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Our August issue of The Journal
focuses on ways to make the world
better and brighter. From more
sustainable food production to higher
education for everyone, there are many
ideas moving us forward.
SMART FARMING
As climate change affects food
production and the world’s population
continues to grow, it is essential that
we find new paths to food security.
The field of agritech promises more
abundant, higher-quality vegetables that
can be grown in less space and with less
energy. On page 8, we talk to those at
the forefront of smart farming in the
United States, Singapore, and Japan
about the possibilities of what is being
called the Third Green Revolution.

SMART PEOPLE
Proper training, broad knowledge,
and refined skills have never been
more important to those entering
the workforce. Economics, however,
prevents some promising talent from
moving on to higher education. Some
lawmakers in the Diet want to change
that. On page 14, we explore the
proposal that university should be free
for all Japanese citizens, and talk to
human resources directors about what
increased access to higher education
might mean to companies.
RARE HONORS
The Tokyo 2020 Olympic and
Paralympic Games will require 4,998
medals—1,666 each for gold, silver, and
bronze. That’s a lot of precious metal,
but the city has a plan to find all the
required material in something you’re
already holding in your hand: personal
electronics. On page 22, we talk to
representatives of the Tokyo 2020
organizing committee, the Ministry of
Environment, and scientists to find out
why urban mines are the key to ecofriendly Olympic glory.

EDITOR'S DESK

BRIGHT
FUTURE
RARE TALENT
Returning to education, those who
are graduating from university today
are finding that it’s a buyer’s market.
The declining population means
fewer qualified candidates and plenty
of positions waiting to be filled.
To survive, companies must battle for
the best talent. And to win that fight,
branding matters. On page 18, we
talk to recruiting and human resources
experts about the things that job
candidates are looking for, and how to
make your company stand out from the
crowd in a world where the traditional
workplace just doesn’t cut it anymore.

There’s much more in this issue,
including trends in diversity, building
global teams, and advice for making
the most of internships. Turn to page 37
for the latest news, events, and photos
from the American Chamber of
Commerce in Japan’s Tokyo, Kansai,
and Chubu chapters. n
A flagship publication of the American
Chamber of Commerce in Japan (ACCJ),
The Journal (formerly the ACCJ Journal) is a
business magazine with a 54-year history.

the first and only bilingual video
channel on Business in Japan
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FARM
SMART
Can agritech save
the future of food?
By Maxine Cheyney

PHOTO: KAMEOKA PLANT, SPREAD CO., LTD.

The Fourth Industrial Revolution—a fusion of
cloud-connected technologies, Big Data, and
biotech—is changing the way we do business,
travel, communicate, and even how we eat and
produce food. The agriculture industry has already
seen two revolutions of its own, with scientists and
manufacturers dabbling in mechanization, plant
breeding, and genetics. Now, this technological
shift has sparked the rise of smart farms and what
is being called the Third Green Revolution.

8

THE JOURNAL

n

AUGUST 2017

Although agritech—a broad collection of innovations and
technologies that can be applied to farming—is not new, it is
finding new life in Japan and abroad. As the world’s resources
are stretched thin by population growth, and as environmental
factors begin to impact our food supply, agritech is finding
sure footing as a possible solution.
This is particularly true in Japan. Following the devastating
Great East Japan Earthquake and Tsunami of March 11,
2011, the demand for untainted food swelled. The declining
population of farmers has caused further production
problems, making technologies that can improve yield, profit,
and provide clean produce more important than ever.
More companies are looking for ways to invest, whether
through venture capital funds, public equities, or direct
investment. In Japan, technology companies such as Toshiba
Corporation and Panasonic Corporation are finding ways to
support smart farming.

TECH TIME
According to Digital America: a tale of haves and havemores, a 2015 report by consultants McKinsey & Company,
agriculture and hunting remain the least-digitized industries
in the United States.
But farmers have long been seeking the most efficient tools
for their trade. Sensors that measure air and soil, livestock
biometrics, and automated systems that use the Internet of
Things (IoT) to control irrigation are just some of the tools
already available. Precision equipment, geo-positioning
systems, Big Data, unmanned aerial vehicles, drones, and
even robotics are also leaving their mark on farming.
“The whole agritech sector is really interesting—it’s kind
of like the healthcare sector, because it’s fundamentally
important,” said Trista Bridges, founder and president of
Vizane KK. “It’s very complex, very regulated, and there’s lots
of different actors and stakeholders.”
The Journal also spoke with representatives from Japan’s
Institute of Agricultural Machinery (IAM), part of the
National Agriculture and Food Research Organization
(NARO), about this growing sector.
“In smart agriculture,” they explained, “it is important for
it to be cost-effective and have set rules and regulations, such
as liability upon accidents.”
Bridges recently helped organize the AgriTech Summit
(AG/SUM), which took place in Tokyo from May 23 to 25
and focused on how disruptive technology is helping to
shape agriculture. She explained that many start-ups at the
event provided a variety of solutions to meet a range of
agriculture needs. Not one, however, delivered an end-toend solution.
One of the main issues is understanding farmers’ needs,
which differ from farm to farm. “The [return on investment]
on a lot of these technologies is not proven at all,” she added.
“It’s extremely complex to make a smart farm that is fullfunctioning, and indoor farming is probably a little easier
because it’s self-contained.”
She also pointed out that the price of LED light bulbs is
beginning to drop, an important change that will help many
indoor farms.
Japan-based plant factory operations and vegetable
production company Spread Co., Ltd. has created its own
LED lighting for the soon-to-open Techno Farm Keihanna.
Chief Executive Officer Shinji Inada said, “The lights are
tailored to vegetables cultivated in indoor vertical farms.” He
added that, compared with existing LED lighting, the system
reduces energy consumption by 30 percent.
The number of self-contained farms is certainly increasing,
helping the sector grow. They also provide a place for
innovative technologies to be tested.
“I think it has a lot of potential, especially in a country
where you have limited space and fewer people working
on farmland,” Bridges said. But, she added, it is not yet
clear in what situations equipping a farm with robotics and
advanced technologies is the best option.

SCIENCE

But how are these technologies progressing? What
potential do self-contained farms have to become the new
way to grow fruit and vegetables? What is the science behind
the agritech movement?

Inada added, “Although indoor farming comes with its
fair share of challenges, its ability to control the environment
not only allows for more stable production year round, but
also for the cultivation of high-quality produce without the
use of pesticides.”
Another aspect to consider is the cost of bringing in produce.
“In Japan, you have substantial issues with importation of food,”
Bridges explained. This means pressure is mounting for Japan
to become more self-sustaining, especially as migration to the
city increases. This is a concern shared by the United States.
Gotham Greens, an urban greenhouse opened its doors in
Brooklyn in 2009. During the winter months, much of New
York City’s produce was coming from places such as Mexico,
California, and Israel, and CEO Viraj Puri saw a business
opportunity. “We realized that by the time the produce made
its way here, it was at least a week old and had changed
hands multiple times. We also began to notice that consumer
preferences were shifting toward more local and sustainably
produced food.”
SECTOR SOLUTIONS
The importance of agritech falls into two crucial areas
undergoing change: climate and population. Rapid growth
of urban areas, resulting in declining land availability for
agriculture, is fueling the need to find farming alternatives.
According to the Food and Agriculture Organization of the
United Nations report, Strategic Work of FAO for Sustainable
Food and Agriculture, by 2050 there will be more than nine
billion people on earth. That means we will need to produce
60 percent more food—an increase from 8.4 billion metric
tons a year to almost 13.5 billion metric tons. This will require
increased use of fertilizer, water, pesticides, and drugs, and the
introduction of new crop varieties and animal breeds. Much of
this production will come from already-cultivated land.
Unpredictable climate change also impacts the productivity
of farms. The report states that sustainability relies on
enhanced systems and “we must learn to produce more food
with less resources and do so under much harsher conditions.”
Smart farm alternatives could provide some respite.
PHOTO: SKY GREENS
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One such smart farm is in Singapore. Sky Greens, a lowIn addition, the greenhouse uses many of the technologies
carbon, hydraulic-driven vertical farm, has found a way to
mentioned previously, including sensors, controls, and data
create a sustainable business using minimal land, water, and
science to create optimal conditions for the plants to grow.
energy. CEO Jack Ng explained how he saw an opportunity
“Hydroponic farming, when practiced effectively, can be
while working in the construction industry at a time when
very efficient,” Puri said.
Indonesia had stopped exporting sand to Singapore. This
NARO-IAM has also developed a movable bench system
heavily impacted the industry.
for high-density cultivation of strawberries. This means
He knew that if something such as that happened in
workers do not have to move between cultivation benches,
the agricultural sector, the impact would be much greater.
saving time and labor. The organization has also developed a
“I realized that our country is very vulnerable due to our size
robotic strawberry harvester.
and open economy,” he said.
Other projects to further develop agritech are now on
Sky Urban Solutions—Sky Greens’s holding company—has
NARO-IAM’s drawing board, including joining the Crosspatented its water-pulley system, which harnesses hydraulic
ministerial Strategic Innovation Promotion Program (SIP)
power for irrigation. “This reduces the energy required to
created by the Cabinet Office of the government of Japan.
rotate the trays of crops upwards to get natural sunlight and
NARO-IAM works as the representative research body,
down to the water tray for irrigation,”
looking at revolutionary technologies to
he explained.
boost rice production.
The younger generations
Ng claims the system uses just
Of course, this all requires rules
will not be attracted to
five percent of the water used in
and regulations to ensure food safety.
conventional farming, and reduces
“In March 2017, the Ministry of
agribusiness unless it
energy consumption—each tower
Agriculture, Forestry and Fisheries
pays more.
requires just 40W per hour to grow up
of Japan announced safety measure
to 2,500 plants.
guidelines for autopilot agricultural
Reduced labor is another key benefit. “The opportunity for
machinery, and this will be revised as autopilot in agriculture
our technology lies in the fact that it requires relatively few
advances,” NARO-IAM experts explained.
people to operate,” said Inada. “And it provides a comfortable
Efforts in Japan to encourage smart farming businesses are
and safe environment for its farm workers.”
strong. According to the Nikkei Asian Review on May 22, the
The environmental benefits are also broad, with no agricultural
government of Japan is moving to cut taxes for operators of
runoff thanks to a scalable and flexible closed-loop irrigation
high-tech indoor farms to encourage growth in this sector.
system. Sky Greens has technology that can meet the unique
Land that is paved over for indoor farms will be subject
needs of the local environment. Towers can also be built on
to the same taxes as agricultural land rather than higher
non-arable land.
property taxes.
Gotham Greens, too, has found sustainable and environmentally
Japanese technology companies are also taking an interest
friendly solutions that serve its inner-city communities all year
in the smart farming sector in Singapore. Panasonic Factory
round. “Our pesticide-free produce is grown using ecologically
Solutions Asia Pacific, a subsidiary of Panasonic Corporation,
sustainable methods in 100 percent clean, electricity-powered
opened an indoor vegetable farm in Singapore, and uses
greenhouses. We use advanced, recirculating hydroponic
its LED lighting to grow Japanese vegetables that cannot
techniques to maintain precision plant nutrition.”
withstand Singapore’s tropical climate.

