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Our October issue of The ACCJ Journal
is all about communication, through
writing, speaking, and measuring data.
Whether covering the news, promoting
our brands, or keeping tabs on our
health, the way we gather, express, and
share information makes a difference.
NEW TIMES
Since 1897, The Japan Times has served
as the top resource for English-language
news in Japan. On June 20, ownership
passed from Nifco Inc. to News2u
Holdings, Inc., and Minako Kambara
Suematsu took the helm as the new
chairperson and publisher. In our cover
story on page 22, she sits down with
The ACCJ Journal for her first interview
since assuming the role, sharing her
views on the state of media in 2017 and
her vision for the paper’s future.

NEW VOICES
By now you’ve probably heard of
podcasting. It’s often seen as the
domain of pop culture fans and public
radio hosts, but did you know it can
play a powerful role in a company’s
marketing mix? On page 28, we talk
to six of the leading podcast experts
in the United States and Japan about
what makes podcasting unique, why
businesses should be doing it, and tips
for using the medium most effectively.
NEW YOU
Technology that we carry on
our bodies has revolutionized
communications and changed how
we do business. Now, it can also
change how we manage our health.
Wearables have been gaining traction
for years, and got a boost when
Apple Inc. introduced the Apple
Watch in April 2015—spurring the
health app revolution and interest in
smart devices for health monitoring.
On page 32, we look at some other
devices that are pushing health tech
forward and the XPRIZE mission to
create a real-life version of Star Trek’s
famous tricorder.

EDITOR'S DESK

WORDS OF
WISDOM
NEW DRINK
If you want your vital signs to stay in
top shape for those scans, you might
consider trying one of the many
beverages on the Japanese market that
are labeled as food with specified health
use (FOSHU). These products, such as
Sprite Plus and Mets Cola, offer benefits
such as reducing fat absorption.
On page 36, we talk to the makers of
these tokuho drinks as well as health
experts about the origin of FOSHU and
how the products are being received
by consumers.

There’s much more in this issue,
including coverage of the ACCJ–EBC
Health Policy White Paper 2017
(page 15), the debate over artificial
intelligence and copyright ownership
(page 17), and the Kansai chapter’s
outreach to Millennials (page 19). So,
turn the page and let ACCJ–Tokyo Vice
President Peter M. Jennings start you
off with his own words of wisdom. n
A flagship publication of the American
Chamber of Commerce in Japan (ACCJ),
The ACCJ Journal is a business magazine
with a 54-year history.
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Chamber Highlights

FROM THE BOARD

Ten ways the ACCJ has shaped my time in Japan
By Peter M. Jennings
vice president, ACCJ–Tokyo

A

ugust was a landmark month
for anyone associated with Dow
Chemical, as it brought the
historic merger of two iconic American
companies: Dow and DuPont. Of far
less significance, August also marked the
completion of five great years for me in
Tokyo as president of Dow Chemical
Japan Ltd. The merger and anniversary
gave me pause to reflect.
“The one thing you never delay
is gratitude.” These are the words of
the late, great Skip Prosser, former
basketball coach at Wake Forest
University. I am indeed extremely
grateful to Dow, my employer of
33 years, the outstanding Dow Japan
team, and the American Chamber of
Commerce in Japan (ACCJ). Each has
made my time here exceptional and, as
a result, I have said many times that I
have the best job at Dow.
In that regard, I cannot overstate
the significance and exceptionally
positive impact the ACCJ has had on
my experience in Tokyo. As the first
American in almost 30 years to be
named Dow Japan president, one of the
first decisions I made was to upgrade
Dow’s ACCJ membership to corporate
sustaining member status. The ACCJ
has been integral to my continued
education, business engagement,
and leadership development through
its events.
Being born and raised in Northern
Michigan, in a town of 1,500 people
and one stoplight, I have always been a
big supporter of those with Midwestern
roots—including David Letterman.
Thus, here is my Top Ten List of
Peter M. Jennings ACCJ Highlights:
10. Working with top professionals
Christopher LaFleur and Laura Younger—

and the best-in-class ACCJ staff—are
client-focused and exceptional at what
they do, every single day.
9. ACCJ Olympics and
Sports Committee
As Dow is a worldwide sponsor of the
Olympic and Paralympic Games, I was
asked to serve as co-chair with Jonathan
Kushner and this terrific team. We have
hosted a number of key events and
showcased individuals.
8. The DC Doorknock
I was among six CEOs who joined
LaFleur and Younger in November
2016 to visit 45 members of Congress
in three days. The biggest learning for
me was how well-respected the ACCJ
was by every member of Congress.
7. Secretary Pritzker’s Visit
Participating in US Secretary of
Commerce Penny Pritzker’s trip to
Tokyo in 2014 was a whirlwind of
activity and an opportunity to represent
Dow on a big stage.
6. Women in Business Summit
Sponsoring the ACCJ’s Women in
Business Summit the past five years
has been a tremendous source of
pride, as has seeing some of Dow’s best
and brightest women leaders flourish
with the chance to be speakers and
panel members.
5. Ambassadors Roos and Kennedy
Directly interacting with US
Ambassadors John Roos and Caroline
Kennedy—and the outstanding team at
the Embassy of the United States, Tokyo
on critical matters is so rewarding. To
serve and to be engaged in a meaningful
way is a great thrill and honor.

4. Interactions with Administrations
It has been a privilege to interact with
US Vice President Mike Pence, Cabinet
members Secretary Wilbur Ross and
Secretary Rick Perry, and other key
government leaders both from the United
States and Japan.
3. CEO Breakfasts
These interactive sessions are a
tremendous opportunity to listen and
learn in a small group setting. The ACCJ
has hosted CEOs from Fortune 100
companies, entrepreneurs, diplomats,
non-governmental organizations, media,
and entertainment executives to name
a few. Each guest has brought expertise,
lessons on leadership, and insight into the
keys to their success.
2. Sharing Ideas with Leaders
Meeting leaders such as former
CIA Director David Petreaus, the CEOs
of ANA, Subaru Corporation, ASICS, and
adidas, and other premiere executives has
been rewarding.
1. Dow’s Liveris in Tokyo
It was my great pleasure to introduce
longtime Dow Chairman and CEO—now
Executive Chairman of DowDuPont—
Andrew Liveris, to speak at an ACCJ
luncheon in March 2015 and a CEO
Breakfast in April 2016. Andrew has been
the most courageous, tenacious, visionary
leader in Dow’s 120-year history. We both
bleed Dow red and always will. It was
the personal and professional thrill of a
lifetime to host him in Tokyo as president
of Dow Japan, and watch him do his thing,
which he does in exceptional fashion.
No organization of its kind has the
depth and breadth of opportunities
and engagement that the ACCJ offers.
I encourage you to get involved. n
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WOMEN IN BUSINESS

Transparency about
Women in Leadership Roles
By Makiko Tachimori (Fukui) and Vicki Beyer

T

his month we begin a series of
discussions that expand on the
Women in Business white paper
Untapped Potential, starting with efforts
to ensure women get equal consideration
for management positions.
Japan’s Act on Promotion of Women’s
Participation and Advancement in the
Workplace was enacted on September 4,
2015, and went into full effect on April 1,
2016. Businesses with more than 300
employees are required to publish
numerical targets and other metrics to
enhance transparency with respect to
women in the workforce.
The White Paper on Gender Equality
2017, however, reports that only
48.9 percent of companies required
to do so disclosed information to the
Japanese Ministry of Health, Labour
and Welfare (MHLW). There are
no mandatory disclosure targets or
penalties for nondisclosure.
Reported data—presumably from
companies that are comfortable
revealing their progress—shows that
just 11 percent of managerial positions
are held by women, the second lowest
among Organisation for Economic
Co-operation and Development
member nations. So, we have moved
two steps forward and one step back.
Tachimori: As a woman executive who
has worked in Japan in the corporate
world for many years, what positive
progress have you seen?
Beyer: There is no doubt that there are
many more women in the workforce
today than when I was starting out.
And women seem to be staying in the
workforce in greater numbers, and
returning sooner after starting families.
Of course, women still struggle to

balance career and family. We haven’t
reached the point in Japanese society
or the workplace where people
naturally accept that fathers have as
much responsibility as mothers when
it comes to childcare and childrearing. We’ve only taken small steps.
Tachimori: That is true. Only half the
required companies are disclosing
their data. What concrete steps are
needed to enhance transparency and
achieve our goal?
Beyer: Perhaps lawmakers assumed
that companies that don’t comply will
be incentivized when they realize that
jobseekers prefer competitors who do.
But, in my personal opinion, the only
way that might work is if all companies
are listed on the MHLW website with
“non-compliant” written in big red letters
next to those who don’t report. Even
then, serious impact is doubtful. I think
that there should be substantial fines for
non-compliance, as well as a calling out
of violators on the website.
I believe the MHLW is already
offering some sort of badge to
compliant companies. The ministry
should also set goals for hiring and
promoting women, and award bronze,
silver, and gold levels as companies
approach or meet those goals.

Additionally, the current reporting
structure allows companies to “cook
the books” in terms of how they classify
management-level employees. That is,
some companies have decided that even
kacho (section head) level is a management
position, making their metrics look like
they have a greater percentage of women in
management than they actually do.
One way to prevent such distortion is to
require more granular reporting. It would
be useful to have companies report women
directors and statutory officers as well as
women at the senior-most levels and in
entry-level manager roles. In addition
to setting goals, it might also be useful
to have companies report on how many
women are in the pipeline for promotion
to management levels.
Tachimori: I agree, we definitely need to
require more detailed reporting in this
new law. What challenges do you see with
regard to transparency in the decisionmaking process when promoting women?
Beyer: The biggest challenge is the
incredible strength of unconscious bias.
Because it’s unconscious and deeply
ingrained, it seems there is no mechanism
for people to question themselves or each
other. It doesn’t help that decision-makers
are predominately male. If companies
had to proactively identify women in the
pipeline for promotion, as I suggested,
perhaps women would get a closer
look when it comes time for promotion
and decision-makers would challenge
themselves to ensure that decisions are
fair and unbiased. n

Makiko Tachimori (Fukui) and
Vicki Beyer are vice-chairs of the
ACCJ Women in Business Committee.
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1 ACCJ–Kansai Community Service Committee

ACCJ
EVENTS

member Rob Smailes of Canadian Academy
presents Megumi Asaba, chair of Food Bank
Kansai, with a donation certificate for 100 kg of
rice purchased from funds raised at the Art for
Charity Part II event at the InterContinental Osaka
on September 14.

2 Surface Technology International Ltd. CEO

1

and founder Simon Best (right) and Aerospace
Industry Subcommittee Chair Greg Robinson
at Outsourcing Challenges in the Aerospace
Industry: An EU and Asia Perspective, at Coat of
Arms Pub Restaurant in Nagoya on September 4.

3 Yasuko Aitoku, operating officer and head of
market access at Bayer Yakuhin, Ltd. speaks at the
ACCJ–EBC Health Policy White Paper 2017 launch
event at Tokyo American Club on September 12.

4 Nebraska Governor Pete Ricketts met
ACCJ members to discuss the economic
relationship between the United States and Japan
on September 12 at Tokyo American Club.

5 From left: Champagne Ball ticket raffle winner
Aubrey Curren, Living in Chubu Committee Chair
Britt Creamer and Vice-Chair Bruce McCaughan,
and Champagne Ball Committee Chair Katharine
Burrell at the Summer Networking Event: Beer
Garden at Meitetsu Department Store Rooftop
Beer Garden in Nagoya on September 1.
2

3

6 Newly arrived Consul General Karen Kelley from
the US Consulate General Osaka (front center), with
ACCJ–Kansai Vice President Stephen Zurcher (left)
and ACCJ Executive Director Laura Younger (right)
were joined by ACCJ leaders and staff at a
welcome luncheon held at The Ritz-Carlton, Osaka
on September 15.

