
HOME AWAY
FROM HOME
US Olympic Team picks its Tokyo house

SEPTEMBER 2017 VOL. 54, ISSUE 9     ¥800

THE AUTHORITY ON GLOBAL BUSINESS IN JAPAN JOURNAL.ACCJ.OR.JP

TH
E

 A
M

E
R

IC
A

N
 C

H
A

M
B

E
R

 O
F C

O
M

M
E

R
C

E
 IN

 JA
P

A
N

S
E

P
TE

M
B

E
R

 2017    JO
U

R
N

A
L.A

C
C

J.O
R

.JP

毎
月
一
日
発
行
　
第
五
十
四
巻
9
号
　
ジ
ャ
ー
ナ
ル
　
二
〇
一
七
年
九
月
一
日
発
行



Find out how our international tax services can 
support your business growth.  
www.ey.com/jp/en/

How do you 
erase borders 
and create global 
opportunity?

©
 2

01
7 

Er
ns

t &
 Y

ou
ng

 T
ax

 C
o.

 A
ll 

R
ig

ht
s 

Re
se

rv
ed

. E
D

 N
on

e.

EY_ACCJ_AD201708_A4_Portrait.indd   1 2017/08/10   15:37:12



VOL. 54, ISSUE 9

CONTENTS

 5  EDITOR'S DESK 

Working Together

C Bryan Jones 

 7  FROM THE BOARD

Welcome to the  
Refreshed Journal

Jonathan Kushner

 9  WOMEN IN BUSINESS 

Tapping Potential
Putting ideas into action

Makiko Tachimori (Fukui)

10  EVENTS 

ACCJ in Pictures

 11  ACCJ EVENT 

Tokyo As a 
Financial Center 
Leaders discuss Tokyo  
governor’s advisory council

Maxine Cheyney

13  ACCJ EVENT  

Investing in 
Renewable Energy
Five years of Japan’s  
feed-in-tariffs

Maxine Cheyney

15  ACCJ EVENT  

How Vaccines Can 
Protect Our Health 
and Society

Maxine Cheyney

17  CHUBU 

Working Effectively  
with Millennials
We can’t afford to stay 
stagnant in our thinking

Daniel Wallin

19  ACCJ LEADER 

Beyond Traditional 
Investments

Jenifer Rogers

20  OLYMPICS 

Home Away from Home 
US Olympic Team picks its 
Tokyo house

C Bryan Jones 

24  MICE 

MICE Makeover 
Work culture and events 
change Tokyo’s offerings

Maxine Cheyney

28  WORKPLACE 

The New Office 
How work spaces are evolving

John Amari

34  FINANCE 

Business Boost 
Japan’s incentives for  
new entrants

Julian Ryall

38  PARTNER CONTENT 

Assembly Revolution 
Honda goes with the flow 
for an ultra-efficient factory

Nikkei Asian Review

41  TRAVEL 

Summer Escape
Hakuba delivers nature, 
food, and fun

C Bryan Jones 

42  J-MEDIA 

Diet Dailies
 � New expressway fares
 � Record-setting growth

translation of news 
from Keizaikai

COVER PHOTO 
Mosaic murals created  
by artist Charis Tsevis 
(http://tsevis.com) for  
USA House at the  
2016 Rio Olympics.
IMAGE: CHARIS TSEVIS/ 
UNITED STATES OLYMPIC COMMITTEE

– Page 20

THIS PAGE 
Steelcase’s Tokyo office
PHOTO: TOKYODEX

– Page 28

DISCLAIMER

Custom Media and the ACCJ will not accept liability for any damages caused 
by the contents of The ACCJ Journal, including, but not limited to, any 
omissions, errors, facts or false statements. Opinions or advice expressed in 
the The ACCJ Journal are not necessarily those of the ACCJ or Custom Media. 



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 22, 2017

PRESIDENT

Christopher J. LaFleur  
McLarty Associates

CHAIRMAN

Jay Ponazecki 

TREASURER

Nancy Ngou  
EY Advisory & Consulting Co., Ltd.

VICE PRESIDENTS

Andrew J. Conrad Aflac International, Inc.
Amy Jackson  
Pharmaceutical Research and Manufacturers of America (PhRMA)
Peter M. Jennings Dow Chemical Japan Ltd.
Marie Kissel Abbott
Jonathan Kushner McDonald’s Company (Japan), Ltd. 
Ray Proper (Chubu) H&R Group K.K. 
Dr. Stephen A. Zurcher (Kansai) Kansai Gaidai University

ACCJ GOVERNORS

Eriko Asai GE Japan
Alison Sayre Birch J.P. Morgan Securities Japan Co., Ltd.
Brett C. Gerry Boeing Japan K.K.
Rebecca K. Green ERM Japan Ltd.
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 Global Markets Japan Inc.
Arthur M. Mitchell White & Case LLP
Sachin N. Shah MetLife Insurance K.K.
Hiroshige Sugihara Oracle Corporation
Ryann Thomas PwC Tax Japan
Megumi Tsukamoto Caterpillar Japan Ltd. 
Michel Weenick (Chubu) Hilton Worldwide

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

SPECIAL ADVISOR

Eric Sedlak 
K&L Gates LLP

ACCJ EXECUTIVE STAFF

Laura Younger Executive Director

Publisher 
Simon Farrell 
simon@custom-media.com

President 
Robert Heldt

Editor-in-Chief 
Christopher Bryan Jones 

Studio Manager 
Paul Leonard 

Graphic Designers 
Michael Pfeffer 
Ximena Criales

Staff Writer 
Maxine Cheyney

Head of Project 
Management 
Megumi Okazaki

The ACCJ Journal is printed on paper certified by the 
US Forest Stewardship Council with vegetable oil ink 
certified by the Japan Printing Ink Makers Association.

To advertise or subscribe: 
accj@custom-media.com

Advertising Sales Director 
Anthony Head

Account Managers 
Reiko Natsukawa
Edvard Vondra

Client Services Director 
Masako Inagaki

Business Development 
Adrien Caron 
Kotaro Toda

Project Coordinators 
Yoshiki Tatezaki 
Ayako Nakamura

Media Coordinator 
Kiyoko Morita

Editorial: 
editor@custom-media.com

Custom Media 
Publishers of The ACCJ Journal for the American Chamber of Commerce 
in Japan. Specialists in bilingual brand strategy/visual communications, 
corporate bespoke solutions. Producers of Business in Japan TV.

www.custom-media.com

Daiwa Azabudai Bldg. 6F 
2-3-3 Azabudai, Minato-ku, 
Tokyo 106-0041

Tel: 03-4540-7730

© 2017 Custom Media K.K.

4 THE ACCJ JOURNAL  n  SEPTEMBER 2017



A flagship publication of the American 
Chamber of Commerce in Japan (ACCJ), 
The ACCJ Journal is a business magazine 
with a 54-year history. 

Christopher Bryan Jones 
chris@custom-media.com

This issue of The ACCJ Journal is a 
turning point for the publication—
starting with the name. You may 
have noticed the American Chamber 
of Commerce in Japan (ACCJ) logo 
on the front cover, and as you flip 
through the first few pages, you’ll find 
chamber events, photos, and insights 
right up front. As we kick off the 
excitement of fall, we’ve reshuffled 
the content and given the magazine a 
facelift to bring even greater benefit to 
members. ACCJ–Tokyo Vice President 
Jonathan Kushner tells you more in 
From the Board on page 7.

TEAM USA
As the ACCJ, we all represent the 
United States. But in 2020, an even 
bigger team of representatives will 
arrive in Tokyo: athletes competing 

in the Olympic and Paralympic 
Games. In August, it was revealed that 
their home base will be just minutes 
away from the ACCJ office, at Tokyo 
American Club (TAC). On page 20, we 
talk to United States Olympic Committee 
Chief Marketing Officer Lisa Baird about 
the history of USA House, why TAC was 
chosen, and what we might see in 2020.

TEAM WORK
One thing athletes learn early on is that 
working together is the key to success. 
Instilling the same understanding in 
the workplace can be a challenge, which 
is why team-building activities are an 
important factor in choosing your next 
meetings, incentives, conferences, and 
exhibitions (MICE) venue. On page 24, 
we explore some of Tokyo’s MICE 
offerings and how spaces are evolving to 
meet the changing needs of companies.

TEAM SPACES
Another place that is evolving is the 
office itself. As a new generation enters 
the workforce, employers must rethink 
how they attract and retain the best 
talent, and how they tap into innovation 
and productivity. On page 28, we visit 

some of the most creative work spaces 
in Tokyo to find out how leaders 
are adapting their approach and 
environment to meet the needs of 
today’s workers and encourage more 
synergy among their staff.

TEAM SUPPORT
Before you can take the field, you 
may need help. Japan is an attractive 
destination for foreign companies, but 
new entrants to the Japanese market 
face challenges that can be difficult 
to overcome. On page 34, we talk to 
experts and business leaders about the 
obstacles that must be navigated and 
the help that’s available.

 
There’s much more in this issue, 

including the start of a new series 
about Women in Business (page 9), 
the opportunities for Tokyo as a global 
financial hub (page 11), and trends 
in alternative investment (page 19). 
So turn the page and enjoy the new 
look of The ACCJ Journal. n

E
D

IT
O

R
'S

 D
E

S
K

WORKING 
TOGETHER



WASHOKU SOUTEN
The Prince Gallery Tokyo Kioicho, a Luxury Collection Hotel | 1-2 Kioicho, Chiyoda-ku, Tokyo 102-8585 | 03-3234-1111

Sky-high luxury and fresh 
seasonal dishes at the ice-themed 
Washoku Souten restaurant.

First-class, flawless 
Japanese cuisine

PrinceHotel_FPv2.indd   1 5/16/17   5:52 PM



Welcome to the 
Refreshed Journal

By Jonathan Kushner
vice president, ACCJ–Tokyo

FROM THE BOARD

A
s we return to our desks after 
summer vacation, it’s time to gear 
up for 2017’s exciting homestretch 

heading into the fall. Work calendars 
become increasingly busy, and there 
are seemingly more activities to choose 
from at the American Chamber of 
Commerce in Japan (ACCJ) than ever 
before. While you may have had the 
luxury of relaxing by the pool and 
reading the latest spy novel on summer 
vacation, the pace of life has now 
become frenetic.

From a communications standpoint, 
the ACCJ has been working this year 
on delivering timely information and 
content in ways our members feel 
comfortable consuming. Our objective 
continues to be to promote the activities 
of the chamber while stimulating the 
conversation on global business in Japan.

Given the rapid advances in 
information technology, always-
on digital communications have 
become the norm. Earlier this year 
we relaunched the ACCJ website in a 
modern and easier-to-use mobile-and-
tablet-optimized format that is more 
secure and always available for busy 
members on the go. We’ve enabled 
leaders to add their own committee 
pages to the website, creating an archive 
of past activities and continuing the 
conversation from events beyond the 
meeting room.

This fall will bring further changes 
to how we communicate. We are 
introducing a refreshed look and feel 
to the chamber’s flagship publication, 
starting with this edition. The updated 
monthly magazine, now once again 
called The ACCJ Journal, carries the 
ACCJ logo on the cover to create a 
clear connection with the chamber.

ACCJ FIRST
A single table of contents at the front 
of the magazine lists all stories, with 
the ACCJ content coming first. No 
more flipping to the middle of the 
book to find out what is happening 
with the chamber. This repositioning 
of content better highlights our 
activities and views, and puts members 
front and center. You’ll find the same 
familiar content—industry expertise 
from leaders, recaps and photos of 
ACCJ events, advocacy columns—
together with new content, such as 
a series on taking the next steps to 
meet the Japanese government’s goal 
of having 30 percent of leadership 
positions filled with women by 2020.

The ACCJ Journal will continue to 
feature in-depth stories on the issues 
and topics that affect global business 
in Japan, including articles written by 
professional journalists and syndicated 
content translated from Japanese 
publications such as Keizaikai.

Most importantly, The ACCJ Journal 
is your magazine, and we’re always 
looking for members and leaders to 
share their insights and expertise. 
As chamber content takes the lead 
position on these monthly pages, we 
encourage each of you to grab your 
pen—or your laptop—and step forward 
with ideas for stories and columns. 
All content is also available in digital 
format and, through our new website, 
we now have the ability to go beyond 
what’s on the printed page—with video, 
audio, and other engaging formats—in 
immersive web versions that break out 
of the limits of paper and provide more 
engagement for members.

