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As 2015 draws to a close, we look 
back at what has gone before us and 
forward to what lies ahead. We also 
stop to take stock of where we are, 
and what we have achieved.

In April, The Journal was re-
launched with a fresh look and a 
new goal—to be “the authority on 
global business in Japan.” An exciting 
new layout was implemented, with a 
section for business news and one for 
American Chamber of Commerce in 
Japan (ACCJ) updates.

With this format, we captured 
trending news, as well as tidbits that 
flew below the radar. There were 
features on women entrepreneurs, 
aging society, the age of robots, and 
advocacy positions and activities of 
ACCJ members. No effort has been 
spared to bring you stories that matter.

This issue of The Journal carries 
that standard forward. Our cover 
story (page 8) charts the remarkable 
explorations that the National 
Aeronautics and Space Administration, 
with support from the Japan Aerospace 
Exploration Agency and others, is 
pioneering in the sea of space.

Back down on Earth, the 44th 
Tokyo Motor Show (page 17) drove 
into town in the fall, with a number of 
world and national premieres in tow. 
Two industry pieces hold the middle 
ground in this issue: a report from 
the star-studded World Marketing 
Summit 2015 (page 14), and a feature on 
opportunities and challenges in Japan’s 
information and communications 
technology (ICT) industry (page 20).

As we have done since April, we 
have used our “Entrepreneur” column 
to showcase a woman entrepreneur. 
This month, we introduce Asami 
Matsumoto, CEO and founder of 
Active Connector.

Matsumoto represents a new 
generation that is global, local, and 
entrepreneurial. And that, too, has been 
the raison d’être of the TOMODACHI 
Generation (page 27), who held their 
first annual summit this fall.

John Amari 
john@custom-media.com

THE COSMIC OCEAN 
AND THE GLOBAL GENERATION

Three other pieces round out the 
business section. The “Voices of Japan” 
column features Megumi Hagiuda, 
whose flower power company seeks to 
revolutionize Japan’s relationship with 
romance and international relations 
(page 32). 

The arts and culture feature, 
moreover, introduces Noh master 
Naohiko Umewaka, a traditional 
Japanese theater actor (page 30). 

And “Media Matters” sheds light 
on Barron’s Asia, following their first 
anniversary in the region (page 36). 

Further, ACCJ President Jay 
Ponazecki reminds us of the important 
functions of the chamber, including its 
20th Diet Doorknock, which will take 
place on December 8–10 (page 47). 

As Ponazecki’s presidency comes 
to an end after two successful years, 
we all wish her continuing success in 
the future.

And, lastly, Editor-in-Chief Brandi 
Goode returns from maternity leave this 
month to resume control of The Journal. 
It has been a pleasure for me to hold 
the fort—with your generous support—
in her absence. So finally from me: 
wishing you all a great holiday season 
and New Year. n

CORRECTION: On page 45 of the November issue, one of the titles  
         mentioned should be: ACCJ Chairman Chris LaFleur. 

A flagship publication of the American Chamber of Commerce 
in Japan (ACCJ), The Journal (formerly the ACCJ Journal) is a 
business magazine with a 52-year history. 
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NOW TRENDING ON THE WEB

Tweets from leading 
media outlets

Tweets in Japanese 
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This month: Popular tags 
from the top 30 list

Discussions from 
global leaders
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Yoshiharu Ueki, 
Representative director, 
president, Japan Airlines Co., Ltd.

RESPECT THE SAND TIMER 
OF LIFE

We as humans waste a lot of time. In 
Japan, until recently we imagined the 
ideal worker as someone who stayed 
later than all his or her co-workers 
burning the midnight oil. What many 
have come to realize, however, is 
no matter how well-intentioned 
you are or how much time you put 
into something, such factors do not 
necessarily equate to results.

Alistair Cox, 
Chief executive, Hays plc

THE RISE OF ROBOTS SHOULDN’T MAKE US 
FEAR FOR OUR JOBS

I find it hard to believe some of the headlines predicting the 
demise of the human worker. Many of these appear to discount 
the importance of personal relationships and intuition, for which 
everyone in business knows there is no substitute.

@TheEconomist

Young executives in Japan adore 
[Masayoshi] Son for his bold 
strategies in corporate culture 

http://econ.st/1N1Bb1O

@OneMileataTime 

The implications of 
Marriott buying Starwood

http://bit.ly/1Mx03sO

@mashable

Oxford Dictionaries picks 
emoji for its 2015 Word of 
the Year

http://on.mash.to/1lrPFMf

世界で初めて、「3Dプリンターで製造された薬剤」が米食品医薬品局（FDA）
によって認可された。 http://wired.jp/2015/08/10/3d-printed-pills/

携帯電話料金 割安プラン求める方向で調整へ http://nhk.jp/N4MG4KB6

The FDA (US Food and Drug Administration) has approved 
the world’s first drug produced by a 3D printer.* 

Following an expert meeting at the Ministry of Internal Affairs and 
Communications, the agency has decided to ask mobile phone 
companies in Japan to offer cheaper subscription plans to customers.*
 

WIRED.jp 
@wired_jp

NHKニュース 
@nhk_news

* Translations of original content in Japanese

Rank

2

8

15

16

#OTRASheffield3

#PrayForParis

#purpose

#拡散希望
(spread the word)

#news29
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Arthur C. Clarke got it wrong. In 2001: A Space Odyssey,  
the crew’s biggest enemy was the computer HAL, which  
eventually turned rogue during the mission to Jupiter.  

Yet, there was possibly a far greater danger facing the crew, namely,  
their own bodies, a threat not touched on by Clarke. 
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We simply don’t know the full extent of the risk to human 
biology that might result from long-term space flight. But we do 
know two things: gene expression—the activity within human 
cells—changes in zero gravity; and during a space flight lasting 
many years, these changes could have catastrophic consequences 
for a person’s health. However, the data is inconclusive.

The good news is that it shouldn’t be long before we have 
a much clearer idea about how our bodies would cope with 
a long-term journey in space. The National Aeronautics and 
Space Administration (NASA) has launched the Human 
Research Program (HRP), which is taking place in the 
International Space Station (ISS), the principal sponsors of 
which include the United States, Japan, and Russia. 

The HRP, which dates back to 2004, when NASA refocused 
its space program on exploration, aims to unearth the best 
methods and technologies “to support safe, productive 
human space travel.” 

HUMAN ENTERPRISE
Covering a wide range of topics, not least the effect of space 
on our genetics, a myriad of scientists and researchers support 
the HRP, including Dr. Chris Mason, associate professor of 
Physiology and Biophysics at Weil Cornell Medical College, 
who is deeply involved in the program’s genes study. 

Mason visited Tokyo in the fall to attend the Innovative 
City Forum and to discuss urban areas of the future. 

His presentation, entitled “Building New Cities, Molecule 
by Molecule,” highlighted how urban microbiomes—the 
assemblages of bacteria in built-up areas—impact our lives. 
He also covered how urban design should be sympathetic 
to the planet’s biochemical activity. 

It was toward the end of his talk that Mason got to his 
big passion: spaceflight or, in his words, the final frontier 
of genetics research. 

He talked about the Twins Study, a part of the HRP to 
which he is connected. 

Speaking exclusively to The Journal, Mason said genetic 
research is key to the success of future space exploration, 
which he considers fundamental to the long-term survival 
of the human species. 

“Some people may question the money spent by NASA, yet 
several studies have noted that the billions of dollars it has 
consumed have led to about a 33 percent return on investment.

“But beyond the extraordinary benefits to the economy, a 
lot of the [return on investment] on the Twins Study may be 
intangible; we are talking about the future of humanity here, 
and clearly we have to exist as a species for there even to be a 
market to realize any opportunities.”

SPACE CADETS
Mason became involved in the Twins Study when his 
submission was selected by NASA in 2014 as one of 
10 experiments to look at the effect of space flight on genes. 

Like the other nine, Mason’s investigation would compare 
the biology of two identical twins, one of whom would be 
living on the low-Earth orbit ISS for a year, and the other 
twin down on earth. 

It just so happened the identical twins were none other 
than veteran NASA astronauts Scott and Mark Kelly—
Scott being the one living in space. 

For Mason, involvement in the Twins Study was the 
culmination of a journey that officially began in 2010, but 
can be traced back to his childhood. “In 2010, I sent NASA 
an unsolicited proposal saying we should start looking at 
genetics in space,” he said. 

“The cost of DNA sequencing had dropped significantly 
by this point, and President [Barack] Obama had become 
a vocal supporter of personalized medicine based on 
gene sequencing. 

“At the time, NASA had just started banking astronaut 
blood and genes, but didn’t yet store the samples 
appropriately for all genomics experiments.” 

 Scott Kelly, in the International Space Station, is half of NASA's Twins Study.

THE JOURNAL  n  DECEMBER 2015 9



for your
dining pleasure

Elio Locanda Italiana

Elio Catering Elio Orsara’s own award-winning restaurant is 
uncompromisingly devoted to recreating and 
bringing you Southern Italy, using only the � nest 
natural ingredients.

Elio’s Catering recreates the same uncompromising quality 
o� ered at Elio Locanda Italiana. All dishes are prepared 
in Elio’s Catering headquarters using organic and tested 
radiation-free ingredients, and are delivered fresh to your 
event location.

Should you prefer to dine at home or elsewhere, the taste 
and genuine atmosphere of Elio Locanda can come to you!

Elio’s o� ers you many solutions, such as matching the menu 
to your dietary requirements.

Our detachment of chefs will ensure you and your guest are 
catered for. A food delivery service is also available.

2-5-2 Kojimachi, 
Chiyoda-ku, Tokyo. 
Tel: 03-3239-6771

www.elio.co.jp

Tel. 03-5210-5701    Email: catering@elio.co.jp

Elio.indd   1 10/23/15   6:30 PM



C
O

V
E

R
 S

TO
R

Y

Nothing came of the proposal; 
however, Mason was in a good 
position when the official request for 
proposals for the Twins Study came out 
in 2014.  “I already had my application 
written. It was all there. I just had to 
send it in again,” he added. 

This time it was a success, and it was 
a major boost for Mason personally. 

“I, like many, went to space camp 
in childhood so I’d thought about 
being an astronaut as a kid. I did some 
astronaut training and dreamed a 
little about spaceflight, but I decided I 
wanted to work in genetics. 

“The wonderful thing about being 
chosen for the Twins Study was that it 
combined two of my passions.”

Many of the results have not yet been publicly released, 
but Mason said plenty of the data support his hypotheses 
on changes to cell activity. “We’ve seen the changes in RNA 
expressions that we expected to see, and we are witnessing 
differences between the twins in their gene expression levels 
and their microbes. The data is providing us with a better 
window into what changes go on in astronauts’ bodies.”

Mason said the Twins Study will not provide all the 
answers. “This is the first step on a long journey towards 
a better understanding of the biology and physiology of 
long-term spaceflight. 

“We need a much better understanding of what happens 
to the body at a molecular level before missions can go 
beyond low orbits and the moon to asteroids and then Mars,” 
he explained. 

“This is the most detailed molecular portrait to date of what 
happens in a body: DNA, RNA, proteins, small molecules, 
lipids, blood . . . bio data. It will be an extraordinary set of data.”

COLLABORATIVE GENES
Someone with whom Mason is working closely at NASA is 
John B. Charles, associate manager for international science 
for the HRP. 

Charles has coordinated all of the NASA-sponsored 
biomedical, biological and microgravity science investigations 

INNER UNIVERSE
The title of Mason’s experiment is “The Landscape of DNA 
and RNA Methylation Before, During, and After Human 
Space Travel.” 

As part of the investigation, the twin brothers will give 
blood samples before, during, and after the mission. 

Mason and co-investigators will study the samples to see 
if Scott Kelly’s DNA (his genetic hardware) and RNA (his 
genetic software) change during space travel. The results 
will be compared with those of his brother, who will be the 
control subject in the experiment. 

“We expect to witness gene expression changes, since our 
genes alter under stress. But we will get to see the totality of 
these changes at a molecular level during spaceflight.” 

What could result if your genetic expressions went haywire? 
The answer: cancer—when cell activity becomes so abnormal 
that serious disease results. NASA wants to understand the 
risks of this happening to humans in space flight. 

“Given we’ll see genomes under a lot of stress, we’ll be 
better able to understand the risks from peculiar genomes 
related to aggressive cancers in zero or low gravity 
environments,” Mason explained.

It is almost nine months since Scott Kelly was sent up 
to the ISS in a Russian Soyuz space capsule, and Mason’s 
work began. 

“One goal is to see if 
you can use standard 
electronics [in space, 
instead of very costly 

specialized equipment.]”

THE JOURNAL  n  DECEMBER 2015 11

JAXA astronaut Kimiya Yui conducts experiments in the Kibo experiment module, which is part of ISS.
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The PM contains 10 experimental racks to support 
biological experiments that can be anything from growing 
protein crystals in zero gravity to creating artificial red blood 
cells as possible substitutes for use in blood transfusions. 

The EF is essentially an external platform that can hold up 
to 10 experiment payloads at a time outside Kibo. 

According to Gatling, “This is where they place materials 
and electronics to test them in the vacuum of space with its 
radiation and dramatic changes in temperature. 

“One goal is to see if you can use standard electronics 
out there. Currently, they use very specialized electronics in 
space, which are very costly to produce.”

SPACE TRAVELERS
Gatling says Japan’s involvement in the ISS has led to 
some successes, but a question hangs over whether the 
space program delivers better returns than earth-bound 
investigations. 

Nevertheless, the government of Japan and the Japanese 
public at large seem to be fans of the country’s space program. 

“I think Japanese people are engaged in the ISS program. 
You can see the excitement, particularly among children, 
when the topic is raised.” 

Gatling also praises the work of the Japanese space agency. 
“JAXA operates with a relatively small budget but remains 
committed to the space program over the long term.” 

Just this year, JAXA announced it aimed to land an 
unmanned spacecraft on the surface of the moon by 2018, as 
reported on CNN in May. “It will be interesting to see how 
Japan positions itself among space nations in the future, with 
its moon landing mission. 

“JAXA is also using its expertise to assist developing 
nations and their own space programs,” he said. 