UPCOMING EVENTS
4

Please visit www.accj.or.jp for a complete
list of upcoming ACCJ events or check our
weekly e-newsletter, The ACCJ Insider.
• OCTOBER 4

Investor Stewardship and ESG—
Where Does the True Value Lie?
• OCTOBER 6

Golf Tournament: 15th Annual
Mercedes-Benz–Cole Haan Cup
• OCTOBER 10

Networking & Passion Investing:
To Imbibe or to Invest? An Introduction to
Wine Investment
5

• OCTOBER 19

Conversation with Nihon Michelin CEO
Paul Perriniaux

facebook.com/The.ACCJ
twitter.com/AmChamJapan
youtube.com/user/AmChamJapan
linkedin.com/company/
american-chamber-of-commerce-in-japan
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ACCJ EVENT

Navigating the
New Washington DC
By Maxine Cheyney

T

he result of last year’s US presidential
election has produced a sometimesuncertain landscape, and one that is
far from historic norms.
On September 6, APCO Worldwide
Director of Global Programs Dr. Joshua
Walker and Media Relations Manager
Anthony DeAngelospoke to members
of the American Chamber of Commerce
in Japan (ACCJ) about navigating the
new Washington DC and how companies
can adapt to changes being made by
the administration of US President
Donald Trump.
THE SITUATION
“It’s less clear than ever how companies
can effectively communicate their
priorities to decision-makers in
Washington,” said Kenneth LeBrun,
chair of the ACCJ Foreign Direct
Investment Committee.
As former US government officials,
Walker and DeAngelo have a deep
understanding of the US political
landscape. They thus sought to provide
a clearer understanding of the new
political norm, and how international
and Japanese companies might address
these changes.
“A lot of the things that we care about
as a business community [such as]
trade deals, the obvious international
affairs, foreign policy, diplomacy—that
have been working for a long time—are
being changed dramatically because of
politics,” Walker began. “In Washington
things we thought would never happen
have become the new normal.”
Walker advised companies to look
beyond Washington as a guide. “We
need to be thinking about how other
places in the United States are feeling.”

However, he said, “that makes the
environment for your guys a lot more
complicated, because it means you can’t
just have a government relations person
that works simply on the Washington
side of things. It means you need to
understand the multi-stakeholder
approach here and what that means
moving forward.”
DeAngelo pointed out that a core part
of understanding the new Washington
is to accept the new norms. “If there is
one takeaway that I would encourage
for everyone in this room, and the
companies and organizations you
represent, it is: accept it.”
WHAT TO STAND UP FOR
Recent tensions on the Korean peninsula
have resulted in security risks for both
the United States and Japan, and have
certainly shifted attention away from
other issues. Walker suggested this
means, “the areas that we all think more
about in the economic space, they kind
of get pushed to the sidelines.”
However, the ways in which this
affects companies can be controlled.
“At the end of the day, if companies
themselves are not thinking proactively,
you can’t rely directly on [others] to do
the work for you,” Walker said. “You’ve
got to get out there.”
He asked what it is that each business
or brand is offering, and advised

companies to “be more selfish than you
have ever been in the past.”
ACCJ–Tokyo Vice President Jonathan
Kushner asked: “A lot of multinationals
are struggling with issues—in terms
of the extent to which they need to
be taking public stances that distance
them from the US brand; what are the
decision-making factors; the metrics;
and if there is some kind of process that
you should go through when you are
working with various US multinationals.
Is this an issue you need to stand up
for or not?”
Walker said companies must
remember that silence can sometimes
come across as complicity, and that
research and data about how people
interact with various aspects of a brand
or business can help you decide how
to respond.
“It’s more about going back to your
core principals and your core values,”
DeAngelo added. “When you jump
into something that either does not fit
where your consumers are, or doesn’t
fit where your stakeholders are, that’s
when you get into trouble. But, when
you anchor to your core and tie yourself
down to weather the storm, that’s when
you succeed.” n

Maxine Cheyney is a staff writer at
Custom Media for The ACCJ Journal.

A lot of the things that we care about as a business
community . . . are being changed dramatically
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CHARIT Y BALL

Supporting Local Charities:
An ACCJ Tradition
By Barbara Hancock

A

s I watched the flooding in
Texas and Florida, brought
forth by Hurricanes Harvey
and Irma, I was struck by stories
of how communities across the
United States come together in times
of need. A friend’s daughter posted
on Facebook from Houston about
the amazing help she received from
friends, family, and neighbors. She
said that, even in a neighborhood of
gutted houses, there was a feeling of
hope, resilience, and compassion as
neighbor helped neighbor. The same
has proven true in Florida.
There has also been a spontaneous
impulse from our community to
help those impacted by these storms,
and a fundraiser was organized.
The assistance from our local
community has been impressive.
I was particularly moved by several
Japanese couples who approached
me as I sought support from one
small establishment, Little Texas.
They offered a financial donation and
told me how happy they were for the
chance to help, saying that they love
Texas and they love America. This
moving experience spoke to the deep
relationship and bond we share with
our Japanese hosts.
These are dramatic events, and
they call on all of us to pitch in. But
misfortune and suffering persist

The ACCJ has given close to ¥160 million to
local charities over the past 15 years.
all around us, every day, and many
people need our help. While hunger,
disability, violence, and homelessness
don’t get the continuous coverage
garnered by large-scale disasters, these
issues all affect many on a daily basis.
Through the years, the American
Chamber of Commerce in Japan
(ACCJ) has supported charities
that help the homeless, abused, and
neglected. We have assisted families,
men, women, and children who need
help in various ways, as well as services
for mental health and those fighting
cancer. The list goes on, and the ACCJ
has given close to ¥160 million to local
charities over the past 15 years.
Supporting the local community is
an ACCJ tradition. The beneficiaries
are carefully chosen and vetted by
the Community Service Advisory
Council, which works with the Charity
Ball Committee and our leadership to
identify the primary charities to which
donations are made.
This year’s charities include the
Mike Makino Fund and Second
Harvest, which help the homeless and

needy, Mirai-no-Mori, Living in Peace,
and the ACCJ–YMCA Ohisama Camp
for Challenged Children—all of which
support the needs of youth—and the
Institute of Medical Care and Societal
Health, a non-profit organization that
addresses ongoing issues resulting
from the Fukushima disaster.
We hope the headlines of suffering
on a global scale will remind us all of
the needs in our own backyard, and
that we can each make a difference.
Let’s make the most of our ability as
an organization dedicated to building
US–Japan connections to give back
to the community that makes our life
here so special. n

Barbara Hancock is director and vice
president, MediaSense K.K., and chair
of the ACCJ Charity Ball Committee.

2017 ACCJ CHARITY BALL

We hope that you will support the 2017 ACCJ Charity Ball by attending or

becoming a sponsor. The ball will be held on December 2 at the Hilton Tokyo
in Shinjuku with a theme that celebrates the gorgeous art deco buildings,
fashion, music, art, incredible food, and the vibrant nightlife of Miami!

Visit our website at www.accjcharityball.org for more details
on sponsorship and to purchase your tickets!
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ACCJ EVENT

View from Silicon Valley
Japan’s Evolving Role in California and in Asia
By Maxine Cheyney

A

s the booming technology
industry expands, and Japan’s
awareness and interest in Silicon
Valley grows, Japanese companies are
beginning to venture into partnerships
and deals with innovative start-ups in
California’s tech mecca.
On September 14, the American
Chamber of Commerce in Japan
(ACCJ) Alternative Investment
Subcommittee hosted Toshi Otani,
co-founder and managing director
at venture capitalist firm TransLink
Capital, to talk at Tokyo American
Club about the ins and outs of
investing in Silicon Valley companies.
Otani shared his 20 years of
experience in Silicon Valley and
provided an in-depth look at how the
interactions between investors and
start-ups occur, and how TransLink
Capital serves as a partner in Asia.

PHOTO: AYAKO NAKANO

VYING FOR THE VALLEY
The San Francisco Bay Area “is said to
be this place for open innovation,” he
began. “And open innovation, in many

cases, means how do you use resources
outside of your company to innovate
the inside?”
A big part of this has to do with
investment. “How do we use equity in
a way that is meaningful and makes
sense for your strategy, to move your
strategy forward?”
Although Silicon Valley is bestknown for high tech companies, he
revealed that there has been an influx
over the past three years of non-hightech companies from a variety of
industries. “It really means that IT has
become an integral part of business.”
In particular, he named various car
companies that have set up research
and development facilities there, and
Sompo Japan Nipponkoa Insurance Inc.,
which set up Sompo Digital Labs.
TransLink Capital’s process involves
using a collaborative venture model,
which focuses on creating partnerships
that will eventually lead to acquisitions.
“We take this technology and make
introductions to the guys we know,”
he explained. From there, discussions
about investment can proceed if both
sides are happy.
When asked if there are any
companies that TransLink Capital
would not work with, he said: “It is not
just about the money for us because, as
part of our model, we need feedback.
We are looking for partners that, in the
long run, will help us.
“We look for companies that are
more capital-efficient. Capital efficiency
is pretty important to us.”
An important point, for anything
to happen, is that it is crucial to
have strong buy-in from the top
of companies.

BE CLEAR
One of the first mistakes that Japanese
companies make when approaching
Silicon Valley, Otani said, is going
in without a “shopping list” and
not clearly defining what they are
looking for.
Also, Japanese companies tend
to approach these discussions with
indecision and an inability to give a
definitive no, causing uncertainty and
problems further down the line. This
means that Japanese companies can
easily lose out—especially if they focus
on things such as capital and location.
The important aspects, he said, are who
the firm is, what they do, and what is
important to them.
“If you think about dating, you
want to make a good first impression;
and unless you do that, the next step
doesn’t come. You can always say no if
you have a reason.
“In reality, it is more about how
quickly you can move. Acting early
does not come easy for Japanese
corporations. But your ability to act
quicker on a partnership or integrative
technology is much more important
than spending money and energy
on getting an exclusive deal that a
company does not want to sign.”
Another issue, he said, is that
many large companies rely on
reputation. But these companies must
recognize that, as Japanese start-ups
in Silicon Valley, they will not be as
well-known. n

Maxine Cheyney is a staff writer at
Custom Media for The ACCJ Journal.
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ACCJ EVENT

Advocates for Health
The ACCJ–EBC Health Policy
White Paper 2017 Launch
By Maxine Cheyney
PHOTO: RIEKO WHITFIELD

O

ne of the aims of the American
Chamber of Commerce in Japan
(ACCJ) is to better inform Japanese
government policy through advocacy
and outreach efforts, including a series
of white papers on a range of subjects.
For the launch of the ACCJ–EBC
Health Policy White Paper 2017, the
ACCJ Healthcare Committee held a
press conference at Tokyo American
Club on September 12 to reveal some of
the core issues and recommendations
detailed in the publication.
The Leader’s Panel, which discussed
four key areas, included ACCJ President
Christopher J. LaFleur, European
Business Council Chairman Danny
Risberg, MSD K.K. Representative
Director and President Jannie
Oosthuizen, Janssen Pharmaceutical
K.K. President and Representative
Director Christopher Hourigan, and
Yasuko Aitoku, operating officer
and head of market access at Bayer
Yakuhin, Ltd.
Japan faces a rapidly aging society,
which LaFleur said directly impacts
the nation’s healthcare system. “It’s
an extraordinarily costly system
to maintain, and the government
understandably is at work trying to
develop ways to meet the fiscal burden
that [it] imposes.” Key to solving the
problem is promoting innovative
approaches to healthcare and dialogue
between government and industry.
John Carlson, chair of the ACCJ
Healthcare Committee, outlined the aim
of the white paper and its growth since
the first edition was published in 2010.

He also stressed the collective effort of
the 320 committee members who work
in the healthcare, pharmaceuticals, and
medical devices sectors. This year’s paper,
the fifth in the series, includes about
200 recommendations and is informed
by government health policy goals and
these expert committee members.
PREVENTIVE CARE
“It is far better to prevent than treat
a condition once it develops and gets
worse,” Oosthuizen explained.
He suggested changes in lifestyle
as one critical factor, detailing the
frailty model used for prevention, early
detection, and treatment, as well as ageappropriate nutrition and exercise.
Despite a revision of the vaccination
law provision in April 2013, he said that
“we still believe there is a vaccine gap
that needs to be resolved. Transparency
and predictability of the national
immunization program is one of the key
elements needed for improvement.”
Health screenings for the detection
of glaucoma, diabetes, and dementia
also need further development in Japan.
For this to happen, the advancement of
technology and testing is vital.
WOMEN’S HEALTH
Aitoku claimed that Japan lags behind
many other countries in women’s
healthcare and that the way to change
this is to work with government policy to
alter the perception of women in society
and to provide appropriate support.
She explained that women are
reluctant to go for screenings and

Download the ACCJ–EBC Health Policy White Paper 2017:

www.accj.or.jp/white-papers.html

treatments due to a lack of awareness
and education. This causes more serious
issues further down the line—untreated
menstrual symptoms, and breast and
cervical cancer in particular.
Two recommendations include an
“opt-out” system, instead of “opt-in”, for
gynecological checkups, and financial
support for breast-cancer screenings.
INFECTIOUS DISEASE
Hourigan explained that the
economic impact of better infection
prevention is substantial. Specifically,
healthcare-associated infections
(HAI) are a critical issue. One of the
recommendations includes creating a
prevention strategy, regular HAI reports
to collect data, a prevention target, and
an incentive for prevention.
It was also noted that only three new
antibiotics have been approved since
2010—although Hourigan admits that
the discovery of new antibiotics is costly.
“We need new mechanisms to boost
research and development.”
IT AND INNOVATION
Risberg talked about the rate at which
IT and wide data (such as that gathered
by wearable devices), deep data (more
detailed information that only a
computer can see), and dense data (big
data pattern recognition) are growing.
These are critical to solving the shortage
of staff working in intensive care units.
“There is only one way to do it,” he
concluded, “and that is through IT—
and probably extensive use of artificial
intelligence in healthcare.” n

Maxine Cheyney is a staff writer at
Custom Media for The ACCJ Journal.

