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QoE defines quality with 
respect to service discovery, 
subscription, enjoyment and 
maintenance. Easy discovery 
of desired services and simple 
subscription to those services 
are desirable prior to the actual 
enjoyment of the services, 
themselves. Once the service 
has begun, taking Internet 
Protocol Television (IPTV) 
service as an example, image 
quality, stability and other such 
factors become important. 
Of these factors, the ease of 
use of an electronic program 
guide for selecting content 
is also surely an important 
feature. Another important 
point concerning QoE is ease 
of operation. The current 
low level of ease of use is 
exemplified by remote control 
devices that have puzzling 
arrays of buttons, whose use is 
not always immediately clear 
to the user. 

Standardization of IPTV 
is progressing in Japan and 
other countries, and the 
importance of QoE in service 
implementation is being 
discussed. A high common 
level of QoE is expected from 
future mobile services and 
other services. NTT labs are 
now studying and developing 
the various kinds of future 
products and services based on 
this QoE concept.

Junichi Kishigami is Director of 

NTT’s Cyber Solutions Laboratories. 

QoEの提案
サービス動向を予想する試みは様々にな
される。また、現在のサービスを結果論と
して演繹的に分析されることも多い。しか
し実際に多くのユーザーに受け入れられ
たデバイスやサービスをあらかじめ予想
できた例は少ない。
　企業などが次期のサービスなどを検討
するときには様々な分析とビジョンなど
を練り、多くの有識者の意見を聞き、コス
トなどを考慮しながら進めていく。
　その中ではSWOTやPESTなどの
MBAで教えられる方法を駆使し、様々な
マーケティング手法で次の当たりそうな
テーマを探していく。しかしそのような方
法で実際のビジネスに結びつくものはそ
れほど多くはない。
　今、IT化の進展に従い、ユーザーが選
択できる範囲が急激に広がってきてい
る。同時に多様な生活形態が出てきてい
るため、サービスの多様化が進んでいる。
そのため今後のトレンドを予測することは
ますます困難になっている。単なる機能
や、性能だけで売れる商品やサービスは
少なくなり、ユーザーの視点に立った総
合的な快適性が求められている。これに
成功しているスターバックスやディズニー
ランドなどはお客さんが最初に予約ある
いは店に入ってから出て行くまであるい
はその後までの総合的な快適性を追及
している。
　このような総合的な快適性を実現させ
るノウハウは各企業ごとに多くの蓄積が
されている。しかしそれを定量的に表すこ

とは難しい。サービスの品質は、これまで
はQoSという言葉で説明されていたが、
ともすればエラー率や遅れ時間などネッ
トワークの性能を表現する言葉の印象が
強くなってきている。そのため、最近では
これに代わることばとしてQoE (Quality 
of Experience) が提案されてきている。
　QoEには、サービスを発見し、契約し、
享受し、維持するというそれぞれの場面
における品質が定義される。如何に分か
りやすく自分の欲しいサービスを発見で
き、簡単に契約できるかというようなこと
がサービスを享受するまでに望まれる。
いざサービスが始まると、それがIPTV 
サービスであれば画質、安定性などが重
要となり、さらにその中でコンテンツを選
択する場面ではEPGの見易さが重要で
あろう。また、現在は多くのボタンが並ん
でいて操作に惑うことが多いリモコンに
関しての使いやすさもQoEの重要な点
になる。
　IPTVは国内外で標準化が進んでお
り、QoEはサービスを実現させるため
の重要なポイントとして議論が進んでい
る。QoEは今後携帯サービスや他のサー
ビスでも共通のユーザー体験品質として
の使用が期待される。

NTTサイバーソリューション研究所所長
岸上順一

By Junichi Kishigami / Opinion Leader
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Efforts by companies and 
entrepreneurs hoping to 
capture a share of the enor-

mous Japanese mobile phone 
market often end in frustra-
tion. However, the Soumu-sho 
(Ministry of Internal Affairs and 
Communications) is planning a 
series of regulatory changes that 
should lead to increased opening 
of the mobile market, resulting 
in opportunities for companies to 
launch their own mobile services, 
even if they do not own any 
mobile infrastructure. For mobile 
users, the planned changes will 
make the experience of surfing 
the Web on mobile phones similar 
to the experience using the 
Internet from a PC today, instead 
of the “walled-garden” currently 
offered by mobile carriers.

Until recently, control over most 

aspects of the mobile market 
in Japan has been consolidated 
by the main three players: NTT 
DoCoMo, Inc., KDDI Corporation 
and SoftBank Mobile Corp. With 
the big three controlling all 
device specifications, services, 
pricing — and by locking end 
users into long contracts — the 
mobile market evolved into 
an oligopoly, with the mobile 
carriers having combined 
annual revenues of ¥8.9 trillion 
($8 billion). By comparison, the 
fixed-line telecommunications 
market, with over 10,000 players, 
has combined annual revenues of 
just ¥7.3 trillion. The Soumu-sho 
has reviewed recommendations 
from academics and industry 
leaders on how best to deregu-
late and open the Japan mobile 
market so more companies 

are allowed the opportunity 
to develop and market mobile 
services on a fair playing field. 

While the upcoming changes 
are to take effect over the next 
few years, the biggest story from 
last year has been SoftBank’s 
aggressive discounting, which 
led to it becoming number 
one in new subscribers in 2007, 
forcing competitors to respond 
in kind with price cuts. Unlike 
the first price plans SoftBank 
launched directly after taking 
over Vodafone KK, which were 
misleading and controversial, 
the new growth has been built 
upon the White Plan — a simple 
price package offering a monthly 
basic charge of ¥980 with free 
domestic voice calls between 
SoftBank Mobile users, between 
1:00 and 21:00. SoftBank also 

Mobile Latest
Deregulation signals end of oligopoly.
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Changes widely expected to be 
accepted by the Soumu-sho with 
very few alterations by 2011

End of handset subsidization by ■■

mobile carriers
SIM-Lock Free (not restricted to ■■

specific countries and network 
providers) 
Promotion of MVNO (mobile virtual ■■

network operators) with a level 
playing field 
Opening up devices to run services ■■

from third parties 
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launched a student version of its 
White Plan, providing the same 
service with no monthly basic fee. 

The deep discounts inevitably 
are hurting SoftBank’s revenues; 
however, SoftBank has been 
lowering its operating costs and, 
with its increased subscribers, 
has been offsetting the drop 
in revenue per user. The recent 
main pain in the mobile market is 
being felt by DoCoMo and KDDI, 
which are both losing customers 
to SoftBank and having to match 
the discounts. 

Bloomberg News recently 
quoted KDDI CFO Satoshi Nagao 
as saying, “KDDI also aims to 
narrow SoftBank’s lead in user 
gains with new phones and plans 
that offer free calls for family and 
corporate clients.” 

In April 2008, NTT DoCoMo 
President and CEO Masao 
Nakamura made a presenta-
tion in which he said that the 
DoCoMo “brand had diminished” 
and the company was “facing 
a crisis.” DoCoMo even recently 
rebranded and launched a new 
strategy, with which Nakamura 

said DoCoMo will be “reborn” 
and would “listen to the voices of 
customers.”