OCEAN OF TRUTH
What’s clear is that we are in the midst of another exciting 
chapter in the history of human exploration. 

To paraphrase Isaac Newton: we may seem like children 
playing on the seashore, discovering a smoother pebble or a 
pretty shell here and there, while the great ocean of truth lies 
undiscovered before us. Mason agrees. 

“It’s time for us to start determining how we’re going to 
visit the planets and places we know are out there, and to 
explore that ocean of the unknown,” he said. n

as mission scientist for American astronaut missions on Mir, 
STS-95, John Glenn’s Shuttle flight, and STS-107, Columbia’s 
last mission in January 2003. 

In an interview with The Journal, he said the results of the 
HRP are expected to pack quite a punch. 

“HRP,s funding is minuscule compared with [that of] the 
other programs in NASA’s portfolio, but HRP’s products will 
enable future space exploration beyond low earth orbit, both 
by NASA and by its international partners.” 

Charles said it was the first time biomedical research had 
become a priority for NASA. 

“Other spaceflight programs such as Mercury, Gemini, 
Apollo, and the Space Shuttle incorporated biomedical 
research, but it was usually for the protection of the 
participating crew members, and—with a few notable 
exceptions—almost always an afterthought. 

Scott Kelly with US President Barack Obama

Among other things, 
the Twins Study 
will investigate the 
effect of near-zero 
gravity on genes.

“NASA’s Skylab program 
was a major effort to address 
biomedical risks for future 
missions, and it formed the 
foundation for subsequent 
space shuttle research and for 
many of our current efforts, 
but the HRP has far exceeded 
previous efforts in terms of 
scope, endurance, and total 
funding.”

Charles makes clear the 
HRP reflects the success of 
the ISS initiative. It is thanks 
to contributing nations 
such as Japan and the Japan 

Aerospace Exploration Agency (JAXA) that the Twins Study 
experiments can go ahead. 

RISING HOPE
The ISS is part of Japan’s manned space program. While 
JAXA is not playing a direct role in the Twins Study, its 
Japanese Experiment Module, called Kibo, stores samples 
from the astronauts in the module’s “Minus-Eighty Degree 
Laboratory Freezer for ISS,” also known as MELFI.

Lance Gatling, a defense and aerospace markets advisor, 
said, “Japan has joined the ISS in a big way and continues to 
support the program with a significant amount of manpower 
and financial support.” 

Indeed, the government of Japan increased the total 
JAXA budget for 2015 to $1.54 billion from 
$1.3 billion in 2014, an increase of roughly 
$21 million, according to a January 15 
press release.

Kibo was Japan’s first contribution to the 
ISS. The agency designed it as a research 
facility for a wide variety of scientific, 
medical, and educational experiments. 

Kibo, which means “hope” in Japanese, 
has its own mission control room at the 
Tsukuba Space Center, in Tsukuba Science 
City, Ibaraki prefecture. Its two major 
components are a pressurized module (PM) 
and an exposed facility (EF). 
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“Digitize or die.” Philip Kotler, distinguished marketing 

professor at the Kellogg School of Management, could 

not have been clearer in his message.

of Asia–Pacific operations at Google, believes this has changed 
behavior. “Those consumers [who use smartphones] have very 
different habits than those who do not,” he said.

“They watch more media, they rate services, and they 
consume a lot more on smartphones and other devices than in 
the West.” 

Temsamani cautioned, however, that such consumers are 
today being ignored.

“The world’s future mainstream behaviors can be seen 
through a Japanese smartphone user. But if you look at 
Japanese companies, they are not really adapting to changes in 
smartphone user behavior.”

ADAPT TO THE TIMES
As technological advances change behavior, opportunities 
are growing in Japan for both domestic and foreign 
companies. Growing connectivity and marketing 
innovations mean that companies today can capture large 
parts of markets that simply did not exist a few years ago.

“Breakthroughs will happen because what we are doing 
[now] was hitherto impossible,” said Robert Walcott, 
head of the Kellogg Innovation Network. Some of those 
breakthroughs are happening in Japan today.

Pepper the robot, designed by SoftBank, is one such 
example. It is a part of the ever-expanding Internet of Things, 
as products with online connections have become known.

“The Internet of Things has been elevated to the next stage 
with Pepper,” said Tatsuro Kurisaka, vice president, Product 
& Marketing Unit, Advertisement Division Head, SoftBank 
Mobile Corp.

“It is still a work in progress, but it is quite unique. Pepper 
has two major features: an emotional engine and cloud 
connectivity. All the Peppers collect information for analysis.”

Tell the Story,
Make It Digital

At the World Marketing Summit Japan 2015, which was 
held in the fall, experts agreed that increasing connectivity 
means that companies adhering to “traditional” marketing 
concepts face huge disruptions.

Modern, connected consumers are no longer content 
to simply buy products because they have seen them 
advertised. They demand higher quality, more engagement 
from companies, and a level of product customization that 
was unimaginable just a few years earlier.

“We used to focus on how many people we exposed to 
our marketing,” said Professor Mohan Sawhney, also of the 
Kellogg School.

“But now customers are asking how relevant [the 
marketing] was. It is not enough to communicate 
information about product features. The real opportunity 
now is through connecting with emotions and telling a story.”

This has led to challenges for businesses. “Every brand 
will have to figure out its story, mission and purpose,” 
Sawhney said. “And then they will need to tell that to create 
engagement and bring about advocacy.”

Where, in the old days, companies simply placed 
advertisements in newspapers or bought 30 seconds of ad 
time on television, today that isn’t enough.

SMART CONSUMPTION 
In Japan, smartphone penetration has reached over 75 
percent, according to the Communications and Information 
Network Association of Japan. Karim Temsamani, president 

By Richard Smart
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While it is early days, the robot has so 
far delivered two benefits to customers: 
it creates buzz and reduces costs. Staff 
are no longer needed for some simpler 
tasks, such as understanding the reason 
a customer is visiting a bank, or for 
offering samples in a supermarket.

And because the robot is still a 
novelty, those brands using its services 
are likely to attract crowds and possibly 
media reports. “How long these effects 
will be sustained is a good question,” 
Kawasaki said.

But for now, companies such as 
Mizuho Bank can expect media reports 
when the robot serves their customers.

Over the longer term, the robot’s 
uses for marketers are likely to increase 
drastically. Its emotion-reading engine 
will over time be able to tell companies 
how consumers are reacting to their 
products emotionally, as well as 
dividing them according to gender, 
demographics, and a wide range of 
other categories.

And if households take to the robot, 
the big data it generates could be used 
in ways as yet unimaginable. Does that 
sound creepy? Probably. But Kawasaki 
thinks it is all a question of how the 
robot is marketed. 

“For consumers to fully accept the 
Internet of Things, they need to see its 
benefits,” he said. “I’m sure consumers 
will welcome it if they are comfortable 
with the way it’s used.”

EFFECTIVE MARKETING 
Ensuring stories connect with 
consumers is essential. Pepper quickly 
joined the SoftBank “family” from its 
commercials after launch. 

Unilever, a consumer goods 
company, is working toward 
sustainability for its businesses.

“We do not believe there is a tradeoff 
between economic growth and having 

Brown has devised a method of 
measuring how customer focused 
businesses are, which, he said, “is 
the best way” of improving services 
for consumers.

Perhaps the conference itself was 
the best way of indicating how Japan 
could improve. While it focused on 
digital innovation, it provided no 
Wi-Fi for attendees. n

Tell the Story,
Make It Digital

“The	final	goal	of	
e-commerce	should	be	to	
create	good	neighbors”

Karim Temsamani, Google, Asia Pacific 
operations president

Marijn van Tiggelen, executive vice president, 
Unilever North AsiaSoftBank’s Pepper robot has created buzz and cut costs.

Linden Brown, chairman of MarketCulture

a positive impact on society,” according 
to Marijn van Tiggelen, executive vice 
president of Unilever North Asia. 

Shoichiro Iwata, CEO of e-commerce 
site Askul Corporation, said his 
company focuses on how its service—
Lohaco.jp—delivers things quickly, 
allowing consumers to live a better life.

“The final goal of e-commerce should 
be to create good neighbors,” he said. 
Lohaco offers around 70,000 products 
on its site.

Nestlé S.A., meanwhile, has seen 
success with its Nescafé Ambassador 
program. This low-tech innovation 
allows the company to increase sales 
and brand awareness with little need 
for advertising in the traditional sense. 

“Normally, office workers do not 
see the lack of availability of coffee as 
a problem, so they go to convenience 
stores and pay ¥120 or ¥130,” said Kozoh 
Takaoka, president of Nestlé Japan. 
“We can sell it for about ¥30.” 

So we went to companies and 
recruited Nestlé ambassadors. They 
collect money in a box at work and 
then pay us by credit card. 

“We do not pay any money to 
those people, but 200,000 became 
ambassadors. Over the last three years, 
one billion cups of Nestlé coffee have 
been drunk through the program.”

According to Takaoka, plenty 
are willing to do the job because it 
improves the atmosphere at the office. 
And the data they receive from such 
ambassadors helps the company adapt 
its product offerings.

It also has another, uniquely 
Japanese, benefit. “In rural areas, in the 
afternoon the elderly will meet [for a 
drink],” Takaoka said. 

“So we were able to get ambassadors 
among the elderly. If members do not 
come to the gatherings, [someone will 
then confirm they are safe], offering a 
solution [to isolation] in an aging society.”

Strategies such as the Nescafé 
Ambassador program put the 
customer first.

Another conference speaker, Linden 
Brown, chairman of Australian company 
MarketCulture, has done research that 
shows businesses putting customers first 
significantly outperform their rivals. 

“There are very few customer-centric 
companies,” he told The Journal. “Japan 
should look outside the country at 
other [nations’] successful companies 
in their industry.”
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Some of the best-known brands were 
present, including Honda, Lexus, Jaguar, 
Porsche, Nissan, Volkswagen, Subaru, 
Mitsubishi, and Land Rover.

Jeep®, when still part of the Chrysler 
Group LLC, made its last appearance at 
the event in 2007. That was the last time 
the floors of the Tokyo Motor Show were 
graced by the “Big Three” from Detroit—
General Motors, Ford, and Chrysler.

Of the 417 vehicles that were exhibited, 
75 were world premieres and 68 were 
premieres in Japan. Some 812,000 people 
attended the show over 11 days.

US BRAND RETURNS
For the first time in eight years, a 
manufacturer from the United States was 
back in force at the show, namely Italian–
American automobile maker FIAT Chrysler 
Automobiles (FCA). Established in 2014, 
the company is a merger of FIAT S.p.A and 
Chrysler LLC.

Speaking to The Journal, President and 
CEO of FCA Japan Ltd. Pontus Häggström 
explained the reason for the company’s 
return to the show in Tokyo. He also 

touched on how FCA remains competitive 
in Japan, where the market for imported 
cars has been challenging.

“First of all, we are a much bigger 
company now. We are two and a half 
times as big as we were back then. We 
are a more relevant player in the import 
industry,” Häggström said.

Moreover, having gone 
through an integration process 
and created a single company 
with iconic brands, it was the 
right time, Häggström added, 
for FCA to return to the 
motor show.

With a number of new 
models just hitting the market, 
the motor show seemed a 
good opportunity to showcase 
them, Häggström said.

Four brands—and eight 
models—represented FCA at 
the show. The newly unveiled 
FIAT 500X, a small SUV; the 
Alfa Romeo 4C Spider and Alfa 
Romeo Giulietta, both sports 
cars; the Jeep® Renegade, a 

small SUV launched 
in September, and Jeep® Wrangler; 
and the Abarth 695 Biposto and 
Abarth 595.

Noticeably absent from the 
FCA lineup was Chrysler. 
Häggström put its absence down 
to simple logistics.

“It was simply a matter of space 
that we had here,” he explained. 
“It is what it is. And we didn’t 

want to compromise, and to make each 
stand smaller. So we opted [for] the four 
largest brands.

“But,” he added, “Chrysler is definitely 
an important part of our family. And, we 
are launching the facelift Chrysler 300 in 
early November.

Looking ahead, Häggström said FCA 
would gradually increase its offerings in 
Japan, with Jeep® and FIAT’s presence 
growing by a couple of new models. 
Abarth will also see expansion in 
this market.

Further, the company has a massive push 
for Alfa Romeo “just around the corner”; 
eight new models are to be launched over 
four years, including in Japan.

TOKYO MOTOR SHOW
The 44th Tokyo Motor Show was held from 

October 29 to November 8 at Big Sight in 

Ariake, Koto-ku. The theme “Your heart will 

race” attracted 160 participating companies 

from 11 countries.

Alfa Romeo Giulietta (front) and Alfa Romeo 
4C Spider at Tokyo Motor Show

Jeep® Wrangler at the Tokyo Motor Show
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With a proactive social media 
marketing campaign and expanded dealer 
network in the country, Häggström was 
upbeat about FCA’s prospects here.

“People are looking for authenticity, for 
originality; they’re looking for something 
new, and I think our brands represent 
that. [The new models offer] something 
different in the marketplace.”

WORLD FIRSTS
With 75 world premieres, automobile fans 
were spoilt for choice at this year’s motor 
show. One of the makers unveiling a new 
brand was ALPINA Burkard Bovensiepen 
GmbH + Co. KG.

In an exclusive for The Journal, Nico 
Roehreke, president, Nicole Group, which 
is the sole sales agent for ALPINA in 
Japan, explained why it was important for 
the carmaker to stage world premieres 
in Tokyo.

“This year is the 50th anniversary of 
ALPINA,” Roehreke began by saying, “and 
it was important to show something very 
special on this occasion.

“And on [this special occasion], 
ALPINA decided to produce two 
limited edition models: both have the 
same engine—600 horsepower, 800 
newton meter—[which make them] 
very powerful.”

One of the new models is the B5 
B-Turbo, which is based on the BMW 5 
Series, and the other is the B6 B-Turbo, 
which is based on the BMW 6 Series.

For 50 years, ALPINA and BMW 
have had a unique relationship, he said, 
where the larger manufacturer, BMW, 
has allowed the smaller one, ALPINA, to 
become an independent manufacturer.