THE ACCJ JOURNAL

n

OCTOBER 2017

15

Quality education within a caring family environment since 1872
École française du CP au CM2 depuis 2007

• Montessori Pre-school
• International Primary Curriculum (IPC)
• International General Certificate of
Secondary Education (IGCSE)
• International Baccalaureate Diploma Program (IBDP)
• Advanced Placement (AP)
O N LY
• SAT Reasoning Test
• SAT Subject Tests
• PSAT/NMSQT
Cen al T
tr
• Trinity International Music Examination
From

Our handkerchiefs are woven in Japan by
artisan weavers and made of the finest
materials from around the world, such as
Sea Island cotton, organic cotton, and linen.
Hand rolled and screen printed for the best
color and sheen, CLASSICS the Small
Luxury are quite simply like nothing else.

Pre-K (Age 2-1/2 ) to Grade 12 —Coeducational

yo

experience the quality
for yourself

Saint Maur
International School

ok

True
luxury...

✓ Accredited by the Council of International Schools &
New England Association of Schools and Colleges
✓ Registered as Gakko-Hojin by the Japanese Ministry of
Education, Culture, Sports, Science and Technology

83 Yamate-cho, Naka-ku, Yokohama, Kanagawa 231-8654

www.classics-the-small-luxury.com

Tel: 045 641 5751 | Fax: 045 641 6688

www.stmaur.ac.jp

office@stmaur.ac.jp

INTELLECTUAL PROPERT Y

Monkeying around with AI
Copyright in the age of thinking technology
By Jonathan Hobbs
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aruto is perhaps the most famous
macaque in the world. You’ve
almost certainly seen his selfie—
toothy grin and all—somewhere on
the Internet. In 2008, British wildlife
photographer David Slater set up his
camera to take timed photos of Naruto
and his friends on a nature shoot in
Indonesia. Naruto, being a curious
monkey, found the shutter button and
took a selfie.
This harmless and bemusing photo
eventually became the focus of a
compelling intellectual property (IP)
case, which also connects with artificial
intelligence (AI). If Naruto took his
own photo, can Slater claim a copyright
to the resulting image? Or does the
copyright belong to the monkey?
At that time, US copyright law didn’t
clearly address the question. Copyrights
are meant to protect “original” works
of authorship. Judge William Orrick of
the US District Court in San Francisco
stated that there’s “no indication” that
the Copyright Act of 1976 extends
to animals.
In 2015, People for the Ethical
Treatment of Animals (PETA) brought
a case against Slater on behalf of
Naruto. PETA asked the court to name
Naruto the owner of the copyright, and

From left: Satoshi Fukuda, Cabinet Office counselor for industrial competitiveness;
Setuo Iuchi, secretary-general of IPSH; Jonathan Hobbs; Cabinet Office Deputy Counselors
Hideaki Ohte and Yoshiko Takahashi

to award damages to the monkey.
But Judge Orrick issued a motion
to dismiss on January 6, 2016, and
Naruto lost his claim to his selfie.
Afterwards, the US copyright office
issued a clarification to the law stating
that non-humans cannot own property.
Naruto is not entitled to ownership of
this photo and—since he didn’t push
the button—neither is Slater.
THE AI CONNECTION
So, what does Naruto have to do with
AI? This case caught my attention
as it appeals to both my work in
the intellectual property field and
my background in AI and machine
learning software development.
AI algorithms can be programmed
to learn from data sources and
produce an output that is unique,
not obvious, and often lies beyond
the intuition of the programmer. The
architecture is modeled after that of
the human brain, which is why AI
learns in a manner similar to that
of humans: by observing, learning,
executing, optimizing, and repeating.
Can the AI programmer claim the
output of the algorithm as a unique
work of authorship? In Naruto’s case,
is the AI triggering the shutter or is

the programmer of the AI triggering
the shutter on a time delay through
the algorithm they created?
AI was one of several important
IP issues that I recently discussed
with Setsuo Iuchi, secretary-general
of the Intellectual Property Strategy
Headquarters (IPSH), part of the
Cabinet Office. The current view of
IPSH is that works autonomously
created by AI are not subject to rights
under existing IP law. Essentially, a
person needs to contribute to the work
to obtain IP rights. The question, then,
is what level of human contribution
does the law require?
AI can be used as a tool, and
Japan is even considering amending
copyright laws pertaining to
data sets to promote AI research
and development. It is clear that
IPSH considers the promotion of
advancements in AI and machine
learning to be a significant part of
the future agenda, and is working in
earnest to provide adequate protection
for AI developers while giving careful
consideration to data ownership. n

Jonathan Hobbs is founder and
director of Hobbs & Associates

THE ACCJ JOURNAL

n

OCTOBER 2017

17

Crafting party perfection
Organizing a seasonal party for friends at home
or an end-of-year office celebration can be stressful.
Luckily, events are our forte.

From customized menus and bilingual servers
to tableware and drinks, we’ll take care of the details,
leaving you to be the perfect host.

Talk to our catering experts today at 03-4588-0308 or banquet@tac-club.org.

tokyoamericanclub.org

K ANSAI

Millennial Mixer
Bringing young Kansai professionals together
By Ken Shimabuku

M

anaging work–life balance has
become more difficult in Japan,
and this is especially true for
those born between the early 1980s
and early 2000s, commonly referred
to as Millennials. According to the
2015 Ernst & Young Global Limited
survey Global Generations: A Global
Study on Work–Life Challenges Across
Generations, this group is projected
to make up 75 percent of the global
workforce by 2025. However, in an
aging Japan, Millennials comprise only
14 percent of the population—well
below the global average of 21 percent.
There is little doubt that Japan faces
some difficult social and economic
challenges. For young professionals
positioning themselves to rise through

the ranks of their organization, long
workdays result in fewer opportunities
to discuss the business environment
outside the walls of their company.
A large percentage of ACCJ–Kansai
members are in their twenties and
thirties. These young professionals are
often overlooked, as their participation
in events and committees has
traditionally been low—a situation
that needs to change. Just as Japan
will depend on the innovations of
this generation to sustain commercial
success, it is necessary for the Kansai
chapter to engage Millennials by
providing a platform through which
their voices can be heard.
One way in which the Kansai chapter
is doing this is by hosting the Nomu-

nication mixer. After a long hiatus, we
brought back the event on July 28—to
coincide with Premium Friday—at
Hilton Osaka’s newly remodeled
My Place Café & Bar. This informal
gathering provided an opportunity for
professional and personal development
as attendees conversed with their peers
from the Kansai area. The crowd was
diverse, the atmosphere energized, and
the conversations engaging.
Based on the extremely positive
feedback from this inaugural
youth-focused Nomu-nication, the
ACCJ–Kansai Membership Relations
Committee plans to hold similar
mixers three or four times per year to
encourage younger members to become
more active in ACCJ committees. n
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Never a Dull Moment in
Japan’s Food Industry

D

uring self-introductions at the
most recent Food and Agriculture
Committee meeting, attendees
shared their industry stories and why
they love the food business. For most
of us, the combination of an incredibly
dynamic and demanding consumer
with ever-changing international
agricultural trade issues make Japan a
challenging market, no matter where
in the food chain one may reside.
This year, the United States will
export to Japan roughly $11.5 billion
in food products and agricultural
commodities, which is a vital market
not only for the traditional Midwestern
breadbasket states, but for the
entire country. According to the US
Department of Agriculture’s Foreign
Agriculture Service, Japan is:
n the top market for beef, pork,
and corn;
n second for wheat, rice, and vegetables;
n third for fruit and soybeans;
n fourth for wine;
n and fifth for dairy and nuts.
Perhaps the biggest feature of
the Japan food industry is its stellar
reputation throughout the rest of
Asia for products of only the highest
quality. If your product can pass
Japan’s stringent import inspection
process—with its focus on food safety
and labeling—and then go on to be
accepted by consumers, that means a lot
in other markets.
A plethora of trade organizations in
Tokyo help advance the competitiveness
of US exports. These bodies include
the non-governmental U.S. Meat
Export Federation, the USA Poultry
and Egg Export Council, and various
state-sponsored efforts. Even sorghum

By Paul Kraft, chair of the ACCJ
Food and Agriculture Committee,
and commercial director of
Nespresso Professional

has people on the ground. These
groups work tirelessly to navigate
both import regulations and the everchanging consumer.
PURCHASE PATTERNS
Smaller households and an aging society
have pushed forward innovation and
market opportunities for a dizzying
variety of prepared foods. And the
country’s hyper-competitive convenience
store landscape—with more than
50,000 stores—has driven innovative
packaging. On an average day, 65 percent
of people residing in Tokyo and Osaka
ate a prepared meal from a restaurant or
convenience store.
Japanese households spend more
of their disposable income on food
compared with the United States—
15 and 7 percent, respectively—and
the purchasing patterns are remarkably
different. Japanese grocery shoppers
can be incredibly price-conscious,
often going from store to store to
save a few yen. And most shoppers
have a wallet stuffed with reward
programs for virtually every shop in

the neighborhood—even if the rewards
are only token at best. This high level
of price elasticity for daily staples
could spell trouble for any country
disadvantaged in the import process,
as consumers are quick to switch to
save money.
In an interesting contrast, seemingly
little care is given to price on gift giving
occasions, entertaining, or buying
beautiful treats in a department store
basement. Indeed, consumers seem to
have a budget switch. When it is on, they
do anything to save money. When it is
off, price is no object.
COMMITTEE GOALS
There is a lot to be done to ensure
US competitiveness in this vital and
dynamic market. The ACCJ is working
hard through its Food and Agriculture
Committee to engage new leadership
in Washington DC, as well at the
Embassy of the United States, Tokyo.
We hope to be a valuable source of
knowledge and resources to help US
businesses remain competitive in Japan.
As chair, my goal is for the committee
to be a touchstone for the wide variety
of topics and issues that affect trade and
industry by driving engagement with
members and making connections when
questions arise.
In September, we hosted a reception
where members shared what they love
most (food samples!) while mingling
with colleagues old and new. During the
year to come, please look out for more
events from this committee, and feel
free to join us as we work to increase
opportunities for US and member
businesses in this sector. There is a lot of
work to do, and your input is welcome. n

This year, the United States will export to Japan roughly $11.5 billion
in food products and agricultural commodities.
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SIGN OF THE TIMES
An exclusive interview with Minako Kambara Suematsu, the new owner
of Japan’s oldest and most widely read English-language newspaper
By Simon Farrell

22
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For more than a century, The Japan Times has covered the

