


Bilingual Foreigners
in Demand Here

With Japanese businesses facing
a shortfall in upcoming univer-
sity graduates, Nikkei Business
(Sep. 10) reports that more compa-
nies are turning to recruitment of
Japanese-speaking foreigners. To
tap into this market, the Shibuya-
based Solver Network Co., Ltd.

in October launched a bilingual
Web site, www.japan-career.jp,
that aims to put corporate clients
in touch with foreigners studying
here or Japanese matriculating

at overseas institutions. The

site will also boast a Skype tele-
phone function to enable over-
seas interviews free of charge.
Companies lined up, according
to Solver Network, are Mitsubishi
Corporation, Fujitsu Limited

and Asahi Chemical Co., Ltd.,
among others.

Solver Network was planning
to launch a recruiting magazine,
Japan Career, from October, with
domestic distribution of 30,000
copies, plus in 22 countries,
targeting more than 97% of
university-level Japanese-language
learners. (According to a survey
by the Times of London, 69%
of the world’s 100 top-ranked
universities offer Japanese-
language instruction.) In addition
to information on careers and
recruitment, the magazine will
contain interviews on people’s
Japan work experience and
other topics of interest.

Solver Network’s founder, Koh
Aburaya, says the idea percolated
in 1991 when he was an exchange
student at Moscow University.
“Even though there were many
excellent human resources who
could speak Japanese, they had
no chance at all to work for
Japanese companies,” he tells
Nikkei Business. After working
at various jobs, including as a
headhunter, Aburaya estab-
lished his company in 2005.

A projection by Recruit Works
Research estimates that, in
March 2008, some 2.14 jobs will
be available for every student
graduating from a four-year
university or graduate school, up
from 1.89 this year. The decline
in Japan’s birthrate alone makes
it certain that this ratio will rise.

“Based on our experience, two
things are needed for foreigners
to make it at Japanese firms.

The first is to speak Japanese,”
observes Toyohiro Matsuda,
leader of Mitsubishi Corporation’s
global human resources develop-
ment team. “The second is to
understand Japanese culture and
customs. The likelihood is high
that Japanese-language majors
fulfill both these requirements.”

Upon investigation, Solver
Network found that half the
graduates from the Faculty of
Japanese Language at New
Zealand's Auckland University of
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Technology had taken up jobs here.
All of them had enrolled in the
JET program under the auspices
of the Ministry of Foreign Affairs,
or other ministries. Not one had
been interviewed by companies.
This led the Nikkei Business
reporter to conclude that some
very talented people with
Japanese-language ability are
out there in the world. Mitsubishi
Corporation’s Matsuda recalls, for
example, a U.S. female co-worker
who was an outstanding asset.
She had studied Japanese at the
University of Michigan and previ-
ously worked as a JET in Tokyo's
Sumida Ward. “We have a lot of
expectations that Japan Career will
develop a means of discovering
those kinds of human resources,”
Matsuda is quoted as saying.
While awareness is growing at
Japanese companies that foreign
staff can boost international
competitiveness, unfamiliarity
with Japanese business customs
and lingering language barriers
also need to be addressed. Hiring
foreign graduates primarily to
buttress worker ranks won't
work. The question, then, is how
to turn recruitment into bona-
fide careers. That said, hiring
foreigners straight out of university
might very well prompt Japanese
companies to begin reevaluating
their entire personnel strategy.
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Sci-fi Future Goods

Nikkei Trendy (Sep.) featured
an introduction to a number
of futuristic hi-tech products
under development. One that
immediately caught this writer’s
eye was the Jetsons-type clothing
that makes the wearer feel
cooler the more he/she perspires.
The fabric is said to achieve heat
dissipation properties through a
combination of three functions:
moisture absorption and
transpiration; breathing; and
air-infiltration/ventilation.

Other items introduced in
the Trendy article include the
following:

To appear by next year:

B Wireless devices for charging
batteries without the need to
plug into an electric socket.

B A 1cm-square image projector
held in the palm.

m Metals that emit a fragrance.

To appear within 2-3 years:

B Robot farm harvesters, which
can even pick delicate items
such as strawberries without
bruising them. Currently
under development by nine
universities and companies.

B Reproductions of deceased
celebrities, through a

combination of robotics and
computer graphics.

B Astronaut garments marketed
as ordinary apparel.

To appear within 5 years:

B Cars designed to eliminate
accidents caused by falling
asleep at the wheel or driving
under the influence.

B On-the-spot cancer detection
through DNA chips embedded
in handheld devices.

Ripped Off

In its August 29 issue, the Nikkei Marketing
Journal took a look at the shoplifting problem
and what retailers are doing to combat it. The
issue comes at a critical time as retailers, caught in
an inflationary squeeze, are becoming increasingly
desperate for ways to control operating costs.
According to the National Police Agency, the
reported 153,972 cases of shoplifting represented
a drop of 3% from the year before, but was
still 36% above figures for five years ago. While
incidents involving minors declined, such others
as those involving two-person teams have
risen, indicating that professional shoplifting
is becoming more widespread. Drugstore
thefts of non-prescription items that can be
resold at high prices, such as hair restorative
lotions, are said to be particularly brisk.
The biggest victims of this rise in shoplifting,
according to a nationwide survey undertaken
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by Tokyo-based National Shoplifting Crime
Prevention Organization are home centers and
auto-accessory retailers. Some 47.8% reported
increases in pilferage over the previous five
years, in contrast to the national average of
28.9%. Defined as a percentage of total revenue,
losses at co-op stores account for 3.18%.

To combat the problem, more businesses
are turning to source tagging that conceals
the detector strip inside the package. Other
retailers are battling theft by displaying only
empty containers that are then exchanged at the
cashier’s terminal (said to have a 20% negative
impact on sales). While anti-shoplifting IC tags
are effective, their present cost of ¥50-100
each is prohibitive for many mass retailers. But
Koichi Sumino, CEO of auto-accessories chain
Autobacs Seven Co., Ltd., foresees costs dropping
to around ¥20 in “two to three years’ time.”



Getting Untied

Being an established producer of silk, it should be
no surprise that Japan started the manufacturing
of cravats as far back as 1884. But, reports the Asahi
Shimbun’s " Atto data” column (Sep. 30), it was not
until 1951 that the Japan Federation of Necktie
Unions got off the ground, and it took two more
decades until the organization successfully lobbied to
have October 1 named “Nekutai-no-Hi"(necktie day).
Survey data by the Ministry of Public Management,
Home Affairs, Posts and Telecommunications
indicate that average annual household outlays
for neckties in 2006 came to ¥1,040—just one-
third of expenditures during the Bubble economy.
Another cause for the decline, the federation’s
Office Director Tetsuo Yamada tells the Asahi, is

Media Watch

the increase in the number of workers in IT and
other sectors that do not require staff to wear neck-
ties. “The government’s ‘Cool Biz' policy, now in

its third year, has also proliferated. Our members
are struggling for their lives,” Yamada frets.

In past years the two periods of high demand
were June (Father’s Day) and December (Christmas),
but Yamada notes that the practice of presenting
neckties as gifts has also sharply declined. “Perhaps
it's due to fathers’ status in the household, but
high-priced neckties aren’t selling any more,” he
remarks, adding that the “2007 Problem” —the
compulsory retirement of large numbers of
postwar baby-boomers from this year—is also
depriving the market of its best customers.

Part-timers Wanted

The service industry, particularly
companies operating on a round-
the-clock basis, are finding it
increasingly difficult to procure
workers, even at the princely sum
of ¥1,500 per hour for the grave-
yard shift.

“From last May, we had to
reconsider the system for plac-
ing part-time help-wanted
classifieds,” a spokesperson
for am/pm Japan Co., Ltd. tells
Weekly Playboy (Sep. 24). "We
can’t find enough part-timers for
the morning, midday or evening
shifts,” a convenience store man-
ager complains. “Nobody has
responded to our ‘help wanted’
posters. What surprised me,
though, was that we do have
enough to work the graveyard
shift, which pays better.”

Business pundit Takuro
Morinaga tells the magazine
that the situation appears
particularly grim in the city
center: “Former PM Koizumi's
reforms, which placed a
greater fiscal burden on local
governments, devastated
their economies, resulting in
more people converging on
the cities in search of jobs.
This greatly boosted demand
for 24-hour services.”

"College students these days
don’t work part-time the way
they used to,” says Masahiro
Abe, an author who lectures at
Tokyo's Gakushuin University.
“Students are more focused
on specialties and job search
begins earlier, so they don't
have time to work —likewise,

for taking long overseas trips
before graduation. Another
reason is the declining birthrate,
of course. The number of
students and young freeters
who can do these jobs is
declining of its own accord.”

Abe believes more effort is
needed to boost motivation.
“Perhaps the way to achieve this
will be to make the duties more
stimulating, and convince them
it's a more demanding job that
only they can do,” he suggests.
“"Another point will be realisti-
cally utilizing the elderly and
foreigners.”

Mark Schreiber is an authority on
Japanese print media and co-author
of Tabloid Tokyo 2 (Kodansha
International).
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CSR Goes Mainstream

ome contend that big business has always

been feared more than revered, and that

banks, in particular, have tended to incite a
palpable dread from the average person. But imag-
ine a bank whose principal purpose is to improve
society. No, really. A bank so committed to the prin-
cipals of transparency, responsibility and bettering
the world we live in that it would turn down profit-
able opportunities if they weren’t up to scratch in
terms of specified social, cultural and/or environ-
mental conditions.

Such ethos drives Triodos Bank, based in Zeist, an
hour from Amsterdam in the Netherlands.

Then there was this international fashion house
that canceled its runway show scheduled for
September 14, 2001, out of respect for the victims
of 9/11.

“The entire event should be canceled if only for
the sake of respectability,” British fashion designer
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Katharine Hamnett told the press back then.
“Fashion shows are happy events. They're entirely
frivolous, and it's not the right time for that now.”
Triodos Bank opened in 1980 with a vision to
revolutionize the relationship between people and
banking services. Its founders, along with renegades
like Hamnett, started talking about an approach
to business that didn’t strictly adhere to the laws
of economics. Bear in mind that Corporate Social
Responsibility (CSR) hadn’t yet gone mainstream.
Nonetheless, both the bank and fashion house
were more focused on long-term goals that benefit
society—an approach that made it easy for the
powerful elite to dismiss as naive idealists chasing
quaint, feel-good goals that could never properly
be shared by big business.
“QOur founders genuinely believed that the
whole concept of banking could be done differ-
ently,” says Thomas Steiner, the head of Corporate



Communications who has been with the bank for
more than 16 years. “They wanted people to be
connected to their money, and to know exactly
what is done with it.”

So rather than being a bank to take care of your
retirement funds based on image, convenience
and security, Triodos set about trying to encourage
people to make that choice based on what the
bank was actually doing with the money to gener-
ate good returns. Was your money funding tobacco
companies, for example, weapons, nuclear fuel?
Did you even know? Or care?

After the Chernobyl disaster in 1986, when toxic
clouds hit their border, the Dutch did start to care.
Existing and new customers turned to Triodos and
asked what it could do for them. Today, the bank is
one of the biggest investors in wind power across
Europe, and leads the way in organic foods and sus-
tainable farming investment.

Around this time, Hamnett was making head-
lines. When she wore her “58% Don't Want
Pershing” T-shirt to a champagne function at 10
Downing Street to meet then-British Prime Minister
Margaret Thatcher, Hamnett was only just starting
to grasp the power of fashion. These days, the cat-
walk crusader is using that influence to champion
the cause for organic cotton and fair trade fabrics.

Gabrielle Kennedy / CSR Goes Mainstream

So passionate is she
about the importance of

the former that when her

famous Italian manufac-
turer snubbed her selec-
tion of organic threads,
refusing to take her eco-
logical concerns seriously,
Hamnett pulled her line.
"] cancelled the whole
collection,” she recalls
from India, where she is

sourcing fair trade fabrics.
“l went back to the begin-

ning, redesigned a new

range under the Katharine

E Hamnett brand, and
sourced it all anew.”
The Body Shop
International plc, Norsk
Hydro ASA, Vodafone
Group Plc, Volkswagen
AG—from the small-
est to medium-size and
large European compa-
nies—are focusing on
how generating wealth
impacts society and the
environment; and now
such considerations are
believed to make good

sense. And, as it turns out,

good money.

Green indexes like the
Dow Jones Sustainability
Index; Ethibel in Brussels,
Belgium; and the
FTSE4Good Global Index

<« SNAPSHOT »

The Socially Responsible
Investment (SRI) market is
now valued at €1,000 billion
($1,400 billion) in Europe,
and is moving closer to
the financial and corporate
mainstream, it was reported
in August. Client demand
was driving social, ethical
and environmental issues up
the agenda, said analysts.

Asset managers were
increasingly creating internal
SRI ethical committees and
more funds with moral as
well as financial value.

SRI'is now considered
a sensible investment
principle, according to
the study by Eurosif
(European Social Investment
Forum), a not-for-profit
group whose mission is
to “address sustainability
through financial markets”
and which has affiliates
including pension funds,
financial service providers,
academic institutes, research
associations and NGOs with
assets of over €600 billion.

Eurosif expects to see
significant growth in
European SRl in the next
few years. But public
awareness, regulations
and returns on investment
will dictate the SRI market
before it becomes truly
mainstream.

prove that ethical investment performs. In Europe,
the sustainable economy is now considered so obvi-
ous and mainstream that to ignore it would be bad
for business.

“It's the triple bottom line,” says Bernadine
Boss, a program manager with CSR Europe in the
Netherlands, a foundation created to stimulate CSR
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in small and medium-size local companies. That
formula gives as much credence to how companies
impact on people and the environment as it does to
financial profits.

“It's about having values and sticking to them,”
she adds. “Because when you think about it, if a
company is treating people badly, then is it really
making money?"”

In 2006, Triodos Bank's total funds increased by
23%, to €3 billion ($5 billion), earning a €6.1-million
($10 million) profit. “We are facing a mind shift at
the moment,” Steiner says. “People don’t want to
talk about this anymore. They want to act [on it].”

When more companies start pursuing CSR and
SRI (Socially Responsible Investment) initiatives,
governments take note. Actions like those taken by
Triodos after the Chernobyl crisis put pressure on

CSR Goes Mainstream

the government and competitors to further support
the cause. It was the bank’s commitment to wind
energy that spurred the Dutch government into
creating the green tax scheme, a 2.5% bonus to
approved green funds.

“It's a win-win situation,” says Steiner. “That
amount benefits green projects, farmers get loans
with lower interest rates, and the investor gets a
market return.

For Hamnett, sourcing organic cotton, and find-
ing weavers and spinners to create fabrics that are
not just equal but better than conventional cotton
fabrics, is paramount. “My campaign is No More
Fashion Victims,” she says. “It's a message directed
at the industry, as much as consumers who probably
don’t even know that 20,000 people per year die
from accidental pesticide poisoning, or that slave
labor is used on the cotton farms in Uzbekistan. It is
an untenable situation.”

The first thing the people stress at innocent drinks
Itd., the UK’s latest CSR phenomenon, is that they
don’t want to sound like a Miss World contestant.
When they say they want
to leave the world a little
better than how they
found it, they really mean
it. When the smoothie
first appeared in 1999,
the market was more
supportive of initiatives
designed to be good for
people and kinder to the
environment than when
Hamnett and Triodos
Bank were first starting
to care. The company
promises never to put
anything artificial into its
drinks, which are bottled
in recycled and renewable
materials. While Triodos
had to work against the
cynical sniggers of its
more traditional competi-
tors, innocent drinks was

<« SNAPSHOT »

Nearly half of young UK
professionals would turn
down an employer that
lacked good CSR policies,
according to a survey.
Impressively, more than one-
third of respondents said
that working for a caring
and responsible company
was more important than
salary, revealed the poll
by UK communications
company BT Group plc.
Nearly half said CSR
policies should be made
compulsory, with one-third
believing environmental
considerations should be the
most important topic on the
company agenda, ahead of
market innovation, flexible
working, staff welfare and
community investment.
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The “Queen of Green” Anita Roddick, who
died in September aged 64, amassed a huge
fortune as the unconventional founder and
face of the Body Shop brand of natural beauty
products marketed with her political and
ethical championing, most notably anti-animal
testing, human rights and pacifism.

Roddick went where few businesspeople dare go. When |
interviewed her in Havana in 1993 for the Daily Telegraph of
London she gushed about buying exotic oils and fruits from
Cuba to help empower the Communist island’s women by
selling their products in body scrubs, soap and bathing salts
worldwide.

Her trademark fuzzy hair was as unpredictable and
expressive as her empathetic, hyperactive nature.

Mid-sentence, she suddenly screeched, jumped up without
explanation, ran off and reappeared 20 minutes later with
an armful of faxes from her global empire. “Ideologically, as
a company, we're very sympathetic to Cubans,” she told me
between talks with local trade and investment officials.

She then embargoed everything we had spoken about up
to when she had safely left the country.

Roddick was the pioneer of today’s ethical business
movement, well before it became CSR and mainstream,
opening the first Body Shop in 1976.

Dismissed by cynics because of her enormous wealth and
derided by bankers and directors who could not reconcile her
ethical stance with racking up sales, Roddick finally stepped
down as CEQ in 2003 after a tough few years of trading as
copycat stores proliferated. She became Dame Anita later
that year.

Roddick pocketed £118 million ($241 million) when
cosmetics multinational L'Oreal bought Body Shop’s 2,000
stores in 53 countries last year for £652 million ($1.3 billion),
to accusations of selling out founding values.

Turning to philanthropy, the UK'’s fourth richest woman—
whose business was more communicating ideas and lobbying
causes than making a profit—was reported saying she
wanted to give her wealth away before she died.

