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“The product
has to be perfect,
the environment
has to be perfect,
and the service
has to be perfect.”

Richard
Collasse

By Andrew Howitt






Only in Kyoto could hanami be so
exquisite. Absent are the unsightly
blue tarps found at most other
cherry blossom-viewing events that
usually mar similar photos.

Maruyama Park, near Kyoto's
traditional Gion district, is the
city's most famous spot for cherry
blossoms, and especially nighttime
viewing.

Even more striking than the
beauty of the sakura at night are the
stories at each of the tables.

Photo by Sean Pavone
[Z Shutterstock.com
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Writing in and about Japan since
2000, Gavin Blair contributes
articles to magazines, websites and
newspapers in Asia, Europe and the
US on a wide range of topics, many
of them business-related.

© “Working as a freelancer,
perks and benefits are not some-
thing I've been overly familiar
with. And the idea that some
people might turn down a job
because that side of the compen-
sation package was inadequate
is difficult for me to get my head
around. Maybe I'll start insisting
on free coffee and muffins when I
get assigned articles...”

>

Tokyo journalist Tim Hornyak has
covered technology in Japan for
IDG News, CNET, Scientific Amer-
ican and other media, and is the
author of Loving the Machine: The
Art and Science of Japanese Robots.
He has also co-authored Lonely
Planet's guidebooks to Japan

and Tokyo.

© “It may seem unbelievable
that millions and millions of
machines will be talking to

one another via the Internet

of Things (IoT), but the same
could have been said decades ago
about powerful pocket com-
puters, i.e., smartphones. The
workplace is a logical starting
point for this revolution.”

Martin Foster is a long-term
resident of Japan who writes about
business, economics and renewa-
ble energy.

© “In the Japanese market,
making loans to domestic
players is virtually impossible
for European banks. However,
they have shown great ingenu-
ity in answering the needs of
their international clients. In
some cases, they have engi-
neered new business formats
that leave Japanese banks in a
position where they have to play
catch-up.”

Daisuke Iwase is President and
COO of Lifenet Insurance. He grad-
uated with an MBA from Harvard
Business School and has worked
with the Boston Consulting Group
and Ripplewood Japan.

© “Since introducing our new
policy allowing same-sex couples
to name their partners as life
insurance beneficiaries, I have
received a huge response from
our customers and the communi-
ty, and most of it positive. I think
we have made the best decision,
and are proud to set an example
for other businesses in Japan to
follow.”

EURO
BlZ 2

Publisher Production and

Vickie Paradise Green distribution
paradise@paradigm.co.jp Daisuke Inoue
eurobiz@paradigm.co.jp

Editor-in-chief
Andrew Howitt
andrew@paradigm.co.jp

Published by Paradigm
6F Daiwa Osaki

3-chome Bldg.

3-6-28 Osaki, Shinagawa-
ku, Tokyo 141-0032

Tel: 03-5719-4660

Fax: 03-3492-1202
www.paradigm.co.jp

Senior Editor
David Umeda

Creative Director
Paddy O'Connor

Art Director Published monthly in

Cliff Cardona Tokyo. All rights reserved.
The views and opinions

Illustrators expressed herein (other

DJ, Sable than editorials by the EBC)

are solely the opinions and
views of their authors. The
EBC and Paradigm are not
responsible or liable for
any portions thereof.

Account Executives
Delilah Romasanta,

Tamas Doczi
advertising@paradigm.co.jp

European Business Council in Japan (EBC)
The European (EU) Chamber of Commerce in Japan

The EBC is the trade policy arm of the sixteen European
national chambers of commerce and business associations
in Japan

Chairman Danny Risberg
Vice-Chairman Carl Eklund
Treasurer Erik Ullner

Executive Director Alison Murray
Policy Director Bjorn Kongstad
Communications & PR Yoko Hijikuro

Subscription is free for members of the EBC and national
European chambers of commerce.

Subscription rates are: one year ¥9,000; two years ¥15,000;
three years ¥22,000; ¥800 per copy. Rates include domestic
postage or surface postage for overseas subscribers. Add
¥7,500 per year if overseas airmail is preferred. Please allow
two weeks for changes of address to take effect. Subscrip-
tion requests should be sent to eurobiz@paradigm.co.jp

If you prefer not to receive this magazine, and for all matters
related to distribution, please send an email to
eurobiz@paradigm.co.jp

Eurobiz Japan welcomes story ideas from readers and
proposals from writers and photographers. Letters to the
editor may be edited for length and style.

6 EUROBIZ JAPAN APRIL 2016




vibrant, international community,
contact the Membership Office
at membership@tac-club.org

THE SECOND HOME YOU'VE
or 03-4588-0687.

ALWAYS WANTED.
Club's world-class facilities and

To experience Tokyo American

‘\ 7
\ﬁ\ \\&

ﬁ,\\\bﬁgﬁ I 2. M\_“
WRAALS s

~m
=)
—
(&}
Z
<
(&}
~
m
=
<
(@)
B
N4
(@)
T

L 1

WELCOME TO
YOUR NEW LIFE




Yokoso, welcome to Japan
Where the living Is easy

With our Premier, Residence, and Apartments brands of serviced apartment in
different prime locations in Tokyo, Oakwood has a home and lifestyle for you.

Discover more about Oakwood living in Aoyama, Akasaka, Ariake, Azabujyuban,
Tokyo Midtown, Roppongi, Shirokane and at Tokyo Station (opened early 2016).

Oalawvcod.,

For details and reservations, please visit our website at oakwoodasia.com

BANGALORE BANGKOK BEIJING CHENGDU GUANGZHOU HANGZHOU HONG KONG
HYDERABAD INCHEON JAKARTA MANILA MUMBAI PUNE SEOUL SHANGHAI TOKYO



FROM EUROBIZ JAPAN

TEXT BY ANDREW HOWITT AND CLIFF CARDONA

Rethought,

redesigned, renewed

From the
Editor-in-chief

We are very excited to be bringing to you
the newly redesigned Eurobiz Japan. Our art
director, Cliff Cardona, gives some details in
the column on the right about how the look
of the magazine has changed. In addition to
improving on the look, we have also intro-
duced some engaging new content.

Each issue will now include a two-page
spread called Country Spotlight where an
EU country, as well as some of its compa-
nies, will be featured in a visually compel-
ling way. Turn to page 20 to learn about
Belgium-Luxembourg.

We are introducing a monthly technolo-
gy column, called Innovations, where our
writers relate what is happening in the
world of tech today and its influence on
business. This month, Tim Hornyak looks
at the potential of the Internet of Things to
transform the work place (page 29).

Another new column, Down Time, pro-
vides an entertaining insight into the person-
al interests of business people in Japan and
how they spend their hours outside the office.

Additionally, we are relaunching a photo
spread which will feature an image that is
both topical and arresting. This month’s
First Focus is on pages 4 and 5.

On our redesigned cover this month, we
are pleased to feature Richard Collasse,
President of Chanel Japan and former head
of the European Business Council (page 10).
In addition to talking about his company
and the luxury goods industry in Japan, he
speaks of a hopeful new future for EU-Japan
relations as we anticipate the signing of a
free trade agreement.

We are certain you will enjoy the new
Eurobiz Japan as much as we have in bring-
ing it to life.

Editor-in-Chief
andrew@paradigm.co.jp

"rig

nt down

to the logo,
colour palette,
grid and

typography”

From the
Art Director

While we have introduced a lot of minor changes to
Eurobiz Japan since I joined the team two years ago, we
reached a point where we all felt it was time to rethink
the entire look of the magazine - right down to the logo,
colour palette, grid and typography.

Abold, square logo has replaced the old EURObiIZ, and
positioning it at the top left means the people featured
on our covers will enjoy more space.

The new colour palette is another big part of the
re-brand. It is a sophisticated evolution of its predeces-
sor, with a vibrant orange
replacing cyan as the
magazine's key colour.

Typography has been
overhauled, too, with the
contemporary sans serif,
Aktiv, and a complimen-
tary serif, Chronicle, used
throughout.

One thing I personally
wanted to address was
the grid. The previous
three-column setup was a little restrictive so the move
to a twelve-column grid gives us much more flexibility,
allowing us to run two, three and four column pages. We
used this flexibility to introduce a little playfulness to
the design as well, which means we can now alternate
column widths in a single article.

For along time, we have wanted to feature exclusive
illustrations, and we are very lucky to have talented
French illustrator Guillaume Babusiaux contribute his
art to this issue. You can see his work in The European
edge on page 14.

