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A flagship publication of the American 
Chamber of Commerce in Japan (ACCJ), 
The ACCJ Journal is a business magazine 
with a 55-year history. 

These days, it often feels as if we are 
talking at—rather than to—each 
other. So much of our communication 
takes the form of text, with its lack of 
nuance and tone, that it can be difficult 
to find common ground. Instead of 
having engaging discussions, we send 
statements flying past one another. 
Misunderstanding rules the day and 
conflicts sometimes arise.

But it doesn’t have to be that way. We 
can still use technologies such as email, 
text messaging, and social media so long 
as we consider how our words come 
across to the person on the other end. 
That takes thoughtfulness, empathy, and 
the ability to express oneself clearly. These 
are called soft skills and are traits that are 
rapidly becoming a thing of the past.

FOUNDATION
As someone who built a large global pod cast 
network almost entirely through social media, 
this is an issue that has been on my mind for 
years—because the decline in communica-
tion skills that is so apparent online has, at 
times, made that journey difficult.

As I sat down with Joe Hart, the global 
president and CEO of Dale Carnegie 
Training, for the interview that begins on 
page 20, this subject naturally came up. 
I think it’s one of the most fragile areas 
of both our business and personal lives, 
as good communication skills are the 
foundation of all we do. When cracks 
appear in that foundation, everything can 
collapse; and we’re starting to see it happen.

ADVANTAGE
Apart from business, I have two other 
reasons for concern about communication 
skills: an 18-year-old son and a 14-year-old 
daughter. It has been challenging to teach 
them how to express themselves, how to be 
clear and concise, and how to sense when is 
the right time to ask for something or share 

information. But I know how important 
those soft skills are and what an advantage 
they will have in their future jobs if they are 
strong communicators. Because Hart leads 
a company whose name is synonymous 
with effective social skills, I wanted to hear 
his thoughts and advice.

Imagine what the world would be like 
if we all stopped, listened, thought before 
we spoke, and put ourselves in the other 
person’s shoes. Our companies would 
be more successful, our advocacy efforts 
more effective, and our personal lives 
more rewarding. I know it’s easier said 
than done, but those of us who grew up 
in the face-to-face world must work to 
maintain the skills that got us to where 
we are, and we must nurture those skills 
in the younger generations for whom 
texting and communication at a distance 
is the norm. n





A
t the American Chamber of Commerce in Japan (ACCJ), 
advocacy is a key part of our mission. General Douglas 
MacArthur welcomed the ACCJ’s founding in 1948 with 

this in mind, telling founding president Dennis McEvoy he 
hoped “to avail himself of the mature business thinking of the 
members of the chamber.”

Today, the ACCJ continues to be the preeminent advocate for 
US businesses in Japan. Our ability to quickly focus resources on 
key issues that matter to our members—regardless of company 
size—is unrivaled in Japan and the region. That is why relevant 
and strong advocacy is one of our strategic focus areas this year as 
a changing external environment continues to present challenges 
and opportunities for US businesses in Japan.

TAXATION
The ACCJ Small Company CEO Advisory Council, formed earlier 
this year to give voice to this important membership segment, has 
taken the lead in bringing attention to the potentially damaging 
impact of the GILTI (global intangible low-taxed income) rule and 
Transition Tax introduced as a part of the US Tax Cuts and Jobs 
Act of 2017.

In close collaboration with the Taxation Committee, the 
council has brought this issue to the forefront, raising awareness 
and sharing with US policymakers specific recommendations 
to alleviate the negative impact of these rules. Last month, the 
council carried out a two-day Doorknock in Washington, DC, 
meeting with key Congressional offices and the US Department 
of the Treasury to further advocate on this issue. These discussions 
not only further distinguished the ACCJ as an organization that 
represents the needs of US businesses—large and small—they led 
to agreement by the Department of the Treasury’s International 
Tax Affairs team to explore possible remedies.

WORKFORCE PRODUCTIVITY
This spring, the ACCJ launched the F500 CEO Advisory Council 
to better harness the power of another unique member segment: 
the leaders of the chamber’s largest member companies. A focus 
of this council is workforce productivity, which has seen progress 
in the form of recent workstyle reform legislation. The council 
has identified areas where further action could result in a more 
flexible and productive workforce. Based on these discussions, 
the ACCJ will release a public statement that will help set the 
direction of the chamber’s advocacy on this important issue.

Meanwhile, in September, the Human Resource Management 
Committee published a viewpoint endorsed by four other foreign 

chambers of commerce that makes the business case for same-sex 
marriage based on the ability of companies to recruit and retain 
talent in Japan.

BILATERAL DIALOGUE
The US–Japan economic partnership is one of the world’s most 
important bilateral relationships, representing about 30 percent 
of global GDP.

Using our policy positions on key industry sectors, including 
healthcare and autos, the chamber is playing an informative role 
and advocating, through several ongoing and valued engagements, 
the need for an active, ongoing trade and economic dialogue 
with Japan—regardless of whether the United States and Japan 
launch talks about bilateral or multilateral free-trade agreements. 
Most recently, these have included regular meetings with 
US Ambassador to Japan William Hagerty and the US Embassy, 
visiting US government officials, and Japanese stakeholders in 
which the expertise of ACCJ members continues to be leveraged 
to ensure discussions support a constructive trajectory. 

DIET DOORKNOCK
The annual Diet Doorknock is the chamber's largest consoli-
dated advocacy initiative—an opportunity to communicate 
the business priorities of our members directly to Japanese 
policymakers. Between November 13 and 21, we will again be 
leading this outreach with a focus on the ACCJ’s five priority 
advocacy themes:

n US–Japan Economic Partnership
n Health and Retirement
n Digital Economy
n Tourism, Sports, and Hospitality
n Workforce Productivity

This will also be a chance to emphasize our policy priorities and 
solidify relationships with members of the Japanese government 
as Prime Minister Shinzo Abe looks towards the next phase of 
his premiership. Our effort to engage policymakers as a chamber 
benefits all member companies—large or small—and the global 
business community.

The ACCJ’s committee, council, and advocacy pillar structure 
drives the work that keeps the chamber relevant to the US–Japan 
economic partnership, and I would like to thank the leaders and 
members of each of these groups. As always, I welcome your 
questions or comments.

Please contact me at sshah@accj.or.jp n

By Sachin N. Shah
ACCJ President

PRESIDENT

Productive Voices

Our ability to quickly focus resources . . . is unrivaled in Japan and the region.
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3

facebook.com/The.ACCJ

twitter.com/AmChamJapan

youtube.com/user/AmChamJapan

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

1 The 2018 Kansai WIB Summit was hosted by 
the ACCJ-Kansai Women in Business (WIB) 
Committee at Hilton Osaka on September 13. 
Pictured with the planning team are committee 
Chair Mary Anne Jorgensen (fourth from right) 
and Vice-Chairs Yoko Furuyama (third from right) 
and Keiko Kobayashi (fourth from left).  
PHOTO: ANTONY TRAN, LIFE.14

2 Small Company CEO Advisory Council Chair 
Harry Hill (left) and Small Company CEO Advisory 
Council member Frank Packard took part in a  
DC Doorknock to discuss taxation issues with  
the US Congress and Department of the Treasury  
on September 13 and 14.

3 Alison Jane Espley (left), ACCJ governor-Tokyo and 
managing director of Japan and Pacific Sales for 
United Airlines, presented “Authentic Leadership 
and Its Impact on the Organization, Employees, 
and Customers” on August 29 at Hilton Osaka. 
Craig McGovern (right), ACCJ treasurer-Kansai and 
director of operations at Hilton Osaka, presented 
her with a certificate of appreciation.

4 Miki Akita (second from right), director of the 
Japan Tourism Agency’s Tourism Strategy 
Division, receives a certificate of appreciation 
from (left to right) Transportation and Logistics 
Committee (TLC) Vice-Chair Tad Johnson, 
Tourism Industry (TI) Vice-Chair Sanae Sekiya,  
TLC Chair Masaru Morimoto, and TI Chair 
Cynthia Usui for speaking at the Special Briefing  
by the Japan Tourism Agency at the joint  
meeting of the committees on June 27 at the  
ACCJ Tokyo office.

5 Robert Smailes (left), chair of the ACCJ-Kansai 
Community Service Committee and director 
of admissions and advancement at Canadian 
Academy, presents Food Bank Kansai Chair 
Megumi Asaba (right) with a check for ¥100,000 
from the ACCJ-Kansai Community Service Fund 
at the Art for Charity, Part IV: Art & BMW event 
held at Osaka BMW on August 30.

6 Thomas Shockley, co-chair of the Independent 
Business Committee, presents a certificate of 
appreciation to Dale Carnegie Training global 
President and CEO Joe Hart after the presentation 
“AI in the Workplace” on August 23 at Tokyo 
American Club.

7 The ACCJ Living in Chubu Committee held its 
annual summer networking at Kum-San Seoul 
Beer Garden in Nagoya on August 24

UPCOMING EVENTS

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

• OCTOBER 4 
How to Start and Grow a Business in Japan 
(Chubu Event) 

• OCTOBER 16 
ACCJ 70th Anniversary Event

5 6
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Beyond 2020
Seibu’s Takashi Goto on tourism and  

real estate before and after the Olympics

By C Bryan Jones

ACCJ EVENT

I
s Seibu a railway company? Is Seibu a 
hotel company? Is Seibu a real estate 
developer? These are questions posed 

and answered by Seibu Holdings Inc. 
President and Chief Executive Officer 
Takashi Goto as he shared the company’s 
plans and vision with members of the 
American Chamber of Commerce in 
Japan (ACCJ) on September 10. The ACCJ 
CEO Forum event took place at Tokyo 
American Club and focused on the Seibu 
Group’s role and approaches to inbound 
tourism and future urban development.

CEO Forum Co-Chair Harry Hill 
welcomed those people in attendance 
before passing the microphone to ACCJ 
President Sachin N. Shah, who introduced 
Goto. Noting that this was Goto’s first 
ACCJ event, Shah shared his admiration 

for Goto and appreciation for the 
relation ship between Seibu and his own 
company, MetLife Insurance K.K. Not 
only does MetLife call Seibu’s flagship 
Tokyo Garden Terrace Kioicho property 
home, the company also sponsors the 
stadium of the Saitama Seibu Lions—
the MetLife Dome—in Tokorozawa, 
Saitama Prefecture.

Stating that the ACCJ is focusing on 
five important advocacy themes this 
year—one of which is Tourism, Sports, 
and Hospitality—Shah said: “Seibu 
operates transportation, hotel and 
leisure facilities, and real estate business 
across Japan. It runs the Seibu railway 
lines and owns the Prince hotels, one 
of the largest hotel chains in Japan. 
With this diverse business portfolio, 

Seibu is well positioned to capture new 
growth opportunities to contribute to 
the development of Japan’s economy and 
society beyond 2020.”

THE GROUP
Shah’s introduction was the perfect spring-
board for Goto, who became president and 
CEO of Seibu Holdings Inc. in February 2006 
after rising to the position of vice president at 
Mizuho Corporate Bank, Ltd.

“How many people in this room can iden-
tify Seibu?” Goto asked before explaining 
that Seibu is a conglomerate that includes 
79 subsidiaries across six business segments: 
urban transportation, hotel and leisure, real 
estate, construction, Hawaii, and others 
(including the Saitama Seibu Lions). He 
also cleared up a common miscon ception: 
“It seems that people often get confused, 
[thinking] that Seibu department store is part 
of Seibu. We share the same roots, but they 
are currently part of Seven & i Holdings.”

Transportation is perhaps the business 
segment people associate most closely 
with the Seibu name. Subsidiary Seibu 
Railway Company, Ltd. has major termi-
nals at Ikebukuro and Shinjuku Stations 
from which it serves Tokyo and Saitama 
Prefecture. “The railway extends to areas in 
Chichibu and Kawagoe, where tourists visit 
for historical significance, cultural value, 
and beauty of nature,” explained Goto. In 
all, Seibu’s railway operations cover 176.6 
kilometers and move 1.8 million passengers 
daily (658 million annually).