As the ACCJ continues to evolve 
how we communicate, we are looking 
even more comprehensively at how the 
chamber engages members to ensure 
everyone gets increasing value from 
the organization. The Membership 
Relations Advisory Council has been 
undertaking important work on this 
topic, looking at membership categories 
and benefits, upgrading the committee 
experience for members, and providing 
member services in Japanese. Further 
developing these ideas together with our 
membership later this fall, our goal is to 
ensure the chamber remains a vibrant 
and effective organization that continues 
to evolve to meet the changing needs of 
our busy and diverse members. n

This repositioning of content better highlights our activities and views,  
and puts members front and center.
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Tapping Potential
Putting ideas into action

By Makiko Tachimori (Fukui)

WOMEN IN BUSINESS

O
n June 1, 2016, the American 
Chamber of Commerce in Japan 
(ACCJ) Women in Business 

Committee (WIB) published the 
white paper Untapped Potential: A 
Collaborative Blueprint for Achieving 
Japan’s 2020/30 Overall Target of Women 
Holding 30 Percent of Management 
and Leadership Positions by 2020. The 
document outlines 10 recommendations 
for helping businesses achieve this lofty-
but-imperative target that will bring 
more women into the workforce, open 
leadership positions to them, and create 
an environment of equality.

The Japanese government is aiming to 
enact a bill regarding work-style reform 
this fall. That there is a push for such 
change indicates great progress, and we 
hope this will have a positive impact 
on the efforts to increase the number 
of women managers and leaders and 
achieve the goal of having 30 percent 
of leadership positions filled by women 
by 2020. This is basically a bottom-up 

reform; there is not much talk about 
top-down reform to increase the 
number of women leaders.

Even in the United States, there 
are only 32 women holding CEO 
posts among Fortune 500 companies. 
Women who aspire to the C-suite face 
far more resistance than they expect.1

Another study has documented 
the sizable gender gap in funding 
Silicon Valley start-ups. In 2016, 
male entrepreneurs received 
$58.2 billion in start-up capital, while 
women entrepreneurs took in just 
$1.5 billion—a mere 2.5% of all funds. 
These studies have shown that there is 
much unconscious bias toward women 
who aspire to leadership roles.

As an executive recruiter specializing 
in introducing women executives, 
I still sometimes hear backlash from 
companies. This includes comments 
such as, “This particular position is 
not suitable for women.” What a huge 
waste of an opportunity to acquire 
talent! Over the past 10 years, I have 
seen hundreds of women who could 
have taken on the C-suite role. We can’t 
keep wasting this talent. We must 
overcome these biases.

1. Susan Chira, “Why Women Aren’t C.E.O.s, According to Women Who Almost Were,” The New York Times, July 21, 2017.

In our white paper, we made 
10 recommendations to help turn 
the tide. This year, we will expand 
upon these in The ACCJ Journal 
by interviewing professionals and 
experts in each field. Through these 
conversations, we will gain greater 
insight into what needs to be done 
next to move us closer to the goal. 
Starting with the October issue, we 
will present a series of 10 interviews—
one for each recommendation. We 
invite each of you to take these ideas 
and put them into action in your field.

The Women in Business Committee 
also has many monthly events 
covering themes based on our 
recommendations, and we welcome all 
nationalities—and both women and 
men—to our events. On October 17, 
we will hold the fifth Women in 
Business Summit in Tokyo, and invite 
everyone to attend. Our mission is to 
keep our momentum going and never 
give up. We hope you’ll join us! n

Makiko Tachimori (Fukui) is vice-chair, 

Women In Business Committee, and 

president, Harmony Residence, Inc.

6  Tax incentives

7  Seniors as before- and 
afterschool childcare providers

8  Domestic helpers

9  HR-led talent management 
and training

10 Employee assistance programs/
concierge services

THE 10 RECOMMENDATIONS

1  Working hours reform

2  Male champions of change

3  Ikumen (fathers participating 
in childrearing)

4  Greater transparency about 
women in leadership roles

5  A new type of lab
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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 6 
Navigating the New Washington, DC 

• SEPTEMBER 14 
Kansai Art for Charity x Food Bank Kansai 
Part II Art of Sake—Appreciating Art, 
Appreciating Sake 

• SEPTEMBER 16 
Understanding Retirement Savings in Japan 
(Chubu Event) 

• SEPTEMBER 22 

Conversation with BMW Group Japan CEO 
Peter Kronschnabl

1 ACCJ–Chubu Vice President Ray Proper (right) 
presents a farewell gift of local whisky “Chita” 
to Stephen Kovacsics, principal officer of the 
US Consulate Nagoya on July 14.

2 Speakers and members of the ACCJ–Chubu 
Women in Business Committee at the 
2017 Chubu Women in Business Summit 
at the Westin Nagoya Castle on July 13. 
PHOTO BY ANDY BOONE

3 The ACCJ–Kansai Membership Relations 
Committee hosted the Kansai Nomu-nication: 
Young Professionals Mixer at Hilton Osaka’s 
MyPlace Café & Bar on July 28.

4 ACCJ–Kansai members gave a presentation 
about chamber activities and their personal 
stories to the AIU High School Diplomats 
Program at the AIG offices in Grand Front 
Osaka on July 28.

5 From left: ACCJ–Chubu External Affairs 
Committee (EAC) Co-Chair Yuji Suzuki, 
ACCJ President Christopher J. LaFleur, 
Mayor of Nagoya Takashi Kawamura, 
EAC Vice-Chair Stephen A. Carter, and 
Co-Chair Darrell Harris at the 2017 Chubu 
Doorknock on July 13 at Nagoya City Hall.

6 On July 21, the ACCJ co-hosted the Joint 
Chamber Summer Cocktail Networking event 
at the Embassy of Canada to Japan.

ACCJ
EVENTS

1

2

3

5

4
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T
okyo has long been considered 
an Asian financial hub, but other 
cities in the region, such as Hong 

Kong and Singapore, have become more 
competitive in recent years.

In November 2016, Tokyo Governor 
Yuriko Koike formed an advisory 
council to strengthen Tokyo as a global 
financial center. Following the release 
of the council’s interim report, The 
American Chamber of Commerce in 
Japan (ACCJ) Financial Services Forum 
hosted a panel discussion with three 
members of Koike’s advisory council at 
the Shangri-La Hotel, Tokyo, on July 26.

In a lively discussion, KKR Japan 
Limited Chairman Atsushi Saito, 
Morgan Stanley Japan Holdings Co., Ltd. 
President and CEO Jonathan B. Kindred, 
and WisdomTree Japan CEO Jesper Koll 
imparted their personal opinions on the 
progress made so far.

THE COUNCIL
“I do think it is important to emphasize 
that Tokyo is already an important 
financial center,” Kindred said. “The 
question is, what things can really be 
done to further grow this location?”

It is essential to focus on the unique 
value proposition that Japan offers 
rather than comparisons with the likes 
of Hong Kong, he explained.

A seasoned advisory council 
member, both in Japan and abroad, 
Koll highlighted the refreshing 
enthusiasm that Koike has brought to 
every meeting so far.

“She’s very focused, right from the 
beginning. We want concrete measures 
that—at the micro level—the Tokyo 
government can build to actually 
achieve her goal of a smart city.”

There are no taboo subjects, and the 
diversity of the council—which includes 
people from fintech, asset management, 
and international companies—has 
resulted in more proactive discussions.

OPPORTUNITY
“The national government has actually 
created, in my opinion, exactly the 
right environment for finance in 
Japan to thrive,” said Koll, referencing 
the corporate governance and 
stewardship codes and improvements in 
environmental, social, and governance 
criteria—commonly referred to as 
ESG—which are allowing Japan the 
opportunity to proactively develop the 
next Asian standard.

“English is key for the international 
market,” Saito added. “This allows 
international companies to be more 
competitive with strategy and products 
than national Japanese companies.”

When asked what Tokyo can do to 
further enhance its competitiveness, 
Kindred explained, “I think that the 
single most important thing, at this 
point, is what I would call seriousness 
of purpose.” This means demonstrating 
change and addressing the barriers.

In addition to language, Kindred 
suggested Japan needs to continue 
improving labor mobility and personnel 
management restrictions.

“It’s absolutely absurd to have 
professional services companies 
managing and administering 
professional workers based on hours 
worked as opposed to performance 
output,” said Kindred, adding that the 
Council for the Realization of Work 
Style Reform could be doing more to 
change the way Japan works.

Saito explained that the Japanese 
Trade Union Confederation (Rengo) 
scrapped the white-collar exemption 
system—which would have meant pay 
based on performance rather than 
hours worked—simply because it would 
have done away with overtime pay.

“We are suffering, fundamentally, 
from a strong protection of labor. It 
sounds nice, but it’s too much.”

PARTS TO PLAY
What can the government do to enhance 
Tokyo’s position?

“The answer is simple,” Koll said. “It’s 
competition. [But] the bigger issue, in 
my opinion, is not the government; it’s 
actually the Japanese financial industry.”

Met by murmurs of agreement, 
he explained that there is no pride in 
finance in Japan, and that unifying 
the different interests of all parties—
including entrepreneurs and 
fintech—is key.

Looking at the role of industry, Saito 
specified Japan’s IT sector as lagging—
not because of the technology, but lack 
of skill in making a profitable product.

“We are definitely facing a very 
radical stage [where we need] to 
change the business models for these 
manufacturing-oriented industries,” 
he explained. This means tackling 
the education system and promoting 
soft knowledge.

And, as Koll concluded, international 
companies and organizations such as 
the ACCJ also play a role in promoting 
opportunities in Japan and abroad. n

Maxine Cheyney is a staff writer at 

Custom Media for The ACCJ Journal.

Tokyo As a 
Financial Center
Leaders discuss Tokyo governor’s  

advisory council

By Maxine Cheyney

ACCJ EVENT

Saito, Kindred, and Koll (front from left) with ACCJ Insurance Committee Co-Chair Ryan Armstrong (left) and President Christopher J. Lafleur PHOTO: RIEKO WHITFIELD
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Investing in  
Renewable Energy

Five years of  Japan’s feed-in-tariffs

By Maxine Cheyney

O
n July 1, 2012, Japan’s Ministry 
of Economy, Trade and Industry 
introduced a feed-in-tariff (FIT) 

scheme requiring companies to purchase 
all electricity generated from renewable 
resources—such as geothermal, biomass, 
small hydro, solar and wind—at 
guaranteed rates for set periods, adjusted 
annually or mid-year. The result was a 
rush of investment.

Ali Izadi-Najafabadi, head of Japan 
and Korea for Bloomberg New Energy 
Finance, spoke about the past five years 
of solar independent power projects to 
members of the American Chamber 
of Commerce in Japan at Tokyo 
American Club on July 18, hosted by the 
Alternative Investments Subcommittee.

GETTING FIT
Since the regulations came into force, 
more than 300,000 non-residential solar 
projects have been built.

Izadi-Najafabadi explained that the 
program’s success is subjective, and 
compared Bloomberg’s latest data with 
that of the Japanese government.

The government set different FIT rates 
for each technology to ensure investors 
got similar returns. But the focus was on 
equipment costs and did not take into 
account the  challenges unique to each 
technology. The government continues 
to try to rectify this.

Currently, Japan relies heavily on fossil 
fuels, but Izadi-Najafabadi expects there 
to be higher-capacity renewables available 
by 2040, meeting about 40 percent of the 
country’s energy needs.

ENERGIZED INVESTMENT
As designed, the FIT program mostly 
benefits solar energy, in which many 

investors have seen good returns. 
Majority attention is still focused on 
that sector, but broader investment is 
in decline.

“Overall, investments started to rise 
significantly after 2012, when the FIT 
program was introduced, peaked in 
2014 at more than $40 million, and 
since have been coming down.”

The solar market, in particular, 
is slowing. A key reason is that, on 
September 24, 2016, Kyushu Electric 
Power Co., Inc. announced that it 
would stop accepting new solar grid 
connection applications. This resulted 
in a government review that set capacity 
limits on how many solar projects 
can connect to the grid in many parts 
of Japan. Wind was also limited, and 
projects commissioned beyond these 
limits would face the risk of curtailment 
without compensation.

“Japan is a country faced with 
energy demand decline, so the need 
for investment in generation capacity 
is going down and the boom you 
see today on the renewable side is 
FIT-driven.” Due to electricity market 
reform, he added, coal projects are 
being closed and a lot of the new 
retailers are competing with each other 
and incumbents.

RENEWABLE FUTURE
Izadi-Najafabadi sees the market 
stabilizing overall, so what happens next?

For wind, Japan has a capacity of 
just over three gigawatts. Expansion of 
this is slowed by environmental impact 
assessment (EIA).

Other challenges in developing 
wind projects in Japan include a non-
transparent process for granting grid 

connection permits—governed by 
each utility—and limited transmission 
infrastructure in regions with the best 
wind resources.

But growth is happening. Izadi-
Najafabadi said there were a record 
number of wind projects approved 
in January and February of this year, 
spurred in part by an application 
process that can now begin before the 
EIA is concluded. However, with a 
small domestic market, cost reduction 
is challenging.

SOLAR SURGE
Returning to solar, growth is not 
without challenges. Japan’s topography 
makes large-scale, ground-mounted 
solar arrays difficult—and thus costs 
are higher—but “we expect solar to 
come down,” said Izadi-Najafabadi. 
The forecast is that solar will be 
cheaper than coal by 2025.

“We expect a combination of 
rooftop photovoltaic [systems] and 
storage to become competitive with 
residential power prices sometime 
around 2030,” he predicted. This will 
pose a significant challenge to utilities.