Overall, we feel the magazine now looks smarter and
more confident, while still retaining the energy, and
focus on strong photography that Eurobiz Japan has
always been known for.

We hope you enjoy this first issue with the new look!
And we look forward to making further improvements in
the coming months as we break in the new brand. ®

Art Director
cliff@paradigm.co.jp
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THE INTERVIEW

TEXT BY ANDREW HOWITT




At 17, Richard Collasse came to Japan knowing
very little about the country, except that he wanted
to buy a Nikon camera. Now, after having lived
here for over 40 years, 20 of them as president of
Chanel Japan, he has a deep appreciation of the
country’s language, culture, history and people,

as well as a keen understanding of the business of
the international luxury goods market. Furobiz
Japan sat down with Collasse to talk about Chanel
Japan, and his past involvement with the European
Business Council (EBC).

Richard
Collasse

President of Chanel Japan

Could you tell me a little
about Chanel’s presence in
Japan?

We have three different busi-
nesses under the same roof. We
have the cosmetics business,

we have the fashion business,
and we have the watch and fine
jewellery business. For the cos-
metics business, we are a for-
eign brand in Japan, so we have
hyper-selective distribution.
We are at the top of the pyramid
in the department stores — we
are in about 200 department
stores. In fashion, we have 34
boutiques, which is the highest
number of boutiques in one
single country for Chanel — we
don’t have as many boutiques in
France — and they are all direct-
ly run by ourselves. They are
very often inside department
stores, but we run the business.
And we have 13 fine jewellery
boutiques, which is also the
highest number for Chanel in
any single country.

How do you think the
Japanese Chanel customers
differ from others in the
world?

This is something that you will
find across all industries — not
only for Chanel: they are very
demanding. They want the best
and only the best. The Japanese
are very sophisticated consum-
ers, and they expect everything
to be perfect. The product has
to be perfect, the environment
has to be perfect, and the
service has to be perfect. So 1
always say that being in Japan
for any kind of business is actu-
ally a kind of label of top quality.
Thanks to Japan, I daresay we
have increased the quality of
our products, and that to the
benefit of the rest of the world.
And if they are happy, they are
very faithful customers. And
that’s very important.
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How would you describe your work
culture here?

We are very Japanese: 99% Japanese. Very
few foreigners. We have mainly a female
population: 96%. And some of them are

in very high-level [positions], because we
have directors and general managers who
are women. Coco Chanel was a woman. She
promoted the freedom of women at a time
when there was not really a very public

life for women — at the end of the 19th and
beginning of the 20th century. We think we
have to keep that spirit alive.

Aside from the boutique, what is special
about your flagship store in Ginza?
When we decided to do the construction
here, I said, “I want a restaurant” — at that
time, no brand had a restaurant — and I
said, “I want a cultural centre.” Coco Chanel
was a Pygmalion of the arts. She helped

alot of people — she helped Picasso, she
helped Stravinsky — to get their start. So I
said, “Let’s keep the spirit of our founder
alive”; and [so] we created this cultural
centre we have on the fourth floor, called the
Nexus Hall. We are helping young artists to
blossom here. We [have] a classical music
programme. We choose, every year, five
young artists from the music university, and
we give them 50 concerts during the year.
And we [also] do mainly photography, but
also some plastic arts. They are all, techni-
cally speaking, wonderful artists. We call it
the Pygmalion programme, and it’s open to
the public.

As the former head of the EBC, do you
continue to be involved in EBC-related
business?

I am not involved anymore. I was the head
of the EBC for seven years, which is a very
long period. I was very lucky because Prime
Minister Koizumi was in charge and he
wanted to have a counterpart to the bilateral
relationship he had with the United States.
And thanks to that, I met him very often

in person. I think the EBC is a treasure

that has to be protected. I know that today
there is a little bit of tension; some cham-
bers of commerce say, “Why don’t we do it
ourselves?” I say, “Keep the EBC.” It’s very
important. Maybe the FTA will at long last
be signed, but don’t think that when the FTA
is signed it’s over. It’s the beginning of a dif-
ferent cycle where we’ll have to make sure

Chanel Japan in
numbers

il

In 200 department stores

JIh

Japanese staff

Jot

female staff

INTERVIEW WITH RICHARD COLLASSE

“I think the EBCis a
treasure that has to be
protected”

that what is in the FTA is respected by the
Japanese. And I think that the EBC is very
well-placed to do that job. So it will probably
be a different mission from the one that they
have had for the past 50 years, but it will be
avery important mission. People who have
not been here for along time sometimes
don’t realise what it means. The EBCis a
label which is respected by the Japanese
ministries, by the administration, by the
Keidanren [Japan Business Federation].
They know the EBC very well, but they don’t
know the individual chambers of commerce.

Are you optimistic about having a
Japan-EU FTA signed in the autumn?
Well, you know, I'm like St Thomas. I’ll
believe it when I see it. But they are making
good progress. The problem between Japan
and Europe is that the Japanese have a
problem with tariff barriers with us, and

we have a problem with non-tariff barriers
with them. It’s complicated to negotiate, but
I trust it’s possible. I think we will come to
something because the Japanese need it and
the Europeans, we also need it. I think noth-
ing has changed in the necessity for Europe
and Japan to really get closer together. ®
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European
edge

Knowledge of domestic and
overseas markets keeps
European banks in trade finance
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European banks in Japan are
combining their knowledge of
domestic and overseas markets
to help their Japanese and
international clients with issues
related to trade financing.
Focusing on issuing letters of
credit for imports and exports,
as well as certain types of trade
insurance, trade finance is a
part of corporate banking.

Japan, however, is not an
easy market to work in, given
the scarcity of lending oppor-
tunities to domestic Japanese
companies.

Lending by all banks in Japan
fell from a 1993 peak of approx-
imately ¥600 trillion to ¥400
trillion as of the end of 2015.
Additionally, non-Japanese
banks have seen their share of
the market fall from around
1.5% to just 0.8% over the same
period, according to statistics
from the Bank of Japan.

Domestic players also offer
ultra-low rates that non-Japa-
nese banks can’t compete with.

“Japan ...
IS not
an easy
market to
work in”

“Itis impossible for a foreign
bank to lend money to Nissan
or Toyota in Japan. Japanese
banks can make those funds
available at pricing that does
not even cover your costs, much
less make a profit,” said Ernfred
M Olsen, managing director of
Financial Services at OCC KK,
and former head of The Royal
Bank of Scotland Japan.

In order to survive in this
market, European banks need
to leverage their international
branch networks to connect
Japanese companies to overseas
markets, and overseas compa-
nies to Japan.

“You're selling your firm’s
network, and local knowledge,”
Olsen says.

This year marks the 150th
anniversary of HSBC’s involve-
ment in Japan, which stretches
back to the opening of its first
branch in Yokohama in 1866
— surprisingly some 16 years
before the Bank of Japan com-
menced operations in 1882.

Today, HSBC Japan runs
a team of approximately 25
staff specialising in trade
finance. Along with its accounts
receivable finance solution, the
bank has recently developed its
global trade supplier finance
programme to help corporate
buyers who bank with HSBC
strengthen partnerships with
their key suppliers, both in
Japan and overseas, in multiple
currencies.

“This solution boosts the
efficiency of transactions, and
improves payment terms,
helping to reduce the cost of
funding for both the buyer
and the supplier, with no extra
complications,” according to
Antoine de Guillebon, direc-
tor, head of Multinationals, at
HSBC Japan. “Suppliers also
have access to competitively
priced working capital, while
buyers can improve their own

APRIL 2016 - EUROBIZ JAPAN

15



table

IS WAITING.

Tokyo CLUB BUILDING 101
3-2-6 KASUMIGASEKI
CHIYODA-KU, TOKYO

03.3501.0822

RUTH'S

STEAK HOUSE

WWW.RUTHSCHRIS.CO.JP

For the second year in a row, CDS is proud to have been recognized by
Recruitment International Asia as Japan’s

Executive Search Company of the Year

N
@ Tokyo | Osaka www.cds-consulting.com




THE EUROPEAN EDGE

working capital by extending the time they
pay their suppliers.”

BNP Paribas, Tokyo Branch had accumu-
lated assets of €50 billion as of the end of
March 2015, the largest among the non-Jap-
anese banks in Japan. BNP Paribas sees
the fund stockpile as a manifestation of the
bank’s commitment to Japan, according to
Masayuki Imai, general manager.

