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President | An nual Meetings

PROVIDING GREATER ACCESS
AND HIGHLIGHTING KEY
AUTUMN EVENTS
Jay Ponazecki

A

s a means of providing you with access to more
Japanese government leaders and leaders of Japanese
companies, we are piloting a new simultaneous
interpretation program starting now through the end
of the first quarter next year. The ACCJ will subsidize
the cost of providing simultaneous interpretation for up to four
speaker events in an amount equal to ¥400,000 per event. If you
have any questions about this pilot program, please do not hesitate
to contact Humza Ahmad, ACCJ Programs Manager.

2014 Diet Doorknock
We held our 19th annual Diet Doorknock (DDK) on October
28–30. For those of you unfamiliar with our DDK, it is a
Government Relations Committee (GRC)-organized initiative in
which Chamber representatives from a wide array of committees
and industry sectors meet with senior officials of key ministries
and Diet members from various parties to raise issues of import to
the Chamber and US business interests in Japan. This year about
60 ACCJ members met with over 50 officials.
Each year we select three or so key themes for the DDK. This
year we decided to focus on: (i) Japan’s participation in the
Trans-Pacific Partnership as a means of allowing the United States
and Japan to work together in areas of common interest such as
IP rights, investment protection, customs reform and free data
transfers, (ii) greater labor mobility, including greater female work
participation, as a means of increasing productivity and further
stimulating economic growth in the face of a declining population
and (iii) adopting measures that will create a more conducive
environment for innovation and entrepreneurship in Japan.
A tremendous amount of work goes into preparing for the
DDK. I would like to thank all our volunteer leaders who have
prepared viewpoints and white papers so far this year. We
presented a full set of the Chamber’s current viewpoints and
white papers at each meeting. (This year we had almost 35
viewpoints active at the time of the DDK, more than any year
in recent memory.)
A very special thanks to Arthur Mitchell and Larry Greenwood,
GRC Co-Chairs, for all their hard work in organizing the DDK,

jponazecki@accj.or.jp

and to Sam Kidder, Noriko Ijichi, Asami Ide and Ethan Schwalbe
for their invaluable support.
Very special thanks as well to Ambassador Caroline Kennedy
for graciously hosting a reception at her residence on October 30
for all the ACCJ members and Diet members who participated in
this year’s DDK.
If you have any questions about the Chamber’s advocacy
initiatives and how you can get involved, or if you need assistance
preparing any advocacy documents, please do not hesitate to
contact Andy Conrad and Eric Sedlak, Co-Chairs of the External
Affairs Advisory Council, or Ethan Schwalbe, ACCJ Associate
Director for External Affairs.

2014 Ordinary General Meeting
I hope to see many of you at this year’s Ordinary General
Meeting (OGM) on November 5, starting at 6:30pm at the ANA
InterContinental Hotel. There is no charge for attending. For the
first time in ACCJ history, a live streaming video on the ACCJ
website will also be available for ACCJ members who are not able
to attend in person. The OGM includes a presentation by the
Nominations Committee on the slate of candidates for this year’s
annual election (and approval of such slate by the Chamber’s
voting members), a State of the Chamber report by the President
and Reports by the Treasurer and Executive Director. There will
also be time for your questions and comments. This year light
refreshments in addition to coffee and cookies will be provided so
that those attending in person will have a chance to network and
catch up with other members.
The Nominations Committee puts a lot of time and energy
into preparing the slate of candidates and meets weekly over
the summer months to complete this very important process
on behalf of the Chamber. Please join me in thanking Royanne
Doi for serving as the Chair, Harry Hill for serving as the ViceChair and Allan Smith for serving as the Board Liaison, and all
the dedicated members of the 2014 Nominations Committee:
Ryan Armstrong, Mark Baldwin, Scott Bower, Ben Fouracre,
Shugo Fujioka, Piyasena Perera, Ruth Jarman Shiraishi, Mitsuyo
Teramura and Ryann Thomas. •
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Smart ways for clever
companies
No annual sign-up fees
IKEA BUSINESS Membership benefits
Member only offers
We offer campaigns and special-price offers only
for our IKEA BUSINESS members.
Interior planning service
We can help plan a new layout for your office,
shop, cafe, restaurant, model home or other
business spaces with the best choice of IKEA
furniture based on your style, space and budget.
(Reservation required/Fee ¥9,900 per layout, refundable with
purchase of ¥200,000 or more)

E-mail order service
IKEA BUSINESS members with an IKEA
BUSINESS, billed account card can order via
e-mail.
(Applications available in-store or at www.IKEA.jp/business).

Assembly service
With a purchase of ¥200,000 or more, the
Assembly service charge is reduced to 15% of
the purchase price of goods to be assembled.
You save 5% OFF the normal charge of 20%.
(Some restrictions may apply, ask in-store for details).

50% off IKEA restaurant drink bar
As a member, you and your guests will all get our
drink bar for half price.
Offer is not available on Sat-Sun and national holidays, as well
as 1/2/2015 and 8/10-14/2015.

E-newsletters
You will receive the latest information on events
and special offers from your local IKEA store.

www.IKEA.jp

© Inter IKEA Systems B.V. 2014

Seminars and events
You are invited to special seminars and events
only for IKEA BUSINESS members at any IKEA
store in Japan.

Editor | Diplomacy

FAIR TRADE

Brandi Goode
brandi@custom-media.com

I

will admit to being guilty
of Tokyo-centric behavior.
Living and working in such a
vast metropolis can consume
our time and energy, becoming
our main focus.
However, we must not forget
the importance of other regions to
the national economy. Of Japan’s
128 million inhabitants, some 33.7
percent dwell in the Kanto region,
17 percent in Kansai, and 13.6
percent in the Chubu region (2010
census data). Kansai’s economic
scale surpasses that of neighboring
Asia–Pacific countries such as
Indonesia and Thailand. Chubu,

meanwhile, accounts for 10 percent
of Japan’s gross economic output
and 1 percent of global GDP.
Since taking over the ACCJ
Journal in July, I’ve been mindful
to engage the Chubu and Kansai
chapters where possible in the
magazine, to maintain the values
of diversity and inclusion espoused
by the American Chamber of
Commerce in Japan. This month
our friends in Chubu have earned
the coveted cover spot (see page 14).
I hope the Kanto readers can learn
from this update on regional issues
and points of progress.

Seal of approval
Back home in the United States, for
some time now the organic debate
has been raging over the labeling
and (over)use of the term “organic”
on food and personal care products.
America has been a leader in the
naturals movement. It is the world’s
largest market for organic food and
drinks, with 2013 sales of around
$31.5 billion, according to the
Organic Market Research Project.
These days, most US supermarkets
have entire sections devoted to
organic goods, and shops like
Whole Foods Market have reported
spectacular earnings growth.
Unfortunately, as in other
sectors such as banking, Japan lags

behind, its standards still loose at
best. Consumers here certainly value
knowing the origin of the foods they
eat, as evidenced by the proliferation
of farmers’ markets sprouting up in
urban areas; this has been particularly
evident in the wake of the 2011 Great
East Japan Earthquake and subsequent
nuclear crisis. But the emphasis
remains on locally grown over
organically farmed produce.
We interviewed three leaders in the
organics sector in Japan about recent
developments and the promise of
future growth (see page 26). One ray
of hope is the equivalency agreement
signed by the United States and Japan
in September 2013. This pact allows
products with an organic seal in their
country of origin to be labeled and
sold as organic in the purchasing
country. Here, certification is granted
with a Japanese Agricultural Standards
(JAS) seal.

The ambassador in us all
Finally, ACCJ Executive Director
Samuel Kidder has written an
article about two individuals whose
contributions to Japan far exceeded
their stated charge (see page 52).
Though both were in this country
on diplomatic missions, their legacy
demonstrates how each of us can play
a role in building bridges between
Japan and the United States. •
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Interview | Leadership

RINGING TRUE
Chair of U.S. Chamber of Commerce Steve Van Andel
extols entrepreneurial spirit
Custom Media

T

here is a ship’s bell just
outside the door to Steve
Van Andel’s office, at the
headquarters of Amway in
Ada, Michigan. Every time
Van Andel walks past that bell, it
gives him a little mental nudge.
“There are a few skills and
attributes I can think of that a
business leader requires,” Van
Andel told the ACCJ Journal in his
capacity as head of the Executive
Committee of the U.S. Chamber
of Commerce, where he has twice
served as chairman.
“I tend to look at things in the
context of an entrepreneur,” he
said, shortly after addressing the
American Chamber of Commerce
in Japan’s CEO Forum. “And I
think of my father as one of the
great entrepreneurs.”
As a young man, Amway
founder (and Steve’s father) Jay
Van Andel bought a sailing boat
with a friend. After carrying
out some repairs, the pair set
sail from Michigan, headed for
South America.
It mattered little that Van Andel
and his friend had never sailed
a boat before and did not really
know much about the skills
required to operate a yacht safely
over long distances. They were
young, keen, and determined.
Things went reasonably well for
the novice sailors as they crossed
Lake Michigan and made their
way up the St. Lawrence Seaway to
the Atlantic Ocean. The East Coast
12 | ACCJ JOURNAL • NOVEMBER 2014

likely presented more challenges,
but the vessel eventually made it
safely to the southern tip of Florida,
from where the young men set out
for Cuba.
They made it, but barely, Steve
Van Andel commented.
“By the time they got to Cuba,
they realized that they didn’t know
what they were doing,” he said.
Before abandoning the boat, Van
Andel salvaged a couple of items,
including the ship’s bell. Instead of
giving up on the adventure entirely,
they proceeded to South America
to complete what had been their
original objective.
“I think about my father’s trip
every time I see that bell,” Van
Andel said. “He was a risk taker, and
that just shows how determined
he was. He did not stop at the first
obstacle or any that followed. He
kept going and he figured out how
he was going to achieve what he had
set out to do.”

Striking out abroad
Similar attributes are required
of a business leader today, arguably
more so for anyone traveling
outside their comfort zone to
establish or expand a business in
a very different and challenging
market—such as Japan.
“There are challenges here
in the sense that there are
challenges whenever a US firm
goes overseas, with distance making
things more difficult,” 59-year-old
Van Andel said.

Attempting
to simply
duplicate
a system
that works
at home
is often a
mistake.

“A company has to look at the
consumer for whatever kind of
business they are in. They need to
make sure that when they start their
business, they have the products and
distribution system that are required,
and that they really give consumers
what they want and need.”
Attempting to simply duplicate a
system that works at home is often a
mistake, he said. This is a message he
had similarly expressed during his visit
to South Korea before arriving in Japan.
“I think there are a lot of positives
about the Japanese market at the
moment, even though the economy
has flattened out,” he explained. “We
still see high rates of consumption,
the country has tremendous
wealth, and it has a very industrious
population. When you bring those
things together, the potential for the
future is tremendous.”
Balancing the responsibilities and
day-to-day needs of two vast and
influential business organizations—
the U.S. Chamber of Commerce
and Amway—must be a daunting
undertaking, but Van Andel prefers
to play up the synergies.

