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broadcast but also print.
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Tong, President of Kiribati, an island 
nation that will soon be underwater 
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print journalism and its future? It’s 
really important to our democracy 
to have a strong press. Many 
broadcast journalists want to do 
good, investigative work, but it can 
be prohibitively expensive; so print 
journalism is our best hope.
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profiles of female Japanese politicians. 
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and Matsuo Basho.

Secret skill: I can whistle really loud 
and paint exceptionally well.
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Print journalism travels freely, widely, 
and without being excessively tracked. 
That could be more important than any 
of us know.
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have progressed with Miss Universe 
Japan Ariana Miyamoto and with 
multiracial athletes representing Japan 
in Rio 2016. I hope this will continue.

Thoughts on the importance of print 

journalism and its future? 
If only for archival purposes, print 
journalism will always retain relevance 
regardless of industry demands. It 
will always be a bookmark of the 
historical environment in which it 
was published.
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A flagship publication of the American 
Chamber of Commerce in Japan (ACCJ), 
The Journal (formerly the ACCJ Journal) is a 
business magazine with a 53-year history. 

Our September issue of The Journal 
takes you to locales both near and far 
to see how real estate projects, sporting 
events, technology, and culture are 
making life better for everyone—
whether in the city or the countryside.

MIX IT UP
Though not new, real estate projects 
that combine commercial, residential, 
and entertainment are becoming more 
prominent around the globe. Tokyoites 
know Roppongi Hills and Tokyo 
Midtown well, and Japan’s leading 
developers have many more mixed-use 
environs either under construction or 
on the drawing board. But they’re not 
limiting their efforts to home. Japan is 
extending its reach to the United States 
and the United Kingdom. On page 8, 
we explore some of the most exciting 
changes coming to Tokyo, London, 
and New York.

MAKE A MOVE
Here in Tokyo, large-scale mixed-use 
developments aren’t the only things 
changing the landscape. One of the 
city’s best-known cultural mainstays—
Tsukiji Fish Market—is set to make 
a historic move in November. Will 
it happen? That’s been brought into 
question with the election of Yuriko 
Koike as Tokyo’s new governor. But 
should relocation of the inner market 
take place as planned, those left behind 
in the outer market face new challenges 
as they try to maintain a sense of 
community. As you’ll learn on page 16, 
many welcome the opportunity.

BREAK BARRIERS
Although new buildings and facilities 
are going up across the city, those that 
remain must evolve with the times. 
Accessibility is increasingly important, 
and the government and companies 
are working to better serve the needs 
of those with physical challenges. But a 
little nudge never hurts, and the Tokyo 
2020 Paralympic Games are providing 
impetus. On page 22, new contributor 
Abigail Leonard talks to athletes, 
officials, and experts about how the 
Games are having a positive effect on 
efforts to address this important issue.

GET SNEAKY
Through our Revision Japan column, 
we have been exploring areas of the 
city with great cultural tradition to 
learn how families and businesses 
adapt to Tokyo’s evolution. This time 
a trip to Tabata on page 26 leads us 
to a family of ninja whose roots go 
back to the Edo Period. While ninja 
may not find the same kind of work 
today as they did 400 years ago, the 
Musashi Clan has found a way to keep 
their customs alive, teaching them to 
Japanese and non-Japanese alike.

FRESHEN UP
Online, the American Chamber of 
Commerce in Japan (ACCJ) website 
is one of the most important tools for 
making the most of your membership. 
On page 39, ACCJ Vice President 
Jonathan Kushner fills you in on 
upcoming changes.

There’s even more in this issue, 
including initiatives in medicine, 
technology, and business. So with 
August vacations behind us, read on 
and enjoy the start of a new season. n

Christopher Bryan Jones 
chris@custom-media.com
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New global projects merge work and play

By John Amari
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While the idea of multifunction developments is not 
new, their scale—in terms of spend and impact on how 
we work, live, and play—is noteworthy. They also provide 
new solutions for urban living and revitalization through 
sustainability, improved health, and increased safety.

But despite the many benefits of mixed-use properties, 
the potential risks are notable: the threat of uniformity in 
urban design; destruction of street and community life; 
and gentrification.

Speaking to The Journal, industry experts outline some of 
the solutions to these challenges and risks. They argue that 
the era of mixed-use developments is not only upon us; it is 
set to grow.

 
MASTER PLAN
Defining mixed-use is not a straightforward task, said 
Hiroshi Okubo, head of research at the Japanese arm of 
US-headquartered real estate company CBRE Group Inc. 

“When we talk about Grade B buildings and above in 
Japan, for instance, most of them are mixed-use—they have 
some component of retail and office within them,” Okubo 
explained. For Tokyo-based architect Riccardo Tossani, 
mixed-use properties combine “commercial activity with 
residential, office, retail, and hospitality.”

As Tossani explained, in many Asian and European 
cities, these projects trace their lineage to the traditional 
shophouse. “Shophouses in Tokyo or London developed 
organically with little by way of a master plan; and they 
have been a positive part of the urban DNA of these cities 
for generations.”

Beginning in the 1960s, citywide master plans that 
featured zoning—distinct quadrants of specific function 
(government, business, residential, and retail)—became 

Whether in Tokyo or Shanghai, New York or Los Angeles, London or 

Brasilia, mixed-use buildings are springing up all around the world—

and they’re transforming the content and form of our cities.

popular, especially in North and 
South America.

But with the poor performance 
of zoned cities such as Brasilia, the 
federal capital of Brazil, zoning fell 
out of favor, and mixed-use properties 

became the trend in the 1980s, Tossani added.
What distinguishes modern mixed-use properties 

from their predecessors is their variety and scale, and the 
consolidation of functions in one location. Two-story, 
dual-use developments typical of Tokyo districts like 
Shimokitazawa, or multi-story, multi-function complexes in 
Omotesando or Toranomon, are examples. 

In Tokyo, Mori Building Co., Ltd. was one of the first to 
start modern projects in the 1980s, with ARK Hills—the 
first large-scale redevelopment project ever undertaken by a 
private enterprise in Japan—being completed in 1986.

According to Fred Takahashi, an executive director 
at CBRE, such properties expanded not by accident but 
by design. Government incentives spurred their rise by 
encouraging developers to include non-office categories in 
their master plans.

Architect and academic Will Galloway, from architectural 
firm frontoffice Tokyo, agrees, saying zoning played a 
lesser role in Japan than it did in North America. In Tokyo, 
building codes have focused more on the shape of the 
building rather than its function or location.

Today, mixed-use developments in Tokyo’s Marunouchi 
business district—many of which are managed by Mitsubishi 
Estate Co., Ltd., one of the largest real estate developers in 
Japan—take things further. Projects there encompass several 
uses and entire city blocks. 

Similar developments are springing up around the 
world, perhaps epitomized by the multi-billion-dollar 
revitalization at Hudson Yards, along the Hudson River in 
Manhattan. This project is being developed by US developer 
Related Companies L.P., with the 55 Hudson Yards office 
building portion involving Japan’s largest developer Mitsui 
Fudosan Co. Ltd.

You have more people 
walking around during 
the weekend than you 
do during weekdays.
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SOCIAL DRIVER
Many social factors—including a connected, Internet-driven 
international economy and an increasingly global and 
diverse workforce—have come together to create favorable 
conditions for mixed-use projects.

This environment has led to a blurring of the lines 
between work and home life, thereby creating demand for 
multifunction developments, said Andrew Cantor, vice 
president of Related Companies.

“People want to go to work and still be able to go 
downstairs to shop, or go to a restaurant in the middle of the 
day; actually, they may want to work from the restaurant,” 
Cantor enthused. 

Many of today’s workers expect to live in environments that 
are dynamic, innovative, safe, and 
sustainable—whether these are 
offices, neighborhoods, or cities. 

Equally important is the 
need for such spaces to be 
economically accessible to a wide 
social strata.

This is the case even as the 
populations of large cities continue to grow, said John Cook, 
national director for Jones Lang LaSalle (JLL), a provider 
of professional services in the real estate industry.

Such demand for accumulation of assets and talents 
within the same location has led city governments and urban 
developers to favor projects that are attractive and sustainable.

As CBRE’s Okubo explains: “Had you visited the 
Marunouchi area in the early 2000s, you would have found 
a totally different landscape. Office buildings were all there 
was. At the weekend, we never saw the bustle we see today. 

“Since Mitsubishi Estate’s redevelopment began, you have 
more people walking around during the weekend than you 
do during weekdays.”

Abroad, the hope is that the results seen in Marunouchi 
will be reproduced by projects like the Hudson Yards 
redevelopment in New York or the Television Centre / White 

UNITED STATES

Related Companies is developing Hudson 
Yards, on Manhattan’s western edge, in 
collaboration with a number of partners 
including Mitsui Fudosan. The office building 
55 Hudson Yards is the largest overseas 
project by a Japanese real estate company. 
When completed in 2024, Hudson Yards will 
hold 125,000 people a day and cover 28 acres 
(1.6 million m2). The site is the largest private 
development in US history. 

City Project in London, both overseas ventures by Mitsui 
Fudosan. Office leasing for the former is being handled by 
CBRE, while Cushman & Wakefield is managing the latter.

Ultimately, the new normal in urban redevelopment 
is to revitalize precincts and cities while enhancing their 
competitive edge.

 
OPTIMIZED REFUGE
A notable feature of mixed-use developments in New York, 
London, and especially Tokyo is that their location is often 
determined by access to mass transit nodes. 

Why? Mass transit networks optimize travel for time-
poor commuters. Yuki Ikeguchi, a partner at Tokyo-based 
architectural firm Kengo Kuma & Associates agrees, adding 

that such nodes are a key part of 
the urban fabric. Even cities such as 
Los Angeles, where commuters have 
traditionally relied on cars to get 
around, are now investing in light rail 
and metro systems.

Mixed-use developments optimize 
travel even more by reducing 

commutes to the time it takes to walk across a single 
building complex or neighborhood. These developments 
also place greater emphasis on sustainability and safety. 
Amenities such as parks, open-access indoor and outdoor 
spaces, and walking and cycling paths are signature 
attractions according to JLL’s Cook. 

“This makes mixed-use developments places where 
people want to escape to, rather than run away from,” added 
Galloway of frontoffice Tokyo.

In addition, residences, entertainment venues, stores, 
arts and culture centers, dining and leisure facilities—
and even schools—are becoming indispensable parts of 
such developments.

City governments and urban planners are indeed betting 
on the right mix to bring energy, safety, and economic 
vibrancy to communities and cities.

 

Technological advancement 
will allow urban designers to 
challenge prevailing notions.
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A number of large-scale developments 
by Mitsubishi Estate, Mori Building, and 
Mitsui Fudosan have been completed or 
are underway. The latter’s New Hibiya 
Project (tentative name) and Nihonbashi 
Revitalization Project are designed to be 
hubs of international culture, business, and 
the arts. Meanwhile the Tokiwabashi District 
Redevelopment Project by a consortium led 
by Mitsubishi Estate will be carried out in 
phases over the next 10 years.
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COMMON PROFIT
Trends in lifestyles and sustainability aren’t the only 
things creating demand for mixed-use developments. In 
addition to government incentives, trade-offs between 
the economic goals of developers and financiers and 
the policy aims of metropolitan governments are 
important drivers.

As CBRE’s Takahashi explains: “Developers want to 
build offices because that is the most profitable way for 
them to go. Meanwhile, city governments do not want to 
see too many offices because that leads to gentrification 
of the city center and displacement of taxpaying voters to 
the suburbs.”

Mixed-use is therefore seen as one way to satisfy both 
parties, allowing offices to be built while encouraging 
taxpaying voters to live in midtown and downtown areas 
of the city.

Moreover, in the case of public–private partnerships, 
architect Tossani says city governments can insist 
that developers include in their plans amenities 
for the common good—such as open spaces and 
parks, or privately owned public spaces, commonly 
known as POPS. 

And as Related Companies’ Cantor points out, 
consumers are also attracted by entertainment, dining, 
and leisure amenities, which bodes well for the city’s 
purse and the bottom lines of investors and businesses. 