“If we thought Japan was a risk, then we
would shrink the size of our balance sheet,”
he said.

BNP Paribas, Tokyo Branch lever- €
aged these assets and applied a finan-
cial manoeuvre seldom used in Japan,
known as factoring, to provide working
capital for Japanese companies operating
overseas.

In the case of a major Japanese consumer
electronics maker, the bank laid out approx-
imately €1 billion to purchase receivables,
or claims for payment, from local retailers in
European nations — from the UK to Russia.

BNP Paribas was able to purchase invoic-
es from this consumer electronics maker at
a discount, making money by distributing
the work to local and international banks in
Japan.

“The risk was with the retailer, but we
helped the Japanese company because its
Japanese house bank did not have a suffi-
ciently strong European network, while we
did.” Imai said. “In general, Japanese banks

are in the UK and Germany, but
. not Spain or Russia where their
® clients also need banking services.
'—-“‘ “We arranged the working cap-
ital and delegated the work out to
Japanese banks, receiving an arrangement
fee [in return],” he added.

A relatively standard business practice in
Europe, factoring has yet to be fully utilised
by Japanese finan-
cial institutions.

“Once Japanese

European banks remain in the
driving seat for now.

Apart from being amply rep-
resented across five continents,
Deutsche Bank AG has also
used its global reach to develop
apresence in more challenging
markets, including countries of
the former USSR and in Africa,
according to Peter Massion,
managing director and head of

Global Transaction Banking

for Japan at Deutsche Bank

AG, Tokyo Branch.

Deutsche Bank played a

prominent role in structur-
ing a financing package to
support the development of
Turkmenistan’s petrochemical
industry. As one of the very few
foreign banks on the ground in
Turkmenistan, Deutsche Bank
was able to combine local and
global franchise content and
know-how to help arrange and
partly finance a $2.5 billion
export credit agreement
for the central Asian
state, Massion explained.

The local product
specialists within
the Deutsche Bank’s
Structured Trade and Export
Finance team helped negoti-
ate a deal that pulled together
resources from 22 Japanese
and international banks —
it was named Deal of the
Year 2014 by Trade Finance
magazine.

“The bank’s global network
enables us in Tokyo to extend

banks start redevel- " If We th 0 u g ht

oping their network
in Europe and
entering this busi-
ness, their margins
will be wafer-thin,
and it will be
difficult to compete
with them,” Imai
said, noting that

Japan was a risk,
then we would
shrink the size of
our balance sheet”

our strong relations with
Japan’s government agencies
and banking sector to struc-
ture financings for invest-
ments such as this benefiting
Turkmenistan’s industrial
development. So it is win-win
for all parties and builds bonds
of trust with partners for other
future potential transactions,”
Massion said.

Japanese companies are also
increasingly focusing on Africa,
and Deutsche Bank provides
these clients trade finance
in what it views as a possible
market of the future. Deutsche
Bank has an advantage over
Japanese banks, as they are still
in the early stages of establish-
ing African relationships.

“Japanese megabanks likely
have fewer correspondent
banks in the region than
Deutsche Bank ... opening
the door to niche opportu-

nities for Deutsche to
further expand,” Massion
explained.

UBS also advises
Japanese companies as
they go offshore seeking to

build market share, given the
backdrop of slow growth and a
shrinking population at home,
according to Jason Kendy, head
of Corporate Communications,
Japan and Korea.

“Our investment banking
unit is actively speaking to a
range of Japanese corporations
about overseas M&A oppor-
tunities,” Kendy said. “We see
no let-up in macroeconomic
trends over the long term, so
expect Japanese companies to
continue searching for oppor-
tunities to expand their global
footprints.”

This spirit of adventure, com-
bined with an ever-developing
toolbox of solutions, is likely to
give European banks an edge in
the Japan-related trade finance
market — for now. @
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FEATURE

[though salary may still be the
first thing job seekers look at
when scanning potential posi-
tions, perks and benefits are
being increasingly recognised
as crucial ways for companies
to attract and retain staff, as well as keep
employees happy and productive. While
generous expat packages for even mid-level
employees at foreign firms in Tokyo may be
a distant bubble-era memory, both local and
overseas companies are finding creative
ways to compensate workers.

With bankers’ and traders’
bonuses making headlines,
particularly in Europe — and
for the wrong reasons — since
the financial crisis, there has
been a shift towards reducing
them and, instead, raising basic
salaries at firms in the sector. In
addition, capital requirements
implemented in recent years for
European banks have resulted
in a scaling down of operations
in Tokyo, belt-tightening across
the board, and something of a
standardisation in remunera-
tion levels.

“As bonuses have become
less variable and salaries have
evened out, benefits have
become more important than
ever; I've lost deals over them,”
says a recruiter who works in
the sector in Tokyo and asked
not to be identified.

The old expat deals of first-
class flights and companies pay-
ing half a million or a million
yen a month in rent are “almost
non-existent,” according to the

EUROBIZ JAPAN - APRIL 2016

recruiter, who says these days,
financial institutions are some-
times only partially paying for
international school fees, and
even getting stricter about what
they’ll reimburse in the way of
transport to and from work.

In this new landscape, what
were previously standard perks
in the finance sector — such as
paid time-off for volunteer work
and free in-house premium
cafés — “are all getting cut,”
adds the recruiter.

The Tokyo office of Anglo-
Dutch consumer goods con-
glomerate Unilever still hosts a
café corner, which, not surpris-
ingly, serves Lipton Tea, one of
the company’s flagship brands.
Meanwhile, a shop at the office
allows staff to buy the compa-
ny’s wide range of products at a
discount.

When Unilever launches new
products or expands its offer-
ings, samples are always given
to staff, which boosts word-of-
mouth promotion, explains
spokesperson Seikei Itoh.

“The R&D teams also hold
demonstrations in the offices to
explain the background of new
products and their technolog-
ical superiority over competi-
tors’,” adds Itoh.

Unilever has been contin-
uously engaging in activities
to support the residents of
Tohoku since the March 2011
disasters, including support-
ing volunteer work in which
around half of all employees
have participated, according

to Itoh. Pride in what their work
has achieved, along with appre-
ciation from local people, has
helped boost morale, he says.

In February, to celebrate
International Women’s Day,
the company’s board members
brought in a red rose for each of
the more than 200 female mem-
bers on staff in the Tokyo office.

Flexitime, an important
benefit for working parents, is
available at Unilever, as well

“Companies
are finding
ways
to compensate
workers”

as at the Japan operations of
Mercedes-Benz.

“Our flexitime system does
not have core work hours, and
employees can start working
from the afternoon when their
tasks of the day can be managed
with shorter work hours,” says a
Mercedes-Benz Japan spokes-
person. “Employees can adjust
their work hours depending on
the fluctuations in work volume
for the month and season.”

Being able to work
from home is also a
huge help for those
with children, or
other relatives who



need looking after.
About 10% of employ-
ees at Mercedes-Benz

N

With business increasingly

Japan telework a couple
of days a month.

globalising, particularly at
multinational companies, lan-
guage-training support is being
provided at a growing number
of firms. Mercedes-Benz offers
courses in English, German
and Japanese at various
levels, with a curriculum that
includes presentation skills in
English, a basic finance course
in English, and finance and
marketing in Japanese.
Rakuten made headlines in
2012 with its move towards
making English its in-house
language, but also offers
Japanese courses for foreign
staff. Other measures to accom-
modate its increasingly interna-
tional workforce include halal
food in its cafeteria and a prayer
room for Muslim employees.
Another Japanese corpo-
ration with distinctly global
ambitions is SoftBank. One of
the policies it implemented to
raise the English level of its staff
proved to be a perk for some
of its foreign employees. The
company offered a ¥1 million
bonus to any employee who
scores more than 900, out of
the maximum 990 points, on
the TOEIC (Test of English for
International Communication)
and ¥300,000 for a score of
more than 800. The programme

ran for three years until
December of last year.
Restricting the bonus
system to Japanese
employees could be
construed as discriminatory,
so some of SoftBank’s native
English-speaking staff were able
to cash in, presumably without
too many hours toiling over
textbooks.

Social messaging app compa-
ny Line has been making major
forays into the global market
while helping to raise the lan-
guage skills of its employees.

