumers are extremely 
open-minded. They are extremely open 
to new technology.”

TESLA FIGHTERS
Traditional automakers have needed 
no convincing of the electric vehicle 
market’s potential, with automakers in 
Europe, the US, and Japan all planning 
to roll out competing products within 
the next few years. Collectively they’ve 
become known as “Tesla Fighters.”

In Japan, Nissan Motor Co., Ltd.—
whose Leaf model is currently the 
best-selling electric vehicle of all time—
is “committed and well-prepared to 
defend our global EV [electric vehicle] 
leadership position,” according to 
spokesman Nicholas Maxfield.

Maxfield points to Nissan’s 2016 
Leaf, which has an extended driving 
range of 280 kilometers (about 
174 miles).

Meanwhile, Toyota Motor 
Corporation is turning its attention 
to EVs that utilize fuel cells. Unlike 
the Tesla and Leaf, these cars do not 
have batteries. Instead they run on 
hydrogen technology. 

Whether the Model 3 will reach 
Japanese consumers before its Nissan 
and Toyota counterparts remains to 
be seen. But whoever can get to market 
first will surely benefit from a first-
mover advantage.

Tesla co-founder and CEO Elon 
Musk appears very much aware of 
this potential. When speaking about 
the vehicle’s Panasonic battery being 
made in Japan, he told media in 2014 
that, “the heart of Model S is Japanese. 
I think that’s a pretty cool thing.”

But while US automakers may 
be winning over more Japanese 
consumers, they are also battling a 
shrinking domestic market. Due in 
part to the nation’s aging population, 
total passenger vehicle sales fell 
by 9 percent last year to around 
5 million—well down from the peak 
of 7.8 million in 1990. 

While FCA’s Haggstrom points to 
market changes such as electric cars 
and autonomous driving, he suggests 
US automakers can still make gains 
even in a declining market.

“You go out onto the street, and 
six out of 10 people don’t even know 
what a Jeep is—so there’s still room to 
penetrate this consumer market. When 
you’re relatively small, there is still 
room to grow,” he said. n
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“I think women are often expected to be scared of 

taking risks; they dare not do anything daring. But 

if the risk is not excessive, I think they should take 

that [first] step forward—which is always the most 

difficult step.”

This is how fashion designer Yoshiko Saito, founder and 
CEO of Atelys Design Studio Inc., describes the vision that 
drives her work. And once the process has begun, she told 
The Journal, it may turn out to be easier than imagined. 

Via her e-commerce fashion company, Saito sells her creations: 
printed dresses and accessories such as bags in print and leather. 
She has also extended her market reach through pop-up shops 
in some of Japan’s most illustrious department stores.

GLOBETROTTER
Originally from Ehime Prefecture on Shikoku, the smallest of 
Japan’s four main islands, it was not long before the globetrotter 
in Saito was heading to Tokyo … and then the world.

She hit London, Paris, Vienna, and New York during a 
10-year odyssey. In London, Saito enrolled in the illustrious 
textile design course of the city’s Chelsea College of Arts. Upon 
graduation, she worked for two local design studios.

Her sense of style and culture were enhanced further during 
stints in continental Europe, where she studied German in 
Austria and art, furniture design, and glassmaking in France. 
Heading across the Atlantic, that part of her journey culminated 
in New York, where she worked in a design studio specializing 
in wedding garments.

Looking back, Saito said these experiences were not in vain. 
It was in that period that her skill in design and passion for her 
craft solidified. During those years on the road—many of them 
spent in the capitals of culture and fashion—she “discovered that 
I really like to dress up. That I like looking stylish, sexy even.”

Now more than ever, she believes, she is ready to see her 
brand expand to countries around the Asia–Pacific region 
and Europe.

Designer Yoshiko Saito targets 
foreign markets

By John Amari

Success
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STARTING OUT
Atelys the Shop was created in 2010, but Saito admitted 
that its founding was anything but smooth. She had no role 
models and little by way of capital. All she had was a passion 
for print and wrap dresses that would not go away.

“I was learning by myself and I had a low budget. In a 
sense, I didn’t know where to begin. So I just focused on 
dressmaking, and tried to create a unique brand,” she recalled.

But Saito had at least two more arrows in her quiver: 
persistence and a belief in her product.

“I went from one factory to another, from one supplier to 
the next, but they all said no.” 

Not being able to find a production partner for her designs 
may have been a blessing in disguise, however. It forced her to 
think outside the box.

“I knew that there are many independent seamstresses in 
Japan,” she recalled. And one by one she began creating a 
network of freelance tailors—mostly women—who would 
turn her designs into products.

An advantage of relying on seamstresses—many of whom 
are stay-at-home moms—is that no two are alike; so her 
designs have a one-of-a-kind feel. 
While production may be slower than 
if the items were made in a factory, 
it means “these are dresses worth 
waiting for” she added.

FINDING A NICHE 
Saito offers 100 seasonal designs in a lineup that changes 
twice a year. Before ordering, customers can try a range of 
sample dresses at her pop-up shops.

Many of the company’s designs are inspired by traditional 
prints, especially ones used on  kimonos. “I personally 
like geometric shapes, but I’ve found that floral prints are 
popular for women in this market,” she confessed.

For inspiration, Saito relies on the massive archived prints 
that the department store she partners with have gathered 
over the years. “I get to see original patterns on their 
kimonos, some of which date back 200 years. I then translate 
them into my own fashion.”

Today, in addition to her e-commerce website, Saito’s 
print dresses and accessories are promoted by a marketing 
company—which has licensed her products—in the trendy 

Daikanyama district of Tokyo. This, however, has led to 
mixed feelings.

“There are pros and cons to licensing your brand,” 
Saito admitted.

While it has been a great benefit for her to outsource some 
of the heavy lifting involved in positioning and marketing her 
brand, it does mean that she has to give up some control over 
the brand’s day-to-day management.

“It is the first time I’ve let someone else run my business,” 
she revealed. “So there is a steep learning process.” 

As she contemplates expanding overseas, the licensing 
experience has been a great lesson for her. That said, 
most of her sales have come via pop-up shops in some of 
Japan’s most illustrious department stores, including Isetan 
and Mitsukoshi.

MARKET EXPANSION
Saito is keen to extend her brand’s footprint and is excited 
about the opportunities presented by the Trans-Pacific 
Partnership (TPP), a trade treaty under negotiation among 
11 countries, including the United States and Japan. 

If TPP is ratified, Saito plans to 
apply for funds that are expected to be 
made available in Japan to support the 
market entry of small and medium-
sized businesses.

“So far, my dresses have been targeted 
at Japanese customers, which is a 

relatively conservative and mature market. 
“To enter the foreign market, I plan on creating a more 

flirtatious line of clothes. I also hope that if Japan joins the 
TPP, it will allow me access to TPP-affiliated countries like 
the United States.”

EMBRACING RISK
In 2014, Saito was one of 10 finalists to be hosted by the 
Embassy of the United States in Tokyo on the occasion of The 
Entrepreneur Awards Japan (TEAJ), a prize “supported by a 
coalition of leading organizations in Tokyo that recognizes 
the achievements of outstanding entrepreneurs from across 
Japan.” The Independent Business Committee of the American 
Chamber of Commerce in Japan (ACCJ) is a supporter of TEAJ.

“At the award, I was able to meet a number of people who 
inspired me” Saito said, recalling entrepreneurs who, like 
herself, have put their necks on the line for services and 
products in which they have a passionate belief.

Is Saito ready to embrace the rest of the world? Yes, she said, 
but she is aware that there will be challenges. Marketing and 
raising brand awareness are examples.

So far, in Japan, most of her marketing has been through her 
network and via word-of-mouth. There is no guarantee this 
will work elsewhere—especially in countries where she has no 
established network.

But eventually, she hopes to hit upon a winning formula 
for the world just as she has for Japan. “My target audience 
is women who want to be the best,” she said. “They are 
strong women who want to express confidence and a sense 
of uniqueness.” n
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“I just focused on 
dressmaking, and tried to 
create a unique brand.”
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Atelys pop-up shop at Ginza Mitsukoshi
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How American football 
connects the US and Japan

 
By James Souilliere

 

Although baseball is played in many countries, and soccer is nearly 

universal, the sport known as football in the US has largely remained a 

North American property. One exception is Japan, where the game enjoys 

a fair degree of success and boasts a fan base that, while not sizeable 

compared with that of pro baseball or soccer, is dedicated and passionate.
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There’s no doubt a Japanese 
player will eventually make 

an NFL team. 