Seibu also holds another piece of the 
tourism puzzle: hotels. The Prince brand—
one of Japan’s best known—is operated by 
the company, which has a total of 43 hotels 
across Japan.

The Prince Park Tower Tokyo in Shiba Koen
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SEIBU LEISURE  
FACILITIES IN JAPAN

n Hotel
n Ski resort
n Golf course

TARGET 2020
“In the hotel and leisure business, we 
have seen great performance thanks to 
an increase in the number of inbound 
tourists,” Goto said. In fact, the number 
has grown by 29 percent annually for the 
past six years. “The government target 
of 40 million annual visitors by 2020 is 
likely to be achieved,” he added. “Amid 
strong inbound demand, we want to take 
advantage of our resources in railway and 
hotel businesses, and we want to play a 
key role in this.”

Seibu is well positioned to do so, with 
The Grand Prince Hotel Takanawa, Tokyo 
Prince Hotel, The Prince Park Tower 
Tokyo, and the new Prince Gallery Tokyo 
Kioicho—which sits atop the same mixed-
use building that houses MetLife—all 
being popular destinations in the city.

For those seeking culture and natural 
beauty outside the city, Seibu offers 
The Prince Hakone Lake Ashinoko 
near Mt. Fuji in Kanagawa Prefecture, 
the New Furano Prince Hotel and 
Prince Ski Resort Furano in Hokkaido 
Prefecture, and four destinations in 
Nagano Prefecture—Karuizawa Prince 
Hotel East, Karuizawa 72 Golf Course, 
The Prince Villa Karuizawa, and 
Karuizawa Prince Shopping Plaza—all 
easily accessible from Tokyo by Seibu’s 
bus service.

MARKET CHANGE
To meet the needs of the growing number 
of tourists and to maximize the opportu-
nity to increase revenue, Seibu is under-
taking three initiatives: enhancing the 
value of existing hotels, speeding up the 
opening of new hotels, and launching a 
new limited-service brand.

The company is targeting more guests 
from North America, Europe, and 
Australia who are willing to spend more 
cash for better rooms and services, and 
Goto said they are having success thanks 
to various efforts.

“We are investing in services and facili-
ties to attract a wide range of customers 
from overseas and Japan. In the Tokyo 
area, we are renovating several hotels to 
improve the guest stay and to provide 
an opportunity for inbound tourists to 
experience Japanese culture. For example, 
we have completed the renovation of 
guest rooms, lobbies, and restaurants at 
the main Prince hotels.” And offering 
traditional Japanese experiences, such as 
hanami, kimono, ikebana, and washoku, 

is another way in which Seibu is catering 
to inbound tourists.

To speed up the opening of new 
hotels, Seibu is making use of a mix of 
franchising, management contracts, 
and leasing. The first Prince hotel in 
Nagoya opened in October 2017, and 
Seibu signed a management contract 
with NTT UD for their redevelopment 
project in Kyoto, which will see a new 
hotel opening next summer.

Seibu is also planning its first limited-
service chain: the Prince Smart Inn. 
Created in response to diversified de-
mands and booming inbound tourism, 
Prince Smart Inn—the first of which will 
open in Ebisu in the summer of 2020—
will utilize information and communi-
ca tion technology as well as artificial 
intelligence to provide smart services 
that will be functional, convenient, and 
comfortable for customers.

URBAN DEVELOPMENT
As a real estate company that is the largest 
land owner in Tokyo, Seibu is working to 
transform the city in coordination with 
the government.

July 2016 saw the opening of the 
227,200-square-meter Tokyo Garden 
Terrace Kioicho, which took three years 
to build on the site previously occupied 
by the Grand Prince Hotel Akasaka.

“We developed the site into a mixed-use 
facility, with a hotel, an office building—
with a wonderful tenant, MetLife—
residences, and restaurants. We successfully 
improved the value of this area. The 
know-how we gained from this project will 
definitely benefit our future projects and 

help us con tribute to the develop ment 
of Tokyo.”

But that was just the start. Seibu 
owns 113 acres of land within Tokyo's 
23 wards, including around Shinagawa 
Station—an area the company plans to 
redevelop after the Tokyo 2020 Olympic 
and Paralympic Games.

“Our land holding in Takanawa and 
Shinagawa is especially important, 
because the potential of this asset will be 
a trigger to our future growth,” Goto said.

Seibu‘s railway corridor connecting Tokyo with Saitama Prefecture is a key tourism route.
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Seibu owns 113 acres of land within Tokyo's 23 wards,  
including around Shinagawa Station—an area the company plans  
to redevelop after the Tokyo 2020 Olympic and Paralympic Games.

Seibu sees this area as key to Japan’s 
future as a global business hub. Shina-
gawa Station—already a terminal for 
bullet trains connecting to Hakata and 
a transfer station for Haneda Airport—
will be the starting point for the new 
Chuo Shinkansen, a maglev train that 
will connect Tokyo and Nagoya in 
2027. At that point, Goto believes, the 
city’s most important transportation 
hub will shift from Tokyo Station to 
Shinagawa Station.

The redevelopment plans will bring 
signi ficant change. Seibu currently 
operates four hotels in this area—
Shinagawa Prince Hotel, Grand Prince 
Hotel Takanawa, Grand Prince Hotel 
New Takanawa, and The Prince Sakura 
Tower Tokyo—but that will change. 
“We will keep offering services as a 
hotel operator until the Tokyo 2020 
Olympic and Paralympic Games, but, 
after that, we will develop the area as a 
large-scale mixed-use redevelopment 
and introduce Shinagawa as a global 
business hub.”

Tokyo isn’t the only site of Seibu’s 
activity. Back in Saitama Prefecture, 
in Tokorozawa, the Ballpark Project is 
under way to transform the MetLife 
Dome and surrounding area.

“Like a ballpark in the United States, 
we want to develop this area where 
family and friends can get together 
any time, not only for guest fans but 
for new audiences such as tourists who 
can watch Japanese baseball for the 
first time.”

BRIGHT FUTURE
Is Seibu a railway company? Yes. Is 
Seibu a hotel company? Yes. Is Seibu 
a real estate developer? Yes. Seibu, 
Goto said, is a company that supports 
the tourism nation, and will continue 
to improve the value of its services 
and assets.

“We will use our know-how to find 
the best solution for the changing, 
growing future. We want to put a smile 
on everyone’s face, making everyone 
happy. Our motto, ‘Smile ahead,’ reflects 
such a spirit.

“Japan recently faced several disasters, 
such as heavy rains in the western 
area, typhoons, and the earthquake 
in Hokkaido. But, we Japanese have 
overcome these natural disasters in 
the past, and I am confident that, with 
everyone’s support, we will survive 
these, too. Seibu will definitely play an 
important role in helping Japan survive 
these disasters and will continue to 
support the country that has the goal of 
becoming a great tourism nation.” n

The MetLife Dome, home to the Saitama Seibu Lions, is part of a redevelopment project in Tokorozawa.

Tokyo Garden Terrace Kioicho mixed-use complex looms over The Classic House at Akasaka Prince.
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W
hile the Tennessee theme of the 
Charity Ball is near to my heart, the 
charitable activities funded by the 

event are dearer. And we are very proud to 
have the support of a native Tennessean, US 
Ambassador to Japan William F. Hagerty IV, 
as we prepare this year’s big night.

The American Chamber of Commerce in 
Japan (ACCJ) promotes bilateral commerce 
between Japan and the United States and 
supports the global business environ ment 
in numerous ways, including through 
focused CSR efforts. Our charitable giving 
to worthy domestic non-profit organiza tions 
is an important way that we support the 
community in which we live and work. In a 
broader sense, these activities—including 
support of the nascent non-governmental 
organi zations movement in Japan—help 
foster the American spirit of charity.

Through the Community Services Advi-
sory Council (CSAC), funds raised by the 
ACCJ and the Charity Ball are allocated to 
recipients for whom relatively small donations 
have a significant impact. This is true both in 
our ongoing support of the homeless as well 
as our aid for crisis recovery as events such 
as the recent flooding in Hiroshima and 
Okayama arise.

This year, funds raised by the Charity Ball 
will go to support the following causes.

HOMELESS
The Mike Makino Fund is the recipient of 
continuous donations from CSAC. These 
funds support a variety of groups—including 
Tokyo Union Church, Sanyukai Homeless 
Center, and the Franciscan Chapel—that 
feed the homeless in specific areas of Tokyo. 

The Community Service Fund makes 
small grants throughout the year when 
needs arise.

EDUCATION
The YMCA Challenged Children’s 
Project and the YMCA-ACCJ Ohisama 
Camp, which supports the development 
of independence and self-confidence in 
children so that they can better partici-
pate in mainstream society will be assisted 
this year. Also chosen are the US–Japan 
Bridging Foundation, a group which 
invests in the next generation of leaders by 
creating opportunities for US and Japanese 
students to learn from each other, and 
the Tokyo Holocaust Education Resource 
Center (Kokoro), which uses a story of a 
single child in Hana’s Suitcase to convey 
the importance of human life regardless 
of nationality, religion, or culture.

HEALTH
TELL (formerly the Tokyo English Lifeline), 
is one of the only outlets for non-Japanese-
speakers suffering physical, mental, or other 
threats and concerns; A Dream a Day, which 
creates memorable experiences for children 
with incurable diseases; Sport for Smile, 
which helps youth suffering from domestic 
violence; and the World Children’s Baseball 
Foundation, founded by Sadaharu Oh and 
Hank Aaron.

WOMEN AND CHILDREN
We will also be helping organizations that 
support women and children, including: 
Lighthouse, which works to reduce physical 
and mental violence related to human 
trafficking; Beyond Tomorrow, which helps 
underprivileged youth—including those 
in group homes—pursue higher education 
and leadership; and Josei no le Salaa, which 
shelters female victims of human trafficking, 
physical abuse, and homelessness.

The Charity Ball is always a tremendous 
party for our broader community, support-
ing a variety of important causes. Since 2002, 
the event has raised more than ¥170 million 
for charity. This year is a special celebration 
coinciding with the 70th Anniversary of the 
ACCJ. Enjoy the music, food, and community, 
try to win a raffle prize, or purchase some-
thing wonderful at auction while supporting 
relations with our host country and helping 
those in our society who are in need. n

We hope that you will support the Charity Ball this year 
by attending or becoming a sponsor. The Ball will be held 
December 8 at the Hilton Tokyo in Shinjuku from 6:00 p.m. 
to midnight. In honor of the ACCJ’s 70th Anniversary, 
the theme is Nashville Nights: An Evening in Music City, 
complete with appropriate music and beverages. For more 
details, visit our website at accjcharityball.org

A Volunteer State of Mind
Here are this year’s recipients

By James Fink

CHARITY BALL

James Fink is senior managing director of 

Halifax Associates, a member of CSAC, and 

a Tennessean.

2018 ACCJ CHARITY BALL
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Brighten your wall 
or desk, and make a 
difference in the lives 
of rescued pets.

Filled with beautiful photos,
the 2019 Animal Refuge Kansai calendar
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Your purchase ensures health checks, 
vaccinations, food, and shelter for animals 
in search of a good home.

¥1,000 (wall) ¥800 (desk)
tax included, shipping separate
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Lakeland College Japan (LCJ) is a branch campus of an 
American college conveniently located in Shinjuku. 

Students can earn an Associate of Arts degree in Tokyo recognized 

by both an American accrediting agency and the Japanese Ministry of 

Education.

Our program allows students to easily transfer as third-year students 

to competitive universities in America and around the world that they 

may not have been eligible to enter directly after high school.

Free Dial: 0120-30-5571 • Tel. 03-3325-0425

5-7-12 Shinjuku, Shinjuku-ku, Tokyo 160-0022

Email asklcj@japan.lakeland.edu

• Small Class Sizes 

• Multicultural Student Body (40% International Students) 

• A Wide Assortment of Undergraduate Courses

As part of its community outreach, LCJ also offers non-degree 

bearing courses in evening and Saturday Open College classes. 

Among the courses being offered are: Japanese, Chinese, Korean, 

Spanish, Russian, Translation, Film Appreciation, Ageing, PowerPoint 

plus others.

http://lcj.lakeland.edu

Lakeland University, Japan Campus is a branch 
campus of an American university conveniently 
located in Shinjuku. 