Beginning with sales of only one car 
a year in Japan 36 years ago, by 2014 

ALPINA was selling 425 cars a year in the 
country, which is about a quarter of its 
world production, Roehreke explained. 
In terms of market share, Japan is one of 
the company’s largest customers.

Andreas Bovensiepen, proprietor 
sales and marketing at ALPINA, shared 
similar sentiments. Speaking about the 
event, Bovensiepen said, “We at 
ALPINA in Germany develop 
the BMW ALPINA automobiles. 
The Tokyo Motor Show is very 
important because the Japanese 
customer [pays] a lot of attention 
to detail, and we have the finest 
craftsmanship, special interiors with the 
finest leather, a lot of luxury, and state of 
the art techniques. Japanese customers 
[appreciate this].”

With increasing market share and new 
products in the pipeline, both Roehreke 
and Bovensiepen were optimistic about 
the future, saying everyone at the show 
was upbeat, and that there was a lot of 
momentum in the market.

SPORTY CONCEPTS
Besides the limited edition models, two 
other themes stood out at this year’s 
motor show: sports cars and concept 
cars. Both Audi and Peugeot had strong 
representations in the sports car 
sector, with the latter seeking to 
increase its presence in Tokyo, 
Osaka, and Nagoya.

A 24-Hours of Le Mans 
endurance race winner on three 
occasions, including in 2014, 
Audi’s R18 has spearheaded 
developments at the company, 
according to Satoshi Hirano, 
product marketing specialist at 
Audi Japan K.K.

The company also showcased its R8, a 
mid-engine, 2-seater supercar, which is 
as close as it gets to a top-end racing car 
that is allowed on the roads. With ceramic 
breaks and carbon [fiber] exterior [parts], 
the R8 was a “good example of technology 
that has been [transferred] from the racing 
world [to a road car],” Hirano explained.

Making its debut in 2007, more than 500 
units of the R8 have been sold in Japan, he 
said, a remarkable achievement for a car in 
a segment where the competition includes 
Ferrari and Lamborghini.

The greatest buzz at this year’s motor 
show, however, was perhaps caused by the 
Mazda RX Vision and the Mercedes-Benz 
Vision Tokyo.

If the number of fans that stood in long 
lines to see both cars can be taken as a 
measure of success, then this bodes well 
for the future, when concept cars can be 
expected to take another leap forward. 
The next Tokyo Motor Show is scheduled 
for fall 2017. n

FIAT 500X
at the Tokyo 
Motor Show

For	the	first	time	in	eight	years,	
a	manufacturer	from	the	United	
States	was	back	at	the	show.
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Robot Taxi and the Japanese government 

have announced that next year they will be 

testing self-driving taxis on Kanagawa roads.

What the private sector will do is 
more difficult to see. Companies large 
and small will be expected to work to 
help create a society that makes more 
use of information technology, artificial 
intelligence, and big data. But how? And 
will the advances be of any use?

Soren Jones, a senior consultant at 
Deloitte Touche Tohmatsu Limited, sees 
the use of open data—public information 
that can be manipulated by anybody with 
the appropriate skills—as essential. 

“How are tourists going to react to 
subways during the Olympics?” he asks. 
“I can imagine it’s going to be pretty crazy.”

That can be resolved by utilizing data 
to the full, he argues. “When I search for 
a train line, I get answers for the cheapest 
way and the fastest way. 

“But maybe I want to go the least 
crowded way; maybe I don’t want to be 
crushed like a sardine. 

“That data is available. The train 
operators know which trains are most 
crowded at what times of day.” 

An app that could find the quietest 
way to get from A to B, even if it took 
more time, says Jones, would be a smart 
innovation that could prove essential for 
the likes of pregnant women, the disabled, 
and the elderly.

MARKET DRIVERS
One problem with trying to foster an 
ICT revolution from the top down is that 
if companies do not need to upgrade 
equipment, they do not do so. 

Jim Weisser, co-founder and CEO 
of PBXL, a company that offered 

Smartening Up
Developing the city of the future is easier said than done

By Richard Smart

Passengers in the city of Fujisawa, 
Kanagawa Prefecture, will be able to ride 
the cars—in which there will also be a 
driver and assistant to ensure safety—to 
and from a local supermarket. 

It is one baby step on the way to the 
government’s goal of getting the roads 
driver-free.

At the 44th Tokyo Motor Show (see 
page 17) this year, automakers displayed 
their concept vehicles for our driverless 
future: Nissan had the IDS; Honda is 
working on its Sensing System; and 
Toyota has its eyes on 2020 as the date for 
its first market-ready vehicle. 

It seems all but inevitable that we 
are going to confine taxi drivers to the 
scrapyard of history within a few years.

For	all	its	faults,	a	fax	
machine	can	serve	the	
interests	of	many	in	Japan.	

SMART CITIES
Preparing for our sci-fi 
future, however, are more 
than automakers. The 
government in Tokyo 
has placed information 

communications technology at the 
center of its most recent update of 
the Abenomics plan to resuscitate the 
Japanese economy. 

Having a smarter city in place by the 
time of the Tokyo 2020 Olympic and 
Paralympic Games is part of the city 
government’s goal. 

Tokyo Governor Yoichi Masuzoe 
says the metropolitan government aims 
to “conceive a grand design that takes 
a hard look at Tokyo’s future and to 
deliver bright hopes to the people [of 
the city].”

For its part, Tokyo will develop 
smoother transport links, make facilities 
more accessible, and make more use of 
public spaces. 

Tokyo is making preparations to be a smart city by 2020.
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telecommunications and IT services 
via cloud computing, says his company 
found that needs vary by industry. In 
November, PBXL joined BroadSoft to 
become BroadSoft Japan K.K.

According to Weisser, there are two 
types of companies that are upgrading 
to cloud technology: Those that move 
offices and update their systems; and 
those that are just starting up and, 
never having operated on unconnected 
technologies, are sometimes called 
“cloud leapers.”

In other sectors, however, such as 
construction, there is simply no need to 
move away from current technology. 

For all its faults, a fax machine, for 
example, can serve the interests of many 
in Japan. 

“The fax machine remains strong 
[here] because it is an easy-to-use 
device for one-to-one communication, 
especially if you are not used to 
keyboards,” he says, “even if there are lots 
of negatives about it.”

Confronted with such circumstances, 
officials have few options. “The 
government can do a number of things,” 
Weisser says, “but unless they send 
people to each office to say ‘thou shalt 
use cloud,’ there has to be a market driver 
for adoption.” 

That is not to say Tokyo is at a 
standstill. His company has seen growth 
each year since its 2006 inception, 
barring 2009—when the chaos triggered 
by the Lehman Brothers bankruptcy was 
at its peak.

OPPORTUNITY CALLS
Analysys Mason Ltd., a consultancy 
based in London, believes that Japan has 
huge potential if it uses data correctly. 

According to a report it wrote for 
Google Inc. last year, the data driven 
economy could grow from more than 
¥7.2 trillion in 2014 to ¥15.1 trillion by 
2020. “Japan has the right technological 
and economic foundations to benefit 
greatly from data-driven innovation,” the 
report states. 

“Traditionally strong sectors, such 
as manufacturing and transportation 
appear best placed currently and, in the 
future, increased adoption should enable 
more gains.”

For manufacturers, the gains are 
obvious: Electronic measurement can 
improve efficiency, which means better 
margins and higher competitiveness.

In other areas, the Olympics provide a 
big opportunity. 

“Any time you have a surge in the 
number of people, you are going to 
stress city resources,” says Weisser. 

“The things that people will be 
surprised about on the tech front will 
include the lack of free Wi-Fi. 

“Another is [inefficiency], in terms 
of hotel capacity. In terms of private 
transportation—taxis and what have 
you—it’s effective, because public 
transportation is so good. 

“I expect in 2020, just due to [scale], 
you are going to have issues with how 
long it takes to get from A to B to C.”

That means companies making use 
of the cloud—such as Uber, the ride-
booking service, and room rental site 
Airbnb—could see sharp growth and 
adoption, as the city simply looks for a 
way to raise its capacity. 

REGULATION AND RISK-TAKING
Regulations, however, could prove a 
stumbling block. A recent article in 
the Asahi Shimbun points out that 
tourists staying in apartments, which 
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they rent through the Airbnb website 
via a legal grey zone, are already irking 
surrounding residents. 

As with self-driving cars, which raise 
questions of responsibility in the event 
of an accident, establishing liability in 
other areas of a data-driven economy 
is tricky.

Deloitte’s Jones, however, views data 
with a sense of urgency, believing that 
the industry’s infancy means finding 
what works is a matter of trial and error. 

“If people are producing value, 
[data’s] use will accelerate more.” If 
Airbnb works, then so be it. But in 
his experience, companies can be 
reluctant to part with information, and 
that is impeding the development of 
hardware and software that, as yet, we 
cannot imagine.

“How do we put data into the hands 
of entrepreneurial people in a way that 
it can be used commercially?” he asks. 

“If the private sector is unwilling to 
take part in that conversation, huge 
chunks of data will be missing that 
are needed to make Tokyo the most 
accessible city it can be.” n
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AUGMENTED REALITY
NEC turns arm into virtual keyboard with wearable tech

NEC has developed virtual keyboard software for use with an eyeglass 

computer and smartwatch, foreseeing use of the augmented reality 

technology in factories and hospitals.

their hands as free as possible.  
Maintenance inspectors, for 
instance, could conveniently record 
temperature, pressure and other data, 
while medical workers could enter 
information into patient records on 
the spot.

Eyeglass displays have been 
used in a number of augmented 
reality technologies. 

But many previous data entry 
systems have relied on either voice 
commands or specialized input 
devices. Voice recognition is prone to 
error in factories and other noisy sites, 
while physical devices occupy one’s 
hands, putting other work on hold.

OLD DREAM, 
NEW OPPORTUNITIES
The concept of augmented reality, or 
digital information overlaid on the 
real world, first emerged around 1990. 

But the limited processing power 
of computers back then kept it from 
being widely applied. 

The recent spread of 
smartphones, wearable devices 
and other technology has brought 
the idea back to the fore and into 
practical use. 

Software drawing on picture 
data from smartphones can 
already provide information about 
one’s surroundings. 

Hitachi sells head-mounted 
displays that provide plant workers 
with instructions for various tasks 
and tools.

US software giant Microsoft plans 
to make its HoloLens augmented 
reality headset commercially 
available in the near future. 

The device overlays virtual 
images on reality, creating new 
opportunities in education, video 
gaming, and other diverse fields. 

By presenting users with new 
chances to apply augmented reality 
technology, NEC hopes to carve 
out its own place in that emerging 
industry.  The Japanese company 
plans to establish a framework this 
month to package and sell its new 
software, and hopes to rack up 
several tens of billions of yen in sales 
of related technology over the next 
five years.

The market in Japan for 
augmented reality will likely grow 
to ¥290 billion ($2.37 billion)—over 
three times its size in 2014—by 2020, 
according to research company 
Seed Planning. n

©2015 Nikkei Inc.
Nikkei Asian Review is published
by Nikkei Inc. All rights reserved.

The software works with other 
companies’ mobile and wearable 
devices, allowing users to input 
data without connecting a bulky 
physical keyboard. 

The program runs by coordinating 
eyeglasses that have display cameras 
attached—such as those made by 
Seiko Epson and others—with smart 
watches like the Apple Watch, made 
by US computer giant Apple.

Glancing at the watch through the 
glasses lets NEC’s software determine 
the location of each device. 

The glasses then display a virtual 
keyboard, positioned to appear as 
though projected on one’s arm. 

When one types on the keyboard 
with the other hand, the camera 
ascertains which key has been hit. 
Sensors in the watch detect subtle 
vibrations through the arm to register 
a keystroke. 

NEC sees the technology being 
used in factories, hospitals, and other 
facilities where workers wish to keep 
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Born in Japan, Asami Matsumoto has had a 

global outlook for almost as long as she can 

remember: when she was just 16, she jumped on 

a plane and traveled alone from Japan to Wales. 

Enrolling in an International Baccalaureate program at the United 
World College, an institution renowned for its internationalism, it was 
not long before she had set her sights on her next mission: attending 
undergraduate studies at McGill University, in Canada. 

Perhaps feeling a little homesick, Matsumoto returned to Japan to 
complete a master’s degree at the University of Tokyo.

Not content with just being a student, she soon found a position as 
an intern with UNICEF in Ghana, where she first felt she was getting 
close to her goal to follow a career with the United Nations. 

Still unsure of her talents, however, Matsumoto jumped on the 
corporate bandwagon after completing her studies. She entered 
Goldman Sachs Japan, for what she felt was a fast track to gaining 
experience and learning. 

FINDING HER GOAL
While she admits to having worked with amazing people at the 
financial giant, “When the earthquake happened in 2011, I felt the 
need to go back to my original dream. So I quit Goldman and went 
to Pakistan to work on an educational project utilizing Japanese 
disaster risk reduction technology,” Matsumoto says.

Falling in love with her new life, she became a senior project 
manager developing railways with the Japan International 
Cooperation Agency (JICA). “While I was working there, I realized 
that Japanese companies have to be more innovative if they want to 
be more global.”

One issue that stood out for Matsumoto was the inflexibility of 
some Japanese corporations. In one case, it became clear that the 
cost of the imported technology was prohibitive for Pakistani locals, 
yet the Japanese company involved would not adjust its pricing. 
A creative solution was required, but none was forthcoming.

“I felt there were so many people out there that can really appreciate 
and benefit from the best of what Japan has to offer—from culture, 
to services and technology—and that I could be a bridge between 

Bridge to 
  Tomorrow
Startup connects Japan-loving youth with domestic companies

Matsumoto (center) worked in Pakistan after the 2011 triple disaster.

Custom Media

Asami Matsumoto, 

CEO and founder of 

Active Connector
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Japan and its partners,” she explains. 
This idea turned out to be the seed 
that would grow into her company, 
Active Connector. 

Not long thereafter, Matsumoto 
read an article that described the struggles of international 
students who studied in Japan, loved the country, and desired 
to stay and contribute, yet struggled to find their place in 
Japan’s corporate world.