Japan lost 59–12 to the US in the 2015 IFAF World Championship final
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Based on traditional games such as soccer and rugby, 
American football was developed in the late 19th and 
early 20th centuries. The game gained popularity on US 
college campuses, with many innovations coming from 
university coaches such as Glenn “Pop” Warner and 
Knute Rockne, the legendary Notre Dame head coach.

Football in Japan can trace its roots back to the early 
1930s, when several Americans helped form teams at 
Waseda, Meiji, and Rikkyo universities. Those who 
played a role include a missionary doing rebuilding work 
after the 1923 earthquake, military attachés from the 
United States Embassy, and a university trainer working 
in Tokyo and Yokohama. Although football came to 
a halt during World War II, it resumed shortly after. 
Today, more than 17,000 players—mostly university 
students—play the game across the country.

X FACTOR
The highest level of football in Japan is the X League. 
This is where players from the top schools, including 
Kwansei Gakuin and Ritsumeikan universities, ply 
their trade after graduation.

The X League has three tiers among which teams 
are relegated and promoted based on their record. 
The 18 teams in the top tier are divided into three six-
team divisions: East, Central, and West. To maintain 
competitiveness, the teams are each allowed a maximum 
of four non-Japanese players.

The season is split into two halves, the first of which 
takes place in the spring with a five-game slate. In the 
fall, each team plays a second round of five games. The 
top three teams from each division then advance to the 
next stage where they are placed into two new groups 
with three divisions each. The top three teams from 
the East, Central, and West form the Super 9, while 
the bottom three form the Battle 
9. The teams then each play two 
games. From the Super 9, four 
teams advance to the semifinals, 
with the top two winners 

meeting up in the Japan X Bowl at the Tokyo Dome 
in December.

 Unlike in the US, where the National Football League 
(NFL) season ends when the Super Bowl champion is 
crowned, the winners of the Japan X Bowl aren’t quite 
finished. They must play one more opponent: the winner 
of the national university tournament, the Rice Bowl. 
This much-anticipated game takes place in early January 
at Tokyo Dome. Pitting pro players against university 
players isn’t as lopsided as one might think. In the 2016 
contest, the Panasonic Impulse beat the Ritsumeikan 
University Panthers—albeit by a scant three points.

HAWAIIAN CONNECTION
The X League is also where American Kevin Jackson 
continued his career after wrapping up his college playing 
days at the University of Hawaii. Jackson came to Japan 
more than a decade ago and quickly found success, 
helping the Obic Seagulls win the X League championship 
in 2005 and picking up championship game most-valuable 
player (MVP) honors in the process.

Jackson’s success was not limited to his first year in 
Japan; he’s been named an all-league player 10 times 
since. He also picked up a second X Bowl MVP prize and 
a league MVP title.

Jackson’s path to Japan can be traced to his time at the 
University of Hawaii, where he came into contact with 
many Japanese and studied the language. Additionally, 
while he was in school, he met a Japanese coach who was 
interning with Jackson’s head coach. They became good 
friends. “It was a good opportunity to practice Japanese 
while running football plays.”

Although Jackson received a free-agent contract from 
the NFL’s Green Bay Packers, he was not part of their 
plans for the regular season. As a result, he was left to 

continue training and consider 
his options.

The coach who interned at the 
University of Hawaii eventually 
became the offensive coordinator 
for Obic. He had stayed in contact 
with Jackson and invited him to 
play in Japan. Jackson has been 

a member of the Seagulls ever since, contributing to the 
2005 championship and helping the Seagulls win four 
straight titles from 2010 to 2013.

DIFFERENCES
When comparing football in the US and Japan, the size 
of the players is easily the most noticeable difference. 
NFL teams boast defensive lineman in the 195-centimeter 
(6'5") and 145-kilogram (320 lb) range, compared with the 
180-centimeter (5'11") and 80-kilogram (175 lb) defensive 
players in Japan.

Another difference can be seen in the way the game is 
played. Daniel Lynds, the offensive coordinator for Obic 
and a coach with nearly 20 years’ experience in Japan 
and the US, said: “I feel the biggest difference is that 
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Football in Japan can 
trace its roots back 
to the early 1930s

The Obic Seagulls’ Kevin Jackson takes down the Kwansei Gakuin quarterback in the 2014 Rice Bowl, played at the Tokyo Dome.

American players and Japanese 
players view the game differently. 
For American players, football is 
a competitive sport. They grew 
up listening to a coach, learning 
technique and fundamentals from 
that coach, and then athletically 
competing to win their individual 
matchups. In contrast, most 
Japanese players don’t learn 
technique and fundamentals from 
coaches. Rather, they develop 
their own style of play and look to 
defeat their opponent using their 
own personal style.”

He continued to explain 
differences in mindset. “For the Japanese player, football 
is more of a cerebral sport than a competitive sport. I 
don’t think it’s bad that the Japanese are cerebral and that 
the Americans are competitive. To be a truly great player, 
you have to blend both the cerebral and competitive to be 
the best player that you can be. Americans can learn from 
the Japanese style and the Japanese can learn from the 
American style.”

Looking back on his time in Japan, Jackson feels the 
players have been improving and will continue to do so. 
“As far as the level of play, the foreign talent that teams 
have been bringing in is better and they are bringing up 
the level of their Japanese peers.”

He sees improvement in the overall league as well. “The 
Japanese have done a good job of staying current with a lot 
of the trends in football. A lot of the types of offenses and 
strategies that teams are running now are based on what 
NFL and college teams in the States are doing. The teams 
here are doing a good job of mirroring the successful 
teams in the US,” he explained.

NURTURING US–JAPAN LINKS
In the future, Jackson would like to expand on his work 
with youth football. “I’m doing some work outside of the 
team with high schools and universities here, trying to 

expose younger Japanese players 
to football stateside. We took 
a group of high school kids to 
Arizona last year, visiting the 
[NFL] Cardinals and Arizona 
State University to hopefully 
encourage the kids to consider a 
move to the US to play at the high 
school or university level.”

Jackson is not alone in wanting 
players to have overseas exposure. 
Indeed, for the X League to 
gain widespread popularity at 
home, a Japanese player needs 
to make it to the top level in the 
world: the NFL.

Mutsumi Takahashi, a versatile player who has spent 
time on several X League teams as well as the Arena 
Football League in the US, wants to see people in Japan 
understand the game better.

“For that to happen, there need to be Japanese playing at 
the highest level. Young people need more opportunities 
to play the game. Although it will be difficult, getting a 
player—most likely a wide receiver, the position tasked 
with catching passes—to a top university and eventually 
the NFL, is possible,” Takahashi said.

Lynds agrees, saying: “There’s no doubt a Japanese 
player will eventually make an NFL team. It’s just a matter 
of time. The position with the best chance is probably 
wide receiver. A few Japanese receivers have been invited 
to NFL camps, but unfortunately none have made the 
final roster. Like any player, they just need to be given 
the chance.”

“The dream, besides having football be a success here, 
is someday seeing a Japanese player at the top level,” 
Jackson said.

Takahashi understands that football is bred into 
Americans and that fandom forms at a young age. 
“If Japanese are able to understand the game better, and 
a Japanese player makes the NFL, the cultural bond 
between Japan and the US could be strengthened.” n
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Contact chef@cezarskitchen.com or visit us on the web 
at www.cezarskitchen.com for more information.

Culinary Regards, Chefs at Cezars Kitchen

 Full range of catering services for office buildings
 Delivery by chef for meetings, parties and events
 On-site management of cafes, pantries and cafeterias
 Customizable food & beverage support solutions

Business and Industry Catering 
by Cezars Kitchen

●

●

●

●

TAILOR-MADE STYLETAILOR-MADE 

EURO MERICAN 

suits from $395 
blazers from $275
tuxedos from $595 
trousers from $135

overcoats from $650
shirts from $69 

(mini(minimum of four shirts)

Other superfine quality suits from 
$550 to $2,600

Schedule a fitting with tailor 
Vinod Bahrunani during his Tokyo visit on Aug 29 - Sept 1

sales@eutailors.com 
080-4130-0091 (on visit dates)

Appointments at the ANA InterContinental Hotel 
or in your home or office

Prices in US dollars (excluding shipping);
delivery within two weeks
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Cooperative Cure
Japanese and Chinese scientists team up 

against infectious diseases

China is in the thick of a fight against infectious diseases such as 

tuberculosis, hepatitis, and AIDS—a battle the entire world has a stake 

in. The University of Tokyo’s Institute of Medical Science (IMSUT) has 

thrown its weight behind the effort in collaboration with the Chinese 

Academy of Sciences, a state research institution.

And with outbreaks occurring one after 
another in emerging countries such 
as India, he said the hope is to use the 
Chinese research to craft international 
countermeasures.