Seeing potential for growth, investors are lining up to 
place bets in this market. At least in Tokyo, New York, and 
London, investor interest in such properties is on the rise.

 
HOUSE OF CARDS
Mixed-use projects are not without risks or challenges, 
however, such as a low return on long-term investment, 
unwelcome changes to the community, or population 
displacement due to gentrification.

For Shohei Shigematsu, a partner and director at 
the New York branch of architectural firm Office of 
Metropolitan Architecture—more commonly known as 
OMA—mixed-use properties often lead to sameness in 
our cities.

“I think mixed-use is the new generic,” Shigematsu told 
The Journal. This in part is due to increasing land value 
and prices as well as the cost of such projects, causing 
developers to favor replicating well-worn formulas rather 
than experimenting.

“The upshot,” he continued, “is that redevelopments 
end up looking predictable and indistinguishable, thereby 
causing cities to lose their local character or specific 
charm. The point of a city is to preserve its character, 
but these developments are in danger of flattening and 
homogenizing peoples’ experience of cities. One way to 
counter this threat is to highlight assets, such as food 
culture, that have a lot of local specificity.”

And because they draw people away from the street 
and into hermetically sealed units, large-scale, mixed-use 
properties are sometimes accused of killing off the street 
life in surrounding areas.

“It is like a new department store that is a category 
killer,” Tossani argues. “Essentially, it causes smaller 
stores in the area that carry similar products to go out of 
business because they cannot compete.”
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Further, depending on their scale, such properties 
can project a fortress-like appearance that discourages 
community participation, a number of experts pointed out. 

“That is why we focus on designing buildings whose 
façades not only incorporate the street into their design, 
but also ensure [they are perceived] on a human scale,” said 
Kengo Kuma’s Ikeguchi. Indeed, all of the experts expressed 
strategies for mitigating such challenges.

For example, “Roppongi Hills and the Azabu-juban 
area collaborate to put on an annual summer festival,” a 
spokesperson for Mori Building said. “This brings people 
and their city closer together.”

 
MIXED-USE 2.0
With the Tokyo 2020 Olympic and Paralympic Games 
on the horizon, JLL’s Cook sees mixed-use projects in 
the city increasing in demand and number. He points to 
developments already underway in the wards of Shibuya, 
Minato, Meguro, and the waterfront areas by Toyosu.

Back at Kengo Kuma, Ikeguchi believes technological 
advances will allow urban designers to challenge prevailing 
notions in design to create increasingly sustainable, multi-
platform developments.

“Smart grids and other energy-saving strategies, for 
instance, should benefit the city and increase standards of 
living now and in the future.”

For as long as cities such as Tokyo, New York, and London 
continue to expand and governments continue to incentivize 
mixed-use projects, these developments will continue 
to grow. n

Workers expect to 
live in environments 

that are dynamic, 
innovative, safe, 
and sustainable.

UNITED KINGDOM

In London, Mitsui Fudosan is engaged 
in the tentatively named Television 
Center (Redevelopment Plan) / White 
City Project, a luxury residential area 
in the heart of the city. Previously 
the site of the British Broadcasting 
Corporation, the mixed-use project will 
cover 17 acres (69,000 m2), feature 
design details “in keeping with England’s 
heritage,” and be home to media, IT, and 
fashion companies.

PH
O

TO
: M

IT
SU

I F
U

D
O

SA
N

 C
O

. L
T

D
.

M
IT

SU
B

IS
H

I E
S

TA
T

E
 C

O
. L

T
D

.

The Tokiwabashi District Redevelopment Project
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Redevelopment can raise land 
values; older buildings do not 
meet modern safety regulations; 
society is becoming grayer; the 
modern economy has created 
different corporate needs that old 
buildings cannot meet. So it goes.

Still, for many, heritage is more 
important. “That is the stuff 
people want to come to Tokyo to 
see,” explained Alastair Townsend 
of Bakoko Architects, speaking 
of older buildings such as Tsukiji’s 

market. “Development comes at a cost of the character of the 
city and what gives it value,” he added.

HOPE
There is, however, plenty of reason to be hopeful that 
Tsukiji will remain attractive to tourists and locals if the 

inner market goes. Over the 
generations, the town has nurtured 
a strong community. Workers from 
the market often live in the area, and 
a network of stores that sell goods 
from above sea level to visitors, 
chefs, and workers has grown. These 

people, with businesses beyond seafood, are not willing to 
simply let their town fade into the background.

They have allies. A new building—Tsukiji Uogashi—
will open later this year in the area of the outer market 
and will include about 60 restaurants, many of which 
currently operate in the inner market. The idea is to keep 
the tourists coming to Tsukiji, regardless of any inner 
market relocation. “We are all working hard together to 
make sure the closure of the inner market doesn’t mean the 
end of Tsukiji,” said Hiroshi Miyanohara, manager of the 

Tsukiji’s shift brings new opportunities to community
 

By Richard Smart

MARKET 
MOVES

Tokyo’s constant state of demolition and redevelopment has 
for years fascinated and disturbed Japan-watchers. Many 
have wondered why a city that was once marked by awe-
inspiring design and deep tradition insists on knocking 
down and redeveloping its historic buildings and areas. The 
results often turn out to be drably utilitarian structures that 
would not look too out of place in the 
Soviet Union circa 1965.

There are, of course, plenty of reasons 
for Tokyo’s constant state of flux. 

Work is almost complete 
on the new facility that will 
replace the inner market.

The outer market will remain in Tsukiji.
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Tsukiji Fish Market, the iconic Bauhaus-inspired building that sells more 

seafood every day than any other place in the world, is likely to undergo 

a makeover. On November 7, the inner market is scheduled to move south 

to the Toyosu area. The venerable facility will then be demolished. Unless 

plans change, that is. New Tokyo Governor Yuriko Koike has suggested 

she might delay or call off the move, citing protests from wholesalers 

over safety and traffic concerns. But as things stand, the situation is 

depressing for fans of the old market.
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outer-market knife store Aritsugu. “For Toyosu, public 
transport networks are not too strong; so I feel people 
will still come here.”

Miyanohara said that his store predates the inner 
market, which opened in 1935, and that there was little 
concern about business after the facility moves. “We 
have a store in the inner market, as well as this one,” 
he explained. “The one in the inner market [is a] fish 
specialist. Our customers are tourists and people with 
a general interest in cooking.” His only conundrum: 
Should opening hours remain from 5:30 a.m. to 3:00 p.m.?

Others in Tsukiji also have hopes for its future. 
Yoshihito Suzuki, a representative of Namiyoke Inari 
Shrine, said that with Uogashi opening and the outer 
market staying intact, most would not notice the 
difference. “Things won’t really change for visitors. 
The only thing gone will be the morning tuna auction,” 
he said. “And many areas of the inner market were 
inaccessible to the public anyway.”

The shrine, which has protected Tsukiji since before 
the market opened in 1935, is confident that the loss 

of the inner market will not affect its business. “There will 
still be plenty of people coming here from [Uogashi] and 
the outer market,” Suzuki said. “Many of the workers at 
the outer market live in this area, too.” Namiyoke will also 
remain an attraction in itself. Since the founding of the 
shrine in 1659, shishigashira (lion heads) have protected 
the area from waves, which were a much bigger problem 
before modern technology tamed Tokyo Bay. The shrine’s 
festival, at which locals, workers, and merchants parade the 
shishigashira and other deities around the town, is likely to 
remain a draw.

COMMUNITY
Long before the market was envisaged, Namiyoke Inari 
Shrine, whose name roughly translates as “religious site 
for protection from the waves,” watched over the Tsukiji 
community. “In the Edo Period (1603–1868), the waves 
were very strong, but we had the shishigashira to protect us 
against the force of the sea,” Suzuki said. “The deities were 
supposed to keep the wind and the clouds at bay.” Some 
locals believe they do so even now.

Suzuki says that the shrine serves 
those locals, and the locals serve 
the shrine. While the inner market 
is going, he points out that it is 
5-chome, using the Japanese system 
for dividing up districts. “One to 
four, six and seven, they remain. 
They are not the market.”

Back before World War II, in 
the third year of the Showa Period 
(1926–1989), Susumu Rokkaku 
moved into his current home. He 
remembers the early days. “As a kid, 
I used to swim in the Sumida River 
over there, but that was a long time 
ago,” he said. “Things are obviously 
different now, and my kids have 
moved out,” he added. Still, he does 
not well up at the prospect of the 
inner market moving, or the area 
undergoing a makeover. “The new 

Over the generations, 
the town has nurtured 
a strong community.
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For more details contact Doreen Soriano: doreen@recruitment-international.sg
or go to the RI website: www.recruitment-international.sg/events/ri-awards-japan

The Recruitment International Asia recruitment industry awards will recognize 
and reward innovation and best practice in Japan’s recruitment industry. We 
will assess and announce the best recruitment companies in the region and 
bring together leading recruitment professionals to celebrate the cream of 
the industry. Make sure you are a part of it.

The world’s biggest and best recruitment industry 
awards programme is coming back to Japan, 
offering an opportunity to celebrate in spectacular 
fashion. Come and enjoy the awards luncheon on 
Friday September 30 at Tokyo American Club 
with recruitment professionals from across the 
country, eager to win the most prestigious awards 
in the world of staffing.

ENTER TODAY AND HELP US FIND THE 
RECRUITMENT COMPANY OF THE YEAR IN:
• Accountancy 

• Creative & Digital  

• Human Resources 

• IT & Technology

• Life Sciences & Healthcare

• Executive Search 

• Banking

• Real Estate & Construction

• Legal

• Best Contract

• International 

AND THE WINNERS IN THESE CATEGORIES:
• RPO Provider of the Year
• Outstanding Recruiter of the Year
• Best Back Office Team of the Year
• Best Newcomer
• Growth Company of the Year

All entries must be in by 5pm on Wednesday September 14, 2016

IT’S TIME TO FIND THE BEST 
STAFFING COMPANIES IN JAPAN

MEDIA SPONSOR

DAABON was recently named the world’s number-one organic 

palm oil producer by the Zoological Society of London (ZSL).

ZSL’s Sustainable Palm Oil Transparency Toolkit (SPOTT) scores 

palm oil-producing companies on more than 50 indicators of 

transparency and commitment to environmental and social 

best practices. DAABON took the top spot among large palm 

oil makers with a cumulative score of 92 out of a possible 100, 

reassuring all of their commitment to sustainability.

You can purchase DAABON products on amazon.co.jp.

www.daabonorganic.com
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market will only be down the road, so I don’t worry about 
the change.”

Many in Tsukiji echo Rokkaku’s sentiments. For 
Miyanohara, there is a certain divide: The workers are 
one family and the local residents another. Both co-exist 
happily, but they have different shared stories and shared 
memories. Suzuki is aware of this. “Tsukiji has a strong 
community, which is rare for Tokyo,” he pointed out. 
“And around here, the town is the town and the market is 
the market.”

LESSONS FROM CHIBA
What would replace the inner 
market has yet to be decided. 
There will likely be a road, easing 
congestion from the south of 
the city, and there are rumors of apartments and retail—
though nothing is confirmed.

Down in Toyosu, all looks set, though protesters 
continue to raise food contamination fears. Work is almost 
complete on the new facility that will replace the inner 
market. As a modern building, it will be easier to keep 
clean and cool. State-of-the-art facilities will also make the 
new market more convenient for workers. And in a bid to 
end the ongoing tension between visitors and those there 
to do business, it also features areas designed specifically 
for tourists. Plus, at 510,000 m2, it is about 1.7 times larger 
than the current venue.

Back at the knife store, Miyanohara said he will miss his 
old “family” at the inner market. “Obviously I would be 
happiest if it stayed in Tsukiji.” Fans of architecture are also 
likely to be disappointed that the new facility has more in 
common with a food factory than the workspace as art.