Simon Farrell

putting products on shelves for a mainstream clien-
tele that expected, even demanded, to be buying
drinks from companies that behaved well.

“Of course the world is a completely different
place now,” says Jessica Sansom, head of sustain-
ability at innocent drinks and a proud tree-hugger.
“There are too many risks associated with not being
sustainable that you'd be mad to try and start a
company without it.”
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In less than nine years, innocent drinks has built a
£100-million ($200-million) drinks empire that has
a 68% share of the market and sells 2 million prod-
ucts per week. The team’s priority from the start
was to source fruit from plantations run by people
who believe in the enhancement of human, social
and environmental conditions.

“We are continually working towards stricter
certifications,” Sansom says. “Our bananas come
from plantations certified by the Rainforest Alliance
and soon our pineapples will, too; but eventually
we would like to develop our own certification
system with the absolute strictest standards that
monitors both the environmental and social
predicaments. It has to be both; and if we do it,
then others can follow.”

More than just coming up with slogans or mere
name-dropping, innocent drinks does the legwork.
Staff visit farms and plantations to educate suppliers
on the best ways to minimize their carbon footprint,
which includes banning all airfreight. “It's indefen-
sible from an environmental point of view,"” says
Sansom. Fifty-four percent of innocent drinks’ fruit
is trucked in from across Europe; the tropical fruit
are snap frozen and brought in by ship.

Nicholas Vantreese (pictured right) is a project
manager with the Observatoire sur la Responsabilité
Sociétale des Entreprises (ORSE), a Paris-based think-
tank that focuses on SRI. The European Broad SRl
market is now valued at over €1 trillion ($1.4 trillion).

“It is absolutely vital for a company to have good
relationships with its supply chain,” Vantreese says.

Kerstin Born, the executive director of CSR Europe
in Brussels, agrees: “Supply-chain procurement goes
to the very heart of all of this. “This all means that
the onus is on companies to properly trace back,
right to the beginning, the situation surrounding
the parts and raw materials supplied to them.

European companies like IKEA International S/A,
C&A Europe, Nestlé SA and Siemens AG have all run
into trouble in this area. “Of course, none of these
companies were using child labor on purpose,” says
Boss of CSR Europe. “Supply chains are hard to pen-
etrate and are something that a lot of companies
never even thought to investigate. But why is labor
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so cheap in India and China? Really, it's up to you,
all of us, to ask why.”

The idea that a business should take responsibility
for the impact that it has on society works across
all industries. “Nobody can afford the bad public-
ity,” says Vantreese of ORSE, adding that, across the
spectrum, agriculture and media are two industries
still underperforming in the field.

“Of course, it's easier for a small company like
innocent,” says Boss. “Their whole business plan
is based on CSR. It's a sales point; but for larger
companies that are answerable to shareholders, it is
harder and they need strategies and policies to help
make it happen.”

That said, the policy has to be real, and not just a
brochure published by the PR department. Across
Europe there are too many NGOs, research insti-
tutes, auditors and watchdogs monitoring and pub-
lishing results for a lazy company to be able to get
away with an empty commitment to CSR.

"Triodos only invests in positive sectors that change
society for the better,” says Steiner, adding that
the bank deals with only about 30% of those listed
on the stock exchange—and only with companies
that have been researched and approved according

to the strict criterion
set by the not-for-profit
entity SiRi Company
(Sustainable Investment
Research International).
"Companies want to be
on that list,” he says, “and
we engage with them to
show them how they can.”

When research reveals
a company'’s behavior to
be deficient in policy or
in transparency, Triodos
takes action immediately.
“We are very severe,”
Steiner says. “Once we
were investing in [a major
global consumer-products
company], but we discov-
ered that the way they
were dealing with GMOs
[genetically modified
organisms] was not trans-
parent enough, so we
stopped.”

A German company
ran into similar problems.
“They were importing
coltan from Africa. It is a
material used in mobile
phones, but it was unclear
where exactly it was
coming from; and, like
with blood diamonds, you
have to be careful that
the money [from sales] is
not being used to finance
wars,” Steiner says. “In
the end we got together
and worked it out; they
became more transparent
and we resumed invest-
ment. But without our
standards, that would not
have happened.”

CSR Goes Mainstream

<« SNAPSHOT »

In an Economist Intelligence
Unit survey in 2005, 66%
of respondents here
believed Japan was lagging
behind the U.S. and Europe
in CSR, with 64% of them
citing unproven business
benefits of CSR as the main
reason and 40% blaming
lack of pressure from stake-
holders. Asked what Japan
should do to catch up,
72% chose "improve gov-
ernance structures,
accountability and
transparency.”

The survey found that
environmental care, com-
munity relations and
occupational safety were
likely to remain here, as
they are embedded in busi-
ness practices. However,
improved governance,
greater workforce diversity
and better communication
with stakeholders seem less
likely to take root.

Despite the cost, environ-
mental management and
philanthropic activities were
found not to affect compa-
nies’ internal dynamics, and
so would remain. However,
corporate governance that
reduces the CEQ’s powers,
strengthens shareholders’
say, or opens management
positions to women were
deemed unlikely to become
part of corporate culture.

Key findings:

s CSRis implemented to
regain public trust

= Strong emphasis on
reassuring customers

m Some aspects clash with
business traditions

= No solid financial case
for CSR
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Employees at companies
concerned for the
environment are more
likely to take pride in their
jobs, according to research.
Senior executives were the
most satisfied, followed
by middle managers, then
hourly paid staff.

In a study of over 80,000
employees by Sirota
Survey Intelligence it was
found “Organizations
that demonstrate
environmentally friendly
behavior are taking a major
step toward their workers
viewing them as being
socially responsible, and are
better positioned to reap
the many employee-related
benefits ... correlated with
that perception.”

“Standards,” how-
ever, can be a slippery
word. “Of course, the
25 member states of
the European Union are
obliged to comply with
European Commission
guidelines,” says Born
of CSR Europe. “But,
actually, we feel that
strict rules are more
of a hindrance than a
help because they make
companies less willing
to outdo minimum stan-
dards if there is no imme-
diate recognition for or
benefit from doing so.”

Published lists of
CSR-friendly companies
are always evolving.
Rabobank, the Dutch
cooperative banking

group known for its commitment to CSR, ran into
trouble this year when it was discovered that some
of its investments were connected to the weapons

Wity

And don't forget—make it look ltke an accident.”

CSR Goes Mainstream

industry. “If you look close enough, you can always
find a skeleton,” says Vantreese of ORSE.

Groups such as ORSE, however, are not in the
naming-and-shaming game. Rather, CSR voices
across Europe prefer to engage and cooperate with
companies in ways that encourage them to improve
of their own accord.

“France is a bit behind, though,"” says Vantreese,
explaining that the country’s powerful trade unions
make things slower than in a country like the
UK, possibly Europe’s leading CSR torchbearer. In
2001, France did adopt two basic laws designed to
improve awareness and transparency: the Employee
Savings Plan law, which asks fund managers to
disclose the extent to which social, environmental
or ethical considerations are taken into account;
and the New Economic Regulations law, which
asks the listed companies to advertise detailed
environmental and social information in their yearly
report to shareholders.

The Dutch government is opting to lead by
example. It has promised to have all government
procurement across the board, from catering
to construction, 100% CSR-safe by 2010. “It's a
huge commitment,” says Boss of CSR Europe.
“Sustainable purchasing is much harder than it
sounds. Even for a small enterprise like ours, trying
to change basics like paper, coffee and electricity
supplies can take years."”

For now, those companies leading the way are
the ones anticipating laws. With its foundation that
earmarks 10% of the company’s profits for charities,
innocent drinks is registered in communities from
where they source fruits. Hamnett is trying to edu-
cate the fashion industry, as much as the market,
about organic cotton being the only way to dress
sustainably. It is a mid- to long-term goal because
it takes time for self-interest to align itself with the
planet, for green chips to overtake blue chips.

“You have to be sustainably successful,” says Born.
“In the end there really won't be any other way.”

Gabrielle Kennedy is a freelance writer based in
Amsterdam and Tokyo.

December 2007 / ACCJ Journal / 33



PHOTOGRAPHY FOR THE ACCJ JOURNAL BY HIDEHIKO UMEHARA

Reflections on Growth,
Reform, and CSR

hen Aflac Japan Vice

Chairman Charles

D. Lake Il became
ACCJ President in January
2006, under the slogan “Sori
Kyései,” or "Working Together,
Winning Together,” he pledged
promotion of Corporate Social
Responsibility (CSR) and market-
based reform and launched a
Business White Paper initiative.
Reelected a year later, his 2007
goals included reform of the
ACCJ's Constitution, promotion
of measures to spur economic
growth, and further focus on
CSR-related issues. Now in the last
month of his presidency, he has
persevered with the full agenda,
which has served to reinforce
the ACCJ mission to: “Further
promote the development of
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commerce between the United
States of America and Japan,
promote the interests of U.S.
companies and members, and
improve the international
business environment in Japan.”
Now it's time to look back — and
forward. At the end of his tenure,
the ACCJ Journal asks him about
what was achieved ... What was
most pleasing — and difficult ...
What challenges and opportunities
face his successor, the ACCJ,
its members and leaders?

ACCJ Journal: CSR and the
promotion of reform and
sustainable economic growth
were key themes of your
tenure. What has been
achieved in these areas since
you became ACCJ President?

In the area of CSR, one thing we
can definitely say is that the ACCJ
has achieved real results. Last year,
we published a comprehensive
study laying out the ACCJ’s defini-
tion of CSR and outlining the CSR
activities of ACC) members. This
year, to further cement CSR’s posi-
tion on the ACCJ agenda, we
created a CSR Committee that has
been very active in promoting
dialogue about and engaging our
members on CSR issues. In partic-
ular, the CSR Committee has
aimed to become a resource for
our companies as they deal with
CSR issues in their operations.

In the area of promoting reform
and economic growth, the ACCJ
has long played a strong role in
advocating for change. Last year,
| believe that the Business White



Paper was particularly effective in
helping to move the policy debate
forward and in bringing attention
to key issues of concern to our
members. Not only did it present
a snapshot of the Japanese
economy across a wide range of
sectors, but it also offered the
ACCJ's recommendations—based
on the global experience of
our members—for how to best
reform the economy to ensure
sustainable economic growth to
the benefit of everyone in Japan.

Our latest major policy docu-
ment—just released in November
and featured in our recent Diet
Doorknock—is the Financial
Center White Paper, which was
prepared in response to the
government's Cabinet decision to
enhance Japan’s financial compet-
itiveness. This White Paper is not
just about financial services, but
rather includes recommendations
in infrastructure, human resources,
tax policy, and other areas
essential to making Tokyo truly
competitive as a financial center.

| believe that efforts such as
these are key tools to achieving
the ACCJ’s mission of further
promoting the development of
commerce between the United
States and Japan, promoting the
interests of U.S. companies and
members, and improving the
international business environ-
ment in Japan.

Reforming the ACCJ Constitution
was another major task you
tackled. It's been quite a chal-
lenge, but are you pleased with
the results? Why do you think
reform was needed?

By Simon Farrell / Reflections on Growth, Reform, and CSR

Absolutely, | am very pleased.
This was a vital initiative, and |
would like to take a moment to
briefly explain why the Board of
Governors decided to undertake
Constitutional reform and outline
the process we followed.

The core documents of the
Chamber's governance have
always been its Constitution and
Bylaws. But the Constitution and
Bylaws were drafted early in the
Chamber’s life and—despite
major changes in the ACCJ’s
membership, mission, scope of
activities, and operating envi-
ronment—they had not been
substantially reviewed in their
entirety in many years.

Accordingly, under the direc-
tion of the Board of Governors,
the Internal Affairs Advisory
Council (IAAC) undertook a
concerted effort to revise these
core governance documents.
After an exhaustive best practice
review of key issues areas, the
IAAC put together a package
of recommendations for revi-
sion of the Constitution and
Bylaws, which was debated by
the Board of Governors and
Leadership Forum in several
special meetings throughout
the spring and summer.

The next step was to gather
feedback from the ACCJ
general membership, which
we accomplished through
a transparent process that
included: sending drafts of the
proposed new Constitution and
Bylaws to every ACCJ member;
holding a 30-day member
comment period; convening
four Town Hall Meetings for

ACCJ members, including

one in each of the Chamber’s
regional chapters; and writing
about the constitutional
reform process in the ACCJ
Journal four times this year.

During the course of
gathering feedback from ACCJ
members, we heard many
different perspectives. Board
members and IAAC members
welcomed this response, and
several material changes
were made to the original
proposed draft based on the
input of ACCJ members.

In the end, the Board made
compromises in the best inter-
ests of the ACCJ as a whole
and approved a constitutional
reform package that, taken in
its entirety, will ultimately make
the Chamber much stronger
and better protect our stake-
holders. It was a long process,
but we now have an excellent
Constitution that will be viewed
as a best practice model by other
American chambers of commerce.

Can you further discuss the
impact of last year’s Business
White Paper?

This was the first time the ACCJ
had published a White Paper

in about five years. We tried to
create a macro snapshot of the
Japanese economy, assembled
in a comprehensive way and
more than simply a compilation
of different industries’ views,
assessments and recommenda-
tions. Many issues in Japan are
structural and integrated in a
way that means they are not just
about one industry, but rather
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deal with cross-sectoral matters.

This comprehensive approach
has helped to provide committees
a context for addressing their
issues and has given them
leverage in addressing specific
industry concerns, especially when
dealing with policymakers.

Internally and externally, the
Business White Paper was a very
useful exercise. It entailed a
lot of very hard work by many
volunteers, so it is not something
we would consider doing every
year. In fact, many aspects of the
Business White Paper have been
reinforced in the Financial Center
White Paper, and both papers
were compiled in such a way that
facilitates the updating of relevant
sections. Judging by the constant
positive feedback we receive from
U.S. and Japanese policymakers, |
am left with the impression that
the Business White Paper is a very
useful document for them.

Finally, having an ACCJ Business
White Paper helps the Chamber
secure a seat at the table
regarding policy discussions on
economic growth measures and
the solutions that are needed. It is
a tool with which to sit down and
say, “Here’s what we think,” and,
“Let’s have a dialogue.”

You led the drive to compile and
publish the ACCJ Leadership
Guide in 2005 and have worked
to update it annually thereafter.
What can ACCJ leaders gain from
this document, and how do you
see its role evolving over the next
few years?

The Leadership Guide is a very neat
compilation of key best practices
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used by past and current leaders of
the ACCJ. An extensive effort was
made when | was a vice president,
but the work was really started by
ACCJ Governor John Diefenbach
when he was a vice president.

The process involved taking a
long, hard look at the committees
that are effective in leadership,
advocacy and programs and—as
is done at most well-run compa-
nies—making sure that best
practices are shared to ensure that
leaders are given the tools they
need to be effective.

Committee leaders represent
the ACCJ’s core competence, and
so the more effective they are,
the more successful the Chamber
will be. Many of our volunteers
are simply too busy to attend
training sessions or events by the
ACCJ, and that’s why this guide
is a useful tool for them to learn
what it takes to be an effective
committee leader, as well as how
to organize events and activities.

| hope it will be updated and
distributed at the beginning of
each year, as it is a core document,
with useful practical methods on,
for example, how to prepare and

submit a Viewpoint. That said, it
is probably not being utilized as
much as it could be. Sometimes
I am asked questions that the
Leadership Guide clearly answers,
and so | remind people that it is
there. Many leaders have told me
that it is a very useful tool, as it
walks them through leadership
practices and scenarios.

My hope, of course, is that more
leaders will take advantage of the
Leadership Guide.

Japan-U.S. ties are probably
stronger then ever. Why do you
think that is, and what do you see
as the big issues to watch over
the next few years?
Many people say that the
relationship is stronger simply
because things are quiet when
compared to a few years
ago. Certainly, former Prime
Minister Junichiro Koizumi
and President George W. Bush
enjoyed a special relationship.
The point is that, yes, things
today are relatively quiet
and that's wonderful, but we
should ask what more can we
do? The U.S. and Japan share
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certain core values such as
democracy and the rule of law
and, of course, we are strong
allies. But there are challenges
we both face globally and
domestically, and there remain
many opportunities in trade
and politics for both countries.

| think we should also look for
new mechanisms to integrate the
Asia-Pacific economy. We now
are at a time when we should
look to make progress toward
negotiating a comprehensive Free
Trade Agreement or Economic
Partnership Agreement between
Japan and the United States, even
though there are some who argue
that there should be no FTA or
EPA between the world’s two
biggest economies, as it would
undermine the World Trade
Organization.

My reply to such a contention is
that the WTO says FTAs promote
trade, and that the United States
has negotiated FTAs with many
other countries, including, most
recently, the one signed with
South Korea. So why should it
be that just because the U.S. and
Japan are the largest and the
second-largest economies, respec-
tively, we should not have an FTA
between us, when it would further
stimulate world trade and create
billions of dollars of benefits both
bilaterally and globally?

A more fundamental issue,
however, is politics in the U.S.
and Japan. A divided Diet creates
challenges in negotiating a
comprehensive trade deal, and
agricultural reform must be
part of any FTA negotiations. In
fact, the Japanese Government
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recognizes that there cannot be

an FTA without agriculture reform.

Clearly, as there cannot be any
new initiatives launched in a U.S.
presidential election year (2008),
it will be a challenge for the ACCJ
and other business organiza-
tions to maintain momentum
in calling for a comprehensive
U.S.-Japan FTA—nevertheless, we
should push ahead with further
analysis and steady, constructive
engagement.