At a time when fake news is prevalent, how do
you answer critics who believe a producer of
global and local news in English, serving as a critical bridge
press releases should not control the country’s
between Japan and the world. Through many evolutions—
oldest and most widely read English-language
newspaper?
including its current tie-up with The New York Times—it has
I’d like to state categorically that there is no cause
remained a vital part of the international community and, on
for concern regarding this matter. The News2u
press release service delivers up-to-the-minute,
June 20, ownership of the newspaper passed from Nifco Inc.
credible, reliable information to those who need
to News2u Holdings, Inc. The ACCJ Journal sat down with
it. The service’s mission is the same as that of
The Japan Times.
new Chairperson and Publisher Minako Kambara Suematsu,
I am deeply concerned about the damage that
also chief executive officer of News2u, to learn more about her
fake news, stealth marketing, and other practices
background and plans for the paper’s future.
are doing to the credibility of media. At The Japan
Times, I have been strictly enforcing a policy
You’re a bit of an enigma, having declined all media
of making a very clear distinction between editorial and
interview requests since buying The Japan Times. So thanks
advertising—including advertorials. I want to promise that
for inviting Custom Media and The ACCJ Journal to be the
The Japan Times will evolve into an even more trustworthy
first to put you on the spot. Please tell us about yourself and
and credible source of news.
News2u Holdings.
I was born in 1968 and spent my childhood in Fukuyama City,
Why did you buy the paper?
Hiroshima Prefecture. Having been born into the founding
Because I believe in reliable and truthful news sources, and
family of the shipbuilding company Tsuneishi, I grew up in a
that The Japan Times plays an important role in contributing
business environment. My four younger brothers went into the
to mutual understanding between Japan and the rest of
family business, but I chose to move to Tokyo for university
the world.
and have been based here ever since.
Since establishing News2u in 2001, I have been able to offer
My career really began in the spring of 1993, when I graduated
a service that focuses on the distribution online of reliable
and started my own IT company. Commercial use of the
information. Sadly, fake news, stealth marketing, and content
Internet in Japan really started that year, and the areas that first
curation in broad media has severely eroded the trust of
interested me were the creation of
long-term, established readers and
corporate websites, web marketing,
I am deeply concerned about advertisers. This is the result of the
and providing Japanese-language
essentially weak platforms used to
the damage that fake news,
content for the websites of foreigngenerate revenue from online content.
affiliated companies in Japan. I was
stealth marketing, and other I believe that, because our product is
also in charge of the Japan Airlines
trustworthy and fair, people will want
practices are doing to the
website, which was the first in Japan
to associate and identify with us—as
through which tickets could be
either readers or advertisers.
credibility of media.
booked online.
I established News2u in 2001 to support the
delivery of trustworthy corporate information.
We began with the creation of a digital
corporate press release service, and then
developed a range of websites and other digital
businesses to support the dissemination of
corporate news. In 2010, I was the proud recipient
of an ACCJ award in recognition of News2u at
The Entrepreneur Awards Japan, presented by the
U.S.-Japan Council.
Since 2012, I have also been a managing
director of the family business, Tsuneishi
Holdings Corporation which, based in Hiroshima,
has operations in the shipbuilding, marine
transportation, environment, energy, and
hospitality industries. Consequently, I spend a lot
of time traveling between Hiroshima and Tokyo.
While my business experience ranges from IT
start-ups to heavy industry, I have decided to focus
my career on the dissemination of dependable
news. This is one reason for my acquisition of
The Japan Times.
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The Japan Times has reliably and responsibly reported
news over the past 120 years. This is a magnificent
achievement, and I want this history, tradition, and
pride to be passed on to future generations, so that the
company might still be credibly reporting the news a
century from now.
I believe that, by continuing to preserve its assets and
creating, if we can, a mixture of the three elements—fairness,
reliability, and trust—we can showcase The Japan Times as a
model for solving problems faced by online media. Not only
do I really want to take on this challenge, but I also believe
it is possible to build on the complimentary strengths of
The Japan Times and News2u to leverage synergies.
What changes are you planning or considering?
I am inspired by Jeff Bezos and how he turned around
The Washington Post. I believe that one reason he was
able to do this is that he cultivated a stronger customer
obsession with the paper. The newspaper has a large base
of potential readers, comprising people interested in news
about, and coming from, Japan. To reflect this, we plan to
enhance our business pages so that they are more useful for
ACCJ members and corporate subscribers. We would like
to focus, for example, on the innovative business ideas and
ventures that are coming out of Japan. I want to develop
the newspaper and make it the primary go-to source for
breaking news.
Similarly, to deepen our readers’ faith in the objectivity
and fairness of paper, I have concentrated on making far
more clear the distinction between editorial content and

24
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advertising. We are starting to get more high-end advertising
in the paper, particularly in our prime real estate: the bottom
right corner of the front page, known in the trade as the “jewel
box.” Take a look; I’m sure you’ll see a difference.
What is the current state of The Japan Times?
At present, the paper is strong. While it is the most widely
circulated English-language newspaper in Japan, our reach
extends further. Our website receives about eight million page
views per month, and we currently have three million unique
website visitors and well over half a million Facebook followers.
Our readership is 60 percent non-Japanese, many of
whom are members of the higher rungs of society and have
admirable academic credentials. Approximately 90 percent
of our readers are university graduates, 30 percent are in
executive or managerial positions, and 30 percent are in
higher income brackets.
Moreover, our readership extends beyond Japan. Just last
week we received a handwritten letter from an inmate in a
penitentiary in the United States. The inmate uses a GENKI
textbook, put out by The Japan Times, Ltd. to study Japanese
and was inquiring about other study materials we offer. I was
very moved to receive this letter, and I think it demonstrates
the global reach and standing of the paper and what we offer.
Currently, our sales of GENKI capture 80 percent of the
North American university market.
Our publishing business also issues English-language study
publications geared to a Japanese audience. For example,
The Japan Times ST weekly newspaper is becoming extremely
popular for those studying contemporary English through

With women as both owner and managing editor, will you
be promoting or recruiting more women and encouraging
or helping them to succeed in business, media, and the
workplace in Japan?
The Japan Times is already very progressive in this area.
More than 40 percent of all staff—and about 30 percent of
our managerial staff—are women. I am also proud to say that
the percentage of staff who return from maternity leave is
100 percent, and four of our six news desk staff are working
moms—one has three young boys!
Regarding childcare, there has been a lot of media
attention recently around Mark Zuckerberg’s paternity leave.
The Japan Times already has a work environment which
encourages this, and we have male staff who have taken paid
paternity leave. So, we may have beaten Facebook to the
punch on that one! These issues are important, but I also
believe that The Japan Times has a work culture in which the
right person is placed in the right position and advancement
is based on talent, regardless of gender.
What other social issues do you advocate?
Another area in which I am very interested is education,
and I’m involved in two education business enterprises.
One is Next Educational Environment Development Inc.
(NEED), where I am managing director. NEED promotes
methods for the development of next-generation educational
environments at boarding schools. In fact, my son is at
boarding school abroad and, every time I meet him, I can see
how much he has developed. This led me to want to create
ways to propose these methods to more people so they can
cultivate their children’s independence and potential. We
also ran a summer school recently, and when I have time I
go abroad to look at overseas methods and developments in
boarding schools.
I am also the chairperson of Miroku no Sato Japanese
Language School, International Institute of Culture. This is
where students from other parts of Asia can learn not only
about Japanese language but also culture. I feel that we all—

MEDIA

news articles on current issues. Many hundreds of
universities in Japan use articles from The Japan Times in
their entrance exams.
I would like to see a continued increase in the number of
people taking an interest in Japan. I believe that the above
points concerning our readership demonstrate a key strength
of paper. It has comprehensive, high-quality content which
contributes to mutual understanding between Japan and the
rest of the world, whether via the daily, The Japan Times ST
for younger learners, or our many books, publications, and
online apps.
As a rule, we do not disclose sales figures, but I can say
that 70 percent of our revenue comes from the newspaper,
20 percent from book publishing, and 10 percent from other
sales such as our digital archives, which are extremely popular
and can be found in research institutions, libraries, and
universities throughout Europe, Japan, and the United States.
We have an international team of about 50 working in our
newsroom, and we are actively recruiting more reporters,
editors, and other staff to carry the vision and mission of the
new Japan Times forward.

More than 40 percent of all
staff—and about 30 percent
of our managerial staff—
are women.

not just children—have infinite potential for growth each
day, and I want to communicate this idea to our employees.
Who is your hero, mentor, or biggest influence?
My father. I really respect and admire him for making a
success of business overseas. When my father was president
of Tsuneishi Shipbuilding Co., Ltd., he worked hard to
break out of the domestic shipbuilding industry in Japan by
venturing overseas. At that time—and even now—Tsuneishi
is the only Japanese shipbuilder that has had success abroad.
The company has contributed greatly to the Philippines, the
fourth-largest shipbuilding country in the world.
One of the interesting things about my father is that he
built a factory in the Philippine province of Cebu, where
there was no infrastructure, and said that he was there to
build an enterprise that would last one hundred years. He
built the educational and socioeconomic structure of the
region. I learned so much from seeing my father persevere
through that situation. I truly believe that he is someone
who can identify where we should and where we should not
compete globally. I think it was my father’s influence that led
me to want to pursue mutual understanding between Japan
and the world, to think globally, and to follow the path that
has led me to The Japan Times.
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Will you be taking a hands-on approach at The Japan Times?
Yes, very much so. Since day one, key executives from News2u
have been seated at permanent desks at The Japan Times,
including Hiroyasu Mizuno, director and executive editor, and
Toshie Yamashita, executive head of administration. Mr. Mizuno
is a highly experienced journalist who has held positions as
writer, editor, and New York bureau chief of the highly esteemed
Nikkei Business magazine. I sincerely believe he will inspire
The Japan Times editorial department to up its game. My own
executive assistant, Ms. Yamada, is also there frequently, enabling
me to be in touch when I’m away. I have also met all the staff and
given them the opportunity to ask me anything directly. I definitely
do not intend to be an “absent landlord.”

120 YEARS OF
Explore the history and content of The Japan Times
at the Japan Newspaper Museum, Yokohama,
October 7–December 24.

Has your April revamp been well received?
It has been well received. I think the new design and logo fuse the
traditional with the new, and that the overall result is a modern,
eye-catching product. In particular, I think the new logo really
captures the spirit of The Japan Times. Moving from eight columns
to six columns makes the paper much easier to read, and we have
gotten a good response to the use of more color photos. People
have also said that it is much easier to identify the paper at train
station kiosks!
How has your digital paywall worked out?
Digital subscriptions have been growing steadily since we launched
the option in 2013. Our digital-only plans have been particularly
popular with overseas readers.
We are confident that potential print subscribers will see the
benefit of unlimited access to our website and the digital content of
The New York Times. We feel it gives us a very significant edge over
our competitors.
How do you see the future of newspapers in Japan?
I think physical print will always be important, but I believe that
the time is very ripe for The Japan Times to be successful in the
digital market. n

I want to carry
forward this history,
tradition, and pride
to future generations
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VOICE FOR
BUSINESS
Why podcasts should be part of your marketing mix
By C Bryan Jones

Ten billion. That’s how many downloads and
streaming plays of podcast episodes Apple Inc.
served up in 2016 according to James O. Boggs,
global head of iTunes Podcasts and Internet Radio.
Boggs was speaking at Apple’s 2017 Worldwide
Developers Conference on June 10 at the San Jose
McEnery Convention Center, where he outlined
the company’s plans for podcast enhancements in
its iOS 11 operating system. If there was any doubt
that podcasting has come into its own, 10 billion
plays from a catalog of some 400,000 shows and
14 million episodes are here to dispel it.
What began as a mix of amateur hosts talking about
their passions, and large media content creators such as
The Walt Disney Company and its subsidiaries ESPN Inc.
and Disney–ABC Television Group producing shows to
support their primary programming, has grown into a
tool for reaching millions. For many entrepreneurs and
companies, podcasting now plays an important and unique
role in the marketing mix. But businesses are only beginning
to tap into the medium’s potential, largely because it is
misunderstood by management.
CLOSER CONNECTION
While the earliest podcasts took shape in 2004, the medium
got its first boost when Apple added podcast support to
iTunes 4.9 in June 2005. “We have over 3,000 podcasts in the
directory, today at launch,” Steve Jobs told ABC News that day.
“And, I’m sure you know, hundreds more are flooding in as
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we speak.” Flood in they have—growing steadily in number
and listenership year after year—and today podcasts have a
legitimate place alongside print, web, radio, blogs, and social
media in marketing and communications.
Podcasts give businesses a tool for promotion that builds
connections more effectively than other methods. Speaking
to The ACCJ Journal, John Lee Dumas, founder and host
of the highly successful podcast Entrepreneurs On Fire
explains why: “Podcasting allows you to create an intimate
relationship with those who are tuning in, and there aren’t
a lot of other mediums that allow you to do this. It helps
you build instant authority and credibility, and allows your
audience to get to know, like, and trust you and your brand.”
Trust is key. Daniel J. Lewis of The Audacity to Podcast, an
award-winning how-to podcast about podcasting for passion
and success said, “Usually, the hosts are in more comfortable
settings and thus come across as more authentic; so the
audience comes back episode after episode.”
This builds a valuable relationship between listener and
presenter—and in turn the brand—he explained, adding
that “authenticity, authority, and influence are far stronger
through voice because, whereas the written word can be
edited to perfection, the spoken word is raw, transparent, and
conveys emotion, confidence, and communication ability.”
Blubrry, a subsidiary of Raw Voice Inc. founded in 2005,
is one of the leading hosting companies for podcasters. Todd
Cochrane, chief executive officer of both, shared his thoughts
about the influence of podcasts with The ACCJ Journal. “If
a business can put forth a genuine voice to teach customers
about the people, culture, and makeup of the products
and services, it builds trust behind a brand. People want
to support companies that have a good corporate culture
and are passionate about their products. But it has to be an
honest look at the company and a genuine voice.”
Being genuine is critical. “You go from being a company
to being a person. This allows your customers to connect