“The biggest challenge with the 
FIT program is really the fact that the 
government did not take a holistic 
view of all renewables, and identify 
the technical and non-technical 
challenges,” he concluded.

Still, FIT continues to move along 
and grow capacity, something critical 
to Japan’s ability to power its society 
and economy in the future. n

Maxine Cheyney is a staff writer at 

Custom Media for The ACCJ Journal.
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2017 ACCJ CHARITY BALL

Saturday, December 2, 2017 n Hilton Tokyo Shinjuku Hotel, 4F

Please join us at this year’s ACCJ Charity 
Ball—Welcome to Miami! From gorgeous art 
deco buildings, fashion, music, art, incredible 
food, and a vibrant nightlife, Miami is a city 
bursting with culture. Our decor, menu, 
wines, and entertainment will bring the 
excitement of this incredible city to Tokyo for 
our ACCJ members, guests, and friends!
 
In the coming months, we’ll provide you 
with all the details and identify the 
wonderful charities that we are supporting 
this year! There are also many ways that 
you can assist, so please visit our website at 
www.accjcharityball.org for more details 
on sponsorship and to purchase your tickets.



How Vaccines Can Protect  
Our Health and Society

By Maxine Cheyney

ACCJ EVENT

I
noculation has divided public opinion 
since the first vaccine for smallpox 
was introduced in 1797. In Japan, 

vaccines were once compulsory, but 
public pushback because of side effects 
has since see this change.

On July 27, Dr. Takeshi Enami, 
director of the Immunization Office, 
Health Service Division, Health 
Service Bureau, for the Ministry of 
Health, Labour and Welfare (MHLW) 
and Dr. Nobuhiko Okabe, director 
general, Kawasaki City Institute for 
Public Health, spoke to members of 
the American Chamber of Commerce 
in Japan about the significance of 
immunization.

VACCINES IN JAPAN
Enami opened with the history of 
vaccination policy.

The purpose of a vaccine is to control 
infectious disease, he explained, and 
if a disease can be prevented through 
vaccination then the vaccination should 
be given. In terms of immunization 
policy in Japan, he suggested that the 
number of vaccines for infectious 
diseases covered by local governments 
needs to be expanded.

Another issue is supply. In 2015, Japan 
faced a shortage of the mumps vaccine 
due to high demand, and there have 
been shortages of other vaccines since. 

Enami said the gap between supply and 
demand is beginning to close, however, 
with suppliers and administrations 
collaborating and communicating better.

Changing public perception in Japan 
is a core focus for the ministry, and 
a large part of this is finding ways to 
reduce the adverse effects of vaccines. 
Centers to promote vaccinations have 
been set up in 20 prefectures, which are 
also monitoring how vaccinations are 
being adopted.

He added that being able to smoothly 
introduce new vaccines—and to 
incorporate the public’s response into 
policy—is a continuous struggle.

THE GOAL
Okabe, whose career involves many 
years in vaccination administration, 
detailed some of the positive and 
negative side effects, and recapped the 
history of vaccines starting from 1797, 
discussing the control and eradication of 
smallpox and the control of polio.

One fundamental idea shared by both 
speakers is that vaccines address the 
future prevalence of different diseases. 
As Okabe pointed out, the challenge is 
staying ahead of new diseases.

In addition, there are accompanying 
costs, correct application, and possible 
side effects to consider. These effects, he 
said, must be closely monitored; but it 

is impossible to know who is susceptible 
to what, so it is important for vaccines 
to work for everyone. Okabe believes 
they must also be single-dose, painless, 
and long-lasting, with low side effects 
and no waste.

To tackle side effects, he explained 
that a countrywide survey is being 
conducted to assess what errors are 
being made in application, such as with 
needles and leaks.

Despite these negative cases and side 
effects, Okabe highlighted their impact, 
mentioning the eradication of diseases 
such as diphtheria and rubella.

Another challenge is awareness. 
Restoring the public’s faith in vaccines 
requires a careful balancing act. Okabe 
believes the efficacy and safety of 
vaccines should be evaluated purely 
through scientific review, and experts 
and media should take care to promote 
accurate information.

Enami emphasized that the MHLW 
and Japan’s National Institute of 
Infectious Diseases are working hard 
to keep the website updated, while 
ensuring further collaboration between 
suppliers and the administration to 
strengthen vaccine policy. n

Maxine Cheyney is a staff writer at 

Custom Media for The ACCJ Journal.
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H
ow do you characterize 
Millennials? According to the 
words of one real estate mogul 

who falls in the age group, $19 
avocado toast, $4 coffee, and a trip 
to Europe every year are things that 
belie the weaknesses of this generation 
comprising those born between 
the early 1980s and early 2000s. A 
penchant for these things—together 
with a lack of realism, practicality, and 
desire to work hard—may also explain 
why they aren’t buying things like 
homes. But is this the truth?

Millennials and what motivates 
them is a hot topic for companies and 
ACCJ members, as this age group will 
make up a majority of the workforce 
worldwide in the coming decades.

So, what is necessary to attract 
Millennials, then motivate and retain 
them? Simply put, I believe it is the 
same as it has been for all generations. 
There isn’t a universal answer. Because 
the specifics of this question differ in 
each case, there are multiple solutions 
that vary from country to country, 
company to company, and situation 
to situation.

Any discussion of generational 
characteristics necessarily leaves parts 
of the story out. Often, the deeper 
issues and underlying reasoning are 
overlooked, or not valued as much as 

they should be. Inevitably, the gap leads 
to misunderstandings and, ultimately, 
missed chances and reduced profits.

Just because an employee is a 
digital native doesn’t mean they are 
inherently skilled at technology. 
Nor does being a Millennial mean 
that the person has a desire to be 
congratulated unduly, that they 
require incentives such as espresso 
machines, or that strong corporate 
social responsibility programs 
are integral to their satisfaction. 
(Although, to be honest, espresso 
machines would be loved by anyone).

EVERYONE’S DIFFERENT
Each colleague and potential hire 
has a different personality, workstyle, 
and motivation, regardless of age 
or demographic and whether these 
things are openly communicated. 
Often, a short conversation—or many 
ongoing conversations (in the case 
of colleagues or team members)—to 
clarify the vision of the company, the 
goal at hand, and how each person fits 
into those will go a long way toward 
attracting and retaining talent.

Generations are shaped by moments 
in history, and these events guide the 
world views of each one. Today’s young 
adults came of age during the recession 
of the late 2000s and early 2010s. Like 

the generation that grew up during 
the Great Depression (1929–1939), 
Millennials emerged with pessimistic 
views about asset-based markets and 
a cautious approach to work and 
personal finance.

However, all people value authenticity. 
For Millennials, authenticity is sought 
in the intentions of those with or for 
whom one is working.

That said, as is often the case, trends 
in Japan differ from those in the 
West. This especially applies to young 
workers entering the economy and 
forging their futures. The world view of 
Japanese Millennials may be somewhat 
bleaker than that of their Western 
counterparts. The Japanese economy 
has been mostly stagnant, with 
repeated reminders that the retiring 
generation will put a strain on the 
pension and healthcare systems. Still, 
what motivates and attracts employees 
will depend on each person’s goals.

In the end, I believe working effectively 
with Millennials really requires what 
working well with anyone does: early 
and constant communication. Together 
with a healthy amount of forward 
thinking and adaptation to current tools, 
communication is the key to effective 
results. Without it, preconceived notions 
are likely to produce misunderstandings 
and ineffective workplaces. n

Daniel Wallin is secretary of the ACCJ–

Chubu Business Programs Committee and 

a relocation consultant with Relo Japan

Working Effectively  
with Millennials
We can’t afford to stay stagnant  

in our thinking

By Daniel Wallin

CHUBU

Often, a short conversation . . . will go a long way  
toward attracting and retaining talent.
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LEADING INSURANCE CO.
Chiba Prefecture, Japan
July 14, 2017 Wed 12:36PM

■ Hackers target CEO’s mobile phone
■ CEO taps link to “Cute Panda Video!”
■ Spoofed video fi le runs javascript
■ Script hijacks web browser
■ Key logger installed on CEO’s phone
■ Email & banking credentials captured

Protecting Businesses in Japan

PIPELINE is a cyber security solutions provider based in Tokyo specialized in businesses in Japan.
PIPELINEは日本のサイバーセキュリティのソリューションプロバイダーです。

www.pipelinesecurity.jp

CYBER

SECURITY RISKS
ARE NOT ALWAYS OBVIOUS

+ 81-3-4405-5766
hello@pipelinesecurity.jp

PIPELINE SECURITY K.K.
Grains Bldg.
1-35-8 Nihonbashi Kakigaracho
Chuo-ku, Tokyo, Japan 103-0014

Potential Business Risks
潜在的なビジネスリスク

Let‘s Work Together
提供可能サービス＆ソリューション

サイバーセキュリティリスクは
常に水面下で存在します。

Contact us for a Security Checkup

Brand Damage 
ブランドイメージの損傷

Business Liability 
企業責任

Data Loss & Leakage 
データ損失＆漏洩

Espionage 
スパイ活動

Exploitation 
搾取

Financial Loss 
金銭的な損失

Subversion & Sabotage 
破壊＆サボタージュ

Cyber Security Framework 
サイバーセキュリティフレームワーク

Security Compliance 
セキュリティコンプライアンス

Cyber Security Policies 
サイバーセキュリティ方針

Security Awareness Program 
セキュリティ意識啓発プログラム

Risk Assessment 
リスクアセスメント

Monitor & Restore 
監視&復元

Advanced Security Solutions 
最先端のセキュリティソリューション

POTENTIAL INCIDENT:

SECURITY RISKS

Applications for cyber security grant will begin September 1. Contact PIPELINE Security for assistance with grant applications.
9月1日から東京都のサイバーセキュリティ対策促進助成金の申し込みが始まります。PIPELINE Securityは申し込み代行サービスも提供しております。

2017.09_Pipeline_JOURNAL.indd   1 2017/08/15   18:39



Beyond Traditional Investments

ACCJ LEADER

T
he Alternative Investment 
Subcommittee (AIS) will be 
celebrating its second anniversary 

in October. Formed under the 
Investment Management Committee’s 
leadership by co-chairs Chris Wells 
and Frank Packard, the AIS is the 
newest committee or subcommittee of 
the American Chamber of Commerce 
in Japan (ACCJ) and now has 
106 members.

Increased global interest has 
established alternative investments as 
an important part of any investment 
portfolio, and the mission of the AIS is 
to educate and expand the perspectives 
of investors and industry participants in 
an entertaining and informative way, as 
well to advocate on timely topics.

What are alternative investments? It 
is a broad category, but the most widely 
accepted definition includes real estate, 
hedge funds, private equity and venture 
capital, infrastructure, and private debt. 
There are now $7.7 trillion in hedge 
fund and private capital assets managed 
globally, with an increase of $300 billion 
during 2016—more than 1.5 times the 
size of Japan’s GDP of $4.8 trillion.

A more expansive definition includes 
investments such as commodities 
ranging from oil and gas to precious 
metals, timber, and nuclear energy, 
as well as “passion investing” in 
unconventional asset classes such as art, 
photography, wine and spirits, jewelry, 
and vintage cars. AIS events cover these 
topics as well as the core areas.

The growth of alternatives is driven 
by the desire of institutional investors 
to diversify and maximize their returns, 
while decreasing exposure to the market 
volatility of traditional investment 
classes. At the same time, investment 
in alternatives provides opportunities 
for investors who actively seek to 
contribute to economic and social 

While private equity and venture 
capital have been slower to gain 
popularity in Japan compared with 
elsewhere, the Japanese government 
is encouraging innovation and start-
ups, and Japan is looking to the Silicon 
Valley model of financing. The global 
market size is huge; 2016 was the 
second consecutive year that the value 
of global venture capital deals exceeded 
$100 billion.

OUR ACTIVITY
To highlight the broad field of 
alternatives, the AIS has organized a 
quarterly Venture Capital Breakfast 
series that recently profiled the Stanford 
Center for Innovation Japan Award and 
Draper Nexus Venture Partners. The 
AIS has also hosted events covering 
infrastructure investment and alternative 
energy investment trends, the meeting 
of fintech and asset management (real 
estate), and issues that drive growth 
in environmental, social, governance 
(ESG) and corporate governance (ethical 
investing). We have also highlighted 
passion investing in David Bowie photos, 
whiskey, and antique jewelry.

Two upcoming events that capitalize 
on the above themes will involve 
Tomoyuki Furusawa, deputy director-
general of the Financial Service Agency’s 
Planning and Coordination Bureau, 
speaking on the changes to the new 
Stewardship Code and seeking feedback 
from ACCJ members on corporate 
governance trends; and Hiromichi 
Mizuno, chief investment officer of the 
Government Pension Investment Fund, 
who will speak about investment drivers 
of ESG and diversity.