Only one in four of these young people could secure a 
job here, according to the text, with most returning to their 
country of origin—their knowledge and passion for Japan 
going untapped.

“I felt that I can do something with those three out of 
four people [who left Japan after their studies] to be a bridge 
between our cultures.”

STRIKING OUT ON HER OWN
Identifying her true passion was a major breakthrough for 
Matsumoto. But there was the small problem of bringing it 
to fruition. 

Matsumoto had a choice. She could stay with the agency 
developing railways, in turn pursuing that long-wished-for 
government/UN career, or she could go it alone and become 
a kind of “freelance diplomat.” She chose the latter.

“I thought to myself: am I crazy? But the more research I 
did, the more I wanted to do this. More importantly, I started 
to interview international students, and they shared their 
frustration and their passion about doing something for Japan 
and the world. I felt that someone had to give them a voice. ”

Reality soon began to bite, however. “I didn’t have any 
business cards or connections to any major companies. All I 
had was my passion and a one week schedule.”

Matsumoto’s passion proved to be her biggest asset—she 
told as many people as she could about her idea. Soon, friends 
began to connect her to their networks, and her own network 
kept expanding. But challenges 
remained.

“I didn’t know anything about 
entrepreneurship—taxes, balance 
sheets, incorporation of a company, 
and so on. I found the technical side 
of creating a company difficult, but 
I’ve learnt from my mistakes.”

Moreover, Matsumoto benefitted 
from the wisdom of mentors, many of 
them C-level executives, who provided 
invaluable advice and contacts.

GOING GLOBAL
In 2012, Matsumoto created Active Connector, 
where she serves as CEO. 

There are two main services, at present, that the 
company specializes in: matching international 
students with companies in Japan that are looking 
for global clients; and working with companies 
that want to test out new ideas by facilitating 
brainstorming and focus-group sessions with foreign 
students familiar with Japanese society.

The latter service, called Global Open Innovation 
Session, allows corporations in Japan to generate 
new ideas safe in the knowledge that they have at 
least received feedback from members of their target 
market. “We try to curate the needs of Japanese 
companies,” Matsumoto said.

A Global Open Innovation Session typically 
lasts three hours, and can be carried out multiple 
times. The session consists of 10 to 15 international 

students, who brainstorm new ideas with a company’s employees. 
Ideas already in play can also be focus-group tested using 
this format. 

“If a client has a new technology they wish to introduce in 
Vietnam, for instance, we can invite Vietnamese nationals living 
in Japan to give feedback on how the device could best be utilized 
in their country.” 

The second service Active Connector provides is online and 
offline recruiting. “We have a database of nearly 2,000 students 
already registered, and the number continues to grow,” she says.

Still, Matsumoto is loath to call Active Connector a hiring 
agency. She says her company goes beyond matchmaking, with 
information dissemination a major part of company activities. 
Active Connector provides information on jobs listed and meets 
with each student in its network to counsel them on a potential 
career path in Japan. Site visits to companies are also organized.

“One of the things we do is invite students to visit and 
meet with Japanese professionals. We may go to a company, 
a think tank, or even a government ministry, because a lot of 
international students are interested in work opportunities 
within the Japanese government.” 

Since starting the company, Matsumoto has seen many 
Japanese companies start new ventures, and the students she 
works with really blossom. Now more than ever, she clearly sees 
a need for Active Connector.

“A lot of Japanese people don’t have successful interactions 
with international people, because Japan is a largely mono-ethnic 
culture. What we are trying to create are successful cases that 
show the Japanese that they don’t need to be afraid of foreign 
cultures and people, and that interacting with them can be fun 
and productive.” n

Brainstorming sessions between a Japanese 
company and foreign students

Active Connector has introduced foreigners to Japanese government programs such as Cool Japan.
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On November 8, the first TOMODACHI 

Generation Summit kicked off at Sophia University 

in Tokyo.

Keynote speakers included former U.S. Ambassador 
to Japan John Roos, President of the U.S.–Japan Council 
Irene Hirano Inouye, and Professor Miki Sugimura, Sophia 
University’s vice president for academic exchange.

In addition, three alumni of the TOMODACHI Initiative 
gave presentations. A working lunch, several workshops, a 
closing plenary session, and a networking event rounded off 
the day’s activities.

Packed with over 150 Japanese and American alumni of 
the program, the summit aimed to strengthen the identity 
and network of the TOMODACHI Generation, help develop 
regional leadership groups, and build networking skills. 

The TOMODACHI Initiative is a public–private 
partnership between the U.S.–Japan Council—a non-profit 
educational organization dedicated to promoting US–Japan 
relations via leadership and collaboration with government 
and business—and the Embassy of the United States in Tokyo.

Ambassador Roos initiated the program in 2011 when 
he was head of mission in Japan. It was designed to 
support Japan’s recovery efforts after the triple disasters 
of March 2011.

The main goal of the initiative is to nurture a generation 
of young American and Japanese leaders who are committed 
to, and engaged in, strengthening the friendship between the 
United States and Japan.

A NEW GENERATION
With Managing Director of Meltwater Japan K.K. Yuri Akahira as 
master of ceremonies, the summit began with opening addresses by 
U.S.–Japan Council President Inouye.

“As I look around me,” she said, “I see so many familiar faces who 
have come from across Japan and the United States.”

“Whether you have participated in a cultural, educational, or 
leadership program, I know that TOMODACHI has allowed you to 
learn more about the United States and Japan.” 

The alumni, Inouye explained, have been able to experience 
what it is like to be surrounded by strangers and to be welcomed 
with open arms. They have also developed new ways of viewing 
the world.

What’s more, she said, they have challenged themselves to go 
beyond their comfort zones, and made some friends along the 
way. Most importantly, she added, they have become part of the 
TOMODACHI Generation.

Some 172 programs of the initiative have been implemented 
across Japan and the United States, Inouye said, with some 28,000 
people having been touched by it in one way or another.

Sugimura echoed Inouye’s message, while underlining the 
international and egalitarian foundations and aspirations of 
Sophia University, which as of 2015, has agreements with over 250 
universities in 50 countries.

FATHER OF MANY
Following the welcoming statements, Roos engaged attendees in a 
humorous, sometimes somber, but ultimately uplifting conversation 
with the moderator, Chief Legal Officer of Salesforce Burke Norton, 
a friend and former colleague of the ambassador.

Burke Norton, chief legal 
officer at Salesforce

Irene Hirano Inouye, 
U.S.–Japan Council president

Members of the “Career Panel and Mentorship” talk (from left): 
Atsuko Fish, Britt Yamamoto, Lata N. Reddy, and Jun Miura

Former U.S. Ambassador to Japan John Roos with 
members of the TOMODACHI Generation
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Roos began by saying what an awesome responsibility it 
had been to be appointed to the mission in Tokyo, following a 
successful career as a lawyer in Silicon Valley.

Arriving in Japan in 2009, he and his wife Susan fell in love 
with the country in which they “spent four of the best years of 
[their lives],” and traveled across all of its prefectures.

With respect to the triple disasters of 2011, Burke asked the 
ambassador how he quickly determined a course of action and 
whether he was prepared for such a situation.

“I don’t think you’re ever totally prepared for a crisis like that,” 
Roos responded. “But,” he continued, “as US ambassador, you 
are not only a representative of the US president, but you also 
have a duty to ensure the health and safety of Americans in the 
host country.”

Just as importantly, he said, was his relationship 
with Japan and the Japanese people, “and what we 
could do to help a friend and ally in what was its 
biggest crisis since World War II.”

Burke then asked, “Was there something in your 
career before that situation that, in a way, led you to 
be able to exercise such leadership?”

“There really wasn’t one particular thing, and 
this is one of the reasons I think that what [the 
TOMODACHI Initiative is] doing is so important in 
terms of leadership training and the life experiences 
[gained] through [the program] and elsewhere.”

A lifetime in leadership and non-leadership 
positions—including learning from other leaders 
and how they performed—had prepared Roos for 
challenges faced in his diplomatic career and in life.

The ambassador also outlined some of the 
elements he believes are necessary for success: 
good fortune; doing many things, and doing them 
well; hard work; respect for everyone; not worrying 
about failure; dreaming big and taking risks; and integrity.

By way of example, Roos made the point that in 2010 he had 
been the first US ambassador to Japan to attend the Hiroshima 
Peace Memorial Ceremony. “I thought that was the right thing to 
do,” he said.

Before the floor was opened to a robust question and answer 
session, both speakers mentioned the importance of empowering 
women and capitalizing on the talents of the next generation.

FUTURE LEADERS
Building people-to-people relations between the United States 
and Japan is the most important part of the TOMODACHI 
Initiative, according to Kaoru Utada, a program manager and 
alumni manager of the program.

Speaking to The Journal, Utada said, “Our main focus is on 
leadership exchanges, in addition to providing scholarships.” 
This is on top of enhancing bilateral cultural relations.

A second-generation Japanese–American and an alumnus 
of the program herself, Utada explained that one of the first 
creations of the initiative—the TOMODACHI SoftBank 
Leadership Program—took over 300 students from earthquake-
affected areas in Tohoku to California for cross-cultural training.

Other programs of the initiative—of which there have been 
52 in 2015 alone—include educational exchanges such as the 
TOMODACHI UNIQLO Fellowship (geared toward graduate 
students) and the TOMODACHI Suntory Music Scholarship 
Fund (for undergraduate students).

Music lovers Shun Kumagai and Takeru Saito, from the triple 
disaster-affected prefectures of Miyagi and Fukushima, respectively, 
are currently on a four-year program studying jazz at the Berkeley 
College of Music in Boston, courtesy of the Suntory fund.

Speaking about the summit, Kumagai said he was able to 
develop a number of techniques for communicating and creating 
networks with other alumni of the program.

Saito said: “Boston is wonderful. The city is surrounded by a 
wonderful environment in terms of music, art, and nature. I’m 
always inspired to create new music when I’m there.”

As for the summit at Sophia University, Saito added: “It blew my 
mind. It made me see how small I am. And it made me decide to 
improve myself in terms of English-speaking ability and having 
my own opinions. It taught me many things.”

SUSTAINABLE TOMORROW
Some 4,000 alumni of the TOMODACHI Initiative have benefited 
from the program. Looking ahead, Utada said there were a 
number of exciting programs on the horizon, such as those 
solely geared to alumni along the themes of science, technology, 
engineering, and math education; women’s leadership; and 
disaster relief and resilience.

Similar views were shared by Lata Reddy, vice president, 
Corporate Social Responsibility, at The Prudential Foundation. 
The organization provided a $1 million grant as summit sponsor—
as well as sponsoring the TOMODACHI Alumni Leadership 
Program. The Prudential Foundation is a nonprofit corporation 
supported by the Prudential Insurance Company of America.

Speaking to The Journal, Reddy said: “As a leader in global 
financial services, we know that it is important to have healthy, 
viable, and sustainable societies that we can operate in. And 
we know that, to have these communities, we need to invest in 
future generations.

“So investing in such talent as is evident in the TOMODACHI 
Initiative was an easy decision, and one that was important 
for us, Japan, the United States, and in terms of cultivating the 
next generation.”

Reflecting on the initiative, Utada added: “What started off as 
a program in Tohoku has spread out into the rest of Japan and 
the United States. And we are now in the position of providing 
next-stage opportunities . . . for leaders of the TOMODACHI 
Generation,” namely, Japanese and American millennials. n

TOMODACHI Generation 
members Robin Lewis (left) and 
Josephine Mejia at the reception 
following the summit. Lewis, who 
was a speaker at the summit, is the 
beneficiary of the TOMODACHI 
NGO Leadership Program 
supported by J.P. Morgan. 

The program seeks to support 
capacity development of NGOs in 
Japan based on lessons learned 
from the events of March 2011. 

Mejia is an intern at IBM Japan courtesy of the TOMODACHI Internship 
Scholarship Program, a collaboration between the TOMODACHI Initiative and 
Temple University, Japan Campus.
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“I’ve been in Noh theater for more than half a century 

now, but I still don't know what it is,” says Naohiko 

Umewaka, a Noh theater master and professor at 

Shizuoka University of Art and Culture.

For Umewaka, Noh has a 
magic to it that can only be 
seen via the actor, musicians, 
or, even the audience’s state of 
mind, without relying on any 
lighting or stage props. It can 
be enjoyed just as it is. “This is 
something very special in Noh,” 
Umewaka says.

Noh has been called the oldest living theatrical tradition 
in the world. While Greek tragedies predate Noh, there has 
not been a continuous lineage of performers of that art form 
since its inception.

Beginning in the 1340s, the art gained favor among the 
elite. That upper echelon of society includes the Umewaka 
family, whose Noh tradition began over 500 years ago. “I 
think Noh is very natural to me; it’s within me,” the actor says.

But that does not mean Umewaka has never entertained 
the idea of giving it up—after all, it is an awesome 
responsibility to follow his father and teacher, the legendary 
Noh master Naoyoshi Umewaka. 

With guidance from his father, Umewaka began his 
study of Noh when he was 3 years old, a typical age to 
begin training.

Noh Theater
Does one need to start the art 

so young to be considered a true 
master later on? No, says Umewaka. 
One can achieve the status of 
semi-professional at any age, even 
as an elderly novice. To become an 
independent performer, however, a 

disciple must undergo more than another 10 years of training from 
a master, before they can become an independent performer.

Many people wonder what they can expect to see at a 
Noh performance.

“Perhaps I can explain it in two ways. First, if you read the 
medieval Japanese literature Tale of Heike, an epic story about 
warriors, you’ll notice a lot of violence: seppuku (suicides), wars, 
and so on. Needless to say, when the main character dies in each 
tale, the story usually ends.

“But in Noh theater, the death of the main character is usually 
the starting point. So it’s usual that when the main character 

Custom Media

Naohiko Umewaka wears a 
mask for the play “Yorimasa.”

Torchlight Noh performance of “Yorimasa” at Shizuoka University of Art and Culture.
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appears, a priest, who is usually anonymous, begins an oration 
about someone who has died, and then this orator goes to sleep.”

It is in the priest’s dream that the dead main character appears, 
usually in the form of a ghost. And when the priest awakes, he 
remains unsure as to whether he is awake or still asleep, because 
the aura of the ghost still hangs in the air.