What has been most satisfying
and most frustrating about your
presidency?

| derive a tremendous amount of
satisfaction from the volunteer
nature of the ACCJ. It's wonderful
to see so many individuals
volunteering because they care
about the Chamber and want to
contribute to improving Japan's
international business environ-
ment. Many give beyond the

call of duty to make the ACCJ an
amazing organization that works

so hard to help the common good.

But a volunteer organization like
the Chamber can also be frus-
trating because it sometimes takes
a tremendous effort to get other
members involved.

What challenges face the next
President?

In the area of advocacy, next year,
the ACCJ must prepare for the
arrival of a new U.S. administra-
tion in 2009. A brand new U.S.
administration will examine U.S.
trade strategy globally, including
in Asia and in Japan. The ACCJ
has a vital role to play in issues
involving the United States and

Japan, and the new ACCJ presi-
dent will have to work to main-
tain and strengthen that role.
Also, 2008 is the 60th anniver-
sary of the ACCJ, so what should
we do to celebrate this occasion?
Finally, the revised Constitu-
tion takes effect on January
1, 2008. In the first year, espe-
cially, it will need careful
monitoring and attention.

When will we know who the next
President is?

Once the Election Supervisory
Committee completes its work of
counting the votes, it will inform
the candidates of the results and
then the new president and the
rest of the Board of Governors

will be announced at the Charity
Ball on Saturday, December 1. The
theme of the Ball this year is “Guys
and Dolls,” and the primary bene-
ficiaries are the ACCJ Homeless
Fund, HELP Women'’s Shelter, Run
for the Cure Foundation, the
Polaris Project, and the YMCA
"0-Hisama" Challenged Children
Summer Camp.

What must the ACCJ do to reach
the next level of excellence?

We must always look for effec-
tive ways to further engage our
members and leaders. How well
we succeed ultimately depends
on who the Chamber’s leaders are
and if they are capable of working
with our members to undertake
robust initiatives in networking,
advocacy and programs to ensure
that the ACCJ maximizes its value
proposition to all its members.

Interview conducted by Simon Farrell
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On the Spot

tis easy to forget that

Bloomberg News' rise to

become one of the world’s
leading providers of real-time
news has taken just 17 years.

Matthew Winkler, editor-in-
chief, has been there from the
start. He was an up-and-coming
reporter when, in 1989, he
received a call from Michael
Bloomberg, now mayor of New
York City, asking him to drop his
promising career at the Wall Street
Journal and help him launch a
news organization.

Though skeptical at first, Winkler
has no reason to regret his deci-
sion. Bloomberg News successfully
provides the business and financial
community with news and data
via a range of media, from 132
bureaus around the world.

The New York-based company
employs more than 2,300 reporters
and editors, with more than 200
editorial staff in Tokyo. Yet this is a
time of uncertainty for Bloomberg
News as global financial news
reporting enters a phase of
unprecedented competition.

The Canadian publisher, Thomson
Corp., is awaiting a decision by
the European Commission on its
proposed £8.9 billion ($18 billion)
takeover of Reuters Group PLC;
and in the past few months, Rupert
Murdoch’s News Corp. completed
its controversial $5 billion buyout
of Dow Jones & Company, which
publishes the Wall Street Journal.
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In an exclusive interview with
the ACCJ Journal, Winkler explains
why he is confident Bloomberg
News will rise above the competi-
tion, and offers insights into the
future of business reporting in
Japan and beyond.

Many big media organizations
have reduced their presence in
Japan or left altogether in recent
years. Is Japan yesterday’s news?
Well, when last | checked, Toyota
became the largest carmaker in
the world earlier this year, so, if
anything, the story in Japan gets
more interesting, not less inter-
esting for us.

The Tokyo bureau will definitely
get bigger in just about every way:
company news, markets, govern-
ment, the economy, the arts. These
are all subjects that have placed
greater demands on our resources,
so we're attempting to increase
our resources accordingly.

How wiill you deal with greater
global competition in reporting
business news?
The strategy is probably not a
lot different today than it was
a year ago, or even two years
ago. In three words, it's more,
better, faster. That always was the
strategy and | don't see any reason
why that would change.

It's less about what our
competitors are doing and more
about what our customers are

< BIOGRAPHY »

= Born in New York City, 1955

m Graduated with an A.B. in history
from Kenyon College and an
honorary doctorate of laws

= Won 2007 Gerald Loeb Foundation
Lifetime Achievement Award for
“exceptional career achievements
in business, financial and economic
news writing”

= Helped found Bloomberg News
in 1990, when Bloomberg L.P, a
financial information company, was
eight years old; became a member
of Bloomberg L.P. board in 2006

= Reporter for the Wall Street Journal,
Barron’s and Dow Jones news
service

m Co-wrote Bloomberg by Bloomberg,
published in April 1997

= Wrote the Capital markets column
for Forbes magazine while editing at
Bloomberg from 1991-1994

m Director of the International Center
for Journalists; board member of the
Committee to Protect Journalists;
member of the Council on Foreign
Relations and Economic Club of
New York

= Wife Lisa is an English teacher; they
have three children

doing. We've always been a very
customer-focused company and
news organization, so the ways
in which we improve are driven
largely by what our customers
insist we do.



There's a much greater demand
for reporting on all emerging
markets. There isn't an emerging
market that isn't on our agenda
to be covered with greater depth.
There’s a lot more demand on us
to be covering not just companies
that figure in all the benchmark
indices in all the major markets,
but also the so-called small- to mid-
cap companies around the world
that are of increasing interest.
There's a greater demand for us
to be reporting on just about
every commodity that exists, from
just about every location. These
demands are all customer-driven.

Many newspapers are behaving
more like wire services these

days, using their Web sites to

post stories as they happen,
employing professionals to handle
their digital audio and even video
content. Do you regard that as a
threat to Bloomberg and other
wire services?

Well, when we started you could
argue that the competition was
formidable then, since at that time
at least two news organizations
had cornered the market in real-
time news, certainly as it related
to business.

So | wouldn't say that the
situation is any more or less
challenging today than it was
then. It may be more complicated
today. But challenging is good for
us. We have always considered
competition a benefit, not a
disadvantage, and to the extent
that there’s more competition
in front of us means we're only
going to get better. It's good
for us and it's good for our

customers. We're excited about
all the opportunities that present
themselves.

What are the biggest challenges
for foreign news organizations in
Japan?

There’s always the challenge of
understanding the country you are
reporting from in the context of
its own citizens and its own idio-
syncrasies, and its government and
so forth; and that the sensibility
that you bring to your reporting is
precise and complete.

That's a challenge for us—to
make sure that the reporting
talent at Bloomberg is equipped
to bring the most important,
sensible sensibility to events
here. Beyond that, which | think
is something that every news
organization has to grapple with,
the challenge here is to fulfill
what we at Bloomberg call the
five Fs: We want to be the first
word, the fastest word, the most
factual word, the final word and
the future word. Being all those
things in every story that we do is
a considerable challenge.

Japan does still seem to have

a problem accepting the pres-
ence of English-language media,
though. Does that also apply to
Bloomberg?

Actually, no. The interesting thing
about us is that we really are an
international news organization,
even though our headquarters are
in New York. We are international
in the sense that most of us are not
American, most of us are outside
the United States and, for most of
us, English is our second language.

By Justin McCurry / On the Spot

The reason for that—and that
trend only increases as we get
bigger—is because every time we
add a new customer some place
outside the U.S., the pressure is on
us to become more local because
every new customer outside the
United States wants the kind of
complete reporting for that loca-
tion that people in, say, New York,
take for granted.

So the pressure is always on us to
become more complete in a local
sense. We're not writing for the
folks back home; we're writing for
the folks here. When we cover the
government, what we say is we
are as much a domestic news orga-
nization as we are a foreign news
organization to you. We're actu-
ally both, but there is a linkage
and we're anchored here, and we
have an obligation to the people
who live here and work here to
do everything they would have us
do, which includes covering this
government.

But is Japan tougher to crack than,
say, China?

No. | think every location has

its challenges and they’re often
different. But | would say that we
have as many challenges in France
as we have in Japan. | would
say—and this is hardly original or
profound—that the language is

a barrier. It's a difficult language
to master ... and, as everybody
knows, the culture and population
is superficially homogeneous; and
it seems to be difficult to pene-
trate, in part, because of that.

Justin McCurry is Tokyo correspondent
for the Guardian.
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CSR in Japan and at the ACCJ
Doing Well by Doing Good.

he body of initiatives we know as philosophies of IBM founder Thomas J. Watson,
TCorporate Social Responsibility (CSR) has Sr. and his son, Watson Jr., grappled with peri-CSR

gone—still does go—by many names. Call issues throughout the heady years of large-scale
it corporate citizenship, call it ethical auditing, corporate identity campaigns in the 1980s and
social accounting, social auditing, sustainability 1990s. One of the first books to treat the subject,
reporting, or, in the words of ACCJ CSR Committee Symbolic Output, was authored in 1989 by Takashi
Vice-Chair Patricia Bader-Johnston, “call it Odajima, a strategic consultant who later oversaw
21st century corporate governance.” Call it a the creation of the credo, “Committed to the
Spike Lee admonition to “Do the Right Thing.” Global Good,” for C. Itoh & Co. when the trading
However we choose to frame it, CSR has become conglomerate re-branded as Itochu Corporation in
a business imperative as investors in Japan and 1992. The phrase conveyed the company’s stance
around the world increasingly weigh companies’ on “economic, societal and individual benefits” —a
approaches to it when making funding decisions. forerunner of what we now call the triple bottom

Among the first high-profile global proponents line—and is in fact still in place today as Itochu's

of CSR in the early nineties were The Body Shop corporate code of conduct. Odajima also had a
(UK) and Ben & Jerry’s (USA). What is less well hand in creating the philosophy brand Benesse for
known is that here in Japan, a small number the Fukutake Publishing Company. The coinage,
of management consultants inspired by the from Latin, signified the firm’s core belief that its
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By Susan Rogers Chikuba / CSR in Japan and at the ACCJ

activities empower people to “live well,” finding
greater meaning in life through the company’s
educational, childcare, nursing and informational
products and services. It was adopted as the
corporate name in 1995.

Because it is ultimately a process for responding
to stakeholders, CSR is most successful when based
on the company’s core values and competencies.
The Itochu and Benesse credos were established at
a time when identifying and communicating core
beliefs was de rigueur in Japan, but as yet there
was little discourse on how a corporation could
apply its unique values to greater good. According
to a recent report in the Japan Times by nonprofit
NGO consultant Sarajean Rossitto, a 2005 Keidanren
survey of corporate social action programs shows
that in the six fiscal years between 1997 and 2003
there was little overall change in the number of
major companies engaged in such activities and in
the average expenditure per corporation. Rossitto
also reports that the National Institute for Research
Advancement considers 2003 the watershed year
marking the beginning of a real CSR consciousness

in Japan, based on the five-fold increase that year in
articles published by the Nihon Keizai Shimbun and
other business media. That CSR discourse in Japan
has now started to move beyond issue awareness
toward actualizing change is undoubtedly owed,

in large part, to the activities of individuals

like Rossitto in the nonprofit sector, and to the
ambitious advocacy programs of organizations such
as the ACCJ in the corporate sector.

The ACCJ took up CSR as a major initiative in
2006, with the formation of a Task Force chaired
by then-Vice President Kumi Sato. Its members
worked to promote CSR awareness via speaker
programs and by conducting a survey of members
later released as the report, Conscientious
Commerce: Exploring the Nature and Scope
of Corporate Social Responsibility. According
to President Charles D. Lake Il, the publication
"enhanced the positive impact that ACCJ members
are making in Japan by highlighting the broad
range of their CSR activities and underscoring their
established record of good corporate citizenship
that contributes meaningfully to Japan'’s continued
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economic growth and prosperity.” Bader-Johnston,
who vice-chaired the CSR Task Force, added: “The
initiative identified a number of important issues
for all companies in Japan, not just foreign ones.”
In January of this year, the CSR Task Force was
elevated to full Committee status, chaired by
Andrew Conrad with more than 60 members.
At the same time, the Board of Governors voted
to make CSR one of the two main pillars of the
Chamber's 2007 agenda (the other being ongoing
support of Japan’s economic growth). In March,
Bader-Johnston opened the Committee’s activities
with a detailed overview of CSR that served as a
springboard for subsequent programs presenting
dynamic perspectives on the multi-faceted issue
by international leaders in the field. General
events designed to promote CSR dialogue took
place every month or two while those related
to operational CSR and NPO engagement were
held on average once every three months, in
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total attracting well over 700 attendees.
Conrad comments: “We knew it was important

to continue promoting
dialogue among ACCJ
members regarding
CSR issues of general
interest and made
that a priority this
year. But we also
thought it imperative
to start providing
practical resources for
companies who are
dealing with specific
CSR issues in their
operations here in
Japan—this year’s
theme was Responsible
Workplaces. In the area
of NPO engagement,

ACCJ CSR Committee’s
Mission Statement:

= To promote and foster CSR
awareness and facilitate
the dissemination of CSR
best practices among
ACCJ members

= To make a sustained
contribution to the
ongoing dialogue about
CSRin Japan

m To strengthen the profile
of the ACCJ and its
members as constructive
contributors to Japanese
society by highlighting
their positive impact in
the marketplace and on
society overall



we've been working to provide companies with
the necessary tools for reaching out to nonprofit
organizations.”

Effective corporate/NPO partnering was the
subject of a presentation made to the ACCJ
and other foreign chamber members in April
by John Wood, Founder and CEO of Room to
Read, an innovative NPO that partners with
local communities throughout the developing
world to establish schools, libraries and other
educational infrastructure. Wood discussed how
companies can evaluate NPOs, leverage their NPO
partnerships and measure the effectiveness of their
CSR initiatives. He also addressed the changing
nature of global philanthropy, whereby corporate
partners, in the interest of making longterm
commitments, assume the role of investor rather
than donor.

In July, Akiko Ide, Senior Vice President and
Managing Director for Corporate Citizenship
at NTT DoCoMo and the company’s first and
only female board member, drew nearly 200
attendees with her address titled, “Women in the
Workforce: How Far has Japan Come?” The large
turnout reflects the urgency of this issue, as an
aging population and shrinking workforce pose
challenges for continued economic growth.

In August, ACC) members were treated to
a comprehensive overview of compliance and
governance by Brackett B. Denniston lll, Senior Vice
President and General Counsel for General Electric,
a recognized global leader in ethical citizenship
whose compliance and corporate governance
standards are among the highest in the world.
Denniston, who heads a team of more than 1,100
lawyers as well as the company’s compliance and
policy functions, shared insights on preserving a
company’s overall reputation amid ever-increasing
regulatory risk, and on the critical role compliance
and governance play in good corporate citizenship.

In addition to hosting these and many other
programs open to all ACCJ members, the CSR
Committee also welcomed a number of guest
speakers at its monthly meetings. In September,

career bureaucrats
Masato Yamada and
Atsuko Nishigaki of the
Ministry of Economy,
Trade, and Industry
shared their first-hand
account, as a married
couple, of work-

life balance issues.
Yamada is Japan's
celebrated stay-at-
home-Dad—the first
central government
figure to avail himself
of the entitled one-
year paid paternity

CSR in Japan and at the ACCJ

<« SNAPSHOT »

In 2006, the Community
Service Advisory Council
(Tom Jordan, Chair) led the
ACCJ's efforts in raising
¥30.5 million in support of
community service projects,
a 32.6% increase over the
previous year. This year, the
ACCJ has supported such
worthy organizations as
the HELP Women'’s Shelter,
Polaris Project Japan, the
YMCA Challenged Children’s
Program, and Run for the
Cure Foundation.

leave. In October, Fulbright Scholar Joseph
Galaskiewicz discussed the ways in which
economic, legal, and accounting protocols
institutionalize CSR, and emphasized the
importance of heeding national context.

As the ACCJ Journal goes to print, a presentation
on accessibility is scheduled for December 6. Far
more than providing wheelchair access and proxi-
mal parking spaces, when consciously implemented
the issue promotes an organization-wide “culture
of accommodation” that enables all people, regard-
less of age, gender or ability, to operate at their
fullest potential.

As a business imperative, CSR will only continue
to gain importance globally. For companies doing
business in Japan, diversity and inclusion issues
(foremost the active engagement of women
in the workforce), improved work-life balance,
transparency in corporate governance and
awareness-building among small to medium-sized
firms will remain key issues where further dialogue
can catalyze real change. As the Committee lays
down plans for how it will keep the momentum
going in 2008, the stepped-up CSR activities of
ACCJ member companies promise to offer still
more interesting angles.

Susan Rogers Chikuba is a Tokyo-based freelance writer.
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SONY CORPORATION

CEATEC Sees the Future

EATEC Japan, Asia’s largest
consumer electronics and
communications expo,
showcased cool gadgets in
over 3,000 pavilions and booths
manned by 285 participating
companies from around the
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globe during a five-day tech fest
in October. Some 205,000 visitors
and staff attended keynote
speeches, technical seminars, and
viewed the innovative creations.
As with CEATEC 2006, flat-
panel TVs were a top draw, but

this year their thinner-than-ever
dimensions intrigued visitors.
The star was Sony Corporation’s
elegant XEL-1, the world’s first
organic light-emitting diode
(OLED) TV, in a petite frame. It
shines because the carbon-based



By John Boyd / CEATEC Sees the Future

Producing half-a-dozen prototype models to demonstrate at CEATEC
is one thing; mass-producing commercial models at a competitive
price is quite another.

materials used in OLED panels
emit light directly when electricity
is passed through them. This
makes for vibrant colors and the
effective display of fast-action
video, such as sports and movie
car-chase scenes—something

rival liquid crystal display

(LCD) TVs fall short on.