Mobile phones have commonly 
sold here for ¥1 as carriers subsi-
dize the cost of handsets and lock 
users into long contracts — which 
would be, on average, 6-9 
months — to pay back the initial 
device cost. The problem is, even 
after the initial subsidy is paid 
off, the user is left with artificially 
higher monthly fees. Users who 
change device models frequently 
are at a cost advantage, whereas 
those who tend to keep their 
models longer have a burden of 
paying higher monthly fees. 

Ahead of the planned changes, 
SoftBank and KDDI have started 
moving to a model with no 
device subsidies, whereby the 
customer pays for the device 
upfront. SoftBank offers a plan 
in installments, over the life of a 

12- or 24-month contract, to pay 
off the device fees. DoCoMo is 
testing this new model with its 
905i phones.

SIM cards, prevalent in most 
new Japanese mobile phones, 
are small chip cards that are 
inserted into the phones and 
contain the user’s telephone 
number, billing information and 
other unique user data. In most 
European markets, phones are 
SIM-Lock Free, which means 
customers can exchange SIM 
cards between different phones. 
Mobile devices in Japan are, for 
the most part, still SIM-Locked; if 
you buy a DoCoMo phone and 
want to put a SoftBank SIM in 
it, the phone will not work. The 
new deregulations, however, 
will force the mobile carriers to 
open (or unlock) their devices. For 
example, when the new regula-
tion is enacted, users will be able 

The new deregulations, however, will force the mobile carriers to 
open (or unlock) their devices.

Mobile phone users will benefit from deregulation and a price war waged by SoftBank.
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to purchase the device of their 
choice, and then decide which 
mobile carrier they want to use. 

Lawrence Cosh-Ishii, repre-
sentative director of Mobikyo 
K.K., has been writing about 
the Japanese mobile scene for 
10-plus years. “Certainly, it’s 
interesting times — as always — in 
the Japanese mobile market. 
The impending changes in 
regulations for SIM-Locked and 
operator-subsidized handsets are 
already beginning to shift the 
focus of domestic telcos,” he says. 
“The recent brand change and 
strategy announcement made by 
DoCoMo — in effect, to concen-
trate more on the customer and 
less on driving innovative hand-
sets — is a perfect example. The 
prospects of interoperability have 
advantages and disadvantages 
for both the consumer and the 
carrier. While choice — and, there-
fore, competition — is good, it 
generally comes with a cost. 

Historically, he says, mobile 
phones have been locked and 
heavily subsidized — in effect, 
free with a term contract. With 
proposed changes in place, the 

true [perhaps shocking] cost will 
be passed directly to end-users. 

“At the same time, as clients 
have the freedom to shop for 
best-price packages, theoretically 
between all operators,” says 
Cosh-Ishii, “they will be faced 
with hefty device upgrade costs 
that could likely offset any 
perceived savings.”

A mobile virtual network oper-
ator (MVNO) is a company that 
provides mobile phone services, 
but does not have its own radio 
network. Basically, an MVNO 
buys mobile services at whole-
sale, and then retails the services 
to end customers to look like 
a real mobile carrier. There has 
been talk over the last few years 
of various MVNOs launching in 
Japan, but very little action due 
to stalling by the larger carriers. 
After a series of high-profile 
MVNO failures, the Soumu-sho 
is telling mobile carriers that 
they must start offering fair and 
transparent pricing to companies 
who wish to set up MVNOs, to 
stimulate the market. 

The first high-profile MVNO 
was Disney, which launched a 
mobile service in partnership 
with SoftBank earlier this year. 
Interestingly, at the end of 2007, 
Disney pulled the plug on its 
own mobile phone service in the 
U.S. and, in 2006, shuttered its 
Mobile ESPN after losing an esti-
mated $135 million. The Japanese 
service is targeting young women 
in their teens and twenties. 

Currently, there is only one 
phone made by Sharp Corp. It 
is 2G, so it will not roam over-
seas; however, more devices 
should be available later this 
year. Even with the failure of 
the U.S. service, Disney seems 
to be well-organized and 
putting lots of resources into 
the launch. Anyone riding 
trains in Japan this spring will 
have seen giant pictures of 
Hillary Duff and Mickey Mouse 
promoting the service. Besides 
Disney, many more MVNOs 
should be coming, aimed at not 
only the consumer market, but 
also the enterprise market. 

The Soumu-sho is telling mobile carriers that they must start offering 
fair and transparent pricing …

t SNAPSHOT u

Why Windows Mobile is popular 
with enterprise users:

1.	 Has a low learning curve for users 
and IT managers

2.	 Secure by design, adhering to 
compliance/privacy mandates

3.	 Integrates well with Exchange 
(30%-plus of the Japan market on 
Exchange)

4.	 Is a robust development platform for 
IT departments, as well as third-party 
application developers to create/port 
application and services

EMOBILE Ltd.’s Emonster S11HT
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In a much-anticipated announcement, 
Softbank Mobile Corp. and Apple Inc. 
said on June 9 that the iPhone 3G will 
debut in Japan on July 11. The 3G 
model, up to twice as fast as the first-
generation iPhone, has 2.0 software 
with support for Microsoft Exchange 
ActiveSync, and runs the hundreds of 
third-party applications already built 
with the recently released iPhone SDK. 

… there are other factors that will also further allow regular 
companies to offer mobile services.

Through controlling the speci-
fications for designing handsets, 
mobile carriers have basically 
locked down handsets so end-
users must use the carrier services 
for surfing the mobile Internet 
and e-mail (DoCoMo’s i-mode, 
KDDI’s EZ-web, SoftBank’s S!). 
The Soumu-sho’s plan is for 
creation of an open platform 
that will allow companies that do 
not own mobile infrastructure to 
create and launch mobile services. 
Jim Weisser is one entrepreneur 
already planning to take advan-
tage of the changes. 

“As more and more compa-
nies integrate their telephony 
solutions with their data 
networks, we are excited about 
the opportunities to develop 
additional services on the cell-
phone,” says Weisser. “We have 
released an offering that will 
let our customers use wireless 
LAN connectivity in the office 
and connect to the normal cell-
phone carriers when outside the 
office, giving the sales personnel 
anytime-anywhere capability.” 

Cosh-Ishii of Mobikyo states 
there are other factors that will 
also further allow regular compa-
nies to offer mobile services. 

“One major challenge in the 
early days was programming 
for a wide device range, which 
required Java, Symbian or Brew. 
However, with the 2004 deploy-
ment of Flash-lite by all three 
operators, plus high-speed access 
and fixed billing, we have seen 
this alternative standard increas-
ingly become the common plat-
form,” he says. “The evolution 
from local device design to open 

Web, with server-side horsepower, 
could reasonably be adopted in 
other markets, provided the same 
core conditions are in place.” 