We hope to continue growing AIS 
membership, and that more members 
will attend our events to better 
understand “What is the Alternative?”—
and to have fun while doing so. n

development by financing enterprises 
that are considered riskier (but with 
a higher return potential) in the hope 
that they can succeed and revolutionize 
industries or spark innovation to bring 
about significant positive changes. 
Investors in alternatives face a trade-off 
between the potential higher return 
versus less liquidity and transparency 
or disclosure than investments such as 
listed securities.

HUGE POTENTIAL
On a global level, alternative investments 
such as hedge funds have been 
around for quite a while, having risen 
to prominence in the 1990s. They 
have brought industry assets under 
management to a current total of $3.12 
trillion globally. Until recently, Japanese 
investors have generally favored less 
risky investments in listed equities, debt, 
and bank deposits. But there has been 
a gradual change that has accelerated 
in part due to the Third Arrow of 
Abenomics and the introduction of 
Japan’s Stewardship Code and Corporate 
Governance Code. These guidelines 
have clarified the responsibilities of asset 
managers and others, and have increased 
the obligation for active voting and the 
proactive involvement of shareholders. 
This helps to encourage companies to sell 
their underperforming assets, and should 
help drive the demand for alternatives in 
Japan as their profile continues to rise.

By Jenifer Rogers, vice-chair of the 
Alternative Investment Subcommittee
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US Olympic Team picks its 
Tokyo house

By C Bryan Jones

A home away from home. That’s the best way to 

describe USA House, the hospitality and business 

center established by the United States Olympic 

Committee (USOC) at each Olympic Games. 

The atmosphere differs from house to house, but a 

common thread runs through them all: comradery 

and comfort for the athletes, their families, and the 

sponsors who represent the United States on the 

world’s greatest competitive stage.

US athletes and their families celebrate at past USA Houses in London (2012), Sochi (2014), and Rio de Janeiro (2016)

HOME AWAY
FROM HOME

London

Sochi

London
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On August 2, in the Winter Garden at Tokyo American 
Club (TAC), representatives from USOC gathered to reveal 
plans for the Tokyo 2020 Olympic and Paralympic Games. 
“It’s my great pleasure and honor,” said USOC Chief Executive 
Officer Scott Blackmun, “to announce that, in 2020, Tokyo 
American Club will be the home of USA House in Tokyo.”

PASSING THE TORCH
TAC will carry on a tradition that began in Salt Lake City 
in 2002, the last time the Winter Olympic Games were held 
in the United States. The Utah city played host to the first 
USA House, which has since evolved into a core part of the 
Olympic experience for American athletes.

Speaking to The ACCJ Journal, USOC Chief Marketing 
Officer Lisa Baird said that USA House is a place for the 
celebration of Team USA and the Olympic Games, and 
explained how it has grown over the years.

“USA House has been a function 
of the US delegation’s presence at 
the Olympic Games for decades, 
but in its current evolution as a 
full-service house it dates back to 
Vancouver in 2010.”

In this form, it has become a place to 
congregate and celebrate. “Our delegation is away for weeks 
when we are at an Olympic Games, and having our own 
‘home’ has become an important tradition,” said Baird, who 
has been with the USOC since the Vancouver Games.

Soon it will be Tokyo’s turn to provide that home, and TAC 
President Mike Alfant is up to the challenge.

“On behalf of Tokyo American Club leadership, members, 
and staff, we are thrilled to welcome Team USA and know 
it will be an ideal home during the Tokyo Games,” he said as 
sunshine flooded into the Winter Garden. “USA House is a 
place for celebration of Team USA, and that is a natural fit 
within a great community at Tokyo American Club. We are 
excited for the Games to begin.”

The announcement was the culmination of a process that 
Blackmun told The ACCJ Journal began four years ago.

LOCAL FORM
As Baird pointed out, USA House is always evolving. Each 
city offers different possibilities and presents different needs, 
as do the facilities.

“It is highly dependent on the local environment and 
what our goals are for hosting,” she explained. “In London, 
we welcomed thousands of guests and held almost 200 
private events—including an Opening Night Gala. In 
PyeongChang [South Korea], USA House will be small and 
intimate in comparison to other Games, reminiscent of 
a winter ski chalet.”

Each USA House is unique and shaped in part by 
the facility that is chosen. In Rio, the USOC was able to 
leave a lasting impact on the community by converting a 

15,000-square-meter, seven-story 
school on Ipanema Beach into a 
temporary home for Team USA.

“We hosted USA House at a small 
children’s school where we did a lot 
of work—infrastructure, technology 
updates, etc.—and left significant 

upgrades for the children,” Baird explained.
The USOC also brought benefit to the local job market, 

employing 700 Brazilians to refurbish the school.
TAC, with its existing facilities still gleaming 

from the rebuild that was completed in 2011, brings 
something different.

“It’s a beautiful facility in the heart of Tokyo,” said Baird. 
“It presents a unique opportunity because most of the places 
that we do are raw spaces. We honor the history of these 
places, but we completely transform them. Because this is so 
perfect, it’s going to really push us to go over and beyond. We 
want to bring something special from America for our guests 
here to enjoy that they would never have a chance to enjoy.”

The honor of being  
the USA House . . .  
will create a legacy here 
at Tokyo American Club

2010 Vancouver, Canada

2012 London, United Kingdom

2014 Sochi, Russia

2016 Rio de Janeiro, Brazil

2018 PyeongChang, South Korea

2020 Tokyo, Japan

PAST AND FUTURE USA HOUSES

USA House in Rio de Janeiro
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LEGACY
Just as USA House left a legacy of improved 
educational resources for children in Rio, the 
USOC tries to leave a legacy in each city that 
hosts the Games. It’s an important part of what 
makes USA House special, something that 
lingers like the glory of Olympic victory for 
generations to come.

As TAC Olympic Committee Chair Dean 
Rogers said at the press conference, the meaning 
of legacy is touching lives in a positive way; and 
this is something the club has been doing since 
1928. Rogers is proud that a new chapter in that 
history will be written with the USOC.

“The honor of being the USA House . . . will 
create a legacy here at Tokyo American Club that 
will not just be for the members who are here 
today, but for future generations of our children, 
and our children’s children, who will be able to 
look back.”

Baird told The ACCJ Journal that, unlike Rio, 
where they made a big investment and left the 

will ensure our time in Tokyo—USA House included—is 
reflected in a legacy of being gracious guests and proud 
supporters of the Olympic movement.”

MARKET OPPORTUNITY
Sponsors also play a key role in the success of Team USA 
and any Olympic and Paralympic Games. At the time of 
the announcement, two partners—Oakley, Inc. and The 
Dow Chemical Company—had already committed to 
permanent spaces at the Tokyo 2020 USA House. “They 
will use the facility for their own hosting needs, including 
private events and receptions,” explained Baird. “In the 
past, those have been extremely creative, such as a party 
Hershey’s hosted in Rio to celebrate National S’Mores 
Day—and that really helps make USA House special.”

Also part of USA House is the Team USA Shop, which 
sells goods from official licensees. Some of these items can 
only be found there, such as the Ralph Lauren sweaters 
worn by Team USA during the opening ceremony of the 
2014 Sochi Winter Games, which sold for $595 at the 
Team USA Shop and became a collector’s item fetching 
more than $3,000 on eBay.

At the 2016 Rio Games, the USOC opened the shop 
to the public for the first time, but complex Brazilian 
regulations and the need to form a Brazilian company 
with a Brazilian president presented a huge challenge. 
Like Team USA, however, the USOC prevailed and the 
store was a success. It remains to be determined if the 
Team USA Shop at TAC will be open to the public but, 
for those who visit USA House, it will be yet another 
connection to home and a wonderful opportunity to build 
the Team USA brand in Japan.

With three years to go until the torch is lit at New 
National Stadium in Shinjuku, there are many details of 
the USA House–TAC collaboration to work out. But, as 
Rogers expressed on the morning of the announcement, 
one thing is for sure: “The fact that the club gets to expose 
itself to a bigger audience is a great honor and gift.” n

school that served as USA House with significant upgrades 
that had an important long-term impact for the students, 
TAC is already a state of the art facility. “As far as legacy, 
we have some time to work with the club leadership and 
membership to create a plan; but it’s safe to say that we 

From left: TAC Olympic Committee Chair Dean Rogers, USOC CMO Lisa Baird, 
TAC President Michael Alfant, USOC CEO Scott Blackmun, and Japanese Olympic 
Committee President Tsunekazu Takeda at the August 2 announcement.

Charis Tsevis created mosaic murals for USA House in Rio de Janeiro.
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As the host city for both the 2019 Rugby World Cup and 

Tokyo 2020 Olympic and Paralympic Games, Tokyo must 

prepare for an influx of international attention—be it in 

the form of tourism or business. Pressure on facilities for 

meetings, incentives, conferences, and exhibitions (MICE) 

is beginning to mount as the city takes a more prominent 

role on the global stage.

of participants, and in terms of how often they 
speak—and even where they sit—this becomes a 
kind of routine.”

Brian Ashenfelder, executive corporate 
banquet sales manager at Tokyo American Club, 
highlighted the benefits of having events and 
meetings outside the office. “Off-site meetings 
and receptions, incorporated with team-building 
activities, improve morale and performance by 
giving employees the chance to get out of the 
office and interact on neutral ground.” 

But that is not the only change taking place. As work 
cultures shift due to increased internationalization and 
the greater presence in the workforce of Millennials and 
even Post-Millennials—also referred to as Generation Z—
companies are reconsidering the benefits of MICE and the 
services that they require. With this change in focus, the 
MICE sector is now adopting new approaches to everything 
from cuisine to location.

WINDS OF CHANGE

This, he said, allows employees to relax and express 
themselves more freely, away from the “physically and 
figuratively restrictive boundaries of the office.”

Tan Lai Seng, representative director and regional 
general manager for Japan and Korea at Ascott 
International Management Japan Company Limited, 
emphasized the benefits of being away from the office for 
performance. “The employee can be away from the office 
phone and visitors, so concentration increases.”

A stronger focus on employee wellbeing is 
one example of how shifts in the foundation 
of work culture can cause waves in MICE. 
Indeed, many in the sector now emphasize 
what they can contribute to staff morale.

“We feel that off-site meetings in new 
surroundings will help change employees’ 
perspectives. The power balance tends to 
get static in meetings conducted in the same 
room in-house,” Yoshiko Takiguchi, manager 
of Hotel & Residence Roppongi, suggested.

In fact, Takiguchi believes this familiarity 
and routine can suppress innovation. “One 
person will drive the discussion and the roles 

MICEMAKEOVER
 Work culture and events change Tokyo’s offerings

By Maxine Cheyney

The Hyatt Regency Tokyo‘s banquet rooms can be adapted to meet event needs.
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Another benefit is that events outside the office help 
employees feel valued, said Kosuke Kinoshita, project leader 
for the planning group of the Nihonbashi Urban Planning 
and Development Department at Mitsui Fudosan Co., Ltd. in 
Tokyo. The idea that the company is willing to invest in their 
employees to further business and improve performance is 
important for employee retention.

Takiguchi said food is another key consideration for any 
MICE venue. Hotel & Residence Roppongi’s Coconoma 
Season Dining gives teams a chance to share a meal, which 
can inspire creativity and encourage those who don’t normally 
interact to converse and collaborate. 
“It shuffles things up and managers can 
expect new ideas to appear.”

As teams become more multicultural, 
businesses must make cultural 
education part of their training, and 
this is an area in which MICE venues 
can contribute.

“One of our other focus areas is 
an effort to raise cultural understanding among teams of 
Japanese and non-Japanese members, as well as professional-
level English improvement for Japanese teams that are 
becoming more and more international,” said Takiguchi.

Hotel & Residence Roppongi uses its own lounge, the 
Koagari space and the Green Cafe space for team events, 
allowing smaller groups to enjoy an intimate setting with 
less pressure. “They can feel more comfortable getting out of 
their comfort zone.”

Tokyo is opening up to international business, and 
the government is working to make the city a hub for 
international companies. Hyatt Regency Tokyo’s Associate 
Director of Sales, Shin Toyama explained, “If the Tokyo 
Metropolitan Government and private parties cooperate, 
we will be able to offer more attractive programs.”

CULTURE CURE
MICE venues are also reconsidering how Tokyo itself 
can play an important role in meeting client needs and 
expectations. Team-building events and team meetings 
that involve Japanese culture are great ways to do this, 
and location plays an important role. The new Ascott 
Marunouchi Tokyo, for example, benefits from its proximity 
to Tokyo Station and the business hub that surrounds it.

“We offer a special guest program called Ascott Lifestyle 
programmes,” Tan explained. “We organize cultural visits 
for team building.” The central location makes this easy 

to implement.
Toyama highlighted the historical 

sites, modern areas, unique sites such as 
Harajuku’s Cat Street, and the endless 
traditional experiences available in 
Tokyo. “I think Tokyo has so many 
unique options that are not only 
enjoyable, but also help make meetings 
or conferences successful.”

Both Tan and Kinoshita highlighted the Marunouchi 
area as a center for business. Kinoshita added that 
Roppongi and Nihonbashi are also important areas, as they 
combine some of Tokyo’s cultural highlights with a strong 
business environment.