“Are we in the real or dream world? This is one of the themes 
from the Heian period (794-1185) of Japanese poetry. And Noh 
framed this theme—the “dream theory”—in the context of drama.” 

But Noh is not just about ghosts—it deals with celestial 
maidens, angels, the “crazy woman,” Shintoism, tengu (a super 
natural being), and so on.

FIVE TYPES OF PLAYS 
Noh has five types of plays, Umewaka explains. The first category 
usually deals with the gods and goddesses of Shintoism, including 
those of pine trees and waterfalls. There is no bloodshed in 
this type. It is usually a happy, often quick and uncomplicated 
literary format.

The second type is of warriors, and is more in line with the 
themes found in the Tale of Heike. 

The third category is of a “woman’s play.” It’s a slow piece in its 
outward appearance, but with fast movement internally. “There 
are many things happening inside of the actor,” Umewaka says. 
But it’s not just the actor; the musicians and the chorus as well 
undergo an internal fluster.

Based on the theme of a woman’s ghost, it is “a beautiful piece; 
nobody is killed; there is no retaliation; there is no bloodshed.” 
Rather, the third category is full of love stories—ghosts that 
loved in loneliness—from the Tales of Ise (poems from the Heian 
period), or Japanese medieval diaries. 

The fourth category features a “crazy woman,” who is usually 
found traveling with her child. At some point, the child is 
kidnapped. The fifth category typically includes a supernatural 
being such as a fox.

And what of music, sound, and movement? “You may think that 
the music in Noh is background only. In fact, it is not. Noh theater 
music is one of the oldest Japanese music theories that we have.

“It is not based on harmonic chords. We don’t have harmony, 
but it is based on a strict theory.”

Noh music centers on a flute and percussion instruments. And 
the jiutai (Noh chorus) plays a very important role in a play.

And then, of course, there is the main actor, who can dance or 
move to the tunes of the instruments, the songs of the chorus, or 
both. The choreography is always pre-determined, Umewaka adds; 
there is usually no room for individual alteration of choreography. 

MODERN TRADITION
Umewaka holds a PhD 
in Theater and Arts 
from the University of 
London and has written 
contemporary plays that 
have been performed 
around the world. Still, 
he points to his great-
grandfather, Noh master 
Umewaka Minoru I (1828–
1909), for having saved Noh 
and introducing it to the 
world. A prolific teacher, 
his students include US 
historian Ernest Fenollosa.

Umewaka sees the art 
through its ethereal ability 
to move people. “The 
magic of Noh needs to be 
maintained. For instance, 
when a Noh actor appears 
and turns himself to the front, the whole scenery or situation 
changes, and this happens without lighting, but due to his 
internal control. 

“Witnessing this in a Noh play is a very rare thing. So 
things like lighting changes are not actually necessary, as 
the actor can cause the same effect just by his stance or 
movements—but it is a rare ability.” 

His comments suggest that Umewaka would prefer the art 
form stay within the Noh family of performers, but this is 
not the case. “Noh should be freed from the family. It should 
be shared as theatrical wisdom.”

Umewaka’s own efforts to internationalize Noh and make 
it relevant in the 21st century are reflected in his own family: 
both of his children with his Lebanese wife gave their first 
Noh performance at the age of 3. n

Noh	has	been	
called	the	oldest	
living	theatrical	
tradition	in	the	
world.

Backstage of Noh performance at 
Shizuoka University of Art and Culture

Rehearsal of “Yorimasa” at Shizuoka 
University of Art and Culture.

Naohiko Umewaka 
performs a contemporary 
Noh play “Ondine” at 
Kencho-ji in Kamakura.
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If eyes are the seat of the soul, then a smile is the seat of the heart. All you 

really have to know about Megumi Hagiuda is that smile. Of course, there’s 

more to her story, but it is her smile that draws you in—and those gorgeous 

flowers that travel nearly 7,000 miles to brighten up our lives here in Japan.

A Rose by
Any Other Name

Hagiuda is a rose stylist. The life journey so far for this 
30-something-year-old Japanese begins with Tokyo and 
includes an American stint to finish her undergraduate 
degree and a study abroad year in Spain. 

And all this happened long before she figured out a way to 
import roses from Kenya to her home country.

I met Hagiuda in 2014 at a crafts fair in Omotesando, an 
avenue in the Harajuku district of Tokyo. Featured were 
small business merchants who were dedicating part of their 
proceeds to charity. She had a small stand and I walked over 

to admire her flowers. 
To my surprise, she engaged 

easily in English conversation 
and I even questioned whether 
she was 100 percent Japanese, 
which made us both laugh.

It turns out that we had 
two things in common: 
California State University 
(CSU)—I taught at the 
Fullerton campus; she finished 
her degree at the Chico 
site—and study courses in 
international relations.

Hagiuda’s global “distance 
learning” in life and business 

began as a child. “My mom went 
to [Nova Co. Ltd.], a conversation 
school where she learned English 
for some years and her teachers 
used to come over for a party, 
so I was exposed to talking to 
foreigners since I was a kid. It was 

natural for me to talk with non-Japanese people.” 
This was before Hagiuda began her formal English classes in 

junior high school, but the teachers’ stories made her curious 
about the world. 

Her maternal grandfather did the final convincing. A top 
manager at Tokyo Gas Co. Ltd., he told her, “From now on 
the future will be globalized, so it’s mandatory for you to learn 
English.”

“In high school, I studied so much English but I didn’t get 
an ‘A.’ All I got was a ‘B.’ I didn’t like that at all. I always wanted 
to get an ‘A’ but I couldn’t. So I decided to go abroad and learn 
‘live’ English.”

Her negative feelings about not getting top grades gave her 
a drive to be better at everything she did. But it was also a 
positive motivation—to gain experience of other points of view.

“Japan is a small island [nation]. I didn’t want to end up 
spending my whole life [here].”

And her work today as owner of Afrika Rose in Hiroo, 
Tokyo, reflects an international outlook.

Hagiuda arrived in California in July 2001, at age 19, just 
over a month before the terrorist attacks of September 11. She 
had already completed some college courses through NIC 
International College in Japan, which prepares Japanese high 
school students for study in the United States. 

At CSU Chico, she became involved with National Model 
United nations (NMUN), an NPO that manages college-level 

By Dr. Nancy Snow

Megumi Hagiuda carries the sweet 
smell of success across nations

Hagiuda inspects a rose
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experiential programs and conferences modeled on the 
United Nations, and flew to New York where she learned 
about extreme global poverty—people living on less than a 
dollar or two a day. 

The World Bank estimates in 2012 were that 12.7 percent of 
the world’s population—896 million people—lived on or below 
$1.90 a day. That’s the population of Japan seven times over.

To Hagiuda, these global poverty figures were 
shocking. She wondered if Japan, a highly developed 
country, was doing enough for the benefit of 
poorer populations globally, or whether it was 
satisfied with its current contributions, and not 
thinking about what the world needs. 

Her answer? “I wanted to see with my eyes 
and feel with my heart.” She needed to see the 
situation, and talk to the people to see how they 
feel and what they need. 

“Are they happy? Not happy?” All of this mattered 
to Hagiuda. 

As she participated in NMUN in New York, she said to 
herself, “Someday, I will go to Africa.”

She returned to Japan after finishing her degree and 
worked in private industry in the fields of pharmaceutical 
sales and global HR. Once she had saved enough money, 
she made her African dream come true.

Why Africa? Sub-Saharan Africa is one of the most 
poverty-stricken areas of the world. What’s more, it was the 
one continent she had not yet visited—she’d had stints in 
North and South America, Europe, and Australia. “I had 
experienced four continents before Africa,” Hagiuda says.  

In 2011, her participation with a Japan-based NPO, 
Community Action Development Organization (CanDo), took 
her to Kenya. There, she helped to build a primary school. 

But she had no idea that Kenyan soil grew the most beautiful 
roses in the world. “Kenya was known for animals, safari tours, 
coffee, tea, nuts, but I didn’t know about its roses.” 

The first weekend that Hagiuda returned from the 
village where she was helping to build the school, she went 
to a shopping mall in Nairobi, where she discovered the 
beautiful roses. 

She can still picture the bright proud eyes of the Kenyan 
merchant who sold her the first rose saying, “Kenya is 
number one in exporting roses.” In Japan, the country’s 
flowers still comprise just 1 percent of the market. 

Hagiuda, who has a teacher’s certificate in ikebana, the 
Japanese art of flower arranging, has seen many roses in her 
lifetime, but never like the Kenyan roses. Her company name, 
Afrika Rose, has a “k” in Afrika, as a tribute to Kenya.

She’ll never forget buying her first Kenyan rose, leaving 
for a work week in the village, and returning to see the rose 
still in bloom. 

“Wow, I thought these roses are so powerful, strong, 
and energetic.”

They reflect the spirit 
of the Kenyans she’s 
met, especially those 
hardworking, powerful, and 
strong women—many of 
whom are single moms—
who grow roses for the 
global marketplace.

Hagiuda is on a mission 
to romanticize the concept 
of giving and receiving roses 
as part of the gift-giving 
culture of Japan. 

Too often men are shy 
about how they present 
roses. They come in to buy 
but then want her to hide 
them in wrapping. 

She refuses to do that. 

The man, she believes, should be proud to 
walk down the street carrying his bouquet. 
Imagine, she tells him, what other Japanese 
women will think of him—“what a nice 
boyfriend (or husband) who cares to show 
his love in public.”

Hagiuda hopes that, by telling the stories 
behind the Kenyan roses, people will think 
about the origins of all flowers, even those 
grown in Japan. And, she adds, in every gift 
you bring, don’t forget to smile, which, for 
Hagiuda, is as powerful as a Kenyan rose. n

“I	wanted	to	see	with	
my	eyes	and	feel	with	

my	heart.”

Hagiuda (center) on graduation day for International Relations students 
at CSU Chico

Hagiuda on a visit to Kenya
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For the article in full, please follow The Journal online: journal.accj.or.jp

Will Automated Driving 
Become Universal?
Translation of article in Diamond online

By William H. Saito

@whsaito
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The automobile world is yet another sector in which the 

Internet of Things (IOT) is progressing rapidly. However, 

awareness of this has been slow to penetrate in Japan. 

While attending a conference on the theme of Tokyo in 
the year 2030, I felt a strong sense of uneasiness when a 
participant raised the question: “Where should hydrogen 
refueling stations be located?” 

The automobile continues to metamorphose into a 
computer on wheels and, without a doubt, in the future 
through the IOT, it will undergo the greatest change of all. 

Just as motorization transformed the world’s cities in the 
past, incorporation of the IOT can be expected to transform 
cities yet again. 

Once we take this into account, it stands to reason that 
any concerns over where to situate 
hydrogen stations are irrelevant. 

Hydrogen stations are merely a 
substitute for recharging batteries, and 
as auto battery technology continues 
to evolve, costs will drop sharply as 
performance improves. 

In debates concerning automobile driving, more 
remarks have been cropping up to the effect that “Japan is 
lagging behind.” 

With the emergence of such firms as Apple Inc. and 
Google Inc., automated driving has become conspicuous. 

At present, I’m aware of the variety of opinions on this 
subject, and the growing debate over its pros and cons is 
hardly surprising. 

On scenic roads such as along the Shonan coast in 
Kanagawa Prefecture, one can see groups of middle-aged 
men riding Harley-Davidson motorcycles. 

Twenty years from now, I suppose the share of people 
who operate cars by themselves may be reduced to a small 
minority, perhaps akin to the middle-aged gents who go for 
leisurely tours on their Harleys. 

In a world where automated cars are part of the IOT, 
there will no longer be a need for huge parking facilities at 
entertainment areas or shopping centers. 

And gas stations, not to mention hydrogen stations, will 
have gone the way of the horse and buggy. 

Some people may ridicule this as a pipe dream, but 
just look at Uber, a car dispatch system that makes it 
easy to move about without owning a single vehicle. 

And car-sharing services that enable users to 
unlock vehicles utilizing smartphone recognition 
systems already exist, and their numbers are growing. 

I suppose driving on expressways will undergo changes as 
well. When a vehicle in the passing lane moves too slowly, 
Bitcoin, or some other Internet-based settlement system, will 
be utilized to communicate the request “Please move out of 
the lane.” 

And, in response to the driver’s mood or style, car 
passengers will be able to make a selection that prioritizes 
time savings on the one hand, or fuel consumption and the 
environment on the other. 

With automated driving, we can anticipate a progressive 
decline in the number of traffic accidents. 

Big data gleaned from large volumes of 
vehicles will relieve traffic congestion, thus 
making it useful for boosting social efficiency. 

At a company where I worked some years 
ago, I undertook development of a delivery 
system for a transport firm. 

By means of analysis of address data from 
deliveries, we developed software to ensure that deliveries 
would be made in the most efficient order.   

This is just one example but, through the right use of big 
data applied to vehicles on city streets, we can expect to 
resolve numerous problems, and this, in turn, should boost 
the efficiency of society in a multitude of ways. 

These days, where smartphones have become ubiquitous, 
I hear about the IOT with growing frequency. 

Even when reduced to “linking things to the Internet,” 
this holds the promise of amazing things for the average 
businessperson. 

As a second-generation American of Japanese descent 
who has made innovation his specialty, as well as from the 
perspective of an author involved in Japanese and American 
government programs, I am now in the process of writing an 
unconventional introduction to the IOT that also explains its 
newest technologies. n

Full-length original article: 
http://diamond.jp/articles/81152

Incorporation	of	the	
IOT	can	be	expected	
to	transform	cities.
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On October 15, Dow Jones celebrated the first anniversary of 

Barron’s Asia, the regional edition of its signature investment 

publication, Barron’s. Launched in 2014, the digital edition 

delivers sophisticated financial advice on the United States 

and Asia, including China, Hong Kong, and Japan.

The publication, which is based in Hong Kong and has a presence 
in Japan, also produces content on international investment for 
high-net-worth individuals in Asia and around the world.

In an exclusive interview with Barron’s Asia, Managing Editor 
Robert Guy spoke about the publication’s market position in 
the region, as well as its recent appointment of Japan expert and 
commentator William Pesek as executive editor. Guy also spoke 
about Barron’s Asia offerings to readers, its editorial policy, and its 
prospects in the Asian market.