Students can earn an Associate of Arts degree in Tokyo recognized 

by both an American accrediting agency and the Japanese Ministry 

of Education.

Our program allows students to easily transfer as third-year students 

to competitive universities in America and around the world that they 

may not have been eligible to enter directly after high school.

Free Dial: 0120-30-5571 • Tel. 03-3325-0425

5-7-12 Shinjuku, Shinjuku-ku, Tokyo 160-0022

Email admissions@japan.lakeland.edu

• Small class sizes 

• Multicultural student body

  (35% international students from over 45 countries) 

• A wide assortment of undergraduate courses

• Intensive English language program available

As part of its community outreach, Lakeland University, Japan 

Campus also offers non-degree bearing courses in evening and 

Saturday Open College classes. Among the courses being offered 

are: Japanese, Chinese, Korean, Spanish, Russian, Translation, Film 

Appreciation, Ageing, and PowerPoint.

http://luj.lakeland.edu

• Highly quali�ed, caring professors



Join us at this year’s ACCJ Charity Ball: 
Nashville Nights: An Evening in Music City, 
for a celebration of the legendary city that 
truly lives up to its name. From Ryman 
Auditorium—the Carnegie Hall of the South—
to listening rooms such as the Bluebird 
Café and Tootsies Orchid Lounge, music is 
everywhere, and this year’s ball will bring 
the excitement of this incredible town to 
ACCJ members, guests, and friends. Over the 
next few months, we’ll fill you in on all the 
details and let you know about the wonderful 
charities we are supporting!

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

Saturday, Dec. 8, 2018 
6:00 p.m.–midnight

Hilton Tokyo Shinjuku Hotel 4F

2018 ACCJ CHARITY BALL
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Vision 2020
Working together for better life and  

better work in Kansai

By Makoto (Mark) D. Kawai

KANSAI

K
obe has a vision. A vision in which 
young talent gathers to create a place 
where everybody can perform at 

their peak. On August 20, a number of 
American Chamber of Commerce in Japan 
(ACCJ) member company employees 
with children aged five and younger sat 
down with officials from Kobe’s Child 
Rearing Support Department to discuss 
this vision and exchange views on the 
services offered by the city.

For officials, the goal was to share the 
intent and background of the measures 
taken by the city, understand unmet needs, 
and identify quick fixes. Employees came 
to better understand what’s available, to 
share what they really want, and to help the 
city identify where it can help. Employees 
representing working parents at Eli Lilly 
Japan K.K., Nestlé Japan Ltd., and Proctor 
& Gamble Japan K.K. participated in 
the event, and employees from MetLife 
Insurance K.K. joined as observers.

The meeting was well received by city 
officials, who said it helped them gain 
different perspectives and agreed to 
consider some key ideas.

IT SOLUTIONS
Both sides agreed that IT tools can help 
the city provide information to parents.

Currently, when women report their 
pregnancy, the city provides most materials 
related to services in hard copy, because this 
is the only touchpoint between them and 
parents. But, since all informa tion is deliv-
ered at once and on paper, the timing is not 
right and parents end up not knowing what 
is available when they need it.

The city is working hard to provide infor-
ma tion in a user-friendly manner and has 
developed a website and app. Many parents, 
however, are not aware of these, and some 
valuable information is not available 
through these sources.

Employees from multinational com-
panies proposed the creation of an opt-in 
solution that parents can sign up for to 
receive information from the city when 
they really need it. This is simi lar to how 
some educational companies conduct 
their marketing activities.

CHILDCARE
Despite city efforts to improve childcare 
options, more employees of ACCJ member 
companies are facing difficulty finding a 
nursery that works for them.

In Japan, the care of children and family 
is part of the social security system. Because 
of this, all initiatives are designed to provide 
essential support and the scope is then ex-
panded based on the available budget. This 
means that the interests and needs of those 
with relatively high income (i.e., employees 
working for multinationals) are usually not 
taken into consideration.

One idea to come out of the meeting 
is the creation of a public daycare center 
targeting households with an annual 
income of more than ¥8 million. The 
local government would not fund such 

a facility—thus fees would be higher—but 
would assure the quality of service. While it 
may not be an idea that can fly immediately, 
city officers from childcare and business 
develop ment both find it interesting.

NEXT STEPS
This was the first attempt at this type of dia-
logue, but it appears to be a good mechanism 
for addressing the needs of working parents. 
The challenge of advocating for childcare is 
that parents’ needs change as their children 
grow up. But, by leveraging groups formed 
in companies to help their employees, it 
may be possible to maintain momentum as 
the composition of such groups will always 
remain fresh. As the children of some parents 
grow up, new parents will enter.

The goal is not only to keep this dia logue 
going but to start similar ones with different 
scopes to effectively advo cate for better 
services and options on a wide range of 
needs facing our members. n

Kobe has a vision. A vision in which young talent gathers in the  
city to create a place where everybody can perform at their peak.

Makoto (Mark) D. Kawai is government affairs 

director, Japan, for Zimmer Biomet and a member 

of the ACCJ–Kansai External Affairs Committee.
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SOFT  
SKILLS
Dale Carnegie CEO Joe Hart on  
the future of the global workplace

By C Bryan Jones

In a surprising twist of fate in 2015, Joe Hart took the helm of 

one of the most iconic companies in personal and professional 

training. A visionary and risk-taker, Hart helped build two 

technology-based companies, including an e-learning business 

called InfoAlly, before becoming president of Asset Health. Now, 

as president and chief executive officer of Dale Carnegie Training, 

he oversees the development of soft skills around the world. In 

2017, he launched a rebranding of the 106-year-old organization 

that has impacted his life since an early age. The ACCJ Journal sat 

down with Hart to learn more about that story and his thoughts 

on the future of the workplace.
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What led you to Dale Carnegie Training?
I grew up in a house where my dad talked about Dale Carnegie, 
so the name was one that was familiar to me. He gave me a 
copy of How to Win Friends and Influence People when I was 
a teenager and, when I started my career as a young lawyer 
in 1995, I decided to take a Dale Carnegie course. It changed 
everything for me. I didn’t expect it to—I was just expecting to 
take a great course—but it really impacted my vision of myself.

I ultimately left the practice of law and started a learning 
business, which I sold, and then helped start another company, 
and so forth. But that course was all about living an intentional 
life, and it really got me thinking about what I wanted to do. It 
also impacted my ability to work with people more effectively.

After I took a Dale Carnegie course, I just wanted to keep 
applying the principles. I followed the system and would try, 
every day, to practice a different principal. For years, I did that. 
And, ultimately, that led to the creation of a product concept 
that became my first business. So, Dale Carnegie had been a 
really important part of my life.

When the prior CEO of Dale Carnegie 
retired, and I was recruited for the position, 
it was exhilarating and a little scary at the 
same time. I have six kids and we were all 
living in the state of Michigan. We made a 
big decision to move. I was the president 
of a different company, and it was a big 
decision to leave that company, which I helped start, and go to 
Dale Carnegie. I don’t think I would have done that for anyone 
else. But this was a chance to lead a company that had such a 
profound impact on my life. I saw as an opportunity to really 
work to take the company to an entirely different level.

That’s a rare and profound situation. How did you feel 
thinking back to your dad giving you that book?
It was very emotional for me—just to be transparent—because 
of that course and how it had meant so much to me. Now I 
had a chance to work with this iconic company. I was literally 
assuming the responsibility of Dale Carnegie, the founder. So, 

it was overwhelming and, at the same time, just 
exhilarating. I have been here at Dale Carnegie 
for three years now and I love what I do. I can’t 
get enough of it. And my father, he certainly 
couldn’t have envisioned when he gave me that 
book that I was going to end up leading the 
company one day.

What difference do you see in the importance of soft skills 
today compared with the past?
Our belief is that the fundamentals don’t change. The fundamen-
tals of human nature don’t change. So, the things that people 
need to do to communicate, to influence, to develop stronger 
relation ships effectively, those things haven’t changed. What has 
changed is the environ ment in which we operate. The tech nology 
has changed, but the need to listen, to give appreciation, to admit 
when we make mistakes, to build trusting relationships—all of 
those things are still the same. What is different is the way we 
connect with one another.

This was a chance to 
lead a company that 
had such a profound 
impact on my life.

Do you find that technology helps or harms people’s 
ability to build relationships?
There’s no question that a lot of the technology—
especially mobile technology and social media—can 
have the tendency to desensitize us to how we interact 
with each other, to the impact of our words, and so 
forth. Ironically, social media is about being more 
social yet it can make us more insular. I know from 
my own kids, and also from people in the workplace, 
that sometimes people lack the skills to interact the 
way they once did. They just don’t have the same kind 
of opportunity to be in front of each other, not to the 
same degree as before.

At the same time, technology creates a lot of oppor-
tunity to bring people together—if they know how to 
connect and use that technology in a positive way. So, 
recognizing that I am talking with someone—even if it’s 
through a website or through a phone—is important. 
What is my tone? What words do I choose? How do I 
express appreciation? How do I demonstrate listening? 

Dale Carnegie began licensing the course in the United States in 1930.
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How do I help that person feel important? There are pros and 
cons to technology, but I think the opportunity for people 
to cultivate soft skills, the need for those, has probably never 
been greater.

Do new Dale Carnegie courses take social media 
into account?
There was a rewrite of How to Win Friends and Influence 
People for the digital age some years ago. I think the core 
training hasn’t changed. Some of the product 
has changed in terms of integrating blended 
learning, that type of thing. The context 
might be different, but the core product is 
the same. Recognizing, for example, who 
is in the classroom means the trainer may 
engage those participants in a different way, 
but the training itself—the Dale Carnegie 
course that has influenced millions of people—
is still the same.

It often seems that people today are less 
aware of how their words are interpreted.
I think you’re exactly right. That was the 
case for a while with email, but now it is 
even more so with texts and other kinds 
of things—for example, Snapchat. Things 
are so fast and people really are, in some 
ways, desensitized to thinking about how the other person 
is feeling. We’re just kind of communicating an idea without 
really thinking about how that idea might be received.

How does AI change the skills that will be needed in 
the future?
That’s a big question and an important question. And a 
timely one. First, there is some perspective around the 

impact that artificial intelligence (AI) and machine learning 
will have on the job market in the short term. Longer term, 
what the research tells us—I've looked at a lot of research and 
we’ve conducted our own research for Dale Carnegie as well—
is that the kinds of things that will be automated are things 
that are, at least in the short term, more process-oriented, 
things that are replicable. And, as those things happen, what 
we believe is that some of the more mundane aspects of either 
specific jobs—or jobs themselves—will be transitioned out.

That means people must improve 
their social and creative intelligence. It’s 
the soft skills that will really differentiate 
them, because the things that will not be 
automated in the short term are things that 
involve social and creative intelligence. 
Influence, interaction, empathy, impact. 
Those things will become even more 
important. But, I don’t see, at least in the 
immediate term, a wholesale change in the 
job market.

Will the skills Dale Carnegie teaches 
become more important in the tech
nological age?
That’s what we believe, which I think is 
something that a lot of people probably 
don’t consider. I think, sometimes, there’s 

this bifurcation between hard skills and soft skills, and some-
times people put a premium on what might even be a hard 
skill. The reality is that many of the “hard skills” are things that 
can be automated. In fact, some of the research is showing that, 
within a certain period of time, a lot of those types of things—
things that could be in engineering, medicine, accounting, or 
law, aspects of which will be susceptible to automation—leaves 
a requirement for people to focus on soft skills.

Hart presents the Dale Carnegie Leadership Award to Salesforce President and CEO Koide Shinichi in August 2018.

22 THE ACCJ JOURNAL  n  OCTOBER 2018



Why is Japan an important market?
The Japanese market has been, is, and will continue to be, a very 
important market for us. Dale Carnegie has been in Japan for 
55 years. It is one of the most successful, industrialized, mature, 
technologically savvy economies on the planet. We feel there’s 
a very significant opportunity around the Dale Carnegie skills. 
We have something that can be beneficial to companies and 
individuals, as evidenced by the success that our team is having 
here. So, we will continue to see Japan as an important market.