Sky Greens uses a system of rotating tiers of growing
troughs mounted in an aluminum frame.
PHOTOS: SKY GREENS
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FUTURE FARMS
Opening a smart farm is not all smooth sailing.
Inada’s experience opening Spread’s Kameoka
Plant in 2007 highlighted this. “It took us about
six years to reach the point of stable cultivation
in such a large environment.” He explained that
there were also difficulties with conveying the
concept to stores and the general public.
Ng said some farmers have misconceptions
about the aim of his farm. “I am often
misunderstood; [farmers think] that my
innovation is built in order to replace them,”
he said. “Farmers are also generally skeptical
of modern methods of cultivation, and are
Gotham Greens, New York
therefore slow to embrace technology and
engineering solutions.”
Even now, Ng admits that he is still learning in the rapidly
Gotham Greens’ Puri, too, had to overcome obstacles when
growing agritech sector. “Any viable modern farming system
opening his greenhouse. “We initially faced some setbacks,”
is a synthesis of two main branches of science: engineering
he said. “Challenges we faced included finding the right
and horticulture.” Coming from the construction industry,
real estate and landlord, as well as logistics, regulatory
for Ng this meant learning from scratch about plant science,
challenges—zoning and permitting—and high upfront costs.”
crop behavior, pest control, and environmental factors.
One of Ng’s main concerns with the agricultural sector
is that “many traditional farmers are giving up their trade,
getting on in years, and are not likely to be succeeded by
their children. The younger generations will not be attracted
to agribusiness unless it pays more, requires much less work,
and offers better prospects.”
Indoor farming . . .
However, the opportunity is there to further advance
allows for more stable
the smart farming sector, and having the right approach
is crucial. Puri emphasized the need for perseverance and
production year round.
capital for any business looking to enter the market.
“For any vertical farm or businesses involving intensive
cultivation, mixed or integrated farming, it is important to
work backwards by identifying market demand to determine
crop selection.”
Puri’s concerns for the industry goes further than just the
pressures of the environment. “One of the problems with our
current food system is over-industrialization, which has led
to a huge disconnect between consumers and producers.”
“Long distance transport associated with trucking
food across the country—and the food waste that results
from it—are also significant issues.” he added. The idea
that Gotham Greens can harvest daily and deliver food
straight to supermarkets and restaurants within hours
makes the self-contained greenhouse a viable option in any
big city environment.
Japan’s smart farming sector is certainly growing,
and Inada is looking to expand Spread’s operations.
“Domestically, we will aim for a 10 percent share of the
Japanese lettuce market by utilizing a franchise/ownership
model to establish 20 facilities and a daily production
capacity of 500,000 heads of lettuce.”
As technological innovation transforms agriculture, the
smart farming sector is bound to go through the trials that
other industries have experienced during such transitions.
But we are sure to see more and more smart farms on
the global scene, and the Third Green Revolution could
ensure that each of the world’s soon-to-be-nine-billion
people are fed. n
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BRAIN
POWER
Would free university make Japan better?
By Brandi Goode

PHOTO: MANGANGANATH / 123RF

In 2016, the number of babies born in Japan fell
below 1 million for the first time since 1899. The
country’s fertility rate—the average number of
children a woman will have in her lifetime—was
1.44, while Japan is said to need a rate of at least
2.07 to maintain its current population level.
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“We have a national crisis,” said Shinjiro Koizumi, a
lawmaker from the ruling Liberal Democratic Party,
speaking at an advisory meeting in June. “We have a system
that supports the lives of elderly people as a society, but
what we have yet to build is one that supports children and
child-rearing.”
Desperate to address the issue, the government is weighing
options on how best to support and promote the nation’s
youth (page 29). On May 25, discussions were held by the
Commission on the Constitution—a panel organized in the

NO FREE LUNCH
In the wake of World War II, Japan implemented a
compulsory education system, with the Basic Act on
Education guaranteeing access to nine years of schooling
for all citizens regardless of their circumstances. Preschool
education is paid out of pocket by most parents, and many
opt to pay for private high schools, so the financial burden
of education can start long before college.
Of Japan’s 776 universities, about 80 percent are private,
such as Tokyo’s Waseda University. Tuition fees at these
institutions average ¥500,000 to ¥1 million annually,
including a one-time admission fee. National or public
universities, such as the prestigious University of Tokyo
(Todai), typically charge ¥500,000 or less each year.
Compared with the United States, this is relatively affordable;
the average cost of tuition and fees at US private universities
for the 2016–17 school year was $33,480 (¥3.75 million).
Scholarships and loans are sometimes available through
Japanese universities, but a major part of the cost is borne
by students and their parents. According to a 2012 Cabinet
survey, only 40 percent of students benefit from public loans,
scholarships, or grants. This contrasts with other countries,
such as the United Kingdom where on average 71 percent of
students receive support.
Japan’s Ministry of Health, Labour and Welfare estimates
that granting free higher education for all would require
about ¥5 trillion. Schemes have been proposed to fund
the initiative through the issuance of more low-interest
government bonds, implementation of a social insurance
scheme for all pension-paying employees, or passage of a
consumption tax increase. While there are certainly pros and
cons to each alternative, all three would probably result in
higher national debt. Opponents of the proposal argue that

EDUCATION

House of Representatives, the lower house of the Diet—
regarding the potential for free access to education from
preschool through university. On June 9, the government
released a statement saying a decision should be made by
year-end on how to secure funding for free preschool, but
the debate continues on whether universities should also
be tuition-free.

the same future generations the policy aims to support would
end up shouldering its cost over the course of their lifetimes.
With Japan’s balance of government debt already twice
the country’s GDP, is free access to higher education worth
the price?
CONTENT OVER COST
Asked whether tuition-free university would make Japan’s
talent pool more globally competitive, Kirsten M. Snipp,
associate professor at Takasaki University of Commerce, said
free access to higher education would not create anything
meaningful, except perhaps more national debt.
Snipp, whose focus is on English education at the tertiary
level, also indicated that, during her 25-plus years teaching in
Japan, she has rarely encountered a situation where finances
were the primary cause of “failed education.”
Bern Mulvey, former dean of Miyazaki International College,
agrees. “National and prefectural universities are already
quite cheap in Japan. It would be hard to imagine a family
here that could not afford the tuition at such institutions,”
he said. Mulvey notes that entrance to such institutions,
however, is very competitive, with only about 50 percent
of applicants being accepted. Those rejected from public
universities can opt for costlier private schools or consider
vocational schools known as senmon gakko.
DUAL EDUCATION SYSTEM
It is yet unclear whether the government plans to include
senmon gakko in its free-education plan. Germany, which
has a GDP similar to that of Japan, is the largest country
in the world to have made higher education completely
free, as of 2015. Crucial to its ability to cover tuition fees
is the establishment of a dual education system, which
positions vocational schools as a strong alternative to
university education.
Vocational students in Germany undergo simultaneous
classroom instruction and practical work experience through
apprenticeships at companies. The German government
strictly regulates the schools and companies involved to
ensure students receive both the theoretical and hands-on
skills needed to succeed in their chosen vocation. In this way,

PHOTO: SMITHORE / 123RF
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in the real world. I agree with the education experts talking
about the value of introducing quality vocational schools.
However, that is not enough. All employers in Japan must
change their hiring practices, changing the hiring focus from
generalist to specialist,” he said.
In Japan, the practice of sogo shoku, a type of general
career track rotation, persists among large corporate
employers. Thus, even those entering the workforce with
specialist skills are often forced to work in roles they are
unprepared for or have no desire to fill.
The German dual education model, in this case, could
serve a greater purpose in Japan. German companies save
time and resources in on-the-job training for vocational
graduates, who start work with the skills needed to hit the
ground running.
EASING TRANSITIONS
In addition to aspiring vocational school students, other
groups may benefit from access to higher education.
“Line workers and junior managers in need of updating
their skills or acquiring new skills due to the changing
environment of their jobs would benefit. Those people who
are transitioning in their lives—such as senior citizens,
housewives wishing to return to work, or specialists in aging
industries reaching the end of their life cycle—would have
the most to gain,” Takai said.
While nearly 60 percent of Japan’s younger generation
have received tertiary education, less than 35 percent of the
country’s older generation have. For older workers with a
desire to update their skills but who lack the resources to
do so, free access to higher education could boost their
job prospects.
At first glance, it sounds like a winning idea, but its
implementation—as well as source of funding—would
require careful consideration. n
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the country’s private sector is held responsible for sharing in
the education of its people.
Chris Grant, director of human resources, Office Support
& Healthcare Lifescience Recruitment Teams at Michael Page
International (Japan) K.K., said, “A quality vocational
education is critical and will play an increasingly important
role in Japan.” Speaking to The Journal, he explained how
technology and business-level English are skills that are in
extremely high demand, yet candidates with the requisite
knowledge are in short supply. Both subjects are common
areas of study at senmon gakko, where graduates obtain
specialist degrees or skill certifications. It is not uncommon
for university students to supplement their studies with
courses at such schools to gain workplace advantage.
Grant also said that university education is still the
preferred path in Japan, due to its perceived prestige. “This
would need to change if there was to be a greater interest in
vocational places.”
Ken Takai, managing partner at icareer partners LLC,
believes universities, the public sector, and the private sector
should all be held responsible for the talent mismatch in Japan
between candidates and employers, which persists despite the
country’s well-educated population.
According to Education at a Glance: OECD Indicators, a
book published annually by the Organisation for Economic
Co-operation and Development, some 47 percent of
Japanese had received tertiary education as of 2012. Japan
consistently ranks among the world’s top 10 countries for
level of schooling received by its people. Nevertheless, Takai
explained, even the country’s highest-ranked institutions
churn out generalists rather than specialists, which does little
to address the needs of today’s employers.
“It is an irony that the better universities prepare their
students as generalists, the worse off their students are in terms
of possessing specialist skills, which are strongly demanded

Just making higher
education free of
charge isn’t likely to
make the Japanese
workforce more
globally competitive.