“There is funding for
studies for employees to
increase their language
skills, including classes in

i

of employees at
Mercedes-Benz Japan
telework a couple of days
a month

il

SoftBank bonus to any
employee who scores
more than 900 out of the
maximum 990 points on
the TOEIC

English, Korean and Japanese.
If we attend at least half the
classes, the company pays for
the course, otherwise we have
to pay; it's good motivation
because everyone is busy,” says
spokesperson Icho Saito, who is
taking a course in Korean.

Classes for most courses,
except the higher-level classes,
are conducted on the premises,
as are yoga and Pilates.

“There are also activities like
mountain climbing, for which
circles can be started by any
employee. It's a good way to
meet people from other depart-
ments,” says Saito. ®
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COUNTRY SPOTLIGHT

TEXT BY ANDREW HOWITT [2 BLCCJ.OR.JP

Belgium-

L.uxembourg

Belgium is a country where European cultures commingle. With large Dutch-
and French-speaking populations, a small but strong German community and a
growing number of groups from other EU countries, Belgium lives with diversity
as part of its national character. Since 1922, it has had an economic union with its
neighbour to the southeast, Luxembourg, which is another culture heavily influ-
enced by both France and Germany. Luxembourg is also a microcosm of Europe,

-_B'elgium and Japan celebrate 150 years
of diplomatic relations this year

with foreign residents comprising nearly 44% of its population.

-
>
%
hl

The Belgian-Luxembourg Chamber of Commerce
in Japan is working hard to encourage more business
people from Belgium and Luxembourg to bring their
businesses to Japan.

“This year we will organize the 10th edition of our
Young Executive Stay, or YES programme,” says Fabrice
Tilot, president of the chamber. “This bi-annual pro-
gramme aims to train young executives from Belgium
and Luxembourg in successful Japanese business prac-
tices, at moderate costs, and in a short amount of time.”

Belgium is known around the world for producing
some of the best in food and drink. It is home to com-
panies such as the internationally renowned choco-
latier Godiva; Puratos, who offer a range of products
and services in the bakery, patisserie and chocolate
sectors; Lutosa, maker of Belgian frites; and Eurasia
Trading, the authorised distributor of Belgian beers
Primus, Tongerlo, Charles Quint and Mystic. They have
all successfully brought high-quality Belgian products
to Japan.

20
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Belgium is known
around the world
for producing

some of the best in
food and drink.

Belgian pharmaceutical firms such as UCB \
and Janssen are making headway in Japan
and other countries around the world.

Furthermore, an increasing number of
Belgian firms are at the leading edge of technolog-
ical innovation.

Materialise is a great example. They specialise in
additive manufacturing, more commonly known as 3D
printing. Besides creating products for niche markets
and selling 3D printing hardware, Materialise designs
the software that helps turn their clients’ ideas into
reality. Their customers are in industries as diverse as
aerospace, fashion, automotive and biomedical research.

Luxembourg also aims to be a centre for technology
firms in Europe; Amazon and Skype, for example, have
already established their European headquarters there.

A growing technology firm from Luxembourg is IEE
Sensing, whose sensors are being used by firms in a wide
range of industries. In the automotive industry, IEE’s
sensors are bought by leading car manufacturers to
detect occupancy, deploy airbags, and identify pedestri-
ans — helping to improve safety on the road.

Luxembourg has a long history of steel production;
ArcelorMittal, Paul Wurth, and Ceratizit are continu-
ing this tradition by mining, production and providing
services to the heavy industries sector. Additionally, over
the past few decades, banking and finance have grown to
become one of Luxembourg’s major revenue sources.

@ Trade with Japan

Belgium
Imports from Japan: ¥586.8 billion
Exports to Japan: ¥266.9 billion

Luxembourg

Imports from Japan:  ¥21.3 billion SOURCE: MINISTRY
. OF FOREIGN AFFAIRS

Exports to Japan: ¥8.5 billion OF JAPAN (2014)

Area
Belgium: 30,528 km? Coastline: 66.5km.
Luxembourg: 2,586 km?. Landlocked.

Climate

Belgium: Temperate; mild winters and cool
summers; rainy, humid and cloudy.
Luxembourg: Modified continental with
mild winters and cool summers.

Major cities

Belgium: Brussels (capital), Antwerp,
Ghent, Charleroi and Liege.
Luxembourg: Luxembourg City (capital),
Esch-sur-Alzette and Dudelange.

Population

Belgium: 11,323,973 (July 2015, estimate).
Urban population:

97.9% of total population (2015).

40.5% are 25-54 years.

Luxembourg: 570,252 (July 2015, estimate).
Urban population:

90.2% of total population (2015).

44.37% are 25-54 years.

Natural resources

Belgium: Construction materials, silica
sand, carbonates and arable land.
Luxembourg: Iron ore and arable land.

Antwerp
.

Brussels
U Liege
L[]

Belgium

Luxembourg

L]
Luxembourg
City
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BUSINESS FROM ...

BELGIUM-LUXEMBOURG

A look at some
companies
from the region

Japan's relationship with Belgium formally began a century
and a half ago and has been enriched through the presence
of well-established Belgian companies. As the market
becomes more open, Japanese consumers benefit from the
products and services available from Belgium — many of
which have become household names. As a rapidly ageing

society, Japan relies on Belgian brands to help provide
healthier lifestyle choices and optimum medical treatment.
Companies from Luxembourg, Belgium's neighbour and
economic partner, have also gained a foothold in Japan. Their
expertise in heavy industries is helping to provide solutions
for Japanese companies.

FRISK

Belgian entrepreneur, Jean-Pierre Konings, developed
Frisk breath mints in 1986. Frisk means fresh in several
Scandinavian languages. It is the perfect name for
these refreshing mints created to refresh you, anytime
and anywhere. Frisk mints were first exported to Japan
in the early '90s. Today, Frisk belongs to Perfetti Van
Melle Group, the third largest sugar confectionery

g/g {

company in the world.

www.frisk.jp

SUGARLESS

=

GODIVA

It's a double delicious celebration in 2016, as
Belgium-Japan celebrate their 150th anniversary of
diplomatic relations, and GODIVA observes its 90th
anniversary in delighting customers the world over
with its distinctive range of pralines, truffles, cookies,
ice cream, chocolate drinks and soft cream.
www.godiva.co.jp

i

GODIVA
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JANSSEN
PHARMACEUTICAL

At the Janssen Pharmaceutical Companies of Johnson &
Johnson, we focus on some of the most devastating diseases
and most complex medical challenges, across five therapeutic
areas: Cardiovascular and Metabolism, Neuroscience, Immu-
nology, Oncology, and Infectious Diseases and Vaccines.

Our nearly 40,000 employees in more than 150 countries
work within our communities and globally to bring innova-
tive treatments for serious unmet medical needs. We make
extraordinary efforts to help people enjoy ordinary moments.

S
janssen

or folmron-ohmon

www.janssen.com

PURATOS JAPAN

Puratos, founded in Belgium in 1919, is an international
group that offers a full range of innovative products
and application expertise for artisans, retailers, food
service customers and related industries in bakery,
patisserie and chocolate sectors. We aim to be
‘reliable partners in innovation" to help our customers
deliver nutritious, healthy and tasty foods to their local
communities.
www.puratos.co.jp
service_japan@puratos.com
03-5410-2322

75
Puratos

Reliable partners in innovation

ARCELORMITTAL

ArcelorMittal is the world's leading steel and mining
company, headquartered in Luxembourg, and the
leading supplier of quality steel products in all major
markets, including automotive, construction, household
appliances and packaging. Present in 60 countries
with an industrial footprint in 19 countries, ArcelorMittal
is the world's largest steel producer, with an annual
crude steel production of 981 million tonnes (2014).

A

ArcelorMittal

corporate.arcelormittal.com

PAUL WURTH IHI
CO., LTD.

Paul Wurth IHl is a 50-50 joint venture established by
Paul Wurth SA and IHI Corporation in Japan. Since its
foundation in 2012, it has significantly contributed to

the technological renovation of the Japanese iron- and
coke-making industry, aiming at improvement of produc-
tion-efficiency, resources consumption, and environmen-
tal protection for sustainable, long-term development of
the societies in Japan and South-East Asia.

www.ihi.co.jp/ihipw/
contact@ihi-pw.jp

PAUL WURTH [HI Co.,, Lid.
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EBC PERSONALITY

TEXT BY ANDREW HOWITT

PHOTO BY KAGEAKI SMITH

No sitting still

‘| need to accomplish new
things all the time, so my life

is a continuous trial and error,’
says Karl Hahne, president and
representative director of Hafele
Japan. | cannot sit still. | need
to find new stuff [to do]. And |
always believe that my greatest
accomplishment is yet to come”

Hahne describes himself as
impatient and calls this one of
his greatest strengths. It is this
impatience that has fuelled his
ambition and is the drive that
helps him continue to succeed
in business.