Essence of enterprise
“The great thing is that there are a lot
of similarities between the chamber
and Amway,” he said. “The chamber
focuses on the spirit of enterprise,
just like Amway, so there is a natural
balance for me. That focus on
entrepreneurship means that both
dovetail nicely, making my days
fairly easy.”

Interview | Leadership

The American Chamber of Commerce in Japan is one
of 115 affiliates in 108 countries, and members here
provide critical information on market developments.

Founded in 1912, the US
chamber is based in Washington,
D.C. and has three million members.
Its slogan is “Fighting for your
business,” reflecting its core purpose
as the single largest voice for US
companies, particularly small and
medium-sized enterprises that
might otherwise be overlooked.
“We are here to help people get
through a myriad of issues as they
travel overseas or within the US,”
Van Andel said.
The American Chamber of
Commerce in Japan is one of
115 affiliates in 108 countries,
and members here provide
critical information on market
developments. Van Andel
believes it is his responsibility to
keep in close contact with member
companies here.
“The concerns that they have are
those of most big businesses: what
is going to happen in the future and
what changes are they going to see,”
he said. “Uncertainty for businesses
is very difficult, no matter where
you are.”
And that uncertainty, over
everything from market
regulations to changes in taxation
regimes, “creates dynamics for
business in which they hesitate on
making decisions.”
Concerns aside, Van Andel
remains optimistic about Japan in
the years ahead.
“If we are seeing changes in the
healthcare sector in Japan, and if
the public is able to buy better care,

then that is a business opportunity,”
he said. “It also opens the market for
consumers, whatever the demand,
and permits businesses to step in.
“As these changes develop,
there will be more and more
opportunities,” he added,
pointing to the vast
potential in many
business sectors
surrounding the 2020
Tokyo Olympic and
Paralympic Games
and the Japanese
government’s
commitment to
getting more women
into the workforce.
“There are lots
of things to be
happy about for
businesses in Japan,”
he concluded. •
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DRIVING CHANGE

IN CHUBU
LEADERS WEIGH IN ON PROGRESS AND OBSTACLES

Photos by Andy Boone

Five ACCJ Chubu business leaders had a roundtable discussion on regional developments.

L

ast year, the Chubu chapter
of the American Chamber of
Commerce in Japan (ACCJ)
wrote its first position paper,
outlining several suggestions
to make the region a better place in
which foreign businesses can operate.
Steve Burson, vice president of the
ACCJ Chubu chapter, recently sat
down with members of the chapter’s
executive committee to discuss the
topics addressed in the paper.
14 | ACCJ JOURNAL • NOVEMBER 2014

On a practical level, all
panelists were in agreement that
infrastructure is a huge asset for
doing business in Chubu. The
region already possesses a vast and
successful industrial foundation,
accounting for 10 percent of the
national economy and 1 percent
of global GDP. However, several
panelists felt that the role of small
businesses has traditionally been
undervalued.

Burson: What are the advantages
of being an ACCJ member and
doing business here?
Jonathan Hobbs: The ACCJ believes
in people—that each and every
one of us has something valuable
to contribute to the economy in
Chubu. Whether your business is
selling pastries or manufacturing
wings for a 787, your contribution is
valid, and it should have a voice.

Cover Story | R egion Focus

Erin Sakakibara: One of the biggest
advantages of being an ACCJ member
and doing business in Chubu is the
close-knit and supportive group here,
always eager to help you make the
right connections and going out of
their way to see you succeed.
Jeff Genet: There is definitely a
strong sense of camaraderie and
mutual support in Chubu.
Andy Boone: The general view of
Nagoya and the Chubu region is that
it is provincial and conservative.
However, practical would be a more
appropriate adjective to describe the
business environment.
Yuji Suzuki: I agree with the
conservative label, but I choose to
consider it more in the context of
being traditional, where trust might
be built slowly, but then becomes
vital in growing a business. Being
an ACCJ member is instrumental
in building that trust.
In which areas do you see the most
growth potential here?
Suzuki: By the year 2040, nearly
35 percent of Chubu citizens will
be over 65 years old, so serviceoriented businesses targeting this

demographic should experience
strong growth.
Sakakibara: With anticipated
changes to the child daycare laws,
I see a great need for businesses
that are distinctive and creative.
This might include tie-ups with
workplaces to provide onsite
childcare, and bilingual or English
daycare centers taking advantage
of the language learning potential
of small children. After-school
programs will also be needed.
Which sectors of business require
more attention?
Genet: The hottest topics recently
have been diversity (or lack
thereof), language (need for
increased skill), and cross-cultural
issues (understanding for better
business opportunities). There
are 99 countries where English
is the predominant language,
meaning 99 international business
opportunities that most Japanese
companies will never be able
to take advantage of. Some of
Japan’s leading companies are
located right here in Chubu,
but have yet to step up and
lead on any of the key
issues, namely

THE

Panelists

Jeff Genet
Genet serves as chair of the Business
Programs Committee for the ACCJ
Chubu chapter and is the president of
Power Communications K.K., which
provides cross-cultural and business
English training using a powerful
combination of e-learning and live
lessons. In addition, he is the recently
appointed chair of the ACCJ Chubu
Community Service Committee, as
well as the board chair for Community
Works Japan, which is affiliated with
the HOPE International Development
Agency Japan and oversees the HOPE
Café social enterprise.

This year's ACCJ Chubu Walkathon raised some ¥7 million.

Jonathan Hobbs Ph.D.
Hobbs practices US patent law in Japan,
helping Japanese companies acquire
US patents. His area of specialty is
electronics, and his role as vice chair of
the ACCJ External Affairs Committee has
provided many networking opportunities.
In his role with the committee, Hobbs
facilitates the coordination of members’
business goals with the objectives of
policymakers in government, to further
international economic investment and
trade in the region.
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Cover Story | R egion Focus

China churns out 20 million English speakers
per year, roughly double the total number of
English speakers in Japan.
the systemic failure of the language
training curriculum and the lack
of cultural awareness at all levels of
society. China churns out 20 million
English speakers per year, roughly
double the total number of English
speakers in Japan.
Hobbs: The areas that need
improvement in the workplace are
well documented. In a country
where the demographic is so
homogeneous (only 2 percent of
the population is non-Japanese),
language and cross-cultural
training are necessary for Japanese
companies that want to globalize.
Even at the national level, how will
Japanese businesses capitalize on
the 2020 Olympic and Paralympic
Games when fewer than 10 percent
of Japanese speak English?
Suzuki: Tourism is definitely an
underdeveloped industry in the
region, though some movement has
been seen recently. Currently all
economic organizations in the region
are promoting tourism in Chubu
with a campaign called Shoryudo
(昇龍道), using the image of a rising
dragon. Much still needs to be done
to promote the area,s rich history
and traditional culture, due in no
small part to its excellent position for
launching travel to both eastern and
western Japan.
What are your thoughts on
education in Chubu?
Sakakibara: Education options
are growing, but mostly for the
preschool and elementary set.
More options are needed for nontraditional education at the upper
levels. To my knowledge, Chubu
doesn’t have even one bilingual
immersion school that serves junior
and senior high school students.

Having four girls in school both
here and in the United States, I
can say—and they do, too—that
the Japanese elementary system is
superb. It encourages creativity and
inquisitive learning, while giving
ample opportunity for research and
presenting in front of others.
All of this comes to a screeching
halt in junior high, where creativity
is suddenly scarce, and analytical
reasoning is abandoned in place of
learning for standardized testing.
At the end of junior high, students
are faced with having to choose
a course of study for high school,
namely, either the humanities or the
math/science route. It is discouraging
that girls are often encouraged to
choose humanities but, beyond that,
it is limiting when students have to
make a decision about their future at
such a young age.
Suzuki: At the tertiary level, I think
universities need to reach out to the
community more, offering seminars
and learning opportunities for
local residents. Also, they need to
cooperate with local businesses to
create internship programs. This
might be an area where the ACCJ
can show leadership.
Genet: The Japanese school system
needs to emphasize the benefits
of risk-taking. In my line of work
I see so many young people who
absolutely cannot communicate
[in English], even on a basic level,
despite at least six years of English
learning. The current system of
focusing on grammar isn’t working.
ALTs aren’t being used effectively,
and there is very little technology
utilized in the classroom, something
that other countries have already
embraced. Japan will be left further
behind unless the education system
keeps pace. •

Erin Sakakibara
Sakakibara teaches in a variety of local schools
and universities, does freelance editing, and is
currently working in curriculum development
for Power Communications K.K. She also
devotes considerable time to volunteer roles
in fundraising, event planning, and leadership
for the HOPE International Development
Agency Japan and the Cross-Cultural
Exchange Association. She is the secretary of
the Women in Business Committee in Chubu.

Yuji Suzuki
Suzuki is a US tax accountant particularly
devoted to advising ACCJ members on their
international tax needs. He co-chairs the
External Affairs Committee and enjoys being
a bridge between the ACCJ and the local
economy by creating links between members
and other local organizations, such as the
Chubu Economic Federation, the Nagoya
Chamber of Commerce, and the Chubu
Bureau of Economy, Trade and Industry.

Andy Boone
Boone serves as a vice chair of the
ACCJ Business Programs Committee.
As a professional photographer, he also
contributes to the chamber by taking pictures
at events. Boone has lived in Chubu for 32
years, mostly working in various aspects of
communications: primarily photography, but
also writing, translating, and graphic design.
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Finance | Taxation

INHERITANCE TAX: EXPATS ALSO LIABLE
New rules widen Japanese tax net
By Eiji Miura

J

anuary 1, 2015, heralds not only the start of a
new year, but also changes to the inheritance
tax rules in Japan. These regulations are designed
to both increase the number of inheritances that
fall into the Japan tax net and to increase the tax
due on those inheritances.
Expatriates in Japan are often unaware of the
wide scope of inheritance tax and the liability that
their residence in Japan can create for themselves
and their heirs.

For non-Japanese nationals
Residents of Japan are “unlimited taxpayers” liable
to pay inheritance tax on all assets they inherit,
regardless of the asset’s location and their nationality.
In most cases, inheritance tax will also be due in the
country where the estate is located. It is a common
misunderstanding that the tax paid overseas will be
the final inheritance tax liability and that there are
no further filing requirements in Japan. However,
for an unlimited taxpayer, this is not true, and a
tax return is due in Japan within 10 months of the
date of passing. To reduce any double taxation,
a foreign tax credit is available in Japan for the tax
paid overseas.
Foreign nationals with no residence in Japan
are deemed limited taxpayers, and are liable to
inheritance tax in Japan in two cases. If the deceased
was a resident in Japan at the time of passing, then
limited taxpayers will be liable for inheritance tax in
Japan on all the assets they inherit. If the deceased
was not a resident, then they will only be liable for the
assets located in Japan.
In the past, it has been difficult for the domestic
tax authority to identify overseas inheritances. To
help with this, it has introduced several measures.
These include the annual Overseas Assets Regulation
filing obligation for permanent residents, and the
revision of tax information exchange agreements with
other countries. Also, the tax authority is increasing
its focus on cross-border inheritance tax audits.