¥500,000
to ¥1M

or less

National and public
universities in Japan

Private universities
in Japan

Private universities
in the United States

THE JOURNAL

n

AUGUST 2017

17

For anyone entering the Japanese labor market or making

by 2020—it is no wonder that the need in this
industry is so great.
a mid-career switch, the news is overwhelmingly positive:
The reason for the talent shortage in Japan,
jobs are there and companies are bending over backwards
a recruitment specialist told The Journal, is a
combination of culture and demographics.
to get the most capable people on board before the
The latter point is clear. A record-low birthrate,
competition snaps them up.
declining population, and the tendency of mothers
not to return to the workforce after giving birth
The flip side of this employment equation, inevitably, is
puts Japan in a difficult position. But the former—the cultural
that companies are under ever greater pressure to woo the
aspect—comes down to mindset. Japanese employers tend to
brightest and the best.
be conservative compared with those in the United States or
It is here that employer branding—as opposed to consumer
Europe. It has traditionally been less common for workers to
branding, which a company uses to attract new and keep
change jobs, and this stability—although positive for business in
existing business—comes into play. A positive and attractive
the past—has limited the flexibility needed to compete today.
image can make your company irresistible to new hires;
That brings us to where we are now. Decades-low
the opposite will have them heading to your fiercest rival.
unemployment means there are fewer candidates to choose
Japanese companies and multinationals operating in Japan
from, yet the number of vacancies continues to grow: 148 for
find themselves shorthanded when it comes to bilingual
every applicant is the figure quoted by experts. The situation is
mid-career professionals. To achieve their corporate goals,
only going to get worse, they suggest, as Japanese companies
these companies need staff with sufficient specialized
look to take advantage of the new economic and employment
experience. But our globalized environment has added an
opportunities promised by the Rugby World Cup 2019 and the
additional factor that makes staffing even more difficult:
Tokyo 2020 Olympic and Paralympic Games.
strong language skills.
At a critical time for Japan, CEOs and country managers are
The shortage can be seen in almost every industry,
finding that a lack of qualified staff is holding back their ability
but it is particularly noticeable in technology-related
to grow. In fact, many cite this recruitment problem as being
organizations. With the rapid integration of tech into
the biggest obstacle they face. And since candidates know they
almost every aspect of our society—and with the Fourth
have the upper hand in any negotiation, companies must work
Industrial Revolution being a key part of Japanese Prime
harder to stand out from the competition and bring in the best
Minister Shinzo Abe’s plan to achieve a GDP of ¥600 trillion
of a limited human resource.

STAND OUT
Why your company might be left behind in the battle for talent
By Julian Ryall
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Multinationals face a chronic
shortage of quality bilingual
mid-career professionals

BUYER’S MARKET
Employers also say they are seeing that selectiveness among
candidates when they hire.
“They are more choosy, as they know they have many
more options and can weigh the benefits of each offer
accordingly,” said James Miller, hotel manager of
ANA InterContinental Tokyo.
“Potential recruits are asking more about immediate
permanent status as opposed to being contractual for
a probationary period,” he pointed out. “They are also
inquiring about hours worked, as overtime has become
a tremendous issue in Japan recently.”
It is a similar story in other sectors of the economy.
“We are typically hiring at mid-level, where potential
recruits are asking more questions about the company’s
image, its brands, and corporate culture,” said Lydia Dorman,
senior vice president for human resources for
Coca-Cola (Japan) Co., Ltd.
“In many cases, these recruits have worked for more than
one company, thus they are focused on career advancement,
especially the opportunity to work in another international
market,” she said. “Many Japanese desire—and thrive—
in a hybrid environment that combines a Japanese and
international style of working.”

Applicants to All Nippon Airways Co., Ltd. (ANA),
“prioritize internal company rewards, such as challenging
opportunities, self-development, and making a contribution
to mankind and society over factors such as remuneration
and welfare programs,” said Naheel Dajany, manager of
corporate communications for ANA.
So, if those are what potential employees are looking for
in their careers, how do corporations promote and sustain
their brands?
“In addition to our ‘Inspiration of Japan’ brand, we share
with the candidates our mission statement, management
vision, and our values, as we believe it is important to make
them aware of why ANA exists, what ANA is aiming to
achieve, and ANA’s core values,” Dajany said.
“We consider our millennial customers to be our potential
future employees. Therefore, it is very important that they
experience the exemplary customer service of ANA and
become a fan when they are young. No one would want
to work for a company that does not deliver the service
expected of it.”
Coca-Cola, equally, is keen to get across the opportunities
that exist with the firm, both professionally and personally.
“Like our trademark Coca-Cola brand slogan, ‘Taste the
Feeling,’ we promote to recruits the opportunity to ‘taste’ the
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great working life they can have at one of the world’s most
recognizable companies,” said Dorman.
“We acknowledge that we do work hard but, in return,
recruits have an opportunity to grow an international career,
experience the best of a blended international and Japanese
working style, and accelerate personal development, with an
emphasis on emerging and female leaders.
“We also work hard to improve the personal well-being of
our associates, to build collaborative and productive working
relationships, and to empower everyone to participate in
our growth agenda—all within a great physical office space.
We also ensure that our employees are technically equipped
to work remotely or to take advantage of flexible work hours.
“Or, more simply put: We are looking for extraordinary
people who want to delight our consumers, customers, and
stakeholders with exceptional brands that propel Japan
to continuously be an engine for growth of the Coca–
Cola Company.”
InterContinental Hotels Group PLC—the largest
international hotel company in Japan with 40 properties
across the country, including the Holiday Inn and Crowne
Plaza brands—does not offer “jobs,” said Miller. “We offer
careers with a lifestyle congruent with that of our corporate
belief that our colleagues are our single greatest asset.”
Initially, the company communicates its brand to potential
employees through social media and the corporate human
resources page.
“We have targeted print collateral [to communicate our
brand] as we find this very effective in the Japanese market,
where it might not be as effective elsewhere,” he added. “We
also find that the most powerful way to get our brand across
is through word of mouth from our existing colleagues, and
we have a program in place that offers an incentive to those
colleagues who recommend someone that we later hire.”
Equal opportunities, growth opportunities, a luxury
product, ongoing training, and key development schemes—
such as our ICON and Future Leaders programs, which
put candidates on the fast track to becoming a general
manager—are all particularly attractive incentives to anyone
looking at the hotel industry as a career move, he added.
Miller admits that a failure to take on the best people
because a company’s brand has not been adequately
communicated could have a serious impact.
“If we cannot attract top talent, then our brand equity
will suffer.”

WORD TRAVELS
While most companies have grasped the need to get that
message across, there may be some that are still not
optimizing their position in the market.
Research carried out by recruitment consultants Robert
Walters Japan KK, for example, shows that 88 percent
of job seekers solicit advice from friends and colleagues
about their experiences during the recruitment process—
whether the experience is good or bad—said David Swan,
director of the company’s operations in Japan.
“As a result, a job seeker’s overall experience when
applying for jobs can have a significant impact on
the perception of an employer in the marketplace
and, beyond that, have a major effect on its brand,”
he emphasized.
“With good candidates usually receiving two or more
job offers, delays throughout the recruitment process
can cause candidates to assume an organization is
disinterested in them, or is not fully committed to hiring
for the role. Making decisions quickly and decisively
throughout the process is crucial.”
In addition, employers should ensure that all staff
members involved in the interview process are trained on
specific techniques, so that they deliver a consistent and
positive message about the organization, Swan said.
Lanis Yarzab, vice president for Asia–Pacific operations
for recruitment consultants Pontoon Solutions, points out
that the talent shortage is worsening in Asia, exacerbated
by technology shifts, automation, and demographics.
“Across Asia, the most common inquiries are about
career progression, training opportunities, strategic
direction of the company—to assess stability—flexible
work styles, and social projects that the company
sponsors,” she said.
“The best ways to build on the existing brand are to
showcase how different target groups have added value in
their role and built a career in the organization,” he said.
“Messaging channels might include a dedicated Facebook
page or Twitter feed, or a YouTube channel regularly
showing events and happenings in the company.
“Recruitment today is about processes, technology, and
people who represent your brand and messages on your
behalf,” Yarzab added. “Passive job seekers need time to
learn about your brand, so your campaigns and channels
need to provide that consistent image over time.” n

“We have targeted print collateral
[to communicate our brand] as
we find this very effective in the
Japanese market, where it might not
be as effective elsewhere.”
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RARE
MEDAL
Tokyo 2020 turns to urban mines
in quest of Olympic glory
By John Amari

In a sporting first, the Tokyo Organising Committee
of the Olympic and Paralympic Games (Tokyo 2020)
is creating medals from recycled home and personal
electronics and appliances. Dubbed the Tokyo 2020
Medal Project, the initiative calls on the public
and others to join forces and gather small waste
electronic equipment (SWEE) for recycling into
gold, silver, and bronze medals.
MINECRAFT
SWEE resources are part of what experts call “urban mines”—
metal resources circulating in society as components of
appliances and devices.
Such “mines” are embedded in smartphones, televisions,
cameras, computers, and other devices, and are ripe for reuse—
even to hang around the necks of athletes at the Games.
Speaking to The Journal, representatives from the Ministry
of Environment (MOE), Tokyo 2020, the National Institute
for Materials Science (NIMS), and an expert on rare-earth
metals said the project will enhance Tokyo 2020’s legacy and
inspire public awareness of recycling.
They note that, beyond the Olympics, if the supply of
mineral resources is outstripped by demand—as is predicted
to happen due to increased production of resource-rich