Microsoft Co., Ltd. had many 
big wins in the Japan mobile 
market in 2007. DoCoMo, 
WILLCOM, Inc., EMOBILE Ltd. and 
SoftBank each launched one or 
more devices with the Windows 
Mobile operating system (OS). 
Microsoft does not make mobile 
devices, but rather provides an 
OS to run on mobile devices 
created by handset vendors. 
Microsoft has had good success in 
Japan and globally in convincing 
handset vendors to create mobile 
devices that run the Windows 
Mobile OS. In Japan, Fujitsu 
Limited, Sharp, Toshiba Corp. and 
HTC Corporation (Taiwan) all 
have, or are planning to launch, 
Windows Mobile devices here. 
And according to Eugene Saburi 
of Microsoft, the company is 
actively engaged with additional 
domestic handset manufacturers 
in creating devices to run on the 
Windows Mobile OS. 

A key advantage of the 
Windows Mobile OS is that it 
is open and more like what is 
found in a PC, in which third-
party vendor applications can 

be run, rather than taking a 
conventional “walled garden” 
approach where applications are 
strictly controlled by domestic 
mobile operators. Imagine a PDA 
merged with a mobile phone 
that can access your e-mail, 
calendar and the open Internet. 
Often, these devices are referred 
to as smartphones or converged 
mobile devices. 

While the Apple Computer, 
Inc. iPhone and the Research in 
Motion Limited (RIM) BlackBerry 
get the majority of the smart-
phone press, Microsoft is quietly 
racking up win after win. 

In 2006, Microsoft supplied the 
operating system for 9.8 million 
Windows smartphones glob-
ally, up from 6.1 million in 2005. 
That allowed Microsoft for the 
first time to outpace RIM, which 
shipped 7.3 million BlackBerrys 
in 2006. By 2010, as many as 
260 million of the estimated 1.3 
billion mobile devices will be 
smartphones, according to IDC. 
The first Windows Mobile device 
was launched by WILLCOM in 
2005 and sold 150,000 units. 
According to Saburi, Microsoft 
is planning on very aggressive 
growth and what they call their 
3x3x3 plan, which is triple growth 
of Windows Mobile devices every 
year, from 2005, resulting in 
roughly 10% of the total mobile 
phone annual run-rate by 2010.

Saburi mentions that Microsoft 
will stick with its strengths, which 
is to target the enterprise and 
prosumer (professional consumers, 
or individuals who buy devices 
mostly for work use) markets 
in the short term, gradually 
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expanding focus to include 
general consumers over time. 
With its experience with Windows 
and Office, Microsoft is positioned 
to service business users well. The 
Japan consumer market is hyper-
competitive, and Microsoft will 
take a more long-term approach 
to ensure success in this space. 

The BlackBerry service, 
launched September 2006 in 
Japan, started support for the 
Japanese language from July 
2007. According to Shun Mishima, 
director of the Smartphone 
Business Group at DoCoMo, 
demand for BlackBerry is quite 
strong, especially from foreign 
multinationals. Mishima cannot 
disclose how many users RIM 
has in Japan; however, he did 
share that, as of April 2008, 
there are 1,000 companies 
using DoCoMo’s BlackBerry. 

To attract more Japanese 
enterprise customers, Mishima 
points out a strategy of simpli-
fied packaging for the device 

and applications, a service trial 
program (free use of BlackBerry 
for two weeks for corporate 
customers), and an increased 
level of security and stability of 
the product. Mishima continues 
that RIM will launch an additional 
BlackBerry device around March 
2009, called the BlackBerry®™ 
Bold™ (pictured), a smaller 
and more slender device than 
the current 8707, which is a bit 
too large and bulky for most 

Japanese users. DoCoMo has also 
started running full-page color 
ads in the Nikkei newspaper that 
are directly targeting Japanese 
corporate users. 

One of the major complaints 
about the BlackBerry service 
was the high price DoCoMo was 
charging. At an ACCJ event at 
Roppongi Hills on November 17, 
2007, DoCoMo broke the news 
that it would lower pricing for 
the BlackBerry service to bring it 
closer in line with other similar 
services. In December 2007, the 
monthly license fee decreased 
from ¥5,700 to ¥3,400 (FOMA 
Plan SS also required at ¥1,800).

DoCoMo also plans to launch 
at least three Windows Mobile 
devices in 2008, with the first 
one being the Fujitsu F1100 
released on March 17. DoCoMo 
differentiates services between 
BlackBerry and Windows Mobile, 
as Windows Mobile is more 
suited to specialized fieldwork 
and customization, while the 
BlackBerry fits more horizontal, 
general business markets. 

DoCoMo feels the demand for 
smartphones in Japan is probably 
less than in markets such as 
North America and Europe, as 
domestic i-mode phones already 
have rather high functionality, 
and many businessmen and users 
are accustomed to having their 
business e-mail forwarded to 
their devices. 

Darren McKellin is Chairman of the 

ACCJ Information, 

Communications 

& Technology 

Committee.

accj.telco@gmail.com
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With its experience with Windows and Office, Microsoft is positioned 
to service business users well.
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Care for aged parents from afar.

Many of us realize just how far from home 
we are only at a time of crisis. Crises 
can take many forms, of course; but a 

constant concern for many long-term expatriate 
residents here is the health and wellbeing of loved 
ones. High on the list would be aging and increas-
ingly frail parents.

“The best time to talk with your parents about 
their long-term care is while they are still active 
and independent,” says Marcia Johnson, who 
set up Binocular Vision Advisors, LLC, in 2003, to 
bring elderly parents and their children together 
with elder-care services. “If everyone is prepared 
in advance, when the time comes to make a deci-
sion, it is much easier if everyone understands the 
parents’ wishes.”

Johnson’s advice is rooted in her own experience 
of living in Berkley, California, and having regularly 
to fly into Spokane, Washington, to care for her 
parents as they advanced into their eighties. The 
physical and financial demands were grueling, and 

she quickly realized the advantages that lie in 
employing a professional geriatric-care manager.

Johnson likens having an expert caregiver on 
hand before a crisis crops up to “keeping a flash-
light in the car.” It is there for when the need arises.

She agrees that it might be an issue parents who 
are still relatively young might not want to contem-
plate, but having a plan that can be readily put into 
action could make a huge difference in the quality 
of their lives as they get older.

As health and human-services professionals, 
geriatric-care managers can be located through 
a referral from a trusted professional, such as a 
doctor, lawyer or financial advisor, as well as via the 
National Association of Professional Geriatric Care 
Managers, Inc., or the National Association of Area 
Agencies on Aging (n4a) — though identifying the 
best person to look after a parent is more compli-
cated for an expat. 

Johnson realized the difficulties people have in 
navigating previously uncharted territory with little 

Long Arm of Love
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Binocular Vision Advisors  
www.binocvision.com or 080 3219 9411
National Association of Professional Geriatric Care Managers   
www.caremanager.org
National Association of Area Agencies on Aging  
www.n4a.org/locator
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or no knowledge about 
planning for, or imple-
menting, the most appro-
priate care. Binocular 
Vision provides a custom-
ized search service that 
saves valuable time and 
takes the guesswork out 
of finding a care manager 
with the skills and experi-
ence to handle an individ-
ual’s needs, Johnson says.