He speaks about one of his
past accomplishments with
evident pride. “I started bring-
ing professional theatre into
Japan from 1993,” says Hahne.
“I realised quickly, never ever
was I going to be making money
with professional theatre, but I
liked the idea. It was there and
it looked good, so I picked it up.”

The translation firm,
ONEWORLD, which Hahne
founded and where he was
CEO at the time, sponsored
The International Theatre
Company London (stageplay.
jp) and their performances
in Japan. They continue to
come once a year to perform
Shakespeare plays at universi-
ties and public venues across
Japan. They will be bringing
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Time spent working in Japan:
27 years

Career regret (if any):

| should have focused my first

company on translation. | was a bit
too over-diversified.

Favourite saying:
The only thing in life you can count

on is change. Panta rhei, as Hera-
clitus said.

Favourite book:

Non-fiction: The 7 Habits by Covey
Fiction: The Name of the Rose by Eco
Cannot live without:

Nothing. What would | hate to lose
the most? My family.

Shakespeare’s The Tempest to Tokyo
in May.

“It was a great way to give back to the
community,” Hahne explains. “I was able
to invite anybody I knew to the theatre, my
whole customer database ... and it goes to
universities all over the country. The list
of universities that have received this is so
long, and it’s gotten us so much respect.”

Although Hahne has since passed the
reins of sponsoring the theatre to a friend,
he made sure that it was in good hands. “The
fact that it’s still alive means that it’s still
giving back,” he says.

Hahne is originally from a town near

Diisseldorf called Wuppertal, the hometown
of Friedrich
Engels and the
pharmaceuti-
cal company,
Bayer. He
came to Japan
in 1989 and
worked as

an English
teacher; but he also tried his hand at several
other jobs, including freelance translator,
model, actor, narrator, and driver for car
commerecials.

Impatience with English teaching finally
got the better of him; and in 1992 he started
ONEWORLD, a translation company that
later turned into a publishing house, and
subsequently diversified from print to
online advertising and e-learning.

Since 2008, Hahne has been the president
of Hafele Japan. “Our clients are anybody
who’s making furniture or kitchens in this
country,” explains Hahne. “We’re still a
small player. We’re high-end. We’re niche.
And our range is highly specific towards this
market.”

Haifele’s claim to fame is having invented
connectors used in assembling furniture.
“We're still making those, and we’re still
selling them in the millions every month in

Japan,” states Hahne.

Lesson learned in Japan:

need tenacity to succeed.
Favourite place to dine:

Of about 800 accounts,

40% of those are dealers, he
says, giving Héfele a reach of
roughly 85% of the Japanese
wood-processing market.
Although one would think 85%
is an impressive figure, Hahne
says: “Well, no, because there’s
still 15%.”

One constant throughout
Hahne’s life is playing sports
and staying active — another
way he proves that he cannot
sit still. It helps him to “bal-
ance [his] stressful work life”,
he says. He regularly plays

“I always believe that my
greatest accomplishment
Is yet to come”

tennis, soccer and golf, and

is a member of the exclusive
Tokyo Lawn Tennis Club, a
place the emperor visits once
or twice a year, as well as the
Yokohama Country & Athletic
Club where he has served on
the board.

“The lessons in sports for
life are awesome,” he notes.
“You learn how to deal with
pressure. Taking a penalty kick
— there’s alot of pressure when
you do that. And team play you
learn in sports.”

“Plus,” he adds, smiling,
“there’s the aspect of overall
relaxation — I can get rid of all
my aggressions that accumu-
late throughout the day by
hitting a tennis ball or kicking a
soccer ball.” ®

bacoa is definitely up there. | love

Endless lessons. Silence is permissi- meat and salad.
ble... You're allowed not to speak...
Secret of success in business:

In addition to a great product, you

Do you like natto?:
No. And | have tried it a few times.

I'm at an age where | don't put
anything in my mouth that | don't
really like.

So many options in Tokyo, but Bar-
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How to be

Better

with People

BY DR. GREG STORY

PRESIDENT, DALE CARNEGIE TRAINING JAPAN

o matter what we do in life, we invariably find

most of our problems arise through our inter-

actions with others. Be they family, friends,

colleagues or clients, the ability to get on
with others makes the difference between success and
failure, stress and calm.

Sometimes the problems are a function of seeing issues from
totally different viewpoints. We might be a big picture person
dealing with a highly detailed counterparty. Common sense
is not common! The detailed person seems bogged down in
the details; and the big picture person seems up in the clouds,
detached from reality. Some people are very focused — bottom
line, time is money types who are
constantly pushing hard. They
struggle with more slow-paced
people who prefer to get to know
someone, before they do any busi-
ness with them. The person more
focused on relationships struggles
with what they perceive as pushy
individualistic behaviour.

There is no right way here, just
different preferences about how
we interact. So if we find ourselves
dealing with a detail-oriented
person, we will need to go into
more detail than we would normally.
We will need to marshal data, facts,
expert opinions, statistics, etc. to
bolster our opinion. If we are deal-
ing with a big picture person, there
is little point in burdening them
with the micro detail. They resist

“Often t
thing that
pops into our
head, pops out
of our mouth.
Invariably, this
Is not our best
considered
response.”

it and prefer to brainstorm possibilities, to think about future
strategies; and we should join them in doing this.

If they are time is money types, then don't waste their time
with small talk. We need to get right down to business and to
give them alternatives from which to make a choice. We will
need to lift our tempo when we are with them to match their
high-energy output. If they are people-oriented types, then we
should be calm, reduce our energy a bit, and focus our discus-
sion more on how this decision will affect the people involved.
They will want to have a cup of tea together to discuss things,
and we should do that.

We have to be flexible, able to switch our communication style
to suit. If you are thinking, they should be doing the switching
to suit me, let me know how that has been working out for you

so far! We will have a much less
stressful life if we find ways to get on
1 e fi rst their same wavelength.

Does this mean we can't disagree
with others? Of course not. Itis
more how we react to these differ-
ences, that determines our success
in building relationships with all
different types of people. When we
hear something we don't like, the
quick-draw, instant response is a
bad idea. The distance between
our ears and our mouth is too close,
so often the first thing that pops into
our head, pops out of our mouth.
Invariably, this is not our best
considered response. If we accept
that people are different, we are not
perfect and that our first response
may not be the wisest, we will do a
lot better with people.

Since 1912 Dale Carnegie Training has specialised in leadership, communication, sales, and presentations skills.

Classes conducted in Japanese and English have been on offer here since 1963. Not satisfied with your team’s
performance levels? Contact me at greg.story@dalecarnegie.com

DALE CARNEGIE®
TRAINING

Igniting Workplace Enthusiasm



EXECUTIVE NOTES

TEXT BY KEVIN RAFFERTY

Tokyo may
win Olympic
cardboard
medal

Struggles to repeat
the success of 1964

Nearly three years ago in Buenos Aires, we
saw Japan's Prime Minister Shinzo Abe —
and the grown men and women around him
— ecstatic as schoolchildren whose high
school had won a grudge match. There was
hugging, back-slapping, cheering, jumping
up and down, laughing until they dissolved
into tears.

This was no high school game, but the
world’s greatest political sporting contest,
and Abe’s Tokyo had just defeated Madrid
and Istanbul to win the ultimate gold medal
— the hosting of the 2020 Olympic and
Paralympic Games.

Victory carried sweet reminders of
Tokyo’s 1964 Games, which lifted capital
and country from the bitter dust and ashes
of war to become a budding global economic
power. Tokyo 2020 would be the catalyst for
anew revival, with Japan lifting the world
from economic gloom.

Three years on, Japan is heading for the
cardboard medal in hosting the Games.
Making one mistake might be bad luck,
making two smacks of carelessness, but
such a succession of errors suggests radical
failings in the ability of those in charge. It is
increasingly difficult to feel any buzz of confi-
dence that the Games will do what they were
supposed to for Japan, let alone the world.

Controversy centred on the new stadium,
the contract for which was awarded before
Tokyo won the Olympics bid. Iraqi-British ar-
chitect Zaha Hadid beat 45 others in a fierce
international competition. Her futuristic sta-
dium, designed to host the 2019 Rugby World
Cup before the Olympics, was heralded as

proof that Tokyo would deliver
something special.