PHOTO: TOKYO 2020—SHUGO TAKEMI
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products—resource-poor nations such as Japan may not be
COMMUNITY SUPPORT
able to meet future mineral needs.
While the recycling project may appear remote from
It is their hope that urban mines will offer an untapped,
the public’s day-to-day experiences, those behind the
alternative source of metals. These metals, in turn, can be
initiative say members of the community can already make
given a second life in new products.
important contributions.
The Tokyo 2020 Medal Project began more than three
“If you have a cell phone, for example, and want to donate
years ago. But as Toru Sugio, Director of Protocol at Tokyo
it for recycling, you can drop it off at NTT Docomo or visit
2020, told The Journal, “At first, we didn’t really have the
your local ward office,” Sugio said.
intention to use recycled metals, because we thought it
Collection boxes are also available in city halls and
would be an expensive and complicated procedure.”
public facilities such as municipal libraries, where dropThat changed when the academic community and local
offs can be made for cell phones, calculators, hair dryers,
governments proposed their ideas.
laptops, portable navigation systems, digital cameras, and
“Following the recommendations of several expert
other devices.
commissions, we eventually decided to go ahead with
The kinds of material that can be collected may vary
the project.”
depending on location. Tokyo’s Minato Ward, for instance,
The initiative is in line with legislation dating back to
only accepts nine types of devices.
1998, when the Law on Recycling of
“While the law defines up to 40
Specified Kinds of Home Appliances
kinds of goods that can be recycled,
was enacted. The rules came into full
it is really up to local authorities—
force in April 2001.
depending on their capacities—to
As MOE Deputy Director Toru Terai
determine which ones they can
explained, the SWEE-related Act
actually collect,” Sugio explained.
on Promotion of Recycling of Small
Waste Electrical and Electronic
JOINT EFFORT
Equipment—which was enacted on
A consortium of five entities—Tokyo
August 10, 2012, and went into effect
2020, MOE, the Tokyo Metropolitan
April 1, 2013—aims to enhance efforts
Government, NTT Docomo, Inc., and
for recycling small electronics devices.
the Japan Environmental Sanitation
“If we are successful, we expect to
Center (JESC)—has been tasked
It is their hope that urban
collect all the materials needed for the
with managing various aspects of
mines offer an untapped,
Games within two years.”
the project.
Sugio agrees. “While we think
alternative source of metals.
MOE oversees waste management
this project will be challenging,
coordination, including the gathering
we believe it will be a great example of innovation by the
of SWEE materials for recycling, explained Terai.
Tokyo Games.”
As defined by the SWEE law, government, municipalities,
As of February, the Tokyo Metropolitan Government had
manufacturers, retailers, and certified recycling operators
collected more than 40,000 items from the public at their
also play a role.
building alone, he pointed out.
The government is to provide funding, promote research
The program to draw in public participation kicked off in
and development, conduct surveys, and support education
April, and early support has been strong. Tokyo Governor
and public relations activities for recycling.
Yuriko Koike asked 120 guests at a British Chamber of
Municipalities are to engage in salvaging and sorting
Commerce in Japan event held on April 6 to donate their
waste in partnership with affiliates of JESC, an MOE-backed
old cell phones.
entity engaged in non-profit activities concerning waste
And at a press conference at the Foreign Correspondents’
management. JESC partners with recycling operators.
Club of Japan on July 18, Tokyo 2020 CEO Toshiro Muto
Manufacturers, meanwhile, have a responsibility to reduce
told The Journal that, so far, they have collected about
costs by improving design and parts. They are also required
500,000 cell phones through all partner channels.
to use recycled materials.
“This is not enough to make all the medals,” he admitted,
In addition, retailers such as telecommunication companies
“but we still have a lot of leeway because some people
and suppliers of electronics devices should work with
outside Tokyo still are not aware of the program. There is
consumers to ensure that goods are appropriately discarded.
a lack of recognition, so we have much more work to do in
“We have five main organizations and more than 900
creating excitement and being even more creative to have
regional and local partners spread all over the country, from
wise ways to collect these metals.”
Hokkaido to Okinawa, who have already joined the project,”
Muto is confident that Tokyo 2020 will be able to make
Tokyo 2020’s Sugio said.
the gold, silver, and bronze medals from metal recycled
from Japan’s urban mines. “If the project succeeds,” he
URBAN MINES
said, “our dreams would come true, because this will be
The Tokyo 2020 Olympic and Paralympic Games will not
the first Olympic Games that makes all the medals from
be the first to create medals from recycled products. At the
recycled materials.”
Rio Games, for instance, the silver medals were made of 30
The collection process will continue into 2019.
percent recycled materials, obtained from sources such as
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car parts, X-ray plates, and mirrors. That said, Tokyo will
be the first host city to make the most of urban mines for
such purposes, and to craft gold, silver, and bronze medals
entirely from recycled material.
An early advocate of urban mines was Kohmei
Halada, an advisor at the National Institute for Materials
Sciences (NIMS), a public research institute headquartered
in Ibaraki Prefecture. The institute has developed new
technology for urban mining.
When he was a researcher at NIMS in 2008, Halada
calculated the amount of recyclable metal—gold, silver,
copper, iron, tin, zinc, lead, aluminum, nickel, antimony,
cobalt, indium, and lithium—that can be found in Japan’s
urban mines.
He determined that the amount held in the country’s
urban mines is about the same as the reserves held by some
of the world’s most resource-rich countries.
As reported at the time by the non-profit group Japan for
Sustainability (JFS), the “amount of gold stockpiled in Japan
Tokyo 2020 images welcome travelers at Haneda International Airport.
is about 6,800 tons, which accounts for 16 percent of the
world’s current reserves of 42,000 tons.
“Its silver stocks amount to about 60,000 tons, accounting
for 22 percent of the world’s stocks.” JFS tracks and shares
RARE EARTH
information about the sustainability ecosystem.
Halada and members of the Tokyo 2020 Medal Project
Speaking to The Journal, Halada said that the resources
are not the only ones talking about urban mines and
stored in urban mines “are
better sustainability strategies
greater than the metal reserves
Tokyo will be the first host city . . . for resource-poor countries
of countries which have
such as Japan.
to craft gold, silver, and
natural resources. And this
“Resource dependency is
is not only the case in Japan,
something
that has always been a
bronze medals entirely from
it applies globally, because
concern for Japan. Where they can
recycled material.
the total amount of reserves
become a little more innovative
of metals in the world today
than other countries is in their
is less than the total amount that is already being used in
companies themselves,” said David Abraham.
our products.”
Abraham is a senior fellow at the New America
It is easier to tap urban mines than natural reserves
Foundation, a think tank based in Washington DC.
buried underground, he added. Indeed, as proof of concept,
He is also the author of The Elements of Power: Gadgets,
Halada and NIMS created a gold medal based on material
Guns, and the Struggle for a Sustainable Future in the
recycled from urban mines.
Rare Metal Age.

Expected amounts
of metal needed to
create Olympic medals

GOLD

40 kg
BRONZE

3,000kg
SILVER

4,900kg
SOURCE: BOARD OF DIRECTORS OF THE
TOKYO ORGANISING COMMITTEE OF THE
OLYMPIC AND PARALYMPIC GAMES
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The question then is, according to Abraham: How can we
harvest them again when they are in circulation? How can we
make them into new products?

PHOTO: TOKYO 2020—RYO ICHIKAWA

One path to innovation is for companies to identify
how they use resources at end of life, or how they can
come up with better ways to design products, make parts
interchangeable, or prolong the lives of products.
For Abraham, there is a massive transformation of
resources that is affecting the modern lifestyle.
“A smartphone, computer, or any high-tech device relies
on dysprosium that comes from China, cobalt that comes
from Congo, lithium that comes from Chile—you can just
go down the list of elements.”
High-tech products such as Apple Inc.’s iPhone, which
Abraham identifies as a main cause for the shift to resourceintensive design, have roots that go deep into the ground,
tapping rare metals. And while these resources exist in
small quantities in such devices, they have already been
harvested by the time they get into circulation as part of
consumer goods.

SECOND LIFE
For Abraham and Halada, industrial recycling—which makes
heady use of gold, silver, and copper—is one area in Japan
where efforts to dig urban mines and recycle their resources
are ahead of the curve.
“Imagine, for instance, that a magnet manufacturer gets their
magnets in a block that they curve into a circle. They are able to
recycle all of that excess waste that falls onto the floor.”
This type of post-industrial recycling of known quantities is
easier and faster to do compared with recycling of resources
that have entered general circulation in products.
“The question is: How easy is it to recycle those materials
because of the diversity of products that are out there, and the
specificity of the materials in each one of them?”
Companies must become more aware of the materials that
are going into their products and how to recover them, Halada
and Abraham agreed.
That said, change is already on its way. Halada and NIMS
have developed 3D printer technology for producing smallscale medals sourced from urban mines.
Cities such as Kyoto and Kitakyushu have awarded gold and
silver medals created from urban mines to the top finishers of
their local events, such as marathons.
And, if recent crowd sizes at Tokyo 2020 awareness-raising
events are an indication, the public is getting behind the
recycling project and endorsing a future in which sustainable
sourcing of mineral resources is more common than before.
As the MOE’s Terai noted, 40,000 people attended this
summer’s Eco Life Fair, an awareness-raising event for the
recycling project held in Yoyogi Park in central Tokyo.
“We have had a very positive reaction from the general
public,” Sugio from Tokyo 2020 observed. “We are receiving
calls from them, with many offering to donate their
mobile phones.”

PHOTO: TOKYO 2020—SHUGO TAKEMI

FUTURE CHALLENGES
While creating a waste stream and encouraging companies to
reduce waste is important, more can be done—especially on a
personal level, Abraham said.
“The easiest thing an individual can do is to understand the
repercussions of their purchasing decisions.
“Further down the line, what we need to do as a society is
to find a way to give our products a second life—whether that
means recycling or giving them to someone else who can use
them again.”
That said, one challenge that the contributors noted is a
general lack of awareness among the public of the materials
contained in everyday electronics.
“If people knew that their cellphones contained rare materials,
they would be more likely to come together for the recycling
efforts,” Halada suggests.
Sugio agrees, and points to awareness-raising events in Tokyo
involving Japanese and non-Japanese Olympians donating their
devices for the effort. “I’m giving you my phone,” one Olympian
is said to have confessed at such an event. “But I expect to get it
back in the form of a gold medal at the Tokyo Games.” n
The IOC‘s Kirsty Coventry donates her phone on April 1.
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SAFETY’S
KEY
Chinese auto parts maker
behind huge Takata takeover
By Yu Nakamura