For parents who 
are relatively young 
and sprightly, the care 

manager may need to check in on them only a 
couple of times a year, keeping an eye on hospital 
appointments or ensuring that the medication 
is correct, and the individual’s home situation 
remains comfortable and safe. As the years progress, 
however, the degree of involvement would inevi-
tably increase.

The duties of a care manager can include keeping 
all members of the family up to date on a parent’s 
medical and home situation, identifying poten-
tial problems and drawing up solution scenarios, 
managing crises, selecting and training home 
caregivers, managing homecare services, and even 
mediating disputes among family members over 
the most appropriate care.

If it is considered best for an individual to enter a 
residential care unit, the care manager can remain 
involved and continue to monitor the person’s 
care, as well as advocate for the best facilities and 
treatment. 

Johnson points out that “residents get better 
care and services when someone is checking up on 
them.” However, that is not always possible if you 
are living in Japan.

Johnson cites the example of an expatriate 
daughter who was understandably horrified to 
discover that her alcoholic father was living by 
himself in a filthy apartment, with nothing but beer 
in the fridge.

“Sometimes, children who only see the parents 
a couple of times a year will not realize that they 
have declined to the point where they cannot care 
for themselves anymore,” says Johnson. “This kind 
of elder self-neglect is not at all uncommon. It is 
also where an expert can step in to help, and it 
must also be pointed out that it is never too late to 
start that.”

The care manager was brought into the situation, 
and set about arranging for the provision of meals 
and monitoring the father’s alcohol consumption; 
the transportation for medical treatment, including 
a mental-health assessment; and light cleaning of 
the apartment. After the immediate urgent issues 
had been dealt with, the caregiver was able to scale 
back her involvement to a few hours each month; 
and, in that time, she was able to determine that 
the father was entitled to a service pension.

The amount of care was stepped up in subse-
quent years, up to the father’s death. At that point, 
the care manager was able then to follow up on 
many of the funeral and burial arrangements, an 
important task that allows the family to go about 
the grieving process without additional pressures, 
Johnson says. 

The cost of private geriatric-care managers can 
range from $60 to $200 an hour, depending on the 
level of services required, according to Johnson. 
While that might sound expensive, she points out 
that having an expert on call 24 hours a day, with 
a complete understanding of the individual’s situa-
tion and the steps to take in any given case, will not 
only ensure the children’s peace of mind, but also 
possibly save an expat money over the long run. 

Julian Ryall is the Daily Telegraph’s Tokyo correspondent.

By Julian Ryall / Long Arm of Love

“Sometimes, children who only see the parents a couple of times a year 
will not realize that they have declined to the point where they cannot 

care for themselves anymore.”

Marcia Johnson set up her 
company to provide geriatric-
care management services.
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Watching TV news footage of the Shonan 
beaches, looking like a bareback version 
of Shinjuku Station, and seven-hour 

jams on the roads to Izu brings a cry of despair: “Is 
there no good beach in reach of Tokyo that doesn’t 
involve an ordeal?”

Reaching Onjuku beach certainly was an ordeal 
for the first foreign visitors to Chiba’s Pacific coast.

On September 30, 1608, the Spanish galleon, San 
Francisco, en route from Manila to Acapulco, was 
driven ashore in a typhoon. After local fishermen 
saved 317 of the 379 souls aboard, survivors found 
themselves on a broad bay fringed by a pleasant 
2km crescent of white sand, backed by luxuriant 
green hills.

The Spaniards enjoyed local hospitality for 
37 days while the Shogun arranged onward 
passage — a kindness never forgotten by Spain or 
Mexico. In 1928, a monument was erected on a 
cliff in what became Mexico Park. When Mexico’s 
president visited in 1978, Onjuku was twinned with 
Acapulco — Spanish signs were strewn about and 
a giant concrete cactus was erected to proclaim 

“Amigo Onjuku!”
Alas, so far no Mexican restaurants here. But with 

dignitaries from Mexico, and Madrid and Manila 
nearing 400th-anniversary celebrations in September, 
locals are hoping Mexico City will endow an institute 
of margarita appreciation. Por favor!

Today, Onjuku is still one of the few white-sand 
beaches along the Boso Peninsula. The hills are 

as green as the Spaniards found them. With no 
tetrapods blocking the bay, myriad surfers safely 
ride its predictable breakers.

In summer, the sheltered northern half of the 
beach is reserved for swimmers. With lifeguards 
from 9 to 5 and a gentle slope into the depths, 
bathing is ideal for kids and adults alike. The 
southern shore is surfers’ domain. In between 
is a freshwater swimming pool with a thrilling 
waterslide. At either end, umi-no-ie (seasonal beach 
cantinas) offer refreshments.

Although the beach in summer is pleasantly 
thronged — and thonged! — narrow streets in the 
village behind act as a buffer to overcrowding. 

Come early and snag all-day parking by the 
beach for ¥1,000. But especially at 4 p.m., when 
everyone leaves, expect the narrow coastal 
highway to be a mess.

So why not avoid the whole automotive ordeal; 
buy beer instead of gasoline and leave a tiny 
carbon footprint getting to the beach?

From Tokyo, it takes at least two hours by 
car. With comfortable airline-style seating and 
departures from Tokyo Station every hour on the 
hour, JR’s Wakashio Limited Express makes the 
105km trip in just 80 minutes.

Where many other beaches in Chiba are far from 
the station and the backed strips of fast-food drive-
ins, Onjuku remains a compact fishing village — with 
beach, restaurants and accommodations all within a 
10 minutes’ walk from the station.

Chiba’s Hispanic Quarter
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Just 80 minutes by train from Tokyo, Onjuku has restaurants, a beach and accommodations within 10 minutes of the station.



t SNAPSHOT u

Wakashio limited express trains depart from JR Tokyo Station 
hourly, 9:00 – 22:00, for Chiba’s Pacific coast from the 
Keiyo underground platform 1, a 5-min walk south of the 
main station, below Tokyo International Forum. Some trains 
terminate at Kazusa-Ichinomiya, 20 min north of Onjuku.  
Most Wakashio trains depart Onjuku 8-14 min past the hour. 
Tickets cost ¥1,890, with the express an additional ¥1,300.

Driving from Tokyo is via the Aqualine Tunnel under Tokyo 
Bay; ETC (electronic toll collection) offers a discount. Go 
straight after the tunnel until the expressway ends at  
Higashi-Kisarazu IC. Turn right at Route 410 and Onjuku is 
about one hour away. JR English Info (050-2016-1603)

www.town.onjuku.chiba.jp (in Japanese)
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By John R. Harris / Classic Journeys

Don’t expect Jiyugaoka-on-the-sea with twee 
cafés at every turn. But with a funky surfer 
sensibility, Onjuku has much to offer the urban 
visitor. 