In terms of what we’ve learned from Japan, we do cross-
cultural research and part of what we’re trying to do is to 
constantly look at, and listen to, what’s happening here and 
then weave that into our thought leadership. We look at what 
really motivates or demotivates people, and we’ve taken some 
of that from Japan.

Our AI research influences our thinking about how 
people around the world—especially in a technologically 
sophisticated market such as Japan—respond to AI and 
then how that informs things that we talk about as we think 
about the future.

What human resources trends are you seeing as more 
Millennials enter the workforce?
This issue of cross-generational leadership is one that is not 
unique to Japan, and the question of how to engage Millen nials 
is something that I hear in every country I visit. It’s something 
that usually comes up as an opportunity, so I think that people 
look at this generation as one that has a lot of potential to really 
reshape the workforce in a very, very positive way.

The key is the cross-generational aspect—how to engage 
Millennials who see things very differently from Generation X 
and baby boomers. How do you get people working together? 
That’s also something that we talk about. The AI research is 
really big. It’s about understanding, from a trend standpoint, 
how to manage a workforce in terms of shifting technology and 
so forth. How do you communicate?

Do you have any tips for improving soft skills for cross
generational teams?
The single biggest tip relates to a principle that we teach: trying 
to see things from the other person’s point of view. Often, the 
friction that can occur between people of different generations 
has to do with a lack of understanding and a lack of desire to 
understand. Not only do I not understand, I really don’t desire 
to understand. I just want you to do what I want you to do.

You can make a difference by taking the time and really just 
recognizing that someone has inherent value, that they’ve got 
a lot to offer. Start with that assumption and then see in what 
ways you can learn from that person and work together.

These principles were applicable 50 years ago—100 years ago—
and yet we find them coming up again today in different ways. 
That’s what I would say is the starting point. It’s about listening. 
It’s about demonstrating appreciation. It’s about trying to see 
things from the other person’s point of view.

How do you keep Dale Carnegie relevant in the face of 
newer offerings?
There are a lot of things that are kind of the flavor of the day. 

We’ve looked at cross-
cultural leadership 
issues to identify 
leadership blind spots.

Something is new, something is hot, some-
thing is coming up all the time. What has been 
valuable about Dale Carnegie? I can’t think 
of too many things in life that people have 
experienced or studied 10, 20, even 30 years 
ago and still talk about today. So, the proven 
nature of what we do speaks for itself.

The opportunity really, then, is to get it in 
front of people. That’s part of what we’ve been 
working on with our rebranding. How do we 
really make sure that we are communicating 
and sharing the value of what it is that we’re 
doing in a really effective way? The rebranding 
is making a difference, and we are working 
with some cutting-edge companies. Google is 
a client, Apple is a client, we have many clients 
such as them.

And we’ve got many youth programs. So 
you might have young people taking a Dale 
Carnegie course, and they’ll talk about it. 
What we’re talking about is transformative 
and powerful. It’s effective, and it remains 
effective even though it’s been around for 
more than 100 years. It’s something that is 
very proven. Our opportunity, I think, is to 
tell our story more effectively.

When you took over, what were your initial 
thoughts on rebranding and relevance?
I had felt for a long time that Dale Carnegie—
and, again, it depends on the market because in 
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some markets the brand is very strong and in others it is less so—
had an opportunity to reinvigorate the brand. Part of what that 
means is not just the look and feel and how we communicate, but 
it’s really taking the Dale Carnegie experience and bringing it 
to life through that communication. To me, that seemed like 
one of the biggest and most important opportunities.

In addition, we’re a global company with 200 operations in 
90 countries, so getting our entire business to work together 
as one company was important so that when a particularly 
large company wants to work across a global platform—and 
have the same kind of experience across the globe—that’s 
something that we can deliver. And that’s something I think 
we have really gotten better at over the past 
three years.

We continue to look at the product 
experience, the customer experience with 
Dale Carnegie, and work to make that 
even stronger by integrating blended 
learning into our programs, offering 
different kinds of solutions, and looking at 
our whole experience. I really believe that the opportunity 
for our business—because of the impact that we have on 
people—has never been better than it is today.

Tell us about your thought leadership research initiatives.
We have a director of thought leadership, Dr. Mark Marone, 
and we’ve got other people within our team that work on the 

to ask for help or to talk to people about it. I think, sometimes, 
people feel like they are on their own. Sometimes we need that 
external thing—a mentor or a program such as Dale Carnegie—
to help us get to the next level.

Any final thoughts on the future of the workplace?
I’m optimistic. I know that some people have significant fears 
about what automation and technology may mean. But, if 
we look back, every technological innovation, while it did 
involve disruption, ultimately led to greater production and 
more financial success for companies and for people. We’re 
going into a very different kind of a technological stage, but 

I’m very optimistic about the future 
and, frankly, about the need for people. 
Humans are always going to have to 
interact with each other. And, as long as 
they do, they’re going to need the skills 
to do so effectively. That’s where Dale 
Carnegie plays. n
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Influence, interaction, 
empathy, impact. Those 
things will become even 
more important.

thought leadership initiative conducting new research 
on different themes around the world. We produce at least 
two major pieces of research every year together with white 
papers, blogs, and such.

We also do specific country research on different topics. 
Some of the major topics that we have worked on are 
AI, as we discussed, and we’ve looked at cross-cultural 
leadership issues to identify leadership blind spots—
things that leaders don’t see in themselves that can cause 
them to be derailed or less effective. We’ve looked at the 
characteristics of leadership across 13 countries along with 
engagement and the things that motivate and demotivate 
people the most.

What is a common trait among leaders with blind spots?
The first thing is a lack of confidence. We believe that every 
person has inherent greatness. Dale Carnegie believed that, 
and it’s an underlying concept of our program. Sometimes 
a person doesn’t see that they are far more capable than 
they believe they are. So, to have that knowledge—whether 
someone is new starting out in their career or whether 
they have reached a level of authority—they may still get to 
a point where they start to have doubts.

The thing then is to really understand who you are. 
Believe that you have greatness and then assess your 
strengths and weaknesses. If you start by doing at least an 
inventory of some of your key strengths, and in what ways 
or at what times you have been successful, you’ll start to 
get it and say, “Oh yeah, I forgot about that. I really have 
had that success.” And, at the same time, balance that 
against the area where maybe you are weak. Play to your 
strengths. But that starts with confidence. Don’t be afraid 
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Real estate redevelopment in an aging society

By Alec Jordan

As the Tokyo 2020 Olympic and Paralympic Games 

rapidly approaches, the city is working at a feverish 

pace to prepare for the world’s attention. This isn’t 

limited to building new sports venues and reno-

vating old ones. There is also a huge amount of 

work going into the redevelopment of Tokyo itself, 

with plenty of buildings being added to the skyline.

According to a recent survey by Mori Building Co., Ltd. that 
analyzes the market for large-scale office buildings (10,000 square 
meters or larger) in Tokyo’s 23 wards, a whopping 75 buildings 
will be finished in the years leading up to the Games. Some 27 
should be completed in 2018, another 27 by the end of 2019, and 
21 more by 2020. 

And the construction is showing no signs of stopping once 
the Games have come and gone.

There are many large-scale projects that will continue beyond 
2020, one of which is a major redevelopment at Shinagawa 
Station that will be completed in 2024. Other projects in 
the area include new high-rise residential buildings and the 
transformation of the Shinagawa Prince Hotel into a mixed-use 
facility that will be used for offices, retail, and other businesses 
(see page 10).

The Shibuya Station Area Redevelopment project will see a 
total of seven new skyscrapers in the area—six for offices and 
retail and one for residential—by 2027.

There will also be several major projects around Tokyo Station, 
including a 37-floor, 230-meter-tall office tower to be constructed 

by 2021 and a 61-floor, 390-meter-tall tower—the tallest building 
in Japan—to be completed by 2027.

Still other projects include new high-rises in the Shimbashi 
area and the country’s tallest apartment building, which will be 
completed in Shinjuku by 2026.

SUSTAINABLE?
But another trend in Japan raises a question about all the con-
struction: Who will occupy these buildings?

The country’s population is not just aging, it is shrinking. More 
than half are over the age of 46, making Japan the oldest highly 
populated country in the world. According to informa tion 
released by the Ministry of Internal Affairs and Communications 
on September 15, those 70 and older make up 20.7 percent of the 
population (26.18 million), the first time the number has reached 
the 20-percent mark. This is up from 19.9 percent in 2017.

For the past 11 years, annual deaths in Japan have exceeded 
births, and census data also shows that people 14 and younger 
account for just 12.6 percent. The Japanese Statistics Bureau 
predicts that, by 2050, the country’s population will fall to 100 
million, down from the current 127 million.

Given these alarming—yet well-known—trends, will there 
truly be a demand for this rapid pace of development, and 
will there be people to live and work in all the buildings that 
continue to sprout up around Tokyo?

The answer depends on who you ask. One of the biggest 
players when it comes to Tokyo real estate is Mori Building, 
which has been behind some of the city’s biggest development 
projects in recent decades. In 2017, the company launched 
Ginza Six, the largest mixed-use complex in the area. In June, 
Mori opened the MORI Building Digital Art Museum: 

AGAINST THE GRAY

Mori is expanding the Toranomon Hills complex with three new towers and a new subway station.
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To attract global players 
to Tokyo, just offering new 
office spaces is not sufficient.
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teamLab borderless in Odaiba. And, in April, they celebrated 
the 15th anniversary of the Roppongi Hills mixed-use complex. 

As Masa Yamamoto, senior manager of the Public Relations 
Department at Mori Building explained, all of these projects 
have been well received. In its first year, Ginza Six has drawn 
20 million visitors and recorded sales of ¥60 billion. During 
the same time, the number of daily users of Ginza Station 
has increased by 7,400. The digital art museum continues to 
sell out every day and has already welcomed 500,000 visitors. 
Meanwhile, over the past 15 years, 600 million people have 
come to Roppongi Hills.

Looking ahead, Mori Building has ambitious plans, including 
the development of a new neighborhood around Toranomon 
Hills Mori Tower, which was constructed in 2014 and is currently 
the city’s tallest building. In addition to the Shintora-Dori Core, 
a multi-use building that was completed in September, the 
neighbor hood will include three high-rise buildings: a business 
tower that will be completed in December 2019, a residential 
tower to be finished in January 2021, and a tower that will 
incorporate a new subway station on the Hibiya Line to go into 
operation in 2020.

Also on the horizon for Mori is the Toranomon–Azabudai 
Project, which will add a world-class hotel to the area, new resi-
den tial units, and global-level offices. There will also be ele ments 
of art, international schools, and a global super market, along with 
many retail shops, wellness centers, and other functions.

Yamamoto explained that Mori 
Building’s efforts are meant to 
help drive the city’s overall appeal, 
for international visitors and 
businesses. “Our long-term goal is 
to increase Tokyo’s comprehensive 
power or ‘magnetism’ through urban redevelopment and 
town management efforts so that Tokyo can win the fierce 
competition among global cities.”

However, he clearly acknowledges the city’s strengths 
and weaknesses: “According to the Global Power City 
Index, Tokyo ranks highly for the size of its economy. Good 
food and safety are also strong elements for the city. But 
the corporate tax rate and some of the difficulties global 
companies face when they are doing business here are 
weak points.”

As Yamamoto sees it, the way to address Japan’s population 
trend dovetails with the company’s long-term goals and extends 
beyond just opening office buildings: “Japan is an aging country 
with a declining population, so we must overcome these 
weak  nesses, increase the city’s magnetism, and attract global 
companies and people. To attract global players to Tokyo, just 
offering new office spaces is not sufficient. We also need to offer 
residences, international schools, international supermarkets, 
hotels, cultural facilities, and greenery to support their overall 
urban lifestyle. That is why we have been developing mixed-use 

complexes. We believe that reviving the capital city of Japan 
and bringing back global companies and individuals is the key 
to boosting the entire Japanese economy.”