Talk about a little fish in a big pond. After Japanese
airbag manufacturer Takata filed for bankruptcy
protection in Japan and the United States, along
comes a virtually unknown Chinese company to
gobble up one of the world’s largest safety parts
suppliers—albeit one saddled with liabilities
estimated at more than ¥1 trillion ($8.98 billion).
China’s Ningbo Joyson Electronic, an upstart auto parts
maker virtually unknown even at home, will use a US
subsidiary to get Takata back on track after the company
imploded following a massive recall due to faulty air bags that
resulted in a series of fatalities.
Takata filed for bankruptcy with Tokyo District Court on
June 26. At the same time, its Michigan-based subsidiary,
TK Holdings, Inc. filed for Chapter 11 bankruptcy in the
United States. Takata will aim for a business turnaround under
major US auto parts maker Key Safety Systems, which is owned
by Ningbo Joyson.
Takata and its 14 affiliates have all filed for court protection,
with the group’s total liabilities as of the end of March at
¥380 billion. The figure is estimated to balloon to over
¥1 trillion when recall costs shouldered by automakers are
added, making it the biggest failure of a Japanese manufacturer
in the postwar era.
Typically, when the Chinese come to the rescue of an ailing
Japanese company, it is a large corporation making the play, such
as home appliance maker Midea Group’s acquisition of Toshiba’s
white goods business last year, or Haier Group Corporation’s
purchase of Sanyo Electric’s white goods division in 2012.
But not this time. An executive of a major Japanese auto
parts maker stationed in China says he has never heard of
Ningbo Joyson, and the company is hardly known even in the
Chinese auto industry.
Founded in 2004, Ningbo Joyson started out as a small
manufacturer of electronic parts for autos, with annual sales
in 2011 of just over 3.3 billion yuan ($482 million). But the
company changed drastically after founder and Chairman
Wang Jianfeng visited a German parts factory.
Astonished by the state-of-the-art facility, Wang asked
his staff whether they could create the same given 10 years.
The answer was no, as they hadn’t a clue how to do it.
That’s when Wang changed his tune, from that of copycat to
shark. Rather than trying to catch up with the competition, he
decided to devour it, immediately acquiring a string of foreign
companies—including Takata, his eighth.

A component used in Takata’s air bag inflator.
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Takata Chairman and CEO Shigehisa Takada attends a news conference after
the company filed for bankruptcy protection in Tokyo on June 26. PHOTO BY RIE ISHII

BUYING THE BLING
While seemingly odd that such a relatively small company
could—or would even want to—take over a troubled
behemoth like Takata, it jibes with how some Chinese
business moguls view acquisitions.
As opposed to Japanese corporate managers, who
carefully consider every angle of a buyout—from synergy
and complementary relations to liability and profitability—
their Chinese counterparts like to make splashy plays that
grab headlines.
Ningbo Joyson is listed on the Shanghai Stock Exchange,
an unusual market in that individual investors account
for over 80 percent of transactions. Unlike institutional
investors, who buy after carefully assessing performance,
potential, and risk, Chinese tend to buy stocks of companies
that are the talk of the town, according to a Chinese
securities firm executive.
This means companies are sometimes overvalued, and
Ningbo Joyson is no exception. While its 2015 sales were
only eight billion yuan, its market capitalization reached
36.3 billion yuan in June 2015, due largely to the company
making some well-publicized acquisitions of small and
midsize European and US companies.
Small, listed Chinese companies are gluttons for
attention, knowing that a nicely timed acquisition will have
hungry investors swooping in, raising share prices and
market capitalization. This naturally helps their financing
power rise as well. When companies succeed in buyouts,
says a market source, offers from investment funds

increase. Just look at Ningbo Joyson: Its share price surged
almost 15 percent over the past month.
In other words, Chinese companies push post-acquisition
restructuring plans and synergy way down the priority list.
Their preference for fast deals and tolerance to high risk
is manna for struggling Japanese companies in need of a
quick fix.
Takata’s corporate value and technology make the
company a bad fit for Japanese investors, says an executive
of a Japanese auto-related firm in China. That said, the
company still has enough value to attract the right kind of
investor. In contrast to the struggling Japanese electronics
industry, which has been clobbered by years of slumps and
sell-offs, Takata excited the Chinese, who see the company as
a great way to gain entry into the Japanese auto industry.
“Buyouts have been going well [since I started actively
acquiring companies in 2011], and I’ve become hooked on
it,” said the high-flying Wang, who is on Forbes’s 2014 list of
the world’s richest people. His personal wealth has reached
$1.2 billion.
Takata has been in business 84 years. Now it finds itself
depending on a spry young Chinese upstart of only 13 years
for survival. But this combination of decades-long experience
with the brash boldness of youth might just work. n

©2017 Nikkei Inc. Nikkei Asian Review is published
by Nikkei Inc. All rights reserved.

Takata will aim for a
business turnaround
under major US auto parts
maker Key Safety Systems.
PHOTO BY YU NAKAMURA

Virtually unknown auto parts maker Ningbo Joyson Electronic still does business with majors such as BMW.
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CABINET OFFICE

URGENT NEED TO
INVEST IN HR
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On June 9, a cabinet-level decision was
reached on the “guidelines for robustness,”
a working theme for management
of economic and fiscal operations.
Centered on free preschool and reform
of universities, these guidelines will be
key pillars in the “investments in human
resources” being emphasized by Prime
Minister Shinzo Abe.
Nobuteru Ishihara, Minister in charge
of Economic Revitalization, remarked,
“With the low birthrate and aging of
society ongoing, investments in people
must be made to raise productivity.”
The first thing that the robustness
guidelines will aim for is free preschool—
something many feel is likely to achieve
favorable results.
The government’s emphasis on education
is based on the view that, unless high valueadded human resources can be developed,
Japan—with its shrinking population—will
be unable to stave off economic decline.
Even if such advanced human resources are
developed, these efforts will be meaningless
unless the results can be linked to actual
economic activities.
Achieving this will require moving ahead
with the adoption of an infrastructure
system for assisting in job changes and
clarification of rules for dismissal.
On the other hand, some take the view
that—due to the severe shortage of skilled
workers in construction, for example—if
free higher education is to be adopted,
priority should be given to vocational
schools to put emphasis on training skilled
workers (page 14). Some have expressed
the view that, to develop university
instructors who will be effective for human
resources, industry and academia tie-ups
with technical experts at companies with
leading-edge technical knowledge should
be included.

The budget for FY2018 is proceeding
with an eye to the government’s guidelines
for robustness. Along with determining
which fields should receive investment
for nurturing human resources, emphasis
on deregulation and a systematic
infrastructure to bring about reforms in
the labor market will be needed.
MINISTRY OF LAND,
INFRASTRUCTURE, TRANSPORT
AND TOURISM

LACK OF MINPAKU DATA
The Japan Tourism Agency (JTA),
attached to the Ministry of Land,
Infrastructure, Transport and Tourism,
may use the same kind of survey to
calculate the number of travelers
staying in private homes (minpaku)
as is currently used to compile
accommodation statistics for hotels
and ryokan. The goal is to get a better
grasp of the actual number of travelers.
Current data suggests that the number
of people being accommodated is
not increasing, despite the growth in
foreign visitors.
While the government has set an
annual target of 40 million foreign
visitors by 2020, the consensus is that
current statistical data is insufficient to
formulate an effective strategy. With
more detailed data, the consumption
trends and travel routes of foreign
visitors can be better understood,

enabling tie-ups between the national
government and regions.
Thus far, efforts to grasp travel data
have been unsuccessful. According to
JTA, although the number of visitors
to Japan this year—nearly 14 million
by June—indicates record-breaking
growth, the agency’s survey on hotel
statistics shows a decline in the number
of foreign visitors, completely at odds
with port-of-entry data.
The variance, it is supposed, can be
attributed to the increase in minpaku
stayers. Airbnb reports 2.5 times more
users in Japan during 2016 compared
with the previous year, surpassing
3.7 million. Should a “law regulating
accommodations at residences” be
implemented, minpaku operators will
be obliged to register in their respective
prefectures and submit periodic reports
regarding the number of days for which
service was provided, thereby enabling
the government to better understand
the actual situation.
Minpaku are not to be entirely blamed
for the divergence in figures, for travel
patterns have also diversified as travelers
expand into activities not included in
the tally, such as sleeping aboard cruise
ships, overnighting on long-distance
buses, and spending nights in Internet
cafés. With higher charges for hotels in
the cities, foreign visitors have begun
seeking cheaper accommodations,
forcing the government into an ongoing
game of “hide-and-seek” to grasp
actual conditions. n
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CHANGING THE GAME PLAN FOR TOMORROW

A

s business evolves, the scope of the Chief Financial
Officer’s (CFO) role is expanding. CFOs must now
balance competing demands on their expertise, priorities,
and time, while often playing a transformational role
in driving strategy for their business. These expanded
responsibilities are creating tension between the CFO’s
financial and strategic roles. This intensifies the need for
more data to inform decision-making.
In this light, Grant Thornton’s 2017 CFO Survey uncovered
how more than 400 senior financial executives see the
current and future states of their business in the areas of
risk, technology, investment, and strategy. The survey also
focused on identifying the challenges these executives
face in adopting efficient solutions in these four areas.
Of respondents, 93 percent represent the middle market
(companies up to $1 billion) and 92 percent are CFOs.
CFOs are looking at investments in operational
improvements, and merger and acquisitions (M&A)
survey respondents reported that their organization’s
investments would be focused on operational
improvement in 2017, as the bar graph below shows.

In addition, nearly one-third of large and midsized
companies are considering M&A in the next 12 months.
Fourteen percent of CFOs at larger companies
reported that they will be investing in sales and
marketing. In contrast, 48 percent of small and
midsized businesses are investing there. This significant
difference can be explained by the fact that large
companies already have fairly well-defined sales
and marketing functions and processes, and so they
turn their attention to investing in the infrastructure
necessary to support further business growth.
CFOs are looking at M&A, but are aware of its
complexity. A principal in Grant Thornton’s Transaction
Services practice indicated that “doing a merger
or acquisition is an added responsibility for finance
departments, most of whom do not have the inhouse capabilities to see a deal through. Identifying
targets—and accurately valuing those targets—are
top challenges for middle-market businesses. Many
acknowledge they need a full-lifecycle M&A partner to
help get deals done.” n

INVESTMENT FOCUS IN 2017 Percentage of total selections
TOTAL (n-404)

SMALL (<$100M) (n-249)

Operational improvement

70%

69%

72%

Sales and marketing

46%

48%

48%

IT

42%

40%

43%

61%

Customer experience

41%

43%

35%

43%

Human resources/culture

32%

35%

30%

26%

R&D/pipeline expansion

24%

26%

22%

21%

Risk mitigation

23%

20%

28%

21%

M&A

22%

31%

39%

15%

Freeing up resources/capital
through divestitures

6%

3%

Other

4%

2%

We do not have an
investment strategy

3%

3%

MIDSIZED ($100M–$1B) (n-127)

12%
6%
2%

LARGE (>$1B) (n-28)
71%
14%

4%
11%
4%
Note: Participants were able to select several areas

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.