Can you tell us about Barron’s brand in the US and Asia?
Barron’s in the United States was founded in the 1920s as a 
weekly newspaper. Its heritage is of a publication that provides 
information and analysis of stocks, sectors, and managed funds. 
Anything to do with investments, we cover it.

Our readership consists primarily of institutional investors 
and hedge fund managers, and sophisticated retail investors who 
are engaged in investment and who want to know how they can 
protect their wealth as well.

The differentiating point between Barron’s and other investment 
publications is that we are very opinionated—but in a good way. 
We don’t just report the news; we also provide an opinion on what 
we think of a deal, or of a new fund management product or stock, 
and so on, and we couple that with transparency.

Barron’s US regularly updates readers on how its own stock 
picks have performed—and that is something that you don’t get 
with other investment publications. 

Tell us about tapping William Pesek as executive editor.
The strategy behind hiring William Pesek is that he is one of the 
best. If you are familiar with his work, [you will know that] it 
is excellent—his columns, his knowledge, and his access to key 
insiders comes through in what he writes. 

Pesek has a well-deserved reputation as one of the best in 
economics, politics, and policy in the Asian region. That is the sort 
of capability that any media organization would want, so we are 
lucky that he has joined us. 

Barron’s Asia is 100 percent digital; why not print?
As I’m sure you’ll appreciate, digital is the future. How do people 
consume news in Tokyo, Shanghai, and Hong Kong? It’s all on 
their phones, tablets, and so on. I used to be a print journalist, but 
I would never go back. I think that digital is a far better, and a far 
more immersive user experience: not only do you have text, you 
have video, and you have graphics. And that’s what people want 
from media these days.

BARRON’S ASIA
Celebrates 

1st Anniversary
Custom Media

36	 THE	JOURNAL  n 	DECEMBER	2015



As an example, we recently had our first Asia roundtable of 
leading fund managers and strategists. We sat them around the 
table and asked a number of questions such as: “What stocks do 
you like?” “What’s your view on China?” “What’s your view on 
Japan?” The roundtable ran in the print version in the US alongside 
event photos; here, we also had snippets of video from the event 
and infographics on some of the stocks that 
they talked about. 

I think the job of the media is to deliver 
as much high-quality content to as many 
people as possible, distributed at the lowest 
cost possible. Digital allows for that.

Tell us about the magazine’s content and editorial policy.
In terms of the sections, we have “Up and Down Asia,” which is 
Pesek’s column, and that is a broad view of economics, finance, 
politics, and policy across the region. I think he has great skill for 
explaining what is going on in Asia, and putting it in context in a 
well-written and easy-to-understand way.

We have “Streetwise Asia,” that’s written by Wayne Arnold. 
He is very experienced, having worked at the Wall Street Journal 
and New York Times . . . His column looks at broader, macro 
developments, and breaks that down to stock-focused opinions 
or commentary.

“Penta Asia” is also a very important section for us. Penta is 
our wealth management, private banking section. It is aimed at 
high-net-worth individuals. It’s edited by Abby Shultz, who is 
very experienced.

“Stock Picks” is where we talk about stocks that we like and 
don’t like. Again, this is all about well-argued opinions, and it’s 
written by Daniel Shane, who recently joined us.

We also do “Q and A,” a question and answers column 
with fund managers where they talk about stocks that 
they like, and so on.

Further, we have “Barron’s Take,” a column by Isabella 
Zhong. This is our quick take on news and events, as well 
as merger and acquisition deals. The column allows us to 

express an opinion on events in a timely way.
And finally, we have “Asia Stocks to Watch,” 

written by Shuli Ren. This is our blog and it 
represents our real-time coverage of what is 
happening out there: broker upgrades, broker 
downgrades, economic information, and so on.

How is Barron’s Asia doing after its first anniversary?
The website has done really well. All the important measures 
are going up and to the right. What’s more, our readers 
are engaged—and we can see that from the data analytics 
we run. 

So we know what stories are read more than others. And 
we have taken those learnings to try and produce a better 
product. At the end of the day, our goal is to keep our 
audience happy, and to give them the content that they want. 
Modern web analytics allows us to do that.

Are you optimistic about the future?
We are, naturally. We would not be here if we were not 
optimistic about growing our business in this part of the 
world. We have a great heritage; we have a great brand that 
people trust and find credible; and we are taking that and 
opening it up to new markets, while innovating and trying 
new things. So yes, I’m very optimistic. n
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For Gerhard Passrugger, executive chef and director of Food 
and Beverage at Andaz Tokyo, cooking is not just an act of 

preparing amazing meals; it is also an art form that should be 
enjoyed and shared with colleagues and guests.

Bringing a wealth of culinary experience from across Europe, 
Asia, and Australia, Passrugger’s passion for cooking, attention to 
detail, and dedication to personalized dining experiences can be 
enjoyed at Andaz Tavern—the main dining venue of one of the 
city’s newest lifestyle hotels.

INTERNATIONAL VILLAGE 
Andaz Tavern blends the best of 
a freestanding restaurant with the 
advantages of a global lifestyle 
marque. Unique yet familiar, high-
end but relaxed, complex without 
being complicated, the restaurant 
is setting a new standard for 
dining in Tokyo.

Andaz Tavern takes its 
inspiration from traditional 
European taverns, but with a 
contemporary and local twist. The 
restaurant celebrates uniqueness, 
relaxation, naturalness, and 
a sense of community—an 
international village—while 
offering delicious meals.

This warm and inviting 
atmosphere is a result of the 
Andaz hotels’ philosophy, which 
encourages an emotional tie 
connecting brand, locality, 
guests, and hosts—including 
Passrugger himself. 

Hailing from the countryside neighboring the historic city 
of Salzburg in Austria, Passrugger can trace his passion for 
the kitchen to when he was five years old. His obliging mother 
allowed him to cook for himself when, late in the evening, he 
would demand food instead of going to bed.

By age 12, the precocious talent could cook “virtually 
anything that an Austrian housewife could cook, which is quite 
substantial.” A year later, the teenager was already developing a 
strong desire to become a professional.

With the support of his ever-encouraging mother, Passrugger—
just two weeks shy of his 15th birthday—began training as a chef. 
Not only was he a fully trained chef by the time he turned 17, 
having graduated with honors, but Passrugger was also gathering 
a string of regional and national cooking titles.

The chef’s first step away from his home in Salzburg was in the 
luxurious Hotel Imperial in Vienna. After two years, he cooked 
in some of the culinary capitals of the world—London, Sydney, 
Shanghai, and Hong Kong—and led operations in both small 
eateries and for luxury icons, including Grand Hyatt and Park 
Hyatt hotels.

PASSION FOR FOOD
One of the lessons Passrugger has learnt from his culinary 
journey across the world is how to enjoy himself in the kitchen—
he is known to sing when behind the counter preparing a dish.

“Cooking is something fun. Having these ingredients and 
turning them into a great meal is beautiful. Of course, running 
a restaurant is something that requires strict discipline and 
a system.

“But while you are working fast and effectively, you should 
enjoy it. This sense of enjoyment is reflected in your food.”

Unsurprisingly, Andaz Tavern blends the best of European 
provincial cuisine with seasonal Japanese ingredients in a 
cornucopia of fun offerings that excite the mind and tingle the 
taste buds.

FESTIVE OFFERINGS
“I’m a well-traveled European country boy. Being in Japan, 
where the seasons are distinct, gives me a rare opportunity to 
try something new.

“As we move into fall and winter, we use ingredients that 
are similar to those in the middle and north of Europe, which 
has similar weather to northern Japan: we have amazing 
game meat and fish, such as herring, that have fattened up in 
readiness for the cold winter months.”

In addition to the restaurant’s signature offerings, Andaz 
Tavern is designing special Christmas and New Year’s Eve 
menus, covering a wide selection of seasonal and festive foods, 
including artisanal cheeses, braised duck, clay-pot dishes, and 
natural ciders.

Positioned on the 51st floor of the hotel, and complemented 
by a contemporary interior aesthetic—including floor-to-
ceiling glass windows that offer some of the most stunning 
views of the city—Andaz Tavern is the perfect place to enjoy 
a romantic outing or celebrate the holiday season with friends 
and colleagues. n

Andaz Tavern
European Provincial Dining in the Heart of Tokyo
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Gerhard Passrugger has been 
cooking since the age of five.

Andaz Tavern offers stunning view from the 51st floor.

� http://restaurants.andaztokyo.jp/en/
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A 100-year-old lady regularly came by wheelchair to the 
shop. She later was hospitalized and her family came to buy 
namagashi (fresh Japanese sweets) and higashi (a dried sugar 
sweet) to take to her in the hospital. 

Even after she no longer could eat anything, the family 
found that, if they crushed the dried sugar sweet, she could 
still enjoy it.

Kurokawa mentioned that he couldn’t include all of the 
episodes they have shared over these 51 years with their 
customers, but he said he and the staff keep them, one by one, 
in their hearts forever.

Telling stories about customers is powerful. Kurokawa made 
the customers’ experiences come alive, and he linked them to 
the products they enjoyed. 

Rather than just a cold statement of the facts, he crafted a 
statement of love for their customers. The feeling the notice 
gives is that there is a special bond the company feels with all 
of its customers.

And even though the business won’t reopen on that site for 
another three years, they won’t have forgotten their customers, 
and look forward to serving them always.

This begs the question: are we communicating the special 
bond we feel for our customers? 

Often, corporate communications becomes machine-like and 
wrapped up in what can sound like marketing department dross. 

Kurokawa conveys a lot of heart-felt concern in a simple 
notice about the main store being rebuilt. 

What’s more: Are we weaving enough customer stories into 
our communications? 

I don’t mean fake propaganda stories, but real episodes that 
the reader can visualize in their mind’s eye? 

Kurokawa’s notice gets attention in Japan because of the 
sincerity in the message. He is regarded as epitomizing the 
spirit of a family that has served customers for 17 generations.

We may not be the 17th generation in our businesses, but 
we can “bring more heart” into the service we provide our 
customers. We can start right now, with the service we provide 
and how we communicate it. n

I am sure you have seen notices explaining that this or 
that location is going to close while the building is being 

reconstructed, and that it will reopen on a specified day in 
the future. 

Given the increasingly stringent earthquake code here 
in Tokyo, we are seeing many businesses opting to re-build 
their premises. 

One notice, however, has become much talked about among 
Japanese retailers. 

Toraya is a famous traditional Japanese sweets manufacturer 
and retailer. Mitsuhiro Kurokawa is the 17th generation of his 
family to lead the business, and his “we are rebuilding” notice 
is considered outstanding, even in a country where omotenashi 
(Japanese hospitality) is renowned.

Most such notices give facts, supply data, and provide the 
obligatory greetings about serving us again when they reopen. 

Kurokawa’s message did all that and much more. He put the 
current change in historical perspective, noting the business 
started in Kyoto in 1586, toward the end of the Muromachi 
period (circa 1338–1573), moving to Tokyo in 1869, and to its 
current location in 1964. 

By doing this, he is assuring us of their traditions, longevity, 
and capacity to change with the times. 

The message then relayed stories about the customers that 
have patronized Toraya, a shop that has stood on Aoyama 
Street, in the Akasaka district, for 51 years.

Kurokawa mentioned that every three days, a male customer 
visited the shop to enjoy oshiroko (a sweet bean paste soup 
with grilled mochi rice cake). 

This is considered a bit unusual in Japan, because men don’t 
normally have such a sweet tooth, so this customer stood out 
from among the others.

Another customer, a boy of kindergarten age, came with his 
mother to the shop every day and bought a bite-sized yokan 
(block of sweet bean paste). 

One day he came to shop by himself. As the staff were worried 
about him, they accompanied him out of the store, only to find 
that the mother was secretly watching, to ensure he was okay. 

Mr. Kurokawa’s 
Real Japanese 
Customer Service
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Business Index—a monthly printed and digital industry company listing— 

can help with your specialized recruitment needs, finding the right software, and much more!

CleverGear
We are an Apple specialist IT consulting 

firm in Tokyo. We provide setup, 
support, training and troubleshooting 

for Mac computers, iPhone, OS X 
servers, Wi-Fi, networks and more. 

080-3455-2288
info@clevergear.jp

clevergear.jp

Curvature Japan G.K.
Curvature is transforming how 

companies procure, maintain and 
upgrade Networking, Server and 

Storage equipment and support, to 
extend product lifespans and save 
costs with little to no downtime. 

03-5781-7459
apac@curvature.com

www.curvature.com/ja

Computec Engineering K.K.
Computec is one of Asia’s leading 

IT solution providers. Our multi-lingual 
and experienced project managers and 
engineers work closely with our more 
than 1,000 customers throughout Asia 

and the rest of the world. 

03-5225-7017
info@computec.co.jp
www.computec.co.jp

Your Apple specialist at work, 
your personal Apple guru 

at home.
—Glenn Anderson, director

Our mission is to help 
businesses assess their options 

and minimize wastage 
through extending hardware 

life cycles and third-party 
maintenance solutions.

—Kervin Go, country manager

We hope everyone has a 
great 2016. We are seeing 

strong growth in our Japan 
business and we appreciate all 
the efforts of our employees, 

partners and clients helping us 
achieve this success.

—John Lemkuil, president/founder
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Spring Professional Japan, Ltd.
Spring Professional Japan is part 
of Spring Professional Asia, the 

first technical recruitment specialist 
to exclusively focus on middle to 

senior management candidates in IT, 
engineering, and supply chain. 

03-4520-6130
inquiry@springjapan.com

springjapan.com

As information becomes 
more accessible on the 
Internet, it has become 

easier to reach people, but 
finding the right talent has 

become more complex. 
At Spring Professional, our 

industry experts bring 
the best candidates to our 

clients across Asia.
—Lanis Yarzab, managing director

Providing the 
Highest Level of IT 
Support & Project 
Management

International Best Practices.
Local Expertise.