SOUND ADVICE
One of today’s most popular formats for content marketing
is video. The ability to deliver your message with a mix of
sight and sound is fantastic, and it has changed the way
businesses communicate with customers and prospects. But
there’s one caveat: video requires undivided attention. To
consume your message through video, the person to whom
you are speaking must stop what they are doing and use
their eyes. Sometimes this is necessary for the message to hit
home. Sometimes it isn’t. That’s where audio comes in.
“Audio can take us places, and we can take audio places,”
explained Lewis. “From a consumer perspective, video
requires a lot more attention. You can’t—or shouldn’t—watch
video while working, operating heavy machinery, driving, and
such, but you can listen to audio in all those circumstances.”
Rob Walch, vice president of podcaster relations at
Liberated Syndication—more commonly known as Libsyn—
agrees: “There is more time in the day for people to listen to
content than there is for them to read or watch video. There
are times when listening to content is all a person can do.
This gives you an opportunity to get out in front of your
target audience when you could not reach them with any
other medium.”
Libsyn, founded in 2004, has grown to be the world’s
largest podcast host, serving up 4.6 billion download
requests in 2016 for episodes from the more than 35,000
podcasts—including the Business in Japan (BIJ) TV podcast,
produced by Custom Media, publisher of The ACCJ Journal.
The BIJ TV Podcast features interviews with executives,
thought leaders, decision-makers, and entrepreneurs.
As might be expected, the company uses a podcast, called
The Feed: The Official Libsyn Podcast, to share information
and interact with its customers. In addition to co-hosting
this show with Elsie Escobar of She Podcasts, a show that
supports and nurtures women podcasters, Rob hosts two
tech-related podcasts: Today in iOS, the first podcast to
cover the iPhone, and Podcast411, the first podcast about
podcasting. In all cases, these podcasts are audio-only.

MARKETING

on a deeper level,” said Dave Jackson, a speaker, consultant,
and author who has helped hundreds of podcasters get their
shows off the ground through his podcast and learning
resource, School of Podcasting.

Jackson echoed Walch from a listener’s perspective: “I can’t
read your blog, or watch your video in my car on the way to
work, but I can consume your content if it’s audio. Podcasts
allow you to multitask.”
This isn’t to say that video doesn’t still play an important
role in the marketing mix. Cochrane, whose New Media
Show and Geek News Central enjoy a thriving viewership as
well as listenership, said: “Video has its place. We use it a lot.
But audio is more personal—you’re literally in the listener’s
head. You are talking directly to them. You can develop a
closer relationship with the customer through audio.”
Speaking to The ACCJ Journal from Tokyo, Tim Romero
approached the question from an advertiser’s point of view.
“Audio podcasting performs much more than video. I think
it is due to the targeted nature. There are going to be some
types of products that lend themselves better to video, but
podcasting is really similar to what radio was in the 1930s
and ’40s—the Golden Age of Radio. You aren’t running a
prepared ad in a podcast, you’re having a host do a read for
you. It is a custom ad with the host explaining why your
product works, and why he or she believes in it.”
Romero’s show, Disrupting Japan, is about start-ups and
innovations in Japan, and each week he sits down with
a start-up founder. The discussion reflects the type of
content that works best for podcasting: stories of personal
experience. Rather than talk about their own company,
Romero’s guests talk more generally about what it is like to
run a company in Japan.
BIG AND SMALL
Disrupting Japan shows how entrepreneurs and start-ups
make use of podcasting to share their message, and
Entrepreneurs On Fire demonstrates why the medium is
perfect for experts to share advice that helps businesses
reach new heights. But while podcasting offers benefits to
companies of all sizes, adoption still tilts to the small side.
“Entrepreneurs and small business owners have been
much more open to the medium,” Dumas said. “Larger
corporations have been a little bit slower to adopt,
presumably because they have too many chains of command
they feel they have to ‘convince,’ and many in that chain
of command have trouble seeing the potential return
on investment.”

My podcast allows
me to reach my ideal
customer . . . and
market my solutions to
their exact problems.
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Romero thinks large corporations are just beginning to
discover podcasting as a medium. “It has finally reached
the point that some popular podcasts—at least in the
United States—are reaching hundreds of thousands with
every episode. So, it has become big enough for marketing
departments to take notice.”
Once they do take notice, Jackson sees a difference in
mission. “Some individuals are the brand, so they are doing
a typical hard sell at the end for their services,” he said. “The
individual may be using their podcast to contact people and
invite them on as guests in hopes of creating a relationship.
A small business might have a wider view of the industry
and use the podcast to position the company as a leader,
using it as a tool to communicate with their current and
potential customers. And a large corporation might consider
sponsoring other podcasts to get their brand into highly
targeted markets, or use their own podcast to answer the
most frequently asked questions and share feedback from the
audience to improve future products.”
The differences aren’t necessarily due to size. “There are
individual podcasters doing excellent work, often using it to
spread their brand and get their name out there,” Romero
added. “Similarly, there are large corporations—especially
media companies—using podcasting to further their brand.
I don’t think it is the size, it is how you want to use the
medium, how comfortable you are with producing content
that is appropriate for the medium.”
MIX IT UP
Choice of content is the key to success in podcasting. Walch
finds that expectations often differ between individual
entrepreneurs, small businesses, and large companies. The
latter, in particular, often misunderstands how to use the
medium—and this can lead to failure.
“Make sure it is not one long infomercial,” he said. “The
biggest mistake business podcasts make is thinking someone
wants to get the audio version of their about us or product
pages. They do not. You need to deliver information that
educates and entertains. Make your content valuable to
your listeners.”
Regardless of size, the podcasts that Walch sees doing well
are those that understand that podcasting is a long-term
play, and that the content they create must have value to the
end users. These creators then leverage the relationship they
build with their audience over time.
Cochrane gave The ACCJ Journal an example of his
approach: “My company does one podcast on our product
and services. It is purely a marketing information arm
and is billed as such. A second podcast is really about our
community of customers and creators, highlighting their

unedited experience with our services and the shows that
they have grown. Both podcasts are a huge part of our
marketing strategy.”
Lewis’s The Audacity to Podcast delivers advice to help
podcasters create more effective content. In keeping with
that mission, he shared a simple roadmap for success.
“Don’t look at your podcast as a commercial for your
business. Think of what content can bring value to your
audience,” he said. “This is more about building trust,
influence, and authority than trying to sell a product. But, as
you progress through valuable content, it’s okay to position
your product or service as the ideal solution or next step.
Podcasting can be part of an overall content marketing
strategy in which every piece of content and point of contact
focuses on different aspects of the same idea.”
But, Dumas stressed, “Make sure your podcast is aligned
with your business goals. The most beneficial way to leverage
a podcast as a part of your marketing mix is to extend the
value and information you’re providing your already-existing
audience. This will lead to potential exposure that your
business may have not received otherwise. Podcasting can—
and should—become a regular part of your content creation
and marketing, and it should work together with the other
promotions to spotlight what your business is focusing on in
other advertising.”
That's what Dr. Greg Story, president of Dale Carnegie
Training Japan, has done with The Leadership Japan Series,
one of Japan’s longest-running business-focused podcasts
in English.
“When we started in 2013, our approach was to focus
on pure-play content marketing to provide value to our
listeners,” he explained. “The intended audience was the
expat businessperson in Japan. What surprised me was the
global audience we have reached; I never anticipated that.”
In 2016, Story took a more niche approach that broke up
the subject matter into three weekly podcasts: The Leadership
Japan Series, The Sales Japan Series, and The Presentations
Japan Series. “We have learned a lot about what works after
315 weekly episodes. I have found that, to be successful,
podcasting requires two key elements: original content of the
highest quality and a regular, reliable release schedule.”
ROI
What return on investment (ROI) can companies expect
from podcasting? That’s the question that stops many
larger organizations from moving forward in the medium.
There is often an expectation that a podcast episode will
result in x-number of downloads or x-amount of sales. But
podcasting is a long game. It’s a tool for building mindshare
and supporting the overall marketing effort.

Don’t look at your podcast as a commercial
for your business. Think of what content can
bring value to your audience.
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As Lewis explained: “Unless you happen
to be positioned with the right content at
the most popular time, don’t expect to see
huge returns—yet. Podcasting, like forming
a relationship is a marathon, not a sprint.”
Over time, tangible results can emerge.
“Without podcasting, I would have no
authority or influence in this space,”
he continued. “But because I have an
audience of podcasters who have received
value from my more than 300 episodes—
and they trust me—they often buy the
products and services I have created or
recommend. My podcast allows me to
reach my ideal customer; build trust,
influence, and authority; discover their
needs; and market my solutions to their
exact problems.”
But remember, to get to the point where
Lewis is takes time.
“What comes first is growing an audience
that knows, likes, and trusts you,” stressed
Dumas. “The great news is, if you already
have an existing business, chances are
adding a podcast to your marketing mix
will encourage your existing audience to
become more committed to you and your
podcast advertising—matched with the
The spoken word is
brand, and it will also help you attract
right content—can deliver ROI nine times
raw, transparent,
new leads.”
greater than most other ad platforms. Ad
Measuring those new leads is an
and conveys emotion revenue is expected to exceed $225 million
understandable concern for marketers,
in 2017. There is no reason this space
and confidence.
and this is where podcasting offers a bit
cannot ramp up to $1–2 billion over the
more certainty than some other mediums,
next five to seven years.”
such as radio advertising. Hosting services such as Libsyn
and Blubrry, and access points such as iTunes and Apple
YOUR TURN
Podcasts, provide accurate metrics that give creators a strong
As our lives become busier, podcasting represents your
understanding of their audience. The number of downloads
best chance to connect with many prospective customers.
or streaming plays per episode, devices and technology used,
Not only can you reach them at times when they would
and geographic distribution of the audience—even down to
otherwise be inaccessible, you can build relationships that go
the state level—are all measured.
beyond marketing.
For tracking direct response to a specific episode, Jackson
As Lewis said, “Podcasting presents the opportunity to
employs one of the most common methods. “I have a
deliver value; build relationships, authority, and trust; and to
coupon code for the School of Podcasting that I only
be far more authentic with each message. I think people are
mention in the episode. It does not appear in print anywhere
being attracted to authentic marketing.”
on my website. About 80 percent of the people who sign
And Romero thinks “the intimacy and focus of podcasting
up for the School of Podcasting use it, so I know they are
is its greatest strength, and what differentiates it from things
responding to the podcast itself.”
such as radio.”
Dumas recommends including a call to action in your
Returning to the start, the numbers revealed by Boggs
episode’s introduction and closing, and sending listeners to
are staggering: 400,000 shows, 14 million episodes, and 10
a landing page through which you can track the response
billion downloads in 2016 alone. But, really, things are just
rate using a code, as Jackson does. “There are endless
getting started.
opportunities,” Dumas said. “It’s just about planning ahead
“There’s still a lot of room for podcasting growth, and
and being strategic with your content and calls to action.”
if businesses continue to create valuable content on a
Some doubt the potential of podcasting to become an
consistent basis, it’s going to help them stay top of mind and
effective and profitable medium, but Cochrane’s 13 years
stand out from the crowd,” concluded Dumas. “The intimate
of experience building his business around podcasting
relationship you can build with your listeners is incredible.
indicates that the potential is strong. “Podcast measurement
I can’t count the number of times I’ve been approached by
is incredibly contrary to what some pundits say. We are
someone I’ve never met, but—because they listen to my
executing millions of dollars each quarter in ad deals and
podcast—they say every time, ‘I know this might sound
delivering ROI that exceeds all other mediums. We find that
strange, but I feel like I know you!’” n
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THE QUANTIFIED SELF
Will smart devices and personalized
data revolutionize healthcare?
Smart devices and the advent of the Internet of

By John Amari

Things (IoT), cloud computing, data analytics, and
artificial intelligence (AI) are leading to disruption
in all sectors of the economy, including healthcare.