Together with the reports produced by Japanese
banks on any remittance over ¥1 million, the tax
authority is now well equipped to investigate the
large transfers usually involved in settling estates.

Changes from January 1
Each estate benefits from a basic exemption and a
deduction for each statutory heir. For inheritances
taking place up to December 31, 2014, the basic
exemption is ¥50 million, with a deduction of ¥10
million per heir. From January 1, 2015, these are
reduced to ¥30 million and ¥6 million, respectively.
The tax rates on amounts in excess of the exemption
are as shown below.
Statutory inheritance amount
(JPY mil)

Current rate

Proposed rate
From Jan. 1, 2015

0 to 10

10%

10%

10 to 30

15%

15%

30 to 50

20%

20%

50 to 100

30%

30%

100 to 200
200 to 300
300 to 600
Over 600

Eiji Miura is a
partner at Grant
Thornton Japan
specializing in
succession planning
and inheritance/gift
taxation for high networth individuals.

40%
50%

40%
45%
50%
55%

The good news
For an expatriate in Japan inheriting overseas assets, it
is common for the other heirs to be limited taxpayers
and for the whole estate to be located overseas. In such
circumstances the expatriate’s portion of the inheritance
is taxable in Japan, but the statutory heir exemptions are
still available even though those heirs have no liability
here. Furthermore, a non-Japanese national can simply
break residence, thus taking any overseas assets they
might inherit out of the scope of Japan inheritance tax.
Inheritance tax in Japan can be a complicated subject,
but careful planning can not only reduce liabilities, but
also the burdensome compliance obligations at a time
when they are least needed. •
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Apartments Scoop
Three Travel Awards

Baseball Execs Swap Tips

Members of the enterprise department of the Tohoku Rakuten Golden Eagles want to share
best practices with US teams.

Lobby at Oakwood Premier Tokyo Midtown

Three representatives from the Tohoku
Rakuten Golden Eagles baseball team
visited the United States to learn about
how sports teams are managed there
(MiLB.com, September 19).
The three visitors work in the
enterprise department of Rakuten’s
team, and organized the trip in the
hope of enhancing fans’ connection
to the game. They discussed how,
in America, sports seem closer to
people’s lives, with members of the

BENJAMIN HILL / MiLB.com

Oakwood Serviced Apartments has won two
2014 World Travel Awards in Japan (press release,
October 11).
Each year, professionals in the travel and tourism
industry across the globe vote to select winners. In
Japan, the company took the title for Japan’s Leading
Serviced Apartment Brand and Japan’s Leading
Serviced Apartments, the latter award going to the
Oakwood Premier Tokyo Midtown property. The
company also won a top-tier award in India.
According to Managing Director of Oakwood
Asia Pacific Dean Schreiber, “… Such recognition
is particularly reinforcing, as we accelerate our
growth into markets to meet the continuing as well
as emerging needs of our globally mobile clients
and guests.”

public attending games regardless
of whether they are fans of the
particular sport.
The trio was evaluating ballpark
entertainment options that appeal
to all ages, and do not depend
on understanding baseball. They
recommended that US teams might
consider employing young girls with
kegs on their backs to serve beer, a
practice common in Japan, to add to
fans’ enjoyment.

Cloud Services Ease
Network Settings

Partnership Hailed
at Regional Meeting

NTT Communications
Corporation has announced
an upgrade to the consumer
portal of its Enterprise Cloud
service (Business Wire,
October 8).
The new services include
on-demand management of
cloud-connected Internet and
VPN circuits, as well as cloudbased settings for server and
network segments in virtual
servers. There will be no charge
for the new functions.

The head of Lockheed Martin emphasized the importance
of lasting ties between the United States and Japan at the
October 2014 U.S.–Japan Council Annual Conference in
Honolulu (MarketWatch, October 13).
This was the fifth annual summit of its kind, each
event bringing together over 500 leaders from business,
academia, government, and nonprofit sectors to discuss
issues surrounding US–Japan relations. This year’s theme
was “U.S.–Japan Connections: Contributing to Growth,
Security and Sustainability.”
Lockheed’s Chairman, President and Chief Executive
Officer Marillyn Hewson noted in the keynote address
that the countries’ bilateral security alliance ensures
stability in the Asia–Pacific region.
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Operating cloud infrastructure
requires a company to jointly
manage the cloud and network
(see page 30). Often, however,
changes on one side are not
reflected right away on the other,
making centralizing operations
difficult, if not impossible.
Until now, network operations
within this framework have been
challenging, but Enterprise Cloud
promises to reduce the workload
and enable direct management of
network settings.

Press | US–Japan News

Marques
Zero In on
US Luxury
Sector

SEIKO WATCH CORPORATION

Two of Japan’s leading
watchmakers are targeting
the US market for
growth (The Japan Times,
September 26).
Citizen Watch Co. and
Seiko Watch Corp. are
taking on Swiss brands
such as Rolex and Omega,

Seiko's
Astron series
features a
GPS receiver.

Youth Exchange
Promotes Peace,
Understanding

which currently dominate the
US market. Since Japanese
brands are primarily sold in
the mid- to low-price range
in the United States, they
are not seen as high-end
products, says a US
timepiece magazine.
Seiko and Citizen plan
to highlight their brand
heritage and their products’
distinct functions. Further,
Citizen will resurrect its
Wittnauer brand, which dates
back to the 19th century, while
Seiko is pushing its Astron series
of GPS-mounted wrist watches.

Coffee Chain
Buys Partner
Starbucks Coffee has announced a buyout of
its partner in Japan, Sazaby League, following
a near 20-year business alliance (Latin
American Herald Tribune, October 8).
Japan represents the second-largest market
for the franchise, after the United States. There
are currently about 1,000 coffee shops in the
country employing some 25,000 staff. The first
Starbucks opened outside North America was
the flagship in Tokyo’s Ginza district, in 1995.
The price agreed for the deal is ¥99.5 billion,
and the two-phase transaction should be
completed in 2015.
Starbucks plans to pursue growth across
multiple channels in Japan, and is considering
the introduction of new concepts, such as its
Teavana line of products. Starbucks acquired
Teavana in December 2012.

The High School Diplomats program had
another successful run in the United States
this year, promoting cultural exchange
between American and Japanese students
(planetprinceton.com, September 29).
Applicants selected for the program share
rooms with their counterparts from Japan or
America, and engage in activities to promote
bilateral friendship and camaraderie.
In addition to language classes,
participants, for example, learn to make
paper cranes, and about cultural celebrations
such as Halloween. Serious discussions
are also held to provide insight into each
nation’s historical issues, political systems,
and social norms.

Cartoon Icon
Turns 40
A special exhibition on the influence
of Sanrio Co, Ltd.’s Hello Kitty
opened in October at the Japanese
American National Museum in
Los Angeles (The Japan Times,
September 28).
The exhibit, running until April
26 next year, celebrates the 40th
anniversary of the beloved fictional
character who, Sanrio recently
revealed, is not a feline. Hello Kitty
is meant to be a little girl, a friend, a
blank slate for admirers.
The museum, expecting record
numbers to attend the exhibition,
doubled its staff and purchased
new admission software for
the opening, for which it even
granted timed admission tickets.
At the neighboring Museum of
Contemporary Art, Sanrio’s US unit
is hosting Hello Kitty Con 2014,
from October 30 to November 2.
Lady Gaga's
Hello Kitty
dress

Mac Loses Out to Konbini Rivals

Burger King's
Kuro Diamond
burger

BURGER KING JAPAN

Western-style fast-food establishments in
Japan report falling sales, despite Japanese
consumers’ tendency to eat often outside
the home (Press TV, October 9).
McDonald’s has seen a steady decline
in revenue, while other restaurants, such
as Wendy’s, have slashed the number
of their outlets in Tokyo. Some chains,
such as Burger King, have introduced

menu offerings targeting domestic
tastes, which have helped them stand
out from competitors. Burger King’s
Kuro (black) Burger, which features
ingredients made using squid ink, is
one example.
The growing popularity of konbini—
convenience store—meals is cited as
the main reason for declining sales.
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Publicity | Organic Farming

DOING OUR PART
Fair trade program in Colombia directly supports local community

www.daabonorganic.com

By Donald Nordeng
Daabon Organic Japan, Ltd.

S

itting in my comfortable
office in Meguro, Tokyo, it
is easy to forget how lucky
I am to live here. In a visit
to Santa Marta, Colombia,
in June, I had the opportunity to
meet with some of the families who
have been helped by the fair trade
banana programs we have developed
with U CO-OP (a retail cooperative
organization in Kanagawa, Shizuoka,
and Yamanashi prefectures) and
Nisseikyo (the Japanese Consumer
Co-operative), in partnership
with Flotraban (Banana Workers
Association), a worker cooperative
in Colombia.
Yoshimitsu Ishikawa, the inspector
and person in charge from Nisseikyo,
accompanied me on the trip. We
were auditing the impact of the fair
trade banana program that U CO-OP
and Nisseikyo established in 2009.
Since then, over $300,000 has been
transferred directly to Flotraban
from purchases of fair trade organic
bananas in Japan. In turn, Flotraban
has implemented programs to help
internally displaced victims of the
50-plus-year civil war in Colombia.
At our table, in a building near
La Samaria’s Bonanza Farm, sat
five leaders of the local labor
organization, all of them elected by
their peers. One woman, who I will
call Carmen to protect her identity,
spoke. “I can’t tell you how much
this organization has meant to me
and my family. When I was in a
panic because my daughter was ill, I
contacted Patricia at Flotraban. She
listened to me, and was able to help
us. If it wasn’t for her, I don’t know
where I would have turned.”

“Everyone
does his
or her part.
You are
not more
important
than anyone
else.”

Sales of fair trade
products in Japan
helped fund this
school’s renovation.

The organization had set aside
$2,000 for annual emergencies such
as Carmen’s. Many times things
such as crutches or bandages are not
available, or people cannot afford
them. Flotraban buys the products
needed after interviewing the
member in need.
In addition, the organization
functions as a kind of counseling
service, helping members work
through day-to-day issues that
can become critical for those
without resources.
The fair trade project is verified
by a Colombian certification
organization that has ISO 17065
accreditation for fair trade and
ethical trade standards. This means
that workers are treated fairly, and
that the premium paid for produce
in a target market, in this case Japan,
goes directly to an organization
managed solely by the workers.
U CO-OP and Nisseikyo, as well as
Aeon’s Green Label, are three of the
main buyers of Colombian fair trade
bananas. This project has resulted
in the school you see in the picture
accompanying this article getting
windows, fans, and an upgrade to its
electrical system.