LONG VIEW
Gordon Hatton, head of Japan at Pembroke and co-chair of 
the American Chamber of Commerce in Japan (ACCJ) Real 
Estate Committee, explained that his company has also been 
active on newer projects. Azabu Gardens West is a luxury 
residence in Moto-Azabu that opened in 2015, while Tri-

Seven Roppongi is a multi-use office 
and retail complex that opened in 2016. 
Their current project is a renovation 
of Hikawa Gardens, another luxury 
residence, which will be completed in 
October. Pembroke has not officially 

announced any new projects with a timeline beyond 2020.
As Hatton explained, Pembroke chooses its projects with 

an eye on success in the long run, so they are optimistic about 
their prospects with their most recent endeavors. “We take a 
long-term view and seek to develop and manage real estate 
assets that will perform well over the long term, making a 
positive contribution to each urban center we work in.”

While Hatton said the aging of society doesn’t factor into 
Pembroke’s long-term development projects, he thinks that 
Japan’s position as the first major country to wrestle with aging 
gives it a unique opportunity to offer solutions to the dilemma. 
“Changing demographics will certainly present challenges 
and opportunities for not just Japan but numerous countries. 
Given that Japan is the front-runner in this trend, it is perhaps 
worth considering that the future will come first in Japan, and 
companies that explore innovative and appropriate responses 
could lead the way.”

Although Japan’s overall population is declining, Hatton 
is optimistic about the sustainability of Tokyo’s pace of 
redevelopment in the long run, given that the city is one of the 

Offices such as Tri-Seven Roppongi are changing the work environment. 

GORDON HATTON
head of Japan at Pembroke and co-chair of 
the American Chamber of Commerce in Japan 
(ACCJ) Real Estate Committee

MASA YAMAMOTO
Senior manager of the Public Relations 
Department at Mori Building
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The future will come first 
in Japan, and companies 
that explore innovative and 
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few places where demographic trends are 
not in decline. “The population of Tokyo is 
forecast to continue growing for a number 
of years as people relocate from other 
regions and suburbs to fill employment 
needs and to enjoy the urban lifestyle 
Tokyo offers.”

IN CONTRAST
Seth Sulkin, CEO at Pacifica Capital K.K. and co-chair 
of the ACCJ Real Estate Committee, offers a contrasting 
view. His company manages investor capital in commercial 
development projects that now primarily focus on the hotel 
sector. Although the company opened a new 205-room 
life style hotel called Moxy Tokyo Kinshicho, which is a 
conversion from an office building, he was far less bullish on 
Tokyo as a market, given the high price of its real estate. “We 
would love to be doing luxury hotels in Tokyo, and mid-
scale hotels in Tokyo—new constructions and conversions of 
existing hotels. We would love to be doing all three, but there 
is an incredible shortage of properties. And when we do see a 
property come to market, the asking price is absolutely absurd. 
We frequently see asking prices of land or empty buildings 
that are twice what we think they’re worth.”

As quickly as Tokyo’s inbound tourism market is growing, 
Osaka’s is growing faster. This has led Pacifica Capital to 
explore the western Japan city—as well as Kyoto, located 

between Osaka and Tokyo—for their projects, including 
the Oakwood Osaka Hotel & Apartments, which opened 
in August. 

As he explained, the aging and shrinking of Japan’s popula-
tion had a major effect on the company’s business. “For more 
of our existence, we focused on retail real estate. We were an 
innovator in building shopping centers all over Japan. But 
about 10 years ago, I realized there was no future in retail. 
Even though, on a per capita basis, Japan has fewer shopping 
centers by far than the United States, it was already overbuilt. 
With the shrinking population, along with shopping on the 
internet, it was clear to me that there was no future in retail.”

But the growing tourism numbers give him hope for their 
current focus. “Hotels is an industry in which we believe we 
can do well, even as the population ages and shrinks, because 
our products are mostly focused on inbound visitors and less 
on the domestic market.”

As for all the office buildings that continue to open up in 
Tokyo, Sulkin has his doubts. “It’s been a mystery to me how 
it is that all these new, large-scale office buildings have filled 
up so quickly. With the working population falling so rapidly, 
it is amazing how robust the office market is right now, but it 
cannot last forever.”

Perhaps not, but according to the most recent census 
information, the only one of Japan’s 
three largest metropolitan areas to 
show an increase in population was 
the greater Tokyo area, which includes 
Saitama, Chiba, and Kanagawa 
Prefectures—a finding that echoes 
Hatton’s views. This region is home to 
28.3 percent of the country’s residents, 
and the city of Tokyo itself showed 

population growth of 72,000—the largest of any area in 
the country.

Although the administration of Prime Minister Shinzo Abe 
is trying to prevent the country’s population from becoming 
concentrated in Tokyo, it seems unlikely that this trend will 
reverse. And that means that all the redevelopment projects 
around the city do seem to make sense—despite Japan’s overall 
downward population trends. n

SETH SULKIN
CEO at Pacifica Capital K.K. and co-chair 
of the ACCJ Real Estate Committee

Shibuya Stream is one of seven buildings going up around Shibuya Station.

Pacifica Capital opened the Moxy Tokyo Kinshicho in November 2017.
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THE 
CONTINUITY 
QUESTION

Japan’s declining birthrate is, arguably, the most 

critical threat facing the nation. The population will 

inevitably and irreversibly decline over the coming 

decades, with some estimates suggesting that, by 

2060, there may be a mere 90 million Japanese.

Regardless, the impact of an aging workforce is already being 
felt across domestic industries, and small and medium-sized 
enterprises (SMEs), which make up an inordinate 99.7 percent 
of all businesses in Japan, are among those most at risk of 
disruption or—in a worst-case scenario—collapse brought on 
by this demographic time bomb.

Some 941,000 children were born in Japan last year, the 
lowest figure since nationwide records were first collated in 
1899. Government data released on April 1 showed that there 
are 15.53 million children under the age of 15, down 170,000 
from the previous year, now the lowest figure on record. The 
Japanese population peaked in 2010 at 128.01 million, according 
to government statistics, and had already contracted by around 
1.34 million by 2017.

LEADER LOSS
Very soon, this falling birthrate is going to translate into fewer 
young workers joining companies. This will certainly impact 
the SMEs that form the backbone of the national economy, 
and the problem will be compounded by the retirement of an 
increasing number of SME owners, many of whom are the men 
and women responsible for the Japanese “economic miracle” in 
the aftermath of World War II.

“SMEs play a most important role in the Japanese economy, 
but a declining population is going to have a serious impact 
on this sector,” said Annie Chang, president of Tokyo-based 
recruitment specialist AC Global Solutions Ltd. and a vice-
chair of the American Chamber of Commerce in Japan (ACCJ) 
Independent Business Committee.

“Company owners are facing the difficulty of succession 
planning, since their children are often not interested in taking 
over the business,” she told The ACCJ Journal. “This makes 
hiring talented people the biggest challenge they face.”

Steven Bleistein, founder and CEO of market strategy 
consultant Relansa Inc., is in complete agreement with that 
assessment and points out just some of the choices—and 
potential pitfalls—of the options they face.

“For tightly-held family-owned businesses, the biggest issue 
by far is leadership succession,” he said. “The owners often 

Do aging SME owners face the  

end of their business?

By Julian Ryall
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face the dilemma of passing the reins on to next-generation 
members of their family, promoting an employee to CEO or 
otherwise hiring a CEO.

“If a family member is the first choice, are there candidates 
who are qualified and also have the desire to run the business?” 
asks Bleistein, who is also a co-chair of the ACCJ Independent 
Business Committee.

“Are they not ready, and do they need time for formation, forcing 
the current leader to postpone retirement? Can the family owners 
entrust the family’s patrimony to a salaried CEO whose skin in the 
game can never compare to that of the owners?” he adds. “Do 
you have enough qualified family members to serve on the board 
to hold a salaried management accountable?”

FIVE-YEAR MISSION
In July 2017, the Ministry of Economy, Trade and Industry 
(METI) Small and Medium Enterprise Agency released a five-
year plan for business succession. In the plan, it pointed 
out that the average age of an SME owner had 
risen from 47 years in 1995 to 66 years in 
2015. It was also noted that, of the 300,000 
SME owners interviewed by the agency 
who would be turning 70 between 2015 
and 2020, fully 60 percent said they had 
not been able to identify a successor.

And the agency warned that as business 
owners continued to age, the performance 
of their companies would likely stagnate.

In an even more alarming assessment 
of the situation, the Nikkei business daily 
reported in October 2017 that, within 10 years, 
about 2.45 million SME presidents will be aged 
70 or older, and 1.27 million of them do not have successors.

By 2025, roughly 6.5 million jobs will have been lost, and the 
GDP of Japan—about ¥22 trillion or $197.47 billion—may have 
been lost, the plan concluded. “Business succession issues are 
very urgent for the Japanese economy.”

Mary Nishikawa, a specialist medical writer who founded 
Lexaly Communications and is a co-chair of the ACCJ Inde pendent 
Business Committee, points out that the impact of aging business 
owners is already becoming apparent.

“Small family-owned factories emerged in the 1950s after the US 
Occupation and boomed with the growth of manufacturing. Many 
of these family owners are now elderly, and those who would take 
over the business might not want to manage companies classified 
as being in the ‘three Ks’—kitanai, kiken, and kitsui.” These terms 
translate to dirty, demanding, and dangerous.

“Japan is already losing out to China and India,” she said. 
“If multinationals move factories abroad, those factories 
will also source locally. These small factories in Japan are 
closing down because the companies they have historically 
supplied are no longer manufacturing in Japan, as their 
owners are moving away. The United States experienced this 
some years ago, although it is now trying to persuade those 
manufacturers to return.”

In its 2017 five-year plan, METI’s SME agency spelled out 
the importance of ensuring business succession and provided 
some advice on how to “proactively embark on management 
innovations and other challenging initiatives, e.g., shifting 
the existing business style into a more venture-business style 
through business succession.”

HELPING HAND
Stating that it would “intensively support SMEs in their business 
succession” and “dramatically fortify support frame works and 

measures” for owners and organizations alike, the 
agency’s first step is to set up a platform for SME 

owners and support organizations to connect 
and provide support, such as providing advice.

Secondly, the agency intends to develop an 
environment “that motivates the next gener-
ations to succeed in business” by extending 
support to those who take over a business. 
In addition, the existing Business Succession 

Support Center would be strengthened and 
enhance collaboration with the private sector to 

encourage small-scale mergers and acquisitions 
between SMEs.

Steps are also being implemented to help businesses 
halt operations or carry out mergers, with the agency offering 
assistance to facilitate such changes, as well as helping SME 
owners identify and secure successors to a business or advisors 
to a new management team.

Underlining just how important it is that the authorities get 
SME succession right, Nozomu Takaoka, managing director 
for international relations with the government-backed SME 
Support, Japan, said in an interview with national broadcaster 
NHK that small companies here are facing a “critical” situation.

“If you do not use IT and you are not internationalized, then 
your future is doomed because of the aging and shrinking 
population,” he said, adding that, in the past year alone, some 
30,000 SMEs across the country closed down.

“Maybe we have too many memories of success in the 20th 
century,” he said. “At that time, Japan’s industrial manufacturing 

MARY NISHIKAWA
Specialist medical writer, founder of  
Lexaly Communications, and co-chair of the  
ACCJ Inde pendent Business Committee

STEVEN BLEISTEIN
Founder and CEO of Relansa Inc.
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productivity was among the highest in the world. But the 
problem was that IT investment was not adequate after the 
turn of the century, because the Japanese economy was 
doing okay, so [companies thought] why take a risk and start 
new things?

“You do not have to take a big risk, but, if you take a small risk 
and the government is helping, then you can see some improve-
ment and you can expand,” he said, suggesting that one small 
change would be to encourage young people working in a 
factory to “freely exchange views and express their opinions” 
on how the company might improve.

WHO LEADS?
While Bleistein says he has seen no signs of 
resistance to ideas at least being considered, 
he told The ACCJ Journal, “I don’t believe 
this is an area where government can take the 
lead. I have never known any business owner 
or leader to go to the Japanese government in a first instance for 
advice and support.” he said.

“Leaders of small businesses are much more aware, savvy, 
and in possession of a higher degree of acumen than METI’s 
report credits them with. Lack of awareness and savvy is rarely 
the cause of a delay in succession; the cause is more often that a 
business owner simply does not like the options he or she has.”