PHOTO: WELLBE

When such tools are used to measure the activities,
lifestyle, health, and even mood of an individual, the
information they produce can enable a slew of softwareenabled healthcare products and services.
Together, such offerings have come to be known as digital
health, and the era they are defining has been called that of
the “quantified self.”
This will redefine the relationship between individuals and
healthcare providers, say experts and medical professionals
who spoke to The ACCJ Journal.
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STARTUP NATION
For Israel-based tech entrepreneur Doron Libshtein, finding
lasting solutions for managing stress levels seemed the
perfect entry point to digital health.
Libshtein is co-creator of the WellBe, a digital bracelet that
supports a user’s wellbeing. Combining a heart-rate monitor
and a mobile app, the device can detect a person’s stress
level based on the time of day, location, and events. It can
also track your daily contacts and correlate that with how
stressed you felt.
Having identified stress triggers, the device guides you
to stress management strategies, including bio-feedback
exercises such as mindfulness and meditation. The WellBe
not only induces relaxation, it also helps users tackle
ailments such as headaches, fatigue, poor sleep, and high
blood pressure.
“Our Stress Management Solution service allows users not
only to measure their level of stress, but also to manage it,”
said Libshtein, who is also the founder of Mentors Channel,
a company that manages a platform where mentors can
provide meditation strategies.
“With the WellBe, I wanted to reach those people who
were aware of meditation, but thought it was not relevant to
them or whether it would work for them.”

WEALTH IN HEALTH
Libshtein and Maggs may be onto
something. According to a 2017
report by global consultancy firm
Deloitte—Connected Health: How
Digital Technology Is Transforming
Healthcare and Social Care—
“digital technology is advancing
exponentially and its cost is
plummeting. At the same time, the
demand for and cost of healthcare
is rising, which is challenging most
health economies across the world.”
The report notes that the number
of health apps for smart devices has
grown to more than 100,000 in the past two-and-a-half
years. And while global revenue for mobile health was $2.4
billion in 2013, forecasts suggest the figure will climb to
$21.5 billion by 2018—an annual growth of 54.9 percent.
William Bishop, vice-chair of the American Chamber
of Commerce in Japan (ACCJ) Healthcare Committee
and chair of the Medical Devices and Diagnostics
Subcommittee, agrees with the prediction. “Considering
the increasingly urgent need for home-based and remote
health monitoring in rural regions of developed countries
with rapidly aging populations, and the rising need in the
developing world for mobile solutions, mobile health is an
area in which we can expect significant growth.”
That said, he adds: “Japan is playing catch-up in the
field of medical device and technology innovation, [even
though the] government has attempted to stimulate these
industries in recent years.”
SELF TRACKING
Medical health professionals in Japan are beginning to
jump onto the digital-health bandwagon. Kohta Satake,
co-founder of CureApp, Inc., is one such individual.

HEALTH

WELLNESS INSIDE
Daniel Maggs has also found a niche in the quantified-self
market as chief executive officer and co-founder of digital
healthcare company Bisu.
“Bisu is a healthcare IoT startup whose aim is to help
people take better care of themselves, eat the right food,
and avoid chronic diseases like diabetes,” Maggs said.
The health monitoring technology developed by Bisu is
used to prevent diseases through early intervention, such
as improved dietary choices suggested by the device.
“The real issue in things like diabetes or kidney disease
is that the doctor is at some point going to say, ‘You
need to do something to take care of yourself.’ You may
feel okay and plan to try, but actually fail to do anything
about it. Five to 10 years later, you may end up with a very
serious condition.”
To avoid such outcomes, Bisu is working on both
a bathroom-installed and portable device to analyze
biomarkers that relate to a user’s diet and metabolic
condition. It then syncs that information to an app on
a smart device. Based on the readings, the app provides
customized lifestyle and dietary recommendations.

A physician by training but with advanced qualifications
in business, Satake first became interested in digital health
when he was a researcher in the field of health informatics
at Johns Hopkins University. His studies at the time
included research into software development for clinical
use in hospitals.
“At that time, I read many articles on apps, and their
introduction and use in hospitals, including how to use them
to manage diseases. Some of the apps also provided guidance
to patients with limited involvement by a physician.”
That was 2014. When he returned to Japan a year later,
Satake created CureApp, a smartphone-based app that
provides personalized real-time clinical guidance to patients,
including those in therapy programs for nicotine addiction.
The company is developing a second app to treat
lifestyle diseases, in this case for people suffering from
nonalcoholic steatohepatitis (NASH), a condition in which
fat accumulates and inflames the liver. While there is no
treatment for NASH, its symptoms can be managed by
changes in lifestyle—changes that can be tracked and used
for guidance by the app.
COMMUNITY EFFORT
For physician Masahiko Sakamoto,
the rise of nuclear families coupled
with the attenuation of links within
communities—and the challenge
of receiving timely and convenient
healthcare advice—created the
conditions necessary for him to seek
mobile healthcare solutions for the
families under his care.
Sakamoto and his colleagues at
the Saku Central Hospital and Saku
Doctors Association in Saku City,
Nagano Prefecture, established the
Oshiete Doctor Project.
Launched in 2015, the project
has three main pillars. The first is to create a booklet that
explains childhood diseases, home management strategies,
and hospital visitation planning. The second is to provide
outreach lectures by pediatricians who visit daycare centers.
And the third is to create a mobile app with digital content
from the booklet.
“The purpose of this project is to reduce anxiety about
raising children—especially for guardians of kids under
three years old. We also aim to reduce the burden placed
on emergency services by unnecessary hospital visitations,”
Sakamoto said.
For example, the app conveys information “about child
sickness, how to care for a sick child, and how to manage
hospital visitations. There is also an immunization scheduler
on board.”
The Oshiete Doctor app has other functions, including
guidance for self-diagnosis of symptoms, a guide to local health
services, and information regarding local daycare facilities.
OVER THE COUNTER
Satake and Sakamoto are not the only doctors in Japan
who are taking advantage of the digital health revolution.
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LIFE REFLECTS ART
While digital health is all the rage today, its history can
perhaps be traced back to the 1960s. The first vision of a
handheld device for scanning, recording, and analyzing data
to examine living things was perhaps the tricorder, a medical
diagnostic tool imagined by screenwriter Gene Roddenberry
for his television series Star Trek.
“A lot of science fiction fans are really excited to see
technologies that were first seen in sci-fi programs 50
years ago finally come to light,” Grant Campany told
The ACCJ Journal. “What was once science fiction is now
becoming a reality.”
Campany, an entrepreneur in the medical devices space,
is senior director of the Qualcomm Tricorder XPRIZE, a
$10 million award inspired by Star Trek that incentivizes
entrepreneurs to develop a mobile device that can diagnose
diseases—and perform better than physicians in doing so.
When the Qualcomm Tricorder XPRIZE competition
ended in April 2017, two teams from a field of 300 received
prizes and have now taken their ideas into clinical trials.

The WellBe . . .
helps users tackle
ailments such as
headaches, fatigue,
poor sleep, and
high blood pressure.
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HEALTH

An engineer, physician, and surgeon by training, Toshio
Miyata founded Ken-Compass Inc. in 2016.
Via the company’s mobile app, individuals are empowered
to manage their health in four main ways: self-medication,
medical intervention, prevention and screening, and
healthy living.
“Self-care is what people do for themselves to establish
and maintain health and prevent and deal with illness.
Self-medication is the selection and use of medicines by
individuals to treat self-recognized illness or symptoms,”
Miyata explained.
The Ken-Compass app was created through a collaboration
between doctors and pharmacists to support self-care and
selection of the appropriate over-the-counter (OTC) drugs.
The app also provides guidelines for minor ailments and
suggestions for local healthcare services.
When a user inputs a symptom, it provides answers and
guides them to the appropriate OTC and other healthcare
products. If a serious illness is diagnosed, it recommends the
appropriate hospital or medical service.
“Health is the property of each person, and people are
getting more concerned about their own health,” Miyata said.

The Dynamical Biomarkers entry in the Qualcomm Tricorder XPRIZE

The highest-performing team, Final Frontier Medical
Devices, from the United States, received $2.6 million.
In second place, Taiwan’s Dynamical Biomarkers Group
was awarded $1 million. Both nearly met the prize’s full
challenge to create a device that can diagnose 13 disease states.
PERSONAL PROPERTY
While excitement over digital health remains high, most
contributors acknowledged that many challenges remain, not
least of which is ensuring personal data security.
“Hospitals have become networks of connected objects,
with everything from MRI scanners and X-ray machines to
doctors’ smart devices and patients’ wearables all online,”
explained John Kirch, regional director for North Asia at
Darktrace—a leading machine learning company in the cyber
security space—and vice-chair of the ACCJ Information,
Communications, and Technology Committee.
“This is mostly good for patient care, but the same devices
are often particularly vulnerable to cyber-attack, thereby
putting critical patient data at risk.”
How can these challenges be tackled? “By leveraging
machine learning and AI algorithms to understand the
‘pattern of life’ of every user and device—including staff IoT
devices and hospital visitors connecting to Wi-Fi—healthcare
organizations have a much better chance of mitigating threats
early,” Kirch told The ACCJ Journal.
DIGITAL FUTURE
Despite the challenges, players in the digital health sector
remain bullish. “The number of digital health founders has
exploded in the past few years. Experts, engineers, and even
medical doctors now feel they have an opportunity that did
not exist a few years ago,” said Benjamin Joffe, a partner at
the international hardware accelerator called HAX, which
counts Tokyo-based Bisu among its portfolio of digital
healthcare start-ups.
Why is this? CPUs and sensors are cheaper than ever, as are
prototyping tools and the number of iterations they provide,
Joffe explained. This means entrepreneurs can go to market
more quickly and for less money.
“And instead of trying to dump everything into a device,
you can offload much of it to the cloud via smart devices,”
he added. “The ecosystem has come together to make digital
health possible.” n
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DRINK TO
HEALTH
How Japan’s tokuho products took shape
By Maxine Cheyney

Pepsi Light, Diet Coke, and Fanta Zero are just a
few of the popular options beverage companies have
long offered health-conscious consumers worldwide.
But in Japan, another option has surfaced that
promises greater health benefits: tokuho.
In 1991, the Ministry of Health, Labour and Welfare
(MHLW) introduced tokuho (short for tokutei hoken-yo
shokuhin) as a label for food and drinks with health qualities.
These are identified by the MHLW as foods for specified
health use (FOSHU).
The FOSHU label was initially introduced to make sense
of the increasingly saturated health-food market, providing
a way to measure the effectiveness and legitimacy of a
product’s claimed benefits.
Since then, a variety of tokuho beverages—including teas,
juices, and carbonated drinks—have found their way onto
the shelves of convenience stores and supermarkets across
Japan, and the trend shows no sign of waning.
Coca-Cola (Japan) Co., Ltd., Kirin Beverage Company
Limited, and Suntory Beverage and Food Limited are just
three giants that have introduced tokuho drinks, adding to
broad caches of products designed to meet the demands of
health-focused Japanese consumers.
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THE PROCESS
Tokuho products require years of research, clinical testing
and trials, and government approval before they can
qualify for the label. FOSHU approval means that the effect
on the human body is clearly proven, there are no safety
issues, nutritionally appropriate ingredients are used, and
established quality control methods are carried out.
In addition to the normal products, there are three further
types: qualified, standardized, and reduction of disease risk.
All products looking to carry this label must go through
the Consumer Affairs Agency (CAA), the MHLW, the
Pharmaceutical Affairs and Food Sanitation Council, and the
Food Safety Commission.
“Unfortunately, it costs a lot to get approval from the
government,” explained Dr. Harunobu Amagase, chair of the
Dietary Supplements Committee at the American Chamber
of Commerce in Japan (ACCJ). “You have to prepare all the
dossier, including safety information, exposure history, the
quality control system and, most importantly, a finished
product clinical study in randomized clinical trial. You have
to do a clinical study on the finished product even if the
main components and excipients [or inactive substances]
have been approved before.”
This means a company could create a product and see it be
turned down at the final hurdle, resulting in a lot of wasted
time and money.