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

www.grantthornton.jp/en
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The voices of women in business are growing louder in Japan, and Prime Minister
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An interview with Hayato Shiba, director,
Technology Division at RGF Japan

How would you describe RGF’s main strengths?
At RGF we focus on two distinct areas. The first is
placing bilingual Japanese professionals in international
companies here in Japan. The second is working with
domestic Japanese companies who want to hire “global
talent.” This is a rapidly growing aspect of our business as
local companies continue to internationalize. These two
areas converge where our strengths lie: bridging talent
with opportunities across the globe, stretching limits, and
enhancing lives.
How would you describe “global talent”?
We define global talent as either non-Japanese with
excellent language and/or technical skills, or bicultural
Japanese with international experience.
Why is there such a strong demand for global talent?
Many domestic Japanese clients wish to cast their net as
widely as possible when hiring for hard-to-fill technical
positions such as engineers. In the IT sector, in particular,
we find that programmers and developers with niche
skills are in high demand, even if Japanese is not their
first language.
Additionally, we receive many hiring requests from
Japanese clients who are seeking to internationalize their
businesses or expand their operations overseas. Global
talent allows them to bridge the gap with overseas offices
so that expansion goes smoothly. Part of our service
is to offer a realistic appraisal of our client’s proposed
recruitment plan. We use our knowledge of the region
and detailed understanding of the availability of certain
types of candidates to provide in-depth analysis.

How do you source such candidates?
At RGF, we have a wide reach across Asia with 47 offices in
the region. We can source technically skilled candidates
from outside Japan who add real value to local clients.
This network also provides us with access to many
returnees—bilingual expat Japanese candidates who
have been working in Asia. At RGF Japan, we get access
to these candidates before any other recruitment
company in Tokyo. These bicultural candidates, with
experience working in different countries, can bring an
international outlook to any company.
How does the Recruit Brand help you attract these
kinds of candidates?
It helps enormously. Recruit is the leading recruitment
business in Asia, and this gives us immediate credibility
with candidates—particularly passive movers—who are
at least willing to have a conversation with us about the
possibility of changing jobs.
Many candidates still feel uncomfortable making a
move, and working with a brand which they recognize and
trust is extremely important. As a result, we have a large
percentage of candidates who work exclusively with RGF.
It helps with clients, too. Most of the companies we
deal with recognize the value that we
can add to any search, and they
understand the reach we have
when sourcing candidates.
This means that we can present
a wide range of opportunities to
candidates to help ensure they
can find their dream job. n

RGF is a complete recruitment
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solutions provider for global and
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stop partner for unparalleled
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Know the Book?
You will love the course.
—Dr. Greg Story, president

We focus on executive search for
foreign companies and, as the author
of The Japan Employers’ Handbook,
a leading English-language
employment law publication,
keeping our clients aware of
complex business challenges.
All
our consultants have extensive
http://www.intersearch.org
international work experience
allowing them to positively guide
your business activities.

“Our offices have been active in
building integrated partnerships
with clients and bilingual
professionals to consistently
deliver the most relevant match
of skills and culture. This
remains our ultimate goal.”

Executive Search in 50 Countries.
In Japan since 1976

—David Swan, managing director
for Japan and Korea

—David A. Wouters, president

Wouters & Associates Inc. (InterSearch Japan)
Triplex Yanagiwara Bldg. 001, 6-16-50 Roppongi, Minato-ku, Tokyo 106-0032
TEL 03-3423-7491 FAX 03-3423-7492
d.wouters@intersearchjapan.com

Dale Carnegie Training Japan
Dale Carnegie pioneered
IntersearchAd_v3.indd 1
corporate training. Businesses in
97 countries benefit from his
breakthrough ideas, including
90% of Fortune 500 companies.

+81-3-4520-5470
inquiry-alist@dale-carnegie.co.jp
www.dale-carnegie.co.jp
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Accountability
in Your Team
By Dr. Greg Story
President, Dale Carnegie Training Japan

H

olding our people accountable is one of the basics
of being a leader. They flounder, deadlines pass
unheeded, things get missed, work is not completed to a
satisfactory standard. Why is that? People are not trying to
fail in their jobs, but they do let the team down with their
poor performance and lack of accountability. What can we
do about it?
As the leader, we must start with ourselves. The most
crucial resource we have is time. How we choose to
use it is critical. If we are poor time managers, we bring
unnecessary stress to our own lives and those of our
colleagues. We show up with unreasonable turnaround
times for work, because we were not properly organized.
We become very stressed, and that spreads like an
epidemic throughout the team.
Our stress immediately impacts our
mood control, and our mood can
lighten or darken the workplace
within seconds.
We are time-poor because we
haven’t done a good enough job
of defining our priorities. We are
also rushing around because we are doing too much.
The reason we are so busy is that we are unable to delegate
work properly. We tried it once, there were errors, problems,
rework was required, and we decided, “It is faster if I do
it myself.” This is false economy, because we can’t do
everything alone. We need to gain leverage by accessing
the full power of the team. Delegation is also an important
driver of career development for our successors. By giving
them some of our tasks, we can start to groom them for
higher things.
The reason we think delegation doesn’t work is because
we have been doing it the wrong way. Done correctly, it
can help us use our time for those tasks that only we can
perform. One of them is coaching our people. Leaders
imagine they are coaching their people, but in reality they
are just handing out orders. The accountability of the team
is closely linked to the amount of time and energy we invest
in coaching them.

We want higher outcomes, which means we either do
something new or something old, but in a slightly new way.
That means change—and people resist change. They resist it
because they don’t want to step outside their comfort zones.
If we want them to step up, we have to coach them, delegate
to them, and hold them accountable for the results.
When we have time, we are in a strong position to monitor
progress and check on milestones. Unpleasant surprises are
never greeted well by the organization’s hierarchy, and we
don’t want to be the bearer of bad news because one of our
team missed a deadline, a quality standard, or compliance
with a regulation.
Delegation is not dumping work on people—it is taking
the time to explain the Why, the What, and the How. It is
having them take charge and having
them see this as a stepping stone to
bigger things. In this way, the sense of
ownership of the task—and therefore
accountability—is strong. It means
coaching them along the way, through
to completion of the task, so that
there are only pluses and no minuses.
So, if we want accountability in our team, we start with
ourselves. If we have time control, we can better lead and
we can better communicate with our team. We are able to
walk our talk because we are in control and can deliver what
we say we will do. This is how people judge whether we are
trustworthy. If we want people to deliver, we have to deliver
for them. That means giving them a chance to grow in their
careers, supporting them through coaching and being
consistent in our mood, behavior, and interactions. We are
able to do this because we are not stressed because of poor
time control and trying to do too much by ourselves. We
need to change. We need to create new, better habits and
become better leaders.
Engaged employees are self-motivated. The selfmotivated are inspired. Inspired staff grow your business—
but are you inspiring them? We teach leaders and
organizations how to inspire their people. Want to know how
we do it? Contact me at greg.story@dalecarnegie.com. n

Leaders imagine they are
coaching their people,
but in reality they are just
handing out orders.
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1 Paul Akers, founder and president of FastCap, speaks at “Lean is Simple …
How to Build a Fun Lean Culture” at Hilton Nagoya on June 5. PHOTO BY ANDY BOONE

2 Members and guests mingled and some won delicious prizes during the

Why you should abandon
existing screening standards
Makiko Tachimori (Fukui)

ACCJ Food and Agriculture Committee’s Early Summer Reception
at Coconoma Season Dining in Roppongi on June 22.

3 Tamami Otsu (center), CEO of Action Power Inc., shared her career
and life stories at the inaugural ACCJ–Chubu Bella Nova Night held
at Hilton Nagoya’s Dynasty Chinese restaurant on June 8.
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FROM THE BOARD

The Fight for Cures

By Patrik Jonsson
governor, ACCJ–Kansai, and
president, Eli Lilly Japan

T

here is likely no one among us
who has not been touched by
Alzheimer’s disease—whether you
have experienced it firsthand or only
heard about it. Alzheimer’s patients and
their loved ones are in a daily fight, and
Eli Lilly Japan is proud to be part of
that fight. We know that the first person
to be cured of Alzheimer’s disease is
alive right now.
Today’s innovative pipeline is one of
the most promising ever. But, failure is
a reality with which we struggle every
single day. My company alone has
invested more than $3 billion over the
past three decades in the search for a cure.
However, despite our many attempts—
and those of other companies—there
is still no medicine on the market that
effectively treats or slows Alzheimer’s
disease. In fact, just before the
2016 Thanksgiving holiday in the
United States, my company had to
announce that a much-anticipated
candidate drug—designed to slow
the effects of Alzheimer’s disease—
did not meet the primary endpoint
after a huge Phase III clinical trial.
This was a tremendous blow to millions
of Alzheimer’s patients and their
families around the world. Lilly’s team
was heartbroken.
Drug development is a very risky
business. Innovation rarely occurs in
a single magnificent sweep. Rather,
innovation is the product of many
incremental steps—sometimes
successful and sometimes not.

In fact, we experience more failures
than successes, but this is all part of the
critical learning process that advances the
science. This is why the biopharmaceutical
industry, based on research and
development (R&D), relies so heavily on
a transparent, predictable, and innovative
ecosystem of which companies, caregivers,
patients, researchers, policymakers,
and government officials are part and
to which they contribute. Collectively,
we can ensure that the fight continues.
We share the responsibility not to
give in to short-term thinking at the
expense of long-term objectives.
Japan has a legacy of innovation, and
I am hopeful that the country will continue
to play a key role in biomedical progress.
Some of the world’s top medicines are
products of Japanese R&D, and Japan is a
world leader in healthcare. The Japanese
people enjoy a level of health and
longevity that is the envy of the world.
Over the years, I have seen considerable
progress in Japan’s efforts to create
an environment conducive to
biopharmaceutical research. A key
measure of progress is the reduction
of approval times for new medicines.
When I joined Lilly in the 1990s, our
company faced delays of six to eight
years in product approvals whereas
the United States or Europe had very
few delays. Now, we are able to launch
new medicines in Japan at more or
less the same time as in those markets,
bringing innovations to Japanese patients
more quickly.