OLED displays can also be made
extraordinarily thin because they
do not require a backlight system
as do the LCDs in your mobile
phone, notebook computer or
living room TV set. Nor do OLEDs
require the gas-filled cells that
produce images on rival plasma
televisions. This helps explain why
the 11in panel of the XEL-1 TV
measures just 3mm in thinness
and why its 960x540 pixel resolu-
tion—though employing only
one-quarter as many dots as
the 2 million pixels displayed
on a full HD TV—appears
equally as vivid and sharp.

So with all this going for the
technology, why have OLEDs
been confined to mobile phones,
digital music players and other
small electronics devices? In
a sentence: because of the
high costs and lifetime issues
regarding the organic materials
used. The XEL-1 will carry a hefty
price tag on its slim shoulders of
¥200,000 when it goes on sale in
Japan on December 1—that’s not
far off the price of older model
LCD TVs almost three times the
screen size. As for lifetime dura-
bility, Sony says the product is
rated at 30,000 hours—about the
same as turning the set on eight
hours daily for the next 10 years.

Meanwhile, manufacturers of
LCD TVs are hardly sitting back.
They, too, are racing to produce
slim, lightweight sets, and be
the first to offer large flat TVs
that can be hung on the wall
with little more thought than

goes into hanging a painting.

Sharp Corp. showed off the
largest of these skinny LCD TVs:

a 52in prototype, whose module
(the LCD panel plus backlight
unit and bezel) measures just
20mm at its thinnest point, 29mm
at its thickest—approximately
one-quarter the depth of a
standard LCD module of equal
screen size. Sharp has accom-
plished this by redesigning the
panel layout, and using new
components and materials.

But don't expect to see one
of these anorexic sets in the
stores until 2010. Producing
half-a-dozen prototype models
to demonstrate at CEATEC is one
thing; mass-producing commer-
cial models at a competitive price
is quite another.

Just as thin around the edges,
but arriving on the market more
quickly, will be an offering from
Victor Company of Japan, Limited
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(JVC)—a 42in prototype LCD TV,
with a module 20mm in depth
overall. This is a full HD model
that JVC says will be going on sale
next spring, first in Europe. The
prototype is mounted on its own
central stand that, at least from
some viewing angles, gives the set
the appearance of floating on air.

Hitachi, Ltd. also had crowds of
visitors lining up to see its slender-
ized effort: a prototype 32in LCD
with a module depth of 19 mm, a
smidgeon less than the JVC proto-
type, but a screen 10in smaller
diagonally. Hitachi provided no
information on other specifica-
tions, or when it might launch a
commercial version.

In typical fashion, NTT DoCoMo,
Inc. demonstrated innovative new
products and technologies that
are still in the R&D pipeline. Two
caught my attention, each for
quite different sensory reasons.

Japanese companies lead the
world in morphing the mobile
phone into the Swiss Army knife
of consumer electronics products.
They were the first to provide
mobile Internet services, incorpo-
rate a digital camera and, more
recently, launch electronic wallet
and commuter pass services. Now
DoCoMo is working on an entirely
new set of innovative features
it will eventually introduce in its
Wellness Phone. The prototype
| tried out at CEATEC certainly
appeared to work well.

First, | keyed in my age, weight
and height. Then | gripped the
Wellness Phone horizontally by its
edges, whereupon it measured
my body fat based on skin resis-

tance. Happily, it indicated the

measurement falls well within the

norm for my category, as did my
pulse count that was taken when
I lightly pressed a finger on the
sensor at the top of the phone.
A smart pedometer can also be
used to estimate calories burned,
depending on the exercise.

Most amusing is the sensor in

the Wellness Phone that analyzes
your breath—not for alcohol, but

for odor. You simply take a deep
breath and puff it out slowly
into a cluster of tiny holes at the
bottom of the phone. Again, I'm
happy to note that—on a score
of 1-10, with 10 indicating you
reek—I scored an acceptable 2.
Somewhat harder to grasp
the significance of—but, never-
theless, intriguing enough to
have attendees lining up to try
out—was DoCoMo’s Human
Wire Communications, more
technically known as “near field
intra-body communications.” To
test it out, | stood on a pad that
used electrostatic capacitance to
send a weak signal through my
body to a prototype phone | was
holding, which then counted out
each packet of data as it arrived
through my legs. There was no
sense of a current flow, though;
but when | stepped off the mat,

the signal instantaneously ceased.

In another demonstration, |
wore headphones fitted with a
sensor that picked up a signal
sent through my arm from a
handset, and which enabled
me to listen to music stored on
the phone without pressing a
button. Given we already have

CEATEC Sees the Future

Bluetooth—a short-range
wireless technology that connects
and exchanges information
between many types of portable
devices, including headphones
and mobile phones—What's the
point? | asked.

DoCoMo’s answer is that, by
sending data through the body
instead of over the ether-like
Bluetooth (which could then be
tapped into by anyone in the
vicinity), you create a secure
personal communications link
literally confined to your body.

This could be used in a number
of ways. Rather than having
to pull out an ID card to swipe
through a reader so you can
gain access to a secure location,
you simply reach out and touch
the reader with your finger
when you have a transmitter in
your pocket; the same goes for
entering and exiting train station
wickets. A transmitter could also
be embedded into an accessory
such as a ring, with a sensor
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incorporated into your mobile
device; the phone only becomes
activated when you hold it.

Those who have played video
games on the Sony PlayStation 3
game console will know just how
good the graphics are. While the
console uses a bunch of chips, at
its heart is the Cell Broadband
Engine, a graphics chip like no
other, co-developed by IBM Corp.,
Sony and Toshiba Corp. Since its
introduction in the PS3 a year ago,
Toshiba has been looking for ways
to make use of this super graphics
cruncher in other applications.
One idea it has come up with is to
incorporate a scaled-down version
for use in a PC.

To do this, Toshiba has slashed
the number of core proces-
sors from eight used in the
Cell chip, to four used in the
new Spursengine, of which a

prototype was at work for the
first time at CEATEC. Toshiba

has also eliminated the central
controller found in the Cell chip
and, instead, is modifying the
SpursEngine (which is derived
from "Synergisitic Processing
Unit Real Time Streaming”) to
work alongside most widely

used microprocessors, including
those from Intel Corp. At the
same time, Toshiba has added

an MPEG-2 encoder and decoder,
along with an H.264 encoder and
decoder; these are used to handle
and compress popular types of
graphics data.

Once refined, the outcome,
according to Toshiba, will be a
streaming co-processor that will
enable consumers to deal with
high-definition video data and 3D
images, now just emerging on the
scene, as comfortably as today’s

“Will you only promise the children toys that can be bought at this store?”

CEATEC Sees the Future

PC graphics processors handle
current graphics data.

To see what the SpursEngine
can do, I sat in front of a
PC-mounted camera and made
a fist, a gesture captured by
the camera and the image
processed by software driven by
the SpursEngine. | was then able
to manipulate a video player in
real time, using hand gestures.
Movement by my fist moved a
cursor on the computer display,
enabling me to select a series of
controls. To play the video, | made
a thumbs-up gesture; to stop it, |
showed an open palm.

The thinking here is that, one
day, Toshiba hopes we will all
want to control appliances using
mere hand gestures, rather than
searching for remote control-
lers—and, therefore, would buy
products with a SpursEngine
controller setup.

One other demonstration
used image processing in a PC to
capture a likeness of my face and
overlay it with a variety of wigs
and makeup. When | moved my
face side to side, | could study
different views, as the entire
image moved, too, though
somewhat hesitantly.

Toshiba demoed something
similar at CEATEC 2006, but then
it required the full power of the
cell chip and special equipment.
Now it is bringing a chunk of that
same graphics power to the PC.
The SpursEngine chip will begin
sampling in the first half of 2008.

John Boyd is a freelance technology
writer based in Tokyo.
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Promoting Diversity

hen | was appointed the

first Minister of State

to deal exclusively with
gender equality and demographic
issues in October 2005, one of
my first tasks was to review the
government’s five-year Basic Plan
for Gender Equality. While the
plan emphasized the importance
of joint participation by men and
women in policy-making, | resolved
to make it more ambitious. The
plan now incorporates specific
numerical targets—such as women
filling 30% of the leadership posi-
tions in all spheres of society by the
year 2020—and defines systemic
measures to expand their participa-
tion in mainstream decision-mak-
ing processes. Women currently
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fill just 2% of leadership positions
in Japan'’s private and public sec-
tors, so the target figure gives us
a point of reference, an incentive
to hone our skills and proactively
mentor those who will follow.
Despite being the world’s
second-largest economy, Japan
places 42nd out of 75 countries
when ranked by the propor-
tion of women active in political
and economic decision-making.
Demographically, we face the
challenges of a shrinking, aging
society. Clearly we must promote
a better work-life balance and
provide enhanced childcare ser-
vices so that men and women
can participate equally in public,
private, as well as family, spheres.
Contrary to popular argu-
ments, there is a strong, positive
correlation between women’s
participation in the labor force
and the total fertility rate in
society. Figures from 24 OECD
countries show that countries with
more working women actually
achieve higher total fertility rates.
A greater presence of women in
the workforce generates stronger
incentives for policies, products
and services that support families
with children. Also at issue in Japan
are the long hours and inflexible
working practices that limit the
amount of time men can spend on
household chores and childcare.
In 2006 | chaired The East Asia
Gender Equality Ministerial
Meeting, the first conference of
its kind to discuss gender equality

and the empowerment of women
in this region. Despite differences
in economic development levels
and cultural, religious and political
contexts, the 16 countries and
two international organizations
in attendance achieved consensus
on the need to overcome the
feminization of poverty and
stereotypical gender roles by
invigorating national machineries
and local focal points; to build
capacities for the collection
and interpretation of gender
statistics; and to promote gender-
sensitive budgeting to bring these
perspectives into macro- and
microeconomic frameworks.
Population aging and diversity
issues carry important implica-
tions for world peace. First, a
shrinking workforce provides the
opportunity to import labor. If
managed prudently, this fosters
interdependence and cross-cultural
sensitivity. Second, graying democ-
racies are most likely to favor dip-
lomatic solutions over war—not
only because of their maturity,
but also because the fiscal costs
of aging effectively preclude
defense budget increases. Third,
a declining and aging popula-
tion compels Japan to revisit its
modern growth paradigm of
a male mainstream workforce.
Women with children, senior
citizens and handicapped persons
must be given due attention as
an integral part of dynamic eco-
nomic development. A philosophy
of inclusion and balance is, after

Views expressed in the Opinion Leader column are those
of the author and do not necessarily represent the views
or policies of the ACCJ.
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all, the basis of true democracy.
Do we have sufficient leader-
ship and political will to provide
solutions for these persistent
challenges? Probably not. Prime
ministers and ministers-in-charge
are responsible for taking us
to a new paradigm, but they
should be supported by conscious
leadership on other levels. The
following “6-D Challenges for
Leadership” apply not only to
politics, but also to economic, civil
and academic spheres. The whole
of society—scholars, researchers,
think tanks, nonprofit organiza-
tions, media and citizens working
at global and local levels—can,
and should, be partner to the deci-
sion- and policy-making process.

B A sensitivity to Diversity

B A deepening of Democracy

B Decentralization, or the
eschewing of strong hierarchies

B Definition of goals
and achievements

B The ability to Dream; to
show the way forward

B Dignity—ultimately the
basis of civilization itself. Let
us ensure that every citizen
recognizes and is encouraged
to keep their human dignity

A member of the House of
Representatives, as well as the
Science Council of Japan, Dr. Kuniko
Inoguchi is the Acting Director-
General of the Liberal Democratic
Party’s International Bureau. She

is the former Minister of State

on Gender and Social Affairs and
former Ambassador to Geneva

on Disarmament Affairs.

By Dr. Kuniko Inoguchi / Opinion Leader
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ntil recently, companies in Japan typically relied

on extended doses of on-the-job training (0JT) to

transfer the implicit knowledge of their organiza-
tions to new employees. Little expectation was placed on
universities to prepare graduates properly for the work-
place; instead, prestigious university names were used
as a filter to ensure that companies got a steady stream
of “smart” hires— “blank sheets” without much in the
way of individual preconceptions or demands regarding
their workplace. Companies expected little output from
new grads during the first few years of employment and
spent considerable (and largely untracked) resources
on 0JT and its first cousin, in-house classroom-style
training, to imprint its own culture on those hired.

With the traditional lifetime employment model on its
way out, training & development needs have changed
considerably. Companies want both new graduates and
mid-career hires to hit the ground running; the increas-
ingly competitive global environment requires more
sophisticated decision-making and other competencies for
mid-level employees; and team members have begun to
develop their own ideas about career design and the skills
they feel their organizations should help them develop.

In this environment, world-class companies have
started to expect more from their training & develop-
ment activities. While maintaining core 0JT for line
workers and new graduates, managerial and executive
training has migrated from skill-based, in-house class-
room lecture training to more advanced competency-
focused development engagements, including the use of
simulations, interactive e-learning materials and other
cutting-edge tools. These “action learning” engagements
challenge managers and executives to apply multiple
skills concurrently to tackle issues — often in cross-func-
tional teams—that mirror situations in their daily work.
They emphasize the application of the concepts and key
learnings back in the workplace, and sometimes include
follow-up “work-outs” and other tracking activities.

This approach is quite different from the traditional
classroom lecture format so familiar to Japanese audi-
ences from their school days and juku regimen of rote
memorization.

Because developing such competencies requires
both specialty knowledge of instructional design and
strong facilitation capabilities, it has led to a more
rational use of specialty outsourced training providers,
along with clearer requirements for those providers

to demonstrate that their programs yield real positive
changes in the actions of the training participants.

The difference between case-based learning and simula-
tions is worth exploring here. With case-based learning, a
skilled facilitator can help teams to generate creative ideas
and constructively discuss their presentations. Especially
for Japanese audiences, the lack of a clear “answer” to
the problem posed can be quite frustrating. With the use
of computer simulations (whether focused on developing
competencies in strategic thinking, project leadership, or
solution sales), participants see an immediate response
(whether expressed in market share or team morale) to
the decisions they have made —good, bad or really ugly.
They can then discuss real improvement options, adjust
their behavior, and truly learn from this experience.

In the realm of e-learning, the technological component
is also an important factor in the outsourcing decision.
Several years ago, excitement about e-learning was high,
and many companies invested heavily in what would
prove to be unwieldy custom systems that have never been
effectively leveraged and currently reside idle on their
servers. As an industry colleague once put it, customers
looking for e-learning solutions “wanted books, but the
big systems providers offered them bookshelves instead.”

Recently, a new generation of outsourced providers has
refined the offerings, moving from simple “text and quiz”
uploads of existing paper-based training materials to media-
rich, highly interactive contents that can capture the atten-
tion of workers. These flexible ASP-based content offerings
allow even smaller companies to engage in e-learning
content as a “blended” supplement to their existing
programs — cost-effectively shared and rapidly updated.

As training & development needs continue to evolve,
this next generation of providers will have to come up
with ever-better solutions for their world-class customers.

Jeffrey B. Schnack

President
3Rock Consulting
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AP OQutsourcing
Tel: 03-5228-1820 Fax: 03-5228-1830
www.APQutsourcing.jp

AP Outsourcing (APO) is an independent
outsourcing provider of Accounting and
Payroll with Big Four experience (Arthur
Andersen and KPMG). It was separated from
Azsa Audit Corporation (the audit group of
KPMG Japan) in April 2004. AP Outsourcing
provides bilingual staff with extensive
experience and knowledge of financial
operations, payroll and tax, helping you
compete better and accomplish your goals.

Start-up Support: APO provides business
start-up support for new foreign corporations
and venture companies, including legal regis-
tration, tax and social insurance applications.

Project Management: Effective and
efficient project management support for
outsourcing migration.

Outsourcing Operations: Well-qualified
bilingual accountants, tax/social insurance
specialists and system experts accurately and
promptly provide outsourcing operations,
focusing on the confidentiality of accounting
payroll/information.

Loan Staff: Accounting/payroll processes
are facilitated by the placement of our own
specialist staff in the clients’ offices for
specific periods.

APO also offers other specific services and
support on request. For more information
on how we can help you to simplify your
business processes, call AP Qutsourcing at
03-5228-1820.

KDA Audit Corporation

Tel: 03-3567-3077 Fax: 03-3567-3076
E-mail: info@kdajapan.com
www.kdajapan.com

Beyond audit, financial review and general
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accounting services, our clients rely on us
for a full range of strategic services.

Registered with the PCAOB

We are registered with the American
Public Company Accounting Oversight Board.
We can conduct audits for corporations
that have stocks in the U.S., or that have
subsidiaries in Japan and file forms with the
SEC (including forms 20F and 8A/K).

SOX Compliance Programs

We are experienced in offering assistance
to services with guaranteed quality and
client satisfaction at reasonable charges.

Okamoto & Company
Tel: 03-5276-0900 Fax: 03-5276-0950
www.okamoto-co.co.jp

Okamoto & Company, an independent

group of bilingual accounting professionals,
specializes in providing professional services
to foreign entities in Japan. Over 60
professionals can assist your company in the
following areas:

Staff Loans — Numerous experienced
bilingual accounting personnel can cover
for your departing accountant and/or
accounting manager.

Accounting and Payroll Outsourcing — Our
seasoned professionals can compile financial
statements in accordance with US GAAP and
IFRS, process payroll, and even make salary

and vendor invoice payments on your behalf.

HR Compliance — HR experts visit your
office, make inquiries and review various
documents to determine whether you're
in compliance with the latest Labor
Regulations.