With a coast that quickly plummets into an ocean 
trench, deep as Everest is tall — and 88 professional 
fishermen and five sushi shops in town — seafood 
tops the list. Flounder, shrimp, squid, abalone and 
aji are common catches; but chefs at Tanaka-zushi 
and Tsuru (two personal favorites) usually have local 
surprises.

Rare on this coast are chances to see the sea as 
you eat. With a sensational surf-facing deck and a 
mainly Italian menu, Ragtime, just south of town, is 
the best bet. 

Dining rooms at both of Onjuku’s major 
beachside hotels, Sayan Terrace and New Hawaii, 
feature sweeping walls of wave-facing glass. In 
recent years, thoroughly contemporary décor and a 
stylish menu have made Sayan clearly the better of 
the two. 

New Hawaii, which recalls Atami circa 1963, is 
famed for exceptional vistas and infamous for its 
execrable buffets. But its recent purchase by French 
businessman François Combes raises hopes that a 
July reopening will reveal vast improvements. 

Both hotels offer quick, summer getaways. Two 
meals included, in season, New Hawaii charges 
¥17,000/person and Sayan Terrace ¥23,000/person. 

Cheaper digs are readily available. Consult 
Onjuku’s Japanese-language Web site (see snapshot 

above) for a range of accommodations from ¥5,000 
per night in summer and ¥3,000 off-season.

Do consider catching the 7 p.m. Wakashio from 
Tokyo Station after work, Friday. You’ll be in Onjuku 
by 8:30 p.m. — still in time for dinner, and on the 
beach before the Saturday crowds.

Oh, yes, the camel thing. For each of its 8,000 
inhabitants, Onjuku must have at least one 
dromedary icon. You find camel sculptures on 
the beach; camels on streetlamps, road signs and 
business cards. There’s even a Camel Golf Club. 

In the 1920s, the beach inspired local composer 
Masao Kato to pen Tsuki no Sabaku (Desert Moon), 
a children’s song about camels crossing the desert. 
Its cult-favorite status draws 
pilgrims from across Japan 
to a beachside museum. Still, 
with municipal loudspeakers 
blaring it out morning, noon 
and night, you can come to 
loathe the melody. Maybe 
the Mexicans will bring us a 
mariachi version!

John R. Harris is a speechwriter and 

freelance journalist who lives in the 

forested hills behind Onjuku, where 

willing or not he wakes each morning at 

7 to the strains of Tsuki no Sabaku.

Seafood is a speciality at this laid back fishing village.

TOKYO

Onjuku

With a coast that quickly plummets into an ocean trench, deep as 
Everest is tall — and 88 professional fishermen and five sushi shops in 

town — seafood tops the list.
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Embassy of the United States of America 
Tokyo, Japan
To the American Community in Japan:

It is a pleasure to extend Fourth of July greetings 
to all the ACCJ Journal readers among your 1,300 
member companies. For Americans, the Fourth of 
July is a day for celebration and a day for gratitude.  

On each anniversary of the adoption of our 
Declaration of Independence, we give thanks 
for the tremendous courage and conviction of 
our Founders, 56 brave men who signed their 
names to that bold creed of freedom drafted 
by Thomas Jefferson 232 years ago. These men 
and the courageous citizen-soldiers of our 
Continental Army took up the fight for freedom 
and independence, set the course of our nation, 
and changed the history of the world. 

On this day, Americans honor the patriots who 
sacrificed to achieve and maintain our liberty.  
We also honor those who serve our nation today 
as we support freedom around the globe. We 
aspire to a world in which all citizens may enjoy 
the blessings of life, liberty, and the pursuit 
of happiness that Americans have celebrated 
each Fourth of July for well over 200 years.

We also express gratitude to our many friends and 
allies around the world who advance shared ideals 
of freedom, justice, and democracy. The freedoms 
that Americans value and enjoy today, such as free 
speech, a free press, freedom of worship, and the 
rule of law, are also highly valued in Japan. They 
form the basis of an enduring and productive 
partnership between our two countries. I wish to 
express my sincere appreciation to the Japanese 
people, our gracious hosts, for their continued 
friendship and support. May both our great 
countries continue to enjoy the blessings of liberty.  

J. Thomas Schieffer
Ambassador

United States of America
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Science, Technology and Inventions / By Robert Cameron

The problem with building lofty high-rises is that 
eventually they have to come down — and the 
process of dismantling a tall building is dirty, dan-

gerous, noisy and hard on the environment, and can 
disrupt a neighborhood for months. Demolishing with 
explosives is quicker, but is not always an option in the 
tight confines of a modern city.

Now major construction firm Kajima Corp. has a 
clean, green solution — knocking 
them down from the bottom up. 
Engineers at the firm have devised 
a method by which they prop 
the building up, knock out the 
bottom couple of floors, and then 
lower the whole structure on huge 
hydraulic jacks (pictured left).

The company is currently 
perfecting the method, which Kajima engineers call 

“Kajima Cut and Down” (KC&D), as they dismantle two 
of their headquarters buildings in Chiyoda Ward. 

“KC&D allows us to control dispersion of noise 
and dust because the demolition work is all done 
at ground level,” says Satoshi Shigematsu, a Kajima 
spokesman. “It is also safer in case of earthquakes. 

“The method right now is most applicable to steel-
frame medium [height] and high-rise buildings, up to 
20 stories high,” he says.

When dismantling a high-rise, the structure is 
weakened as its supports are cut down. In Kajima’s 
method, a core-wall structure is first inserted into the 
center of the building; this supports the building as it 
is dismantled and stabilizes it in case of earthquakes. 
This core wall, made of ferroconcrete, is securely 
fastened to the building’s support columns and 
beams on each floor, and is cut away as the building 
is lowered. This load transmission frame holds the 
building up, and transmits the building’s horizontal 
stress (caused by earthquakes or wind) to the core 
wall, which Kajima engineers newly developed for 

such purposes. The result is a structure that is almost 
as solid as an intact building.

The jacks can lower the building at a rate of 5cm per 
minute, about two days per floor. After the building 
has been lowered one floor, workers cut away the 
structural components and dismantle the walls, a 
process that takes about five and a half days for a 
typical midsize high-rise. The computer-controlled 
regulating system uses a network of highly reliable 
programmable logic controllers, linked by fiber-optic 
cables, to control the movement and leveling of the 
jacks, as well as the pace of lowering the building. 

Because almost all the work is done at ground level, 
dust dispersal is reduced by about 30%, and this also 
greatly reduces the danger of asbestos pollution. 
There is no need for cranes or upper-story work, which 
also enhances safety while reducing cost. The use of 
heavier machinery speeds up the demolition process 
by 10-15% and greatly enhances efficiency. 

In addition, the new method makes it easier to sepa-
rate scrap materials, allowing for 21 different mate-
rials to be recycled, about double the current level.

Robert Cameron is a freelance writer  

based in Tokyo.

Bottom-up 
Demolition

Kajima Corp. is using its “Cut and Down” method on their former HQ buildings.
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By Nicole Fall / FDI Portfolio

JMEC (Japan Market Expansion Competition) 
announced the winners in mid-June of its latest  
annual awards. Dubbed a mini-MBA, the JMEC 
program is designed to strengthen the skills of young 
business executives and entrepreneurs, while fostering 
the development of foreign businesses in Japan by 
training participants to write the best business plan  
for client companies. 