Kinoshita stressed the need to appeal to inbound business. 
In fact, Mitsui Fudosan is endorsing Nihonbashi as an ideal 
location for team-building activities, with emphasis on 
the mixture of old and new—as embodied by the Coredo 
Muromachi shopping and entertainment complex—and 
as a chance for people to do business and experience 
Japan’s culture.

Effective and varied use of the MICE space is also 
important. Tokyo American Club (TAC), for example, offers 
bowling parties held in tandem with off-site meetings. 

We are always 
surprised that a lot of 
hotels in Tokyo still 
don’t have a sufficient 
social media presence.

Cultural attractions, such as the Shintora Festival at Toranomon Hills, are one way for MICE facilities to create team-building activities.
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Talk to our catering experts today at 03-4588-0308 or banquet@tac-club.org. tokyoamericanclub.org 

Crafting party perfection

From customized menus and bilingual servers 
to tableware and drinks, we’ll take care of the details, 

leaving you to be the prefect host.

Organizing a dinner party at home or an office lunch 
meeting can be stressful. 

Luckily, events are our forte.



“We have six bowling lanes and a 
party space where guests can compete, 
congregate, and unwind,” Ashenfelder 
said. “Working with outside vendors, 
we also have order-made games 
and activities for team-building 
exercises to help our clients optimize 
team performance.”

Others make the most of Tokyo’s 
strengths by leveraging outside 
vendors in the city and have partners 
that help with team-building 
exercises, focused on activities that 
also benefit the business. “We have 
a partner company that can offer 
team-building activities if necessary,” 
explained Takiguchi of Hotel & 
Residence Roppongi.

REACHING OUT
The challenge for MICE venues now is to effectively 
communicate what they have to offer. And in the run-up 
to two huge global events, that is particularly true, with 
Tokyo’s MICE infrastructure standing to benefit from 
disseminating information that appeals to event organizers.

One shortcoming that Takiguchi pointed out is 
communication. “We all have to be more proactive in 
providing information to the organizing committees. 
There is a lack of information on the variety of venues 
available, and we are always surprised that a lot of hotels in 
Tokyo still don’t have a sufficient social media presence.

“We are working on how to reach out at the moment, 
and assume most places around Tokyo will also be giving 
information dissemination their best effort.” Aside from 
rugby and the Olympics, Takiguchi also sees an increase in 
MICE facilities as Japan’s gaming sector grows.

With more inquiries coming from overseas, and many 
booking their events further in advance, the growth is 
obvious. Ascott’s Tan has seen an increase in requests 
for meeting and event spaces, but finds that clients are 
expecting more.

M
IC

E

As work cultures shift 
. . . companies are 
reconsidering the  
benefits of MICE.

Assessing MICE trends seen by TAC, Ashenfelder 
added: “In years past, business during the summer slowed 
dramatically. Customers would call and settle on pricing 
very quickly—frequently contacting only one or two 
potential venues for their events. This is no longer the case. 
Potential clients are now calling around for the best price, 
contacting multiple hotels and venues.”

That is another reason venues can’t stand still. 
A complete reconstruction of TAC was completed in 2011, 
and the facility’s spaces continually undergo renewal 
with state-of-the-art equipment. However, “venues will 
need to become more flexible and think outside the 
box. Traditional offerings and services will no longer be 
sufficient—especially post-Olympics.” Ashenfelder pointed 
to kosher and halal food services as one example.

That bodes well for companies adapting to cultural 
change—such as greater focus on employee health 
and work incentives—that are looking to see this shift 
in priorities reflected in their choice of MICE venues. 
And with major international events coming to Japan, 
companies in the MICE market will need to stay on top of 
their game. n

TAC hosts events such as rooftop barbecues, which encourage team bonding.
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Teams can explore old Tokyo at the Tokyo Edo Museum in Sumida Ward.
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THE NEW OFFICE
How work spaces are evolving

By John Amari

“More people than ever are beginning to realize just 

how much we are affected by our work environment,” 

says Tokyo-based creative director Daniel Harris Rosen.
 
Yet, most companies—especially in Japan—are only 

beginning to take a hard look at their workplaces and how to 
change them for the better.

“A lot of office spaces here are conducive to robot-like 
efficiency, but not to creativity and doing good work.”

Rosen is the founder of TokyoDex, a creative agency that 
produces solutions—including musical, artistic, and interactive 
digital experiences and works—for spaces and events.

For him, a well-designed workplace interior will enhance 
well-being, inspire creativity, and boost productivity. 

And there’s an added benefit: an increased bottom line.
How an office space is designed and used has become an 

important brand differentiator and tool for attracting—and 
retaining—quality staff.

Rosen is not the only one thinking along these lines. 
Speaking to The ACCJ Journal, business leaders, entrepreneurs, 
and creatives say the way people work is changing—as are the 
environments they choose.

WORK REFLECTS LIFE
For Sachin N. Shah, the occasion of relocating to a new 
space was the opportunity to fulfill a core philosophy of 
MetLife Japan.

There are two motivations for the new office design, said 
Shah, who is the company’s chairman, president, and CEO.

Ponos Tokyo Office Lobby Mural by Jay Shogo / Curated by TokyoDex. PHOTO: DANIEL HARRIS ROSEN (TOKYODEX)
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“In return, despite the long hours they put in, only 39 percent 
report that their company gains their best efforts.”

Indeed, as Rosen notes, “If you spend all day staring into a 
white wall, as is often the case in a traditional office, then that 
probably won’t do much for your psyche—or productivity.”

CREATIVITY = RESULTS
“We found that the age of maximizing operational excellence, 
efficiencies, and going global to create growth has been 
reached,” said Brandon Peters, sales director at Steelcase 
Japan, which works with organizations to create performance-
enhancing office spaces.

“So, there is a shift from being operationally excellent, to 
being creatively inspired, being a risk-taker, and becoming a 
problem-solving organization that is creative,” he added.

As the world becomes more interconnected, the challenges 
we face have become more global and complex—as have their 
solutions, Peters asserts.

To help unlock the world’s untapped creative juices, Steelcase 
designs “spaces based on destination.” This means connecting 
to the work that we are doing at that particular time 
within a space.

The company has partnered with Microsoft Corporation 
to explore vertical workspaces that are digitally enabled 
and support collaboration. To this end, Steelcase’s offerings 
include Microsoft’s Surface Hub interactive whiteboard.

“It has everything you need built into it. If you want a 
whiteboard, you have that. But if you want to do something a 
little more complicated—perhaps to manage a work session—
you can do that as well,” Peters explained.

“The first is that the workplace environment fosters the 
kind of culture that we want. We try to avoid hard walls, 
replacing them with see-through ones. This creates a sense of 
openness, something that is important for our work culture.”

Another goal, he explained, is to create an environment 
that drives collaboration and allows employees to work in 
the way they want.

The new MetLife Japan office in Akasaka has many design 
features that are revolutionizing the company’s work culture.

Common areas, for example, are free-to-use spaces 
where employees can eat or hold meetings. Focus 
rooms are private spaces designed for private work that 
emphasizes productivity.

The IT support center, meanwhile, resembles the 
Genius Bar made famous by tech giant Apple Inc.’s retail 
stores. Next to the center stands a games room, where workers 
can refresh while playing table tennis or video games. There is 
even a MetLife-branded café—named Café 26—in the office.

Taking his cues from the way society is arranged—with 
community centers, cafés, open spaces, and so on—Shah 
believes that “rather than inhibit natural human interaction, 
the workplace should accelerate it.”

FINDING INSPIRATION
MetLife Japan may be ahead of the curve when it comes to 
creating office spaces fit for the modern workforce. However, 
as research shows, that cannot be said for many companies 
around the world—including in Japan.

“More than workers in any other nation, the Japanese 
are dissatisfied with the quality of their life at work. They 
also rank the highest for disliking their work environment,” 
according to polls conducted by global market research 
company Ipsos Group S.A. and office design solutions 
company Steelcase Inc.

According to the 2016 report Steelcase Global Report 
Addendum: Japan, only five percent say their offices are 
stimulating or innovative.

Twenty countries and 14,903 respondents took part 
in the poll, which has five key findings linking the 
workplace to employee engagement.

When it comes to employees having “control over 
workspace basics,” the report found that Japan 
(70 percent) lags the global average (81 percent) in all 
areas, including those who said they “have access to 
natural lighting.”

About perception of company culture, the survey 
also asked: “Would you say that your company . . . 
encourages teamwork and collaboration?” Japan again 
lagged the global average for positive responses, 
56 percent to 68 percent.

“Given these realities,” the report concluded, “it’s 
perhaps unsurprising that Japanese workers believe that 
their company undervalues them.

There is a shift from being operationally excellent, 
to being creatively inspired

MetLife Japan’s new office space in Akasaka allows for intuitive interactions.
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Daily to per nightJPY8,200 JPY28,000
Weekly to per nightJPY7,050 JPY23,800
Monthly to per nightJPY5,700 JPY19,100
Fitness tickets per timeJPY1,400

To order:
online www.arkbark.net/about/news/17063
email calendar@arkbark.net   |   phone 072-737-0712   |   fax 072-737-1886

www.arkbark.net

Brighten your wall 
or desk, and make a 
difference in the lives 
of rescued pets.

email calendar@arkbark.net   |   phone 072-737-0712   |   fax 072-737-1886

Filled with beautiful photos, the
2018 Animal Refuge Kansai calendar 
brings you 12 months of loving 
companions to keep your schedule 
on track.

Your purchase ensures health checks, 
vaccinations, food, and shelter for 
animals in search of a good home.

¥1,000 (wall) ¥800 (desk)
tax included, shipping separate



With the Surface Hub, a user can write using a digital pen, 
access the Internet, and save and share content digitally in 
real time with colleagues around the world.

“What is interesting is that the tool alone does not unlock 
creativity. It is the physical space working in harmony with 
the digital space that will unlock it.”

According to Steelcase, creativity has become the new 
productivity, especially among Millennials, a group born 
between the early 1980s and early 2000s that are often seen 
as digital natives.

The company offers “focus studios” for individual work 
and short-term collaboration, “ideation hubs” for open- or 
closed-space collaborative sessions, and “maker commons,” 
for brainstorming and unplanned discussion that can lead to 
unexpected solutions.

NETWORKED TO IMPRESS
Warren Pohl agrees with Rosen, Shah, and Peters. The 
workplace is changing, he says, and the writing has been on 
the wall for some time.

“Our shared workspace offering has created ‘smart 
offices’ for nearly 40 years now—but it’s just becoming very 
fashionable in the last few. We offer shared workspace where 
clients meet, mingle, and interact.”

Pohl is the public relations and marketing manager at 
Servcorp Limited, a multinational that offers serviced and 
virtual office and IT solutions.

“Servcorp offers co-working lounges that allow clients to 
work, enjoy secure and fast Wi-Fi, free coffee and tea, and 
meet with clients as and when they please,” he explained.

The company’s typical users are clients who have 
“graduated from the co-working space that offers soft 
couches, ping-pong tables, jukeboxes, and that faddish ‘do it 
yourself ’ approach.”

At their high-end locations, users seek to impress 
clients while enjoying full administrative and technical 
support, he added.

This year, the company sought to enhance its support 
for users with the launch of an online business community 

where more than 40,000 clients can communicate, 
collaborate, buy, and sell. As users travel around the globe, 
they can hit the ground running with a solid base of physical 
infrastructure and online support.

By tapping into the local business scene, such networking 
offerings allow users to hit the ground running when online 
or in a new location.

TALENT BRANDING
Servcorp’s networking events have tied into one of the 
key motivators for modern office design: talent branding 
through workplace experiences.

When Steelcase opened its new space in Tokyo this year, 
for example, the company threw a party for clients and the 
local creative community. In addition to food and wine, the 
event included live art by TokyoDex.

“We want our clients and the community to see our 
new space, to have fun in it, because there really is a fun 
element to our work environments. It is a celebration,” 

Peters said smiling.
Via such “synergy parties” and other 

workplace experiences, companies not only 
enhance their connections with clients 
and the extended community; they can also 
bolster their brand image, thereby increasing 
the chance of retaining talented current staff 
while attracting new ones.

Rosen noted: “While there has been a 
growing clamor for greater innovation and 
innovators, many workplaces still do not lead 
the way themselves by being innovative.”

Shah agrees.
“The question is, how do we get our 

workforce to feel like they are operating 
in the modern world,” Shah said, “because 
when they are feeling that way, they 
will parlay that to the customer so that 
they feel like they are dealing with a 
modern company.”

Steelcase Japan offers a space for concentrating on individual work.

Servcorp’s Tri-Seven Roppongi floor plan encourages communication through good design.
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THE WOW EFFECT
Based in Amsterdam, and with offices in Berlin, London, 
New York, and Shanghai, MassiveMusic is an international 
music agency that opened in Tokyo this year.

Tapping into a global network of creatives, the company 
produces music for brands in the film and television 
industry, as well as for technology and gaming companies.