THOMAS SHOCKLEY
President and CEO of DocuMonde Inc. 
and co-chair of the ACCJ Independent 
Business Committee

Thomas Shockley, who also co-chairs the ACCJ Indepen-
dent Business Committee and is president and CEO of travel 
document processing solution provider DocuMonde Inc., is 
also more positive about the outlook for Japan’s SMEs. He 
pointed out that similar transitions have been going on for a 
century or more and that businesses have evolved into new 
areas in the modern-day economy.

“As older legacy companies dissolve, new companies coming 
up are more likely than not unsuitable for venture capital 
funding, but will be employers of three, five, or 50 people.”

While this sector of employment 
was, in previous years, the truism of 
the manufacturing sector, it is now 
increasingly true within the software 
sector, for example. As Shockley points 
out, the software sector requires far 
fewer employees than industrialization 
manufacturing. Ford had 202,000 

staff and reported an annual gross profit of $4.19 billion in 
2017, while Facebook had 20,700 employees and reported a 
whopping $35.2 billion in profits for the same period.

Equally, Twitter has made about 1,600 millionaires. The top 
recent Japan IPOs have not created 50 between them.

“Japan needs an ‘angel bank’—experienced individuals with 
truckloads of cash derived from their cashed-in stock options 
such as in the United States,” Shockley said.

“The point I am making is that Japan may actually be in a 
very good position with a smaller population going forward, 
whereas the United States—with its growing population—may 
have too many workers in the sub-middle to lower sector of 
the economy. This will likely create significant social issues 
down the road for the United States.” n

For tightly-held family-
owned businesses, the 
biggest issue by far is 
leadership succession.

Of 300,000 SME owners turning 70 between 
2015 and 2020, fully 60 percent have not been 
able to identify a successor.

Within 10 years, about 2.45 million SME 
presidents will be aged 70 or older—and
1.27 million of them do not have successors.

The average age of an SME owner had risen 
from 47 years in 1995 to 66 years in 2015.



Linking 
Gravity
Mai Fujimoto brings 
crypto to the masses

By John Amari

At first glance, taking the road less traveled appears 
to be a calling rather than a choice for serial entre-
preneur Mai Fujimoto.

But, on closer inspection, it’s clear that her entrepreneurial 
journey has been a combination of luck, smarts, and sheer will. 
“I always wanted to be in control of my own life, so I never really 
had the idea of being an employee,” she told The ACCJ Journal.

Popularly known as Miss Bitcoin, Fujimoto is the founder 
and chief executive officer of Gracone Inc., a Tokyo-based 
blockchain and cryptocurrency consultancy.

An advisor and influencer in the industry, she uses her 
infectious good nature to educate the public about blockchain 
and to raise the industry’s profile in Japan and abroad.

But that’s not all. Fujimoto has leveraged her business acumen 
not only to create a case for using cryptocurrencies but also to 
nourish the burgeoning industry with talent.

And, remarkably, she embarked on this perilous path in 
Japan, a country famous for being risk-averse, and where con-
formity is a virtue. Fujimoto is different; she prefers to stand out.

DIGITAL FAITH
Fujimoto’s journey in blockchain and cryptocurrencies began 
almost by accident back in 2011, when the industry was still 
largely a whisper on the innovation dark web.

As luck would have it, in November of that year, she happened 
to be introduced to Roger Ver, a maverick businessman and early 
investor in bitcoin-related projects. On account of his evangelism 
of the industry, Ver is often referred to as “Bitcoin Jesus.”

Indeed, it was that conversation with Ver that convinced 
Fujimoto of the potential of cryptocurrencies and blockchain—
the technology on which it is built—to change the world.

Such currencies could be a solution for pain points faced by 
users of cross-border payment systems. International transactions 
via currencies such as the dollar or yen are based on costly and 
inefficient systems. Bitcoin promised to do away with such 
legacies, Ver assured Fujimoto.

“Roger explained that, with bitcoin, you can make cross-
border transfers directly, without using a bank, and at almost 
no cost,” she recalled. “Since then, I’ve been very excited about 
blockchain and bitcoin.”
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BRANDING BITCOIN
When Fujimoto was introduced to bitcoin, she was a public 
relations consultant for Kyoto-based international children’s 
modeling agency ikids Inc. (Kids-Tokei).

In addition to their photo service for families, Kids-Tokei, 
at the time, wished to create a donations platform through 
which financially squeezed families in its global network 
could receive funds.

“But we found that making donations across borders using 
fiat currencies was quite expensive. Companies charge a large 
fee to make overseas transactions.”

So, it was music to her ears when she heard about bitcoin 
as a low-cost, easy-to-use, incumbent-free and secure 
payments solution.

But there was one problem.
“Nobody used bitcoin at that time. So, I thought, first, I 

need to promote it. I need to educate people about bitcoin.”
Having reached that conclusion—and with Bitcoin Jesus’s 

evangelism still fresh in her mind—she took what was, for her, 
an entrepreneurial leap of faith and landed on an inspired idea.

“I was sitting at home, writing a blog, and was inspired by 
Japanese baseball player Shigeo Nagashima, who is called 
Mr. Baseball. So, I decided to call myself Miss Bitcoin.”

CRYPTO DEMYSTIFIED
Fujimoto’s Damascus Road conversion happened in 2013. 
As Miss Bitcoin, she has become an evangelist for blockchain 
and the cryptocurrency ecosystem.

Whether speaking at industry confer ences, strategizing 
with blockchain investors and entrepreneurs, or attending 
media events and public forums, she has become a go-to 
expert—and social media influencer—in the crypto space.

“If I travel overseas and I say: ‘Hi, I’m Mai Fujimoto, a 
bitcoin evangelist,’ no one remembers me. But everyone 
remembers Miss Bitcoin.”

That said, Fujimoto is more than just the apparent face 
of bitcoin. She has leveraged her personality, network, and 
extensive knowledge of the technology and its potential to 
create an ever-growing footprint across the industry.

Inspired by her days at Kids-Tokei, she created a donations 
platform called Kizuna, a non-profit organization that supports 
programs in education and music.

Designed to facilitate crowdfunding campaigns via bitcoin 
payments, Kizuna supports at-risk high school students in 
emerging economies. Many of these children are likely to drop 
out of school due to a lack of resources.

But Kizuna serves another purpose. It is a use case for 
cryptocurrencies, a digital asset that—for many around the 
world, including Japan—is still a black box that has little utility 
in their daily lives.

“The platform is very simple. We introduce projects and 
allow people to make donations via a QR code. Anyone who has 
bitcoin or bitcoin cash can donate directly using a digital wallet 
or app on their smartphone.”

By creating an intuitive platform for cryptocurrency use, 
Fujimoto is hopeful that much of the mystery—and fear—that 
surrounds the digital currency will slowly disappear.

ENTREPRENEUR’S DNA
Born and raised in Kyoto, Fujimoto’s entrepreneurial and self-
starting spirit can be traced back to her second year of college at 
Kyoto Women’s University.

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

SOURCE: BLOCKCHAIN.COM

400,000

350,000

300,000

250,000

200,000

150,000

100,000

50,000

T
R

A
N

S
A

C
T

IO
N

S

Confirmed Transactions Per Day
The number of daily confirmed Bitcoin transactions

Nobody used bitcoin at that 
time. So, I thought, first, I need 
to promote it. I need to educate 
people about bitcoin.
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I want to focus on 
social innovation, and 
I hope social impact 
projects can start using 
blockchain technology.

“I quit university when I found a job in sales for a tutoring 
company, because I loved the work and wanted to focus more 
on it,” she confessed.

Not long after she left college to join the company, called 
Popura Inc., she became their top salesperson in Japan. Even 
then, she showed signs of an ability to produce results.

After Popura and Kids-Tokei, she had a short stint as a public 
relations consultant for a company in the crypto ecosystem.

“That was my first experience being paid for work in the 
cryptocurrency and blockchain space,” she remembers.

When, in late 2017, cryptocurrencies hit the headlines 
during a gold rush of initial coin offerings (ICOs)—a digital 
currency-based form of crowdfunding—Fujimoto bit the 
bullet and established Gracone in January 2018.

The company’s name is instructive and explains much of 
her success as an entrepreneur: Gracone is an amalgamation 
of “gravity” and “connect.”

“I have a secret power. As you can see from my company 
name, I can bring people together as by gravity.”

This, too, is remarkable for someone who, when she began 
her global crusade to bring bitcoin to the masses, could barely 
speak English.

“At that time, I could only say, ‘Nice to meet you.’ But, 
every day, I try to learn a new word.”

Still, one gets the sense that there is more to Fujimoto’s go-
getter, pioneering spirit than meets the eye—a key, perhaps, 
to the fearless entrepreneur she is today.

“My mother . . . she is more powerful than me. She has 
a good ability to connect with and help friends and others 
around her. I learned a lot from her.”

FROM SCAM TO GOOD
Was it easy for Fujimoto to make the transition from college 
dropout to top sales executive to public relations consultant 
to blockchain and crypto expert and influencer? Not at all.

It turns out that her hardest pivot was the transition into 
blockchain. Not only did it not come naturally to her (she 
was an education major in college), but the learning curve 
was steep and the stumbling blocks plentiful.

“I took some time. I met with many investors and asked 
them what they thought about bitcoin. Ninety-nine percent 
of them said it is a scam,” she remembers.

What’s more, almost everyone she met advised her not to 
associate with anyone in the industry.

That said, Ken Shishido, one of her early mentors 
and a bitcoin enthusiast, told her that blockchain 
would have a greater impact on the world than has 
the internet revolution.

“‘You should learn about it from now on,’ he told 
me. So, I decided to learn more.”

Apart from leading Gracone and Kizuna, Fujimoto 
today is an advisor to a number of blockchain and 
crypto projects around the world, including Tokyo-
based human resources company withB Co., Ltd., 
which sources professionals such as engineers and 
financiers for the blockchain and crypto ecosystem.

After seven years traversing a road less traveled, 
what lies on the horizon for Fujimoto? “I want to 
focus on social innovation, and I hope social impact 
projects can start using blockchain technology.” n
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“You need more fiber in your diet,” my doctor 

said. I heard him, but, as is often the case in Japan, 

obtaining the desired food locally wasn’t easy. 

For a while, a nearby branch of Seijo Ishii sold an 

oatmeal-oat bran mix from the United Kingdom 

that I liked and was easy to prepare. But sales were 

soon discontinued due to complaints over quality. 

Then I found oat bran flakes from Ireland, sold at 

Kinokuniya; but these suffered the same fate.

Around the middle of this decade, big changes took place 
in the Japanese market for cold cereals—particularly granola. 
Although domestic supermarket chains stocked various 
brands, nearly all were marketed as a confection rather than 
a health food because they were presweetened. Ultimately, 
I found myself still obliged when returning from overseas to 
stuff my baggage with as much oat bran as Delta Air Lines 
would allow.

COMING TO JAPAN
That changed in July 2016 when, while visiting Portland, OR, 
I discovered Bob’s Red Mill grain products. By year-end my 
stock was nearing depletion. In desperation, I went to the 

Bob’s Red Mill website, which appeared to accept orders 
from overseas.

“Wait,” the regional sales manager responded, “We’re just 
about to start sales in Japan.” Bob’s, it seems, had tied up with 
Ebisu-based trader Upperleft Co., which had just arranged 
for a variety of hot and cold breakfast cereals and baking 
ingredients to be sold at National Azabu, a supermarket in 
Hiroo coveted by Tokyo’s expat community.

I soon hustled over for a look-see and staggered home 
under the weight of several large packages of Bob’s products.

For those lacking the ability to transport bulky packages, 
several dozen items can now be purchased online from health 
food suppliers and Amazon Japan.

Although Bob’s products are popular among US expat 
communities in other parts of Asia—including China, the 
Philippines, Singapore, and Hong Kong—the brand was a 
relative latecomer to Japan. I wondered why.

“Import regulations kept us away from Japan in the past,” 
explained former Chief Operations Officer Dennis Vaughn, 
who succeeded Bob Moore as chief executive officer on 
August 1. “But we found a great partner in Japan that has 
been able to work through these challenges and get our 
products into the Japanese market.”