Sponsored by 12 foreign Chambers of Commerce 
here, including the ACCJ, and the European Business 
Council in Japan, the program matches the desire 
of young executives to learn about doing business 
in Japan with the needs of foreign companies here 
in order to prepare effective, detailed business plans 
for the latter’s products and services in the Japanese 
market.

After signing a confidentiality agreement and 
attending a series of lectures and workshops conducted 
by respected business professionals with extensive 
experience in the Japanese market, the participants 
work in teams to develop the optimum business plan 
for project clients.

Experienced mentors coach teams throughout the 
process, and experts from major consulting houses 
critique the proposed business plans and offer 
guidance. In the final stage, teams present their  
plans to a panel of JMEC judges and the project  
client company.

The business plan becomes the property of the client, 
at a fraction of the cost professional consultants would 
charge for a comparable plan, according to the JMEC 
Web site.

JMEC Program Director Beckie Cassidy said that 
participants must be university graduates who 
demonstrate commitment and enthusiasm, a will to 
win and strong desire to learn. 

“JMEC is a commitment of time and energy,” she 
said. “Those applicants willing to dedicate the time and 
effort necessary to work in a team to put together a 
quality business plan will succeed.” 

This year’s winning team was led by Robert Heldt, 
whose project client is Robeco Institutional Asset 

Management B.V., headquartered in the Netherlands, 
with offices in other European cities, Tokyo and the U.S. 

“I can definitely recommend JMEC to anyone 
interested in a business career who is willing to fully 
commit themselves to the course. The knowledge you 
gather and networking opportunities are invaluable,” 
he said after the awards ceremony, held at the Shinsei 
Bank headquarters on June 13. “It’s not easy, and some 
participants withdrew before completing the course. 
We are ecstatic to have won.”

To create each business plan, participants attend six 
Saturdays of lectures and several half-day workshops, 
along with outside research, individual work and team 
meetings in the evenings and on weekends, that total 
about 250 hours over seven months, Cassidy said.

Participants are coached to produce a comprehensive 
business plan with a “fresh, outside-the-box 
perspective … unconstrained by in-house limitations 
and conventions,” she said, covering strategy, 
marketing, finance, operations and more, depending 
on the client’s specific needs.

The nationalities, experiences and educational 
backgrounds on each team bring a unique set of 
perspectives to problem solving and business decisions, 
said Cassidy.

Business Plan Competition

JMEC winners: Petteri Niska, Jereon van Wilgenberg of client company 
Robeco Institutional Asset Management B.V., Julie Newton, team leader 
Robert Heldt, Jay Johannesen and Antonio Canales
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The Ministry of Foreign Affairs 
commissioned The Gallup 
Organization to conduct 
an opinion poll, “2008 U.S. 
Image of Japan Study,” from 
February to March 2008.

The poll has been conducted 
annually since 1960, and inter-
views the general public and 
opinion leaders in government, 
business, academia, mass media, 
religion and the labor unions.

The key finding is that Japan 
continues to be the country most 
often selected by Americans 

as the most important Asian 
partner to the U.S. Although 
the study shows a five-point 
decline in the rate among the 
general public (43%) since last 
year, it also shows a one-point 
increase among opinion leaders 
(54%). Apart from Japan, China 
marked the same record as last 
year (34%, general public; 38%, 
opinion leaders), while Russia 
marked a two-point increase 
among the general public (10%) 
and the same figure as last year 
among opinion leaders (5%).

The perception of Japan’s 
attributes was surveyed this 
year only among the general 
public. Positive images get high 
points, which is the same trend 
as last year: Japan is viewed as 

“a country with great traditions 
and culture” (92%); “a country 
with a strong economy and  
high technology” (91%); “a 
country with beautiful nature” 
(80%); “a peaceful country” 
(77%); and “a country which  
has a strong potential for 
growth” (76%).

Italian fashion brand Prada debuted its mobile 
phone in May, marking the latest attempt by a 
foreign manufacturer to break into the notoriously 
tough Japanese market.

The Prada, SpA’s phone went on sale May 23 
through mobile operator NTT DoCoMo Inc., and is 
made by South Korea’s LG Electronics, Inc. The slick 
design is available in two shades: black and silver. 

The Japanese market is difficult for interna-
tional companies to break into, with MM Research 
Institute saying that foreign mobile-phone manu-
facturers have a combined share of less than 5%. 

Analysts believe the Prada phone has the poten-
tial to do well and break this curse, both because 
Prada is an established brand in the market and 
Japanese consumers are well known for their love 
of luxury goods. 

Designer 
Phones

Japan Poll
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There must be something in the air because Tokyo’s 
second retail launch hailing from Orange County 
this spring is frozen yogurt chain Golden Spoon.

The retail chain’s inaugural Japan store — and first 
international location — is across the street from 
Roppongi’s Tokyo Midtown complex, a location 
chosen for its upscale image, according to market-
ing representatives. 

Golden Spoon has over 85 stores in the U.S., and 
expects to have 100 stores by the end of 2008.

The expansion of the chain has been driven by the 
consumer need to eat ice cream in a more health-
conscious way. Golden Spoon’s premise has been to 
develop a food category that contains no fat, and is 
made from natural yogurt. 

According to the manufacturer, Golden Spoon 
offers an “ice cream lover’s frozen yogurt” with 15 

soft-serve flavors, including peanut butter, rasp-
berry, Belgian chocolate, cappuccino and vanilla. 

Flavors can then be topped with strawberries, 
cherries, sprinkles, granola and aloe; and prices 
range from ¥320 for a mini portion, through to 
¥600 for a pint. 

For the company’s Japan debut, it offered the 
To Go Bag costing ¥500, a zip-up cooler that keeps 
Golden Spoon products cold for up to two hours. 

If the concept takes off in Japan, Golden Spoon 
will set up franchising agreements with potentially 
100 outlets, launching nationwide in five years. 

Contact Nicole Fall at  

nicole@fivebyfity.com if you  

have ideas for this column.

Frozen Yogurt Franchise

U.S. fashion designer Phillip Lim 
has launched his first interna-
tional retail store in Tokyo to 
showcase his 3.1 Phillip Lim brand.

The store was launched in 
Tokyo’s trendy Aoyama district 
through a joint venture with 
Japanese lifestyle company 
Sazaby League, Ltd. “Japan has 
always been a priority in the 3.1 
Phillip Lim business plan. We 
have worked diligently to build 
our Japanese business with integ-
rity, care and sincerity,” said Lim, 
at the pre-launch.

The 2,230 square-foot 
(207-square-meter) store interior 
was designed by Tokyo-based 
designer Norito Takahashi, and 
the entire 3.1 Phillip Lim lifestyle 

range — including the women’s 
collection, menswear, Kid by 

Phillip Lim and the organic Go 
Green Go collection — is avail-
able. The brand’s complete 
accessories range, includ-
ing bags, shoes and seasonal 
runway jewelry, is also sold. 