That is until insults began to
be thrown about rising construc-
tion costs, which leapt from $1.3
billion to $2.1 billion. Critics
complained the stadium was
un-Japanese, too high at 70 me-
tres for the 20-metre restriction
on new buildings near the Meiji
Shrine Gardens. They com-
pared it, with its artistically and
technically challenging roof, to a
bicycle helmet and a toilet seat.

Shigeru Ban, winner of the
Pritzker Prize — the architectur-
al equivalent of the Nobel Prize
— complained that Japanese
architects were capable of doing

for the Olympic flame, which
has to be seen from inside and
outside the stadium and stay lit
throughout the Games. That’s
an interesting symphony — fire
and wood.

Kuma claimed there had been
no mention of a cauldron in the
specifications — another huge
information failure because
what’s the Olympics without
the flame? — but brushed aside
worries about adding a fiery dish.

It’s hard to sustain optimism.
Tokyo 2020’s “original” logo
was scrapped after claims of
plagiarism were filed by Belgian
designer Olivier Debie. A new
logo competition is underway,

the job and should have been
given it. This went to an impor-
tant point. The Olympics is an
international competition, but
leading Japanese think that they
have aright to all of the prizes.
Abe cut through the contro-
versy to decree that Hadid’s sta-
dium was too expensive, and a
simpler, cheaper, version would
be built. The new competition
was limited because architects
had to team up with a construc-
tion company. Hadid offered to
compete, but found herself cut
out as Japan closed ranks.
Winner Kengo Kuma'’s design
uses traditional wood and has a
low, flat perspective, like a ham-
burger, to minimise the visual
impact; it’s a 50m-high stadium
that still costs $1.3 billion. Then
it was discovered that there was
no provision for the cauldron

but open only to Japanese and
residents of Japan.

Other critical issues go to
the heart of Japan’s place in
the world, including shortages
of hotel accommodations, and
interpreters for the flood of
non-Japanese-speaking visitors.
Tokyo hotel occupancy last year
was 87% as Japan welcomed a
record 19.7 million visitors, a
number expected to grow to 35
million by the Olympic year.

Back in 1964, the Tokyo
Olympics welcomed defeated
Japan back to the world. Tokyo
2020 is Japan’s opportunity
to welcome the world, but the
nation seems unsure whether it
wants to pay the price. ®

Kevin Rafferty is a journalist and
commentator, and quondam professor at
Osaka University
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EVENT REPORT

TEXT AND PHOTO BY ANDREW HOWITT

Getting ready for 2020

Joint chamber event with Governor Masuzoe

“The Tokyo Metropolitan
Government is absolutely
committed to making Tokyo the
most business-friendly city in
the world," declared Governor
Yoichi Masuzoe in his speech
to the crowded Kiku room at
the Tokyo Hilton. “There has
never been a better time to
invest in Tokyo!

With 215 people in attendance
— including ambassadors from
several European countries,
and CEOs from across 14
European chambers of com-
merce — this joint chamber
event was the first of its kind,
and received an extremely
positive response.

Governor Masuzoe’s speech,
“2020 Vision: Open for
Business”, outlined some of the
steps his government is taking
to strengthen Tokyo’s position
as a global business centre
and to prepare for the Tokyo
2020 Olympic and Paralympic
Games, and beyond.

“The city has just approved a ¥13.7 trillion
budget for the year ... featuring exciting new
initiatives to realise our vision and deliv-
er the best-ever Olympic and Paralympic
Games in 2020,” he explained.

One initiative the governor believes is
essential for making Tokyo a more attractive
destination is in urban sustainability.

“Next fiscal year, we are taking more
steps to make Tokyo a Smart Energy City,”
Masuzoe announced.
“That means moving
forward with our
pioneering Tokyo Cap-
and-Trade Program ...
and we have just raised
the bar for the city by
committing to raise the
percentage of energy
we generate from
renewable sources to
30% by 2030.”

Other initiatives he
mentioned include
plans to promote
equal-opportunity
employment and to
increase the number of
bike lanes.

Turning his attention specifically to the
Olympic and Paralympic Games, Masuzoe
spoke of the importance of improving
Tokyo’s infrastructure and making it more
accessible for all.

Plans include making “public streets
around Olympic venues more wheel-
chair-friendly, and add[ing] more tactile
paving for the visually impaired.”

The intangible barrier of language is
something else the Tokyo Metropolitan
Government is working to tear down, so that
visitors can enjoy what Tokyo has to offer
without any anxiety.

“City-run Toei subways, buses and their
stations are being fitted with new multi-lan-
guage LCD displays,” Masuzoe explained.
“Tokyo supports a free translation app

for 29 languages, targeted at
international visitors, and some
35,000 Omotenashi volunteers
will be on hand to help visitors
across the city by 2020.”

Throughout his speech,
Masuzoe took several oppor-
tunities to boast about the
positive results that some of his
initiatives have already had by
listing several awards and acco-
lades Tokyo has recently won.

This year “Tokyo topped the
Financial Times fDi’s ranking
of cities across the Asia-Pacific
region ... in the megacities cate-
gory,” he proudly stated. “While
the Economist Intelligence
Unit survey — which measures
cities based on digital security,
health security, infrastructure
safety, and personal safety —
ranked Tokyo number one in its
Safe City Index.”

In light of the recent terrorist
attacks in Belgium, Masuzoe
addressed the potential threat
of terrorism directly.

“Tokyo is launching a new
anti-terrorism partnership to
build a public-private coalition
for anti-terrorism strategy,” he
revealed. “We are more than tri-
pling the budget to ¥2.8 billion
yen, underscoring our commit-
ment to ensuring that Tokyo
stays the world’s safest city.”

After the governor finished his
speech, Matt Burney, Director
Japan of the British Council,
delivered some closing remarks.
“There’s a definite air of opti-
mism in Tokyo at the moment,”
he said, an “optimism that ... I'm
sure will lead to Tokyo being an
even better place in which to
live, [and] in which to work.” @
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Does your office need
the Internet of Things?

“Billions of
devices ...
are being
connected
to the
Internet”
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ROBERT WALTERS JAPAN
PERMANENT & TEMPORARY RECRUITMENT

Companies staffing for the constantly changing marketplace demand adapt-
able business partners like Robert Walters. Since 1985, the Group has offered
permanent and temporary recruitment options across all industries and levels of
seniority. For a recruitment firm that caters to your company’s unique bilingual
hiring needs, speak to one of our consultants specialising in your industry
sector or visit our webpage at www.robertwalters.co.jp

Tokyo (03) 4570 1500
]
Osaka (06) 4560 3100 ROBERT WALTERS

info@robertwalters.co.jp _
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Japan's market for products
that keep animals safe and
healthy is in a state of stagna-
tion — and are likely stay that
way for a long time.

ing the number of children; but the trend technical in nature, in the latest
has levelled off.

Meanwhile, Japanese livestock farmers

white paper. One involves
the seed-lot system, whereby
are preparing for some harsh challenges in vaccines can be produced using
the coming years. The country is part of the
Trans-Pacific Partnership (TPP), which is

shaping up to become the largest trade deal

aworking seed virus or bacteria
from a master. The system’s

“I think there are no signifi-
cant growth prospects in this

establishment in Japan in 2008

in history. If it passes, Japan may face more marked a huge step forward.

market, and if you look at it over competition in certain meat categories, such Even so, Japanese regulators

recent years, you’ll see it’s flat,” as low to middle price ranges of imported

The TPP is going
to accelerate the
structural changes

still require extra testing.
says Friedrich Schaefer, chair- beef and pork.
man of the European Business As to how that scenario could
Council (EBC) Animal Health

Committee.

affect the animal health industry,
Schaefer is cautiously optimistic.
“The TPP is going to accelerate
the structural changes in farming,”

Fellow committee member
Keita Kajiwara adds, “If you're
only in this market, you can’t see he notes. “We are already seeing a

decrease in the number of farms

much in the way of benefits.”
Most Japanese pharmaceuti-

cal makers have divested their

animal health divisions, the

committee notes in
the EBC 2015 white
paper. And the ones
that are still around
have generally limited
their operations to
the domestic market.
Naturally, more
of the market has
become available
to multinationals,
including ones based
in Europe. Some
have bought out the
Japanese operations.
To an extent, the
sluggish market for
veterinary medicinal
products (VMPs)
reflects the pet and
livestock population
in Japan. There was
a pet boom, which
famously saw the
nation’s 21 million
dogs and cats surpass-

Advocacy issues

© Seed-lot system
Requirements for serological
potency tests on live vaccines
and for an abnormal toxicity
test on vaccines for dogs and
cats should be eliminated.