But Bakoko’s Townsend views redevelopment as 
inevitable, and often necessary. Living in Chiba Prefecture, 
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he witnessed firsthand the effects of the choice not to allow 
the developers to do their thing. “Matsudo is an interesting 
case study because it’s a bit of [an uncomfortable place to 
live by modern standards],” he said. “It has lots of buildings 
that are about seven stories high with a different snack 
bar sort of thing going on in them. The next major station 
is Kashiwa, which is similar in scale but it’s further from 
Tokyo. But it has a Gucci store and a Chanel store near the 
station. It’s like Beverly Hills in comparison.”

Koji Naito, research director 
for Japan markets at real estate 
developer JLL, knows Kashiwa 
well, and sees the area as a 
possible model for sustainable 
development. “In the center, 
there is a large shopping 

complex, and there were a lot of vacancies around,” he said. 
“They wondered what to do with the area and decided to 
create a shared office building. It was quite a good idea 
because right next door is a University of Tokyo building, 
and you can also find Chiba University and a lot of 
incubators gathering in Kashiwa. And rent is getting really 
expensive, maybe ¥30,000 per tsubo [3.3 m2].”

The reason for the rising rent, Naito said, is that Kashiwa 
has become a nice place to live. “It’s quite comfortable. 
There are kids around, and a lot of people in different age 
brackets. It’s got quite a good atmosphere,” he explained. 
“Kashiwa is also definitely better for a night out, too. 
Matsudo just has a handful of restaurants and bars by 
the station. There is a much wider range of choices 
by Kashiwa.”

Why are the two areas in such contrast? “The only 
reason the areas are different is that Matsudo declined 
the opportunity to let the rail operator and whatever 
consortium come and develop there,” Townsend said. 

The idea is to keep the tourists 
coming to Tsukiji, regardless 

of any inner market relocation.

The New Toyosu Fish Market
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Meiji Restoration sees Japan’s capital move to 
Tokyo as nation embarks on modernization.

 
Nihombashi fish market destroyed in 
Great Kanto Earthquake

 

Tsukiji fish market begins operations

 

Modernization of market area begins; 
Japan bubble bursts

 
Tokyo scraps plans to modernize market in bid 
to rein in spending

 

Relocation of market proposed

 

Plans to move market to Toyosu presented

 

Plans to move market to Toyosu finalized

 

OCT. 15 
Uogashi opens in outer market area

NOV. 7 
Inner market moves to new premises in Toyosu

1868

1923

1935

1990

2003

1995

2011

1998

2016

TSUKIJI FISH MARKET TIMELINE
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“They wanted to retain all the small businesses around the 
station. The local business organizations banded together to 
block them. What’s happened is that property in Matsudo 
is worth a lot less, and there’s a lot less revenue coming into 
the city because there was never any development. So it’s a 
shame to lose the street culture and the mix of businesses 
you find throughout Japanese cities, but it’s understandable 
from a developer’s perspective.”

For Tsukiji—as it prepares to undergo development—the 
lessons of Matsudo and Kashiwa should be taken to heart. 
In the greater Tokyo tradition, it can try hanging on to 
heritage without allowing new development to take place at 
the risk of losing out to other, more innovative areas. Those 
in the outer market and those preparing to move into the 
new Uogashi complex are giving it their best shot.

Rokkaku is confident the redevelopment will work out, 
but he is not going anywhere. “The place is going to get 
more upmarket, and rents are likely to rise. I’ll not sell my 
places though … they are going to my children.” n

The offices of Tsukiji Fish Market
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when it moved to Rome to follow the 
Olympics. This was the first official 
Paralympic Games.

The second official competition 
was held in Tokyo in 1964. When the 
Games return in 2020, the Japanese 
capital will become the first city to 
host them twice.

CATALYST FOR CHANGE
Organizers in Tokyo see the 
Paralympic Games as an opportunity 
to show how far Japan has come, 
said Yasushi Yamawaki, governing 
board member of the International 
Paralympic Committee and 
president of the Japanese Paralympic 
Committee, which runs the Nippon 
Foundation Paralympic Support 

It was a small event—just 16 athletes 
competed—but for the British public 
it was a revelation: Severely injured 
people could still enjoy the thrill and 
camaraderie of sports. Prince Charles 
would later write of Guttmann’s 
contribution: “It is amazing to think 
that, not that many years ago, the 
treatment of paraplegics was generally 
regarded as a waste of time.”

In the years that followed, 
Guttmann’s annual competition 
grew—first among more British war 
veterans and then, in 1952, between 
British and Dutch veterans. In 1953, 
Canadians joined, and the next year so 
did Australians, Finns, Egyptians, and 
Israelis. Seven years later, in 1960, the 
gathering debuted on the world stage 

Center out of its bright and barrier-free 
Akasaka offices.

Before 1964, he said, the Japanese 
public had little understanding of people 
with impairments. The Paralympics 
couldn’t even be held at Tokyo’s National 
Stadium because it wasn’t accessible 
to competitors with limited mobility. 
But when Japanese spectators saw 
foreign athletes who had jobs and 
lived independently competing against 
Japanese athletes who had come from 
hospitals and rehabilitation centers, 
everything changed, said Yamawaki. 
Crown Prince, now Emperor, Akihito 
was so inspired that a year later 
he helped create the Japan Sports 
Association for the Disabled.

That organization has helped 
develop athletes such as Eri Yamamoto-
MacDonald, who was born with spina 
bifida—an incomplete closure of the 
backbone and hernial protrusion of the 
membranes around the spinal cord—
and uses a wheelchair to get around. 
She started playing sledge hockey in 
Canada, where she was completing a 
graduate degree. She was a member of 
the women’s national team of Canada 
from 2013 to 2015, and had hoped to 
form Japan’s first Paralympic women’s 
team when she returned home. But 
recruiting players proved difficult, 
and the early morning schedule didn’t 
help: she was getting up at 1:00 a.m. 

In 1939, a young Jewish doctor named Ludwig Guttmann fled Nazi 

Germany for England; but the horrors of war followed him. British 

servicemen began streaming into his hospital ward seeking treatment 

for severe spinal cord injuries, at the time thought to carry a sentence 

of life in a hospital bed. But Guttmann wanted more for his patients, so 

he instituted rehabilitation programs. In a stroke of creative genius that 

would become his legacy, he brought them onto the hospital grounds 

for an archery competition against patients from a nearby clinic. 

The contest took place on the same day as the opening ceremonies 

of the 1948 London Olympic Games.

BARRIER-

FREE
How the Paralympics is changing society

By Abigail Leonard
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for 3:00 a.m. practice, the only ice time 
available. On the advice of another 
Paralympian, she tried power lifting 
and discovered she had a talent for 
it. She’s now training for the Tokyo 
2020 Paralympic Games and also 
runs educational programs to teach 
schoolchildren about impairments.

“We found that children’s education 
is the most effective way to create a 
more inclusive society,” said Yamawaki.

WORKPLACE DIVERSITY
Yamawaki also sees the Paralympics 
as a way to make Japan’s workplaces 
more diverse. By law, 2% of all 
positions at private companies with 
50 or more employees and 2.3% of 
government positions must be held 
by disabled people—and that will 
likely increase over the next two years, 
said Megumi Tsukamoto, vice-chair 
of the Olympics and Sports Business 
Committee at the American Chamber 
of Commerce in Japan (ACCJ). 
She said companies that don’t have 
available positions often provide jobs 
for people with disabilities by setting 
up “special purpose” companies. 
There were nearly 400 such entities 
as of 2014.

Tsukamoto said the Paralympics 
is an incredible resource for finding 
qualified candidates. “The athletes 
have a reputation for being energetic 
and having a great work ethic, and 
they can also help build a bridge 
for other employees to understand 
different worlds,” she explained.

Yamamoto-MacDonald hopes this 
will help Japan become more inclusive. 
“I really believe Japanese people are 
kind and humble, but when I come 
back to Japan from Canada it feels 
different; I’m always aware that I have 
a disability because people here always 
remind me.”

ACCESSIBILITY
Getting around Tokyo in a wheelchair 
can be grueling. As Yamamoto-
MacDonald explains, some train 
stations don’t have elevators or have 
escalators that only go in one direction; 
so she often has to wheel to the 
next station.

Jonathan Kushner, co-chair of the 
ACCJ’s Olympics and Sports Business 

Committee, said Tokyo should use 
the Games as an opportunity to make 
more of its public spaces barrier-free, 
and also to highlight how that will help 
not only disabled residents but also 
the city’s growing elderly population 
and other groups, such as mothers of 
young children.

The city is starting to move in that 
direction. By 2020, Tokyo Metro plans to 
have elevators and accessible toilets at all 
of its stations, plus multiple elevators at 
the stations nearest Paralympic venues. 
The company will also update its cars 
so that each has a wheelchair space and 
low-hanging straps in priority areas, 
said spokesperson Yusuke Shida. Tokyu 
Corporation, which already has barrier-
free stations and accessible restrooms 
on its seven Tokyo-area lines, will add 
platform doors to all 64 stations on its 
three busiest lines, said spokesperson 
Hirokazu Yamanishi.

Still, making major infrastructure 
improvements will be challenging. 
Subways have significant space 
constraints, and renovation projects 
such as installing wider ramps or more 
elevators could mean putting existing 
projects on hold.

“Given the fact that it is the 
Underground, the space restrictions 
have been a particularly difficult 
problem to deal with,” said Shida. 
“In addition, we only have four years 
to carry out the plans, so it is extremely 
challenging; but we would like to strive 
for improvement in order to provide 
facilities and services that our customers 
can use comfortably.”

Eri Yamamoto-MacDonald (center) played sledge hockey in Canada and is training for the next Paralympics.
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Kozo Kubo of Japan competes 
in the men’s 15km Sitting 
Biathlon at the 2014 Winter 
Paralympic Games in Sochi.
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Then there are the buildings. 
Organizers plan to make not only 
sports venues barrier-free but also 
hotels, airports, and the passageways 
between train stations and venues.

Don’t expect to see all new 
construction though. Shinji Nakamae, 
director of Paralympic Games 
Integration for the Tokyo 2020 
Olympic and Paralympic Games, said 
the International Olympic Committee 
is pushing a reform agenda that 
emphasizes sustainability, so Tokyo 
will update existing structures rather 
than build new ones. In addition to 
constructing eight new sports venues 
and the Olympic Village, organizers 
are asking building owners to update 
their facilities to conform with 
recommendations laid out by the 
International Paralympic Committee 
with input from municipal 
governments and disability groups. 
That means renovating everything 
from doorways and showers to 
information centers.

Some event venues will require 
more modification than others. Take 
wheelchair basketball. Its spectators 
are often in wheelchairs as well, said 
Nakamae, so the stadium will need 
lots of wide ramps and hallways.

Across almost all Paralympic 
events, wheelchairs and prostheses 

Tokyo should use the Games as an opportunity to 
make more of its public spaces barrier-free.

play a major role. And while athletes 
from wealthy countries such as 
the US and Japan can afford top-
flight technology, competitors from 
developing countries often cannot, 
leaving them at a disadvantage.

Keiichi Tsukishiro, a Japanese 
prosthetics engineer for German 
prosthetics maker Ottobock, hopes 
to help. He’ll be in Rio for his sixth 
Paralympic Games (September 7–18), 
working at the company’s free repair 
center where he expects to see athletes 
from poorer countries in the Middle 
East, East Asia, and South America. 
“Japanese and other top athletes rarely 
come by except to say hi, because 
their prosthetics are perfect,” he said.
At past Games, he replaced a lot 

of worn tires and busted brakes—
and even rebuilt entire rigs for 
athletes, some of whom went on to 
win medals. “That made me very 
happy,” he said.

PARALYMPICS NO MORE?
The technology top athletes use today 
could benefit non-athletes down the 
line, as it becomes more affordable. 
Researchers at Canada’s Simon Fraser 
University, for example, are working 
with Paralympic skier Danny Letain 
to create a new control system for 
bionic hands, which they say will 
provide a more intuitive experience 
for upper arm amputees. German 
silver medal cyclist Denise Schindler 
hopes to be the first athlete to race 
with a 3D-printed prosthetic: a bionic 
leg she designed in collaboration with 
software developer Autodesk. Such 
3D printing could allow many more 
amputees to have prosthetics specially 
fitted to their bodies.