Lim, originally from Orange 
County, California, works out of 
the garment district in New York, 
and has garnered the coveted 
Emerging Designer prize at the 
Council of Fashion Designers of 
America Awards in 2007.

Lim launched his collection in 
2004, and quickly became asso-
ciated with producing a clean 
American sportswear aesthetic—a 
counterbalance to the somewhat 
arty and difficult-to-wear looks 
seen on runways.

Fashion Joint Venture
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At 81 years of age, award-
winning architect Cesar 
Pelli (pictured) shows no 

sign of losing his passion and 
energy for designing buildings.  

“I find every 
stage of the 
process exciting,” 
he explains 
when we meet 
during his 
recent visit to 
Tokyo. “There 

are several key points where 
you feel that excitement — when 
you are awarded a project you 
really want; when you first come 
up with the idea and the client 
agrees; and when the construc-
tion starts, because then you 
know it is really going to be built.  

“Up till then, it may not 
always happen,” he continues. 

“And, then, of course when the 
building is finished it is phenom-
enally exciting to come back and 
see people enjoying it.”

Although best known for 
having designed some of the 

tallest and most striking build-
ings in the world — from the 
Petronas Towers in Kuala Lumpur, 
to the National Museum of Art 
in Osaka — Pelli says he avoids 
a “style,” preferring instead to 
respond to each problem on its 
own terms and in its own time.  

“It is one of the wonderful 
things about architecture,” he 
explains. “It has no predefined 
pattern, and is instead quite 
amorphous.  

“But it is not entirely free,” he 
adds, “because any design flows 
from analyzing the nature of 
the project, the people you are 
designing for and the site.”  

But there is always room for 
innovative ideas, according to 
Pelli.  

“Inspiration for the final form 
is always a surprise,” he says. 

“Sometimes the design jumps 
out at you at once, because you 
can immediately perceive an 
elegant design from the form.  
Sometimes it emerges, step by 
step, and other times you crawl.  

“But you get there in the end,” 
he laughs.

Unusual for a busy global 
architectural practice, Pelli Clarke 
Pelli (PCPA) Architects operates 
out of one office in New Haven, 
Connecticut. Pelli prefers this 
home-base arrangement, firmly 
believing that his personal 
contact with the design process  
is critical. 

“I want the design to be my 
design,” he says, “and if my team 
is very far away from me, it will 
not be mine.  

“Even though I trust their 
aesthetic judgment implicitly, by 
the time you see the design at 
the end, too many things have 
happened,” Pelli continues. “ I 
really don’t understand very 
famous architects who have 
eight to 10 offices all around the 
world.”

The Argentina-born architect 
often talks about his projects as 
though they were living beings, 
referring to the “life” of a 
building, or the exteriors as “skin.”  

Lifetime of Design Passion
Cira Centre, Philadelphia, Pennsylvania Petronas Towers, Malaysia
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Cesar Pelli

Studied architecture at Universidad ■■

Nacional de Tucumán, Argentina, 
before moving to the United States, 
where he worked with his mentor, 
Eero Saarinen, from 1954-1964 
Founded Cesar Pelli & Associates ■■

[now PCP] and won more than 200 
awards for design excellence
Became dean of Yale University ■■

School of Architecture (resigned in 
1985)
Continues to lecture and write ■■

extensively on architectural issues
1991: recognized by the American ■■

Institute of Architects (AIA) as “one 
of the 10 most influential living 
American Architects”  
1995: awarded  the AIA’s Gold ■■

Medal in recognition of a lifetime 
of distinguished achievement and 
outstanding contributions 
2004: garnered the Aga Khan ■■

Award for Architecture for the 
design of the Petronas Towers
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When asked if he finds it diffi-
cult to see one of his buildings 
used in ways he didn’t envisage, 
he smiles and admits, “Yes, I do 
see buildings as creatures, like 
children or pets, or even friends.  

“But once formed they start to 
develop their own personalities 
and you have to let them do 
that,” he continues. “Sometimes, 
like with the Nihonbashi 
Mitsui Tower in Tokyo, we are 
responsible for the external shell 
of the building only and have 
no control over the interiors. 
You just accept that, although 
obviously when you design both 
parts like we are now doing 
for the Tokyo American Club 
in Azabudai, both elements 

complement each other much 
more easily.”

In any case, Pelli elaborates, 
one has little control over a 
building’s future, given the 
rapid changes in society and 
technology.  

“One thing I know for sure 
about the future is that it is not 
going to be how we imagine it,” 
he says. “I decide on the building 
for today, but it will have to fend 
for itself as time goes by.  

“Of course, when we know 
change is definitely coming, 
like with libraries which face 
competition from computers, we 
are obviously able to provide 
for that change,” Pelli adds.  “I 
will then design that building to 
survive with flexibility.”  

Pelli has enjoyed long-term 
success in Japan, working on 
projects as diverse as embassies, 
museums, commercial offices  
and shops.  

“Working in Japan is very 
different to other international 
cities,” says the master architect.  

“The design build standards here 
are exceptional and not found 
anywhere else.  

“The quality of construction 
is phenomenal,” he adds. “The 
Japanese have a level of precision 
which you don’t get anywhere 
else.”  

But the world of building 
design is changing, he warns. 

“Architecture used to be 
very regional.  Once you were 
established, your work was 
secure; but today’s young 
architects must be highly 
mobile and compete for work 

all over the world,” Pelli says. 
“Technology is making it easier 
and easier to work at a distance.”  

Pelli also famously eschews the 
rush to design each building as 
iconic, different or innovative.  

“It is a sure-fire way of not 
making cities,” he says. “We 
should think of the city as 
a grouping of very civilized 
individuals, each one is elegant in 
itself — but they must get on with 
each other.” 

Then he smiles again. 
“I’ve been lucky,” Pelli says. 

“There are many things that 
interest me, but nothing that 
comes close to architecture.  

“Architecture really is my life.”  

Catherine Shaw is a freelance writer 

based in Tokyo.

National Museum of Contemporary Art, 
Osaka

“We should think of the city as a grouping of very civilized 
individuals, each one is elegant in itself — but they must get on with 

each other.”
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Museum Musings / By Vicki L. Beyer

Japan’s first rail service began 
on June 12, 1872, running 
29km from Yokohama to 

Tokyo. There are now almost 
29,000km of rails in Japan; the 
Tokyo commuter rail system has 
been called the eighth wonder of 
the world.

All of this and more are cele-
brated at the Railway Museum 
in Saitama. Opened in October 
2007, this museum is the successor 
to the Transportation Museum 
operated in Kanda until mid-2006. 
The museum has features that 
will appeal to children and adults 
alike, railway buffs, as well as 
those seeking to while away a 
rainy day. 

One fun aspect to the museum 
is the train simulators located 
just to the left as you enter. Wait 
your turn to drive a Yamanote 
Line and a Tokkaido Line train, or 
a Shinkansen. The very popular 
steam locomotive simulator is a 
unique experience available only 
by reservation. Sign up upon 
arrival, and then enjoy the other 
displays until your appointed time.