Schools in this part of Colombia
are still insufficient, and children are
bused to classes over distances of over
25 kilometers. Recently, a fire killed a
bus full of students taking a ride after
church. Many of this same type of
bus are used to transport children to
schools each day.
School buildings are used in
shifts, with some children joining
in the morning and others in the
afternoon. This, to me, seems like an
elegant solution to school utilization
that could be implemented elsewhere.
In Colombia, like other places,
getting clean, potable water in homes
is a real challenge. Flotraban has
purchased filtration kits, and organizes
training for people who will receive
them. The organization’s members
come together to assemble the kits, as
a community effort.
The first lesson I learned when
visiting Colombia is, “Everyone does
his or her part. You are not more
important than anyone else.” Nothing
drives that message home more than
sitting in a fair trade meeting, or
visiting the homes of people who work
hard to meet our rigorous quality
standards here in Japan. I am forever
grateful for this opportunity to serve. •

Event Preview | Charity Ball

SADDLE UP FOR A GOOD TIME
Program details for this year’s Tokyo gala
By Barbara Hancock and Kevin Naylor

Mike Price is a seasoned
Charity Ball performer.

K

eiko Walker had just
returned from touring with
Charlie McCoy—a mainstay
in the Nashville music scene
since the 1960s—in Kyoto
and was rushing off to her next gig,
when she stopped by the American
Chamber of Commerce in Japan’s
office. Accompanying Walker was
her manager from Blue Note Tokyo.
Of British-Japanese descent,
Walker grew up around American
country music, as both her mother
and uncle were huge fans. She
dreamed of becoming a country
music singer herself, and was born
with a natural talent and affinity for
the genre. At the age of 16, she was
discovered by country band “The
Texas Company,” and was asked to
join the group.
The young Walker would go on
to sing in country live houses in

Roppongi, “always accompanied
by [her] mother.” She eventually
formed her own band, “Keiko
Walker & The Hot Street Band,”
which went on to become one of the
most popular country music groups
in Japan.
Walker has toured and
performed in Japan with such
country music greats as James
Burton, Ray Price, George
Hamilton IV, Connie Smith, and
Skeeter Davis. If you mention her
name in the country music world,
she is known as the Emmylou
Harris of Japan and, indeed, her
voice is certainly reminiscent of
Grammy Award-winning Harris.
Influences on her music range
from country to bluegrass, rock to
folk, and even Celtic. At this year’s
ACCJ Charity Ball, she promises
an evening that will be sure to get

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

Kevin Naylor is a
sales director at
en world Japan K.K.
and is vice chair of
the ACCJ Charity
Ball Committee.

you out of your seats and onto
the dance floor.
Throughout the evening, the
ball will take guests on a Western
adventure. To start, you will walk
through New Mexico’s Santa Fe
Plaza or down the Texas Riverwalk
in San Antonio, where the sounds
of mariachi musicians can be heard.
On arrival, you will be greeted
by the Saboten Brothers, led by
Alejandro Palacios, whose extensive
experience in Mexico will provide a
truly authentic mariachi sound.
Entering the ballroom will whisk
you on a musical journey featuring
famous cowboy songs along with
themes from Western movies
and television shows. Think The
Magnificent Seven, Bonanza, and
Gunsmoke. The inimitable Mike
Price will be putting together a
selection that covers all of these.
Price is a pillar of the Charity Ball,
and has been part of the event for
years. For those who don’t know
him, he is a jazz trumpeter and
composer, originally from Chicago,
who has toured and recorded with
many big bands, including those
of Stan Kenton and Buddy Rich.
Price has been a resident of Japan
since the late 1980s and has his own
quintet and big band.
We look forward to seeing you
all there—a perfect way to close
out the year with your business
associates, clients, and friends, and
also to do a little fundraising for the
ACCJ primary charities. •

Keiko Walker always dreamed of becoming a country music singer.
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Event Preview | Chubu

BREAK OUT
THE CHAMPAGNE
Chubu’s not-to-be-missed
social event of the year
By Bruce McCaughan

Friday, November 21
Nagoya Hilton
6:30 p.m.
Note: babysitting may be available

www.champagne-ball.com

S

ummer is over and, while
the weather has cooled
off, things are starting to
heat up again as the Chubu
chapter of the American
Chamber of Commerce in Japan
makes preparations for its annual
Champagne Ball & Awards Evening.
Cohosted by the Tokai Japan
Canada Society, the event is a longstanding fall tradition in the region,
having evolved from the widely
popular Fall Ball.
The Champagne Ball is a
premier gala event, held in the
luxurious Oogi Ballroom at the
Nagoya Hilton, and featuring a
sumptuous buffet, live dinner
entertainment, and dancing to a
live band or DJ. The event also
offers the host organizations an
opportunity to honor its most
active leaders through a number
of community awards.

Always a classy affair, the ball
has become the social networking
event of the year in the region. It
has been gaining popularity since
leaders adopted a theme for each
year, prompting just the right
number of attendees to come clad in
inspired costumes. Past themes have
included the 1970s, New Orleans
Mardi Gras, and Hollywood.
The theme for the 2014 edition
is “Black and White—A Roaring
Twenties Dinner & Dance,” where
we can expect a few Al Capones
and flapper girls to be seen
among a sea of elegant, black-tie
clad participants.
Attendees will enjoy premium
cuisine along with great
entertainment and a chance to
network with the who’s who of
Chubu, not to mention the chance to
win a wide selection of raffle prizes,
including overseas air travel! •
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Food | Nature

HEALTHY HABITS, HEALTHY GROWTH
Organic products are slowly gaining ground in Japan
Custom Media

T

he idea that “we are what we
eat” is increasingly finding
resonance with Japanese
consumers. Companies
sharing the philosophy that
organic produce offers the best
options for human health are rising
to that challenge.
“The global market is growing
because it has a direct impact on
environmental protection and
cleanup, supports biodiversity,
and helps people reduce the
amount of chemicals they ingest
every day,” according to Donald
Nordeng, who heads Daabon
Organic Japan Co., Ltd.
There is a growing understanding
that our world and everything in it
follow the laws of physics, he added,
meaning that things will not stay the
same after change is introduced into
a system.
“Change happens,” maintained
Nordeng, whose Colombia-based
company is this year marking
a centenary of producing
organic crops.
Daabon Organic has seen growth
of between 6 percent and 8 percent
in sales of foodstuffs in Japan in
recent years, and the expansion
has been even more dramatic in
the cosmetics and personal care
markets. Certified organic since
1992 and in Japan since 2000, the
company employs nearly 2,000
people in Colombia and six in Japan,
and is the largest supplier of organic
bananas and palm oil in the world.
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Donald Nordeng (left) with a spiritual leader from Colombia's Santa Marta region, famous for organic coffee farms.

Organic food
accounts
for around
4 percent of
the global
market.

Daabon has a policy of owning
the farms from which it sources its
products, as well as the processing
facilities and import offices. This
means customers are purchasing
directly from farmers.
Organic certification was
first introduced in California in
1973, and the European Union
followed suit in 1992. Today,
organic certification covers a vast
array, from produce, meats and
dairy products, to processed food
and personal care items such as
shampoo and cosmetics. Bedding,
towels, and clothing can also
qualify, with companies such as
Nike and adidas incorporating
organic fiber into their products.

In total, organic food accounts
for around 4 percent of the
global market, with 2 percent
of cosmetics and personal care
products certified organic and 0.5
percent of textiles.
Consumers in Japan are very
similar to those who buy organic
products in other countries.
“Many are new parents who
start to think about the chemicals
in their food as they most likely
started to think about health
when they conceived,” Nordeng
said. “Many mothers breastfeed,
so whatever mommy eats goes into
junior’s mouth; nothing makes
people think about what they eat
more than that.”

Food | Nature

Women are the prime drivers of the market,
although health-conscious elder consumers are also
an “important part of the organic customer base.”

Building bridges
John Bayles, joint founder of the
Alishan Organic Center and Tengu
Natural Foods mail order service,
agrees that women are the prime
drivers of the market, although
health-conscious elder consumers
are also an “important part of the
organic customer base.”
“Each place understands the
concept of organic differently,”
Bayles told the ACCJ Journal.
“Japan understands organic more
from a personal health and safety
standpoint,” he added.
Based in the city of Hidaka,
in Saitama Prefecture, Bayles is
originally from Connecticut, and
set up the company in 1986 with his
wife, Fay Chen. Alishan is named
after her hometown in Taiwan,
which is also the location of Jade
Mountain, the highest peak in
eastern Asia. Today, the company

employs 45 people, most of whom
are involved in sourcing, importing,
repacking, and onward distribution.
“We are a bridge between
organic producers and Japanese
consumers—and we care deeply
about both,” said Bayles. “I have a
knack for logistics. No matter where
the farm and fork, it is a complex
supply chain.
“Food is not just fuel,” he
emphasized. “It has a huge impact
on human health and happiness. To
help a person acquire food that is
satisfying, fun, and profitable—what
could be better?”
Obstacles in the garden
There have been hurdles in the
growth of the organic sector in
Japan, according to Nordeng at
Daabon, such as bureaucrats’
insistence on categorizing locally
grown, non-certified produce as

(Bottom left)
Daabon is the
largest supplier of
organic bananas in
the world.
(Bottom right)
This elementary
school in Colombia
was renovated
thanks to sales of
fair trade bananas
in Japan.

“specially grown” or “additive-free.”
“These kinds of unsubstantiated,
vague categories are what Japanese
retailers prefer, as they can charge
more. This kind of product remains
uncontrolled by regulation, while
organic is controlled,” he said.
Bayles explained that his
company is happy to import
products that lack the Japanese
Agricultural Standard (JAS) seal
of organic approval, but are still
deemed organic, such as apricots
from Pakistan and sweet corn from
Thailand. These products meet
EU and US standards, so Alishan
covers the organic claim with a
sticker stating “Certified in country
of origin.”
On the positive side, both Bayles
and Nordeng believe that the recent
agreement between Japan and the
United States to accept equivalency
on standards is changing the field
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AMERICA’S MOST
BELOVED HAM, NOW
AVAILABLE IN JAPAN
Since 1957, each HONEYBAKED HAM® has
been hand-selected, smoked over 20 hours, then
spiral-sliced to the bone so each tender, juicy slice is
easy to serve. Finally, each ham is hand-glazed here
in Japan with that one-of-a-kind crunchy sweet flavor.
Fully cooked and ready to serve.

www.honeybaked.co.jp
or call 0120-004-082 (9:00 - 17:00, Mon-Fri)

EXCLUSIVE OFFER FOR ACCJ JOURNAL READERS
ENTER COUPON CODE “ACCJJ” ON CHECKOUT AND RECEIVE A FREE BOTTLE OF DELICIOUS HONEY MUSTARD! *while supplies last

Get it from The Meat Guy
Everything you need for
your holiday except your
drunk uncle Steve.

www.TheMeatGuy.jp
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“The pairing of the best of science with the best
of nature means organically grown ingredients
may be combined with synthetic ingredients to
deliver the highest quality products."

and, Nordeng holds, will serve “as
a new runway for JAS products to
touch down from the US and to take
off from Japan.”
Pairing science and nature
The Japan arm of Amway is also
active in the organic products
market, with the Nutrilite division
of the US giant operating farms
in North and South America
that have met the standards of
the International Federation of
Organic Agricultural Movements.
For example, in the foothills
of the Cascade mountain
range in Washington state, the
62-acre Trout Lake Farm is
the largest organic herb farm
in North America.
While Amway points out that
Nutrilite often chooses organically
grown ingredients first, it is not
always possible—or even desirable—
to use only certified organic
ingredients.
“The pairing of the best of science
with the best of nature means
organically grown ingredients
may be combined with synthetic
ingredients to deliver the highest
quality products, based on standards
for efficacy, palatability and
bioavailability,” believes Andreas
Faahs, chief marketing officer and
vice president of Amway Japan G.K.