© Action items of the
Ministry of Agriculture,
Forestry and Fisheries
The ministry is encouraged
to continue identifying areas
where reform is needed.

© Post-marketing
surveillance

Testing of pioneer products
whose clinical trials were in
line with those of the Veteri-
nary International Committee
on Harmonisation should be
waived.

...and in the future, I think we

are going to see fewer farms with
a higher scale of animals; and they will be

more ‘professional’,”
says Schaefer, who is
also the president of
Boehringer Ingelheim
Vetmedica Japan.

In other words,
productivity will be
more important than
before. The animal
health industry
could be presented
with opportunities
as Japanese farmers
look to its products to
help underpin their
efficiency.

“Prompt access to
innovative VMPs at
competitive costs is
critical,” notes the
white paper, referring
to the implications of
the TPP.

The committee lists
three main areas of
advocacy, all highly

in farming

“We see this as a difficulty,”
says Hiroyuki Takayoshi, R&D
manager at Virbac Japan, add-
ing that the requirement unnec-
essarily adds extra time and
cost. There is also the hassle of
having to ask manufacturers to
conduct the extra testing.

“If the manufacturer accepts,
it would have to bear the costs;
but if they refuse, then we have
to do the study by ourselves,”
explains Takayoshi.

The committee wants the
extra testing scrapped and
encourages efforts towards
greater harmonisation between
Japanese and EU requirements.

Progress has clearly been
made in recent years. But the
job of reform is far from done.

“We still have regulations
that are slowing down processes
and also putting up unnecessary
hurdles, because work that is
required is not giving additional
value,” Schaefer says. ®




BEST OF TOKYO GUIDE

THE ART
OF CARING

Japanese hospitality, high-quality products and exceptional service

TEXT BY DAVID UMEDA

LIVING THE LIFE

Serviced Apartments Azabu Court (2 www.
azabucourt.com) is an extended-stay hotel
where you can enjoy comfortable living by just
bringing your suitcase. The rooms are equipped
with bathroom and kitchen; basic furniture such
as bed, sofa, table and cabinets; TV set; Internet
access; along with refrigerator, microwave oven,
cooking utensils, dishes, pots and pans. There is
also a reception concierge service, and linen and
room-cleaning services. In the exclusive neigh-
bourhood of Minami-azabu, it's just four minutes
from Hiroo Station.

Housing Japan ( (2 www.housingjapan.com)
helps home renters, buyers and investors find the
right property in Tokyo. They provide compre-
hensive residential services, together with their
own technology platform, to make the process
of buying, selling or renting smooth, smart and
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stress-free. Their agents can assist
with everything — from searching,
to inspecting and moving in. They
also can provide further assistance
with all the required paperwork,
and help with tax and legal issues,
or arranging for local services.
From corporate apartments to
temporary residences, Oakwood
(2 www.oakwoodasia.com) is
known for providing unparalleled
quality and hospitality. In the Asia-
Pacific region, Oakwood's dedicated
team places guests in managed
properties at key locations. In Tokyo
alone, there are properties under
three distinct Oakwood brands from
which to choose: Oakwood Premier
is in Tokyo Midtown and adjacent to
Tokyo Station; Oakwood Residence
is in Akasaka, Aoyama, Azabujuban,
and Roppongi T-cube; Oakwood
Apartments are located in Ariake,
Roppongi Central, and Shirokane.

As we get closer to the 2020 Summer Games, visitors are
experiencing more and more of what the largest city in
the world has to offer. For foreign residents, the challeng-
es of living overseas continue to be addressed with an
outstanding level of service and product quality. It's just
a matter of knowing what is available.

FEELING FIT

Club 360 ( 2 www.club360.jp)

is a full-service health and fitness
centre only a few minutes' walk
from Roppongi Hills, offering top-
of-the-line physiotherapy, personal
training, massage, and boxing and
exercise classes. The huge interior
features three private treatment
rooms, resistance-training zone,
spacious studio and showering
facilities. Whether you are in need
of rehabilitation or are wanting to
get in amazing shape, reach your
full potential at Club 360, with its 12
friendly and highly qualified physio-
therapists and trainers.




PART OF A COMMUNITY

Tokyo American Club ( (2 www.tokyoamericanclub.org) is a
second home for more than 3,800 members and their families,
drawn from more than 50 nations. Described by the McMahon
Group as "quite possibly the finest private club facility in the
world," the eight-story facility in Azabudai offers a diverse
range of outstanding recreational, dining, fitness, and cultural

P .
L8 activities and amenities, and numerous opportunities to mix
with likeminded members. The Club has long been a hub for
the business community.
HEALTH COMES FIRST

RYO DENTAL CLINIC ( 2 www.ryodental.com/en/) is ready to help you in
the comfort of your own language, whether it be English or French. Dr Ryo
Kitamura, D.D.S, has years of experience treating foreign patients in Tokyo,
and is trained in the latest dental techniques. The clinic also offers consulta-
tions for implants and other treatments, including anti-ageing dentistry, which
begins with oral health and benefits the whole body. Dr Kitamura believes
that preventive care is the best treatment available.

THAT CERTAIN LOOK

WEC Hair in Ebisu ( 2 wecweb.
jp/en/)is in a convenient location
and offers a great atmosphere for
customers to relax. The friendly staff
can help you achieve a stylish look.
English-speaking owner Kenji has
worked in London and New York
as a hairdresser, and on Hollywood
movie shoots as a hairstylist. He
continues to instruct Japanese hair-
dressers all over Japan on the art

of hair colouring. WEC Hair offers

a special discount for first-time
customers visiting Tokyo.

OUT ON THETOWN constantly changing line-up of 20 draft beers — from scratch daily, using only the highest-quality
including the best of Europe, New Zealand and ingredients from around the world. Come and
Ruth's Chris Steak House in Toranomon Japan — and a food menu crafted to match these enjoy their authentic American food and feel at
(2 ruthschris.cojp) is in the heart of Tokyo, and exciting brews, BrewDog offers something new home away from home.
offers the ideal setting for both family gatherings on every visit. Pop in and check out their new
and business meetings that is like a private home bottle shop and interior decér!
with a chic interior. The open-fire grilled steaks Outback Steakhouse
are the centrepieces of a mouth-watering menu (2 www.outback-steakhouse.co.jp)
using the freshest seasonal ingredients. There starts fresh every day to create the fla-
also are a variety of private dining rooms to fit vours that their mates crave. Signature
the occasion, and the special wine list includes steaks are seasoned, hand-carved
award-winning vintages from around the world. to order and grilled to perfection.
BrewDog's ( (2 www.brewdog.com/bars/world- Outback Steakhouse's specialty is
wide/roppongi) first foray into Asia, BD-Roppongi, Slow-Roasted Prime Ribs offered dur-
has been serving both Japanese and international ing dinnertime on weekends. The new
craft beer lovers for a little over two years. With a creations and grilled classics are made
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HOUSING JAPAN

Luxury Apartment Rentals

Home Purchase & Sales
Commercial Investment

Property Management

Visit: HousingJapan.com | Email: eurobiz@housingjapan.com | Call: 03-3588-8860



EXPERIENCED
STYLISTS,
RELAXED
ATMOSPHERE

Services

Physiotherapy

Group classes
Kids’ classes
Massage

Our English-speaking staff caters to
both Japanese and foreign clients.

We specialise in highlights, cuts,
straightening, and perms.

WEC HAIR

First-time visitors X
fitness levels

get 10% off all )
» e Only 3-min. walk from
services in.
Roppongi Hills
Shibuya-ku No membership or

Ebisu 1-21-17-2F enrolment fees
03-6277-4344

wecweb.jp/en Tel: 03-6434.9667

Serviced Apartments Azabu Court

Information

B Size Range of Units :

Standard Studios (20-22m), Large Studios (25m)
1 Bedroom Suites (33-52m), 2 Bedroom Suite (71m)

Bl Bedrooms: 60 Units

B Parking Facilities: 2 Spaces

I Room Rates :

Daily JPY7,800
Weekly  JPY6,850
Monthly  JPY5,700

to JPY26,500 pernight
to JPY23,100 per night
to JPY19,100 per night

-

B Overview

A Touch of Resort Within the City. The nearby Arisugawa
Park makes you forget you are in the big city. Ideally
located in the Hiroo-Roppongi residential area (4 min.
from Hiroo Sta.), close to the business heart of Tokyo,
convenient to shopping and cafes, we have 60 units of
extended-stay studios and suites at daily, weekly and
monthly rates.