This new generation of prosthetics 
is so good that some observers say 
it could mean disabled athletes no 
longer need their own competition. 
Japanese sports writer Hirotada 
Ototake, who was born without arms 
or legs, has pointed to new technology 
in advocating for a combined 
Paralympic–Olympic Games.

That doesn’t look likely to happen 
anytime soon though, in large part 
because prosthetics have gotten so 
good. German Paralympian long 
jumper Markus Rehm, who jumps 
farther than any Olympian, had 
hoped to compete at the Olympics 
in Rio, but his bid was denied after 
officials said he could not prove 
his prosthesis didn’t give him 
an advantage.
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Satoko Fujiwara in the 2006 Table World Tennis Championships for the Disabled in Switzerland.

Angela Madsen, a United States Marine Corps veteran, competed as a shot-putter in London in 2012
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who has a spinal impairment related 
to surgery following an injury 
she sustained in service. Madsen 
competed as a rower in the 2008 
Beijing Paralympic Games and a 
shot-putter in London in 2012, 
where she took home a bronze 
medal. She hopes to get some 
new hardware in Rio and perhaps 
even in Tokyo—if she can stay 
competitive that long.

But the Games have meant more 
to her than just the chance to stand 
on a podium. She said they have 
given her life new meaning, and 
she credits the Paralympics with 
keeping her from becoming one of 
the nearly 2,000 US veterans who 
commit suicide each year. “It has 
saved my life,” she said. n

CHANGING PERCEPTIONS
Still, some organizers of the 
Paralympic Games say setting world 
records is beside the point. “The 
Paralympics has a different, unique 
identity from the Olympics that we 
hope will be the basis for creating a 
more inclusive society,” said Yamawaki.

Getting more people to actually 
see the Games is half the battle. In 
Japan, at least, there will be ample 
opportunity: NHK plans to run about 
120 hours of broadcast coverage of 
this year’s Rio Paralympic Games—
nearly three times more than they 
broadcast from London in 2012. They 
plan to do the same when Tokyo plays 
host in 2020.

Events such as soccer for the visually 
impaired, in which players rely on the 

sound of the ball and each other to 
score goals, show how much people 
with impairments can accomplish, 
said Yamawaki. His organization 
has set an ambitious goal for Japan’s 
Paralympians to win 20 to 23 medals 
in the 2020 Tokyo Paralympic Games 
as a way of building excitement and 
creating sports heroes who don’t fit the 
traditional mold.

In that way, the modern Paralympics 
still align with Guttmann’s original 
vision for them. And, in fact, many 
Paralympians are still in the military. 
In Sochi, 18 of the 74 members of 
the US team were veterans or service 
members. A similar number are 
expected to compete in Rio.

One of them is Angela Madsen, a 
United States Marine Corps veteran 

PHOTOS: TOKYO METROPOLITAN GOVERNMENT

Yoyogi National Stadium—Badminton and Wheelchair Rugby

Izu Velodrome—Cycling

Nippon Budokan—Judo
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The International Olympic Committee is pushing a reform 
agenda that emphasizes sustainability, so Tokyo will update 
existing structures rather than build new ones.



Nouveau Ninja
Wealth of stealth in Tabata

Text and Photos by Kit Pancoast Nagamura

Kiyomi Shibata (65) is the 18th-
generation head of the Musashi Clan. 
Shibata’s family served as both samurai 
and ninja for Shogun Tokugawa Ieyasu 
at Okazaki Castle in Mikawa more than 
400 years ago. When Tokugawa strode 
into Edo to unify Japan and create a new 
capital, Shibata’s family accompanied 
him. Throughout the Edo Period, 

Shibata’s ancestors carried out crucial 
business for the shogun, and her great-
grandfather, Shibata Sadataro Takenaka 
(1823–1877), was dispatched to Europe 
twice in the 1860s to organize a French 
military mission to train Japanese in 
Western-style warfare. 

Today, Shibata, whose shinobi 
(ninja) name is Suzak, manages the 

clan’s shihan (trainers) in Tabata. 
“I knew nothing about my family’s 
history until my father finally 
confided in me,” she says. “Many 
ninja were kusa, you know, like 
grass, living here and there in 
communities as ordinary citizens, 
gathering information quietly. You 
didn’t tell your loved ones what you 
were doing, of course, until you 
were about to die. Then you would 
select one of your family members, 
and ask them to continue the job.” 
According to Shibata’s great-
grandfather’s diaries, Tabata had a 
fair amount of “grass.” “Still, Tabata 
wasn’t exactly a village of ninjas, or 
anything,” she laughs.   

While Tabata might seem too 
suburban for a ninja school, 
Suzak’s relatives once lived in the 
neighborhood and the clan’s tomoku 
(master ninja) suggested they 
situate the dojo (training center) 

Woodblock prints from the Edo Period (1603–1868) depict 

the area of Tabata as a hiker’s paradise, with pines clinging to 

cliffsides and a scenic waterfall. By 1898, in the Meiji Period 

(1868–1912), train access brought in more residents, and 

Tabata’s verdant landscapes, affordability, and proximity to 

the newly established Tokyo School of Fine Arts attracted 

an artistic community of writers and artists—Ryunosuke 

Akutagawa and Tenshin Okakura among them. World War II 

bombing raids razed Tabata’s landscape, but one vestige of 

Edo remains here, hidden in plain sight: a clan of ninja.

26 THE JOURNAL  n  SEPTEMBER 2016



When Tokugawa 
strode into Edo 

to unify Japan … 
Shibata’s family 

accompanied him.
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here, in an old printing factory. “It 
has high ceilings,” Shibata explains, 
“which we need.”

Inside the modest facilities, a board 
displays photos of some of the Musashi 
clan’s 100 members, many incognito 
behind masks. I ask Suzak if any of her 
clan are practicing professional ninja. 
“We are studying ninjutsu, or the ‘way’ 
of ninja, its techniques and philosophy,” 
she says, deftly sidestepping the 
question. “Ninja have always had other 
kinds of jobs—musicians or gardeners 
or whatever—but the skills we teach 
can be useful in any kind of work. It’s a 
way of life.”

Suzak has recently decided to open 
her dojo to foreigners who would like 
to experience authentic training. “We 
start with mokuto (silent meditation) 
and kuji-kiri (secret hand formations 
said to instill power and focus),” she 
says. “Our aim is to achieve ku, a state 
of no self, a position without judgment 

or valuation. That’s where balance 
exists, and it does not bring fighting, 
but peace.” As two of her clan, Sasuke 
Yaen (15) and Aoshi (who prefers 
anonymity) spar nearby, I note a 
curious harmony in their movements.

I question Suzak 
about the shuriken 
(throwing stars), kunai 
(throwing knives), and 
tekkokagi (iron claws) 
hanging from the walls. 
“They are forged by 
our clan’s blacksmith,” 
she explains, but 
in the next breath 
reminds me that ninja have long 
suffered skewed cinematic portrayal 
as assassins. “If a ninja had to kill 
someone, it usually meant that 
his cover had been blown, and 
therefore he was not skillful,” she 
says. “Espionage was our assignment, 
usually, not assassination.”

Requested by Suzak, young Yaen 
demonstrates some of his 12 years of 
training. He sinks a chopstick into the 
wall with scary accuracy, and performs 
a backflip so swiftly that he virtually 
disappears. The advanced skill he still 

struggles to master, 
though, is koku, or 
intuiting intent. Suzak 
takes up a makeshift 
sword and stands 
behind Yaen, where 
she casts no shadow. 
“I have to visualize 
striking him,” she 
says. Suzak is not 

someone you want visualizing that, I 
think nervously. She attacks, and Yaen 
blocks her. The second time, though, 
she lands one, hard. Then she apologizes 
to Yaen. “That was my fault,” she says. 
“My intention was not strong enough to 
be sensed,” she explains, backing away 
with ninja grace. n

HAIKU

ninja practice
avoiding the sword
a mosquito

� Those interested in ninja thought and training may contact the Musashi Clan: www.musashi.ninja
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Japan has been actively reinventing itself as a tourist destination in 

recent years. As the Tokyo 2020 Olympic and Paralympic Games 

quickly approach and the influx of visitors grows, Japan is making 

constant headway in making its capital more accessible. Free 

Wi-Fi—difficult to find until recently—is now offered in most 

train stations and by various businesses. On the dining scene, 

restaurants have begun catering to the varied dietary needs of the 

international community by adding vegetarian and halal options.

“We are working as a non-profit think 
tank for the medical field,” explained 
Sawada, CEO of the Japan Institute for 
Global Health (JIGH). Since its inception 
in 2012, key activities have been to provide 
support for, and present research-backed 
health policy reform suggestions to, the 
Japanese government. JIGH is funded 
by the Bill & Melinda Gates Foundation 
to create strategies for eradicating polio 
globally by 2018, and to launch the Polio 
Education Project to raise awareness.

MEDIPHONE
Although JIGH’s primary focuses are global health and 
polio eradication, the organization is also working to 
improve healthcare accessibility with its medical translation 
service, mediPhone. Launched in 2014, the service 
allows Japanese medical professionals and institutions to 
communicate directly with non-Japanese-speaking patients, 
either in person or remotely by telephone. The mediPhone 
service has been implemented by hospitals across the 
country, insurance companies such as Tokio Marine & 
Nichido Fire Insurance Co., Ltd., and real estate companies.

“The service started with an inquiry from a doctor who 
was having difficulties communicating with a patient who 

But in the quest for globalization, language remains 
top priority—especially in the medical field. Because 
non-Japanese have represented a very small percentage 
of patients in the country’s hospitals, there is a drought 
in medical support and assistance for non-speakers of 
Japanese. As the number of non-Japanese residing in 
and visiting Japan rises, there is an increasing need for 
multilingual support to make medicine more accessible to 
the foreign community. 

To rectify the situation, Mayumi Sawada founded 
mediPhone, a medical interpreting service that aims 
to create a world in which medicine and healthcare is 
accessible to all.

TALKING
MEDICINE
Mayumi Sawada opens doors to 
Japanese healthcare

 

By Martin Leroux



spoke Hindi,” explained Sawada. “The patient could not 
identify their symptoms either, which made a diagnosis 
difficult. I wanted to solve these types of problems.”

There were medical interpreters who dealt with 
these situations, but a majority of them were doing so 
as volunteers. “There wasn’t a system through which 
interpreters could help patients while being compensated 
properly. So, to give a chance for these support providers 
to establish sustainable careers as medical interpreters, 
we decided to make it a business,” Sawada said. Within 
two months of hearing about the incident, she launched 
mediPhone in beta form.

Presently, the service is available in English, Chinese, 
Korean, Spanish, Hindi, Portuguese, Russian, Vietnamese, 
Thai, and French.

“The people interpreting for mediPhone are all professional 
medical interpreters,” said Sawada. 
“We plan to increase the number 
of languages in the future. Right 
now, there is growing demand for 
Nepalese and Mongolian.”

BUSINESS MEETS MEDICINE
While her organization has broken new ground in Japan’s 
medical industry, Sawada herself comes from an entirely 
non-medical background. Prior to JIGH, Sawada’s 
academic and professional career focused primarily on 
language and business. She majored in English studies at 
the Tokyo University of Foreign Studies, Chinese language 
at Peking University, and obtained her Master of Science in 
Management at Imperial College London.

Upon returning to Japan, she went to work at a startup 
company, and then at Google. It was during her time 
with the tech giants that Sawada developed an interest in 
medical issues.

“[Medicine] is one of the world’s greatest challenges, on 
a large scale,” explained Sawada. “As a business, it’s also 
very interesting. The problems we work to solve and how 
we handle them … because they’re issues that directly 
affect human lives—they’re very sensitive and deep.”

While at Google, Sawada met current JIGH president 
Dr. Kenji Shibuya and volunteered to help him organize 
activities and events for World Polio Day. At the time, 
Shibuya was working on making reforms to both 
Japanese and international health policies.