1 MILLION HIV CASES
The researchers are working on 
several themes, from the mechanisms 
behind viral infections, to factors that 
contribute to virus propagation and 
hosting, to the development of antiviral 
agents. Ishida is currently focused on 
HIV, as cases of the virus that causes 
AIDS continue to increase in China.

When it comes to public health 
initiatives and sex education, the 
country lags behind. The number of 
people infected with HIV is estimated 
to exceed 1 million—far surpassing the 
20,000 infections in Japan.

IMSUT is also working with 
a prominent hospital in Beijing 
and is pursuing epidemiology 
research on subjects including 
complications from HIV.

The researchers culture viruses, 
run experiments, and collect data. 
And they are getting results: Recently, 
they shed new light on how HIV 
induces osteoporosis. They also 
developed a method for analyzing 
the progress of fusion between HIV 
and other cells’ membranes. Such 
breakthroughs could be applied to 

research on other infectious diseases, 
such as dengue fever and Middle East 
Respiratory Syndrome.

Overall, about 30 scientists from 
China and Japan are participating 
in the project. The Japan Agency for 
Medical Research and Development is 
currently supporting their endeavors 
under its Japan Initiative for Global 
Research Network on Infectious 
Diseases. Still, money is tight. Some 
companies spend tens of millions 
of dollars a year developing a single 
drug; the funding amounts to a 
fraction of that.

The path to effective virus defenses 
is long and arduous. Further steps may 
be needed to support the residency of 
Japanese researchers and expand hiring 
of local personnel. n

IMSUT’s Research Center for 
Asian Infectious Diseases is based 
at the academy in Beijing. Japanese 
scientists are permanently stationed at 
a pair of specialized institutions that 
belong to the academy—the Institute 
of Biophysics and the Institute of 
Microbiology—where they conduct 
joint research.

China’s economic development has 
triggered massive flows of people and 
goods around the country and across 
its borders. This, in turn, has opened 
up more routes for the transmission 
of illnesses. “In China, we’re on the 
actual front lines, with patients on 
the doorstep,” said Takaomi Ishida, 
an associate professor in charge 
of collaborative research with the 
Institute of Microbiology. He stressed 
the value of doing research under 
such conditions.

University of Tokyo professor Zene 
Matsuda explained that the impetus 
for launching joint studies in China 
was the SARS outbreak in 2003. The 
dearth of information on infectious 
diseases within China, he said, only 
added to the importance of doing 
research locally.

Matsuda noted that diseases can 
spread rapidly in China because 
of its large population, combined 
with its mix of advanced and 
economically developing regions. 

Japanese researchers are stationed at the Chinese 
Academy of Sciences’ Institute of Microbiology in Beijing.
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Creating Consistently 
Great Customer Service

Many years ago, Jan Carlzon published a tremendous guide 
to customer service. He had the job of turning around 

Scandinavian Airlines (SAS) and captured that experience in his 
book Moments of Truth.  I was reminded of Carlzon’s insights 
recently when I was checking into my hotel in Singapore.

While going through the check-in process at the hotel, a 
waiter from the adjoining restaurant approached me bearing an 
ice-cold glass of freshly squeezed juice. Singapore is very humid 
and, trust me, that beverage went down nicely. I thought, this is 
really well designed customer service by this hotel.

BE CONSISTENT
One of Carlzon’s observations about customer service is the 
importance of consistency of delivery. For example, visualize 
the telephone receptionist answering your call in a pleasant 
and helpful manner. You are uplifted by your exposure to the 
brand. But when your call is transferred, the next staff member 
is grumpy and unfriendly. Now both your mood and positive 
impression plummet. You are suddenly irritated by this company. 
They have just damaged their brand with an inability to sustain 
good service across just two touch points. 

So back to my story. As I get to my room, in good spirits after 
receiving ice-cold juice, I find out the television isn’t working. 
After a forensic search for the cause—including a few harsh 
words with the television controller—I discover that the power 
is not on. There is a card slot next to the door that initiates the 
power supply to the room. Actually, I encountered the same 
system in the elevator when I unsuccessfully tried to select my 
floor. I worked it all out eventually, but the thought occurred 
to me that the pleasant young woman who checked me in had 
failed to mention these two facts. Sustainability of good service 
has to be the goal if you want to protect or grow your brand.

BE THOROUGH
Let me mention a customer service breakdown that I particularly 
dislike here in Japan. You call just about any organization, get 
a very flat voice answering the phone, and they say in Japanese 
“XYZ company here.” You ask to speak with Ms. Suzuki, that 
very excellent and impressive member of staff whom you met 
recently. The flat uninterested voice tells you that she “is not at 
her desk right now.” And then? Stone-cold silence.

The “may I take down your name and phone number so that 
she can call you back” bit is rarely offered. Instead, you are left 
hanging. The inference from the silence is that, if Ms. Suzuki 
is not around, it’s your problem and you should call back later 
rather than expect a return call. Again, to Carlzon’s point, these 
inconsistencies in customer service directly damage the brand.

When I had previously met Ms. Suzuki, I was impressed by 
her and had a good impression of the whole organization. 

The person taking the call has just put that positive image to 
the sword.

When you are the leader of your company, you presume that 
everyone “gets it” about representing the brand and delivers 
consistent levels of service. You expect that your whole team 
is supporting the marketing department’s efforts to create an 
excellent image. After all, you have been spending truckloads of 
money on that marketing effort, haven’t you?

But are all your staff supporting the effort to build the brand? 
Perhaps they have forgotten what you have said in the past, or 
they are a new hire who wasn’t briefed properly.

BE CLEAR
Leaders, we should all sit down and draw the spider’s web of 
how customers interact with us and who they interact with. We 
should expect that nobody gets it and determine that we have 
to tell them all again and again and again. So how about this for 
a starter?

1. Answer the phone with a pleasant voice, be helpful, and offer 
your name first so the customer won’t be embarrassed that 
they didn’t recognize your voice. 

2. If the person they are calling isn’t there, proactively offer 
to ensure they get a call back as soon as possible. 

3. End by thanking them for their call and, again, leave your 
name—in case there is anything further the caller may need.

First impressions count, but so do all the follow-up 
impressions if we want to build a sustainable, consistently 
positive image with our customers. Consistency of good 
experiences doesn’t happen automatically. We have to look 
again at all of the touch points we have with customers and 
ensure that everyone understands their place in maintaining 
the excellent brand we have built.

BE PROACTIVE
It is quite interesting that our clients come from just about every 
industry you can imagine, but we notice there are some common 
requests for improving team performance.

The four most popular areas are leadership, communications, 
sales, and presentations. Although we started in New York in 
1912, in Japan we deliver 90% of our training in Japanese. Also, 
having launched here in Tokyo 53 years ago, we have been able 
to master how to bring to Japan global best practices, together 
with the required degree of localization. You’re the boss. Are you 
fully satisfied with your current results? If not, and you would like 
to see higher skill and performance levels in your organization 
(through training delivered in Japanese or English), drop us a 
brief note at info1@dale-carnegie.co.jp n
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Enjoy summer to the fullest in Nihonbashi! 
July 8 marked the kickoff of ECO EDO 

Nihonbashi 2016, an opportunity to experience 
omotenashi and travel back to a time when 
Tokyo and nature were intertwined.

To mark the first full week of the event, Mitsui 
Fudosan Co., Ltd. invited seven families to 
explore the COREDO Muromachi Nihonbashi 
area and its rich connection to Japanese culture.

To begin the tour, guests selected yukata—
the light cotton kimono worn during hot 
months—and learned how to dress for the 
traditional summer. This change of clothing 
instantly swept them away to a cooler place, 
and set the stage for their visit to the watery 
world of Art Aquarium.

An immersive spectacle of light and sound, 
Art Aquarium brings the Japanese love of 
kingyo (goldfish) to life. In days of old, Japanese 
believed that simply viewing goldfish had a 
cooling effect on the body. This was a way to 
ease the burden of the summer heat.

“I thought it was beautiful and that it was very 
amazing how they could put fish into beautiful 
tanks and create art out of it,” said one guest, 
aged 10.

Next, guests visited the Fukutoku Shrine, 
which dates back to the Jogan Era (859–876) 
and was rebuilt in 2014 by Mitsui Fudosan as 
part of the Nihonbashi Revitalization Plan.

The tour then continued at the HAKUZA 
NIHONBASHI shop, where guests learned 
about gold leaf, and at Ninben, where children 
tried their hand at shaving dried bonito to 
make katsuobushi flakes, the basis of many 
Japanese soups.