“When it came to choosing and designing the office in 
Tokyo, we didn’t want a traditional office style; we wanted 
something that resembled a living room,” explained 
Junya Terui, the company’s managing director and 
executive producer.

“Yes, we wanted a place where our clients could feel 
that they were part of the family,” added Rick Sakurai, 
MassiveMusic’s creative director and composer.

Why place such an emphasis on office design? 
MassiveMusic’s ecosystem, Sakurai explained, is close-knit 
and based on trust.

One way the company builds that sense of trust is to hold 
events at the space.

“Current clients and new guests, especially from the local 
creative scene, find our events a useful way to connect with 
us and to each other—and they love this space,” Terui said.

It is not surprising that guests are often impressed with 
what they see. In addition to a sound and digital mixing 
studio, the space offers sofas, board games, a small bar, 
and a large outdoor balcony on the roof. There is even a 
widescreen television for movie nights.

And the reaction from visitors?
“Wow! I want to work here!” is a common response, said 

Sakurai. One guest said, “I like this place so much, I may just 
come by to hang out next time.” And he did.
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FIT FOR PURPOSE
For Designit, a strategic design company that creates a range 
of products, which include consumer goods, medical devices, 
business-to-business and business-to-consumer applications, 
as well as designs business processes, it is not just the physical 
experience of workplaces that is being overhauled. The digital 
space is being upgraded, too.

One such upgrade is the “seamless digital experience for 
customers of a national airline” that Designit created. 

“We designed the experience so that a customer can make 
choices, indicate preferences, and utilize services before, during, 
and after flights in a more seamless way.

“Or, you can order your food in advance of arriving at the 
airport, or pre-choose from a range of mobile devices to use 
while you wait to fly,” explained Phillip Rubel, the managing 
director of Designit’s Japan office.

By creating a digital experience that requires just a few 
pushes on a smart device, Designit was able to ensure their 
client fully accommodated the end-to-end travel experience 
preferences of customers, Rubel added.

But while acknowledging the important role played by 
a more connected work–customer experience—or work 
environment—Designit’s emphasis lies in what they call a 
“human space” or a “happy space.”

“Just infusing something with technology doesn’t necessarily 
solve the problem. Sometimes, it can actually create more 
problems and a lot of frustration for the user. To create a space 
for what you need requires the right balance of technological 
and non-technological approaches.”

LEADERS LEAD
All contributors to this story noted that, while it is easy 
to import ideas and even the hardware into a new office 
environment, it is much more difficult to translate the 
prevailing culture into a new environment.

“You can’t just change the surface; you have to change the core, 
and that goes all the way to the company purpose,” Rubel noted.

Peters agrees, adding: “When company leaders are thinking 
of investing in a new space or a space that brings about 
new behaviors, they need to lead that change and be the 
change agents. If they don’t go and sit in that new café or play 
the video games, no one else will.”

So, consider how your existing workplace plays into your 
company’s mission, and how a new approach might boost 
productivity and results. And when those changes are clear—
and have taken form—embrace the change and lead your team 
into a more rewarding and inspirational environment. n

The tool alone does not 
unlock creativity. It is the 
physical space working in 
harmony with the digital 
space that will unlock it

MetLife Japan‘s game room is a space where employees can relax and refresh.

TokyoDex “Vision Wall” at Straylight, painted by Mariya Suzuki
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Entering a new market, either as a start-up or as 

an established company, can present daunting 

challenges. For a company coming to Japan, with 

the language barrier and its distinctive set of 

business rules—many unwritten—the challenges 

are exacerbated.

Which is why it’s good to have allies who can provide 
advice, assistance and, when required, the additional financial 
muscle that helps take a great concept to the next stage.

TEMPTING DESTINATION
“Right now, I would say that Japan is a really attractive 
destination for foreign companies,” said Hans-Peter Musahl, 
a partner in the Business Tax Services department of 
Ernst & Young Tax Co. (EY), which specializes in advising 
foreign firms doing business in Japan.

“After the disasters in 2011, things were a bit gloomy,” 
he told The ACCJ Journal, “but things have clearly 
recovered in the past five years, and are looking even 
better with the [concurring of an EU–Japan Economic 
Partnership Agreement].”

There is growing interest in Japan as a destination for 
companies in a wide range of sectors, he said, including 
renewable energy, automotive, life sciences, consumer goods, 
and e-commerce.

But while Japan is a tempting destination for foreign 
companies, analysts interviewed for this article say that the 
support provided by the national and local governments, 
as well as by domestic financial institutions and other 
organizations, falls short of what should be available and what 
is provided in other countries to attract foreign investment.

“I would say that they are making an effort, which is always 
the first step in making improvements,” said Musahl, adding 
he is confident that the Ministry of Economy, Trade and 
Industry, the Japan External Trade Organization (JETRO), 
and the Prime Minister’s Office “are all very interested in 
improving access.”

BIG FAVORED
Yet there is an imbalance in the way in which financial 
assistance is granted to companies. While major Japanese 
corporations are rewarded with tax breaks on their future 
earnings when they carry out research and development 
(R&D) in Japan, small and medium-sized enterprises (SMEs) 
are often ineligible for tax breaks from the government 
because they effectively report no profit each year and 
therefore pay minimal corporate tax.

Meanwhile, domestic start-ups and SMEs coming to 
Japan from overseas will have no track record of paying 
Japanese taxes, which also makes them ineligible for some 
government support.

“Japan tends to focus on the macro scale, with program and 
resource priorities going to larger foreign companies, which 
should come as no surprise given the country’s business 

Japan’s incentives for new entrants

By Julian Ryall

 BUSINESS  
BOOST
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culture,” said Andrew Meredith, managing partner with 
Tyton Capital Advisors in Tokyo.

“While the resources for smaller companies or start-ups 
entering the Japanese market are not so numerous, neither 
is there overwhelming demand,” he pointed out. “Barriers 
to entry—such as high starting costs, language issues, legal 
and regulatory challenges, cost of labor, employment law, 
a challenging business culture for foreigners, thorough 
entrenchment of the bigger players across most industries, 
and so on—all make Japan a unique and potentially stable 
place to conduct lasting business if you can succeed in 
getting things going; but these also serve as major challenges 
to getting started.

“This steep hill, without a doubt, deters a great many 
potential business opportunities.”

HELPING HAND
Yet, assistance is available, and the best information 
source is JETRO. The government-related organization 
provides a comprehensive list of advice and funding that 
is available at the national and prefectural levels, and can 
be found in the Investing in Japan section of its website 
(www.jetro.go.jp/en/invest/ibsc/).

The national government offers incentives to companies 
that conduct R&D in Japan, and can assist with raising 
funds, accelerating patent applications—cutting the 
time required from about 22 months to as little as two 
months—as well as reducing patent fees and shortening 
investment procedures.

Tax credits of up to ¥400,000 per new employee are 
available from the national government to encourage 
SMEs to hire more staff, while additional tax incentives 
are offered to companies that relocate their headquarters 
outside the 23 wards of Tokyo. Special regulatory measures, 
tax treatment, and financial support are also provided 
to companies that set up their Japanese operations in 
National Strategic Special Zones, while immigration 
incentives will be applied to “highly skilled foreign 
professionals” wishing to come to Japan to work.

Particular emphasis is being placed on support for 
businesses that establish themselves in areas recovering 
from the Great East Japan Earthquake and Tsunami 
of March 11, 2011, or the subsequent accident at the 
Fukushima nuclear plant, including subsidies and 
assistance with initial expenditure for buildings and 
production equipment.

A number of local governments around Japan also 
provide assistance to foreign-affiliated firms that set up in 
their prefectures. Fukushima Prefecture, for example, will 
subsidize a portion of a company’s rent for those in the 
pharmaceutical, medical equipment, renewable energy 
and robotics fields, and will cover consultant fees and 
incorporation costs.

Similarly, Niigata and Shizuoka Prefectures will subsidize 
a portion of office rent, Hyogo Prefecture cuts corporate 
enterprise tax and provides subsidies for new employees 
of up to ¥300,000 per person, and the Tokyo Metropolitan 
Government will cover some of the expenses incurred in 
establishing a new Asian regional headquarters in the city or 
an R&D center.

Support is also available through the government-backed 
Japan Finance Corporation, although the organization 
has been criticized as being “very conservative and very 
bureaucratic.” In addition, while incentive programs are 
often capped at $10 million that is then allocated to a dozen 
or so companies, support elsewhere is more generous. 
Wisconsin, for example, recently reportedly offered 
$3 billion in subsidies to entice a Taiwanese company to 
build a plant in the state.

Hans-Peter Musahl agrees that “any incentive is better 
than none,” but points out that countries such as Singapore, 
Malaysia, and Indonesia are being more generous with the 
assistance they provide as their governments actively solicit 
foreign direct investment.

“Right now, nobody is coming to Japan because of the 
incentives that are available here,” he said. “They are coming 
here because Japan is a good business opportunity, and the 
incentives help but are not a deciding factor.”

What I love about Japanese 
culture is that business here is 
based on human relationships.
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HAPPO-IKE POND —
PARADISE ON EARTH
Surrounded by the Northern Alps, Happo-Ike Pond 
provides a blissful escape from the city where you 
can experience the majesty of nature and a panoramic 
view of Japan’s 3,000-meter-high peaks. Explore on 
your own or take a guided tour.

TOUR DATE: 
June 15–October 15

LIFT HOURS: 
8:00 a.m.–5:00 p.m.

HIKING PACKAGE:  
¥8,000–12,500

MOUNTAIN BIKING 
IN IWATAKE HAKUBA
The excitement of Hakuba’s mountain biking (MTB) 
craze of the 1990s can be experienced anew 
on scenic trails with panoramic views of the 
Northern Alps and downhill trails that echo the 
birth of MTB in Japan. Perfect for the whole family!

TOUR DATE: 
July 1–August 27 / 
September 30–November 5

LIFT HOURS: 
8:30 a.m.–5:00 p.m.

TRIAL PACKAGE: 
 ¥3,600 (¥2,000, kids 7–12)

Travel Agency License: Nagano No.2-414 Bonded member of the ANTA—All Nippon Travel Agents Association

HAKUBA SANROKU TOURS  +81-261-72-6900  |  booking@hakuba1.com  |  www.hakuba1.com/english

So much fun is waiting for you in

Contact us today for your premier holiday!
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SMALL STEPS
Ron Harris, founder of The Harris Firm, has helped 
dozens of foreign enterprises take their first steps into the 
Japanese market and offers a one-stop shop for companies 
looking to negotiate the multiple hurdles. He agrees that 
Japan’s potential is “huge” and that the national and local 
governments are “trying”—although cultural differences 
have hampered the rate of growth of inbound businesses.

“The incentives to date have been inadequate because, 
I believe, no one in the decision-making positions has 
actually gone out and led from the front on this, or even 
taken responsibility for making access easier,” he said. 
“Japanese are reluctant to stand out or be different and, in 
this situation, it is holding them back.”

As a consequence, companies that were contemplating 
Japan have gone elsewhere, or Japanese start-ups that 
were struggling to find support at home have gone to the 
United States and are thriving.

“There are not enough entrepreneurs in Japan, and those 
are exactly the sort of people that the authorities here should 
be encouraging,” he explained. “To do that, there is a need 
for better support as well as the need for more people to take 
a risk by investing in start-ups rather than after a company 
has already become successful.”

The Harris Firm, which has offices in Washington DC and 
Tokyo, also acts as an angel investor for certain projects—
although Harris points out that the concept is largely 
misunderstood in Japanese business circles and angels are 
seen more as sharks than benefactors.

Jacques Deguest set up Angels, Inc. to help new arrivals in 
Japan, with his investors providing funding for enterprises 
having trouble securing cash through more traditional 
routes. The organization can also link companies with 
professional service providers, such as accountants, lawyers, 
and patent experts.

“I believe we can compare start-ups to humans,” Deguest 
said. “If we look at a start-up, it is a lot like an infant that 
needs more emotional support than cash; but as both 
begin to grow and expand, they need more money and less 
emotional support to succeed.

“Entrepreneurs too often think that cash is everything 
when, in reality, they often need other kinds of support.”

And that is where Deguest and his fellow angels come in.
“Japanese banks may provide loans, but they require a 

higher collateral for secured loans—and it can be difficult 
for someone to mortgage their home or the company’s 
assets,” he said. “Also, a big problem here is that, culturally, 
Japanese companies and banks are extremely risk-averse in 
comparison with [those in] the United States or Europe.

“I became an angel investor because I love entrepreneurship 
and, at the same time, it is possible to make money 
and have fun,” he explained. “And what I love about 
Japanese culture is that business here is based on human 
relationships. People make business, and I like being an 
initiator, contributing to people who have ideas, a vision, 
enthusiasm—and, at the same time, pushing the envelope to 
make some money.”

An entrepreneur can never have too many allies, nor 
angels, it would seem. n
 

The national government offers 
incentives to companies that 
conduct R&D in Japan, and 
can assist with raising funds, 
accelerating patent applications.
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A new Honda Motor Co., Ltd. plant in Prachinburi, 

Thailand, is unlike any other in the world. In 

operation since March 2016, the factory currently 

turns out a mix of four models: the Jazz (also sold as 

the Fit), the City (also sold as the Grace), and four-

door and hatchback versions of the Civic.