Faahs added that, while there
is a broad understanding among
Japanese of what organic means,
organic principles are still not being
put into practice at Japanese shops.
Although many supermarkets may
have an organic section, there are
few organic stores here.
“While a business model has not
been fully established, the desire for
greater food safety has increased in
Japan in recent years,” he explained,
citing the 2013 scandal in which
some hotels were found to have
deliberately mislabeled products’
place of origin, raw materials, and
use-by date.
“This could have spurred the
steady development of the organic
market,” he added.
Like others in the sector, Faahs
believes organics have a bright
future in Japan.
“Taking into consideration
that Japan’s population is onethird the size of the population
of the US, we believe there is great
potential,” he said. “If Japan’s high
level of literacy leads to the spread
of food education, understanding
of organics will increase, and
people will likely come to better
understand the superiority of
companies which handle products
that use organically grown
raw materials.” •

John Bayles, founder of Alishan Organic Center

Alishan Cafe's veggie burger

A cooking class organized by Alishan and Tengu
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BETTER BUSINESS WEATHER
Japan enjoys perfect cloud-service conditions
By Richard Jolley

M

ost businesspeople today
have heard of “the cloud.”
It will probably have been
on the agenda of at least
one board meeting in the
past 18 months—and why not? The
cloud has been billed as a sure way to
reduce costs and boost performance.
But this tech term has issues.
It is being used to cover many
things—some of which are not
cloud computing at all. Mike Alfant,
CEO of Fusion Systems and former
president of the American Chamber
of Commerce in Japan, explained
that, “For every cloud solution out
there, there are 10 that are not really
cloud solutions. Caveat emptor.”
Like many IT experts, Alfant
can put his finger on what actually
sits under the hood of an official
IT cloud—albeit in language that
can seem arcane. “A real cloud
environment typically has some
implementation of MapReduce
framework or Hadoop from
Apache,” he said. In effect, these
technologies mean the environment
can be expanded, or scaled,
very quickly across hundreds or
thousands of servers for computing
on-demand.
Bright forecast
Despite the potential lexicological
chicanery, the truth is that cloud
services are growing fast—not least
in Japan. The country ranked first
for infrastructure to encourage cloud
computing, according to the 2013
BSA Global Computing Scorecard.
With its data privacy laws, low
cybercrime, and widespread
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broadband connectivity, Japan has
all the key ingredients.
“Japan enjoys fast and reliable
Internet connectivity both
domestically and internationally,”
Alfant said, adding, “This is good
news since it means the cloud can
support everyone’s business needs.”
There was a time when Japanese
companies were cautious about
moving data to the cloud, but their
fears seem to have been allayed.
Thus, for example, Amazon Web
Services (AWS), part of Internet
retailer Amazon, has more than
20,000 Japanese customers, and that
number continues to expand.
Yuko Nomiyama, PR manager for
Amazon Data Services Japan K.K.,
placed this in context, saying, “For
enterprises in Japan, the question
isn’t ‘if ’ we move to the cloud
anymore; it’s really ‘how fast can we
move?’ and ‘what are we going to
move first?’
“Japanese customers are doing
everything from running websites
to developing new business
applications and running critical
business applications on AWS.”
Nomiyama’s words reflect the
success that AWS is having globally.
Indeed, according to Synergy
Research Group, AWS revenue
worldwide from cloud services is
now well in excess of $1 billion a
quarter. Nomiyama added, “Every
day AWS adds enough new server
capacity across the globe to support
Amazon’s entire global infrastructure
when it was a $7 billion enterprise.”
With the cloud-service market
expanding more than 45 percent

Some 43.7
percent of
participants
said the
cloud yielded
greater
business
flexibility and
reduced time
to deploy
technology.

per annum, it is viewed as an
important source of revenue for
many companies besides Amazon.
Google, Microsoft, and IBM are
seeing phenomenal growth in their
cloud-service offerings. Microsoft, in
particular, saw 164 percent growth
in its Azure cloud platform, and
IBM saw 86 percent growth in its
SoftLayer services in the second
quarter of 2014, according to the
Synergy Research Group.
US communications giant
Verizon, which created the Verizon
Cloud, enhanced its own cloud
offering in September—adding
new pricing and service tiers—to
drive growth.
According to Nilesh Pritam,
external communications–Asia
Pacific at Verizon Enterprise
Solutions: “Companies are
moving aggressively to cloud
computing across the region.
They see the benefit is not simply
lowering cost, but being able to
capitalize on new opportunities
faster than competitors.”
On the ground
The veracity of that statement
is evident in a recent survey of
members of the American Chamber
of Commerce in Japan’s Information,
Communications and Technology
(ICT) Committee. A questionnaire
was sent to members asking for their
views on the cloud and data security.
When asked about their business
goals for the cloud, members came
back with an answer that confirmed
the Verizon view: some 43.7 percent
of participants said the cloud yielded

Tech | Computing

greater business flexibility and
reduced time to deploy technology—
both key attributes of an agile
business. Just 25 percent said the
reason for using the cloud was
lowering costs.
Further, more than half the
respondents said they were using a
variety of cloud services. This was
no surprise to Darren McKellin,
ICT Committee co-chair, who
knows all about what is available
on the market.
“You have a public cloud,
which is defined as a multi-tenant
environment where you buy
computing power on a pay-as-yougo model, shared with many other
customers. A private cloud is defined
as a single-tenant environment
where the hardware, storage, and

network are dedicated to a single
entity. Private clouds cost a lot more,
but in return customers get added
security and customization. There
are also hybrid clouds, which are a
mix of public and private services,”
McKellin clarified.
Positive outlook
When asked how they were using
cloud services, the respondents
indicated that the most popular areas
were sales management/automation
and marketing/media. “It confirms
that flexibility and speed to market
are best served by the cloud,”
McKellin said.
“Imagine you work in a marketing
department, and you have a
marketing campaign you need to
launch quickly. Do you want to ask

Richard Jolley is
an IT and business
writer living and
working in Tokyo.

your IT department to buy and
deploy servers or contact a public
cloud company that can provide
computing power within less than
an hour?”
Based on responses to the
questionnaire, cloud services clearly
appeal to businesses. A sizeable
portion of respondents said they
would be spending over ¥10 million
on cloud services during the next
financial year. Alfant summed
it up by saying, “Competition in
Japan is fierce and getting stronger.
Increasingly IT is becoming a
source of competitive advantage
that firms need to leverage for their
survival. Managers should focus on
how the cloud can deliver value to
their customers and return value
to shareholders.” •
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TIME TO SHINE
Symposium stresses importance
of top-down change
By Elizabeth Handover

Elizabeth Handover and Jesper Koll at WAW! Tokyo 2014

A

ccording to a 2011 report by McKinsey &
Company, Inc., women at that time made up
nearly 50 percent of the US workforce and
owned 30 percent of small businesses that
generated $1,200 trillion a year in sales. By
contrast, the Asia–Pacific region loses up to $89 billion
in GDP every year due to restrictions on women’s
ability to fully participate in the economy.
Sachin Shah, CEO of MetLife Japan, is serious about
pushing women’s empowerment, and enthusiastically
embraced the opportunity to support WAW! Tokyo
2014, the World Assembly for Women in Tokyo, by
hosting the symposium “A Society Where Women
Shine and My Career.”
In his opening speech, Shah stressed the
importance of private–public partnerships to meet
Japan’s 2020 goals.
Kuni Sato, ambassador for women, human rights and
humanitarian affairs, and press secretary of the Ministry
of Foreign Affairs of Japan, spoke about the Japanese
government’s three pillars for growth: providing tax
and subsidy incentives to women-friendly companies;
supporting women according to their life stages; and
creating an environment for balancing work and child
rearing for both men and women.
Following the keynote speeches, I moderated a
panel discussion with Naina Lal Kidwai, director and
chairman, India, at HSBC Asia-Pacific; Jesper Koll,
managing director and head of research at JPMorgan
Securities Japan Co., Ltd.; and Maria Morris, executive
vice president, global employee benefits, at MetLife, Inc.
I started by asking Koll if he believes the Japanese
government’s policies are actually working. Noting that
the landscape here has completely changed, he pointed
to the six women selected for Prime Minister Shinzo
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Abe’s Cabinet (now down to five), which serves as an
important symbol. From his perspective, Japan will lose
250,000 workers every year for the next decade, and so
has to use its labor force more effectively.
Morris added that global companies should think
about bringing in best practices that are more attractive
to women, as the talent war is real in this country.
She said that flexible work arrangements and HR
policies are great on paper, but organizational culture is
more influential, and oftentimes people are hesitant to
take the benefits they are offered. Thus, it is imperative
for senior managers to walk the talk, and to step out
and demonstrate that they fully support best practices.
“When you have a female employee that needs time off
to look after their sick kid, tell them that it’s fine to work
from home. Do the same for the men. When a father
wants to see his son play in a football match, encourage
him so that everyone sees that flexibility is for all.”
Koll raised laughter when he suggested, “Do you
really think that Japanese guys like hanging out
with their colleagues every night until 10pm? It’s a
serious drag!”
On seniority-based promotion, Koll said that jumping
a step in Japan is very difficult and seniority-based
promotion prevents managers from taking risks. Again,
the change has to come from top down. He said it is
also up to women, who need to be prepared to go all the
way and say, “Well, if you won’t offer me the promotion,
then I’ll just have to go somewhere else.”
Kidwai added that the only way forward is a
meritocracy with a transparent promotion process.
Every organization should measure people based
on their performance and what they can deliver.
Both young men and women benefit when true
organizational change occurs.
Morris stressed that transparency, increased
communication, and open dialogue are necessary to
bring about transformation. She told the audience
that our panel discussion was actually a great example
of completely open dialogue with no pre-scripted
questions or answers! •
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TRAVEL & TOURISM:
BEST IN SHOW
By Andrew Wylegala

The US presence at the JATA Tourism EXPO comprised 100 booths.