“At the time of our meeting, Shibuya was working 
with Bill Gates in various activities with the goal of 
eradicating polio,” explained Sawada. “He was looking 
for someone with whom to start an organization. 
We met while I was still at Google, and I developed 
a strong interest in finding solutions to these 
health issues.”

As a result of their meeting, Sawada and Shibuya 
decided to partner in establishing an organization 
dedicated to encouraging innovation and progress in the 
medical field. With the help of partner organizations and 

stakeholders, JIGH is striving to 
improve global health policies. 
While mediPhone has gained 
recognition within the Japanese 
health and medical world, 
Sawada says there are plans to 
go bigger.

“I want mediPhone to be a service that can be used 
from anywhere, and by as many people as possible. 
I would like it to be accessible regardless of where 
our clients are, and to have a mechanism that allows 
companies to use the service to assist their employees.”

But in moving the organization forward, Sawada also 
hopes mediPhone will play a pivotal role in making 
communication in Japan easier for those who cannot 
speak Japanese.

“We are leading up to the Olympics, and there are 
more people who either visit or move here. In times of 
trouble, I want us to be able to offer support not only to 
the global community, but also to companies by providing 
medical interpreting as well as medical assistance 
through collaboration with emergency physicians. We 
will continue to expand our service to increase our 
multilingual medical support.” n
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“[Medicine] is one of the 
world’s greatest challenges, 

on a large scale.”
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Mayumi Sawada and medical students at Teikyo University, where she gave a lecture about JIGH on August 18.
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INSIDE  JAPAN’S 
ZERO-ENERGY HOMES
By Naoki Asanuma

Apart from the solar panels on the roof, Hisao Yamashita’s home 

in Yokohama, south of Tokyo, looks much like the houses around 

it. What makes it special is what’s inside. A fuel cell provides 

hot water quickly and efficiently, sunlight streams in through 

highly insulated, double-glazed window panes. All the lamps in 

the house use energy-saving light-emitting diodes, and the walls 

are packed with high-performance insulation. To top it off, an 

efficient air-conditioning system keeps room temperatures at 

comfortable levels.

According to criteria laid out by Japan’s Ministry of Economy, 
Trade and Industry, in order to be dubbed zero energy, a 
house must:

“Zero-energy” homes like this are starting to catch on in 
Japan, particularly as the country faces stricter emissions 
reduction targets in line with the Paris Agreement, a 
UN climate accord reached late last year. The Japanese 
government is hoping these energy-efficient homes really 
take off by 2020.

HIGH-TECH LIVING
At his house, Yamashita checks a terminal connected to a 
home energy management system, or HEMS, to see how 
much electricity his rooftop solar panels are generating.

The terminal provides him with various information 
about his home. It tells him, for instance, that his house has 
essentially kept 255 liters of kerosene from being burned to 
generate electricity.

Yamashita hasn’t had to sacrifice comfort for energy 
efficiency. “Even though I rarely turn on the air conditioner 
during the summer or winter, it’s still comfortable,” 
Yamashita said, a testament to how efficient the 
insulation is.

Living in a zero-energy house is also something of a 
revenue stream. Last year, Yamashita generated a net surplus 
of electricity worth ¥70,000 ($683), thanks to the system.

Be at least 20% more energy efficient 
than an ordinary home

Be insulated and airtight enough to 
increase the efficiency of air conditioners 
and water heaters

Allow for efficient ventilation

Have a solar power or other renewable 
energy system so the house does not 
need to take electricity from the grid, and 
may even supply electricity to it

PHOTO: CHESKYW / 123RF
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Late last year, the economy ministry published 
a road map to help people build more zero-energy 
homes. In May, the government responded to the 
Paris Agreement by laying out its plan for combating 
global warming. In it, the government said it will “aim 
to make more than half of new built-to-order homes 
zero-energy homes by 2020.” 
The ministry expects about 
50,000 zero-energy homes going 
up on an annual basis by 2020.

Since the oil shock of 1973, 
energy consumption in Japan 
has fallen by 20% in industry 
but doubled for household use. Although electric 
appliances have become increasingly energy-efficient, 
the number of devices per household has grown, as has 
the number of households.

The government has been doling out subsidies worth 
¥1.25 million to each household wishing to build 
a zero-energy home in the current fiscal year. Two 
years ago, when Yamashita built his home, he received 
subsidies from the central and prefectural governments 
and managed to save ¥2 million.

Kenichi Ishida, a managing officer at Sekisui House, 
the builder that put up Yamashita’s home, said zero-

energy homes “can reduce energy use to zero without 
compromising on comfort.” The company reckons its 
zero-energy homes can reduce power usage by 40–50% 
compared with most homes today and that the sun can 
supply all the energy they need. Of all the new custom-built 
homes the company constructed in fiscal 2015, over 70 

percent were zero-energy.
The popularity of these 

homes looks set to grow, but the 
current boom owes much to the 
government subsidies. For more 
such houses to be built, costs 
must come down, especially 

those associated with all the energy-saving equipment 
and materials.

Once prices do come down and it becomes easier for 
homebuyers to recoup their initial outlays, and once energy 
management systems open people’s eyes to how much 
lower their utility bills can be, more people will likely take 
the zero-energy option. n

The Japanese government is 
hoping these energy-efficient 
homes really take off by 2020.

©2016 Nikkei Inc. Nikkei Asian Review is published
by Nikkei Inc. All rights reserved.

THE TECHNOLOGY BEHIND ZERO-ENERGY HOUSES

HIGHLY INSULATING WINDOWS 
Double-glazed panes, plastic sash

HIGHLY EFFICIENT AIR-CONDITIONING SYSTEM 
Uses sensors to maintain comfortable temperatures

SOLAR POWER SYSTEM
Generates power with 
zero carbon emissions

HIGH-PERFORMANCE INSULATION
Keeps interior cool in summer, warm in winter



“Meeting and learning from different 
people is crucial to becoming 

open-minded,” explains Kumiko 
Nakamura, founder and director of 
Sakura International School. With 
prominent neuroscientist Ken Mogi as 
an advisor, KIA’s Curriculum Lab takes 
this idea to heart. Founded in 2001, 
KIA comprises Sakura International 
School (SIS) and Kansai International 
School, and has 16 years of experience 
offering an English–Japanese bilingual 
education. The schools are staffed 
by an international team, and each 
class is headed by not one but two 
instructors: one teacher from abroad 
and one Japanese teacher who is fluent 
in English.

A bilingual education is at the core 
of KIA’s philosophy. English is the 
main language in the early learning 
and kindergarten classes, and Japanese 
instruction is also provided. From 

Communication with the families 
of students is a priority, and teachers 
maintain daily contact with parents.

Being bilingual offers many benefits—
cognitive, academic, economic—and 
raising children in Japan offers the 
perfect opportunity to give them a 
bilingual advantage. 

SIS students will be 
well on their way 
to becoming the 
open-minded, 
internationally 
attuned leaders 
of tomorrow. n
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SAKURA INTERNATIONAL SCHOOL
An internationally influenced curriculum for internationally attuned students

elementary school onward, 50 percent 
of classroom communication is 
in Japanese.

Three Tokyo wards are home to 
SIS campuses: Bunkyo, Chiyoda, and 
Minato. These campuses currently 
cater to students through the end of 
kindergarten, and each classroom is 
equipped with a library corner and an 
iPad. Daily visits to nearby parks, gym 
classes taught by specialist physical 
education teachers, a multimedia 
room for enhanced learning, and 
extracurricular activities such as 
violin, piano, or French and Chinese 
language studies round out the Tokyo 
campuses’ offerings.

Culturally, the schools take advantage 
of the 20 nationalities represented on 
staff to share special holidays such 
as Thanksgiving, Halloween, and 
Tanabata, as well as cultural traditions 
such as mochi (rice cake) pounding.

Founder / Director 
Kumiko Nakamura



Shine On! Kids, an organization dedicated 
to making life better and brighter for sick 

children in Japan, is marking its 10th anniversary 
in 2016. To celebrate, you are cordially invited to 
join the Cool Japan Extravaganza on October 1 
at Tokyo American Club.

It is my great honor to work with Shine On! Kids 
as volunteer organizer of their 2016 fundraising gala. 
The Queen Bee role is one I take very seriously, and 
I am thrilled about what will be a fun and exciting 
event. As part of my work on the Climate Change & 
Sustainability team at EY Japan, I focus on creating 
win-win situations between communities and 
companies. Helping local NPOs succeed in their 
mission benefits communities and supports friends 
and families. There is nothing more win-win than that.

This year’s theme—Cool Japan—is a concept 
close to my heart. My 15 years in Asia have been primarily 
spent in Japan, and it is the rise of individual social 
conscience alongside corporate interest in creating shared 
value with the communities in which they work that I see as 
one of the most important shifts in Japan.

Working to support communities—in this case kids 
whose lives have been touched by cancer or other serious 
illnesses—is very important, and I feel strongly about helping 
this great group of dedicated people expand their reach and 
meet their ambitious goals.

Through the kind support of generous patrons, Shine On! 
Kids has been a beacon of hope and happiness for kids and 
families for the past decade. This year’s event is a way for 
us to say thank you to those who have given us support, and 
to give others an opportunity to be involved in this inspiring 
group. I hope to see many readers of The Journal at the 
event. You won’t want to miss it!

ABOUT SHINE ON! KIDS
Certified by the Japanese government as a Nintei NPO in 
2012, the Tyler Foundation—as it was known at the time—
was founded in 2006 by Tokyo American Club members Kim 
Forsythe and Mark Ferris. The organization was inspired by 
the smiles and courage of their son Tyler, who spent much of 
his short life bat tling leukemia. After losing Tyler, they realized 
they could take his struggles and their experience and create 
some thing positive for families enduring what they had.

Shine On! Kids has established a range of unique 
programs over the years with the goal of improving the 

quality of life of, and empowering, children and families 
affected by serious illness. They also aim to create awareness 
of the struggles these families face.

“In the next 10 years, we would like to see our support 
programs in every pediatric hospital in Japan,” said Forsythe. 
“Reducing a child’s stress and trauma associated with 
treatment in hospital not only makes it easier for the medical 
staff and family caring for them, but it can have far-reaching 
positive effects months and years later, when the child 
resumes ‘normal’ life.” n
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Announcing Our 
10th Anniversary Extravaganza
Explore Cool Japan and Support Shine On! Kids

By Heather McLeish 

Visit sokids.org for details and tickets 
(¥25,000 per person). Subscribe for updates 
at facebook.com/shineonkidsjapan

Volunteer Organizer 
Heather McLeish
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MINISTRY OF ECONOMY, 
TRADE AND INDUSTRY

¥10 BILLION TO BE ALLOCATED 
FOR TESTING COMMERCIAL 
DRONE SYSTEMS

The government’s unwavering enthusiasm 
for drones keeps soaring to new heights. The 
Ministry of Economy, Trade and Industry 
(METI) and the Ministry of Internal Affairs 
and Communications are working on 
navigation control systems for drones that 
will be implemented as early as 2018. The 
objective of the systems is to avoid in-air 
collisions as part of the comprehensive 
environment that will enable the use of 
drones for home deliveries and other 
commercial purposes. The government 
is expected to submit a bill to the Diet 
sometime next year that would amend 
the Civil Aeronautics Law to recognize 
commercial utilization of drones.

To test the navigation control system, 
METI alone is expected to allocate a budget 
of about ¥8 billion in the next fiscal year. 
“Including funds from the Ministry of 
Internal Affairs and Communications, 
and of Land, Infrastructure, Transport and 
Tourism, it’s possible the total budget will 
exceed ¥10 billion,” a METI bureaucrat was 
quoted as saying.

The testing will be conducted on an 
exceptionally large scale. Japan’s space agency 
JAXA, venture companies, universities, 
and other specialized organizations will be 
involved. Most of the testing is expected to be 
conducted in the National Strategic Special 
Zone in Chiba City, where approval has 
already been granted for home deliveries by 
drone. The possibility of tying operations to 
automation through artificial intelligence (AI) 
is also being explored. The aim is to initiate 
operation of a navigation control system in 
unpopulated areas by 2018, with adoption in 
populated areas beginning around 2020.