IT Services and Project Management

• Onsite Consultants

• On-Call and Remote Support

• Managed Services

• IT  and Data Centers

• Relocations and Re-stacks

• IT  Analysis and Consulting

• Business Continuity Planning

• Technology Upgrades

• Regional Presence

TOKYO    HONG KONG    SHANGHAI    SINGAPORE

Strategy

Infrastructure
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NovaSearch Compact. It is so advanced 
that, on a smartphone, it can recognise 
any street address in the US spoken as a 
single input, and it can respond in about 
two seconds. 
“We find that business in Japan, as 

in other Asian countries, is heavily 
based on trust, and that trust in turn 
depends on getting to know the decision-
makers in Japanese companies, often in 
informal surroundings”, said Kim, who is 
based in Silicon Valley. “The local UKTI 
trade officers helped us to understand 
that and helped us to develop those 
personal relationships”.
And given that available helping hand, 

Kim believes that other British firms 
should be more confident about coming 
forward and looking to get a presence in 
the Japanese market. 
“The training provided by UKTI in 

Japanese business culture—concerning 
business cards, for example—is useful, 
but there is, of course, also a language 
barrier. Apart from that, our experience 
is that cultural differences between the 
UK and Japan are not enormous”, he 
added. “In fact, my British colleagues 
find dealing with Japanese counterparts 
no more challenging than dealing with 
many Americans.
“There is much to be said for 

operating in Japan, including the 
culture of politeness, trustworthiness 
and reliability”, he said. “Given the 
innately careful and conservative 
nature of Japanese businessmen, 
especially in larger organisations, I 
would caution other British companies 
of the need for patience, perseverance 
and understanding of a culture that 
pursues perfection”. 

“[Novauris] was 
fortunate to meet 
trade officers who 
not only had the 
local knowledge 
and the necessary 
connections, but 
also had a genuine 
interest in our 
technology and 
helping us”.

Dr Kim Yoon:

3F Computec Ichigaya Building
2-20 Ichigaya-Honmuracho,
Shinjuku-ku, Tokyo, Japan 162-0845

E-mail: info@computec.co.jp
Tel: +81-(0)3-5225-7017
Fax: +81-(0)3-5225-7015
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JOBS Serving the ACCJ and its members’ 
hiring needs for bilingual professionals.

Make identifying and attracting the best candidates even 
easier by utilizing some of these great features.

Multi-Posting of Jobs Online
ACCJ JOBS is the official job site for the 
ACCJ and 12 other foreign chambers in 
Japan. Positions listed on all websites 24/7.

Search Resumes
Proactively search for candidates using 
targeted keywords.

Resume Alert
Get notified when new candidates match 
your specific job criteria.

!

Job Mail
Prospective candidates receive new 
job updates in their inbox.

JOBS

3 Messages
Instantly engage candidates in a 
conversation by sending them a message.

Managed Search
Let us do the work for you, finding 
the best candidates fast.

+

Did you know?
ACCJ JOBS is the 

official job site of 12 
foreign chambers in 

Japan!

Exclusive 
discounts for 

Chamber Members
available! Talk to us today.

Reduce your reliance on agencies and let us help 
make sure your next recruitment campaign is as 
successful as it can be.

03-5403-7782
recruit@japan.careerengine.org

japan.careerengine.org/accj   

FOR 10 YEARS



Web and mobile development markets 
especially candidate-driven

The IT market in Japan is looking healthier at the end of 2015 
than we have seen in a number of years. 

Hiring activity for IT professionals saw a strong demand for 
people working across the analytics, cloud solutions, and cyber 
security sectors. The increased need for people with skill sets in 
these areas has been spurred by several factors, namely product 
innovation and organizations embracing new technologies to 
gain a competitive edge. Businesses are seeking to achieve 
operational improvements and improved efficiency, and to help 
secure increased digital interactions with a diverse, globalized 
consumer and client base.

A rise in IT sales roles, including direct sales, partner 
sales and presales positions, demonstrates the increased 
expectation that multinational corporations have of 
aggressively growing market share across their services and 
solutions portfolio in an increasingly competitive environment. 

The web and mobile development hiring market remains 
very candidate-driven, with companies specializing in social 
media/communications services and e-commerce giants all 
looking to expand their workforce. These companies often 
compete against smaller, innovative start-ups that prove 
attractive to people who have a combination of technical, 
creative, and commercially minded skill sets.

Companies are on the lookout for people who can 
demonstrate high levels of language proficiency, an 
entrepreneurial mindset, and a desire to work in positions 
that may require international travel and/or involvement in 
global projects. People who can add value to an organization 
undergoing large transformation programs are also highly 
desirable, such as business and systems analysts, project 
and program managers, data analysts, and solution and data 
architects. We will continue to see enhanced demand for 
these functional roles throughout 2016. 

For many jobseekers, the motivations for finding a new 
opportunity have remained relatively consistent: better 
work/life balance, an opportunity to progress in their career 
at a faster pace than their current employer could provide, 
and better pay. Candidates who display the characteristics, 
technical skills, and competencies that multiple companies 
are seeking can find themselves with several job opportunities 
and offers. Thus, companies serious about recruiting the 
best talent on the market must commit to a more streamlined 
recruitment process with clear role objectives, interview 
structure, communication and feedback processes, and 
agreed time-to-hire dates before going to market.

There has been a sharp increase in candidates with varied 
technical skills looking to switch companies to keep their 
skill sets fresh and relevant, and to ensure they remain 
attractive to employers in rapidly evolving and progressive 
industry sectors. Employees are taking it upon themselves to 
invest in and update their skills, and attentive employers are 
supporting this initiative. 

There has been a continued drive and focus on increasing 
diversity and inclusion in the Japan workplace. We have 
helped advise on and develop innovative hiring strategies 
to increase female employee numbers in IT-specific or 
related roles, and have worked with our key clients to ensure 
internal progression programs are in place to fast-track these 
candidates to senior management positions. n
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Strong Demand 
for IT Staff

By Lanis Yarzab 
Managing Director, Spring Professional



Your IT expert
at work.

Your IT guru
at home.

Apple, the Apple logo, Mac, iPhone and OS X 
are trademarks of Apple Inc.

Tokyo Apple Specialist IT Consultancy

We are an Apple products consulting fi rm in 

Tokyo providing IT setup, support, training and 

troubleshooting for Mac computers, iPhone, 

OS X servers, Wi-Fi, networks and more. 

Member: Apple Consultants Network. clevergear.jp

CleverGear  Tokyo, Japan  080-3455-2288  info@clevergear.jp
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1 Women in Business Committee-Chubu Chair Erin Sakakibara (left) and House 
of Representatives member Seiko Noda at the Westin Nagoya Castle for the 
ACCJ Chubu Diversity Summit on October 26. (PHOTO BY ANDY BOONE)

2 Panelists of the “ACCJ Panel Discussion with the Union of Kansai 
Governments,” held at the Ritz Carlton Osaka on Friday, October 16. 

3 From left: Akane Suzuki (attorney, Garvey Schubert Barer), Marcus Wong (partner, 
PwC Tax Japan), and Edwin T. Whatley (co-chair, ACCJ Taxation Committee) at 
“Tax-Smart Estate Planning for Americans Living in Japan” on September 11.  
(PHOTO BY ACCJ STAFF)
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Experience Hakuba 
with Evergreen.

Evergreen Outdoor Center runs adventure-based 
programs all year, in and around Hakuba. 
During the winter we offer backcountry and  
off-piste ski and snowboard tours, guided  
snowshoe tours and avalanche skills courses. 

Our professional team at Evergreen International 
Ski School are the largest in the region and offer 
professional English-language ski and snowboard 
programs for adults and children of all abilities.  

With offices in Happo, Wadano, Iwatake and  
Cortina, we offer the highest quality tours  
and instruction with a focus on safety and  
unforgettable all-season alpine experiences.  

Our team and programs are designed to fulfil your 
Hakuba holiday. Come and enjoy the Evergreen 
difference in a fun and safe environment with our 
friendly and experienced staff.

HAKUBA VALLEY, JAPAN

Enquiries call 0261-72-5150
or 0261-72-3200 (Ski School)

Visit us online at www.evergreen-hakuba.com
or www.skischool-hakuba-japan.com

• Race Programs
• Ski & Board Lessons
• Group & Private

• Yuki Club (3-6yrs)
• Hakuba Hero’s (7-14yrs)
• Daycare (from 18mths)

• Backcountry Tours
• Resort Guiding
• Snowshoe Tours

• Avalanche Safety
• Instructor Programs
• CASI & APSI Courses



Jay Ponazecki  jponazecki@accj.or.jp

December is 2015 Diet 
Doorknock Month and 
Time to Say Thank You

PRESIDENT

DON'T MISS A SINGLE VIDEO!

Are you wondering when the next ACCJ event video 

will be released? Subscribe to the ACCJ YouTube channel 

to receive an automatic update whenever a new video 

is published. Between archived footage and videos from 

the latest events, we share content that you won't want 

to miss. 

Visit https://www.youtube.com/user/AmChamJapan 

and subscribe today!
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T
he American Chamber of Commerce in Japan (ACCJ) 
will hold its 20th Diet Doorknock (DDK) from 
December 8.

For those of you unfamiliar with our DDK, it is an 
initiative organized by the Government Relations Committee 
(GRC), 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 important to the chamber and US business 
interests in Japan. 

We anticipate that around 60 ACCJ members will meet 
with over 50 government officials.

Each year we select several key themes for the DDK. 
At the time of publication, the GRC was still considering 
this year’s final themes, but the Trans-Pacific Partnership 
(TPP) and employment reform are likely to be among the 
main topics.

To commemorate the 20th anniversary of our DDK, 
a special half-day of panel discussions will be held on 
December 8 to drive thought leadership on some of the most 
pressing issues facing three sectors of the Japanese economy 
that are anticipated to spur economic growth: healthcare, 
financial service, and ICT/the Internet economy. 

Experts in their respective fields will engage with each 
other as well as with ACCJ members, Japanese officials, Diet 
members and other guests—showcasing how pragmatic 
solutions are best sought and can often only be achieved 
through such close collaboration with key counterparts 
throughout the private and public sectors.

A tremendous amount of work goes into preparing for the 
DDK. I would like to thank all our volunteer leaders who 
prepared viewpoints and white papers this year. ACCJ teams 
will present a full set of about a dozen ACCJ viewpoints and 
two freshly updated white papers—one on healthcare and 
one on financial services—at each meeting. 

Very special thanks to GRC Chair Arthur Mitchell and 
GRC Vice Chair Yoshitaka Sugihara for all their hard work in 
organizing the DDK, and to Noriko Ijichi, Asami Ide, Tougo 
Kamata and Ethan Schwalbe for their invaluable support.

Very special thanks as well to U.S. Ambassador Caroline 
Kennedy for graciously hosting a reception at her residence 
for all the ACCJ members and Diet members who will 
participate in the 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 contact 
the leaders of the ACCJ’s External Affairs Advisory Council, 
Chair Eric Sedlak and Vice Chairs Ryan Armstrong and 
Ernie Olsen, or Laura Younger.

In closing, thank you very much for having had me serve 
as your president these past two years. I will be forever 
grateful for this opportunity and inspired by the spirit of 
service to one’s community that each of you bring to the 
chamber. As we approach 2016, please consider the advice 
of William Faulkner: “Always dream and shoot higher 
than you know you can do. Do not bother just to be better 
than your contemporaries or predecessors. Try to be better 
than yourself.” n



Your Move. Our World.

Full Relocation 
Services anywhere 
in the world.

Asian Tigers Mobility provides a comprehensive end-to-end mobility 

service tailored to your needs.

Asian Tigers goes to great lengths to ensure the highest quality service. 

To us, every move is unique.

Please visit www.asiantigers-japan.com or

contact us at sales@asiantigers-japan.com
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SURVEY

Bullish Trend Continues 
Custom Media

T
he fall 2015 Foreign Chambers in Japan Business 
Confidence Survey showed sustained optimism 
regarding business performance and the Japanese 

economy. Bullish sentiments prevailed, continuing on from 
the fall 2014 and spring 2015 surveys. This period’s results 
come from 240 responding companies, most of which have 
been in Japan for more than 20 years.

Overall, respondents were less positive in the fall survey 
than in the spring poll, despite a notable rise in short-term 
profitability and sales forecasts. Of all sectors, respondents 
in manufacturing were least hopeful about the domestic 
economy over the next year. Respondents in the financial 
sector were most optimistic.

On the other hand, the index for sales performance in 
manufacturing was strong over the past six months, coming 
in at +0.76 versus +0.50 in the spring survey. The index 
is reported on a scale from +2 (strong improvement) to 
-2 (strong decline). 

Sales performance in the service sector topped the charts 
among industries for this period, at +0.90. The service sector 
also reigned in the question regarding sales forecasts for the 
coming six months, at +1.14. Most respondents were slightly 
more optimistic about sales forecasts than in the spring 
survey earlier this year.

Profitability performance has also improved since 
the April survey. North American companies reported 
particularly strong results, with the index at +0.72 vs. +0.48 
this spring. Perhaps due to these figures, the forecast for 
profitability for the next six months also grew at a higher rate 

than in the spring survey. North American companies came 
in at +0.86 on the index, compared to +0.71 in the previous 
poll. A majority (68 percent) of respondents expect at least 
some improvement in profitability in the next half year. 

Two new questions were introduced in the fall 2015 survey, 
the first regarding the future of Abenomics. Respondents still 
have faith in the government’s plans, as 59 percent said they 
believe Abenomics policies will revitalize the economy. Just 
15 percent of those polled believe Abenomics will cause long-
term damage to the economy. These results were quite similar 
to those reported in the Spring 2013 survey, when a question 
on Abenomics was also posed.

The second new question pertained to free trade pacts. 
Most respondents felt both the Japan-EU Economic 

Partnership Agreement and the 
Trans-Pacific Partnership (TPP) 
are good for their businesses and 
Japan. Similar questions on the 
topic of free trade agreements 
were posed in the spring 2013 
survey, but the sentiments this 
time were far more positive for 
TPP. At that time, just 7 percent 
of respondents thought the pact 
would be good for both Japan and 
their business. Fifty one percent 
of respondents felt optimistic 
about the TPP for this survey. n

Profitability Forecast for Next 6 Months

INDEX +0.80 (+0.67 previous survey)

History of 6-month Profitability Forecasts
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The survey was sponsored by Asian Tigers Mobility and MOS Tax Corporation. 
Full survey results can be viewed at www.fcc.or.jp/fcij/bcs.html
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NOVA—A STAR BRIGHTENED 
BY ITS COMPANION STAR
Humans have always been drawn to 
the night sky. After all, there are few 
things as stunning as these celestial 
events that shine above us. 