Was it difficult to shave the wood-like dried 
bonito, also called skipjack tuna? “Well, not 
really,” said an eight-year-old guest, “but I think 
children in the olden times pressed harder.”

The resulting flakes were taste-tested 
by everyone, to great acclaim: “I think it’s a 
very nice flavor—a very refined one.”

After the traditional culinary adventure, 
guests traded the soothing yukata for 
their everyday clothes and returned 
to the world of modern Tokyo. “It was 
an absolutely amazing exhibition,” 
proclaimed one adult guest.

If you would like to dive into tradition 
this summer, put on your yukata and get 
set for the refreshing experience of ECO 
EDO Nihonbashi 2016, which will be 
running through September 25.

Those wearing yukata or showing a ticket 
stub from Art Aquarium can receive special 
bonuses, such as free drinks, summer gifts, 
and more. To find participating stores, all 
you do is follow the relaxing sound of the 
goldfish wind chimes. n

Cool Tradition
Nihonbashi Summer Experience 
& Art Aquarium transport families 
to ECO EDO

The Nihonbashi Summer Experience Package includes yukata, 
goldfish-themed treats, admission to Art Aquarium, and a gourmet 
tour of 10 shops in the COREDO Muromachi complex. The experience 
starts at 10 a.m. and is available on Saturdays and Sundays from 
July 23 to August 28. Cost is ¥10,800 per person aged 13 and up, 
¥8,100 for children 4–12, and is free for children three and under.

For more details about the tour, visit facebook.com/nihonbashi.
information or www.nihonbashi-info.jp/omotenashi

For more about Art Aquarium, visit www.artaquarium.jp/en



Clouds get snagged on the forested hills and 
mountains that run down to Japan’s Seto Inland Sea 

as my plane approaches Oita Airport. Below, fishing boats 
dot the water and a ferry draws a white line across the bay. 
Even in this country that is steeped in history, full of good 
food and hot springs, Oita Prefecture feels different.

Asami Kageura of the Oita Prefectural Tourism Board 
and David Bullington of the Kunisaki Tourism Association 
smile when I mention this at the airport. “I’m always 
learning something amazing,” says 
Kageura, born and raised here.

Bullington, a transplant from the 
United States, nods. “The people here 
are so open,” he says as we drive. “It’s 
an exceptional place.”

KUNISAKI PENINSULA
Our first stop, Kunisaki Peninsula, is just south of the airport 
but feels worlds away. Bypassed by train lines and highways, 
it’s forested interior—creased with mountains and valleys—
remains much the same as it has always been.

“When our [temple’s] founder, Ninmon, came here he 
felt something special,” says Gojun Terada in the perfect 
English he gained during a three-year stay in the United 
States. “So he built his temple here.”

Terada is the 66th abbot and the fourth of his family 
to lead at Futago-ji. This grand temple in the mountains 
comprises several halls that house stone and wood 

carvings, nearly all of which are more than 1,000 years old. 
Wearing his priestly robes and geta (traditional wooden 
sandals), Terada climbs the moss-covered steps to the 
Okuno-in, a temple cave where the walls are etched with 
ancient Buddhas.

“There is no square land,” he explains with a gesture to 
the forest. “Our ancestors worked with nature.”

A serene and subtle feeling accompanies those who spend 
time here, one that is reminiscent of the mixture of Shintoism 

and Buddhism that is ingrained in every 
fiber of its esoteric culture.

The Kunisaki Peninsula will celebrate 
its 1,300-year anniversary in 2018, just 
four years after being name a Globally 
Important Agricultural Heritage 
Systems by the Food and Agriculture 
Organization of the United Nations. 

The peninsula’s intricate irrigation system uses the natural 
environment to create a network of more than 1,000 
irrigation ponds. This network provides water to farmers in 
numerous valleys.

A seven-year resident, Bullington is an enthusiastic 
proponent of his adopted home. He helps visitors 
organize accommodations, rent bicycles, or trek along 
the Kunisaki Long Hiking Trail, a 137-kilometer course 
that visits some of the peninsula’s most spectacular and 
inspiring sights. “There’s something for everyone,” he says 
with a smile.

By Joan Bailey

Hot Spot
Why Oita Prefecture is a special place

From temple caves to 
hells … Oita is certainly 

something special.

PHOTO: JOSHO NAKANO



TOURISM OITA Home page: en.visit-oita.jp 
 Contact: tourism@we-love-oita.or.jp

BEPPU
“I had a tourist call me once and ask 
if there was a big fire here,” Kageura 
chuckles as we arrive in Beppu.

Indeed, great clouds of white steam 
billow up all along the winding streets 
of this onsen (hot spring) city. Visitors 
come, just as they have for centuries, to 
sit in the warm healing waters or marvel 
at the eight local jigoku (hells). The vivid 
waters that bubble and steam year-
round are visual evidence of why Oita 
ranks first in Japan for renewable energy, 
and second globally to Yellowstone for 
geothermal power.

At Yanagia, a 110-year-old building 
that was in 2014 transformed into a 
hot spring inn, manager Akiko Goto helps us prepare fresh 
vegetables and meat for jigokumushi (hell-steamed food). 
She arranges them in baskets that will go on a stone “range” 
to which steam from a nearby hot spring is channeled. 
“This gets one minute,” she says, turning a practiced eye 
on a basket of bean sprouts topped with thin slices of pork 
and slivers of ginger. The pumpkin needs fifteen minutes, 
she adds.

“People stay at the touji inn, but cook their own food,” 
Kageura explains over lunch. “Steam was an easy choice; and 
it’s healthy,” she adds before biting into a steamed banana.

Mineral-rich waters are also beneficial to the body, but 
they’re not the only option. Sand bathing, which started 
during the Edo Period (1603–1868), is also popular. “If your 
shoulders are sore—or you have a stiff neck—this takes care 
of it,” says a woman burying guests in damp, warm sand. Left 
with only their heads visible, they snooze or chat while the 
heat works its fifteen minutes of magic.

“Now we know how our vegetables must have felt,” 
quips Kageura.

YUFUIN
A town set at the base of twin-peaked Mount Yufu, Yufuin 
combines Kunisaki’s natural beauty with the bounty of 
Beppu’s mineral-rich onsen waters. In the midst of lush farm 
fields and forests, it brims with cafés, shops, museums, and 
galleries. Visitors can ramble among centuries-old buildings 

between soaks or after hiking the peaks and plateaus of 
nearby Aso–Kuju National Park.

Yunotsubo Street, a winding lane that runs one kilometer, 
begins at Yufuin Station and is full of artful edible wonders. The 
Four Seasons Selection of gem-toned preserves and pickles 
are a feast for the eyes as well as the palate. Those with children 
in tow or who are children at heart and in search of heartier 
fare will enjoy a stop at Snoopy Chaya—where everything from 
omelets to dessert is graced by the famed beagle. Onta pottery, 
Oita’s stoneware made by hand from local clays, can be found 
here alongside modern versions of other traditional crafts.

“On winter mornings there is often a mist rising from its 
surface that is quite beautiful,” says Kageura when we reach 
Lake Kinrinko at Yunotubo’s far end. Fed by a hot spring 
and fresh mountain water, the small lake mesmerizes visitors 
year round.

A few streets away is the forested ryokan complex of Sansou 
Murata, where we enjoy modern art at the Artegio museum 
and sample the adjoining restaurant’s famous roll cake 
together with afternoon coffee. As we watch silver raindrops 
slip from the surrounding trees, my original hunch is confirmed. 
From temple caves to hells to heavenly cake, Oita is certainly 
something special. n
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Even in this country that is steeped in 
history … Oita Prefecture feels different.
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Bayer, a world-class innovation company with a history spanning more than 150 years, is 

a globally recognized brand with a renowned reputation. The company’s core competencies 

are in the fields of health care and agriculture, where it develops new molecules for use in 

innovative products and solutions that improve the health of humans, animals, and plants. 

Its research and development activities are based on a profound understanding of the 

biochemical processes in living organisms.

As a Life Science company, Bayer has a diverse portfolio of 
products. With businesses in pharmaceuticals, consumer health, 
and crop science, Bayer is in a position to service—as one 
company—consumers, physicians, veterinarians, and farmers, 
thereby addressing the global challenges society is facing.

A growing and increasingly aging world population requires 
improved medical care and an adequate supply of food, and the 
products Bayer makes help solve these and other major global 
issues of our time.

On its quest, Bayer is endeavoring to improve people’s 
quality of life by preventing, alleviating, and curing diseases. 
In addition, the company is helping provide a reliable supply of 
high-quality food, feed, and plant-based raw materials.