 
What sets the plant apart is not its products but the 

revolutionary system that Honda has installed there for the 
final assembly process, when parts are attached to the car after 
the body has been welded together and painted.

Normally, vehicles are assembled on a moving line, and 
individual workers are responsible for attaching only a few 
parts to the body of a car as it moves past them along a 
conveyor belt.

But at the Prachinburi plant, all the parts for a single car are 
attached by a small team of workers who ride along the line 
together with the vehicle they are responsible for.

The concept is based on the assembly method known as 
“cell production,” but it is so revolutionary for the automotive 
industry that Honda saw fit to name the new assembly line the 
Assembly Revolution Cell, or ARC, line.

“The Prachinburi plant, with its ARC line, is the only 
automotive plant in the world using cell production for the 
mass production of cars,” said Nobuhiro Kozasa of Honda 
Engineering Co., Ltd.

According to Honda, the ARC line boosts productivity by 
10 percent, but this official estimate is likely modest. The actual 
improvement may well be much higher.

SIZE MATTERS
Cell production is a well-established method for assembling 
consumer appliances and relatively small items of industrial 
equipment. Because the equipment investment is low and the 
system can be applied to high-mix, low-volume production, 
cell production has helped to greatly reduce costs and shorten 
lead times at factories. For some products, cell production has 
boosted productivity by more than 30 percent.

ASSEMBLY  
REVOLUTION 
Honda goes with the flow for an  
ultra-efficient factory

The advantages are obvious, so why hasn’t cell 
production been used in automaking before?

According to Kozasa, one reason is size.
Normally, with cell production, 

workers do not need to move around 
very much to perform their tasks, 
which translates to less loss. But 
because car bodies are so big, workers 
have to make large movements and 
travel relatively long distances just to 
reach the parts or tools they need. 
All of these so-called incidental 
movements cancel out the advantages 
of cell production.

Honda’s breakthrough was to 
figure out a way to reduce incidental 
movements so that cell production 
could be used even for assembling 
large products.

One worker is responsible for all 
assembly on one of the four sides.38 THE ACCJ JOURNAL  n  SEPTEMBER 2017
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LOOP OF CELLS
The ARC line is composed of a number of 
ARC units, moving platforms on which teams 
assemble the cars.

Each ARC unit is composed of two work areas: 
one round platform and one rectangular platform 
with concave sides that match the arc of the round 
platform. The ARC units are lined up end to end, 
with the rectangular platforms of one unit fitted 
against the round platform of the previous unit. 
The car body sits between two round platforms, 
with work areas on all four sides providing room 
for tools and parts.

A team of four workers boards the ARC unit 
and moves with the car body around the ARC 
line. Each worker is tasked with assembling all the 
parts on one of the four sides of the car—right, 
left, front, or rear. The parts for each of these areas 
are all available right on the platform, helping to 
minimize incidental movements.

If the ARC units were simply lined up on a 
nonmoving production line—as in conventional 
cell production—then supplying car bodies and 
parts to ARC units further down the line would 
entail traveling significant distances.

Honda’s answer was to move the units in a loop. 
The entire ARC line is akin to a slowly moving 
string of beads. When an ARC unit reaches a 
certain place in the loop, the car body and the 
parts are placed on the platform, and the four 

Originally published in Nikkei Monozukuri, July 2017

The ARC system brings flowing cell production to the assembly of cars.

workers climb aboard to begin their tasks.
Increased productivity is not the only advantage that 

Honda expects to reap from the ARC line system.
By adding or removing ARC units, the automaker can also 

flexibly respond to changes in production volume.
Automotive technology is advancing rapidly. By adding 

units and extending the loop, Honda will be able to handle the 
increased parts count that new technologies such as advanced 
driver-assistance and self-driving systems will require.

One challenge with the ARC line system is that it requires 
skilled workers who can take responsibility for assembling 

many kinds of parts. To secure such workers, Honda plans 
to train people “offline” so they can learn at their own pace 
without disrupting the moving production line. n
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Summer in Tokyo can be oppressively hot. But one 

of the great things about the metropolis is that, 

despite its enormity, relaxing escapes to nature are 

not far away.

For generations, those seeking refuge from the city have 
headed northwest to Hakuba. Located on the western edge of 
Nagano Prefecture, Hakuba is dazzling in summer, when the 
valley is covered with lush greenery and the rivers and lakes 
beckon those seeking the perfect spot for an outdoor event.

NATURAL FUN
Hiking was the main attraction for more than a century 
and half, but when the railroad came to the area in the late 
1920s—bringing with it more people—the variety of outdoor 
options began to take off.

In 1998, the Winter Olympic and Paralympic Games came 
to Nagano and put the area on the international stage. It was 
the first time the Paralympics had been held outside Europe. 
Hakuba’s Happo-one Resort hosted the downhill and Super-G 
Alpine skiing events, while Snow Harp in Kamishiro was the 
site of cross-country skiing.

The increased visibility of this winter wonderland opened 
the door to non-Japanese entrepreneurs looking to share the 
beauty of their adopted home with others. Jason Jansen, an 
Australian who settled in the area as far back as 1989, founded 
Ski Japan Holiday, a tour company and travel agency that 
touts not only skiing but the beautiful mountains, rivers, and 
lakes that make summer an equally appealing time to visit.

“I started promoting Hakuba to the Western market in 
1994, and have been doing it ever since. At that time, there 
were a number of expats who lived in Tokyo and Osaka that 

SUMMER ESCAPE
By C Bryan Jones

had little knowledge of where to go or what to do in Japan,” 
Jansen remembers.

“We make a lot of the arrangements and provide logistics 
support behind the scenes and, often, when the customer 
gets their skiing itinerary, they may not know that it has been 
arranged by us.”

NATURAL TASTE
All that outdoor activity leaves one hungry and thirsty. 
Food and drink is another area of growing fame for Hakuba. 
The wonderful climate of the Nagano area has made it an 
important source of fruits and vegetables, and this is reflected 
in the local culinary offerings, such as wood-fired vegetarian 
pizza, falafel wraps, vegan sweets, and organic beer.

Craft beer is a growing trend throughout Japan, and 
Dan Cockburn opened Hakuba Brewing Company to create 
drinks that echo the rich character of the surrounding nature.

Hakuba Pale Ale is their most popular brew, and Cockburn 
describes it as “an easy drink made of moderately hopped 
pale, full of floral and citrus aromas and backed up by a rich 
malt flavor.”

Others on offer are: Hakuba Black, “a very hoppy porter with 
cacao and coffee flavors”; Hakuba IPA, “full of punchy tropical 
flavors and aromas”; and Hakuba Amber, “a very full and slightly 
sweet malt flavor balanced with some spice and pine notes.”

This summer, the brewery introduced its own Session IPA 
that is “slightly dry yet super easy to drink.” Session IPAs 
typically have lower alcohol content (3–5 percent) while still 
capturing the malt, hops, and fruity flavors of a standard IPA. 
It’s the perfect drink for hot weather and outdoor activities.

If you’re looking for the ideal destination that combines 
great nature, activities, and cuisine, there’s no better place 
than Hakuba. n

Hakuba delivers nature, food, and fun
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Japan policy updates translated 
from Keizaikai magazine 

MINISTRY OF LAND, 
INFRASTRUCTURE, TRANSPORT 
AND TOURISM

NEW EXPRESSWAY FARE 
TO BE INTRODUCED 
BY NOVEMBER

Since July 14, the attention of the 
Ministry of Land, Infrastructure, 
Transport, and Tourism (MLIT) has 
been on the introduction of a special 
expressway toll for motorcycles. 
Under the current system, motorcycles 
are charged the same tolls as light 
automobiles.

The thinking was that two-wheelers 
occupy the same lane as four-wheelers, 
maintain the same speed, and thus 
enjoy identical benefits from driving 
on the expressway. But motorcycle 
manufacturers with an eye on expanding 
their market countered that it was unfair 
to charge the same tolls as automobiles, a 
sentiment echoed by riders.

The new scheme will enable riders to 
link their journeys on the East Japan and 
Central Japan Expressways via the Tokyo 
Metropolitan Expressway. By November, 
a special touring fare is to be set on a 
limited basis. The change is expected 
to stimulate local economies hoping to 
attract more travelers.

 Expressway operators, however, 
pointed out that changes to their systems 
will be required to charge different 
tolls, and this will entail considerable 
cost. With this in mind, the ministry is 
proposing a flat-rate plan that will apply 
to the different highway companies 
during certain travel seasons. As long 
as riders remain within certain sectors, 
they can enter and leave the expressways 
freely for ¥2,500 for two days. The 
system will require riders to use ETC 
(electronic passes), and reservations 
must be made online.

Four expressway routes are under 
consideration: Tomei and Chuo; Kanetsu 
and Tohoku; Tohoku and Joban; and 

CABINET OFFICE

RECORD-SETTING GROWTH 
FAILS TO SATISFY

The advisory group to the Cabinet Office—
headed by Rissho University professor 
Hiroshi Yoshikawa—that determines 
whether the economy is expanding or 
contracting convened for the first time 
in nearly two years on June 15. The 
unanimous view of the members was 
that the period of expansion that began 
with the start of Prime Minister Shinzo 
Abe’s administration in December 2012 
was likely to achieve continued growth.

It was confirmed that, up to April 
2017, the economy grew for 53 
consecutive months, the third-longest 
postwar stretch. Despite this, wages 
have not risen appreciably. As a result, 
consumption has lagged, leaving the 
country with little to show for this 
economic growth.

Should growth continue through 
September, it will exceed the 57 months 

from 1965 to 1970 (referred to as the 
Izanagi boom), making it the second 
longest since World War II.

According to the special advisory 
group’s analysis, an economic 
contraction was avoided when the 
consumption tax was increased from 
5 percent to 8 percent in April 2014. 
Employment and corporate earnings 
remained favorable, and the economy 
made it over a difficult peak.

Growth will continue but, from 
the view of consumers, some are 
already voicing the view that there is 
no actual sense of business recovery. 
Statistically, the average monthly outlay 
for a working household (two or more 
people) in 2016 was ¥309,519, down from 
¥313,874 in 2012.

Monthly labor statistics, meanwhile, 
noted that, from April of this year, 
the average monthly wage (cash per 
person) was ¥275,321, up by less than 
1 percent from the average in ¥272,420 
in April 2012.

In terms of actual economic growth, 
since 2013 the maximum in any given 
year was 2.6 percent—a paltry figure 
compared to the more than 10 percent 
growth per annum that was common 
during the Izanagi boom of the 
late 1960s. n
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East Kanto and Tokyo Bay Aqualine. 
As the normal ETC toll for these 
is about ¥5,000, the trial system 
promises significant savings.
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For those who spend a lot of time on the road, feeling 
at home is essential. Serviced residences provide a 

refuge from the stress of travel and are a popular option for 
busy executives.

One of the leading international serviced residence 
owner-operators, The Ascott Limited (Ascott) operates 
more than 500 properties in over 30 countries. A wholly 
owned subsidiary of Singapore-based CapitaLand Limited, 
one of Asia’s largest real estate companies, Ascott has 
been a player in Tokyo’s serviced residence market for 
15 years with its Citadines and Somerset brands. Absent, 
however, has been the flagship Ascott brand.

“We have been looking for a suitable opportunity to 
introduce the premier Ascott brand in Japan, but it was 
not easy to find a prime location,” explained Tan Lai Seng, 
regional general manager for Japan and Korea with The 
Ascott Limited. “Our partner, Mitsubishi Estate Co., Ltd., 
presented us with the opportunity seven years ago.”

On March 30, that long journey ended with the opening 
of Ascott Marunouchi Tokyo, an exquisite serviced 
residence offering 130 units in the heart of Japan. Minutes 
from Tokyo Station and the headquarters of many 
multinational companies and major Japanese banks—and 
attached to Otemachi Station and five subway lines—
Ascott offers easy access to the rest of the country.

The business executive isn’t the only one for whom 
Tan believes that Ascott is a perfect fit. He also sees this 
prime serviced residence as the home away from home 
for “bleisure” travelers, those who mix business trips with 
leisure and who often bring along their families. Ascott is 
the ideal place from which to explore the city, starting with 
its proximity to the East Gardens of the Imperial Palace 
and the world-famous Ginza shopping district.

The exclusive and luxurious atmosphere delivers a touch 
of unexpected tranquility above the famous hustle-bustle 
of Tokyo. Apartments range in size from studio to three-
bedroom, the largest being 163 square meters. Need more 
space for the whole family? Some units can be connected 
and accessed through a central door.

Many apartments include a full kitchen, bath, and 
bedroom, and one-bedroom units and up feature separate 
living and dining areas. Seven apartment types offer a 
mix of spaces that include multiple bathrooms, guest 
bedrooms, Japanese-style rooms with tatami floors, and 
spectacular views of the city.