J

apan’s prime travel exhibition, the JATA Tourism
EXPO, wound up over the last weekend of
September, with over 100,000 consumers
sidling along packed aisles. Over four days, the
Commercial Service Japan booth welcomed
hundreds of trade professionals and recruited another
big delegation to the US equivalent of the Tokyo show,
IPW, which opens next May in Orlando.
Across the aisle, the U.S. Department of Agriculture’s
Agricultural Trade Office pioneered a “Taste of America”
booth, featuring soup to nuts (literally), and top craft
beers. Food is a part of travel, as a glance at any Japanese
guidebook confirms. This summer, the Discover
America Project launched a showcase of the United
States as a culinary destination. Developed with the
Department of State, the initiative served up regional
stories and recipes created by chefs.
This year’s expo nearly doubled its already appreciable
size by combining inbound, outbound, and domestic
events. Melding three travel markets fills not only
trade show halls, but also the coffers of US hotels,
airlines, cruise ships, Internet aggregators, and theme
parks operating here. Japan’s tourist influx is a megaopportunity for US business, too.

Finally, a super structure
In the overseas expo halls, one nation stood out:
the United States boasted the largest non-Japanese
contingent, with about 100 booths comprising three
contiguous pavilions, with Guam/the Mariana Islands
and Hawaii flanking a pavilion for Alaska and the lower
48 states. Moreover, the US area was the most popular on
the public access days, and—as a welcome change—the
best looking structure, to boot!
The appeal was owing to BrandUSA, the private-public
partnership that in just a few years has emerged as a
world-class marketing organization for US travel. Under
the leadership of Yoichi Hayase, BrandUSA’s director
of Japan and Asia strategy, and the Washington, D.C.
home office, the organization has produced a compelling
campaign of images and music to draw new visitors and
help regular tourists find new themes and destinations.
The robust BrandUSA tourism superstructure is
not without high-flying buttresses; the venerable Visit

USA Committee Japan, the U.S. Travel Association,
and the American Chamber of Commerce in Japan’s
Travel & Tourism Committee dovetail at the perfect
moment to give wing to the promotion of US tourism
interests here. Given the multi-directional nature of
the business, we now boast allies including the Japan
Association of Travel Agents (EXPO organizer) and the
All Nippon Travel Agents Association.

Travel tailwinds
The positive story on Japanese inbound tourism is
reflected in record arrival figures over recent months,
which were supported by the relaxation of Japanese
visa requirements for certain Southeast Asian travelers
and the yen’s change in value. Outbound travel from
Japan to the United States is growing again as well,
having risen to 3.73 million travelers in 2013 and
representing some $18 billion in spending, the largest
in absolute and per capita figures of any nation outside
of North America! About one in five foreign tourists to
the United States hails from Japan.
We also enjoy an updraft from increased direct air
links to non-traditional gateways, and the promise
of more routes to come. While Japan’s overall
demographics cloud the horizon for economic growth,
the swelling ranks of well-heeled retirees with a
favorable take on America represent a silver-haired
lining. Enhancements via trusted traveler programs
and other travel facilitation measures by our two
governments are also under way.

Andrew Wylegala
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Let’s get packing!
Given the unprecedented marketing support of
BrandUSA and our partners, in addition to neutral to
positive macro factors, now is the time for the US public
and private sectors to push US-bound travel from Japan.
In sum:
• Travel and tourism are priorities: the sector is
lucrative, mutually beneficial, and brings people-topeople exchange benefits extending beyond economics.
• US interests in Japan benefit from domestic and
Japan-bound growth, as well as related infrastructure
and relationships.
• We have a brand, BrandUSA! •
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CONSIDERING JOBS ABROAD
Research and communication should be prioritized
By John Ghanotakis, Amir Khan, and Timothy Trahan

T

raveling for work or
pleasure often throws up
a variety of questions,
from choice of flights, to
budget, accommodations,
and timing. These dilemmas pale
in significance, however, when the
travel is in connection with mid- to
long-term relocation.
Many members of the Young
Professionals Group Subcommittee
have been presented with the
opportunity to relocate overseas
for an assignment. In fact, taking a
chance on such an opening is what
brought many of us to Japan. The
following three points are worth
considering when contemplating a
move abroad.
1. Ignorance is not always bliss
When considering a foreign
destination, people’s ideas of
that country often are colored by
rose-tinted memories of happy
holidays, whether experienced first
hand or vicariously through the
stories of others. Conversely, those
contemplating relocation may have
a biased view of a country based
on sensationalist media reports
or sources with an agenda. In the
vast majority of cases, the truth
lies somewhere in between. It is,
therefore, essential to do your
homework and learn as much
as you can about the place you
are considering.
Remember to do your research
not only on the country, but also
on the city where you will be based.
In many countries, especially in

the developing world, there is a
huge contrast between rural and
city living, and important factors
such as safety, cleanliness, access
to conveniences, and costs can
vary greatly from city to city. The
simple advice when searching for
information is that you should
never rely on one source; use your
common sense and pick a variety
of sources. If you have friends or
contacts that have lived there (not
just visited on a holiday), ask for
advice and tips.
Typing a country or city name
into an Internet search engine,
followed by the keywords “dirty,”
“expensive,” or “dangerous,” will
often highlight negative points,
while the words “beautiful,” “cheap,”
or “safe” will bring up positive
aspects. Employing such strategies
will not only allow you to make an
informed decision, but will also
make your transition easier when
you finally arrive at the destination.
2. When in Rome …
As the saying suggests, you will
have to adapt to your new work
environment. An entitlement
mentality will not go down well with
your new office or colleagues. While
some work environments may seem
similar at first, especially within the
same company, the reality is that
each country impresses its culture
onto the office environment.
To give yourself the best chance
of adapting quickly and successfully,
you should speak with colleagues
at the new posting prior to arrival.

If possible, take a preview trip
to the site before accepting the
job, and socialize with potential
coworkers outside the office.
If the role being considered
involves a new company, it is even
more important to make this
personal time before starting work.
Keep in mind that a good hiring
manager often will—and should—
make arrangements during the
final round of interviews to take
you out socially.
If it is a new job and you have
used an agent, really push them
for information, background, and
history concerning the company.
Before accepting the position,
make sure you are up to the
challenge and will be able to adapt.
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3. No one is an island
Even if you are happy with both
the country and workplace, make
sure you weigh all factors in your
decision to move, particularly if
other people in your life will be
affected. Share what you know
about the place with family and
friends to ensure you take their
opinions into account.
This is vital when children are
involved, or if health issues may
arise with loved ones. Discuss
best- and worst-case scenarios
for schooling and healthcare in
particular, and ensure you have a
workable action plan. For many of
these personal issues, a relocation
service can help, but there is no
substitute for your own research
and planning. •
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SLOW DOWN
Take time to notice the impact of your communication
By Andrew Silberman

I

n 1994, I attended training offered
by a qigong/taichi master, who
taught “standing meditation.”
On the third evening, he asked
us to imagine a ball of energy in
front of us. At one point, he took
my hands and raised them slightly.
When he did, I felt a surge of energy
like a magnetic force between my
hands—a strange sensation!
The master was a showman, a
Bruce Lee “wannabe” to me. Some
of his methods of teaching qi
(pronounced chee, meaning vital
energy) seemed staged and cult-like.
Over the next few years, I would
occasionally practice, and I sensed
those magnets, but that was the
extent of qigong for me.
Five years ago, following
the advice of Darren McKellin
(chair of the Information,
Communications and Technology
Committee), I started going to Koh
Samui, Thailand. Darren had said,
“You go [to Thailand] every year to
get your health checked. Why not
go get it improved?”
At The Spa, a retreat on Samui, I
met a German who taught qigong.
I really liked his style—none of
the showman stuff—and I videorecorded his sessions. Armed with
these exercises, I started practicing
qigong regularly.
Still, I could never meditate much
longer than eight minutes. I had
been reading about mindfulness,
and attended workshops and
presentations on the topic, but
meditative bliss remained elusive—
as did any major practical benefits.

Then, last December at The Spa,
I was reading a fascinating book
called A Heart Blown Open, about
Denis Kelly, a big-time LSD maker
in San Francisco in the 1960s.
As Amazon’s description says,
“Denis Kelly’s life is part Hunter
S. Thompson, part Timothy
Leary, and part Eckhart Tolle.”
What a character!

minutes or so, come at the rate of
less than two per minute. Sixty
breaths, or once around the clock,
takes a half hour.
The more I read about how the
brain functions, with its massive
consumption of oxygen, the more I
realize that to communicate better,
we all could benefit by slowing
down. That means slowing down
our rush to judgment, slowing down
our rate of speech, and especially
pausing between ideas, so that our
listeners can process what we really
want to communicate.

Far out
At The Spa, a man who called
himself Bodi was discussing
experiments he was doing in
Germany. He is a psychiatrist and
had been taking LSD with groups
of 100 people, once a quarter, for
four years. I told him about the
book I was reading and said, “This
Kelly guy saw LSD as a shortcut
to enlightenment.” Bodi said, “No,
it’s not.” I said, “Right, there’s no
shortcut, is there?” He looked
straight into my eyes and replied,
“Actually, there is!”
Shortcut to enlightenment?
He suggested we meet the next
day if I wanted to learn more.
We met at Bodi’s bungalow, and
the two of us invitees sat outside
while Bodi played a recording, a
guided meditation that took us
to outer space—in 30 minutes.
When we “came back,” everything
looked, felt, seemed different.
Ever since, I start each day
meditating. Usually, my schedule,
like yours, is packed, so I target
from 15 to 50 minutes. I slowly
count breaths, which, after two
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Getting into vs getting through
Most people view presentations,
performance evaluations, and sales
pitches as one more thing to “get
through.” They only relax after
their interactions; therefore, they
miss a lot of the action—namely,
the impact their communication is
having on others. For years, I, too,
saw meditation as something to get
through. Now I choose to see it,
and the rest of my day, as something
to get into.
As leaders, we want to get
through to people. One secret is
to get into the moment. Check in.
Notice what’s happening. Breathe.
Notice how your communication
“automagically” improves. •
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CHASE YOUR DREAM JOB
Practical ideas for making work fun
By Vicki L. Beyer