Bayer’s goal is to achieve and sustain a leading position in 
all of the markets in which it operates, and in turn create value 
for all its stakeholders—be they customers, stockholders, 
or employees.

To this end, Bayer’s strategy is centered on responding to 
some of the most pressing challenges facing humankind today, 
and is indeed doing this remarkably well in keeping with its 
social and ethical responsibilities as a good corporate citizen.

Moreover, it resonates very well that employees at Bayer 
have a vibrant passion for innovation in line with the company’s 
mission statement: “Science For A Better Life.”

Bayer:
“Science For
A Better Life”

www.bayer.jp

Hans-Dieter Hausner 
President and Senior Bayer Representative for Japan



Japanese real estate giant Mitsui 
Fudosan Co., Ltd. recently 

unveiled an initiative to promote 
the development of life sciences in 
Japan. The Life Science Innovation 
Network Japan, Inc. (LINK-J) 
will be based in Nihonbashi, the 
historical headquarters of the 
country’s pharmaceutical industry 
and currently home to Japan’s top 
four pharmaceutical companies, as 
well as global players. In keeping 
with this strong heritage, LINK-J 
will focus on making Nihonbashi a 
place where the next generation of 
scientists can develop new  products 
and businesses.

Today, new ideas increasingly 
come from open innovation, 
multidisciplinary research, and 
international collaboration. For this 
reason, LINK-J provides a platform 
through which all players in the field 
of life sciences—as well as outside 
experts—can come together. Areas 
of focus include biotechnology, 
pharmaceuticals, and medical 
devices, as well as supporting 
fields such as intellectual property 
management, finance, information 
technology, and data science.

In Nihonbashi, scientists from 
throughout the country and 
abroad can easily meet. For this 
reason, several of Japan’s leading 
research universities have already 
set up satellite campuses within the 
area. These include the University 
of Tokyo, Kyoto University, and 
Osaka University. Providing essential 

Part of a long-term strategic plan 
for the Nihonbashi area, Mitsui 
Fudosan will initiate a number of 
urban redevelopment projects in the 
coming years. New offices, housing, 
retail, and outdoor areas will provide 
space, while new initiatives such as 
LINK-J will provide the environment 
for businesses and the local 
community to grow.

For global players in the field of life 
sciences, involvement  in the LINK-J 
community can provide immense 
opportunities for procuring funds, 
creating alliances, recruiting talent, 
and accessing innovation in Japan. n

For more information visit 
www.link-j.org/en/ or contact 
get.in.touch@mitsuifudosan.co.jp

S
C

IE
N

C
ELIFE SCIENCE 

INNOVATION 
NETWORK JAPAN

global outreach, the 
University of California, 
San Diego, as well as 
the global life sciences 
organization Biocom—
both located in one 
of the fastest-growing life-sciences 
hubs in the United States—will 
base their Japanese activities 
in Nihonbashi.

LINK-J is led by Hideyuki Okano, 
dean of the Keio University School 
of Medicine, together with a number 
of leading scientists and medical 
specialists: Shinya Yamanaka, winner 
of the 2012 Nobel Prize in Physiology 
or Medicine and director at the 
iPS Cell Research and Application 
at Kyoto University; Yoichiro 
Matsumoto, executive director of 
RIKEN; and Peter F. Cowhey, dean 
of the School of Global Policy and 
Strategy at UCSD.

THOUGHT SPACE
To support LINK-J’s activities, Mitsui 
Fudosan has created several facilities 
such as the Nihonbashi Life Science 
Building. Spacious conference rooms 
and communication lounges provide 
opportunities to interact, learn, and 
connect. Regular symposiums and 
networking events—such as the 
Medical Innovators Summit—
bring together professionals 
and students.

LINK-J aims to elevate 
Nihonbashi as Japan’s premier hub 
for life science and innovation.

Mitsui Fudosan launches LINK-J, a new platform 
for life science innovation in Nihonbashi

The Medical Innovators 
Summit, held in July 2016, 

brought together innovators—
from students to industry leaders— 

to approach the challenges of 
medicine from new perspectives.

Nihonbashi Life Science Building 
(former Astellas headquarters)
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funding, views the project as a 
means of achieving this while 
also realizing fiscal health.

While expediting the 
extension of the linear railway 
can be expected to have a 
favorable economic impact, 
the possible downside is that 
funding by FILP runs the risk 
of higher interest rates. Another 
criticism is that such support 
for selected projects may 
discourage financing from the 
private sector. The government 
is likely to combine efforts with 
a special committee organized 
by the LDP to carefully 
deliberate the proposal.

MINISTRY OF LAND, 
INFRASTRUCTURE, TRANSPORT 
AND TOURISM (MLIT)

LINEAR RAIL LINE 
CONSTRUCTION TO BE 
ACCELERATED

The next-generation high-speed railway, 
the Chuo Linear (Maglev) Shinkansen, 
is slated to begin operation between 
Tokyo and Nagoya by 2027. And in a 
press conference held in early June 2016, 
MLIT minister Keiichi Ishii clarified that 
new guidelines will call for moving up 
the completion date for extension of the 
line to Osaka, initially planned for 2045.

The thinking is that, by harnessing the 
Fiscal Investment and Loan Program 
(FILP) to fund construction, financial 
risks to the JR Tokai Railway Co. will be 
reduced while expediting the creation of 
a high-speed transportation network.

The initial plan had called for JR Tokai 
to fund the project using its own capital. 
Once the Tokyo–Nagoya section was up 
and running, the company could use a 
period of about eight years to recoup its 
outlays before extending the line to its 
terminal in Osaka.

As a means of supplying capital, FILP, 
which has been used to cover shortfalls 
in the private sector, will be involved. 
This would enable JR Tokai to procure 
long-term, low-interest financing at 
a fixed rate. The amount of financing 
would be in the vicinity of ¥3 trillion.

In the background of the extension 
is the government’s anticipation of 
promoting linear railway technology 
as a growth strategy. The government 
has set a GDP target of ¥600 trillion 
by 2020, but the economy continues 
to drag its feet. The government and 
Liberal-Democratic Party, which seeks 
to stimulate the economy through public 

MINISTRY OF INTERNAL AFFAIRS 
AND COMMUNICATIONS

AI CONTROLS TO ALLEVIATE 
RISK OF REBELLION

Robots may someday demand the right 
to vote, or engage in devious types 
of criminal mischief such as phone 
cash scams. These were among the 
controversial points in a report on the 
risks posed to society and the economy 
by Artificial Intelligence (AI). The 
report was released on June 20 by a 
research organization operating under 
the auspices of the Ministry of Internal 
Affairs and Communications.  

In addition to common problems such 
as hacking, the point was also made 
that the use of AI to provide robots 
with volition may bring about a change 
in their relationship with humans. To 
avoid such risks, the ministry raised the 
necessity of conducting “AI development 
so as to proactively prevent robots from 
turning against humans.”

The 20 points raised in the report 
address specific risks, for example 
cutting off a network to cause robots to 
perform unanticipated actions, as well 
as ethical concerns such as whether a 
robot created to replicate a deceased 
human based on DNA or other genetic 
materials would create problems related 
to respect for human life. The paper even 
went so far as to request the possibility 
of assigning rights to “wild robots” that 
have been discarded by their masters.

Also raised were concerns over 
the possibility of androids being 
programmed to engage in the phone 
cash scams that have plagued Japan 
in recent years, as well as the need for 
international sharing of data on uses of 
robots for criminal purposes.

Based on the report, it would appear 
that the main objective of the Internal 
Affairs and Communications Ministry 
is to gain hegemony in AI policymaking 
over the other two main ministries—the 
Ministry of Economy, Trade and Industry 
and the Ministry of Education, Culture, 
Sports, Science and Technology—with 
which it is competing for budget. n
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To help executives plan for 2017 and beyond, Grant 
Thornton LLP, the US member firm of Grant Thornton 

International, deployed the Governance, Risk and 
Compliance (GRC) Survey in early 2016. GRC typically isn’t 
focused on a specific organizational department, but instead 
is a collaboration of many roles and functions (e.g. legal, 
audit committee, internal audit, finance, compliance). The 
GRC Survey assessed the management of GRC activities and 

processes across roles and functions. Some survey results 
of note are shown in the table below.

Despite the concern of executives, their ability to 
monitor, measure, and mitigate these risks falls short. 
For example, although 60 percent of executives report that 
cybersecurity risk is significant, only 43 percent measure 
and monitor it effectively; and just 46 percent are effective 
at mitigation.