A few times a year, the Osaka sky 
emits its own special glow, when 
the Kansai chapter of the American 
Chamber of Commerce in Japan 
(ACCJ) hosts its Bella Nova Night.

Created in 2013 by the ACCJ 
Kansai’s Women in Business (WIB) 
Committee as an alternative to 
formal networking events, Bella Nova 
Night provides a casual environment 
where women can collaborate and 
feel welcome. 

The event was inspired by the 
belief that women actually network 
differently to men. 

Indeed, it has been said that women 
create friendships and connections 
regardless of whether a clear business 
advantage is in immediate sight. 

“How can I help this person?” is 
a thought that commonly precedes, 

“What can this person 
do for me?”—a business 
perspective that is perhaps 
influenced by gender. 

As a result, the lasting 
relationships created when women 
network are likely to lead to 
partnerships, referred business 
in the future, or other positive 
personal outcomes.

What’s more, some professional 
women in Japan feel alienated from 
common after-work office gatherings, 
which tend to take place at izakaya 
(traditional Japanese taverns) or bars 
late into the night. 

Bella Nova Night, in contrast, 
provides just the right platform for 
women to connect and collaborate. 

The event is open to ACCJ members 
as well as guests, and boasts a crowd 
of 40 to 60 working women from 
various industries. 

You’re likely to meet high-ranking 
executives, freelancers, or even 
artists from the Japanese and expat 
community at the gathering. 

BRILLIANT BEAUTY
Bella Nova Night starts with 
“The Spotlight,” where a given 
participant shares a personal story of 
obstacles and triumphs in her field. 

This is followed by an opportunity 
for attendees to mix and mingle 
freely. Laughter can be heard over the 
clinking of glasses and shuffling of 
cards as women move about the room. 

In just a few hours, knowledge is 
shared, ideas are stimulated, advice 
is given, and bonds are made. In a 
word: beautiful. 

This is female networking at its best. 
And it has been a success. Spots run 

out quickly, 
attendance is high, 
and enthusiasm is 
tremendous. Past 
Bella Nova Night 
guests have gone 
on to become ACCJ 
and WIB members. 

“It’s really 
interesting meeting 
women working in 

various fields. It’s inspiring to hear 
that they are breaking barriers in 
this country. And it’s been a learning 
experience getting to know them,” 
says one participant. 

Just as neighboring stars become 
more luminous in each other’s 
company, participants leave Bella 
Nova Night full of energy and 
encouragement from the stories 
unique to women in the workplace 
and the daily successes they achieve. 

The 10th Bella Nova Night is 
scheduled for February 2016. If you 
happen to find yourself in Kansai, 
come and enjoy a beautiful night 
among the stars. n

Kina Jackson is a freelance translator 

and business consultant at KJ Consulting. 

She is also a member of the ACCJ Kansai 

Women in Business Committee.

This is female 
networking at 

its best.

Bella Nova Night #9 was held on October 30, 2015.

Bella Nova Night
Let your light shine

By Kina Jackson

KANSAI
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The Great Pivot
Fujifilm’s recovery in the 21st century

By Vicki L. Beyer

BOOK REVIEW

I 
remember well the clever “seven lucky gods” television ads 
for Fuji photographic film, which aired on New Year’s at 
the end of last century. 
Lately, I've noticed that TV ads for Fujifilm products 

feature cosmetics and skincare products. 
That a company like Fujifilm Holdings Corporation would 

transition away from photographic film as we enter the 
digital age is obvious. 

But I've often wondered how Fujifilm managed to make 
the transition so completely in less than 20 years. 

So I was glad to find Innovating Out of Crisis: How Fujifilm 
Survived (and Thrived) As Its Core 
Business Was Vanishing. Written by 
Shigetaka Komori, chairman and CEO 
of Fujifilm, I was sure it would provide 
the insights I craved.

In the first section of the book, 
“Fighting for Fujifilm,” Komori 
describes how the company 
transformed. This part was a 
particular disappointment. 

Mostly, Komori’s tale of how 
Fujifilm transformed its product line 
was superficial and self-aggrandizing. 

While he provided background on 
Fujifilm’s history and early ambitions, 
as well as how it developed its film 
products and differentiated them from 
the competition, particularly Kodak, 
he was sparing with details. 

Even when he included his own 
career progress, which he did 
frequently, it was superficial. 

He mentions advancing in the 
organization over the years, but provides no information on 
what it was that qualified him for advancement or led to his 
selection, ultimately, to lead the organization. 

On being recalled from a European posting in 2000, he 
says he thought “They’re calling on me again when there’s 
trouble.” But he doesn’t tell us why he would think this.

At the same time as the narrative is rambling and 
sometimes repetitive, it lacks the kinds of detail that truly 
would be useful to other businesspersons—information 
about the logistical difficulties of moving a company in a 
new direction. 

Komori tells of “Vision 75,” a “blueprint for implementing 
fundamental reforms and changing the structure of the 
company,” named for the company’s 75th anniversary in 2010. 

But, again, he provides only high-level information about 
the objectives of Vision 75, with very little about how it was 
actually achieved.

What sort of analysis did Fujifilm undertake to 
understand and leverage its particular strengths to move 
into new areas? 

Although Komori says, “we spent considerable time 
evaluating each technology and each product strategy,” he 
says little more about what possibilities were considered, or 
how decisions were made. He describes the new direction 
and its rationale in just a dozen pages. 

Once decisions were made 
about the direction to take, how 
did the company ensure that 
staff would fully support and 
implement the changes, especially 
when management was forced to 
reduce head count? Even less is said 
about this.

When a Japanese executive writes 
a book, it has become de rigueur 
that the author includes a personal 
philosophy of management. 

This book is no exception. 
The second section of the book, 
“Managing for Victory,” contains 
Komori’s views on leadership 
and management.

Some of Komori’s ideas sound a 
bit far-fetched, but others are quite 
sound. He advocates information 
gathering, planning, communicating, 
and acting as his basic steps 
of leadership. 

He shares his disdain for the Japanese approach of 
“Let’s all just get along and play nice together,” noting the 
need for a more competitive, challenging spirit.

The gears crunch a bit as Komori moves from Part I to 
Part II. It felt as if he had written two very short books and 
stuck them both inside the same cover. 

I wonder how much better this book might have 
been had he integrated the two parts, picking up his 
management philosophies and using them to exemplify 
how Fujifilm transformed itself. n 

 

Vicki L. Beyer is a vice-chair of the ACCJ Women in 

Business Committee.
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Amazon Japan K.K.

Amway Japan G.K.

Baxalta Japan Limited

Bayer Yakuhin, Ltd.

Becton Dickinson Japan

Bloomberg L.P.

Boeing Japan K.K.
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Caterpillar

Chevron International Gas Inc.  
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Cisco Systems G.K. 
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Coca-Cola (Japan) Co., Ltd.

Colliers International
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Dow Chemical Japan Ltd.

Eli Lilly Japan K.K.
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EY Japan
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MetLife
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Mondelez Japan Ltd.
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Morrison & Foerster, Ito & Mitomi
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Nu Skin Japan Co., Ltd.
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Procter & Gamble Japan K.K.

Prudential Financial, Inc.
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Randstad K.K.

Robert Walters Japan K.K.

Saatchi & Saatchi Fallon Tokyo
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Teijin Limited 
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Industries Ltd.

Thomson Reuters Markets K.K.
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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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facebook.com/The.ACCJ

twitter.com/AmChamJapan

youtube.com/user/AmChamJapan

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

1 American Chamber of Commerce in Japan 
(ACCJ) Executive Director Laura Younger 
delivers the “Executive Director's Report” at 
the chamber’s Ordinary General Meeting on 
November 4. (PHOTO BY ACCJ STAFF)

2 From left: Women in Business Committee-Chubu 
Chair Erin Sakakibara; ACCJ Executive Director 
Laura Younger; Aichi Prefectural Government 
Vice Governor Natsuko Horii; Vice President, 
F-16 & F-2 Programs, Lockheed Martin Susan B. 
Ouzts; President of Aflac Paul S. Amos II; and 
ACCJ President Jay Ponazecki at the Westin 
Nagoya Castle for the ACCJ Chubu Diversity 
Summit on October 26. (PHOTO BY ANDY BOONE)

3 Attendees at the opening ceremony of the 10th 
Anniversary ACCJ Kansai Walk-A-Thon, held at 
the Canadian Academy on Rokko Island in Kobe 
on October 17. (PHOTO BY ANTONY TRAN/LIFE14)

4 Yuko Nakaoka (center), operations manager, 
ACCJ Kansai, receives a bouquet in gratitude 
for nearly seven years of dedicated service 
after it was announced she would leave the 
ACCJ. Attending the reception were (from left): 
Toshizo Ido, UKG president (governor of Hyogo 
prefecture); Nakaoka; and Patrik Jonsson, CEO 
Eli Lilly Japan and ACCJ governor-Kansai. 
(PHOTO BY SACHIHO TANI)

5 Dr. Chad Musick (left), operations manager 
at ThinkSCIENCE, and Independent Business 
Committee-Chubu Secretary George Van Horn at 
the Winc Aichi for the Chubu event ”Nothing Lost 
in Translation,” held on October 9. 
(PHOTO BY ANDY BOONE)

6 The first-ever ACCJ CEO HR Dialogue held at 
MetLife Japan’s office on October 23. 
(PHOTO BY ACCJ STAFF)

1

3

2
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UPCOMING EVENTS

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

• DECEMBER 10 
The Big Wave of IT Transformation- 
Cognitive Business and its Implications

• DECEMBER 16 
Japan 2016-Towards Escape Velocity 
(Kansai Event)

EVENTS
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ACCJ LEADER

E
very year, thought leaders—such as 
tech research and advisory company 
Gartner Inc.—come up with lists 

of technologies that are flagged as 
great trends. 

Having worked in this sector for 
25 years, I am continually amazed at how 
Japan quietly adopts such technology. And 
it does so on its own terms, including, 
perhaps most importantly, new underlying 
business models.

For example, several waves of 
deregulation are planned for the electricity 
and gas sectors, starting with residential 
retail power sales in April 2016. 

Large numbers of new entrants are 
lining up to penetrate this market, and the 
field of Information, Communications and 
Technology (ICT) is playing a central role. 

Smart meters are being deployed broadly 
to facilitate consumption and billing 
information being shared between the grid 
operator and the power retailer. 

At the same time, home builders and 
consumers are installing Home/Building 
Energy Management Systems (HEMS/
BEMS), as well as technologies such as 
Google’s NEST, which connects smart 
devices in homes via the Internet of 
Things (IOT). 

Thermostats, security cameras, smoke 
alarms, and power control devices will 
all be IOT devices, throwing off masses 
of data that clever companies will 
harvest, analyze, and quickly utilize to 
provide more innovative services and 
product offerings. 

Which companies will reap the benefit 
of this big data? Only those that have 
innovative and visionary approaches to 
their ICT, ensuring that they are central to 
the data flows and have deployed systems 
which seamlessly analyze the data and 
automate resulting decisions or actions. 

Expanding on the retail electricity 
example, service providers who can 
cheaply acquire and retain profitable 
customers, and accurately predict and 
manage their usage requirements, will be 
the most profitable. 

What’s more, few of the new entrants 
will have the IT capabilities to implement 
this independently. This creates an 
amazing opportunity for the platform 
suppliers to facilitate the process by 
providing necessary tools. 

A recent IOT event, hosted by PTC Inc., 
a leading technology solutions provider, 
showcased several impressive case studies 
of both Japanese and US companies. 

Two particularly visionary enterprises 
were aiming to become the default 
platform in their respective arenas. The 
first, Zuora Inc., is a cloud-based billing 
platform optimized for subscription-
based services. 

As more businesses shift to recurring 
revenue models, they want the flexibility to 
experiment with these platforms on the fly. 

Zuora’s customers span a variety of 
areas, including cloud applications, 
the IOT, business-to-consumer (B2C) 
Internet and electronic commerce models, 
and education.

The second company is ServiceMax, 
which has created a cloud platform for 
“best in class” mobile management of 

By Mike Benner, co-chair, 
Information, Communications and 
Technology (ICT) Committee; and 
founding partner at MB Partners

any field service operation, including 
maintenance of field machinery. 

Beyond optimizing scheduling and 
processes, they are now overlaying IOT 
to do predictive analytics of machinery 
under contract. 

By proactively avoiding downtime, 
ServiceMax’s customers can 
substantially increase their field 
service team’s efficiency and return 
on investment.

Both business models are examples 
of platforms that flexibly integrate IOT 
device feeds and provide analytics that 
facilitate customer value creation. 

Neither US company 
has existed for very 
long, let alone been 
in Japan for long, but 
both bring a trending 
technology offering to 
exploit the opportunities 
deregulation in the 

electricity and gas sectors will create.
Beyond the above example of cloud-

computing enabled, IOT-based big 
data, within the ICT Committee of 
the American Chamber of Commerce 
in Japan (ACCJ), we have been on 
the cutting edge of these trends by 
organizing events of interest for the 
ACCJ membership. 

Thus, over the past six months, a 
number of great events have been 
hosted by VMWare (cloud-computing), 
KDDI (B2C media convergence), 
Sprinklr and Facebook (social media), 
and Dark Trace (cybersecurity), among 
others. 

Please look forward to a captivating 
line-up over the coming months as 
well, featuring IBM, Coca-Cola, as 
well as entrepreneur-focused events 
and those co-sponsored with the ACCJ 
Energy Committee.

We are always keen to hear from our 
members regarding the kind of events 
you would find interesting. So do bend 
the committee leadership’s ear with 
any suggestions you may have. n

Tech Trends
Continued business model disruption

IOT devices [will] throw off masses 
of data . . . to provide more innovative 
services and product offerings.
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