Auditing — We can conduct financial
audits and agreed-upon procedures on your
behalf.

Taxes — Through our association with
Hanato Tax Accountant Office, we can
prepare a wide range of corporate tax
returns.

Internal Audits — We have experience
assisting dozens of U.S. subsidiaries in
documentation, testing related to SOX and
internal audits. We have many other services
available. Call 03-5276-0900, or e-mail:
contact@okamoto-co.com

Larkin & Associates Inc.
Tel: 03-3551-4390 Fax: 03-3551-4395
E-mail: sales@jcompliance.com
www.jcompliance.com

Larkin & Associates provides a variety

of Auditing and Compliance services for
foreign companies operating in Japan, from
Outsourcing of internal audit through to
IPO listing support and customized project
assistance for both US-SOX and J-SOX
compliance documentation, testing and
remediation.

When it comes to outsourcing, our most
popular services are provided by our Internal
Audit Division.
® Qutsourcing — In this arrangement we

assume responsibility for the internal

audit function, providing end-to-end
services. For certain clients, we work
closely with, and report to, the Director of

Internal Audit in the client’s Head Office.
® (Co-source — We serve as an extension

of your internal audit department,

working collaboratively with team

members of your in-house internal audit
function. We can support your internal
resources in various roles, including
project management, planning, controls
identification, documentation, testing,
remediation and results analysis.

® Special projects — For certain clients, we
provide additional resources, supporting

the in-house internal audit function on a

project-by-project basis.

We do not outsource US-SOX or J-SOX
projects; instead, we work in close liaison
with our clients to produce a customized
solution that is the correct one for them.
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Corporate
Training &
Development

3Rock Consulting

Tel: 03-5465-0367 Fax: 03-5465-0368
E-mail: info@3rockconsulting.com
www.3rockconsulting.com

Do your training and development programs
give your employees what they need to
compete in today’s global environment? Or
are many of them little more than a series
of recycled, one-way lectures punctuated
by the occasional half-hearted, soon-to-be-
forgotten tabletop exercise? 3Rock offers
something else entirely: an engaging mix
of competitive team simulations; concept
discussions; and useful, take-away tools
that can be immediately applied to the
workplace. Our “action-learning” workshops
focus on developing professional managers
by doing, not just by listening.

Participants develop the ability to think
strategically, making quick decisions in
uncertain environments, in order to take
full advantage of new market opportunities
and changing environments. Our consultants
have extensive experience in a range of
B2C and B2B industries, and we effectively
leverage this market knowledge to provide
up-to-date, relevant real-world examples
toward our specialties of strategy,
marketing, creative value innovation and
project management. With proprietary, best-
of-class simulation software and decision-
making tools from the U.S. and Europe, we
develop creative, strategic leadership and
logical thinking skills that enable managers
and executives to function confidently and
successfully in the global marketplace.

Public and customized in-house
workshops are available in both Japanese
and English. Call for a demo.

Executing Strategy

PM-Global K.K.
Tel: 03-5159-2151 Fax: 03-5159-2152
www.pm-global.com

PM-Global provides business performance
solutions and services via four professional
services groups:

® Program Management Optimization

® Governance & Compliance

e Business Risk & Continuity Management
® Business Performance Management

Also, we expand your skills inventories
through knowledge-transfer workshops and
0JT engagements.

Our long-term relationships under
service-level agreements and fixed-priced
fee schedules deliver high-quality, cost-
effective and responsive services, while
maintaining strict adherence to global
management standards, and employing
proven process disciplines and performance
metrics.

Program management has become
the core competency for organizations
leveraging resources to bring maximum
profitability and success across the
whole enterprise. Program Managers with
enterprise-wide responsibilities must
optimize the return from organizational
resources: Capital, People, Process and
Infrastructure.

Reducing risk and creating project
success are our consulting services’ focus.
We employ proprietary business solutions
in operational areas of Business Integration
& Improvement, Business Reengineering,
Change Management and Business
Intelligence.

Over five decades of global experience
have made us a leading professional services
group helping organizations in Japan,
China and the U.S. increase profitability
and reduce time-to-market. Internationally
certified project managers and business
specialists provide integrated multilingual

and multicultural skills to overcome the
challenges of our customers’ emerging global
business operations. PM-Global’s offices also
include Osaka, Shanghai, Dalian and San
Francisco Bay Area.

Logistics &
Supply Chain
Management

Kintetsu World Express, Inc.

(KWE)
Tel: 03-3201-2580 Fax: 03-3201-2666
www.kwe.com

KWE, a company listed on the First Section
of the Tokyo Stock Exchange (Code: 9375,
Capital ¥7,216,000,000), is an international
freight-forwarding and logistics company
with an overseas network of 285 business
sites covering 186 cities in 30 countries. The
KWE group is actively expanding operations
under our five regional group-management
system that encompasses the regions of
Japan, the Americas, Europe and Africa, East
Asia and Oceania, and Southeast Asia and
the Middle East.

KWE, as services ancillary to our freight-
forwarding operations, also provides logistics
that includes temporary warehousing and
distribution processing, such as sorting,
labeling, packaging and product inspection.
KWE, with our comprehensive network of
distribution facilities, provides a full range
of logistics services, both within Japan and
abroad, with 17 of our distribution hubs
having obtained TAPA certification.

KWE — by integrating all of our 176
distribution facilities worldwide,
representing a 742,300m? global space of
warehouses, and through our industry-
leading IT systems —is committed to
providing logistics of the highest quality to
satisfy our customers’ needs.
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The Daily Yomiuri

Tel: 0120-4311-59 (toll free)
03-3216-8866

Fax: 03-3216-4145

www.yomiuri.co.jp/dy

The Daily Yomiuri, Japan’s No. 1 English-
language newspaper in terms of ABC-audited
home-delivery circulation, provides a
nationwide international readership with

a broad range of domestic news stories,
features, analyses and commentaries as the
English-language medium of Japan's leading
vernacular newspaper, the Yomiuri Shimbun.

The Daily Yomiuri also runs up-to-date
information from abroad. In addition to
international news agencies, we have access
to a number of influential newspapers
and magazines in Asia, Europe and North
America. We enjoy partnerships with the
Washington Post, Los Angeles Times, Chicago
Tribune and the Times, as well as all leading
English-language newspapers in Asia via the
Asia News Network.

In addition, the Daily Yomiuri provides
extensive reporting on weekend entertain-
ment and Japanese subculture.

A readership survey shows that nearly 70%
of non-Japanese readers have lived in Japan
for more than five years, proving that the
Daily Yomiuri is a daily must for the majority
of the non-Japanese community in Japan.

MAX Consulting Group, Inc.
Tel: 03-3507-5864 Fax: 03-3507-5601
E-mail: jp@maxjob.com
www.maxjob.com

Established in 1994, MAX Consulting
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Group, Inc. is a full-service human
resources company specializing in the
bilingual-Japanese direct-hire recruitment
and temporary staffing in the U.S. We
have placed candidates for companies of
all industries and categories, including
finance, IT, administrative, management,
medical and pharmaceutical.

We opened our first branch office in
Tokyo in February 2007. In Japan, we offer
executive recruitment services especially in
the fields of finance, investment banking
and real estate.

In offering a full-service line, MAX
Consulting provides a unique services” blend
in not only the New York Metropolitan
market, but also other major cities in the
world. We currently serve clients in major
cities in the U.S., Singapore, Hong Kong,
Shanghai, Seoul, Mexico City and Tokyo.

MAX Consulting has been providing
bilingual staffing services to over 3,000
clients in the last 14 years. We have
recruited over 35,000 qualified candidates
on our database, from which we select the
most exceptional individuals matching our
clients’ needs. We have candidates returning
from the U.S. and also locally recruited,
internationally diversified candidates. We
can also conduct a full search, depending
upon clients’ specifications.

Robert Half International

Tokyo:
Tel: 03-5219-6633 Fax: 03-5219-6634
E-mail: tokyo@roberthalf.jp

Osaka:

Tel: 06-4560-5522 Fax: 06-4560-5523
E-mail: osaka@roberthalf.jp
www.roberthalf.jp

Founded in 1948, Robert Half International
(NYSE: RHI) is the world's first and largest
specialized recruitment firm and a member
of the S&P 500 Index. RHI is a recognized
leader in professional consulting and
recruitment services, and is the parent
company of Protiviti®, a global independent

internal audit and business and technology
risk consulting firm. With over 400 locations
throughout Asia, Oceania, Europe, North
America and South America, our dedication
to outstanding service knows no boundaries.
Built on a foundation of ethics and
a dedication to discretion, we provide
expedient solutions to unique and specific
recruitment needs. We offer six specialized
recruitment resources:

e Robert Half Finance & Accounting provides
accounting and financial recruitment
services at all levels.

e Robert Half Financial Services Group is
dedicated to the special needs of banking
and financial service companies.

® Robert Half Management Resources
provides senior financial professionals on
an interim project or contract basis.

® Robert Half Technology places IT
professionals in a wide range of fields,
including Web development, systems
integration, network security and
technical support.

® Robert Half Sales & Marketing provides
qualified professionals for sales, marketing
and advertising positions across all
industries.

e Robert Half Human Resources provides
qualified professionals for human
resources roles across all industries.

Slate Executive Search Group
Tel: 03-5414-2505 Fax: 03-4496-4488
www.slate.co.jp

For more than 40 years, Slate Executive
Search Group has been a presence in the
Executive-Search field. We marry decades
of experience and foresight in the Human
Capital field with sophisticated management
and technology solutions to provide the
premier global recruiting solution.

Our mission is to be a purpose-before-
profit global leader in the Human Resources
Consulting Business. As such, we establish
and nurture excellent relationships with
global client corporations in multiple




locations and consistently provide them
with service at the highest level of honesty,
integrity, innovation, tenacity, focus and
mutual benefit.

We provide equal opportunities to all of
our employees, regardless of race, religion
or creed, and are building a community
that spans the globe using an innovative
spectrum of technology that creates a
unified global workplace.

We focus our team’s strengths and passions
on the things that they want to do and are
best at. We prosper as an organization, and
provide outstanding service because we
pursue our daily objectives with passion and
a commitment for results.

Real Estate
Services

Kimita Estate Plan Co., Ltd.
Tel: 03-5770-4649 Fax: 03-5770-4650
E-mail: info@kimita.co.jp
www.kimita.co.jp/e

Since our establishment nine years ago,
Kimita Estate Plan has been offering
extensive property listings. From the
beginning, we have committed ourselves to
interact with our customers with an attitude
that’s 100% genuine and sincere. Whether

it is in buying, selling, renting or investing,
we always strive to provide better service
and consider customer satisfaction a primary
source of joy.

Why not own your own home? We have
good working relationships with Japanese
banks and New City Mortgage K.K.—the
online mortgage lending service that offers a
faster and more convenient way to apply for,
obtain and manage a mortgage.

Please feel free to contact us for the
latest information on the best properties
for rent or sale in the Greater Tokyo area,
or visit our Web site for the latest property
recommendations.

Novel Asset
Tel: 03-5770-5011 Fax: 03-5770-5012
www.novelasset.co.jp

What is Renovel? As urban renewal
efforts accelerate, the market value of
old condominiums and office buildings is
eroding. However, real estate values are
not determined solely by age—neither
new properties always expensive nor old
properties forever cheap. Renovel is a
business that helps clients identify the
elements of value in their homes, and
renovate them to match modern lifestyles.
This effort to preserve, and even
enhance, the value of properties over time
can eliminate the wasteful practice of
scrap-and-build construction. The result
is an approach to urban renewal that also
helps protect the environment. Through
our Renovel business, we are playing
an important role in urban renewal.
Vision
Our approach to renovation products is
not aimed at creating simple “boxes” to
contain homes, stores and offices; instead,
we try to reflect the cultural and historic
character of the local area, and create
buildings that add value and enhance the
lifestyle of the people who use them.
The Renovel Series is helping to
ensure that buildings will maintain
their character and authenticity
throughout the passing years.

H&R Consultants
Tel: 03-5575-2340
www.JapanHomeSearch.com

The H&R Consultants team enjoys helping
people and solving problems. Qur company
was founded in 1991 at the request of

a client needing help in solving the
problem of finding suitable housing for
their 75 expatriate families in a rental
market unaccustomed to renting to foreign
tenants. By developing our reputation
among property owners as a company who

would support clients throughout their
stay in Japan, and the introduction and
development of comfortable expatriate
rental housing, we made immediate inroads
to solving this problem.

Our Web site, JapanHomeSearch.com,
is the most well-known and most often
visited rental property site by expatriates
in Japan. It is the largest multi-listing
database available online in English,
providing transferees and their employees
a real-time look at what rental properties
are available today. Updated on a daily
basis, JapanHomeSearch.com is used by
hundreds of companies to help set rental
budgets and to show employees what the
Japanese housing market has to offer, prior
to accepting an assignment in Japan.

JapanHomeSearch.com also provides a
wealth of useful information for expatriates
while in Japan, including our “travel expert”
that provides a guide to train transfers
and timetables, as well as a comprehensive
section regarding international schooling
options in and around Tokyo.

Serviced
Apartments

Apartments 33

Takanawa Executive Suite

Tel: 03-3445-2811 Fax: 03-3445-2809
www.apartments33.co.jp

Apartments 33 offers a captivating view of
greenery set in the heart of Tokyo's business
district, Shinagawa.

With 14 types of rooms offering five
design concept variations, our rooms reflect
the diverse lifestyles that define Japan's
capital city. We can fulfill the requirements
to suit your particular lifestyle, from an
executive’s business status to a family’s key
gathering place.

Apartments 33's professional staff has
our residents’ best interests and comforts in
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mind, and we value open communication, as
well as offering a home atmosphere.

We strive to make all residents feel
welcome and a part of the community,
offering a complimentary cocktail party
twice a month, allowing neighbors of
different nationalities to get to know each
other. Please come and have a look at
Apartments 33.

We want to make your stay memorable
and comfy.

Duplex Gathering Co., Ltd.
Tel: 0120-04-8880 (toll-free)
www.duplexcs.jp/english/

Experience a fresh urban lifestyle at our
upscale executive residences. DUPLEX
Serviced Apartments features an advanced
model of condominium, with all the comforts
of a hotel, such as concierge services on
request—and at reasonable prices.

Our select locations in Roppongi, Ginza,
Takanawa, Kamiyacho and Ikebukuro are all
conveniently located near train stations, in
the heart of Tokyo, and provide easy access
to the city’s premium business, shopping and
dining districts. Our unique combination of
amenities, functionality and safety offers
you a fresh concept in serviced living. These
apartments are ideal for both short-term and
extended stays. Enjoy all the comforts of a
hotel at a more reasonable cost.

Just bring your suitcase! Come stay with
us for short- or long-term business trips, or
consider us your second home!

MORI LIVING

(Mori Building Co., Ltd.)
Tel: 0120-52-4032

E-mail: residence@mori.co.jp
www.moriliving.com

Mori Building Co., Ltd. prides itself on
its long experience in Tokyo, where the
firm operates 14 residences, including
four serviced apartment properties. Most
are located in Minato Ward. Included
among them are Tokyo landmarks
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Roppongi Hills and Omotesando Hills.

Mori Building residences and apartments
are marketed under the MORI LIVING
brand, which, say company spokesmen,
stands for the highest standard of living in
Tokyo. MORI LIVING residences are typically
surrounded by greenery, and the highest
levels of earthquake resistance are combined
with state-of-the-art security systems to
ensure residents peace of mind.

Mori Building takes special pride in its
residents from all around the world, and in
staff who offer the highest standard of skills
and hospitality.

A MORI LIVING neighborhood is “a city
within a city,” with residences, workplaces,
schools, entertainment, shopping, recreation
and dining facilities all within easy
walking distance. The community includes
prominent business and opinion leaders. The
friendships you make, and the new ideas
and possibilities you encounter are the MORI
LIVING experience you are likely to treasure
the most.

MORI LIVING, Bringing new ideas to life
in Tokyo.

EIRE Systems, K.K.
Tel: 03-5484-7935 Fax: 03-5484-7934
www.eiresystems.com

EIRE Systems is a leading independent
provider of professional IT services to the
financial, insurance and multinational
sectors in Japan and throughout the Asia-
Pacific region. We have expertise across a
wide spectrum of Information Technologies,
with a track record for successfully
completing hundreds of assignments since
our establishment in 1996. We provide
professional IT services in four main areas:
e IT Project Management and Design
Services

e IT Consulting Services

e Managed Services

® Qutsourcing

Our Infrastructure Project Management

Services have been a key component in the
timely delivery of many complex and time-
constrained infrastructure and data-center
projects. With proven expertise in these
areas, we are strongly positioned to deliver
your infrastructure projects on time, on
budget, and to specification.

With over 10 years’ experience in out-
sourcing, with a track record for delivering
results, in addition to competitive pricing
and a commitment to cost reduction, we are
positioned to provide your business with a
broad set of technical and project-manage-
ment skills—at an affordable price.

With offices in Tokyo, Hong Kong,
Singapore and Dublin, EIRE Systems is in
a position to provide local, regional, and
global IT strategy and technology solutions
to multinational clients.