GRC Awareness and 
Management Trends

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

www.grantthornton.jp/en

RISK CONCERN, MEASUREMENT, AND MITIGATION Oddly enough, many risks that don’t particularly 
worry executives (e.g. tax, litigation) receive substantial 
management attention. Conversely, perceived risks 
that don’t particularly worry executives are possibly 
underestimated. The results require leaders to reconsider 
risk assessment. Besides, the significance of a given risk 
depends on the business and organization. For example, 
risks for global expansion should be high compared with 
domestic business.

Leaders may want to review how GRC resources are 
deployed in order to:

• Balance investment versus threat levels

• Share practices and resources from areas 
that are currently effective with those in need 
of assistance

• Coordinate risk perspectives throughout the 
organization (i.e. minimize siloed application of 
risk management)

• Confirm that risks are rated appropriately, 
and receive corresponding levels of monitoring 
and awareness

• Compare risk practices and performance metrics 
against industry benchmarks

Toru Shirai is a senior manager at the Tokyo office of Grant Thornton 

Japan, where he provides assurance services to multinational 

companies. When he was seconded to Grant Thornton’s Chicago 

office for three years (2012–2015), he also supported cross-border 

business expansion. Shirai has 15 years of experience in public 

accounting and specializes in ICT and manufacturing.

BUSINESS-SPECIFIC RISKS

Regulatory

Cybersecurity

Market

Fraud/ 
Anti-corruption

Litigation

Supply chain

Global expansion

Environment

Tax

63%
60%
64%

Significant risk level
Effective measurement and monitoring
Effective mitigation

19%
43%
49%

52%
46%
42%

17%
27%
31%

60%
43%
46%

18%
38%
40%

27%
45%
53%

15%
36%
40%

13%
44%
52%
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more than

54%

60%

of Japanese care 
most about visual 
impression most 
when making a 
purchase

believe good design 
contributes to sales

84%

SOURCES: ADOBE, GOOD DESIGN AWARD, LIBERTAS CONSULTING 2015/2016
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companies 
implement design-
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on its web design
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Businesses that are 
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design add long-term 
value to their products.
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1 United States Ambassador to Japan Caroline Kennedy addresses the US–Japan 
Conference on Cultural and Educational Interchange at the Mitsubishi-Kaitokaku 
manor on June 17.

2 From left: Atsuko Utamaru of Expedia Holdings, Hinano Naruse of Procter & Gamble 
Japan, and Koji Shimada of Kobe Steel (Kobelco) took part in a panel organized 
by the External Affairs Committee (EAC) of the American Chamber of Commerce 
in Japan (ACCJ) Kansai chapter at Kwansei Gakuin’s Umeda Campus on July 7.

3 Speakers, organizers, and attendees pose after “Being a Leading Country 
in Vaccines: Challenges and Efforts for Increasing the Vaccination Ratio” at 
Tokyo American Club on July 11.
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Implicit Bias
Workplace implications of  preconceived reactions

By Nancy Ngou
ACCJ Treasurer

FROM THE BOARD

THIS MONTH’S FEATURED VIDEO:

2016 CHUBU WALKATHON

Organized jointly by the ACCJ Chubu 
Chapter and Nagoya International School, the 
Walkathon brings together the international 
and Japanese communities. Through the 
“25 in 25” initiative, the 2016 Walkathon 
raised over 25 million yen for charity.

Visit https://www.youtube.com/user/
AmChamJapan and subscribe today!

T
he ongoing conversation about 
race relations highlights the need 
to address unconscious bias as an 

important part of both the issue and 
the solution.

Unconscious bias, also referred to as 
implicit bias, is the brain’s automatic 
response to a person, event, or situation. 
It’s why you automatically stop when you 
see a red light or close your eyes when a 
ball is about to hit you in the face. It is a 
preconceived reaction that bypasses the 
cognitive part of the brain.

Scientists estimate that just 5 percent 
of our brain’s activity is conscious. 
Unconscious responses are mostly 
learned or socialized over time based 
on each individual’s experiences. For 
example, if a shark is always depicted as 
a dangerous killer in movies such as Jaws 
then people become afraid of sharks. Yet, 
in 2010, sharks killed just three humans, 
representing one in 17 million surfers 
and one in 738 million swimmers. You 
are 75 times more likely to be killed by 
lightening than by a shark.

But preconceived notions shape 
our views. You may assume that your 
coworker who has a physical disability 

cannot do certain things; but if you 
actually speak to them you may find 
that they can do everything—they just 
approach it differently than you.

The word bias is often associated 
with unfair treatment or prejudice, but 
unconscious bias isn’t always bad; there 
is positive bias, too. Bias is natural and 
everyone has it. We need it to survive. 
When faced with an urgent situation, 
your reaction needs to be instantaneous. 
There’s no time to consciously think and 
analyze. If we had to consciously think 
about everything before taking action, 
we would barely have time to leave the 
house every day.

Leaders and managers, though, must 
resist making quick decisions based on 
their automatic unconscious bias when 
the decision has important implications. 
Without proper information, decisions 
can negatively impact business or the 
career of oneself or others.

Some common workplace examples in 
Japan include:

When choosing someone to send 
on an important out-of-town business 
trip, a leader overlooks a manager who 
is a working mother without asking 

if she could go. Instead, they give the 
assignment to someone who appears 
to have a more flexible schedule. The 
manager misses an opportunity for 
an important experience, potentially 
impacting her career progression.

A group leader ignores a new revenue 
idea submitted by a mid-career hire, 
thinking they do not know the company 
well and therefore their idea cannot be 
good. This causes the employee to feel 
unappreciated and demotivated, and the 
company misses a potentially beneficial 
business idea.

With the things we say and do being 
controlled by the 95 percent of our 
brain that operates on an unconscious 
level, managing bias when important 
decisions about co-workers, clients, 
suppliers, and others are made takes 
time and effort.

To make a change we must learn 
to identify bias and use techniques 
to manage it. Stopgap measures must 
be built into processes and systems 
to minimize the impact of bias. This 
not only has people benefits, but can 
lead to business opportunities and 
better decisions. n
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Thomas Beecher is a Tokyo-based 

writer and editor with a keen interest 

in global business.

“Demands are changing and 
the young people of today have 

different needs and interests 
than generations past.”

EVENT

T
here was no shortage of Japanese pageantry during the 
welcome ceremony of the 27th US–Japan Conference on 
Cultural & Educational Interchange (CULCON), held at 

the Ministry of Foreign Affairs’ Iikura Guest House on June 16.
“Can I confirm we are all aboard the CULCON express?” 

exclaimed former Japanese Ambassador to the United States 
Ryozo Kato (pictured above), co-chair of this year’s conference. 
US Ambassador to Japan Caroline Kennedy, an honorary 
member, gave a wry grin as her full title was announced prior 
to making her remarks.

Kennedy, whose father, the late President John F. Kennedy, 
established CULCON in 1961 together with Japanese 
Prime Minister Hayato Ikeda, echoed common sentiments 
in the room by noting the strength and importance of the 
US–Japan relationship.

“Over the last 70 years, the United States and Japan have 
built countless bridges of friendship across the Pacific, 
overcoming differences of language and culture to unite 
our countries. We have all benefitted from this alliance,” 
said Kennedy.

A binational, public–private advisory panel, CULCON 
gained public attention following a 2013 Education Task Force 
(ETF) report, which found that student exchange numbers 
between Japan and the United States had dropped significantly 
during the 15 years leading up to the study—particularly in 
terms of Japanese studying in the United States. Japan, which 
once represented the largest group of foreign students at US 
universities, had fallen to seventh place by 2012.

The ETF prompted a 
response from Tokyo and 
Washington, and in 2014 
President Barack Obama and 
Prime Minister Shinzo Abe 
released a joint statement 
endorsing CULCON’s proposed 
goal of doubling two-way 
student exchanges by 2020.

This ongoing effort was 
at the top of the agenda for 
participants in this year’s 
CULCON plenary session, 
held on June 17 at the regal 
Mitsubishi-Kaitokaku manor 
in Shinagawa.

There, Kennedy again 
reiterated the importance of 
CULCON’s commitment to 
education exchange, stating that 

“demands are changing and the young people of today have 
different needs and interests than generations past.”

In a message that was read aloud to the plenary committee, 
Abe stated: “Japanese studies in the United States play a 
major role [in the Japan–US alliance]. Those studies serve 
as a starting point to advance towards a profound mutual 
understanding of each other.”

With emphasis on achieving the ambitious goal set forth by 
Obama and Abe, numerous follow-up recommendations were 
discussed at this year’s plenary session.