We also welcome pricing-system
improvements that create greater
price stability in Japan during a
medicine’s exclusivity period. By
introducing the price maintenance
premium, Japan has created a good
balance that Lilly wants to preserve.
Backward movement would be most
regrettable. We also must ensure
that measures to introduce health
technology assessment (HTA) do not
result in new drug lags as we see in
other countries with HTA systems. In
such cases, patients have to wait an
additional one to three years to gain
access to innovative, life-improving
and life-saving drugs.
With government maintenance
of policies that support the
biopharmaceutical innovation
ecosystem, Lilly has confidence in
the future of biopharmaceuticals in
Japan. We remain hopeful because
today’s biomedical advances are
taking us places we could only
imagine yesterday. We are driving
innovation with a diverse workforce,
and continue to create an inclusive
organization to deliver our promise
to unite caring and discovery to make
life better for people. We will not give
up the fight, because patients can’t
afford for us to give up. We are already
back at work, and we will remain at
work until we find a cure. But we
cannot do it alone. We call on the
government and others to remain in
this fight together. n

We know that the first person to be cured of Alzheimer’s disease is alive right now.
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1 Members and guests at the ACCJ Food and Agriculture Committee’s
Early Summer Reception at Coconoma Season Dining in Roppongi
on June 22.

2 Jiri M. Mestecky (center), partner and registered foreign
attorney with Kitahama Partners, Osaka Office, and
Christopher Hunt (right), partner and registered foreign attorney
with Herbert Smith Freehills in Tokyo, presented “The Impact of
Brexit: What You Need to Know” at Hilton Nagoya on June 26.

3 The ACCJ–Kansai Community Service Committee presents
Megumi Asaba, chair of Food Bank Kansai (third from left)
with a donation check for ¥100,000 from funds raised by the
“Art for Charity” event held at Kitano Alley Gallery in Kobe
on June 24.
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4 The ACCJ Education Task Force and the Embassy of the
United States, Tokyo, co-hosted a panel discussion on
internships and career development for interns at the
headquarters of Amway Japan G.K. on June 29.

5 The ACCJ–Kansai Women in Business Committee hosted
the women’s networking event “14th Bella Nova Night” at
Hilton Osaka’s MYPLACE Cafe & Bar on July 5.

6 Mary Anne Jorgensen, chair of the ACCJ–Kansai Women
in Business Committee, presents Enrique Conterno, senior
vice president and president of Lilly Diabetes, and president
of Lilly USA, with an ACCJ certificate of appreciation for his
CEO Series talk on global leadership at the Oriental Hotel,
Kobe on July 13.

ACCJ
EVENTS

6

5

7

8

9

7 Participants mingle at the ACCJ–Kansai Women in Business
networking event “14th Bella Nova Night” at Hilton Osaka
on July 5.

8 ACCJ–Chubu Vice President Ray Proper (left) and Governor
Michael Weenick (right) thank Paul Akers, founder and president
of FastCap, for speaking at the Business Programs Committee
event “Lean is Simple … How to Build a Fun Lean Culture” at
Hilton Nagoya on June 5. PHOTO BY ANDY BOONE

9 The ACCJ Independent Business and Sales Development
committees co-hosted a Joint Networking Party with the
South African Chamber of Commerce in Japan at the
Hard Rock Cafe Tokyo on June 29.

10 The inaugural ACCJ–Chubu Bella Nova Night women’s
networking event was held at Hilton Nagoya’s Dynasty Chinese
restaurant on June 8.

facebook.com/The.ACCJ

twitter.com/AmChamJapan

10

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

Deep Learning: Beyond the Hype
• SEPTEMBER 1

Transforming World Trade through the
Digitization of End-To-End Procedures
• SEPTEMBER 19

Kansai Women in Business Summit 2017

youtube.com/user/AmChamJapan

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

Global Trends and Practices
in Diversity and Inclusion
By Maxine Cheyney

D

iversity and inclusion in the
workplace is a hot topic. Despite
talk of progress, efforts are not
bearing the desired results quickly
enough, according to Deborah Gillis
and Tsukiko Tsukahara, who spoke
at an event hosted by the American
Chamber of Commerce in Japan’s
Women in Business Committee on
May 30 at Tokyo American Club.
Gillis is president and chief executive
officer of non-profit organization
Catalyst, Inc. and Tsukiko Tsukahara
is vice president at Catalyst Japan.
At an event titled “Global Trends and
Practices in Diversity and Inclusion,”
both shared insight into how environments can be created to help men and
women succeed.
“Around the world, women control
or influence 64 percent of consumer
spending,” Tsukahara began. However,
the number of consumers does not
reflect women in the corporate world.
“In 2017, I doubt there is anyone
who would argue that this is good
business strategy,” she continued.
“It leaves an empty pipeline and
untapped opportunity for progress,
revenue, and growth.”

One of the main issues is that,
although commendable, the progress
made so far on gender equality in the
workplace is insufficient.
“[There are] large numbers of
women at entry-level roles, and
smaller and smaller numbers as
you advance up to the most senior
leadership,” Gillis explained. “Despite
awareness, despite conversation,
despite good intentions—and a real
desire on the part of many leaders to
see change happen—we still don’t see
the kind of change that we would like.”
Gillis and Tsukahara highlighted
five barriers that are slowing progress.
The first barrier is the myth that
good leaders are men.
“Because there have been so few
women in leadership . . . the examples
that we have and the norms that have
been set for what leadership looks like
are male—that’s the default setting,”
Gillis said.
Getting rid of those stereotypes
is key; but these implicit biases are
strong, making it difficult for people
to look at things differently. “A view
that women take care, and men take
charge,” she said is a stereotype both
men and women hold. Gillis
called this a “double bond.”
“If women are too soft, they
are not strong enough to be
good leaders, and if they are
strong or assertive, people
complain about their style and
they are disliked.”
The second barrier she
called “death by a thousand
cuts,” citing the old boys’
clubs, networks, and circles
that men are able to use and
women lack. Women need
people who will advocate for
them and not exclude them.

Gillis and Tsukahara discuss the benefits
of women’s economic participation
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The third barrier is the way “men
are judged based on their potential
and women are judged based on
proven performance.” This means
women must work harder to prove
their worth.
The fourth barrier, highlighted by
Tsukahara, is the fact that there are
not enough male sponsors for women.
“Mentors talk to you, but a sponsor
talks about you,” she said.
The final issue, according to
Tsukahara, is that women are not
given a real chance at the fast track.
“Women get offered fewer of the
higher-visibility, mission-critical roles
and international experience that we
call ‘hot jobs.’ ” This is not a supply
problem, she said, as there are plenty of
qualified women to take the positions.
Despite these obstacles, both believe
there are solutions. They encourage
leaders to be inclusive, highlighting
four behaviors to consider for
creating an inclusive workplace:
Empowerment, Accountability,
Courage, and Humility. Gillis calls this
the EACH framework.
“We need to create an openness
where men don’t feel that they are
blamed, where they are encouraged
to be part of the conversation,” Gillis
said. Tsukahara added that we need
to “flip the script,” meaning changing
common terms and phrases used for
women in the workplace.
This all ties in with changing and
challenging workplace stereotypes
and engaging men in this effort.
Ultimately, both believe it must be
everyone’s problem to solve. n

Maxine Cheyney is a staff writer
at The Journal.
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Sharing Models
How technology creates a
globalized and sustainable economy
By Maxine Cheyney

T

he modern sharing economy—as
exemplified by services such as
Uber, Airbnb, and buy-and-sell site
Mercari—has been praised and criticized.
Regardless of how one feels about it,
in the digital age the relevance of what
is sometimes referred to as the access
economy is increasing rapidly.
On May 29, the Information,
Communications and Technology
Committee hosted an event about the
growth and benefits of the sharing
economy in collaboration with the
Sharing Economy Association, Uber,
the Embassy of the United States, Tokyo,
and the U.S.–Japan Council (USJC).
Guest speakers from the public and
private sectors participated in two
morning panel discussions held at
Tokyo American Club.
WORK WISE
In his opening remarks, Katsunobu Kato,
minister for Promoting Dynamic
Engagement of All Citizens, spoke
about the government’s aim to increase
productivity—not just through
technology, but through work-style
reform—explaining how the sharing
economy can contribute to this effort.
Andrew Wylegala, outgoing ministercounselor for commercial affairs at the
U.S. Embassy, also spoke about the effects
of the sharing economy on work style.
“The access economy is having a really
big impact on the way we organize our
work and our social routines,” he said.
He highlighted the finance and
agriculture sectors as experiencing

changes as a result of new technology.
In countries such as Japan and the
United States, he said this is no
bad thing.
“The access economy appears to
be uniquely beneficial to the mature
consumption- and services-driven
economies like those of Japan and the
United States. [These new technologies]
are uniquely important to economies
with somewhat rigid, mismatched, or
shrinking workforces, such as what
may be the case at times for both of
our nations,” he added.
However, he emphasized the need
for regulation, an issue that arises with
escalating peer-to-peer transactions,
something both the public and private
sectors are committed to addressing.
SHARE THE LOAD
With the sharing economy still
emerging, professor Tatsuyuki Negoro
of Waseda Business School said trust
and reliability are core issues. Any
companies that can establish these will
find success.
Simon Rossi, regional general
manager of UberEATS Australia,
New Zealand, and Japan, spoke about
the impact UberEATS has had on the
public, and explained that the sharing
economy is about “using technology to
better utilize our existing infrastructure,
assets, and services.”
In the second panel, sharing economy
evangelist Anju Ishiyama of the Sharing
Economy Association, Japan, and
cabinet secretariat with the Government

of Japan, highlighted that the sharing
economy also has the potential to
help with the revitalization of regional
economies and diversification of lifestyles
and experiences—something already
evident in tourism and transportation.
Ren Ito, executive officer of Mercari Inc.
and managing director and CEO of
Mercari Europe Ltd., an app-based online
marketplace, spoke about the ability of the
company to build community through this
platform. He also emphasized the service’s
focus on building trusting relationships.
Another impact on lifestyle which
Masami Takahashi, president of
Uber Japan Co., Ltd., pointed out is the
peer-to-peer aspect of Uber encouraging
the elderly to leave their homes, which,
in turn, increases consumption.
Takahashi added that, for sharing
economy services to grow, any issues
or concerns the public has about these
services must be tackled effectively.
When asked how these innovations
can be promoted, Toshihiko Yokoo,
mayor of Taku City, Saga Prefecture,
outlined the efforts being made in his
town, where the local government
organizes seminars to educate people on
the sharing economy.
Local administrations and public and
private sectors, he added, play a key role
in furthering the dissemination of services
and educating the public. n