BEVERAGE

“That’s why only big companies can apply or try to
in 2014, followed by Coca-Cola Plus and Sprite Extra, which
get approval, and that's a disadvantage,” Amagase added,
were launched in 2017,” a spokesperson for Coca-Cola Japan
meaning smaller companies can’t compete.
told The ACCJ Journal.
Kirin was the first to create a tokuho soda—Kirin Mets
“There is a common element of tokuho products in which
Cola—which contains indigestible dextrin, suppressing
we take pride: great taste. We consider that consumers
the absorption of fat and making the rise of blood neutral
value and savor the beverages on top of their functionality,
fat gentle.
therefore our tokuho products are approved by consumers
“Since launching in April 2012, the target has been cola
and are doing well so far.”
drinkers who are beginning to worry about over-thirties
Most items contain similar ingredients such as indigestible,
health,” a Kirin spokesperson told The ACCJ Journal. “As the
soluble dietary fiber. “This is because it is safe and approved
first cola-type beverage, we acquired the image ‘looks good
by the government,” Amagase explained. This means a
for health,’ and this has led the cola category of food for
relatively easier approval process requiring less money, but
specified health use.”
also dampens innovation.
Suntory also entered the market
THE HEALTH FACTOR
with Kuro Oolong Tea, which
The FOSHU label was
contains oolong tea polymerized
Increasing concerns over everyday
initially introduced . . . to
polyphenols, and Goma Mugicha
diet and health has driven demand
(sesame barley tea), which is said
for tokuho products. In fact, Kirin
measure the effectiveness
to lower blood pressure thanks to
presumes that health consciousness is
and legitimacy of a
sesame peptide.
increasing every year, and this not only
product’s claimed benefits. creates a market for FOSHU but also
With this, Suntory took one step
further in their tokuho business
for foods with function claims (FCC)
strategy and, according to a May 28, 2015, Nikkei Asian
a new category added on April 1, 2015.
Review article, opened The World Research Center. This
A spokesperson for Suntory Beverage and Food Limited,
global research and development base in Kyoto nurtures
added that the value Japanese society places on a balanced
research and development of health-related food and
diet also plays a part in the success of tokuho drinks.
beverages, including tokuho drinks.
“There is a Japanese saying, ‘ishokudougen,’ which means a
Coca-Cola is reaping the benefits of FOSHU beverages,
balanced diet leads to a healthy body. As you can see from
too. To begin, the global brand did not go for what those
this saying, Japanese people value a balanced diet for their
outside Japan might see as obvious—carbonated drinks—
healthy life. We think this kind of attitude can be a factor of
instead introducing Karada Sukoyakacha W, the first
its popularity.”
FOSHU beverage approved by the CAA as having the effects
One concern Kirin highlighted is metabolic syndrome,
of both moderating the absorption of carbohydrates and
a term used for a cluster of conditions, such as high blood
controlling the absorption of fat. Like Mets Cola, the tea
pressure, higher blood sugar, excess fat around the waist,
contains indigestible dextrin to prevent fat absorption and
and high cholesterol that, together, can increase the risk
moderate the absorption of carbohydrates.
of diabetes, heart disease, stroke, and other problems. The
“After several innovations, through which our knowledge
number of people diagnosed annually with metabolic
of and technology in product development had been refined,
syndrome in Japan has been rising since 2005, resulting
we introduced the bestseller FOSHU Karada Sukoyakacha W
in a tendency toward health consciousness among the
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FURTHER THAN JAPAN
When asked why the tokuho label has not been introduced
elsewhere in the world, a Coca-Cola Japan spokesperson
explained that it is largely because the system is endemic to
Japan. “The tokuho system, led by the Japanese government,
is proper to this country, and the tokuho business grew in
accordance with government policy.”
This difference in market is also evident in Coca-Cola’s
products, such as Aquarius, Georgia coffee, and Sokenbicha,
a blend of 12 ingredients that has become one of the bestselling teas in Japan since its introduction in 1993. All
of these drinks were developed for the Japanese market,
meaning some are less appealing to other markets.
Kirin’s spokesperson added that the certification system
for active ingredients differs for each country, therefore they
are not considering developing anything overseas. However,
Kirin sees great value in these drinks, and they fit within the
rest of its product line in Japan.
According to the Coca-Cola website, Japan is considered
one of the company’s fastest-moving and inventive markets,
with the Japanese business unit releasing about 100 new
products in 2016 alone. The growth of these drinks looks to
continue—especially as health concerns rise. Kirin added

BEVERAGE

population. “Under such circumstances,” speculates Kirin,
“popularity has increased for beverages [labeled] as FOSHU.”
However, Amagase notes that industry interest in and
applications for FOSHU are declining. On the other hand,
with more than 1,000 accepted applications, FFC has
exceeded FOSHU in just a little more than two years.

that Japan’s aging society does seem to be affecting medical
expenses, as causing society to pay closer attention to health.
In Amagase’s opinion, “FOSHU will stay around because,
in Japan, they don’t terminate those systems immediately.
They continue to exist and, if no applications are made for,
let’s say, 10 years, then they disappear naturally.”
Amagase added that the market for such health-related
products in Japan is lagging behind the US. According to
the ACCJ–EBC Health Policy White Paper 2017 (page 15),
the size of the US market in 2012 was $32.5 billion while the
Japanese market was only $8 billion. He said that, to meet
the demands of an aging society, this must be addressed, as
Japanese exports are currently at a disadvantage.
The white paper also recommends deregulation to ease the
approval system. The FFC system was initially modeled after
the US dietary supplement regulatory system, a notification
system in which the industry should only notify regulators
before the new functional claims are made. However, the
FFC system has become one in which the CAA insists on
reviewing and evaluating application dossiers submitted
for each product by each company. In addition, the white
paper includes a recommendation to further innovation by
revising the list of foods recognized as pharmaceuticals so
that it is aligned with global standards.
Overall, this should relieve demands on Japan’s public
and private insurance systems and medical services. “It is
very beneficial to consumers,” Amagase concluded, “but,
due to the regulatory system in Japan, it’s not so easy to
promote those kinds of products with the appropriate
functional claim.” n

Increasing concerns
over everyday diet
and health has driven
demand for tokuho
products.
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SoftBank targets AI player
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Masayoshi Son, the charismatic leader of Japanese
tech giant SoftBank Group, must wake up sometimes
wondering which country he’s in. More often than
not, it’s the United States, in Silicon Valley, where he
has a house.
His private jet, in which he zips around the globe, has flown
to the US West Coast repeatedly since May 20, when SoftBank
and its partners—including Saudi Arabia—launched the
$100 billion SoftBank Vision Fund.
Gradually, Son’s ambitions for the fund are becoming clearer.
“The gold rush in artificial intelligence is coming for real,”
Son said recently. California’s original gold rush came in
the mid-19th century, drawing hundreds of thousands of
prospectors from across the country.
Now Son is discovering and investing in some of the major
players, hoping to mine the artificial intelligence (AI) rush.
The fund has not announced amounts for its investments, but
sources say many are in the tens or hundreds of billions of yen.
300-YEAR PLAN
The investments are not necessarily related to SoftBank’s core
telecommunications business. Guardant Health, for example, is
a medical care start-up that analyzes DNA to detect cancer at an
early stage.
Another start-up, Plenty, is an agriculture company that turns
the walls of buildings into vegetable fields. It also specializes in
efficient indoor farming, which could boost food production
near big cities.
Brain Corp. converts commercial machinery into
autonomous vehicles that can assist in cleaning.
At first glance, SoftBank seems to be investing in a
hodgepodge of companies through the $100 billion fund.
Think of it as casting a wide net.
Son has often said, “AI will redefine all industries in the
future.” Each SoftBank Vision Fund investment has been in a
startup that uses AI to challenge the current definition of one
industry or another.
The entrepreneur-cum-venture capitalist has always had
outsized ambitions.
“We have no intention of being merely an investor. This is not
a money game,” he said. “The Vision Fund is the linchpin of our
‘fleet strategy.’ ”
His aim? “We will create a company that can grow, 300 years
down the road,” he said.
Son understands that no technology or business model lasts
forever—or even especially long, given the current
pace of change. So SoftBank will need to perpetually
evolve its technologies and businesses or be left
in the dust.
Son is mobilizing his full network of personal
connections and reaching into his decades of
experience on information technology’s cutting
edge to find and invest in start-ups that could
become major players in the years ahead.
But investment does not mean taking
majority stakes or making the recipients
subsidiaries of SoftBank. Son usually limits

VETO POWER
Here is a more recent example of Son’s personal style.
Last October, Yuki Saji, president and CEO of SB Drive, a
Japanese self-driving bus start-up and SoftBank subsidiary,
gave a presentation to two powerful entrepreneurs: Son
and Jensen Huang, the Taiwan-born US entrepreneur and
founder of semiconductor company Nvidia.
Nvidia boasts advanced image-processing technology and
has drawn global attention as a key supplier to the fledgling
self-driving car industry.
At the meeting at the luxurious Conrad Hotel in Tokyo’s
Shiodome district, next door to SoftBank headquarters, Saji
was trying to secure a technological alliance with Nvidia.
As soon as he ended his presentation, Son asked Huang an
entirely unrelated question.
“The Earth will become one computer in due
course,” Son began. “What will you do then?” The
two charismatic business managers were soon deep
in conversation. Saji was left out in the cold.
“Yes! I totally agree with you,” Son was soon
saying excitedly. “Let’s think about a bigger deal
than just a technological alliance.”
Son later decided to acquire a 4.9-percent stake
in Nvidia for about ¥400 billion ($3.66 billion),
making the US company a new group member.
Son describes Huang as a “like-minded friend.”
But there is no guarantee the SoftBank
Vision Fund will be able to continue to invest as
Son wants.
The $100 billion fund moved toward realization
after Son directly won over the current Saudi
crown prince when the latter visited Japan in
September 2016. They reached a basic agreement
in October, but it took more than six months after
that for the fund to take off.

PARTNER CONTENT

SoftBank’s investments in promising start-ups to stakes of
20–40 percent.
The group led by telecommunications companies is
pursuing a loose group of companies. Within the group, Son
believes he can find game changers.
It is not just technology that Son is on the lookout for.
Equally important is the business acumen of a start-up’s
founder. Famously, it took him five minutes of chatting with
Jack Ma Yun to decide to buy into Alibaba Group Holding.
That $20 million investment was 17 years ago. Three years
ago, when Alibaba listed in New York, Son’s stake was worth
$50 billion.

There are potential political risks as well. The truth is that
Son first floated the fund idea to Qatar. Even after SoftBank
reached an agreement with Saudi Arabia, Qatar expressed its
desire to participate.
But Saudi government officials never agreed to Qatar’s
participation and Saudi Arabia later led a group of countries
in severing diplomatic relations with Qatar.
So far, Son’s investments have been ultralong-term—
payback periods average 13 and a half years.
The Vision Fund’s partners are unlikely to wait that long,
though, as they will expect much quicker returns.
SoftBank’s consolidated financial results included the
$100 billion fund for the first time in the April–June quarter.
The project got off to a smooth start, posting an operating
profit of ¥105.2 billion for the quarter.
Son struck a bullish tone. “If the fund goes smoothly,
it will help boost SoftBank’s earnings by several hundred
billion yen annually.”
But the scale of the SoftBank Vision Fund is so massive
that it runs the risk of incurring huge losses.
Son turned 60 on August 11. He has said he will choose a
successor to take over his businesses while he is in his sixties.
This person, who has yet to be named, will take the position
within the next 10 years.
Until then, the impact of the SoftBank Group and its
enormous Vision Fund will largely depend on Son’s ability to
see what the future holds. n

TOUGH TALKS
The launch was delayed by tough negotiations
between SoftBank and Saudi Arabia. Under their
agreement, investment projects proposed by
SoftBank are put before the fund’s investment
coordination committee, which has the power
to veto them.
If the committee actually vetoes any specific
projects, SoftBank will have no choice but to
invest in them single-handedly, rather than
through the fund.
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Japan policy updates translated
from Keizaikai magazine

MLITT: CONCERN REMAINS
OVER INTEGRATED RESORTS
WITH CASINOS

PHOTO: PRESTONIA/123RF

A proposal for an integrated resorts (IR)
Bill sent to the Diet at the end of July
provides for the main authority to be ceded
to the Minister of Land, Infrastructure,
Transport and Tourism.
Four months of discussion and debate,
however, have failed to dispel the concerns
of citizens, so the proposal stresses the
public benefits as “being able to achieve
change” through establishing an IR
infrastructure based on an overnight-stay
tourism model and fiscal improvements
would “elevate Japan’s international
presence.” Establishing casinos with
controls, it is believed, will position them
as the world’s best.
A strict licensing system and shareholder
controls go so far as to deal with customers
with gambling dependence (a point already
in force in casinos in the United States and
Singapore), and may include restrictions
on the number of times Japanese citizens
may enter—a unique control not in force in
other countries.
In addition to setting up the system, the
ultimate mission calls for “changing the
landscape concerning IRs.” This includes
emphasizing specialized skills needed at
the resorts to foster public approval.
Discussion over the regulation of
casinos has consumed a great deal of the
deliberations, and it was hoped that the
discussion of the particulars could boost
awareness. But, infighting in the Diet and
efforts to keep disagreements low-key
have prevented backers from gathering
public support.
Numerous other points of contention
remain, ranging from admission charges
for casino entry to the number of locations
that will be designated for IRs.