One could spend an entire 
day just exploring the museum’s 
“History Zone.” The dozen loco-
motives range from the very first 
steam locomotive to run in Japan, 

to a Class 9850 Mallet Steam 
Locomotive that has been cut 
away to reveal the internal work-
ings, to a Series 200 bullet train. 
Sitting on a working turntable in 
the center of the hall is a C57, one 
of the most successful steam loco-
motives of the mid-20th century. 

Among the 24 railcars on display 
are imperial carriages, freight 
cars, commuter trains, sleeper 
cars and inter-city passenger cars. 
Visitors are permitted to enter 
some of the latter models; it’s 
not unusual to see “passengers” 
sit and eat a box lunch, or take a 
nap, just as one would when actu-
ally traveling.

There are interactive displays, 
as well as documentary film 
clips, interspersed throughout 
the zone. Signs are multilingual 
and the film clips are available 
in both Japanese and English. In 
the gallery above, an illustrated 
timeline in Japanese traces the 
development of rail travel in Japan 
and elsewhere. 

Also on the gallery level is an 
expansive railway diorama model, 
a reference library and a collec-
tions gallery.

Facilities designed with children 
in mind include a kids’ space full 
of train toys and two interactive 
learning halls — one on how train 
engines work and the other on 
the tasks of rail workers. Outside, 
on the museum grounds, are 
miniature operating trains.

There are two restaurants, two 
museum shops, and viewing decks 
for watching real trains, including 
the Shinkansen, as they pass by.

The Railway Museum is located 
at Tetsudo Hakubutsukan Station, 
a 3-min ride on the New Shuttle 
from Omiya Station. The museum 
operates from 10:00-18:00, and 
is closed on Tuesdays (unless a 
national holiday). 

Vicki L. Beyer is an 

ACCJ Governor and a 

freelance travel writer 

based in Tokyo.

The 
Railway 
Museum

More than a museum: simulators, interactive displays and steam locos in Saitama.
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Reviewed by Tom Baker / Behind the Book

Online dining guide 
Gourmet Navigator now 
has small, electronically 

enabled placards set up beside 
the cash registers at thousands 
of restaurants around Japan. 
Customers can touch their mobile 
phones to the card to instantly 
download a coupon relevant to 
the restaurant. Depending on 
the venue, the coupon might be 
for a free drink, a free dessert or 
a discount on the total bill. (see 
www.gnavi.co.jp/touch/).

Not long ago, this scenario 
would have been science fiction. 
Soon, it will be utterly routine. 
Marketing through digital 
media — the Internet, mobile 
phones, video games and even 
digital signage — is an evolving 
field of growing importance. 
DigiMarketing, by marketing 
consultants Kent Wertime and 
Ian Fenwick, is an eye-opening 
introduction to the myriad digital 
channels that are now available, 
with strategic advice on how to 
get the most benefit from them.

A major theme of this book 
is that marketers should stop 
wondering about reaching a 
target audience and start thinking 
about enticing “participants.” 
While traditional media are 
mostly one-way channels, digital 
media are interactive. The authors 
contend that potential customers 

won’t let you talk to them unless 
you let them respond.

Participation must be voluntary, 
though. E-mail and mobile phone 
campaigns need prominent opt-in 
procedures (which should include 
learning what topics customers 
want to hear about, and how 
often they would like to be 
contacted) to clearly distinguish 
your messages from spam.

However, long and nosey regis-
tration surveys are a participant 
turn-off; the book suggests other 
ways of gathering data. “For 
example, a food company had 
difficulty getting moms to answer 
questionnaires about how they 
feed their children. However, once 
the company provided a self-quiz 
on the topic of whether they 
were feeding their children prop-
erly, they were able to get data 
that consumers were previously 
reluctant to share.” People answer 
questions more willingly — and 
accurately — if they see a benefit 
for themselves.

Merely getting people to visit a 
static Web site is described here 
as old-fashioned Internet thinking. 
These days, you may get more 
benefit from creating brand-
relevant viral content, such as 
YouTube videos, that consumers 
find worth passing along to like-
minded friends. Instead of partici-
pants coming to your content, 

your content goes to them.
Video games, described as “the 

new Hollywood,” are the ultimate 
participatory media. Marketing 
here ranges from sponsorship, 
product placement and tie-ins, 
to clickable ads in online games 
and even the creation of brand-
specific “advergames.” Burger 
King, for instance, had a major hit 
with its Xbox 360 “King of Games” 
software, sold in its restaurants.

In yet another illustration of 
how fast our digital world is 
changing, the chapter on TV 
looks back at recent history and 
observes: “Consumers actually 
altered their lives to be in front of 
the television when the programs 
they wished to watch were 
scheduled.”

Thanks to modern recording 
technology, that concept seems 
almost laughably quaint now. 
DigiMarketing contains valuable 
tips to keep your marketing efforts 
from meeting the same fate.

Tom Baker is a staff 

writer at the Daily 

Yomiuri.

DigiMarketing:
The Essential Guide to New Media and Digital 
Marketing by Kent Wertime and Ian Fenwick
Wiley, 406 pp, $29.95

We are giving away three copies of 
DigiMarketing. Simply e-mail 
editor@paradigm.co.jp by July 14. 
Winners will be picked at random. 



By Samuel H. Kidder / In the Final Analysis

We’re now well into the summer cycle. At 
the Chamber that means a slowdown in 
incoming memberships. At the Embassy it 

means heavy staff turnover, timed to the U.S. school 
calendar, with as many as one-third of the officer 
positions changing hands. With Joe Donovan as Deputy 
Chief of Mission for the past three years, ACCJ–Embassy 
relations have never been better. As he leaves to take 
up his duties as Chief of Mission at our Consulate in 
Hong Kong, we all thank Joe for attending countless 
meetings and briefing sessions, providing advice and 
insight on sensitive topics and giving unwavering 
support to our leaders and members.

Fortunately, Joe’s successor, Jim Zumwalt, is a long-
time ACCJ friend. Jim will be coming from his position 
as head of the Japan Desk at State, and has a long and 
distinguished career as a diplomat in Japan and the 
region. With previous assignments as Minister-Counselor 
for Economic Affairs at the Embassy here, and with 
other assignments in Tokyo and in Kansai, at USTR 
and at the Department in Washington, Jim has been 
involved in both the strategy and tactics of our bilateral 
trade relationship with Japan. 

And speaking of Kansai and the Japan Desk at State, 
there is even more welcome news. Danny Russell is 
winding up his assignment as Consul General in Osaka-
Kobe where he has been an unwavering supporter of 
our Kansai Chapter and a key leader in the renewed 
energy and growth of our office there. It has been great 
having Danny in Japan and it is wonderful keeping him 
in the family as he takes up his duties in Washington.

The only question now is whether Joe or Jim or Danny 
will be the first to claim an Ambassadorship.

Samuel H. Kidder is  
ACCJ Executive Director.

Changing of 
the Guards