Maxine Cheyney is a staff writer
at The Journal.
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Summer Interns, Global Careers
Mentors encourage those looking to work internationally
By Maxine Cheyney

G

lobalization has put
greater demands
on those looking
for jobs at international
companies. Diverse skills—
from multilingual
communication to culture
knowledge—are more
important than ever. As a result, the
significance of internships is also on
the rise.
The American Chamber of
Commerce in Japan (ACCJ) provides
support to students and young
professionals by facilitating internships,
and on June 29 the Education Task Force
hosted “A Career Seminar for Summer
Interns Interested in Global Careers” at
the headquarters of Amway Japan G.K.
in Shibuya.
GLOBAL GAINS
Harry Hill, president and CEO of
Oak Lawn Marketing, Inc. explained:
“For the US–Japan relationship, having
really strong global human resources,
people who are bilingual, bicultural,
are comfortable in Japan, and are
comfortable outside of Japan is a
tremendous challenge for any company.”
He told the attendees: “Internships
are a real opportunity for students like
yourselves, I hope, to learn about the
company, learn about business, learn
about the culture, and potentially even
create an opportunity for yourselves to
work in the company of choice.”
William Swinton, director of
international business studies at
Temple University, Japan Campus,
and ACCJ Education Task Force cochair, moderated the afternoon’s two
panel discussions.
The first, “Preparing for a Global
Career: Views from Japanese Gurobaru
Jinzai,” included: Ann Cheung, lawyer
at DLA Piper and co-chair of the

ACCJ Young Professionals Forum;
Naoku Matsura, visual communications
specialist in the public affairs office
at the Embassy of the United States,
Tokyo; and Emily Yamaguchi of
Amway Japan. Each spoke about their
experiences as an intern and how they
started their careers.
“With internships, a majority of the
things you learn at school are actually
not directly relevant or applicable at
your job,” Cheung laughed. However,
it enables job seekers to evaluate
different companies.
WORK DEMANDS
Cheung highlighted the benefits
of working in an international
environment where she has learned to
explain things to lawyers in the shortest
way possible. This is where cultural
understanding comes into play.
Matsura echoed this, saying,
“You have to always be aware, think
about your idea and how it will be
perceived by specific audiences.” This
is something she now understands very
well, working for an embassy.
Yamaguchi did not do an internship,
but studied at the University of
Oregon and went through the typical
Japanese job search process before
joining Amway. She pointed out how
it is becoming common for students
to study abroad, and that they must
leverage activities participated in
during their studies.
“What you did and what you have
experienced and learned—how you

coped with the problems—
is really a strong point to
appeal to the company you
are applying to,” she said.
When asked how they
launched their careers,
Cheung explained, “How
you launch your career
greatly depends on your personality.”
Matsura added something important to
remember: “Your first job is probably
not going to be your dream job.”
CAREER READY
In the second panel discussion,
“Preparing for a Global Career:
Views from Industry, Academia, and
Government,” Margot Carrington,
minister-counselor for public affairs at
the US embassy, spoke about what she
looks for from applicants.
“I’m definitely looking for someone
who can handle ambiguity and who can
read a situation with high emotional
intelligence,” she explained, something
vital at any embassy.
Hiroyo Aihara, director of human
resources at Amway Japan G.K., said it is
also important to assess the organization
and to come up with questions for
the interview. “Try to learn about the
company,” she said. “Assess the culture,
industry, and company.”
The panel agreed that three months
is the minimum duration required for
an internship to be most effective. This
allows both the intern and the company
to gain value from the experience.
The audience was also encouraged to
make the most of their internships to
prepare themselves for the demands of a
global marketplace. n

Maxine Cheyney is a staff writer
at The Journal.
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Work Style Reform: Meccha Win-Win
Exploring multiple and flexible ways to work
By Kina Jackson

T

he traditional workplace is
changing. A study conducted
last year in the United States by
technology solutions and services
provider Softchoice revealed that
70 percent of employees would
switch jobs if the move gave them
more flexibility.
Work-style reform is also a hot
topic here in Japan, fueled by a rapidly
aging population. Childcare, family
issues, and many other aspects of
life are negatively affected by an
inflexible workplace.
Japan is known for its postwar work
ethic involving long hours. Many
employees go beyond the traditional
9-to-5 and work well into the evening.
This can take its toll. Twenty percent
of work-related stress comes from
attempting to balance one’s work and
personal life. Cases of karoshi (death
from overwork) are reported every
year. Efforts have been made on the
national level to ease the pressure
that employees face, and the Council
for the Realization of Work Style
Reform was created to remedy this.
The first meeting of the council was
held at the Prime Minister’s office on
September 27, 2016, and 10 meetings
have taken place so far.
At the most recent meeting on
March 17, an action plan was proposed
that would cap overtime at 100 hours
per month or 720 hours annually.
Opponents on one side fear that this
does not address work performed on

holidays. Opponents on the other side
claim that the limits will further hurt
profits at a time when businesses are
already struggling with labor shortages.
BEYOND OVERTIME
Let’s look at where we work and how
we do it. Increasing productivity
and implementation of work-style
reforms is linked to higher profits.
Among Fortune 500 companies,
62 percent have employees that do
full-time and part-time remote work.
With technology advancing and
connectivity expanding, collaboration
from outside the office is possible,
and more and more companies will
consider remote solutions. Others
are taking a varied approach to
scheduling. Family Mart and Uniqlo
offer a four-day work week to help staff
who must care for children or elderly
family members.
ACCJ EFFORTS
To remain competitive, modern
companies need to provide an
environment in which people want
to work. The American Chamber
of Commerce in Japan (ACCJ) is
doing its part to address the needs
of employees and employers alike
through the popular Women in
Business (WIB) Summit. The summit
was first held in Tokyo in 2013 and
is now an annual event for all three
chapters of the ACCJ. Chubu kicked
off the series this year with a successful

event in July that promoted awareness
of workplace issues faced by both men
and women, as well as empowering
women in the workforce.
This year marks the third
ACCJ–Kansai WIB Summit. Last
year’s Kansai gathering focused on
organizational culture change and why
it is important to reduce challenges
faced by women in the workforce.
This year’s theme is centered on actual
workplace reform and how it drives
productivity and business performance.
Slated to appear are speakers from
notable companies such as Microsoft,
Google, Caterpillar, and Procter
& Gamble. Panels will cover best
practices employed by companies in
Japan to increase productivity and
engagement through new ways of
working. Attendees will hear shared
strategies and ideas that drive reform,
and can participate in informative and
interactive breakout sessions.
The energy at the summit can’t be
beat. Join us for an inspiring day in
Kansai on September 19, when we
explore how working smarter—instead
of longer—has a positive impact on
employees, the organization, and society.
It’s a meccha (really big) win-win. n

Kina Jackson is a translator at
KJ Consulting and co-founder of Gochiso.
She is also a member of the ACCJ–
Kansai Women in Business Committee.
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PERSONAL TRAINING &
GROUP FITNESS CLASSES AT CLUB 360
•

100% tailored to your goals
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•
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•

Group classes include Fit 360,
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training session only

¥
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✓ Just a three-minute walk from Roppongi Hills
✓ Large modern facility with spacious studio
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Managers Know Best
Why you should abandon existing screening standards

C

ompanies have always sought the
best talent, but the sad reality is
that only the top few are reaching
this goal. Why? Because most are
sticking to what I call the Existing MidCareer Recruiting Standard (EMCRS).
When the population was growing,
and rich talent was entering the
workforce each year, the EMCRS was
functioning well. But not anymore. As
society ages and the population shrinks,
this approach is no longer enough.
During the period of rapid economic
growth, the seniority system,
simultaneous recruitment of new
graduates, lifetime employment, the
retirement system, and EMCRS worked
well. Among these, EMCRS is the
easiest to change, and a move away from
it is the fastest way to obtain results and
revitalize the entire employment system.
Because it will not directly affect the
rights of existing employees, this change
can be enforced quietly and directly by
upper management.
So, what is the EMCRS to which
most companies cling? As a recruiting
professional, the top three conditions
that I hear companies fuss over are:
age, gender, and experience in the field.
As mentioned, this worked in the
past but fails us now. We need to face
the fact that Japan labor ranks 22nd in
productivity among the 35 Organisation
for Economic Co-operation and
Development member countries, and
first in aging and shrinking population.
If our ultimate goal is to find and

By Makiko Tachimori (Fukui)

vice-chair, Women In Business Committee,
and president, Harmony Residence, Inc.

hire talent that will drive growth in
the company, will age, gender, and
experience matter that much? Will
we be able to find talent by sticking to
these old standards?
The answer to both is no. If we
abandon these three conditions, we
will discover ample rich, untapped
potential. An excellent guide to
achieving this is the American
Chamber of Commerce in Japan’s
Women In Business White Paper
Untapped Potential: A Collaborative
Blueprint for Achieving the Japanese
Government’s “2020/30” Overall
Target of Women Holding 30 Percent
of Management and Leadership
Positions by 2020.
Companies that are successful in
finding this talent—especially for
management roles—are not clinging
to the traditional EMCRS. Instead,
they look at a candidate’s motivation,
willingness, and purpose.
Another important fact is that upper
management should get involved in

the initial screening process instead
of delegating this important task to
someone else. It is upper management
that truly understands how to screen for
these qualities, because they are the ones
who decide the business strategy.
When searching for managementlevel talent, it is dangerous to delegate
the initial interview process to those
who are not involved in deciding the
business strategy. Why? First, they
are not responsible for executing the
strategy. Second, they will usually
stick to EMCRS for initial screening.
And third, it often creates a conflict of
interest, such as not wanting to hire
someone more talented than themselves.
It is critical, therefore, that upper
management be directly involved in
the initial screening. There are many
recruitment firms and HR managers
that do not understand the business
strategy, and thus the qualifications
necessary to execute the strategy.
It is time for top management to
take the lead, to see potential talent
with their own eyes. Only then will you
discover that the common sentiment—
that there is no qualified talent in the
market—is not true.
Wise managers know exactly what
qualifications are needed, and will not
screen out candidates based on age,
gender, or experience. This will open
the doors to a world of rich, untapped
talent and enable your company to
execute its strategy much more quickly
and successfully. n

It is upper management that truly understands how to screen for these qualities,
because they are the ones who decide the business strategy.
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chamber’s efforts to promote a better business climate in Japan.
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A truly Japanese experience …
Rent a kimono, listen to the sounds of
suzumushi, and enjoy a delicious meal
amid the glow of Tokyo Tower
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