I

t would be the rare working adult
who hasn’t, at some point, found
themselves dissatisfied with their
career and, consequently, with their
life. This first book by American
transplant to Japan Dr. Bob Tobin
offers a variety of ideas and insights
to empower the reader to achieve and
maintain work-life satisfaction.
What Do You Want to Create Today:
Build the Life You Want at Work
is effectively self-guided executive
coaching, peppered with Tobin’s
own stories and those of some of his
past clients, as real-life examples of
his points.
Tobin urges readers to begin by
looking closely at themselves: “The first
step for you to gain satisfaction in your
career is to know yourself and what
you want.” This includes understanding
what you want work to look and feel
like. Tobin suggests this is where the
question posed by the title of his book
comes into play. He recommends
tools such as keeping a journal, traveling to remove
yourself from your comfort zone, and meditation.
Tobin recommends that readers then identify their life
dreams: those “aspirational thoughts about how your life
could be when your work aligns with your values.” These,
he says, are quite distinctive from the objectives that
most of us are accustomed to setting annually at work.
Useful as such goal setting might be in getting things
done, Tobin maintains that over-fixating on objectives
can actually be a distraction, pulling us away from doing
what matters.
True to the coaching nature of the book, Tobin
provides a number of practical steps to apply in the

workplace, to improve both the
environment and our ability to operate
effectively in it. Interestingly, the first is
“read the air,” a rather typical practice
among Japanese. The second, “tough is
good,” does not mean being tough, but
is more an exhortation to embrace that
which is difficult if it proves necessary
to achieve our dreams. That which does
not kill us only makes us stronger.
Tobin also provides invaluable
insights on how to “get rid of the jerks.”
It is easy to recognize how essential
this is to one’s peace and well-being,
but according to Tobin, it is not always
easy to achieve. He even confronts
us with the notion that we may be
creating the jerks by our interactions
with colleagues. Once again, there are
plenty of practical ideas for overcoming
these situations and for creating positive
energy from the people around us.
“Courage matters,” Tobin tells us. It
is important to be true to yourself and
do what feels right to you, even if it is
not what everyone else says you should be doing. This
connects well with the dreams we identified earlier and
also returns to the title question.
We also see how life-long learning, particularly
learning something completely new, can also stimulate
us, and benefit our working life, in unexpected ways.
Equally unexpected is his exhortation to approach each
working day determined to have fun and make it fun
for others.
Tobin has spent a couple of decades on his own
journey to find work–life satisfaction. In this book, he
is sharing what he has discovered, empowering us to do
the same. •

Tobin maintains that over-fixating
on objectives can actually be a
distraction, pulling us away from
doing what matters.
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EXPORTING DORAEMON
The tricky art of translating Japan’s biggest anime series
By Roland Kelts
Photos courtesy of Tokyo Otaku Mode otakumode.com

I

n 2008, Japan’s consul general
appeared on stage at SakuraCon, the largest anime festival
in the Pacific Northwest,
grinning mischievously with
his hands behind his back. “Ohayo
gozaimasu,” he said to the crowd of
10,000-plus, many of whom roared
the greeting back.
He turned around, slipped a mask
over his head and faced the audience
bearing the plastic countenance of a
wide-eyed bright blue cat.
A few murmurs arose. Someone at
the back shouted, “Doraemon!”
A week earlier, the robotic
cat manga and anime character,
Doraemon—a cultural icon in Japan
akin to Mickey Mouse in the United
States—had been dubbed Japan’s
first “anime ambassador” by the
foreign minister. But at the time of
the consul general’s performance,
Doraemon had neither aired nor
been published in the United States.
Only the most diehard American
otaku (geeks) knew the character
even existed.
“Doraemon is the biggest manga
and anime series in Japanese history,”
said Tokyo-based American writer
and translator Matt Alt, citing the
title’s 45-year domination of Japanese
popular culture. “His face is almost
everywhere in Japan. If you’re here,
chances are, you’ll see it.”
Over the past year, the gap
between the character’s ubiquitous
presence in Japan and his lack of
recognition in America has finally
been narrowed. The anime series,
translated into English and localized
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by Los Angeles studio Bang Zoom!
Entertainment, launched on
Disney XD on July 7. The Englishlanguage manga debuted in digital
formats in November 2013 and is
currently being released, volume by
volume, online.
Alt and his wife Hiroko are
translating the manga via their
decade-old two-person company,
AltJapan. Alt says it’s a joy to spend
every day with an atomic-powered
blue cat, whose wacky misadventures
with his boy charge, Nobita (Noby
in English), remain quirkily
entertaining—at least in Japanese.
“The toughest part is translating
the puns, many of which come in
the form of the gadgets.” Doraemon
has a 4-D pocket from which he
can extract any object imaginable,
most of which have unintended
consequences.
Part of the challenge is to convey
culture-specific references without
the aid of footnotes. “If they’re
playing the Japanese version of
badminton,” Alt said, “we have to
try to work little explanations into
the dialogue. What’s most important
is not to translate directly, but to
localize, to make it as entertaining in
English as it is in Japanese.”
Aging feline
Alt’s reference to Japanese
badminton points to another
obstacle when selling Doraemon
to Americans: the series is old.
Its longevity is reflective of its
mammoth success, of course, but
that doesn’t guarantee relevance.

[Doraemon's]
faith in
atomic
energy,
science,
technological
wizardry,
and the
inherent
value of
diligence
are all
vestiges of
a bygone era.

The original manga premiered in
1969; the anime series in 1973. In
1979, a revamped version of the
anime exploded into a mega-hit.
The story is a time-travel conceit:
the eponymous magical cat is sent
back to the past from the 22nd
century to save a proverbial male
slacker, Noby, from indolent
behavior that will ruin the fate of
his family’s future generations. Its
faith in atomic energy, science,
technological wizardry, and the
inherent value of diligence are all
vestiges of a bygone era. Five years
after hosting the 1964 Olympic and
Paralympic Games, Japan was rising
fast, about to become the economic
and technological juggernaut that
would awe the world.
True to its time, the series depicts
a decidedly male-centered universe.
The one female character is the
smartest of the bunch, but is reduced

Cool Japan | Cartoon

to the supporting roles of reliable
guide and romantic love interest.
“The original manga series is so
old that even in Japan, young people
probably find the world depicted
to be a slightly different, even alien
place,” said Frederik L. Schodt,
veteran manga translator and author
of Manga, Manga and Dreamland
Japan, among other works. “The
original series was very much
Showa-era, when young people did
not yet have everything—or more
than—they really needed, and when
the idea of getting something as
simple as a new food treat had a lot
of appeal. The physical environment
has also changed a great deal.”
Global appeal
Even so, those in the know have
been clamoring for years to get a
US release, generating campaigns
online and off to bring Doraemon
to America. And the consul general
was not wrong in assuming that
overseas fans might identify with a
Japanese diplomat in a Doraemon
mask. The series has enjoyed
decades of success across Asia, in
both official and heavily pirated
versions (an unlicensed Chinese
Doraemon rip-off is a notoriously
brazen imitation). In India, the
Hindi translation of the anime was
the highest-rated kids show in the
country. Author Pico Iyer in Time
magazine dubbed Doraemon “the
cuddliest hero in Asia,” noting the
character’s relentless optimism
and faith in the future amid a
challenging present.

Still, does the 45-year-old robotic
cat have a chance in the overcrowded
children’s media landscape of the
United States, 2014?
Translator and associate professor
of manga at Kyoto Sekai University,
Matt Thorn, believes that children’s
programming can be especially
tough to market overseas. “It’s
always challenging to sell something
foreign to children,” Thorn said.
“[It’s] not so much because they’ll
be confused by people eating with
chopsticks and taking their shoes
off in the house, but because it will
have to ‘click,’ and there’s simply
no way of predicting what will and
won’t click with a whole population
of children.
“It’s complicated by the fact that,
today, it is hard to get away with the
kind of massive changes that were
made in adaptations like Robotech,
Warriors of the Wind, and Power
Rangers. The Internet has made the
world too small for that, I think.”
It’s still early days for Doraemon
in America. The series’s strength
at home and in other parts of Asia

Doraemon "parade"
at Tokyo Tower

Roland Kelts is a Japanese-American
writer, editor, and lecturer who divides his
time between Tokyo and New York. He
is the author of the acclaimed bestseller
Japanamerica: How Japanese Pop Culture
Has Invaded the US and the forthcoming
novel Access. His fiction and nonfiction

and the Middle East was bolstered
by this summer’s blockbuster 3-D
Doraemon movie, Stand by Me,
which opened in 57 countries and
earned an estimated $65.5 million
after only six weeks in cinemas.
Thorn is not willing to
prognosticate on Doraemon’s future
in the United States, recalling
another children’s anime series
that he second-guessed in the past,
much to his regret.
“I’m sure there are any number
of people out there betting that
Doraemon will fall flat in the
North American market. I will
not jump on that bandwagon. In
1998 or thereabouts, Shogakukan
Productions called me to tell me
that they were planning to promote
Pokemon in the US and to ask me if
I could help them. I told them I was
too busy and that, to be honest, I
did not think Pokemon would sell in
the US. It’s too violent for girls and
too cute for boys, I told them. Of
course, Pokemon was a runaway hit,
and Shogakukan Productions never
called me for advice again.” •

have appeared in The New Yorker,
Time, Psychology Today, Playboy, and
The Wall Street Journal. Kelts authors a
monthly column for The Japan Times,
and is also a frequent contributor to
CNN and NPR. Find him online at:
http://japanamerica.blogspot.com
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TENSION AND PROSPECTS
General (Ret.) David Petraeus warns about China and Russia, sees hope for Japan
By David Hulmes

L

ife for General (Ret.) David Petraeus is full of
tension: tension in the Middle East, tension in
Eastern Europe, tension between Japan and its
neighbors, and tension in energy markets. So
getting these matters off his chest in front of an
audience at the Conrad Tokyo must have seemed like
one big therapy session.
And yet amid all that gloom, the one-time director
of the Central Intelligence Agency and former
commander of coalition forces in Iraq and Afghanistan
can see the light, particularly for Japan and the business
community here.
Addressing a question about the prospects for a new
superpower relationship between the United States and
China, Petraeus promised that Japan and other nations
in the Asia–Pacific region would not be snubbed just
because there was a new kid on the block.
“There is no question of shunting aside a country of
130 million people in favor of one of 1.3 billion. Let’s
include South Korea and others in the overall region.
There are strategies and realities in the way competition
is playing out,” Petraeus said.
He acknowledged, however, that China’s economic
surge was “accompanied by some friction” that had
led to caution in the corridors of power. “When you
look at some of the actions of China, the US is right
to be concerned.”
Last year, the Chinese government
insisted airlines give it advance warning
of intended flight paths near the
disputed Senkaku Islands, and stated
that failure to do so would prompt
emergency defensive measures. This
provoked anger in Tokyo. “Many
of the leaders with whom we have
talked in the region have stated
cautious optimism that
these tensions have calmed
a bit. Time will tell, but
I think it’s worth all the
participants
recognizing

you should be cautious that an action doesn’t spiral out
of control,” said Petraeus, who turns 62 in November.
“It’s very important to recognize that not only
should we not try to contain China, [but] China can’t
be contained.”

A former
Bloomberg and
Reuters editor
in Japan, David
Hulmes recently
returned to Tokyo
from London.