JAPAN, EUROPE AGREEMENT
TO AFFECT 30 PERCENT OF
WORLD GDP
During negotiations at the EU–Japan
Summit in Brussels, Belgium, in early
July, Prime Minister Shinzo Abe,
European Union President Donald Tusk,
and European Commission President
Jean-Claude Juncker announced jointly
that they had agreed on the general
framework for an economic partnership
agreement (EPA). When finalized, an
enormous free trade entity controlling
30 percent of the world’s GDP—and 40
percent of world trade on a value basis—
will come into existence.
Currently while import duties are not
levied on about 70 percent of exports
from the EU to Japan, some 70 percent
of exports from Japan to the EU are
subject to duties. Up to now, Japan’s
market-opening policies aimed at
dropping duties on manufactured goods
have met with a number of protective
measures on the EU side. A key aim of
the Japan–Europe EPA is to eliminate
such inequities.
However, at the final stage of the
negotiations, the Ministry of Economy,

Trade and Industry (METI) put emphasis
on agreeing to a wide-ranging framework
for the main points of contention in the
agricultural, forestry, and fisheries sectors.
METI Minister Hiroshige Seko had
favored trade terms similar to those in
place between the EU and South Korea,
calling for the dropping of import duties
within five years. It was decided that
the 10-percent duty currently charged
on Japanese cars would be abolished
within seven years. At the same time,
the duty on automotive parts, levied at
92.1 percent on a value basis, would also
be abolished. Market access for Japanese
fruit producers would still be subject
to compromise.
In the background is the growing lack of
transparency over the position of the
United States concerning the Trans-Pacific
Partnership (TPP). Another wildcard is
the proposed Regional Comprehensive
Economic Partnership (RCEP), in which
China and India would participate.
Currently 11 nations are seeking
a quick agreement on TPP, while
encouraging the United States to return
to the fold. China hopes that RCEP—
the main focus of which is on dutiable
goods—will emerge as a workable trade
accord with high transparency, along the
lines of the Japan–EU EPA and TPP. n
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JAPAN’S NATIONAL TAX AGENCY CASTS A CLOSER EYE ON
GLOBALLY MOBILE AND HIGH-NET-WORTH INDIVIDUALS

O

n March 31, 2017, the Act on Special Provisions of
the Income Tax Act was announced. This law came
into effect on April 1, 2017, and is seen as a fundamental
commitment by the National Tax Agency to “strengthen
tax enforcement by training and increasing staff
in order to investigate international tax avoidance and
high-net-worth individuals.”
The following was emphasized during the inaugural
interview of the Tokyo Regional Commissioner in July.
Be more aggressive in auditing
globally mobile and high-net-worth
individuals. Organize a special
team and increase staff to monitor
and plan audits of certain key
high-net-worth individuals.
Effectively utilize information
exchange systems available under
international tax treaties, especially
those available as part of the Common
Reporting Standard (CRS).
Per the National Tax Agency, highnet-worth individuals are generally
defined as those who meet the
following criteria:
a. earns more than ¥100 million yen;
b. receives annual dividends of more than ¥40 million
from securities;
c. earns more than ¥100 million from rental or real estate;
d. acquired assets valued at more than ¥400 million; or
e. have continuous or a large number of overseas transactions.
Even if the above criteria do not apply, the National Tax
Agency will conduct an audit if any questionable issues are
identified when cross referencing information possessed by
the National Tax Agency against tax returns, overseas asset
reports, and other filings made by the taxpayer.

In the near future, more individuals are expected to be
selected for tax audits based on information gathered through
the CRS, which calls on jurisdictions to obtain information
from financial institutions and automatically exchange that
information with other jurisdictions on an annual basis. Such
information will be used to monitor individuals and plan audits.
Discussions about the CRS have been held by the
Organisation for Economic Co-operation and Development’s
Committee on Fiscal Affairs through the Global Forum
on Transparency and Exchange
of Information for Tax Purposes.
In November 2014, a joint statement
to implement the CRS was announced
at the G20 Summit in Brisbane,
Australia, and 101 countries have since
committed. Exchange of information
on accounts held by non-residents will
begin in September 2018. Information
to be shared includes the name of
the account holder, account balance,
and total annual receipts of interest
and dividends. Although the United
States is not committed to the CRS,
information is heavily exchanged
between the United States and Japan.
If you are contacted by the National Tax Agency for an
audit, be mindful of the following:
1. General tax audits are scheduled in advance. You will be
contacted by the National Tax Agency beforehand to
schedule an appointment. If the suggested date or time is not
convenient, you may request a more suitable date or time.
2. If undeclared items exist, contact a certified tax accountant
or other tax professional to attend the audit. As in many
countries, the tax code in Japan is complex. It is important
to seek expert advice against any assertions made by the
tax authority. n

Yukiteru Abe is a director at Grant Thornton Japan’s Global
Mobility Services, providing tax solutions to globally mobile
employees, global businesses, and high-net-worth individuals
with overseas assets. Abe was an auditor, investigator, and tax
consultant at the Tokyo Regional Taxation Bureau for 38 years
before joining Grant Thornton.

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

www.grantthornton.jp/en
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AGGRESSIVE AUDITS

How one telco learned to speak Japanese

C

rossing into a different corporate culture can be
the cause of growing pains, and Japan’s unique way
of doing business makes it one of the world’s toughest
markets in which to survive.
Like many international companies, Colt Technology
Services Group Limited, a data and network provider
serving Asia, Europe, and North America, knows that
clear lines of communication are key to building the most
capable teams. But simply knowing something does not
always equate to being able to put it into practice.
After nearly 20 years in the Japanese market, Colt
believes it has worked out the nuances separating an
organization that truly enables communication from one
that merely talks about it.
INTIMACY AMONG TEAMMATES
“We have around 450 employees in the APAC region,
hailing from 23 countries, who contribute to all areas of
the business,” said Kjell Yadon, a senior account executive
for Colt.
“This amount of diversity can present a challenge in itself,
as a lot depends on our leaders’ abilities to really know their
teams and get everyone to work together. It’s not unusual
to have, say, a team of six where the majority doesn’t share a
common culture.”
Colt’s vision is channeled through team leaders who are
charged with communicating strategies to small groups.
“It’s the sort of challenge that also becomes a strength,
since we tend not to devolve into cliques and it forces you,
in a way, to get to know your teammates more to get things
done,” he said.
WHEN IN ROME . . .
Insight into communication has helped Colt overcome some
challenges of competing in the Japanese market.
“A lot of what we do here involves sales, and we rely
on our account executives to be more proactive in their
outlook and attitude,” said Mayumi Yamagishi, an HR
specialist at Colt Tokyo.
“A lot of younger people in Japan have not been brought
up with that mindset and, at many Japanese companies,
sales staff are on a pure base salary with zero linked to
commissions—a practice that can be a real disincentive,”
she explained. “We work really hard to nurture new Colt

members and encourage attitudes that help them align with
our goal of shaking up the market and achieve more on a
personal level.”
Yamagishi—who was brought up in the Netherlands
and the United States, and has spent time working in
Singapore—also recognizes that there are differences
between employees who have experience living and
working overseas and those who have worked only in Japan.
“Another way we seek to engage our people—and keep
them engaged—is to provide international assignments
at our offices in Europe, the United States, and other parts
of Asia,” said Yamagishi. “We believe it is really important
for our employees to see the world and interact with
colleagues overseas who they would not normally get to
meet face to face.
“After a two-year posting abroad, without exception, our
teammates come back with a whole range of new skills,
including a better mastery of English, more confidence,
and—perhaps most importantly—a broader perspective to
share with and enrich our local teams.”
CONNECTIVITY MATTERS
Closer to home, communication is extended beyond the
workplace to employees’ families. Children take part in
company events such as the annual Halloween party and
are welcome at the summer barbecue. “Nommunication” is
also an important part of interaction throughout the year,
especially at the year-end bonenkai gathering.
“We feel that it is extremely important for people from all
areas of our operations to meet up and interact with those
they might not have the opportunity to interact with on an
everyday basis,” said Yadon. “We’re all people, and it helps
to know that your teammate is somebody you can just talk
to—whether it’s work-related or not.
“Our mantra is ‘connectivity matters’—whether we’re
talking about technology, taking care of customers,
or working as a team.” n

Colt is high bandwidth. Colt is next-gen
network technology. Visit www.colt.net
for more on the future of data services.

03-4560-7100
www.colt.net/accj-contact-us/
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EURO MERICAN

suits from $395
blazers from $275
tuxedos from $595
trousers from $135
overcoats from $650
shirts from $69
(mini
(minimum
of four shirts)
Other superfine quality suits from
$550 to $2,600

TAILOR-MADE
STYLE

Prices in US dollars
(excluding shipping);
delivery within two weeks

Jealousy, Envy,
and Spite in Sales
By Dr. Greg Story
President, Dale Carnegie Training Japan

S

ales is a tough enough job without additional
complications. Clients can be very demanding, and
often we depend on logistics departments and production
divisions to get the purchase to the buyer. We can’t
control the quality of their service but, as far as the client
is concerned, we have total responsibility. And there is the
constant pressure of revenue results, with bosses always
pushing hard on the numbers.
If we are successful and doing well, you would think that
life would be good. We know the emotional roller coaster
that is the sales life. You are only ever as good as your last
deal. With a little success should come some respite from the
turmoil of hitting the numbers. No such luck!
Our colleagues, by definition, cannot all be equally
successful. The Pareto Principle says that the top
20 percent of salespeople will
account for 80 percent of revenue.
People come into sales from
different backgrounds, with different
levels of experience and degrees of
motivation, and they join at different
points in the annual results cycle.
This means that some will be in the
top group, a big chunk will be in the middle, and the rest
at the bottom.
In the West, the usual way sales teams are managed is
based on Darwin’s survival of the fittest. Those who can’t cut
it are let go, and those who produce get to stay. If they can
survive a couple of recessions, they may even be moved into
management positions. This means those at the bottom
are basically on their own, which should spur them to make
a greater effort to move up. Yet this often doesn’t happen.

In a small sales team, this can be very uncomfortable.
There is a degree of cooperation involved in sales,
and this is usually where the disputes arise. Who owns
the client, who owns the deal, and how is the revenue
going to be split up?
If the sales politicians in the firm get going, they can
really do damage to the morale of the organization.
These people are usually excellent at whining,
gathering whiners, and hosting whine parties. They use
their energy to pull down those who are successful,
instead of trying to become successful themselves.

TOP TARGET
When you are the top performer or are in the top ranks,
you can feel that you have become a target. Instead of
just worrying about getting sales
done, you now have to waste precious
energy walking on egg shells to avoid
criticism from your colleagues. This is
kept below the radar, so the boss is
often unaware of what is really going
on—and often they don’t care anyway.
They are looking for numbers, and
they don’t want to deal with soap operas in the office.
Bosses, sack the toxic! If you don’t, you will find the
whole organization failing as the wrong culture takes
hold. For top salespeople, insulate and isolate yourself
from losers. Winners start early and concentrate on
the Golden Time: 9:00 a.m. to 5:00 p.m. This is when
we can see clients for meetings and create business.
All the administrivia needs to fit outside these hours.
Writing proposals, holding sales meetings, collecting
data, putting together sales information, recording
activities, etc. all happen outside the Golden Time.
Keep the time in the office with losers to an absolute
minimum and protect yourself from their influence.
Remember, you are superman or superwoman . . . and
they are kryptonite.
Engaged employees are self-motivated. The selfmotivated are inspired. Inspired staff grow your
business—but are you inspiring them? We teach leaders
and organizations how to inspire their people. Want to
know how we do it?
Contact me at greg.story@dalecarnegie.com n

There is a degree of
cooperation involved in
sales, and this is usually
where the disputes arise.

SURVIVAL OF THE FITTEST
In Japan, most salespeople are on a salary and bonus
structure, rather than salary and commission. Almost
no one is on 100 percent commission. This means
the financial ambition to get ahead is not as strong.
Often, the base salaries are large by foreign standards, so
people can live on the base.
In some cases, because the successful are making
everyone else look bad, those failing may push
back against the top through snide comments and
negative inferences.
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