KVH Co., Ltd.
Tel: 03-5772-5818 Fax: 03-5772-5685
E-mail: sales@kvh.co.jp

KVH Co., Ltd. is a leading integrated
communications and IT management service
provider established in Tokyo in 1999.
Through our facility-based optical-fiber
networks and data centers, KVH provides
comprehensive IT management solutions—
developing and managing network and IT
infrastructure through the entire planning,
consulting, design, implementation and
operations processes. KVH serves as a
single point of contact and ownership for
fully managed regional network operations
throughout the Asia-Pacific region,
including a local presence through affiliates
in China and India. In alliance with our
global partners, KVH provides a value-
added, strategic BPO alternative for both
Japanese and multinational companies,

by offering seamless and flexible solutions
tailored to their important and specific IT




needs. KVH solutions are implemented in
an efficient operational structure using the
latest technology incorporating global best
practices, and are monitored on a 24/7 basis.
In addition, KVH's bilingual Service Desk
associates respond to customer needs and
inquiries on a 24/7 basis. KVH serves over
1,500 corporate customers in a variety
of industry segments, including financial
services, manufacturing, pharmaceuticals,
media and e-commerce, meeting the
operational needs of local and multi-national
customers in the region.

Honyaku Center, Inc.

Tel: 03-6403-9951 Fax: 03-6403-9961
E-mail: bud@honyakuctr.co.jp
www.honyakuctr.com

Optimal language solutions at competitive
prices!

There are an estimated 2,000-3,000
enterprises involved in commercial
translation throughout Japan. The majority
are small to medium-sized enterprises; and
few approach the quality-standards and
scale of market leader Honyaku Center, Inc.
Established in 1986, we are consistently
upgrading our technological and skill base to
ensure high-quality work. We are one of the
most highly regarded firms.

As Japan increasingly embraces IT,
such as wireless and broadband Internet
technology or ubiquitous computing, we
take pride in providing an essential service
to overcome the often-formidable barrier
of language: a full range of translation,
localization and ancillary work—for
overseas-based clients and for Japan-based
clients globalizing their operations.

With our extensive domestic branch
network, we have our finger on the pulse
of the nation’s economy and can ensure
optimal access to high-caliber information
and technology sources—and the Japanese
markets.

On April 28, 2006, we became the first

company specializing in translation to be
listed on the Osaka Securities Exchange’s
Nippon New Market “Hercules” Standard
Index. In November 2006, we established our
U.S. subsidiary, HC Language Solutions, Inc.,
in California.

When speed is of the essence, when
the jargon or technical field is so obscure
that others capitulate, we hold the key to
deciphering troublesome documents.

Nihon TANDBERG K.K.
Tel: 03-6230-3510 Fax: 03-6230-3511
www.tandbergjapan.com/

TANDBERG is a leading global provider

of telepresence, high-definition
videoconferencing, and mobile video
products and services with headquarters in
New York and Norway. TANDBERG designs,
develops and markets systems and software
for video, voice and data. We provide sales,
support and value-added services in more
than 90 countries. TANDBERG is publicly
traded on the Oslo Stock Exchange (TAA.OL).

In the 3Q 2007, HP announced the
HP Halo Gateway, based on TANDBERG
technology. In addition, personal
telepresence systems such as the 1700 MXP
are gaining importance. HP and TANDBERG
are committed to an ongoing partnership.

TANDBERG's continued top-line growth
and market leadership has been at 51%
year-over-year. In 2007, TANDBERG increased
its market-share standing to become the
number-one provider of video conferencing
endpoints and infrastructure products.

We further strengthened our market
position by broadening our portfolio.
TANDBERG's high-end telepresence solution,
Experia™, provides a highly collaborative,
in-person telepresence experience using
clients’ own networks and existing meeting
rooms. Movi™ provides a server-based
PC-video application that increases the
accessibility and availability of video
communications among PC users.

TANDBERG has also been proactive
in green business initiatives by raising
awareness for the advantages of tools and
technologies that promote productivity while
reducing carbon emissions, traffic congestion
and unnecessary business travel.

Sheraton Grande Ocean Resort
Miyazaki

Tel: 0985-21-1111 Fax: 0985-21-1315
www.seagaia.com

A time to heal and be refreshed in a resort
atmosphere—Nestled among a resplendent
700ha black-pine forest, spread along blue
waters, and less than 10km from Miyazaki
Airport, you'll discover this expansive sub-
tropical paradise of Phoenix Seagaia Resort
on the Hitotsuba Coast, in southeast Kyushu.
Each of the 743 spacious, elegantly designed
rooms offers a magnificent view of the
Pacific Ocean.

Experience a taste of ancient Japan—
Adjacent, nestled in pine grove stands, is
Shosenkyu Onsen. Small separate baths, a
medium bath and large communal bath have
a calming air of time-honored mystique. Each
wing is named after the moon that shimmers
above whispering pines.

Banyan Tree Spa at Phoenix Seagaia
Resort—This pioneer in tropical garden
spas incorporates oriental medicine for
holistic, natural therapies, restoring
harmony to mind, body and soul. Massages,
aromatherapy, herbs and spice treatments
are but a few of the many options. On the
39th floor, you can lose yourself in health
and beauty treatments passed down through
generations and combined to create the
ultimate in relaxation and luxury.

Gourmet Delight—Dine at any of the
first-class restaurants offering world-class
cuisine and service. The best in local and
regional fresh produce and seafood highlight
a variety of delectably traditional Japanese
cuisine and cosmopolitan fare.
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ince the introduction of the US-SOX legislation in 2002,
and the more recent introduction of J-SOX legislation
(FIE — Financial Instruments and Exchange law) in Japan
in 2006, much has been written about the cost of compliance.
Yet, very little has been mentioned about the cost weighed
up against the benefits of the legislation. Here is a line of
questioning that helps continue the debate in this direction.

Does compliance with SOX requirements entail costs?
Yes, depending on the condition of your internal control
structure prior to commencing a SOX-compliance effort,
achieving compliance can incur a great deal of cost.

Does this mean there are no benefits from achieving

compliance?

Not at all. There are numerous benefits, among them:

- Increased investor confidence in the accuracy and
reliability of your company’s Financial Statements;

- Increased internal awareness of the internal control
structure and importance of key controls in regard to
accurate financial reporting; and

- Greater levels of transparency at Head Office in respect
to procedures and controls in operation at (overseas)
branches and subsidiaries.

From where does most of the cost of a SOX project come?
It is generated by two distinct phases in particular, with each
phase individually accounting for approximately 35% of the
overall project cost:

a) The Documentation Phase

b) The Effectiveness Testing Phase

Why are these two phases necessary?

a) The documentation phase is required, so that the correct
number and type of controls are subjected to effectiveness
testing.
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Properly documenting your internal controls delivers many

benefits:

- An accurate picture of your internal control structure, and
its strengths and weaknesses;

- An aid to training new staff on the processes and procedures
they are required to perform; and

- An aid to business process re-engineering efforts for
operational efficiencies.

The downside is that ongoing management of the process
documentation is required to keep it up to date.

b) The effectiveness testing phase is required to prove that the

key controls embedded in each process are actually operating

as designed.

Here are the benefits of this phase:

- All levels of management gain assurance that the processes
are, indeed, being operated as designed;

- Operational staff performance can be gauged more
objectively; and

- Operational weaknesses can be detected at an early stage.

What about controlling costs? Is there any way to maintain

control over the costs of SOX-compliance?

Sure, there are several ways:

- Have the operational testing for key controls performed by
internal (yet independent) staff and merely reviewed by
external sources;

- Train operational staff on how to prepare sample lists and
documentation for testing; and

- Employ the appropriate proprietary tools for your company
from one of the companies involved in the provision of SOX
compliance services.

Additionally:

i) US Auditing Standard No 5 (AS5), which replaces the

more stringent AS2, also provides U.S. subsidiaries with
opportunities to reduce costs via rationalization of the number
of controls subjected to documentation and testing.

ii) Those companies planning to conduct IPOs on the Japan
market may also be able to reduce compliance costs by taking
advantage of overlapping requirements between J-SOX and

IPO listings.

Brad Larkin, CEO
Larkin & Associates Inc.
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Seven Lucky Gods:
A New Year's Walk

apanese visit a set of designated Shinto shrines

or Buddhist temples to gain merit. One popular

New Year's pilgrimage is to honor the Seven
Lucky Gods during the first week, which ensures a
fortuitous year.

In Tokyo alone, there are more than two-dozen
Seven Lucky Gods pilgrimages. One of the oldest is
located at Mukojima, the area across the Sumida
River from Asakusa. Starting at Horikiri Station on
the Tobu Isezaki Line and finishing at Asakusa, this
5km route is off the usual tourist trail, but can be
completed in 2-3 hours—affording a peek at the
kind of shitamachi neighborhood that is rapidly
disappearing from Tokyo.

At each stop, you can commemorate your
pilgrimage by placing a stamp on a special shikishi,
a square of white cardboard that you buy at the
first stop, or purchasing a figurine of the relevant
god (¥300 each).

As you leave Horikiri Station, cross the waterway
using the blue walkover bridge and follow the
train tracks for about 500m. Turning right, you'll
encounter the entry to Tamonji on the right after a
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few meters, set back from the road. Tamonji is host
to Bishamonten, the god of war and warriors. Just
past its thatched roof gate are two intriguing relics
from the fire bombings of World War II: a charred
bit of tree left from April 1945 and a melted,
twisted I-bar from the Asakusa Playhouse, which
was destroyed in March 1945.

Tamoniji to Shirahige Jinja (the second stop) is the
longest distance between pilgrimage points—about
1.75km. You'll turn right as you leave Tamoniji. After
about 200 meters make a dogleg to the left and
continue to the end of this road, about 900 meters.
Go right to the main road, Bokutei Dori, turn left
and walk about 500m to a traffic light, “Shirahige
Jinja.” The shrine will be on the left.

At Shirahige Jinja, you can pay your respects
to Jurojin, the god of longevity. Jurojin is always
depicted as an old man with a long white beard,
which makes it apt to find him here since the word
shirahige means “white beard.”

There are two entrances to this shrine. You will
leave by the one leading away from the main
shrine building, past all the other structures on the



shrine grounds, and turn left when you reach the
road. Follow this narrow road for about 150m; the
entrance to Hyakka-en will be on your left.

In one corner of Hyakka-en—the name means
“"hundred-flower garden” —is a shrine to the god
Fukurokuju. The name literally means “fortune,
happiness and longevity”; the god is known for
his ability to perform miracles. It's recommended
you spend a little time strolling through the 3-acre
garden, the only flower garden from the Edo
Period (1503-1868) remaining in Tokyo.

As you leave Hyakka-en, turn left; after 50m,
make a right and proceed for about 125m before
turning left where the road narrows. It's about
60m before you cross a larger road, doglegging to
the right, and continue for about 250m until the
road splits to go around a large brown building.
You'll go up the incline to the right and be back
on Bokutei Dori, where you go left and follow the
street for about 250m until you reach a traffic light,
“Children’s baseball grounds.” Turning left and,
after about 75m, turning right at the traffic light,
“Mukojima 5,” you'll see the entrance to Chomeiji
on the right.

Chomeiji harbors Benten, the only female of the
Seven Lucky Gods. Often pictured holding a lute,
Benten is the deity of music and fine arts, and her
shrines are usually associated with water. Legend
has it that lemitsu, the third Tokugawa Shogun, was
cured of a stomach malady when he drank water
from the well at Chomeiji.

Just 50m down the road from Chomeiji is Kofukuiji,
a Chinese-style temple built in 1673, with a unique
gate worth noting. Kofukuji is home to Hotei, the
god of happiness and contentment. Big-bellied
Hotei dispenses gifts from his treasure bag, a bit
like Santa Claus does.

From Kofukuji, it's just another 300m to
Mimeguri Jinja, the last stop on the pilgrimage.
Although the central structure was built in the
1850s, the shrine itself is much older. Various sub-
shrines and stone markers decorate the grounds.
Two of the Seven Lucky Gods are enshrined here:
Daikoku and Ebisu. Thought to be father and
son, Daikoku is the god of wealth, farmers and

By Vicki L. Beyer / Classic Journeys

the kitchen, while Ebisu is the god of commerce,
fishermen and good fortune. Daikoku’s bales
of rice and Ebisu’s fish are dead giveaways.
You have now completed your pilgrimage.
If you've been purchasing figurines, be
sure also to buy the boat on which they sit
(¥1,000). It is believed that the gods sail on
their treasure craft into the harbor every New
Year's Eve. Your collection of the gods sitting
on this vessel will make a fine souvenir.
Throughout this pilgrimage you’ve been
following the Sumida River. At the completion
of your sojourn, why not walk over to the
river (just behind Mimeguri Jinja) and stroll
along the riverbank for about a kilometer
to Asakusa? Here you can join the crowds at
Sensoji Temple, or catch the waterbus down
the Sumida to Hamarikyu Park or Hinode Pier.
Whatever you do, it's bound to be lucky!

ACCJ Governor Vicki L. Beyer is also a freelance travel
writer. She has written a guidebook to Kamakura, Ten
Temples on Two Wheels (soon, Scribblers Publishing).

START
Horikiri Stn.

e

FINISH

Asakusa
Stn.
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Yokohama
Doll Museum

18 Yamashita-cho, Naka-ku, Yokohama 231-0023.
Tel. 045-671-9361. Fax 045-671-9022.

Permanent Exhibition
Starting with a collection of 3,149 dolls from 92
countries, the museum has seen its exhibition grow
to 12,926 dolls (includes 7,577 Japanese dolls) from
140 countries (as of March 31, 2004). About 850
dolls made by traditional methods from 140 coun-
tries are displayed in five different zones catego-
rized by their relation to peoples’ daily activities.
Especially in 16th-18th-century Europe, many
wooden dolls were made, mainly in Britain, repre-
senting the latest fashions of the time. In the 19th
and 20th centuries, also primarily in Britain, wax
dolls were first produced for nonreligious purposes.
Dolls with a head made of paper clay materials
(pulp, gelatin, and lime) were produced mainly
in Germany, in the early stages of doll making.
Japan and China introduced porcelain techniques
to Europe, where porcelain’s beauty was deeply
admired. Bisque means “baking twice” in French
and has the same origin as biscuit; these dolls were
mainly produced in France and Germany in the mid-
19th century. Dolls made of cloth varied from simple
hand-made, to ones produced using the highest
techniques such as oil colors or a molded and
pressed mask. Composition dolls were made of a
sawdust and paper compound, and mass produced
because of the reasonable price and their durability
as children’s playing and cuddling dolls. After about
1900, celluloid (nitrated cellulose and camphor) was
used to make dolls because it was light, inexpensive
and easy to color. These dolls were produced in
large quantities until the 1950s in Germany, France
and Britain. They were also mass-produced in Japan
during the Taisho Era (1912-1926) and early in the
Showa Era (1927-1989) for export. Plastic means
“something that can be formed,” in Latin and

By David Umeda / Museum Musings
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Greek; after World War ll, the doll and toy industry
exploited mass production. Stuffed animals and
dolls were first produced for the open market by
Steiff Company in Germany around the turn of the
20th century. Folk dolls adorned in folk costumes
represent ethnic festivals, manners and customs.
Miniature dollhouses were first produced in the
16th century, mainly in Germany and Holland, and
became popular in the mid-19th century. Standard
specification is one-twelfth scale.

Opening Hours

10:00-18:30 (gate closes at 18:00). Closed Mon of
the 3rd week each month (closed on the Tue after if
Mon is a public holiday), except July, Aug and Dec.

Admission
Adults, ¥500; Children, ¥150.

Access

A 2min walk from Motomachi Chuukagai Station,
Exit #4, on the Minato Mirai Line (Toyoko Line from
Shibuya); or about a Tmin walk from the bus stop at
Yamashita Futou Iriguchi, on city bus lines 8, 26 or
58 after boarding at Sakuragicho Station, on the JR
Negishi Line.
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f the recent ACCJ CSR lunchtime seminars, one

comment that I found particularly thought-

provoking was the notion that CSR is something
that many have always done; it just didn't have a name.
Whilst this may be the case, the added emphasis and public
recognition that CSR has been given of late can only be a
good thing.

One thing that has changed is the expectation for
smaller to mid-sized companies to have a focused CSR
program; and given that there are more people employed
in this sector than large corporations, this is a key segment
of largely untapped CSR potential. With 300 employees
throughout the region, this includes us.

Much of our CSR initiative comes under our Community
Action Program (CAP). This started with impromptu
fundraising for earthquake victims that led to other
projects in Japan and then to our regional offices.

As with any other area of business, the smaller the
organization, the more critical efficiency and maximization
of value becomes. Simply put, CSR is intuitively the right
thing to do; but in terms of maximizing the value of
our activities we had to give an overall direction to the
program that matched our values as a company; whilst
ensuring prioritization of limited resources. We recognized
we needed to formalize the process to ensure this
happened; however, we were determined not to dampen its
staff-led spirit.

Japan Managing Director Andrew Hughes initially
led the charge getting everyone involved into local CAP
committees and forming a regional steering committee;
which was then commissioned to write a charter defining
the parameters under which new programs would be
considered for funding.

In our case, we decided to allocate up to 1% of our
Group profit. Admittedly, given that we are an independent
privately owned company, this was relatively easy to
implement; but it was a level of contribution that we felt
was appropriate.

We then limited Andrew’s role to the regional steering
committee and mine, as CEQ, to the position of CAP
chairman. Apart from being at events, my official role is
limited to the review and sign-off of those initiatives that
have made it through the staff-led screening process.

Post sign-off, the project leader is then solely responsible
to deliver the project within the given timeframe and
budget. There is no hierarchy within CAP; all members have

Beyond the
Commitment

Sensible CSR planning
and execution

equal vote and all staff, including temporary, are welcome.

In 2006, through a combined regional effort, we were
able to build a new school in rural Thailand, and this year
we have contributed special-purpose housing for HIV and
ATDS sufferers just outside of Bangkok. These projects have
had a direct and meaningful impact on the lives of over
250 people within only a few short years, with limited
resources in accordance with our values as a company.