START OF THE ROAD
The Milwaukie, Oregon-based company has an interesting 
history. In 1978, Bob Moore and his wife Charlee moved to 

OREGON TRAIL
The whole grain market’s winding road

By Mark Schreiber
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the Portland area after he retired from his job in California. 
Fascinated by traditional milling methods that date back to 
Biblical times, he set out to revive stone-grinding as a hobby. 
Inspired by Charlee, a strong believer in the nutritional value 
of eating unprocessed whole grains, Bob’s first product was 
whole-wheat flour.

This interest in old-fashioned milling equipment led to 
the founding of Bob’s Red Mill Natural Foods, and a major 
breakthrough early in the company’s history helped it establish 
a strong regional presence.

“Back in 1982, Fred Meyer, a local Pacific Northwest chain 
that’s now part of [national grocer] Kroger, wanted to work 
with us because we had high-quality products and we could 
also meet customer demand,” Vaughn explained. “It was a 
huge success. They awarded us their Supplier of the Year 
honor in 1983, and we work closely with them to this day with 
promotions and events such as their Corporate Wellness Fair.”

It was to take another two decades, however, before Bob’s Red 
Mill began emerging on the national scene.

“We were happy to be a thriving local business, but when we 
started advertising nationally sales really started to soar,” said 
Vaughn. “Our advertising includes television commercials and 
print ads in national magazines such as The Pioneer Woman 
and Food Network Magazine, as well as regional magazines 
such as Portland Monthly and Seattle Magazine. We also reach 
tens of thousands of people each month through our digital 
ad campaigns, which include display advertising, videos, and 
outreach on social media sites such as YouTube, Instagram, 
Facebook, Pinterest, and others.

“Here in Portland, you can see Bob’s Red Mill pretty much 
wherever you go, thanks to the beautiful billboards we put 
together with our ad agency Grady Britton.”

MORNING MUST
Demand for breakfast cereals in the United States has undergone 
major shifts over the past decades. Vaughn pointed out that, 
while the company positions itself as a producer of natural 
foods, “More and more people want to know and recognize 
where their food comes from, and natural foods have joined 
the mainstream.

“We joke that back in the 1970s, when we began, whole-wheat 
flour was an ‘alternative’ flour,” Vaughn added. “Today, it’s a 
commonplace ingredient in pantries worldwide. Our customer 
base has definitely grown to include the everyday shopper. As 
awareness of whole grain, gluten-free, vegan, and other specialty 
diets grows, these niche products have joined the mainstream.”

Gluten intolerance, also known as celiac disease, is an 
autoimmune disorder said to affect about one in 133 Americans 
that can occur at any age. Vaughn said that the gluten-free 
movement has ended up expanding everyone’s diets and has 
introduced people to new and flavorful possibilities.

“The growing popularity of gluten-free eating has inspired all 
kinds of new and alternative products, such as coconut flour, 
almond flour, and gluten-free flour blends, in addition to gluten-
free versions of existing foods, such as oatmeal and granola. 
However, products such as almond flour are more than just a 
substitute for wheat flour; they have their own unique properties 
and are used in delicious dishes that everyone can enjoy.”

According to Vaughn, varieties of oatmeal remain the 
company’s strongest sellers.

“They are extremely popular, in part because we have some-
thing for everyone: rolled, steel cut, and Scottish, which is a 
stone-ground porridge. We also have varieties that are gluten-
free, organic, and even organic plus gluten-free together. We 
recently debuted single-serve oatmeal cups in a variety of flavors, 
and they’ve been a great success story for us.”

The company’s most recent claim to fame was taking first place 
at the World Porridge Making Championship in Scotland—for 
the second time.

“We first entered the World Porridge Making Championship 
in Scotland in 2009,” said Vaughn. “We were very confident 
about the quality and flavor of our oats, but Scotland invented 
oatmeal. So, we were up against some tough competition. We 
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OREGON TRAIL
The whole grain market’s winding road

By Mark Schreiber

More and more people 
want to know and recognize 
where their food comes 
from, and natural foods have 
joined the mainstream.

Mark Schreiber (right) with Bob’s Red Mill founder Bob Moore
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were thrilled when we won the coveted Golden Spurtle that 
year. We were the first Americans to win the honor of making 
the best porridge in the world. We’ve since repeated that 
success in 2016, when Bob Moore went there in person and 
took home the grand prize.

“That definitely raised our profile internationally, but it was 
also a testament to all of the people at Bob’s Red Mill who 
work hard to create our premium oats—now known officially 
as our World Champion Oatmeal®.”

EMPLOYEE BUY-IN
On Bob Moore’s 81st birthday, in 2010, he surprised all his 
employees with a special gift: an Employee Stock Ownership 
Program (ESOP) that made everyone an employee-owner.

“There’s a motto here: Keep Portland Weird,” Vaughn quipped. 
“A lot of people were surprised when Bob gave the company 
to his employees instead of selling to a big corpora tion. 
They thought it was a little weird! And we’re happy to 
own that.”

According to Vaughn, Oregon’s favorable reputation abroad 
has been instrumental in promoting the company’s products 
outside the United States. Bob’s exports to some 70 countries.

“Oregon is an important part of the fabric of Bob’s Red Mill. 
The pioneer spirit, the do-it-yourself ethos are perfectly in line 
with our company’s mission to bring the highest-quality foods 
to people around the world. We still grind our whole grains 
on centuries-old quartz millstones that we sharpen by hand. 
A lot of the machinery and equipment we use was designed 
by Bob himself.”

Vaughn also credited promotional activities by his state’s 
department of commerce, which, he added, “has been very 
useful matching us with buyers overseas.”
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NORTHWEST PASSAGE
In March, I planned the route of a visit to the Pacific Northwest 
so I could return via Portland. A friend there—also a fan of 
Bob’s products—drove me to the Milwaukie suburb so that 
I could shop and dine at Bob’s Red Mill Whole Grain Store, 
Restaurant & Bakery.

But before that, we joined about two dozen other people for 
the daily tour of the factory. As the guide herded us around 
the production areas, viewed through reinforced windows, in 
strolled the man whose face appears on the packaging: Bob 
Moore, the company’s founder.

A smiling Moore spent about 10 minutes chatting with the 
thrilled visitors and posing for photos. Although his appearance 
is practically a daily routine at the factory, he seemed to be 
enjoying the encounters as much as the visitors. With a glow 
and vigor that belies a man close to 90 years old, it occurred to 
me what an exemplary role model Bob Moore is, inspiring his 
team and embodying the benefits of the healthy food products 
he and his employees make and sell. n
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AD ACE
Naomi Osaka serves Japan  
brands Olympic opportunity

By Akihide Anzai and Daisuke Uozumi

Twenty-year-old tennis star Naomi Osaka became the 

face of Japanese sporting prowess when she defeated 

Serena Williams to win the United States Tennis Open 

Championship on September 9, bringing Japan its first 

Grand Slam title. And, on September 13, she became 

the face of Nissan Motor Company, Ltd. as the Japanese 

carmaker sought to cash in on her sudden fame by 

naming her its global ambassador.

Nissan’s deal—of which the company declined to give financial 
details—is likely to be followed by many more. Companies are 
increasingly turning to sponsorship of sports, entertainment, and 
the arts as a means of promoting their products. Last year, global 
corporate spending on sponsorships was $62.7 billion. Osaka, 
suddenly one of the hottest properties in tennis, will have global 
brands fighting hard for a share in the powerful cachet of her 
youthful, modern, mixed-race image.

RISING STOCK
But for Japanese companies, in particular, her win was “perfect 
timing,” according to a manager at a major Japanese advertisement 
agency. Coming just before the Tokyo 2020 Olympic and 

Paralympic Games, Osaka’s rise as “a Japanese player competing 
on the world stage” will be the ideal platform for Japanese 
businesses operating in the global market, the manager added.

“It was very good . . . for us,” an official of Citizen Watch Co., Ltd. 
told the Nikkei Asian Review. The Japanese company named 
Osaka its first global ambassador last month and will, in the 
coming days, promote the worldwide launch of the watch 
she wore during the US Open final. “We will focus on foreign 
markets such as North America and Asia,” the official said. 
“Osaka evolves every day. She fits our brand concept very well.”

Some of Osaka’s existing sponsors have already seen a payoff 
from her triumph. Inquiries about subscriptions at pay-television 
company Wowow Inc.—which not only sponsors Osaka but 
has broadcast rights in Japan for all Grand Slams—jumped 
500 percent on the day Osaka won the semifinal, an official 
told Nikkei.

Following the win, Yonex Co., Ltd., her equipment supplier 
since 2008, saw its shares rise 11 percent over the previous week’s 
close. The company will increase production of the Ezone 98 
racket, which Osaka used in the final, and has decided to expand 
sales of tennis gear as part of a new management plan.

Nissin Food Products Co., Ltd., the Japanese instant noodle 
maker which struck a deal with Osaka in 2016, enjoyed a more 
modest 3-percent rise. But a company spokesman told Nikkei he 
expected the increased brand exposure to lead to higher sales.
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RISING STAR
Osaka’s value as a brand has suddenly skyrocketed. “Her 
opportunities for media exposure will increase,” said the 
advertising executive.

That could mean existing sponsors will need to significantly 
increase their payments or risk losing the exposure they get 
from a rising global star.

Rivals are already circling—especially in Japan. Adidas’s 
contract for her footwear expires at the end of the year. Motoi 
Oyama, chief executive officer of Japanese sportswear brand 
Asics, said it was still “too soon after her victory” to decide 
whether his company would fight Adidas for the contract. 
But he put the price at “over ¥100 million for the shoes.” Asics 
already sponsors 14-time Grand Slam winner Novak Djokovic.

The Nissin spokesman said the company’s sponsorship 
might have to be reviewed in light of the US Open victory. 
The company would decide whether to continue the deal after 
examining the merits and potential increase in fees, he said.

Osaka’s mixed-race heritage—which has sparked debate in 
Japan about whether she is truly Japanese—is unlikely to deter 
local companies from wanting to profit from her success.

Her mother comes from the northernmost prefecture of Hokkaido. 
Her father is Haitian. Osaka was born in Japan but moved to 
New York at the age of three and speaks Japanese haltingly. In a 2016 
USA Today interview, Osaka noted: “When I go to Japan, people are 
confused. From my name, they don’t expect to see a black girl.”

But the fact that “she is half-Haitian or has dark skin and can’t 
speak Japanese too well,” is of no concern, the ad manager said. 
Instead, she could be of great value to the country’s sponsors 
whose business is selling merchandise directed at women. So far, 
there are far fewer women than men among the Japanese medal 
contenders for 2020.

The hope in some communities is that this may change, in part 
thanks to Osaka’s success.

BREAK POINT
Tokyo-based tennis school VIP TOP Group has 14,000 club members, 
including 3,725 junior members under the age of 15. Club membership 
jumped by 1,000 in the year after Nishikori’s success in 2014. A club 
official said that, since the retirement of Japan’s last female tennis star, 
Kimiko Date, in 1996, young girls with ambitions to play tennis have 
lacked a local role model. “Nishikori’s success brought us many new 
male players. We hope Osaka will be a new icon who can encourage 
young girls to start playing tennis.”

Yet others who develop competitive players suggest that Osaka’s 
background and US training make her one of a kind. “It will 
probably be impossible to raise and train a second Naomi Osaka 
in Japan,” said the head of a private tennis club. n

©2018 Nikkei Inc. Nikkei Asian Review is published 
    by Nikkei Inc. All rights reserved.

Executives in the sponsorship industry estimate 
that Osaka could now demand three or more times 
her current price per contract. It has been reported 
that she currently earns some $1.5 million a year 
from her various sponsors—still a long way from the 
$18 million earned by her heroine and role model, 
Williams. But that was before the Nissan deal.

ROLE MODEL
The fact that she has chosen to play for Japan may 
make a difference to the price she can command, 
given the desire of Japanese companies to find a local 
hero to support as the Olympic Games approach. 
According to Forbes’ 2018 List Of The World’s 100 
Highest-Paid Athletes, Kei Nishikori, Japan’s star male 
player who has yet to win a Grand Slam, earned $33 
million from endorsements between June 2017 and 
June 2018. That’s less than fellow tennis star Roger 
Federer’s $65 million, but more than big names such 
as Rafael Nadal ($27 million) and this year’s male US 
Open winner Novak Djokovic ($22 million).