To promote international standardization, 
Japan has set its sights on achieving 

leadership in this field. However, Japan’s 
environmental infrastructure and technical 
development for drones lags behind that 
of Europe and the United States. In the 
US, for example, regulations for operation 
of commercial drones were announced 
on June 21, and the National Aeronautics 
and Space Administration (NASA) 
already began testing a drone navigation 
system in 2015. Likewise, Germany’s 
Federal Ministry of Transport and Digital 
Infrastructure has established regulations 
for commercial drone use in partially 
restricted areas. 

In consideration of this, Japan’s drone 
testing may also consider tie-ups with 
NASA and other foreign organizations. 
“To close the gap with Europe and 
the US, we can’t allow ourselves to be 
concerned over appearances,” a high-
ranking government source was said 
to have remarked.

MINISTRY OF LAND, 
INFRASTRUCTURE, TRANSPORT 
AND TOURISM

EXPECTATIONS THAT 
REVISED TAXI FARES WILL 
STIMULATE AILING MARKET

The Ministry of Land, Infrastructure, 
Transport and Tourism (MLIT) has begun 
reviewing a proposed reduction for initial 
taxi charges to ¥400, as opposed to the 
current fare of ¥730 charged for the first 
2 kilometers in the greater Tokyo area. 
Approval may be granted this year. It is 
anticipated that the new fares will attract 
more passengers, such as seniors and 
foreign tourists, to travel for comparatively 
short distances.

The areas in which the new fare 
structure will come under review include 
the 23 wards of Tokyo and neighboring 
municipalities of Musashino and Mitaka. 
According to the regulations, new fares 
will go into effect if, over three months, 
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Diet Dailies Japan policy updates translated 
from Keizaikai magazine 

fleets whose vehicles total 70 percent 
or more of the total number operating 
in an applicable area apply for and 
receive approval.

On April 5, Nihon Kotsu Co. Ltd, a 
major fleet operator in business since 
1928, began charging fares of ¥410 for 
the first 1.059 kilometers. Beyond that 
distance, charges go up ¥80 for each 
additional 237 meters.

While it is possible that the reduction 
of initial fares may result in a decline 
in taxi revenues, the prevailing view is 
that the industry might not be able to 
overcome its current difficulties without 
some sort of sacrifice. Since the 2008 
Lehman Shock, the industry has suffered 
from slack demand. And while other 
transportation modes, such as air and rail 
travel, have achieved recovery, demand 
for taxis has continued to decline. 
According to data from MLIT, the total 
number of passengers carried nationwide 
in 2014 was nearly 30 percent below the 
2005 figure.

One source in the industry conceded: 
“The initial fare of ¥730 seems somewhat 
expensive, and may have also dampened 
demand.” With the spread of ride-sharing 
systems (transportation services using 
private vehicles) that compete with 
domestic demand, it will be necessary to 
improve services relative to pricing. n
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Employees as 
Number One
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There is a great video by 
leadership consultant Simon 

Sinek floating around, showing 
how companies say employees are 
important, but don’t really act like 
it. He lines up the typical CEO hit 
list of growth, shareholder value, 
customers, and—in fourth place—
employees. He notes that even if 
you elevate customers to number 
one, employees still come in second. 
But shouldn’t employees come first 
before all else? Sinek says yes—
and so does one of the greatest 
business leaders, Richard Branson. 
It makes sense. We want motivated, 
enthusiastic staff engaging with our 
customers and going the extra mile.

In many ways, Japan has long 
had a different order for these 
key components of Anglo-Saxon 
corporate philosophy. Workers first, 
then customers, and shareholders 
last. Can we learn anything from 
Japan’s corporate traditions to 
help us put staff first? This system 
worked fine in an environment of 
lifetime employment, with low 
growth protected by interlocking 
shareholdings and price fixing. The 
foreign ownership of Japanese 
company shares and the expansion 
of so many businesses outside 
Japan has changed things and 
created more pressure to show 
revenue returns.

ESCALATOR NOT WORKING
We can’t rely on importing the 
Japanese nenko joretsu system of 
steady escalator career advancement, 
based on seniority and age. Many 
Japanese companies still use this 
system, but today talent is in short 
supply. In a global economy awash 
with disruptive technologies, waiting 

for the best and brightest to become 
older in order to be given their 
leadership shot won’t work. 

On-the-job training—or OJT—is 
often still the focus of these old-style 
companies, who rely on technical 
training alone to develop their talent 
base. That is a slow burn into oblivion 
when your competitors are laser-
focused on world-class training to 
improve their people’s performance. 
Japan also fears the Galápagos 
effect, in this case being leapfrogged 
by technology and finding that the 
old system can’t be relied on to the 
same extent.

In the past, with a worker surplus, 
there was no impetus for a company 
to work hard to hold on to people. 
The Japanese aversion to risk also 
kept workers in jobs they didn’t really 
enjoy, because they were scared 
of having no job and of having 
a tough time finding a new one. 
Mid-career entry rarely occurred in 
the bigger firms. After the Lehman 
Shock, Japanese companies 
moved to creating a lower-risk work 
environment by employing more and 
more people part-time. The thinking 
was, if the economy tanks again, it 
will be easier to fire these part-timers 
than regular employees. This was 
seen as a positive—a stable buffer 
against future unknowns.

ABENOMICS INTERVENES
The economics of this approach 
has led to a decline in consumer 
spending, the inability of part-time 
working men to find wives and 
start families, and difficulty moving 
into better-paying jobs. The Abe 
government is stepping in to force 
companies to change, to remove the 
labor liquidity attraction of using 

part-time workers in preference 
to full-time staff. 

Fewer young people coming 
into the workforce will mean labor 
shortages. Women re-entering 
the workforce and older workers 
continuing on will be preferred to the 
perceived social disruption of having 
immigrants come in substantial 
numbers. The current mass migration 
to European countries—especially 
France and Germany—will be seen 
as a negative example by most 
Japanese and will make the whole 
immigration argument harder 
to promote.

Retaining staff will become 
harder. Recruiters will have a field 
day searching for talent whom they 
can lift out of their current company 
and place elsewhere. Automatically, 
this worker shortage will swing 
the pendulum from shareholder 
value and customers to workers. 
However, we are not going back 
to the cushy old days of “who 
cares about shareholder value 
and corporate performance.” Still, 
people will again be at the forefront 
of company business plans. Do we 
have the right middle-management 
skill set to be able to retain our 
people? This time around, the 
workers can more easily vote with 
their feet and leave. Are we giving 
staff the right training to actually lift 
their productivity? Are we ready for 
the revolution?

Engaged employees are self-
motivated. The self-motivated 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 that? Contact me at 
greg.story@dalecarnegie.com n
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Christmas Pudding
Our hugely popular traditional pudding 
is moist and infused with Japanese 
brandy to bring out the fl avours of the 
fruits and spices. Available in three 
sizes. Pre-order is recommended.

Christmas Catering
Whether it be a Christmas-themed 
lunch box, an offi ce party or a seated 
dinner, Swan & Lion will deliver a 
classic-but-modern Christmas feast. 
Early bookings recommended!

Christmas Cake
Our whiskey-infused boozy all-butter 
Christmas cake will make a great 
centrepiece of any festive feast. Made 
to order, so please reserve early to 
avoid disappointment.

Christmas Roast
Choose from either turkey, chicken or 
beef and we will prepare it oven-ready, 
along with the best roast potatoes you 
will ever have, our famous red wine 
sauce and trimmings.

Mince Pies
Baked in a thin shortcrust pastry shell 
with apple purée in the mincemeat, our 
mince pies are light and fresh.

British Deli & Bakery
www.swanandlion.com   |   03 6884 3448

Seasonal Gifts
Contact us to put together 

a British-themed Christmas 
or end-of-year gift package.

Suits from ¥49,000
Shirts from ¥7,000

Hotel New Otani, 4-1 Kioichio, Chiyoda-ku, Tokyo 102-8578

For an appointment at your home, of� ce or 
the Hotel New Otani, contact:

03-3265-1111 (hotel) • 080-3005-4809
info@krishnatailors.com • www.krishnatailors.com

VISITthe 
Hong Kong tailor

IN TOKYO

H.K. HARESH
15–20 September

 Atsuko Temma 
Classical Charity 
Concert

sponsored by

FOR TICKETS:
Suntory Hall Ticket Center

0570-55-0017 (10am–6pm)

Ticket Pia

0570-02-9999 (P-code 302-394)

RIJ

info@refugeesinternationaljapan.org

or 03-5500-3093

Requested donation: ¥5,000

Blue Rose Hall, Suntory Hall

Thursday, 15 September 2016

Reception: 6:20pm | Concert: 7pm

www.refugeesinternationaljapan.org

“Méditation” from Thaïs (Massenet)

“Ave Maria” (Schubert)

“Jupiter” from The Planets (Holst)

... and more
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ACCJ Comms 2.0
By Jonathan Kushner,
ACCJ Vice President

FROM THE BOARD

THIS MONTH’S FEATURED VIDEO:

2016 ACCJ–KANSAI WOMEN IN BUSINESS 
SUMMIT: WELCOME GREETINGS

This year's ACCJ–Kansai Women in Business 
Summit opened with remarks from Kansai 
Women in Business Committee Chair Mary 
Anne Jorgensen (pictured), ACCJ–Kansai Vice 
President Dr. Stephen A. Zurcher, ACCJ President 
Christopher J. LaFleur, and Allen S. Greenberg, 
United States consul general, Osaka–Kobe.

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

To highlight the Chamber’s advocacy 
activities and expand our reach, we 
have been adding rich content to the 
ACCJ’s digital and social media.

We are simulcasting popular events 
online, posting recorded content to 
the ACCJ YouTube channel, and at 
the Shinnenkai we unveiled a year-in-
review video. We’ll be producing an 
even better one of 2016.

Digital is being embraced at our 
meetings as well. We are allowing 
teleparticipation when board members 
are traveling, and Board of Governors 
meetings are going paperless. 

At the ACCJ office, we have hired a 
new visual communications specialist, 
and training for all staff is underway. 
The benefits will be evident later this 
year when the new ACCJ website 
goes live. 

The new bilingual website represents 
ACCJ Communications 2.0, and it will 
provide a stable and secure platform 
which can be updated dynamically and 
refreshed instantly, with content and 
features that will evolve as we go.

In addition to conveying information 
about the ACCJ’s events, advocacy, 

committees, and membership, the 
website will provide a dedicated 
space for the Kansai and Chubu 
chapters with sections for The Journal 
and signature events such as the 
Charity Ball, and the Women in 
Business summits.

Fully compatible with mobile 
phones and tablets, the website will be 
more secure, easier to use, faster, and 
cost less to maintain. Improvements 
such as simplified event registration, 
calendar support, and smart 
notifications will please members.

More enhancements are on the 
way. Content will be continuously 
added and can be changed instantly, 
and committee pages can be created 
and managed with ease. Further 
feature updates, such as online 
billing, account management, and 
list management are also planned for 
the future.

I’m excited about the changes as the 
ACCJ moves to Communications 2.0. 
As with all of our communications 
activities, we are keen to hear your 
feedback. Please email us at 
comms@accj.or.jp n

J
ust as The Journal is the authority 
on global business in Japan, 
the overarching aim of our 

communications at the American 
Chamber of Commerce in Japan 
(ACCJ) is to lead the conversation 
on global business.

By extending our meetings and 
events beyond the room, we continue 
to broaden their impact and enhance 
member engagement and satisfaction—
and an increased focus on multichannel 
communications is enabling us to reach 
the right audience at the right time 
through a variety of platforms.

Building on the feedback from 
our membership survey, we will 
increasingly promote charity, volunteer 
work, sustainability, and other 
corporate value-enhancing activities to 
highlight the ACCJ and our members’ 
collective impact on Japanese society.