Beyond the apartments, many more amenities await, 
including a restaurant, resident’s lounge, beautiful indoor 
lounge and sky garden, gym, pool, business center, 
and three meeting rooms that can be combined to 
accommodate up to 100 people. Plus, multilingual Guest 
Services staff are always on standby to assist.

Ascott offers the added benefit of its global network 
of serviced residences. Your preferences and needs are 
important to the Ascott team, and when you stay at any 
Ascott serviced residence worldwide you’ll feel like you’ve 
come home.

Whether you plan to stay just one night, several months, 
or longer, Ascott Marunouchi Tokyo offers a home to 
perfectly match your needs. And, if plans suddenly 
change and you need to extend your stay, that’s simple, 
too. Corporate rates and special packages are available 
to make your next visit to Tokyo the most enjoyable, 
comfortable, and successful trip ever. n

For reservations:
+81 3 6757 0760 or
0120 914 886 (toll-free) 
9:00 a.m.–  7:00 p.m.
www.the-ascott.com

HOME AWAY 
FROM HOME

Internationally renowned Ascott  
The Residence brand arrives in Tokyo
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Shinzo Abe has thrown his weight behind this with his “womenomics” agenda.

But how far are initiatives to empower women actually being implemented?



Shine On! Kids, a non-profit organization supporting 
children in Japan fighting cancer and other serious 

illnesses, is marking its 11th anniversary, and you are 
invited to help celebrate at a gala on October 20 at 
Tokyo American Club.

This year’s theme is jazz, a musical style that captures the 
heart, soul, and passion of those standing tall in the face 
of illness. The beautifully chaotic and exciting program will 
honor the work of, and raise money for, Shine On! Kids, 
which was founded in 2006 by Kim Forsythe and Mark Ferris 
as The Tyler Foundation, named for their son, Tyler, who 
spent much of his short life battling a very difficult-to-cure 
kind of leukemia.

Medical care in Japan is very 
good, but there has been a lack 
of focus on the impact illnesses 
have on psychological care. One 
of our goals is to support the 
psychological well-being of both 
the children who are fighting the 
disease and the family members 
who care for them. In recent years, 
talking about psychological issues 
has become more accepted, which 
is a wonderful change. The ability 
to be open about worries, fears, 
and hopes—free of stigma—helps 
kids focus on becoming well. But 
there is still work to be done.

We believe it is important 
to know that you have support and happy times to look 
forward to when facing difficult treatments. As Shine On! 
Kids PR/Sponsorship Manager Helen Marvell explained: 
“You can support children with cancer and their families by 
being open with them, acknowledging and talking about 
the situation. I think this is something really needed in the 
community to further remove the stigma, and is something 
that Shine On! Kids incorporates into our programs.”

This is the basis of our programs, which focus on children 
in hospitals and support them both during and after 
treatment. We recently started a new workshop that brings 
together childhood cancer survivors who are now teenagers 
with older survivors now in university. We believe that 
talking about their experiences and focusing on their future 
and their dreams will encourage these younger survivors to 
face their challenges with optimism and strength.

Two core Shine On! Kids programs that benefit from your 
support are Beads of Courage® and Facility Dogs.

Beads of Courage® helps lessen the anxiety of necessary 
cancer treatments by awarding beads for each treatment 
a child goes through. It’s an amazing way to turn a very 
negative situation into a positive one, finding a silver lining 
in a really dark cloud. Children tell their story using colorful 
beads as meaningful symbols of courage that commemorate 
milestones, and ongoing evaluation of the program shows 
that it decreases illness-related distress, increases the use of 
positive coping strategies, and helps children find meaning 
and a restored sense of self.

The Facility Dog program uses 
the heart-warming, empathetic 
nature of our canine friends to 
bring an exceptional amount of joy 
and comfort to children and their 
parents. As part of Japan’s first 
full-time animal-assisted therapy 
program at a children’s hospital, 
our facility dogs visit the rooms 
of young patients and help them 
through their treatment. We have 
two beautiful, well-trained golden 
retrievers that work in Shizuoka 
Children’s Hospital and Kanagawa 
Children’s Medical Center. These 
beautiful and loving dogs are 
favorites not only of the children, 
but the nurses as well, and create 

an incredibly positive atmosphere in the hospital.
Our primary goal for this year’s gala is to raise enough 

money to expand this program by adding a third facility dog.
You can help make this a reality—and change the lives 

of young patients—by joining us at 6:00 p.m. on Friday, 
October 20. In addition to music, games, and prizes, you will 
hear from survivors themselves who share how Shine On! Kids 
helped them overcome one of the greatest obstacles anyone 
can face. Last year, there were no dry eyes after the speech 
by a girl who survived cancer. Be inspired. Make a difference. 
We look forward to seeing you there. n
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Fight Cancer 
with Jazz
Join Shine On! Kids for our anniversary gala

By Heather McLeish 

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

www.globalops.co.jp/e

GOS fills the gaps to bridge Japan and the world

With nearly 30 years in business development and 
supply chain management, Yuichi Watanabe, 

president and founder of consulting and outsourcing 
company Global Operations Solution Services (GOS), has 
firsthand experience in a range of industries. Well-versed in 
Japan’s employment system, or as he calls it, “the conveyor 
belt system,” Watanabe wants companies that are looking 
for help to know that there is a solution.

OUTSOURCING
Many think that Japan’s aging society is causing a candidate-
short job market. Watanabe believes this is not true. “Many 
companies are only looking at age, gender or number of job 
changes—fewer job changes is better, younger is better, 
and jobs are gender-specific. This stereotypical profile is 
preventing companies from finding the right candidates.”

This is where GOS can help. The company has access to 
skilled and experienced candidates for any company that is 
struggling to find good people, as well as services for those 
looking to outsource operations.

GOS Partner is one of its two services, and includes long-
term or short-term placements, where the company acts as 
your business partner.

Whether your budget is tight and you cannot afford a 
permanent employee, or you need someone to facilitate a 
leadership transition as soon as possible, GOS can help.

CONSULTANCY
Perhaps you need advice with overall business and 
operations, or you need help negotiating with businesses 
overseas. Regardless, there is a solution. GOS Club includes 
consultancy and advisory services that can supplement a 
company’s existing staff and resources during periods of 
high activity and heavy workloads.

“Let’s imagine a small Japanese company,” Watanabe 
said. “They only have a limited number of English-speaking 
staff, and they need to negotiate with overseas suppliers. 
They are not confident or have limited resources. This is 
where GOS Club comes into play.”

Japanese companies going abroad “are waiting for quality 
information on the overseas market.” GOS has multiple 
partners from different sectors overseas who can help 
provide operations and setup. “We can ask our partner to 
assist after setting up a certain operation.”

In this way, GOS acts as a proxy, advisor, and negotiator for 
Japanese companies looking to operate overseas. They can 
also offer assistance to foreign companies that want to do 
business in Japan.

“International companies are often looking for someone to 
actually work here, and we can provide a recruitment service 
if they want. But if they are struggling to find someone, we 
can undertake this missing role for them.”

As an example, he described providing services to a Swiss 
company. This included inventory management systems and 
processes for supply chain management, as well as training 
and help with financial reporting.

GOS is one a of kind in Japan, offering an affordable 
alternative to the expensive recruitment options and 
advisory services that already exist in Tokyo, in multiple 
areas including marketing, business and corporate planning, 
finance, human resources, and supply chain management.

“We would like to make business in Japan more active, but 
Japanese business is slightly isolated. We would like to be 
the bridge between.” n
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sales@eutailors.com 
080-4130-0091 (on visit dates)

Prices in US dollars (excluding shipping); delivery within two weeks
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In the Mood 
for Sales?

THE LEADERSHIP JAPAN SERIES

By Dr. Greg Story
President, Dale Carnegie Training Japan

The dark morning gloom of rain clouds, snow drifts, or 
driving sleet can have an impact on our sales mood. 

We may be thinking that it is a lousy day to have to run 
around town juggling umbrellas, trains, taxis, and bags of 
samples for clients. The next day, the rains have departed. 
Brilliant blue skies and a warm sun seem to say, “What a 
beautiful day to make sales calls!” Neither comment is 
acceptable for the pro salesperson; they cannot afford 
to be controlled by a random force 
such as the weather.

These are not the only mood bear 
traps we need to look out for. Does 
your mood impact the completion of 
unpalatable tasks or, conversely, do 
these tasks impact your mood? For 
example, does that proposal you have 
to get out, but don’t want to start 
because it is time consuming and 
difficult, bring you down? Doing the 
customer relationship management 
(CRM), which you consider a major 
time-waster because it feels slow and 
is boring, becomes a lower priority 
item. You whine later about the lack 
of leads from the marketing effort, 
but your moodiness meant you didn’t 
help with the CRM, did you?

TAKE CHARGE
Where is your sales discipline for 
doing the dull bits of the work? A 
coffee break, a catch-up on email, posting something 
on your business social media, etc. all look a lot more 
appealing than this piece of tedium you are facing. The 
sales pro doesn’t put the reward first, they put the task 
completion ahead of the reward. They don’t stand in front 
of the empty fireplace bellowing about what they want: 
heat. They put the logs in first and then light the fire. 
They understand the natural order of the sales universe.

What about when buyers let you down? You find out 
they went with a competitor when you thought it was 
in the bag, they canceled their order due to spending 
constraints at headquarters, or reduced the size of their 
purchase. You have already spent the money from the 

expected commissions. Whoops! Hero to zero in two 
seconds! What is the impact on your self-esteem, your 
fighting spirit, your motivation?

Living an intentional life means controlling both the head 
and the heart. The bigger picture makes the bump and 
grind of the everyday palatable, because there is a higher 
purpose in our life. If we are dedicated to serving, we can 
absorb the fluctuations in the weather, the unreliability of 

people, the changing fortunes of the 
market. The size of our WHY in the 
fight makes all the difference.

MOOD CONTROL
If we decide that we will determine 
our own mood, our feelings, our 
orientation, and not let externalities 
invade our feelings, we can keep 
doing what we need to do. We won’t 
be running for cover trying to find a 
million other things more appealing 
to do than this task in front of us. 
We need to keep reconnecting 
with our WHY and see our activities 
as a calling through which we can 
help people. As American author, 
salesman, and motivational speaker 
Zig Ziglar said, helping others is how 
you ultimately help yourself and—
sales being a numbers game—the 
more people you help, the better 
you will do.

Our mood control in sales is a critical function of our 
sustained and consistent success. The stronger our WHY, 
the less relevant our mood cycle. There is a great Winston 
Churchill quote that brilliantly summarizes what is needed to 
succeed in sales: “Success consists of going from failure to 
failure without loss of enthusiasm.” There are always going 
to be more “nays” than “yays,” so we better harden up and 
look to our WHY to control our moods.

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 it? Contact me at greg.story@dalecarnegie.com. n

Living an intentional life 
means controlling both 
the head and the heart.
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3M Japan Limited 

Abbott Laboratories/ 
Abbott Japan Co., Ltd.

Adobe Systems Co., Ltd. 

Aflac

AIG Companies in Japan

Amazon Japan G.K.

Amway Japan G.K.

Asia Strategy: Business Intelligence,  
Public Policy, Advocacy

AstraZeneca K.K.

Bayer Yakuhin, Ltd.

Becton Dickinson Japan

Bloomberg L.P.

Boeing Japan K.K.

Broadsoft Japan

Caesars Entertainment

Catalyst 

Caterpillar

Chevron International Gas Inc.  
Japan Branch

Cisco Systems G.K. 

Citigroup

Coca-Cola (Japan) Co., Ltd.

Cummins Japan Ltd.

Daiwa Securities Group Inc.

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 Japan G.K.

Freshfields Bruckhaus  
Deringer Tokyo

GE Japan Inc.

Gilead Sciences K.K. 

Goldman Sachs Japan Co., Ltd.

Google G.K.

GR Japan K.K. 

H&R Consultants K.K.

Halifax Associates

Heidrick & Struggles Japan  
Godo Kaisha

Hilton Worldwide

The Howard Hughes Corporation

IBM Japan, Ltd.

IHG ANA Hotels Group Japan

Intel K.K.

Johnson & Johnson 
Family of Companies

KPMG

Lenovo Japan

Lockheed Martin 

MasterCard Japan K.K.

McDonald's  
Company (Japan), Ltd.

McGill Japan

McKinsey & Company, Inc.  
Japan

Merrill Lynch Japan  
Securities Co., Ltd.

MetLife

Microsoft Japan Co., Ltd.

Mizuho Financial Group

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 Japan

NYU School of  
Professional Studies Tokyo 

Oak Lawn Marketing, Inc.

Procter & Gamble Japan K.K.

Prudential Financial, Inc.

PwC Japan

QUALCOMM JAPAN Inc.

QuintilesIMS

Randstad K.K.

Robert Walters Japan K.K.

SanDisk Limited

Squire Patton Boggs

State Street

Teijin Limited 

Thermo Fisher Scientific

Thomson Reuters Markets K.K.

Uber Japan Co., Ltd.

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.
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