The benefits to the community are very real and
tangible, but so is the benefit to the company. These
programs are hugely powerful for us in terms of staff
morale, team-building and recruitment, and also in offering
a platform for any and all staff to excel in managing a
project against time and budget considerations.

Our key learnings so far in creating an environment
where this type of activity drives itself have been:

e Cherish and nurture any existing interest.

e Lead from the front (especially in the beginning and
especially if there is no initial activity that you can
identify).

e Explicitly remove the barriers to participation.

e Empower staff, regardless of their seniority, to deliver
projects.

e As senior management, frequently demonstrate support
as participants (not necessarily leaders).

e For smaller to mid-size companies especially, prioritize
the use of limited, precious resources. Consider a
“flagship project” to achieve a substantial result, rather
than spreading funds over multiple smaller projects.

This has been our experience so far, and I would be
interested to hear your thoughts on a subject that interests
many within our company.

Carl N. Everett

Chief Executive Officer
Capital Services Group
WWW.Capserv.com
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Aflac

Tel: 03-5908-6410 Fax: 03-5908-6412
Aflac Japan: www.aflac.co.jp/

Aflac U.S.: www.aflac.com/

Since establishment of our Japan branch in 1974,
Aflac has been supporting people fighting serious
illnesses and their families by providing insurance
products such as medical insurance, nursing-care
insurance, as well as its main product, cancer insur-
ance. Aflac Japan has also been working to support
people fighting serious illnesses and their families
through our philanthropy activities, with a special
focus on seriously ill children and their families.
Aflac Kids Support System

Aflac Kids Support System was founded in 1999
in cooperation with the Aflac National Association
of Agencies (an organization comprised of agents
selling Aflac products in Japan) as part of Aflac
Japan’s 25th anniversary celebration, and is now
the center of Aflac Japan’s community involvement
initiative. The Aflac Kids Support System aims to
reduce the financial and mental burdens on families
of children hospitalized with cancer or other serious
illnesses. In addition to its core activities—the Aflac
Parents Houses and the Aflac Scholarship Fund for
Children of Cancer Victims—the Aflac Kids Support
System also sponsors charity concerts, blood drives,
and other charity and volunteer activities.

Air Canada

Tel: 03-5405-8800 (in Tokyo)

Toll-free: 0120-048-048 (from outside of Tokyo)
www.aircanada.jp

Air Canada provides customers the opportunity

to help the environment by offering them the
choice to reduce the environmental impact of

their travel, in cooperation with Zerofootprint, a
not-for-profit organization operating carbon offset
programs. Customers booking travel on Air Canada,
Air Canada Jazz or our regional partners through
www.aircanada.com will have an option to purchase
a carbon offset for their trip. They will find
information about carbon offsets, a calculator to
determine the amount of carbon dioxide their trip
will generate and the cost to offset it, and an easy
way to pay the cost of offsetting their trip either
with their ticket purchase or at another time. Air
Canada also has instituted an active weight-reduction
program and adopted more fuel-efficient procedures
for take-offs and landings; reduced engine usage on
the ground during taxiing and ground delays, and
cut fuel consumption in the air with more efficient
flight plans; expanded our on-board recycling
program; employed hybrid technology for ground-
support vehicles; and we continually upgrade our
fleet, with a resulting 28% improvement in fuel
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efficiency since 1990 and 82% since 1970. We also
are a lead participant in a voluntary agreement
between Canadian carriers and the Canadian
government to achieve fuel efficiency improvements
of 1.1% per year over the period 1990-2012.

Capital Services Group

Tel: 03-6439-7800 Fax: 03-3423-9894
E-mail: info@capserv.com
WWww.capserv.com

The Capital Services Group is an independent

real estate asset management & loan servicing
specialist managing billions (US$) in acquired,
originated and securitized real estate and loan
asset portfolios across Asia. We have a strong track
record throughout the region and have developed
a dynamic servicing platform for the rapidly
developing global servicing environment.

Capital has been successfully rated by independent
international agencies in Japan since 2001 and in
Thailand since 2007. Our flagship Japan operation,
Capital Servicing Co., Ltd., is the highest-rated
independent special servicer in Asia and one of only
a handful of companies that have been rated by both
Fitch and Standard & Poor’s.

Capital has developed one of the most advanced
multilingual, multi-currency, multi-product asset
management systems in the industry, known as
SCORE (Servicing Company Operating and Reporting
Engine). Web-based with a user-friendly interface,
SCORE was specifically designed with the vision of
providing global servicing capabilities.

We also believe that every company has
a responsibility to engage the communities
in which it does business with philanthropic
endeavors. Our Community Action Program
(CAP) is based on this belief.

To find out more about how we maximize the
value of our clients’ assets in Asia, please contact
info@capserv.com.

COSMO

Tel: 03-5561-2915 Fax: 03-5561-2912
E-mail: info@cosmopr.co.jp
WWW.COSIMOPL.CO.jp

COSMO is a strategic communications consultancy
with over 47 years’ experience managing
communications during critical situations. With
expertise supporting global healthcare, consumer,
and IT companies, COSMO develops clear and
targeted communications to protect your corporate
reputation in the following areas:

e Advocacy

o (risis management

® Branding

e Educational campaigns
e Key opinion leader mapping
e Cross-border consulting

As COSMO CEO Kumi Sato noted in her recent
book, Aisareru Kaisha no Joken, on CSR in Japan:
“Developing innovative strategies for localizing
global CSR concepts is the key to successful business
in Japan.”

Since it was founded in 1960, COSMO has
pioneered public relations in Japan. Today,
COSMO's multilingual, multicultural professionals
and international affiliates ensure your company
communicates the right messages effectively to
build your brand equity, market share, and the
confidence of your stakeholders. COSMO has helped
over 500 companies achieve visibility and grow their
business in Japanese and global markets.

Epson Sales Japan
Tel: 050-3155-8022
www.epson.jp

Known throughout the world for our innovative
printing, imaging and electronic technology, Epson
is a progressive company that strives to be a good
corporate citizen of the communities in which
we operate, and environmentally responsible on
a global basis. We focus on five areas of priority:
education for young people; arts and culture;
community activity participation and support;
environmental conservation; and social welfare.
Beginning in 1999, The Epson Group issued
an annual Environmental Report outlining our
community and environmental activities, which
has since been renamed the Sustainability Report.
Some of our many activities include providing
reading, writing and math skills for out-of-school
children; fostering career awareness for middle-
school students with onsite work-study programs;
tree-planting activities to restore tropical
rainforests; local community cleanups; recycling
of unwanted home electronic equipment; energy-
saving consulting to companies; job-displacement
assistance for the disabled; earthquake aid for
affected communities; and support for children
who have lost their homes. Our global commitment
to customer satisfaction, environmental
conservatism, individuality and teamwork allows us
to continually “exceed your vision.”

Impact

Tel: 03-5371-6678 Fax: 03-5371-6680
E-mail: info@impact-japan.com
www.impact-japan.com

Impact is a global people-development business.
Established in the UK in 1980, Impact now operates
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in over 50 countries from 17 offices across the Asia-
Pacific region, the U.S. and Europe.

Impact is recognized internationally as a world
leader in experiential learning. We create engaging
and memorable learning experiences that develop
leaders, teams and organizations to achieve
improvements in business performance.

Impact is a pioneer of Community Action
Learning. We have developed a wide range of pro-
grams and powerful learning experiences that achieve
real and lasting changes in attitude and behavior.

Our clients are public, private and not-for-profit
organizations across the globe. They include BP, BOC,
Cargill, Dell, Deutsche Bank, DHL, Fujitsu, Honda,
KPMG, Merrill Lynch, Oracle, Save the Children, Sony,
Swiss Re, UBS, Unisys and the United Nations.

Impact is committed to becoming a model of
sustainable enterprise by integrating our business
practices with a genuine desire to do good in the
world. We are a commercial organization with strong
values and a deep commitment to developing and
retaining the best talent, creating profitable growth
and giving something back to the communities in
which we operate.

Minamiaoyama Eye Clinic
Tel: 0120-89-3810 (Tokyo)
045-682-4411 (Yokohama)
092-283-5555 (Fukuoka)
E-mail: info@minamiaoyama.or.jp
www.minamiaoyama.or.jp/en

Minamiaoyama Eye Clinic was established in 1997 as
the first refractive surgery center in Japan operated
by board-certified ophthalmologists.

Refractive surgery used to be a rare procedure,
and currently we are working on improving our
service for physically challenged patients. One
of our wheelchair patients, who had sustained
a spinal injury in his twenties, is an energetic
activist helping those in a similar situation, and
is chairman of the Japan Spinal Cord Foundation.
We surgically restored his vision to the level of
when he was much younger; we take pleasure
in offering special discounts on refractive
surgery to members of the Foundation.

We supported and participated in the “Tenth
Annual Run for Vision,” an eye-bank charity
marathon by Tokyo Dental College, Ichikawa
Hospital Cornea Center, October 21.

Our mission is to provide the highest-quality
medical service for everyone. All of our physicians
are board-certified ophthalmologists, and we
continuously provide our nurses and clinical
and laser technicians with training and research
assignments.

Campaign for ACCJ Journal readers:

Minamiaoyama Eye Clinic cerebrated its 10th
anniversary on June 6 by offering a special
Anniversary Plan of ¥100,000 off LASIK treatment
performed between June and December 2007.

The discounted fee for the procedure is ¥380,000
(¥399,000 including tax).

We look forward to serving you!

Northwest Airlines

Toll-free: 0120-120-747 (land line)
0476-31-8000 (mobile)

www.nwa.com/jp

The people at Northwest Airlines are committed to
support and strengthen the communities in which
we live and serve across the globe, with a special
emphasis on the communities with significant
Northwest facilities and employee populations. We
believe that no single organization can effectively
address the full spectrum of community needs;

so that by acting in partnership and focusing our
efforts, Northwest Airlines can make a difference in
the lives of the members of our communities.

October is breast cancer awareness month. At the
2007 Run for the Cure/Walk for Life event held on
October 20 around the Imperial Palace, Northwest
Airlines organized a special team from internal staff
and their families, at an event that drew more than
1,500 people. At the earlier October 12 Pink Ball,
Northwest Airlines was one of the main sponsors,
and donated a pair of World Business Class roundtrip
tickets from Tokyo to Seattle.

Northwest Airlines has also cooperated on the
following activities over the past years:

December ACCJ Crystal Ball, which includes
supplying airline tickets as event gifts.

AirCares works with charitable organizations to
help support their travel needs. You can donate
WorldPerks® miles or money. More information about
Northwest Airlines’ AirCares program/partners are
listed at:

www.nwa.com/corpinfo/aircares/partners/#A
(English)

www.nwa.com/jp/jp/corpinfo/aircares/index.
html (Japanese)

Paradigm

Tel: 03-5478-7941 Fax: 03-5478-7942
E-mail: inquiries@paradigm.co.jp
www.paradigm.co.jp

Paradigm, a creative marketing and design company
based in Tokyo, continues to value connecting the
community with business enterprises. We bring our
design, editorial, publishing, sales & marketing,

and event-planning expertise to developing
collateral (printed and multi-media) for not only
an enterprise’s CSR endeavors, but also our own
ongoing community-related commitments.

We produce print work, pro bono, for Refugees
International Japan, which includes the bilingual
RIJ Annual Review publication and booklet for
The Art of Dining event. The Run for the Cure®
Foundation, in its fourth year, proactively works
toward eradicating breast cancer in Japan as a
life-threatening disease through education, timely
screening, treatment and new quarterly Japanese-
language magazine, PiNK. All design, editorial
and production work for the Foundation Web site,
Pink Ball, 5K/10K Run for the Cure/Walk for Life,
and vital educational materials are produced pro
bono by Paradigm. The latest recipient of our CSR
efforts is ARK (Animal Refuge Kansai)—a non-profit
NGO based in Osaka and Tokyo that has rescued
and re-homed nearly 3,000 abused and stray cats,
dogs and other pets since 1990. By designing and
publishing ARK advertisements free-of-charge,
providing editorial coverage, and helping ARK raise
funds, we hope to alleviate some of the terrible
suffering that Japan’s neglected animals endure.

TUV Rheinland Japan Ltd.
Tel: 045-470-1850
www.jpn.tuv.com

The TUV Rheinland Group supports sustainable
developments in areas such as CSR and renewable
energy that are fundamental in ensuring a
sustainable future. As an independent third party,
we can certify your environmental and various
other management systems, as well as provide
you with product safety and quality-related
solutions. Examples of this include our position
as the world leader in photovoltaic module
testing and our accreditation by the UN as a
designated operational entity for CDM projects.
Globally, we provide around 2,500 services,
including R.E.TOX®, a revolutionary new method
of hazardous substance testing without the use
of animals; and TUV Rheinland STAR, a company
evaluation and rating tool based on the concept
of CSR. As part of our service portfolio we
also offer LifeCycle Management, which helps
you create a product that not only fulfills the
basic requirements, but also surpasses them by
incorporating ecological and ergonomic aspects and
also ensuring “green” disposal of the product.
“Precisely Right” are the two words that
perfectly encapsulate our commitment to
service: With over 340 locations in more than
60 countries, our 11,000 employees ensure
the TOV Rheinland Group is independent,
neutral and competent in every situation.
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Dedicated

Service

A British Airways flight from
Narita Airport will be the second
to land at London Heathrow’s new
Terminal 5 that launches on March
27, 2008. T5 is operated by British
Airways Plc, and is the dedicated
arrival and departure point for the
UK’s national carrier. The terminal
has been undergoing extensive
testing since September, six
months before operations start, to
ensure a smooth launch.

“There's a lot of reassurance
with the British Airways brand
among Japanese, and the new
Terminal 5 makes flying to the
UK a more attractive proposi-
tion,” says Richard Liistro, a public

By Nicole Fall / FDI Portfolio

relations consultant at Cosmo
Public Relations Corp., which
handles the airline’s press matters
in Japan.

T5 will be seen as a boon to
visitors. The UK’s high-alert
terrorist warnings have brought
chaos and disruption to Heathrow
Airport, but a dedicated
terminal run by British Airways
will drive traffic to the carrier,
especially if the notoriously

long security lines are shorter.

T5 will be the biggest free-
standing building in the UK, and
feature the largest single-terminal
baggage-handling system in
Europe. In addition to offsetting
Heathrow Airport as one of the
busiest, T5 also will offer visitors
the chance to enjoy 144 retail
stores, which is sure to appeal to
Japanese who customarily shop
for souvenirs at airports.

Telling Tales

The greatest salesman in history was Jesus Christ,
says Robert Burnside, president of Empowr Co. Ltd.,
which helps facilitate “leadership communication” in
Japan'’s increasingly global economy. Businesspeople
could improve their communications skills with a few
tips from the New Testament.

“Jesus told parables about people. They [parables]
engaged the listener and got the message over in a
way they could easily understand,” Burnside told a
September meeting of the Association of Women in
Finance. “He was the master storyteller.”

Unlike bland presentations of mere facts and
figures, stories engage the audience and create an
emotional bond. The listener “enjoys, understands
and remembers.” “Aristotle taught us that poetry,
or fiction, can reach deeper truths than history, or

facts,” Burnside says. “In choosing the right story to
use, consider what is your main message, and which
part of it is the hardest to communicate.”

He gave the example of a company that was
reluctant to outsource its payroll systems because it
feared such sensitive data being in the hands of an
outsider. “We told them a story about a king who
built walls and moats to protect his castle, only to
have it burned down by his own soldiers,” Burnside
says. "The point was clear: sometimes the real enemy
is within.” His client won the contract.

Still, Burnside admits that it takes a lot of guts to
sit in a meeting and tell your valued clients a story.
"You have to have courage and walk in with the
heart of a winner,” he says. “And, even if you don't
win, you'll certainly be remembered.”
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Transparency
in Death

Launching a company in the world’s most-aged
society could provide drawbacks for some industries;
but for funeral company All Nations Society KK
business has never been better.

Sales have doubled year-on-year for the Ginza-
based company, which entered the Japanese market
in June 2003 with the assistance of JETRO, mainly
because All Nations Society brings transparency to an
industry shrouded in corruption.

“Anybody with a black suit can start a funeral
company here in Japan,” says Denver-born John
Kamm, president of All Nations Society, who trained
as a funeral director in the U.S. Because of a lack of
regulation, the Japanese funeral business is viewed
negatively, according to Kamm.

He believes the funeral industry here has parallels
with that of the U.S. in the 1970s, when prices for

Second Life

Nikko Asset Management Co.,

Ltd. (Nikko AM) has launched a
presence in the 3D online world of
Japan’s “Second Life,” dedicated

to providing information on asset
management and investment trusts.

Second Life—created by Linden
Lab, founded in 1999 by Philip
Rosedale to create a revolutionary
new form of shared 3D experi-
ence—is a sophisticated platform
in which the “Residents” create
and build their own world.

Nikko AM'’s activities in Second
Life will provide a marketing
opportunity to explore investment
trusts through presentations on
products and attractions, such as

real world.
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simple, fun games and giveaways
involving “characters” associated
with Nikko AM’s various funds. In
the mid- to long-term, Nikko AM
plans to introduce new products
within Second Life and announce
virtual events linked to those in the

The space was launched by
Nikko AM spokesmodel and well-
known jazz singer Chie Ayado

urns, caskets and other essentials were priced at
profit margins exceeding up to 3,000%. “The U.S.
media began to examine what was happening,”
and generated exposés, says Kamm, which led to
regulation. “We believe the same will happen here,
and have entered the market with an honest pricing
system in anticipation of such a government move.”
Celebrities, politicians and other high-profile
people have been signing up for All Nations Society’s
pre-need agreements, a document that sets in stone
the prices and procedures for handling a person'’s
death. “We brought the pre-planning concept to
Japan, and it has become our main sales point. It
prevents unscrupulous funeral companies from
charging high prices since an estimation is included.”

on September 28. Nikko AM's
President and CIO Bill Wilder also
appeared as an avatar at the live
event. “Interest in asset manage-
ment is growing as people move
from savings to investment,” states
Timothy F. McCarthy, Nikko AM
chairman and CEO. “And Nikko
AM aims to act as a transparent
and familiar partner through

this process. As we are entering

a new digital age, we want to
make sure that our marketing
efforts move into these exciting
new media. | am confident that
[Second Life] will provide us with
great opportunities to communi-
cate more closely with investors.”