Actions proposed for the US side included demystifying 
the student visa process, encouraging US universities to 
develop non-degree programs for the purpose of exchange, 
and expanding private-sector support. On the Japanese side, 
follow-up recommendations called for enhanced and increased 
government-funded grants for study abroad, improving 
campus infrastructure to better accommodate international 
students, and encouragement of grassroots exchanges and early 
exposure to US culture as a way to incentivize study abroad.

Also on the agenda for the panel—which was co-chaired 
by Kato and Oaklawn Marketing CEO Harry A. Hill—were 
discussions surrounding the arts and Japanese language, as well 
as intellectual person-to-person exchanges.

Kennedy also praised the efforts of the American Chamber 
of Commerce in Japan (ACCJ). “Government cannot meet 
these challenges alone,” she stated, noting the “groundbreaking 
and ambitious initiative” by the ACCJ, in its recent plan to 
provide US-style internships at American companies in Japan 

to Japanese students who have 
spent time studying in the US.

“No matter what happens, 
whoever is going to be leader, 
the importance of US–Japan 
[relations] will never be changed,” 
chimed Vice Minister for Foreign 
Affairs Shinsuke Sugiyama during 
his welcoming remarks. Sugiyama 
was speaking at his first diplomatic 
occasion since his appointment 
to the post. “And I do believe that 
core people are gathered here 
tonight helping lay that foundation 
as members of CULCON.” n

Building Bridges
CULCON addresses US–Japan Exchange 

By Thomas Beecher
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1 ACCJ President Christopher J. LaFleur poses with 
ACCJ Executive Director Laura Younger at the ACCJ 
Kansai Women in Business (WIB) Summit on June 29 
at The Ritz-Carlton, Osaka. (PHOTO BY LIFE 14)

2 Left to right: Akiko Nakajo, director, regional 
head of APAC Partner Plex, Google Japan 
Inc.; Dawn Dicandilo, senior director, medical 
excellence, AstraZeneca KK; Heike Prinz, operating 
officer, head of business unit cardiovascular and 
neurology, Bayer Yakuhin, Ltd.; Royanne Doi, 
corporate chief ethics officer, Prudential Financial, 
Inc.; and Mary Anne Jorgensen, ACCJ Kansai 
Women in Business Chair at the ACCJ Kansai 
Women in Business Summit on June 29 at The 
Ritz-Carlton, Osaka. (PHOTO BY LIFE 14)

3 Participants in the Kansai Women in Business 
Summit posted their learnings and pledges on 
the ”Comment and Commitment” wall. Many also 
enjoyed reviewing what was written during the 
reception after the summit on June 29 at The Ritz-
Carlton, Osaka. (PHOTO BY LIFE 14)

4 Hiroyuki Moriuchi, MD, PhD speaks at “Being a 
Leading Country in Vaccines: Challenges and 
Efforts for Increasing the Vaccination Ratio” at 
Tokyo American Club on July 11.

5 Jesper Koll receives a certificate of appreciation 
from Business Program Committee–Chubu chair 
Ray Proper (left) and Felix Busch (right) on June 23 
at Hilton Nagoya. (PHOTO BY ANDY BOONE)

6 Akiko Naka, founder and CEO, Wantedly, Inc., 
speaking at “The Art of Zero to One” on July 7 
at the ACCJ Boardroom.

7 ACCJ Chubu leaders at the Chubu Economic 
Federation’s International Networking Meeting 
on June 15 at the US Consulate Nagoya Principal 
Officer’s residence.

facebook.com/The.ACCJ

twitter.com/AmChamJapan

youtube.com/user/AmChamJapan

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

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.

• AUGUST 2 
Government Relations 
Committee Meeting 

• AUGUST 9 
(Kansai Speaker Event) The Impact 
of Brexit: What You Need to Know
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ACCJ EVENT

Beyond Abenomics
Jesper Koll speaks about Japan’s economic future 

By Myriam White

A
t a crucial time for the global economy, with the 
complicated removal of the United Kingdom from 
the European Union, an unsettling election in 

the United States, and economic uncertainty in China, 
Jesper Koll delivered a presentation about Abenomics 
on June 24 at Tokyo American Club.

Branding himself as “Japan’s last optimist since 
2011,” the WisdomTree Investments CEO focused on 
misconceptions about Japan’s economy.

Koll began with a surprising revelation: Japan’s GDP 
is exactly where it was 21 years ago. Although the Bank 
of Japan (BOJ) balance sheet has been pumped up to 
50% of GDP, the amount of money that is being created 
is not generating economic growth.

“The good news is that, in Japan, we are at the end 
of this tunnel, where this pushing of the string is 
actually going to start to create a new credit cycle,” he 
explained. “The collapse of the price of money is finally 
beginning to work.”

WHY SHOULD COMPANIES INVEST IN JAPAN?
In Koll’s view, Japan’s greatest asset is intellectual 
richness. Statistically, only Israel has invested more in 
research and development decade after decade.

For Japan, this investment has not always delivered 
a strong return. “There is no question that Japanese 
companies did not do a good job of commercializing, 
but that is because—over the last 20 years—there 
were fires burning at home. This has come to an end,” 

he declared. “This 
is a rich country 
and now this world 
of intellectual 
property, this world of 
creativity, this world of 
innovation is actually 
being exploited.”

Koll spoke next 
about how only 
41 percent of profits 
are generated in Japan. 
Exports account for 
28 percent of profits 
while 31 percent 
result from offshore 
operations. Giving 
the audience an 
opportunity to guess 
which country was top of the list, he revealed “It’s not 
China, but the US.” The biggest risk for Japan would 
be for America to have recession. A quarter of Japan’s 
earnings are directly dependent on the USA, which is 
also why the exchange rate—dollar to yen—and the 
Japanese stock market are basically linked at the hip.

Additionally, China has become a competitor. Japan 
does not want to become a colony of the People’s Republic 
of China, Koll said, but to be taken seriously by the 
Chinese, as well as the Americans, Japan needs to perform.

Speaking of this new chapter of 
Japanese history, Koll said “Japan will be 
the only advanced industrial economy 
where we will see the rise of a new 
middle class.”

He believes this because Japan is 
in the demographic sweet spot. An 
overall increase in the quality of jobs 

and the addition of 280,000 full-time positions in 2014 
and 2015—half of which were filled by women in their 
thirties and forties—is an indicator of the change.

Koll closed his presentation with a prediction: 
“The second half of 2016, for Japanese, is going to be 
very good.” n

Myriam White is a Belgian-born writer from Bristol in the United 

Kingdom who works for Custom Media, publisher of The Journal.

“The collapse of the price of money 
is finally beginning to work.”

ACCJ Foreign Direct Investment Committee 
Chair Kenneth Lebrun greets Jesper Koll
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KANSAI

Developing Global Talent
By Neal Jansen

F
irst-time job seekers and established 
professionals alike often feel the urge to 
explore opportunities beyond their own 

borders. For any given company, the cumulative 
global business know-how and international 
experience among its workforce can determine 
the likelihood of success when expanding into 
foreign markets. Many young Japanese are 
realizing the value they can create, not only 
for would-be employers, but also as part of 
their own personal fulfillment, in laying the 
groundwork for a globally oriented career.

But what is required in preparing for a global 
career? Which common traits are shared among 
effective cross-cultural businesspeople? What 
are the most appealing and rewarding aspects 
of these types of jobs? The External Affairs 
Committee (EAC) of the American Chamber 
of Commerce in Japan (ACCJ) Kansai chapter 
decided to put these questions to a panel of 
three bright young employees, representing 
both foreign-owned and domestic companies: 
Hinano Naruse of Procter & Gamble Japan; 
Koji Shimada of Kobe Steel (Kobelco); and 
Atsuko Utamaru of Expedia Holdings.

University students, professors, researchers, 
and curious professionals gathered at Kwansei 
Gakuin’s Umeda Campus on July 7 to delve 
into our panelists’ backgrounds and the 
motivation of each to seek global engagement. 
Several topics were thoroughly examined, and 
pertinent advice was dispensed in turn.

Naruse spent her early childhood in the US, where her father 
was assigned for work. Later, while attending the University of 
Tokyo School of Economics, she had a chance to participate 
in a seminar on brand marketing. Realizing her interest in 
the psychology of consumer appeal, she began searching 
for a related position. Eventually Naruse settled on marketing 
with P&G, realizing the potential for collaboration with diverse 
divisions in a truly global firm.

In Shimada’s experience with Kobelco, an immediate need for 
specific personnel in a given region had to arise before anyone 
could hope to be dispatched abroad. Otherwise, it was up to 
the employee to engage with divisions involved in such areas 
as overseas business, developing relationships with the relevant  
team leaders, and demonstrating skills in handling business 
correspondence in foreign languages. By and by, higher-ups 
would take notice of these inclinations and help guide the 
member to an international assignment. Since flexibility 

Neal Jansen is director of the State of Arkansas Japan and 

Southeast Asia Office.