This year we are placing a special 
focus on developing our human and 
technology capacity to communicate 
more effectively in a digital world. 
Ultimately, these efforts will help us 
influence stakeholders and bring about 
positive change.
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facebook.com/The.ACCJ

twitter.com/AmChamJapan

youtube.com/user/AmChamJapan

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

UPCOMING EVENTS

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

• SEPTEMBER 9 
Tokyo: 2020 Olympic Success Story— 
A Nomu-nication Event 

• SEPTEMBER 13 
Chubu Women in Business Summit

1 ACCJ ICT Committee Co-Chair Darren McKellin 
presents a gift to Hiroshige Sugihara, senior vice 
president of Oracle Corporation and representative 
executive officer, president, and CEO of Oracle 
Japan, after his July 29 event ”How the Digital 
Economy and Digital Aid Can Revitalize Rural Japan 
and Transform Japanese Society.”

2 Mike Grant (left), founding partner of DevilCraft 
Brewing, receives a certificate of appreciation from 
ACCJ Young Professionals Forum Co-Chair Adam 
Baylis at ”Entrepreneurship in Japan: From Brewpub 
to Microbrewery” on July 23.

3 ACCJ ICT Committee Co-Chair Darren McKellin 
(left) and ACCJ Globalization Committee Chair 
Bryan A. Norton at the Mid-Summer Networking 
Party on July 21 at Havana Cafe.

4 The ACCJ–Kansai Women in Business Committee 
hosted Bella Nova Night #11—a quarterly gathering 
of female members and potential members from 
various industries to share experiences over 
delicious food and wine—at Grand Front Osaka’s 
Knowledge Salon on July 8.

5 ACCJ Vice President–Kansai Stephen Zurcher 
introduces students from the United States who 
shared their personal stories and careers in Japan at 
the AIG/AIU High School Diplomat (HSD) Program 
event at Grand Front Osaka on July 29.

6 Seisho Kondo, CEO of Kondo Sanko Co., Ltd., 
celebrates with ACCJ–Chubu Walkathon 
Committee leaders during a thank you visit.

7 ACCJ–Chubu Walkathon Committee leaders pay 
a thank you visit to Harry Hill (fourth from right), 
president and CEO of Oak Lawn Marketing Inc.

EVENTS
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Please join us at this year’s ACCJ Charity Ball—A Black and 
White Gala—styled after Truman Capote’s Legendary Black 
and White Ball at the Plaza Hotel in New York City in 1966!

While our menu, wines, and entertainment will be updated, 
we hope that this year’s ball will become a legendary 
evening for our ACCJ members, guests, and friends.

Over the next few months, we will be letting you know all the 
details of the event and the wonderful charities that we are 
supporting this year!

There are also many ways you can assist, so please visit our 
website at www.accjcharityball.org for more details on 
sponsorship and to purchase your tickets!

SAVE THE DATE
ACCJ Charity Ball

Saturday, December 3, 2016
Hilton Tokyo Shinjuku



ACCJ EVENT

A
fter decades of urban migration, the outlook for 
rural Japan is bleak. In the coming years, thinning 
populations outside major cities may impact the 

country as a whole. Concentration of business and education 
in Tokyo and Osaka has created a digital divide. For Japan 
to remain competitive on a global scale, this divide must 
be bridged.

On July 29 at Tokyo American Club, Oracle Japan Senior 
Vice President Hiroshige Sugihara presented his plan to 
remedy the problem through digital aid. With a video of 
Oracle Team USA’s first-place finish in the 34th America’s 
Cup, Sugihara eased the crowd of 153 into the core of his 
vision: Big Data. The use of 300 
sensors on the boat and its crew, he 
explained, was key to victory. The 
same concept can be used to solve 
Japan’s migration problem.

The roots of Sugihara’s vision go 
back to a meeting with Oracle co-
founder Larry Ellison. Recounting 
his visit to the latter’s California 
home in October 2013, Sugihara explained how his journey 
with Oracle Japan began. “It is hard to understand what the 
Japanese are thinking, so I wanted to make sense of that.” 
Ellison and Oracle set him on the right path.

Today, Sugihara sees the cloud and Big Data as the key 
to revitalizing rural Japan. Oracle’s Enterprise Resource 
Planning (ERP) Cloud allows businesses to increase 
productivity, lower costs, and improve controls. But on a 
more personal level, the power of cloud-based processing 
and resources enables those living outside urban centers 
to achieve success that previously would have required 
migration. Through these tools, the world becomes more 
accessible regardless of one’s location, and the cost of doing 
business or maintaining a career is vastly reduced.

“Digital is everywhere,” he said, pointing out that the 
world is changing rapidly and we must adapt. “We are living 
in a VUCA world,” he continued, a reference to the volatility, 
uncertainty, complexity, and ambiguity of the 21st century.

One thing that’s certain is that the pace of technology 
adoption by the masses is accelerating all the time. Sugihara 

demonstrated this through a chart showing the time 
required for inventions to reach 50 million users. Whereas 
the telephone took 75 years and the television took 13, 
the Internet took four and Japan’s ubiquitous messaging 
platform LINE took only a year and three months. As for 
current sensation Pokémon Go? Just seven days.

This shows that the time is right for Oracle and others 
to apply technology to improve the lives of those in rural 
Japan—and to set the country as a whole on the path to 
a brighter future. ERP Cloud expands markets, business, 
user bases, finance, business intelligence, and talent 
management. And cloud-based technology is now a part 

of daily life for most people in 
Japan—even if they don’t realize it.

The challenge is a big one. 
By 2020, those aged over 65 will 
make up 29 percent of Japan’s 
population. The country’s 
population will also decrease by 
2.5 million people. “Just doing 
what was successful in the past 

will not work anymore,” Sugihara pointed out. “[But] 
if our approach to IT changes, we can achieve a lot of 
new things.”

How quickly and in which direction technology takes 
us depends on the public, he explained. With Japan’s aging 
population, “we’re going to have to approach the pieces of 
the puzzle of Japan differently.” Sugihara calls his approach 
to bringing technology to rural areas “digital aid.” This 
comprises four areas: mobile, social, Big Data, and the 
Internet of Things.

The road map seems clear now, but when Sugihara was 
sent by Ellison three years ago to help guide Oracle Japan, 
the company lacked a vision. So he created one: to become 
the number-one cloud company and most admired 
company in the industry by 2020.

But it isn’t just about Oracle. Sugihara’s vision aims 
to make Japan a country to be admired. For despite 
a declining population and a growing digital divide, 
technology and Big Data can lead us to victory—just as 
it did Oracle Team USA. n

Rural Rebirth
Oracle’s Hiroshige Sugihara Reveals Tech Vision 

By C Bryan Jones

We’re going to have to 
approach the pieces of the 
puzzle of Japan differently
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CHUBU

Support Education 
with Room to Read 

B
ased in Nagoya, the Chubu 
chapter of the American 
Chamber of Commerce in 

Japan (ACCJ) is now even more 
committed to making our world 
better as we link with Room to Read, 
the non-profit organization that 
believes “World Change Starts with 
Educated Children.”

As Kofi Annan, former secretary-
general of the United Nations and 
recipient of the Nobel Peace Prize 
has said, “Literacy unlocks the 
door to learning throughout life, is 
essential to development and health, 
and opens the way for democratic 
participation and active citizenship.”

Room to Read (RTR) envisions 
a world in which all children can 

a new chapter and will help fulfill 
this vision.

RTR plans to reach 15 million 
children with quality education by 
the end of 2020; but we need your 
help to get there. Imagine a world 
in which all children receive the 
education they need to reach their 
full potential. Now, help make that a 
reality and get involved by contacting 
one of the following RTR Nagoya 
chapter members:

� Britt Creamer 
britt.j.creamer@lmco.com

� Erin Sakakibara 
erinsakakibara@mac.com

� Felix Busch 
Felix.Busch@Hilton.com

RTR focuses on two areas: literacy 
and gender equality in education.

1 ACCJ Women in Business Committee–Chubu Chair Erin Sakakibara received an autograph from John Wood, 
founder of Room to Read and author of Creating Room to Read: A Story of Hope in the Battle for Global Literacy. 
(PHOTO BY ANDY BOONE)

2 Left to right: ACCJ Governor–Chubu Britt Creamer, Room to Read founder John Wood, and ACCJ Business Program 
Committee–Chubu Vice Chair Felix Busch after the event “John Wood: Ten Lessons Learned on the Way to 
Reaching Ten Million Children” on April 14 at the Hilton Nagoya. (PHOTO BY ANDY BOONE)

pursue a quality education, reach 
their full potential, and contribute 
to their community. To achieve 
this goal, RTR focuses on two 
areas: literacy and gender equality 
in education. RTR works in 
collaboration with communities and 
local governments across Asia and 
Africa to develop literacy skills and 
a habit of reading among primary 
school children. They also help girls 
complete secondary school and gain 
the life skills they’ll need to succeed 
throughout the remainder of their 
schooling and beyond.

There are more than 50 chapters 
of RTR around the world, all 
working to raise awareness of 
these issues. Nagoya is home to 

1 2
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T
he American Chamber of 
Commerce in Japan (ACCJ) 
has been a long-time supporter 

of the Japan Market Expansion 
Competition (JMEC), a business 
skills development program. Many 
ACCJ member companies and 
ACCJ staff have participated in this 
program. In August 2015, the ACCJ 
board approved a two-year program 
to provide a ¥500,000 subsidy to 
one ACCJ member SME and ¥250,000 for scholarships for 
ACCJ member company participants to attend the program, 
which includes JMEC 23 this fall.

What is JMEC?
JMEC is a unique English-language business skills 
development program to provide actionable business plans. 
It was started in 1993 by the Australian and New Zealand 
Chamber of Commerce in Japan, and is currently supported 
by 18 foreign chambers of commerce here. Since 1993, more 
than 1,000 JMEC participants have produced more than 
200 business plans for the program’s Project Clients. 

How does it work?
JMEC lecturers train motivated participants in business 
planning skills. In January, the participants—formed into 
four- to six-person teams—begin work on a business plan 
for a product or service that actually exists in Japan, with a 
mentor and a consultant guiding each team. From January 
to May, there are several workshops on various aspects of 
financial forecasting, market research and analysis, project 
management, distribution channel analysis, presentation skills, 
as well as other topics. Plans are submitted after the Golden 
Week holiday period in spring, and the teams present them to 
JMEC judges and to their clients. The best plans win prizes for 
members of the teams responsible.

Why do Project Clients use JMEC?
Clients find that using a JMEC team is a low-cost way to 
explore the acceptability of a new product or an alternate 
approach to the Japanese market. Past plans have resulted in 
creative marketing approaches and significant new businesses 
for the Project Client. Some past clients have used their 
JMEC plan to start a completely new business in Japan. 
The cost of participation is ¥1.2 million (¥990,000 for early 
bird applicants). The ACCJ has agreed to pay ¥500,000 of 

this cost for one project over the 
next two years. See what some past 
Project Clients have said about their 
business plans on our website.

How do Participants benefit?
The Participants are a very diverse 
group of mid-level managers. 
They invariably want to develop 
practical skills, learn from local 
business experts, expand their 

network of contacts, and receive a high-quality, low-cost 
cross-cultural training experience. Recent JMEC classes have 
comprised Japanese and non-Japanese Participants in a 50:50 
split, with a 50:50 male-to-female ratio. Fifty-five nationalities 
have participated in JMEC over the past 22 years. The cost 
is ¥125,000 for a seven-month, English-language practical 
business program. The ACCJ will sponsor two people from 
ACCJ member companies to participate in the JMEC 23 
program. What past Participants have said about the program 
can be found on our website.

How do I qualify for ACCJ support?
To qualify, the Project Client has to be a US-owned, ACCJ 
SME member with less than 30 employees and a commitment 
to the Japanese market. They need to meet JMEC’s 
participation criteria. Eligible Participants need to be English-
speaking and employees of an ACCJ member organization 
living and working in Japan with two to five years of work 
experience. ACCJ presidents emeriti Debbie Howard and 
Mike Alfant will conduct the final selection.