More Than Tea

Tokyo may have slipped from
pole position as the world’s

most expensive city, but The Ritz
Carlton, Tokyo is doing its best
to remind visitors that Japan

is worthy of its old crown. The
luxury hotel launched the city’s
most expensive afternoon tea
called “The White Tea Experience”
in September. Available on the
last Thursday of each month, the
¥18,888 (plus service charge)

set includes a pot of rare white
tea picked from Margaret's

IP Law

Hope Tea Garden in India.

Diners are treated to live classi-
cal music while served by a team
orchestrating what can only be
described as a theatrical perfor-
mance that commences with a
loud gong and concludes with a
full stomach three hours later.

Guests dine in the hotel’s Grand
Lobby, and, included in the price,
is a glass of Laurent Perrier Rosé,
in addition to around 34 different
items, including warm dishes such
as Sea Urchin Risotto, steamed

FDI Portfolio

homard (lobster) in a Pesto Sauce,
and Orange Jelly with Grand
Marnier Cream.

Considering the number of
high-quality dishes served, The
White Tea Experience appears
realistically priced. If ever there
was an example of world cost
indexes this is it—Tokyo is truly
not as expensive as it used to be.

clients in Japan regarding U.S. intellectual property
litigation and transactional matters, as well as
provide private equity services.

The two-hour seminar was held at Toranomon’s
Hotel Okura, near the site of Ropes & Gray's Tokyo
office, which relocates to the Marunouchi business
district early next year. The event provided an
opportunity to meet the four resident attorneys.
Ropes & Gray has a strong base of Japanese clients
with patent litigation matters in the U.S., according
to Chairman R. Bradford Malt, particularly
following its 2005 merger with Fish & Neave, a
renowned intellectual property firm. “Our private
equity clients are also quite active in Japan. We
can better serve our clients by being closer to

them, and we are here to strengthen and build

U.S. law firm Ropes & Gray LLP launched its
first global office in Tokyo and kick-started its
operations with a seminar on intellectual property
trends in October.

Ropes & Gray employs 850 legal professionals in
Boston, New York, Washington, D.C., Palo Alto and
San Francisco. Its Tokyo office will serve the firm’s

our relationships. We also intend to use our Tokyo
office as a springboard to provide clients with
access to the corporate and other services for which
Ropes & Gray is well known.”

Please contact FDI's Nicole Fall at nicole@fivebyfity.com
if you have ideas for this column.
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Bringing Home the Bacon

ason P. Morgan is the man
they call “The Meat Guy.”
Ham, sausages or sirloin
steak. Whatever meat you want,
wherever you are in Japan,
he'll sell it to you. Just don't
ask him to mince his words.
“We have a really tight
relationship with our
customers,” says Morgan, “That's
because they can feel like they
are buying from someone
who actually cares about
what he is selling to them.”
Morgan grew up on his
family’s cattle ranch in
Nebraska (“not that big for
aranch ... about the size of
Nagoya”). After university in
Washington, D.C., he spent
six months working in South
Korea, and then in 1996 arrived
in Japan. His first stop was the
Ise home of a Japanese girl
he had met in South Korea.
“All 1 had was 600 bucks
in my pocket, which wasn’t
enough for a return ticket,” he
recollects, “and her address.”
Like many young arrivals
to Japan, he started off in an
eikaiwa. But it wasn't long
before Morgan had plans for
bigger things. While working
at the language school in
Yokkaichi, Mie Prefecture, he
persuaded his boss to help him
set up a business. The plan was
to promote exports from the
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city of Vernon (California) and
help the municipality attract
Japanese investment. His boss
agreed with just one condition:
he name a date when he'd
stop working for the school.

Morgan recalls: “He said,
‘That's fine, but if you try to
be an English teacher and
do your own business at the
same time, you'll be a bad
English teacher and never
get any business done.’ It
was pretty good advice.”

Before long, Morgan had
branched out into importing
steaks from the family ranch
back home in Nebraska
to sell to friends and local
restaurants. He's been in the
meat business ever since.

Today, his company, TMG
International, boasts an annual
turnover of over $1 million,
and has “pretty much doubled
in size every year.” Half of the
hundreds of shipments a week
are to restaurants and half to
online customers. About three-
quarters of the customers are
Japanese and the rest foreigners
dotted all over Japan.

As well as its main shop
window (www.themeatguy.
jp), the company has Webshops
on Rakuten and Yahoo sites.
Each week TMG places 100 or
so items on Internet auctions.
These products sell for less than

< BIOGRAPHY »

Jason P. Morgan

= Age 35

= B.A., International Business and
Marketing, The American University,
Washington, D.C.

m Speaks English, Japanese

m Co-chair ACCJ Chubu Chapter’s
Independent Business Committee

m Likes: “Annoying vegetarians and
getting thrown out of bars”

= Married to Saori, two sons

= www.themeatguy.jp

retail price; but for every person
who buys, several hundred see
the listing and visit the sites.
Morgan cheerfully terms that
"getting paid to advertise.”
In Morgan'’s words, TMG
is a niche marketer. It stocks
many unusual products that
are otherwise overlooked by
bigger retailers. During Expo
2005 Aichi, TMG sold no less
than 25,000 quarter-pounders
of kangaroo meat. It offers an
extensive range of Halal meat,
and its Web site is trilingual:
English, Japanese and Tagalog.
Morgan gives another example
of a niche-market product: “One
of our hottest-selling items is
a 1kg block of strip loin, which
is nothing that special, except
that [in Japan] you'll never
find anything that weighs one
kilogram in the meat counter.”
One new business project
is an online pet-food store.



By Tony McNicol / Business Profile

The reality is that there are few new meat companies in Japan.
“It's mostly controlled by big heavy hitters ... Nobody likes to see
someone jump in and disrupt that ... and that is kind of what we do.”

“They are basically our [regular]
products, but targeted to people
who want to feed them to
their pets,” he says. A typical
pet deli order will be stuff like
turkey breast and ostrich steaks
and ground kangaroo.” The
portions are a little smaller and
the prices similar to the products
for humans, which helps TMG's
margins. “l look at it and think,
"Wow, their dog eats better
than me!’” says Morgan.
But it's not always easy to be
a small business in Japan. “One
of the biggest challenges | face
is trying to purchase,” Morgan
laments. “Countless times we
have tried to purchase ... and
have had the gray suits just
walk out and not sell it to me.”
The reality is that there are
few new meat companies in
Japan. "It's mostly controlled by
big heavy hitters,” says Morgan.
“Nobody likes to see someone
jump in and disrupt that ... and
that is kind of what we do.”
Another challenge is coping
with an extensive inventory of
niche-market items. “We sell
and stock a lot of products for
a company our size, and that
is a monstrous challenge,”
says Morgan. “But we do it
with really strict inventory
tolerances.” TMG orders in very
small quantities and makes some
items like sausages and kebabs.
In other ways, though,
being a small player in a big
market is a boon. “We are a
small family business, which

TONY MCNICOL

Nagoya’s “Meat Guy”—from sprawling Nebraska cattle ranch to small, family niche business.

means we enjoy what we are
doing,” says Morgan. “There
is a lot of levity involved.”

The girl from Ise, Saori, who
first drew him to Japan, later
became Morgan’s wife. Together
they work with five other staff
members at the TMG office
and warehouse beneath their
home. They have two sons,
Ulysses (5) and Perseus (2). The
company is deeply involved
in the local community, which
for TMG means not only their
surrounding neighborhood,
but also the Nagoya business

community and the larger
foreign community in Japan.
“1f there are other foreigners
out there importing stuff
that we could sell, we always
try and do business with
them,” says Morgan. They
donate meat to good causes
when they can and help with
charity events organized by
some of their customers. Each
year they take part in the
ACCJ Nagoya Walkathon.

Tony McNicol is a freelance
writer based in Tokyo.
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Behind the Book / By Tom Baker

New Ideas from
Dead CEOs:

Collins, 300 pp, $26.95

he 10 businesspeople profiled

in economist Todd Buchholz's

New Ideas from Dead CEOs:
Lasting Lessons from the Corner
Office may all be in the ground
now, but one more thing they
had in common was learning their
businesses from the ground up.

Most of Buchholz's exemplary
CEOs were the founders of their
own companies. These include
Akio Morita (Sony), Walt Disney
(Disney), Sam Walton (Wal-Mart),
and Mary Kay Ash and Estée
Lauder of the eponymous cos-
metics companies. The book's
remaining tycoons, including
Ray Kroc (McDonald’s) and David
Sarnoff (RCA), took existing com-
panies and transformed them
into something altogether new.
These short biographies make

pleasurable reading for business-
minded history buffs; but the les-
sons are not easy prescriptions, as
they relate more to basic attitudes
than specific strategies. One such
attitude is stubborn stick-to-itive-
ness; a related characteristic is
a willingness to risk everything
when the only alternative is giving
up. Ash poured her lifesavings
into starting her company. Disney
mortgaged his house to finance
Snow White, and in the 1960s
Thomas Watson, Jr. gambled all
of IBM on a massive engineering
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project to make the company’s
products mutually compatible.
High-stakes gamblers tend to
be admired because those who
soar are better remembered than
those who crash. One way to judge
if risks are laudable is by asking
whether they have worthy goals.
Ash’s, Disney’s and Watson'’s did.
In contrast, Buchholz argues
that the 2000 merger of America
Online and Time Warner had no
real purpose, and yielded no real
result other than the erasure of
$220 billion in shareholder value.
Moreover, he writes, large sales
of stock by top executives “did
not seem to involve much leader-
ship, except leading sharehold-
ers to the slaughterhouse.”
Buchholz praises those who
helped others thrive, singling out
Kroc as a CEO who wanted his
franchisees to be profitable. The
author says that big corporations
often lean too hard on franchisees,
an attitude he holds responsible
for the recent near-collapse of
Krispy Kreme Doughnuts, whose
stock value has plummeted 90%
since 2003, notwithstanding
the chain having established a
Japanese toehold in Tokyo by 2006.
The ability to sense untapped
demand is another of the dead
CEOs’ winning traits. Morita
learned this the hard way with his
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first product, a 45kg tape recorder
that “cost more than one year’s
salary.” Dismayed to find individual
consumers uninterested, he finally
found a market with the Japanese
courts, which were suffering from a
postwar shortage of stenographers.
Morita also showed a willingness
to work in the trenches. Not only
did he put in long hours at the
Sony labs, but he also elected to
study the U.S. market by moving to
New York. Similarly, Walton stalked
the aisles of competing stores with
a notebook in hand and brought
doughnuts to truckers on his
loading docks to learn what they
had observed along their routes.
The most important lesson, as
brought up in the book, is not
to lose touch with reality. The air
in a 50th-floor corner office can
be a bit thin. It pays to hop on
a freight elevator now and then
in order to clear your head amid
the fumes of the loading dock.

Tom Baker is a staff writer and book
reviewer for the Daily Yomiuri.

We are giving away three copies of New
Ideas from Dead CEOs. Simply e-mail
editor@paradigm.co.jp by December 7.
Winners will be picked at random.
Winners of Chocolates on the Pillow

Aren’t Enough: Vivian Giang, Canadian
Chamber of Commerce in Japan; Keren
Miers, Oakwood; Mark E. Holguin, Solare
Hotels and Resorts Co., Ltd.




The Trace

riting has always come

naturally to me. As a

teenager, | contem-
plated becoming a writer—or, at
least, having a job with enough
spare time to write books. Sadly, |
have the worst possible career for
a part-time writer: running a large
company here and being chair-
man of the European Business
Council in Japan.

In August 2006, | received a letter
from one of the largest publish-
ing houses in Japan, asking me to
write a book about my experiences
here. The idea was, as usual, to ask
a gaijin to talk about his life here,
and have a ghost-writer make a
book of it. | do not know any other
country with such an appetite for
stories about its people, culture,
habits and its shortcomings—writ-
ten by outsiders!

| politely rejected this idea, as
| have done several times with
similar requests. | have enough
pride not to have someone write
for me; yet, | have been, over the
past 30 years, too lazy—or too
cowardly—to dare start what |
have dreamt of since | wrote my
first words.

A few days later, however, |
casually told a friend who had
read some of my short-lived writ-
ing attempts about the proposal.
He gave me Hell, and pushed me
to tell the editor my conditions.
That day, | did just that.

Needless to say, the editor felt
trapped when | told her that |

would write the book, that it
would not be an essay, but a novel.
“You mean, REAL literature?” she
gasped.

Yet, her reaction was nothing
compared to my wife's. Our con-
versation went something like this:

“Do you know what you wiill
write?”

“Well, not really.”

“And where will you find the
time to write a book? You set
aside so little time for the family.”

“1 will try to get organized.”

Then, with raised eyebrows she
said, "l see. You are crazy. Out of
your mind! You will never make it!"”

This conversation, and the
dream of my childhood, is what
enticed me to find a story worth
telling—and the time to do it in
some 360 pages.

So | began to pen the story of
a man in his early fifties blessed
with a comfortable professional
and private life here. One day he
gets a letter that prompts him
to recall his first trip to Japan
35 years earlier as a teenager.
Perusing his souvenirs, he discov-
ers a past that overtakes the pres-
ent and destroys it.

The Trace has sold very well
here; and, according to my pub-
lisher in France, it will be a big
hit there, too. | even had talks to
make a movie out of it; and at the
Frankfurt Book Fair in October we
discussed publishing it in English.
This encouraged me to take the
next crazy decisive step: To make

By Richard Collasse / Behind the Book

up for the 30 lost years when | did
not publish a single word, | will
attempt to publish at least one
book every year until | die! So far,
| am sticking to my pledge, as my
second book—Shall We Meet in
Tokyo at 4am? (Poplar Publishing
House), written with Shan Sa,
who is quite a famous French
novelist of Chinese origin living

in Paris—was published here in
September; and | am struggling
with my next one, to be published
in 2008.

<« SNAPSHOT »

Richard Collasse,

55, is president and

| representative director
of Chanel Japan K.K.
Since January 2002, he
has been chairman of
the EBC, which lobbies
for European chambers
of commerce here. In the early 1980s,

he was the representative director who
established Givenchy Japon K.K. Collasse
was decorated by the French Government
with the Knight of the National Order of
Merit in 1999; and the Légion d’honneur,
in 2006. He is married and the father of
five children.
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We are giving away three copies of
The Trace in Japanese. Simply e-mail

editor@paradigm.co.jp by December 7.
Winners will be picked at random.
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In Case You Missed It/ By Robert Cameron

Making Light
of Quantum
Dots

he hottest things under the sun these days, at

least in the solar cell field, are quantum dots.

These extremely small, nanoscale structures
could be the key to the next generation of cheap,
highly efficient solar cells. With prices for fossil fuels
rising, and worldwide economic growth butting up
against the limitations of energy supply, the poten-

z
(o]
&
w
=
<
[v]
=
1~
friy
@
o
4

tial market for cheap, efficient solar cells is huge. produces a strain in the opposite direction to
The problem with the current generation of the strain produced by the dots,” he adds. “This
solar cells is they're woefully inefficient, providing way, we can balance out the average strain so the
at best only a 20% conversion rate of sunlight to buildup of lattice strain with the stacking can be
electricity, since they use only a limited portion of made minimal.”
the available wavelengths of light. The team achieved a 20-layer stack, and formed it
Now a team of researchers at Tsukuba University into a photovoltaic cell measuring several millime-
led by Dr. Yoshitaka Okada has made a break- ters in size. “Because of this, we were able to make
through in the efficiency stakes by using stacks of a solar cell with solar energy conversion efficiency
quantum dots (QDs). of 8.4%,"” Okada says. “A very high efficiency has
These are nanoscale structures only a few-dozen been predicted [as great as 63%].”
nanometers across. When struck by photons of light, QDs have been under development for a long
QDs absorb and eject electrons; and if enough of time, and are expected to find applications in
them do this in the right configuration, a current everything from solid-state lasers used in telecom-
will start to flow. The wavelength of light they munications, to next-generation light bulbs and
react to depends on the QD’s size, so by combining quantum computers. “But using QDs in solar cells is
different sizes, Okada created a cell that utilizes a something new,” Okada adds.
wide range of the light spectrum, thus achieving High-efficiency QD solar cells, if they become real-
much greater efficiency. ity, will be the third generation after the current
Okada's team makes use of a process called “QD silicon photovoltaics and the next-generation thin-
stacking.” Until now, getting more than about 10 film cells now becoming available.
layers of QDs to stay put has been very difficult. But a lot more research is still required. “We need
“This is because the QDs are strained; the lattice to improve the uniformity of the QDs, and we need
constant [the distance between the cells in a crys- to be able to stack at least 100 layers,” Okada says.
tal lattice] of the dots is larger than the substrate “Those targets are in sight now.” At the current
material,” causing internal imbalance in the stack, pace of development, “we can expect to see them
Okada says. on the market by 2020,” he adds.
"\We developed a strain compensation technique
by burying each QD layer with a material that Robert Cameron is a freelance writer based in Tokyo.
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