Fostering the next generation 
of ACCJ members is among 
the EAC’s primary aims.

differs from company to company, Shimada’s 
experience serves as good advice for ambitious 
employees in more traditional structures.

From an early age, Utamaru cherished 
the notions of global peace and economic 
empowerment. Her worldview and sense of 
adventure led her to a fitting position with 
the techy travel firm Expedia. Utamaru had 
high praise for Expedia’s willingness to allow 
employees to work abroad for brief periods 
of time, allowing them to get a feel for the 
variations in foreign market operations. She 
had actually just arrived in Osaka from Italy 
a few hours before addressing the ACCJ, 
following a self-initiated working visit to 
Expedia’s Milan office.

One common thread among the panelists 
was an early interest in international affairs, 
economics, and full-immersion educational 
experiences. Indeed, all three had lived or 
studied abroad at some point prior to joining 
the labor force. Students in the audience 
seemed to identify with the sentiments 
expressed—many of them currently studying 

abroad in Japan or on track to head overseas soon. Naruse, 
Shimada, and Utamaru demonstrated clearly how a long-
term focus on personal development may eventually open 
doors to international opportunity.

Encouraging the development of a flexible, globally 
minded workforce in Kansai and, at the same time, fostering 
the next generation of ACCJ members is among the EAC’s 
primary aims. This goal is part of an overarching platform 
for bolstering the region’s appeal for business expansion 
and tourism. By highlighting “What’s Truly Necessary 
to Be Active Globally,” our panelists provided attendees 
with a clearer idea of what it takes to make it in the big, 
wide world. n

HINANO NARUSE

KOJI SHIMADA

ATSUKO UTAMARU



KANSAI EVENT

Scientif ic Vision
Delightful evening with Nobel Prize winner Shinya Yamanaka 

By Yuko Sangu

A
s the recipient of the 2012 Nobel 
Prize in Physiology or Medicine, 
Dr. Shinya Yamanaka is well 

known in Japan. But people may not 
know that he is also a marathon runner 
and a great presenter who possesses an 
affable personality. Last but not least, 
he is a 100% Kansai-jin: having grown 
up in Osaka and worked in Nara, he is 
now working in Kyoto. So the audience 
of 160 ACCJ members and guests was 
already filled with excitement before the 
Nobel laureate took the stage.

Yamanaka, who is currently director 
of the Center for iPS Cell Research and 
Application (CiRA) at Kyoto University, 
started his presentation by showing a 
black-and-white portrait of a Japanese 
gentleman wearing a jacket and tie. 
Asking the audience who they thought 
this man was, he seemed to catch most 
people off guard. They were more 
than likely expecting something more 
scientific and a little difficult.

He told us that the 
gentleman was his father, 
who had owned a factory 
in Higashi Osaka City and 
who had passed away more 
than 10 years earlier. He had 

been very pleased that his son became 
a medical doctor—a fact that gives Dr. 
Yamanaka a great deal of pride.

“It was not an easy path for me,” 
he said, and then related a surprising 
anecdote about how awkward he had 
been as a surgical intern. He would 
become so nervous when operating 
that it took two hours to complete an 
operation that skilled doctors were able 
to finish in under 30 minutes. They had 
nicknamed him Jamanaka, combining 
his name with jama, in Japanese 
meaning obstacle. This had made him 
feel powerless.

However, this was only part of the 
reason he became a researcher after his 
two-year internship. As an intern he 
had met a lot of patients suffering from 
permanent spinal cord injuries and 
incurable diseases, such as rheumatism 
and bone cancer. Seeing their pain and 
despair, Dr. Yamanaka realized that there 
was a limit to what even the most skillful 
surgeon could do.

He decided to become a researcher in 
molecular biology and started working 
at the Gladstone Institutes in San 
Francisco. He then showed a photo of 
his mentor alongside that individual’s 
German car, and Yamanaka playfully 
asked a second question: “What does 
VW mean?” The answer he gave was 
again not what the audience expected. 

He said VW means “Vision” and “Work 
hard.” This is what his mentor had 
taught him.

The third question he posed was 
“What kind of disease is PAD?” The 
answer was Post-America Depression, 
which is what he went through when 
he returned to Japan after three years of 
study in San Francisco. He had to face 
the difficulties of continuing his research 
in the relatively poor environment 
that surrounded Japanese medical 
researchers 25 years ago.

The difficulties facing his research 
had been quite serious. However, being 
a gifted storyteller, he maintained an 
upbeat tone throughout his presentation. 
As a result, the audience was 
fascinated by the complicated scientific 
explanations of induced pluripotent 
stem cells (iPSCs).

It was a great experience to share these 
moments with our fellow ACCJ Kansai 
members and guests at the Ritz Carlton 
Osaka on May 31, and I would like to 
extend our gratitude to the Business 
Program Committee for organizing this 
wonderful opportunity. n

Yuko Sangu is vice principal and 

business director of Kobe Business 

School K.K. and a member of the ACCJ 

Kansai Women in Business Committee.

The difficulties facing his research 
had been quite serious.

Dr. Shinya Yamanaka (right) with Vice President–Kansai 
Stephen Zurcher
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Data Science FAQ

ACCJ LEADER

By Dr. Imai Jen-La Plante, 
vice-chair of the ACCJ Information, 
Communications, and Technology

Committee and data scientist 
at Locarise K.K.

The concept of Big Data has become a 
buzzword around the world, but is not 
always well defined.

A
s a leader of the Information, 
Communications, and Technology 
(ICT) Committee, I participate 

in many Chamber events and enjoy 
meeting members and guests from 
a variety of industries. On these 
occasions, I am often asked certain 
questions about data science, so I am 
pleased to have the opportunity in this 
issue to answer some of them.

I am often asked: What does a 
data scientist do? While the mix of 
tasks varies on any given day among 
companies and industries, the key 
elements are:

� Using and developing machine- 
learning algorithms to understand 
data faster and in more detail

� Applying statistical methods to 
frame business questions in ways 
the available data can answer

� Data exploration to find new 
opportunities and insights

� Designing data architecture to 
collect the right information and 
access it when needed

� Communicating results through 
data visualization

Since this is a broad range of 
duties across intersecting fields that 
require technical knowledge, the next 
question I am frequently asked is: 
Where can I find a data scientist? 
This can be challenging, especially 
because the field has only recently 
appeared as a formal discipline, and 
most data scientists have backgrounds 
in other fields and different job titles.

Luckily, as the value of data science 
is leveraged across industries, many 
tools are emerging that make the 
job easier. The widespread use of 
application program interfaces (APIs) 
and flexible programming languages 

drip.” Data collected over time can 
show useful trends.

Looking at trends in the field, 
Which industries will benefit from 
data science? In Japan and globally, 
some applications are well known, 
such as fraud detection, pricing, and 
product recommendations, while 
others are still in the early stages 
of development. Rapidly emerging 
applications like language processing 
and image recognition have broad 

utility. Working now in 
real estate and retail, I see 
a big potential for any 
industry that involves risk 
or decision making.

Data science provides 
both methods to assess 
risk and the opportunity 

to reduce it, by measuring 
similarity and finding things that 
are different enough to build non-
obvious recommendations and 
robust portfolios.

Decision making is supported 
by classification algorithms. By 
systematically describing and 
learning from past results, every 
success or failure becomes a data 
point to improve future decisions. 
After training a model to recognize 
the patterns, the same process can be 
used to quickly make one decision or 
many, where humans would need to 
think through each individually.

In short, like ICT in general, all 
industries can benefit. I hope we 
will see breakthrough innovations 
in Japan. n

supports collaboration between data 
scientists and software developers. 
They simplify combining different 
types of data and technologies. New 
tools include software to enhance data 
visualization, packaged solutions with 
large catalogs of machine learning 
algorithms and recommended 
settings, and frameworks or services 
for managing large volumes of data.

The concept of Big Data has become 
a buzzword around the world, but is 
not always well defined. In fact, many 
people wonder: Is Big Data still 
important? Big Data is not the only 
resource in data science. Tiny data can 
be just as powerful when the right data 
are identified and effectively combined.

More important than volume 
is collecting data before they are 
needed. As my piano 
teacher would say about 
practice: “It is not the 
sudden gush of water in 
the morning that stains 
the porcelain; rather it 
is the steady drip, drip, 

Try to distinguish Big Data terminology from 

Pokémon at https://pixelastic.github.io/

pokemonorbigdata
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