Flashpoints
On Eastern Europe, Petraeus warned about a significant
geopolitical risk premium posed by Russian leader
Vladimir Putin in relation to a bloody civil war in
Ukraine, and his apparent desire to redraw boundaries
“at the point of a gun.” The warning should resonate loud
and clear with Japan, which is in dispute with Russia
over islands that lie between the nations. Known in
Japan as the Northern Territories, they became a political
flashpoint in August when Russian forces conducted
military drills there.
“His ambitions are to resurrect the Russian Empire
and be remembered as Vladimir the Great or something
like that … It threatens the post-Cold War landscape.
Europe does depend on Russia for energy needs, so the
ramifications are very important. If they turn the oil and
gas off, they may not turn it back on,” said Petraeus.
With the world’s eyes on the march of the Islamic
State (IS), Petraeus reckons more “boots on the ground”
are needed to win the battle, which would take “many
years” in the case of Syria.
Since his abrupt departure from the CIA in 2012,
following revelations of an extramarital affair, Petraeus
has overseen investment firm KKR’s Global Institute, with
a focus on geopolitical and macro-economic trends, as
well as governance, social, and environmental issues.
This year, KKR spent almost $2 billion to buy Panasonic
Healthcare.
“We’re very hopeful about Japan. KKR wouldn’t have
invested $2 billion here if we weren’t sure we could get
a very good return for our investors,” said Petraeus.
“The demographic downturn or, as some have
characterized it, the death spiral, definitely
needs to be addressed,” he said, adding that
in relation to China, “Japan has at least got
rich before it’s got old.” •
NOVEMBER 2014 • ACCJ JOURNAL | 47

Hiring in Japan?
talent in Japan. Whether you require a contingent or
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ACCJ Events | Past And Plan ned

1
Attending the
“Welcome Breakfast
for Ambassador
Caroline Kennedy”
were ACCJ Chubu
leaders, a delegation
from the Embassy
of the United States
in Tokyo, as well as
executives from the
Chubu government
and various local
organizations. The
event was held on
October 9 at the
Hilton Nagoya.
1

2

3

5

2
ACCJ Vice President–
Kansai Kiran Sethi
(left) with Caterpillar
Inc.’s Steven
Shoemaker, chief
engineer, Excavation
Division, and
managing director,
Hydraulic Excavator
Development Center,
at “Caterpillar
Product Development
- Meeting Global
Customer Demands,”
held at the
Hilton Osaka on
September 19.
3
ACCJ member
Cathleen Jia at the
fully booked “Wine
Taste-off 2014,”
held on October 1
at Bulldog Tex-Mex
BBQ restaurant in
Tokyo’s Akasaka
district.

4
Michael Wright, vice
chair of the ACCJ
Aerospace and
Defense Committee,
takes a swing at the
“2014 MercedesBenz Japan Cup,”
held on October 10
at Atsugi Kokusai
Country Club.
5
ACCJ Kansai
Women in Business
Committee leaders
with Carsten Brunn,
president and CEO,
Bayer Healthcare
(center), at the
opening session
of the 2014 - 2015
Leadership Series,
"My Leadership
Beliefs," held on
October 2 at the
Hilton Osaka.
6
Gaku Hattori (second
from left), senior
executive director,
Fuso Machine
Works Ltd. and H.
Robert Jacobs, F-2
quality assurance
liaison, LMTASIC,
receive certificates
of appreciation
from ACCJ Chubu
Aerospace Industry
Subcommittee Chair
Britt Creamer (right)
and Vice Chair Greg
Robinson after “Full
Circle Aerospace
Seminar Series #5
Quality Assurance:
International
Review,” on
September 17 at the
Coat of Arms Pub
and Restaurant in
Nagoya.

Upcoming EVENTS
4

6

Please visit www.accj.or.jp for a complete
list of upcoming ACCJ events or check our
weekly e-newsletter, The ACCJ Insider.
November 10
Fall Meet & Greet at the Andaz Tokyo
Toranomon Hills

facebook.com/The.ACCJ

youtube.com/user/AmChamJapan

twitter.com/AmChamJapan

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

November 28
e-Commerce: No Longer a Fringe
Activity in Asia
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Advocacy | Roundup

THE THIRD PILLAR
This regular column is devoted to brief advocacy updates from various committees.
As one of the three pillars of the ACCJ—along with information and networking—
advocacy consistently features prominently in the work of the chamber.

2014 Diet Doorknock
Three principle themes have been chosen
this year for the ACCJ’s annual Diet
Doorknock. We hope engaging with
officials on these topics will help drive the
conversation, with the aim of fostering
economic growth over the long term,
enhancing Japan’s competitiveness, and
bolstering Japan’s entrepreneurial spirit.
A healthy Japanese economy is vital to
the member companies of the ACCJ as a
market for our goods and services and as
a platform for our business activities in
the Asia-Pacific region, the fastest growing
part of the global economy. Accordingly,
the ACCJ is encouraged by the Japanese
government’s efforts to achieve sustained
economic growth and make Japan the
“world’s easiest country” in which to
do business.
In particular, the government’s growth
strategy initiatives represent an ambitious
step in the right direction, with specific
progress in important areas including
corporate governance, labor, taxation,
agriculture, and healthcare. The ACCJ
applauds the government’s commitment
to empowering women in the workforce,
an effort that in addition to being the

right thing to do, will directly contribute
to fostering sustainable economic growth
in Japan.
Taken as a whole, the government’s
overall economic reform program gives
the ACCJ reason for optimism that Japan
is taking steps to meet the demographic
challenge of an aging population and
a shrinking work force. The ACCJ
urges the government to move forward
expeditiously with effective and rapid
implementation, to enable Japan to
achieve its full economic potential.
This year, the ACCJ has identified three
principal themes that we believe will do
the most to foster economic growth in
Japan over the long term, specifically:
› Conclusion of TPP negotiations;
› Implementation of womenomics and
labor mobility reforms; and
› Promotion of innovation and
entrepreneurship in Japan.
Steady progress on the above will lead
to increased productivity, greater returns
on investment, and a more dynamic and
nimble Japanese economy.

Internet Economy Task Force
The US and Japanese governments met
September 16-17 for the sixth session
of the US–Japan Internet Economy
Dialogue. This was the second meeting
of the dialogue this year, and underscored
the growing importance of US–Japan
coordination in Internet governance
concerns. The session also included
intensive bilateral discussions on the
approaches to privacy being developed
in the United States and Japan, the
opportunities for cooperation on
cybersecurity issues, and the facilitation
of cross-border transfers.
Our ACCJ taskforce was joined in
Washington by a 22-member delegation
from Keidanren. The two business
communities presented the US government
with an updated set of recommendations
for joint action and joined a forum on
Capitol Hill sponsored by the Mansfield
Foundation. We also attended a symposium
on bilateral Internet cooperation, hosted
by the Center for American Progress and
featuring keynote addresses by Japanese
Ambassador Kenichiro Sasae and the
Department of State’s Under Secretary for
Economic Affairs Kathy Novelli. •

Viewpoints recently released on the ACCJ website:
Insurance Committee
“Ensure a Level Playing Field between Kyosai and FSARegulated Insurance Companies”

“Review the Bank Sales Channel to Further Enhance
Choice and Convenience for Insurance Consumers”
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MORE THAN POLITICS
Howard Baker and Joan Mondale’s
lasting contributions to Japan
By Samuel Kidder

Ambassador Baker took this aerial photo of the White House.

W

well beyond their political job
description. Their private lives and
involvement in personal causes
provide us with a window into a
world beyond politics, a world of
beauty and appreciation for Japan.

Joan of Art
Joan Mondale had an eye for art
beginning in her school days. In
her political life in Minnesota, as
well as her role as Senator and
Vice President Mondale’s partner

THE JAPAN TIMES

hen I began my first
tour as an officer of
the Embassy of the
United States, Tokyo,
Ambassador Mike
Mansfield was in the final months
of his long tenure here. Since then,
I have had the privilege of knowing
and working either at the embassy
or at the American Chamber of
Commerce in Japan with all of
his successors.
Most of us in the chamber likely
focus on the considerable political
and economic contributions these
distinguished Americans have
made to the Japanese–American
relationship. For example,
Ambassador John Roos’s leadership
after the Tohoku tragedy is fresh
in our minds. I am sure there are
dozens of other examples that
many of you will remember where
an ambassador’s intervention on a
policy issue or support for business
activities have made a real and
positive difference.
This year, we have been saddened
by the passing of Ambassador
Howard Baker and Joan Mondale
(wife of Ambassador Walter
Mondale). Both made particularly
important contributions to our
bilateral relationship that went

Joan Mondale with the LOVE statue in Shinjuku, Tokyo, in 1996.
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in Washington, D.C., she became
a national leader holding key
positions in various organizations
supporting the arts. In 1977,
President Jimmy Carter named her
honorary chairperson of the Federal
Council on the Arts and Humanities.
The media became fond of calling
her Joan of Art.
She had always been interested
in pottery and studied with Warren
MacKenzie, a Minnesota potter
who had been a student of Bernard

Executive Director | Tribute

Ambassador Baker
(right with camera) was an
avid nature photographer
while in Japan.

Leach. A prominent English
potter, Leach played a vital role in
introducing Western techniques
and styles to Japan and in bringing
Japanese pottery to the West.
While in Japan, Joan Mondale
hosted some of America’s
best-known artists at the U.S.
Ambassador’s Residence. With
like-minded Japanese friends,
she carried on an indefatigable
campaign to place art in public
places. One of her favorite spots
in Tokyo was the Japan Folk Crafts
Museum in Komaba. While out
and about in Tokyo, if you pass
the LOVE sculpture by Robert
Indiana in Shinjuku, or find yourself
gazing at the walls of the Tameike
Sanno metro station, note that Joan
Mondale’s direct intervention lives
on in those art placements. At her
alma mater, Macalester College, the
campus’s studio art building has
been renamed the Joan Mondale
Hall of Studio Art, and an endowed
scholarship has been established in
her name.

Who took that pic and
when did he take it?
The most frequently quoted
question from the Senate Watergate
hearings came from Senator Baker,
when he asked about President
Richard Nixon’s involvement in the
break-in: “What did the president
know and when did he know it?”
Baker was recognized as a
brilliant photographer, and took the
photo of the White House shown on
the previous page when he was chief
of staff to President Ronald Reagan.
According to Baker’s story, he was
with the president on a gorgeous day
and wondered to whom he needed
to talk about getting permission to
go up in a helicopter to take aerial
shots of the White House. The
president replied that Baker had the
authority to approve his own ride,
which he did.
During his time in Japan, Baker’s
keen eye and photographic talent
resulted in dozens of pictures that
adorned the embassy’s walls, many
still on display, some featured in

To donate to the Joan Mondale
endowed scholarship at Macalester College,
		• go to macalester.edu/giving
		• select "Other" in the "Designate gift to" field
		• enter Mondale's name in the comments box.

Samuel Kidder is
executive director
of the American
Chamber of
Commerce in Japan.

galleries and others published. Many
of his shots showed a fascination
with repeating patterns, scenes like
a turtle’s tracks across a sandy beach
or rows of sake casks at Meiji Shrine.
Baker became entranced by Japan’s
natural and cultural beauty, and his
legacy reminds us all to look closely
and deeply at what we see around us
each day.
For Howard Baker and Joan
Mondale, the time spent in Japan
was just an interlude in a long
life dedicated to public service.
However, their work extended
beyond the borders of their official
capacities, and we are all richer
because of their engagement with
this special country. •
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THE ACCJ THANKS ITS
CORPORATE SUSTAINING
MEMBER COMPANIES
Their extensive participation provides a cornerstone in the
chamber’s efforts to promote a better business climate in Japan.
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