“Japanese businesses right now are sponsoring 
Nishikori to make him a symbol for 2020,” said the 
manager. “They may start throwing similar sums at 
Naomi Osaka as well down the road.”

NAOMI OSAKA

Age: 20

Career record: 170–114 
 (59.86%)

Career titles: 4

Highest ranking: No. 7 
 (Sep. 10, 2018)

Current ranking: No. 7 
 (Sep. 10, 2018)

Prize money: $7,032,734
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MINISTRY OF LAND, 
INFRASTRUCTURE, TRANSPORT  
AND TOURISM

NEW FORUM INVOLVES 
YOUNGER STAFF, 
URBAN PLANNING

The Ministry of Land, Infrastructure, 
Transport and Tourism (MLIT) has estab-
lished a forum entitled Policy Venture 2030, 
through which mid-ranked and younger 
ministry staff can discuss public works and 
urban policies from a bold perspective.

While some belittled the move as no more 
than a rehash of a similar approach adopted by 
The Ministry of Economy, Trade and Industry 
(METI) in May 2017, MLIT has proposed a 
total of 21 policy points that include:

n Finishing backed-up assignments
n Being proactive toward the future
n Fostering contin uous change

The project team comprises 34 members, 
with an average age of 35 years, who are seen 
as likely to have advanced to executive levels 
by 2030. They will exchange opinions with 
more than 170 staff members and groups, visit 
different regions, and take part in symposiums.

One area of focus will be deregulatory 
measures aimed at receiving non-Japanese 
residents, with dis cussion of Japanese 
customs such as security deposits and 
monetary gifts to land lords (key money), 
and the need for personal guarantors. In the 
case of rental housing, it has been suggested 
that monthly rents be raised to cover the 
difference in lieu of the traditional system.

Staffing of regional government offices 
is also a concern. As Japan’s population 
declines, it will become more difficult to deal 
with issues in a timely manner, leading to 
deterioration of infrastructure. One proposed 
solution is the development of apps through 
which citizens can easily report problems, 
such as road damage, to government admin-
istrators. Apps that match residents with 
simple tasks such as weed removal are also 
being planned.

MINISTRY OF ECONOMY, TRADE 
AND INDUSTRY

PREMIUM FRIDAY TO 
BECOME PREMIUM MONDAY?

The Premium Friday plan launched by the 
government in February 2017 turned out 
to be a flop.

Initially, the idea was for workers in both 
the public and private sectors to leave work 
at 3:00 p.m. on the last Friday of the month 
so they could spend more by shopping, 
going to the movies, eating out, or taking 
short weekend trips.

The response, however, has been insuf-
ficient to bring any appreciable benefit to 
the economy. In a January 2018 survey 
by the Nippon Life Insurance Company’s 
NLI Research Institute, 94.5 percent of 

respondents said they were aware of 
Premium Friday but only 3 percent said 
they actually took advantage of it. Of 
those who did, 46.3 percent used the 
extra time for eating out, 44.6 percent for 
shopping, and 30.3 percent spent the time 
at home. About 80 percent said they spent 
less than ¥10,000 and a majority spent 
between ¥3,000 and ¥4,900.

It is believed that another reason for 
the failure of Premium Friday is that, 
in many sectors, the end of the week or 
month is a particularly busy time. In 
retail and service industries, in particular, 
Premium Friday coincides with the peak 
business period.

So, METI has expressed a desire not to 
depend on the last Friday of the month 
and instead apply a flexible approach.

The Premium Friday on July 27 turned 
out to be the last of its kind, and—as it 
occurred at the start of summer vacation—
some 140 department stores around the 
country held special sales in an effort to 
stimulate individual consumption.

That same day, METI announced per-
sonnel changes as a way of demonstrating 
its own flexible approach and put into 
place a provision that allows workers to 
take the extra time on Monday mornings 
instead of Friday afternoons. As one 
bureaucrat put it, this “enables a person 
to have a good time on Sunday nights.” n

New work styles in which jobs are recruited 
via the internet head lined discussions. Par-
ticularly conspicuous were such unfamiliar 
terms as “gig economy” (independent workers 
engaged in short-term work) and “agile,” 
in reference to a development method that 
entails minimal risk. Changing the bureau-
cratic environ ment so that such terms can 
be used freely may prove a greater challenge 
than putting the proposals into action.
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One of the leading international serviced residence owner-
operators, The Ascott Limited (Ascott) has more than 

55,000 serviced residence units in key cities of the Americas, 
Asia-Pacific, Europe, the Middle East, and Africa. More than 
39,000 units under development brings the total to some 94,000 
units in more than 630 properties.

A wholly-owned subsidiary of Singapore-based CapitaLand 
Limited, Ascott has been a part of Tokyo’s serviced residence 
market for 16 years with its Citadines and Somerset brands. The 
recent one-year anniversary of Ascott Marunouchi Tokyo, in March 
of 2018, and the success the serviced residence has seen over 
the past year, has been significant in affirming Ascott’s position 
in Japan.

MILESTONE
Tan Lai Seng, regional general manager 
for Ascott in Japan and Korea, spoke with 
The ACCJ Journal about the opening 
of Ascott Marunouchi Tokyo, explaining 
how it marks “a milestone in our long-
standing partnership with Japanese 
companies such as Mitsubishi Estate Co. 
Ltd. since we entered the market in 2001. 
It enhances our presence in Japan, where 
we currently operate six other serviced 
residences and 16 properties for corporate lease.”

Situated in the prestigious Otemachi–Marunouchi business 
district, Ascott Marunouchi Tokyo provides spacious and 
elegantly designed apartments and offers residents a good 
view of the Imperial Palace’s East Garden—a rare sanctuary in 
the bustling city.

With the Ginza shopping district nearby, the area in which 
Ascott Marunouchi Tokyo resides is surrounded by some of 
the city’s most distinct districts. “For a local touch, guests can 
choose apartments that come with tatami mats,” said Lai Seng. 
“Facilities at the serviced residence include a swimming pool, 
rooftop terrace, gymnasium, reading lounge, business center, 
and meeting rooms.” With little touches to make guests feel 
at home and local experiences to explore, Ascott Marunouchi 
Tokyo is perfect for business travelers as well as families.

HONORED EXCELLENCE
At this year’s World Travel Awards Asia & Australasia, The 
Ascott Limited was crowned Asia’s Leading Serviced Apartment 
Brand for the third consecutive year. With a total of 11 awards, 
Ascott solidified its place as one of the most impressive and 
prominent serviced residence owner-operators. Globally, 

Ascott is present in more than 160 cities across 30 countries. 
“Our global network and hospitality experiences make Ascott 
the preferred accommodation choice for many multinational 
companies,” added Lai Seng.

Among the 11 awards won by The Ascott Limited at the World 
Travel Awards Asia & Australasia, Citadines Apart’hotel was 
named Japan’s Leading Serviced Apartment Brand and Citadines 
Shinjuku Tokyo received Japan’s Leading Serviced Apartments 
honors. Lai Seng explained: “The serviced residences are in prime 
locations and come with separate living and dining areas, fully 
equipped kitchens, en-suite bathrooms, and modern amenities 
that help guests enjoy the home-away-from-home experience.”

NEW PROJECTS
Recently, Ascott has partnered with NTT 
Urban Development Corporation, a subsid-
iary of Nippon Telegraph and Telephone 
Corporation, to explore serviced-residence 
opportunities in Japan. They are currently 
studying possibilities regarding two projects 
in Fukuoka and Yokohama. Ascott has also 
signed a lease agreement with department 
store chain Takashimaya Company Limited 
to oper ate the first Citadines Apart’hotel in 
Osaka. Situated in Namba, Osaka’s enter-

tainment and shopping district, the serviced residence will be 
a huge benefit for the city, which welcomed 11.1 million tourists 
in 2017. Opening in 2019, the residence will have more than 300 
apartments, as well as facilities such as a gymnasium, confer-
ence room, and kids’ playroom.

“According to the latest JETRO Invest Japan Report, Japan’s 
net inflow of foreign direct investment reached a record high, 
and demand for serviced residences is likely to grow,” Lai Seng 
said. And the partnerships that Ascott has made with leading 
property developers in Japan give Ascott access to highly 
coveted quality assets in strategic locations. This will expand 
the Ascott property portfolio, and uphold its reputation as the 
leading serviced residence owner-operator. According to Lai 
Seng, Ascott is targeting the launch of 12 more properties in 
Japan by 2020. n

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

DEFINING  
GLOBAL LIVING

Ascott looks to the future of  
serviced residences in Japan



3M Japan Limited 

Abbott Laboratories/ 
Abbott Japan Co., Ltd.

AbbVie

Adobe Systems Co., Ltd. 

Aflac

AIG Companies in Japan

Amazon Japan G.K.

Amway Japan G.K.

Asia Strategy: Business Intelligence,  
Public Policy, Advocacy

AstraZeneca K.K.

Bayer Yakuhin, Ltd.

Becton Dickinson Japan

Bloomberg L.P.

Boeing Japan K.K.

Broadsoft Japan K.K.

Caesars Entertainment Japan

Catalyst 

Caterpillar

Chevron International Gas Inc.  
Japan Branch

Cisco Systems G.K. 

Citigroup

Coca-Cola (Japan) Co., Ltd.

Colt Technology Services Co., Ltd.

Cummins Japan Ltd.

Deloitte Touche Tohmatsu LLC

Delta Air Lines, Inc.

Deutsche Bank Group

Dow Chemical Japan Ltd.

Eli Lilly Japan K.K.

en world Japan

EY Japan

Federal Express Japan G.K.

Freshfields Bruckhaus  
Deringer Tokyo

GE Japan Inc.

Gilead Sciences K.K. 

Goldman Sachs Japan Co., Ltd.

Google G.K.

GR Japan K.K. 

H&R Consultants K.K.

Hard Rock Japan LLC

Heidrick & Struggles Japan  
Godo Kaisha

Hilton

The Howard Hughes Corporation

IBM Japan, Ltd.

IHG ANA Hotels Group Japan

Intel K.K.

IQVIA

Johnson & Johnson 
Family of Companies

KPMG

Lenovo Japan

Lockheed Martin 

Mastercard Japan K.K.

McDonald's  
Company (Japan), Ltd.

McGill Japan

McKinsey & Company, Inc.  
Japan

Melco Resorts & Entertainment  
(Japan) Corporation

Merrill Lynch Japan  
Securities Co., Ltd.

MetLife

MGM Resorts Japan LLC

Mitsuuroko Group Holdings Co., Ltd.

Mizuho Financial Group, Inc.

Monex Group, Inc.

Morgan, Lewis, & Bockius LLP

Morgan Stanley Japan Holdings Co., Ltd.

MSD K.K.

Naigai Industries, Inc.

Nanzan Gakuen  
(Nanzan School Corporation)

Northrop Grumman Japan

NYU School of  
Professional Studies Tokyo 

Oak Lawn Marketing, Inc.

Ogilvy & Mather (Japan) GK

Pattern Energy Group Inc.

Procter & Gamble Japan K.K.

Prudential Financial, Inc.

PwC Japan

QUALCOMM JAPAN Inc.

Randstad K.K.

Relansa, Inc.

Robert Walters Japan K.K.

SanDisk Limited

Squire Patton Boggs

State Street

Steelcase Japan K.K.

Teijin Limited 

Thomson Reuters Japan KK

Uber Japan Co., Ltd.

United Airlines, Inc.

Visa Worldwide (Japan) Co., Ltd.

VMware Japan K.K.

The Walt Disney Company (Japan) Ltd. 

White & Case LLP

Zimmer Biomet G.K.

The ACCJ thanks its

Corporate Sustaining Member companies
Their extensive participation provides a cornerstone in the chamber’s efforts  

to promote a better business climate in Japan.  Information as of September 18, 2018.
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American Airlines is the official partner of the 31st Tokyo International Film Festival.
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