How do I get started?
Visit JMEC online at www.jmec.gr.jp to learn more about the 
program and attend an information session. JMEC brochures 
can be found in the lobby of the ACCJ office in Tokyo. 
Potential Project Clients should contact Program Director 
Trond Varlid or Assistant Program Director Betsy Rogers at 
info@jmec.gr.jp to discuss project ideas and learn more about 
how JMEC can be of help. Potential Participants should attend 
an information session to learn more about the program from 
past Participants and others. Info sessions begin August 31. 
Sign up for a session that fits your schedule. n 

Tom Whitson is a president emeritus of the American Chamber 

of Commerce in Japan and JMEC Executive Committee chairman.

”Team A,” winners of JMEC 22 in 2016.

ACCJ NEWS

Board Approves New Initiative
Support for SMEs and younger ACCJ members 

By Tom Whitson
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ACCJ NEWS

The Wall Street Journal
Asia Edition PDF Now Available to ACCJ Members

S
ince the publication of its first issue on 
July 8, 1889, The Wall Street Journal 
(WSJ) has been a cornerstone of 

business journalism. While media has 
since changed drastically, the relevance of 
the WSJ remains steadfast.

As a member of the American Chamber 
of Commerce in Japan (ACCJ), you can 
now receive complimentary access to a 
PDF version of the WSJ’s Asia edition 
Monday through Friday for one year.

A big reason that WSJ plays such an 
important role in the business community 
is that, even amid all the noise of today’s 
media, it remains highly relevant. As the 
WSJ’s International Managing Director 
Jonathan Wright explained: “Though the 
number of news sources is endless, the 
need for trusted, accurate, and timely 
information has never been greater. 

The Wall Street Journal offers information 
that is essential for business leaders as 
they make decisions on strategy and 
personal finance. When so much is on 
the line, it doesn’t make sense to settle for 
second-best.”

Another exciting recent development 
is that the ACCJ’s monthly magazine, 
The Journal—known as “The authority 
on global business in Japan”—will 
now be distributed in Central Tokyo 
over the next 18 months, inserted in 
The Wall Street Journal .

Simon Farrell, publisher at Tokyo-
based Custom Media KK, 
the award-winning creative 
media agency that produces 
The Journal, said: “Despite 
being entirely independent of 
each other, both The Journal 

and The Wall Street Journal  practice high 
editorial standards of objectivity and 
accuracy to provide readers with excellent 
content. Both parties are delighted to be 
associated with each other through this 
partnership.”

This new alliance includes expanded 
reach for ACCJ communications as well. 
“Not only do ACCJ members get access 
to the WSJ’s premium content, but the 
ACCJ benefits as a whole, given this new 
association with one of the world’s most 
prestigious media outlets,” explained ACCJ 
Vice President–Tokyo Jonathan Kushner. n

To receive this benefit, you must opt in. Subscriptions 
are limited—and we expect them to go quickly—so visit 
www.wsj-asia.com/wsj-registration/ to get yours.

YOUR ESSENTIAL U.S. ELECTION GUIDE
JOIN NOW. US $1 FOR 3 MONTHS.

INSIGHTS WITH GLOBAL IMPACT

From business to markets and international trade to foreign relations—The Wall Street 
Journal brings you the insight you need to understand the 2016 U.S. presidential election 
and its global impact.

Join Now. US $1 for 3 Months.
subscribe.wsj.com/election1

Corporate Subscriptions:   jp-corporate@wsj.com

Japan 0120 779 868

© 2016 Dow Jones & Co., Inc. All rights reserved. 
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ACCJ Director Database Project

ACCJ LEADER

By Frank Packard, co-chair of 
the ACCJ Alternative Investment 
Subcommittee and president of 

Triple A Partners Japan.

R
ecent changes to Japan’s governance 
rules have increased demand 
for independent directors. As of 

June 2016, 96 percent of companies 
listed on the Tokyo Stock Exchange 
(TSE) First Section had independent 
directors (up from 47% in 2013), but 
more than 400 still have none.

The American Chamber of 
Commerce in Japan (ACCJ) has 
responded to this need with its 
Director Database project. Launched 
on September 1, the database 
provides interested companies a 
list of experienced ACCJ members 
who have an interest in serving as 
independent directors.

Since December 2012, both 
the Japanese government, under 
the leadership of Prime Minister 
Shinzo Abe, as well as the TSE 
and other groups have updated 
corporate governance standards in 
the Companies Act, the Corporate 
Governance Code, the Stewardship 
Code, and the Revitalization Strategy. 
These new governance standards, 
which are key elements of Abenomics, 
are pushing publicly listed companies 
to elect independent directors and to 
promote diversity by including, for 
example, non-Japanese and women. 

The United States has a history 
of independent directorships, and 
the Director Database project is a 
concrete way for the ACCJ to leverage 
this history to support the principles 
of Abenomics. These new standards 
are in line with ACCJ advocacy efforts 
to promote international corporate 
governance standards in Japan.

In the current legal environment, 
a company directorship is a serious 
matter. Independent directors have 
particular legal roles, responsibilities, 
and liabilities. The ACCJ will not 
endorse any candidate or company 
involved in the Director Database 
project. Training is essential, and 
candidates and companies must 
take responsibility for conducting 
due diligence. 

One of several dedicated training 
groups is the Board Director 
Training Institute of Japan (BDTI), 
run by Nicholas Benes. He says, 
“Greater diversity in company 
boards opens more opportunities 
for ACCJ members, but they need 
to understand their responsibilities 
and the law.” Having taken three 
different BDTI courses myself, I can 
vouch for their high quality and 
valuable teaching. n

The Director Database is a free 
service to ACCJ members, and is open 
to all membership categories and 
nationalities in all ACCJ chapters. The 
Chamber hopes to facilitate grassroots 
interaction with the Japanese business 
community. In addition, the ACCJ 
hopes Japanese companies will use 
the database to find real and diverse 
solutions to meet the evolving 
governance standards.

ACCJ members interested in joining the Director Database should send an email to DirectorDB@accj.or.jp. Interested 
companies should send an email to the same address. The ACCJ office will respond with instructions about how to proceed.

Corporate governance standards are pushing publicly 
listed companies to elect:

KEY ELEMENTS OF ABENOMICS

Companies 
Act

Stewardship 
Code

Revitalization 
Strategy

Corporate 
Governance 

Code

Independent 
directors

WomenNon-Japanese
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The American Chamber of Commerce in Japan
Masonic 39 MT Bldg. 10F, 2-4-5 Azabudai
Minato-ku, Tokyo, Japan 106-0041
Tel: 03-3433-5381  n   Fax: 03-3433-8454
www.accj.or.jp

The ACCJ is an independent membership organization not affiliated with any government 

or other chamber of commerce. The ACCJ is a member of the Asia-Pacific Council of 

American Chambers and values its relationships with Japanese, American and other 

nations’ business organizations.

Information as of August 17, 2016

Abbott Laboratories/ 
Abbott Japan Co., Ltd.

Adobe Systems Co., Ltd. 

Aflac

AIG Companies in Japan

Amazon Japan G.K.

Amway Japan G.K.

Baxalta Japan Limited

Bayer Yakuhin, Ltd.

Becton Dickinson Japan

Bloomberg L.P.

Boeing Japan K.K.

Broadsoft Japan

Catalyst 

Caterpillar

Chevron International Gas Inc.  
Japan Branch

Cisco Systems G.K. 

Citigroup

Coca-Cola (Japan) Co., Ltd.

Colliers International

Cummins Japan Ltd.

Deloitte Touche Tohmatsu LLC

Delta Air Lines, Inc.

Designit Tokyo K.K.

Deutsche Bank Group

Dow Chemical Japan Ltd.

Eli Lilly Japan K.K.

en world Japan

EY Japan

Federal Express Corporation

Freshfields Bruckhaus 
Deringer Tokyo

Gilead Sciences K.K. 

Goldman Sachs Japan Co., Ltd.

Google Inc.

GR Japan K.K. 

H&R Consultants K.K.

Heidrick & Struggles Japan  
Godo Kaisha

Hilton Worldwide

The Howard Hughes Corporation

IBM Japan, Ltd.

IMS Japan

Johnson & Johnson 
Family of Companies

KPMG

Kreab

Lenovo Japan

Lockheed Martin 

MasterCard Japan K.K.

McDonald's Company 
(Japan), Ltd.

McKinsey & Company, 
Inc. Japan

Merrill Lynch Japan 
Securities Co., Ltd.

MetLife

Microsoft Japan Co., Ltd.

Mondelez Japan Ltd.

Monex Group, Inc.

Morgan Lewis 

Morgan Stanley Japan 
Holdings Co., Ltd.

Morrison & Foerster, 
Ito & Mitomi

MSD K.K.

Nanzan Gakuen  
(Nanzan School Corporation)

Northrop Grumman  
Aerospace Systems

Oak Lawn Marketing, Inc.

Oracle Corporation

Procter & Gamble Japan K.K.

Prudential Financial, Inc.

PwC Japan

QUALCOMM JAPAN Inc.

Randstad K.K.

Robert Walters Japan K.K.

Saatchi & Saatchi Fallon Tokyo

Squire Patton Boggs

State Street

Teijin Limited 

Teva Pharmaceutical 
Industries Ltd.

Thomson Reuters Markets K.K.

Toll Express Japan Co., Ltd.

Toys”R”Us, Japan

United Airlines, Inc.

Visa Worldwide (Japan) Co., Ltd.

The Walt Disney 
Company (Japan) Ltd. 

White & Case LLP

Zimmer Biomet G.K.

The ACCJ thanks its

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

PRESIDENT

Christopher J. LaFleur  
McLarty Associates

CHAIRMAN

Jay Ponazecki 

TREASURER

Nancy Ngou  
Ernst & Young Advisory Co., Ltd.

VICE PRESIDENTS

Andrew J. Conrad Aflac International, Inc.
Leanne Cutts Mondele  z Japan Ltd.
Marie G. Kissel Abbott
Jonathan Kushner Kreab
Eric W. Sedlak Jones Day
Christopher Zarodkiewicz (Chubu) Cezars International K.K.
Dr. Stephen A. Zurcher (Kansai) Kansai Gaidai University
 
ACCJ GOVERNORS

Alison Sayre Birch JPMorgan Securities Japan Co., Ltd. 
Tim Brett Coca-Cola (Japan) Co., Ltd.
Britt J. Creamer (Chubu) Lockheed Martin TAS  
International Corporation
James Fink Colliers International
Rebecca K. Green ERM Japan Ltd.
John D. Harris Cytori Therapeutics K.K.
A. Barry Hirschfeld, Jr. AIP Healthcare Japan GK 
Tad Johnson Pratt & Whitney Aftermarket Japan KK 
Patrik Jonsson (Kansai) Eli Lilly Japan K.K.
Junichi Maruyama Citigroup Japan Holdings Corp.
Arthur M. Mitchell White & Case LLP
Sachin N. Shah MetLife Insurance K.K.
Yoshitaka Sugihara Google Inc.
William J. Swinton Temple University, Japan Campus

PRESIDENTS EMERITI

Debbie Howard (2004–2005)
Charles D. Lake II (2006–2007)
Allan D. Smith (2008)
Thomas W. Whitson (2009–2010)
Michael J. Alfant (2011–2012)
Jay Ponazecki (2014–2015) 

CHAIRMAN EMERITUS

Kumi Sato  
Cosmo PR

ACCJ EXECUTIVE STAFF

Laura Younger Executive Director
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www.daabonorganic.com

RSPO JAPAN DAY 2016

Since 2004, the Roundtable on Sustainable Palm Oil (RSPO) has 

been transforming the palm oil industry. And this year DAABON 

is sponsoring the � rst-ever RSPO to be held in Japan.

Palm oil is used as an ingredient in many products, including 

food, personal care items, and bio-fuel. The goal of RSPO is to 

provide a trigger for participants to consider the signi� cance of 

sustainable procurement—a goal DAABON is proud to support.

September 27, 2016, 9:00 a.m.–5:30 p.m.

Tokyo International Forum, Halls B5 & B7
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