English-speaking professionals are on duty seven days a
week, from 8:00am to 8:00pm on weekdays and 8:00am
to 6:00pm on weekends and national holidays.

Personal Training
Boxing/Kickboxing

e Caters fo all lifestyles and

EURODbIZ360
to receive
a free trial class

.

Mon-Fri  6:30am-9pm
Sat
Sun

8am—-6pm
7am-7pm

About the facility

¢ large modern facility
> Premier gym and studio
space
> Pristine shower facilities
> Private treatment rooms
» Comfortable Wi-Fi lounge

B1 CMAS Bldg, 3-1-35 Moto-Azabu, Minato-ku, Tokyo

Email: info@club360.jp  www.club360.jp

(VD i L o (0o IO NAV,

www.azabucourt.com

Our services include concierge, general information,
mail/courier, free broadband internet access, and 24-hour
building security. We have a nighttime superintendent
who assists during the evenings.

We are members of the Fitness Club Hiroo for exercise and
fitness studio programs, and tickets are for sale at the
reception for JPY 1,080/one-time.

Il Inquiries

Pacific Rim Development, Inc

Tel: 03-3446-8610 Fax: 03-3442-3344

Email: frontdesk@azabucourt.com

4-5-39 Minami Azabu, Minato-ku, Tokyo 106-0047
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ROPPONG
3minsiwalk 0> TEL:03-6447-4160
o o roppongi®@brewdogbar.jp
Mon-Fri 17:00-24:00
Sat,Sun & Holidays 15:00-24:00

brewdogbar.jp ¥ &

—

CRAFTBEER
FOR THE PEOPLE

Whisk-€ Ltd.

¢ Limited.
Kandaizumicho 1-8-11-4F, Chiyoda-ku,
Tokyo 101-0024 TEL:03-3863-1501
Email: enquiries@whisk-e.co.jp

Find more whisk—e.co.jp or B .i
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It was revealed in February that Google was in talks with
the transportation authority of London to test its self-driving
vehicles on the streets of England’s capital.

Imagine that Google has
been given permission to
put a small fleet of driverless
taxis on the road in Tokyo.
Would you ride in one?

68%

“It couldn’t be as
dangerous as
a living Tokyo
taxi driver.”

“Risk-takers
help perfect
next-generation
products.”

“I can imagine a whole \‘/\\‘)
host of things going %
wrong — with voice ®
recognition, payment — /

and with no one there % /\\‘ }
to help.” \/
®




ooking for a truly authentic yet extraordinary
wedding ceremony with your special loved one? Well,
look no further, as it is now time to start planning your
trip to Kyoto, Japan! The Hotel Granvia Kyoto is now
offering an exclusive traditional Japanese wedding for
same-sex couples from around the world!

G orgeous Japanese traditional kimono wedding attire,
a customized floral bouquet with that special touch of
Japanese elegance, and the mystique of exchanging
vows at a historical Japanese temple — it will be the most
memorable and romantic day of your lives together.

B eautiful Kyoto attracts many visitors throughout the
year. It is the city that is at the heart and soul of
Japanese history and culture. Imagine a city that is home
to 17 World Cultural Heritage sites! A living and
breathing museum of everything that is fascinating and
splendid about Japan, Kyoto is modern and ancient, new
and traditional. The glory of Kyoto’s past and the vitality
of its present make it a city that is unique and that truly
should not be missed.

rue love deserves a resplendent romantic journey. Let us

assist you in planning a truly unforgettable wedding
ceremony and honeymoon in the ancient capital of Japan.

JR Kyoto Station
Karasuma Chuo-guchi, Shiokoji-sagaru,
Karasuma-dori, Shimogyo-ku,
Kyoto, Japan 600-8216

Phone: +81-(0)75-344-8888 Fax: +81-(0)75-344-4400

osm@granvia-kyoto.co.jp

www.granviakyoto.com



ILLUMINATING VOICES

TEXT BY DAISUKE IWASE

The tide
has turned

An LGBT-friendly
initiative at a Japanese
insurance company

In November 2015, Lifenet Insurance Com-
pany announced that it will accept same-
sex domestic partners as beneficiaries of life
insurance policies. Until this announcement,
standard industry practice in the Japanese
market was that only families and relatives
were accepted as beneficiaries, with some
exceptions admitted for de facto oppo-
site-sex domestic partners who are deemed
to be of similar status as legally married
couples.

Lifenet was the first life insurance com-
pany in Japan to announce publicly this
LGBT-friendly initiative. We made the
announcement in conjunction with a bold
step taken by the mayor of Shibuya ward
in Tokyo to start issuing same-sex partner
registration certificates to gay couples, a cer-
tificate which requests the full cooperation
of public and private institutions to treat
same-sex couples the same way as legally
married opposite-sex couples.

For two years, a group of progressive
employees at Lifenet had been pushing for
this initiative. However, a number of risk
factors had to be evaluated before we would
decide to proceed in implementing it.

One was the medical underwriting risk
unique to the gay population. As a life
and health insurance company, our core
business is pricing and underwriting health
risks. We had come across data which,
though not necessarily robust for actuarial
usage, indicated that the attempted suicide
rate was meaningfully higher for the gay
population in Japanese society, and there
was the concern that a concentration of gay
people in the policyholder pool could poten-
tially skew insurance premium calculations.

Another was practical difficulties gay
couples could face such as with processing

claims following hospitalisation
or death. There have been cases
where hospital staff refused to
treat de facto couples as they

do legal spouses in critically ill
conditions, or even when issu-
ing death certificates.

There was also the general
risk to our reputation — the
anticipated negative reaction
from conservatives — which we
could not underestimate as a
startup B2C business.

After conducting numerous
consumer surveys, and discus-
sions with lawyers, healthcare
institutions, people in academia
and LGBT advocate groups, we
determined that the risks were
acceptable and the rewards
more than compensated for any
potential downside.

We dealt with the under-
writing risks by instigating a
carefully designed underwrit-

ing procedure, and requiring
a stable partnership
between the couples as

a condition for accept-
ing them as insurance
beneficiaries.

With regard to pro-
cessing insurance claims,
we realised similar
issues had existed among
opposite-sex domestic
partners who were not
entitled to various rights
given to married spous-
es. So we now provide
same-sex couples with a
sufficient waiver with specifics
about the disadvantageous
treatment that unmarried
domestic partners have had to
go through, as well as letting
them know we are committed to
supporting them on a best-ef-
fort basis.

Regarding our company’s
reputation, it was interesting
to observe that the divide was
mostly generational. However,
the tide has completely turned
over the last couple of years.

The courageous step taken by

the mayor of Shibuya has creat-

ed a social mood where it is con-
sidered inappropriate to oppose
LGBT-friendly initiatives.

There is increasing talk about
“chasing the pink dollar”, point-
ing to the business potential
for targeting the LGBT market
(7.6% of the population is the
number often cited). We believe
that the benefit goes far beyond
the immediate increase in the
top line. We received words of
praise from both existing and
new customers. And a few pol-
icyholders who had designated
their parents as life insurance
beneficiaries told us they would
now like to make their partners
the beneficiaries.

I was recently invited to par-
ticipate on a panel at an LGBT
event hosted by The Economist
in Hong Kong. Many executives
from leading global corpora-
tions gathered to discuss their

strategies in addressing the
needs of the LGBT population. I
realised that Japanese com-
panies still have along way to

go in terms of the breadth and
depth of the initiatives avail-
able. Companies like ours can
benefit by becoming a serious
first-mover in the pursuit of
gaining the support of the LGBT
community and beyond. ®

Daisuke Iwase is President & COO
at Lifenet Insurance Company
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“the rewards from
moving forward
more than
compensated
for any potential
downside”




LOGISTICS & WAREHOUSING

CARRYING
WEIGHT

Greater demand means

higher expectations

TEXT BY DAVID UMEDA

Responsible
Logistics

eeding our responsibilities
educe risk and cost tomo

-

-

WW.L is an industry leader in developing
solutions to reduce its operational
impact on the environment - being an
environmental frontrunner is part of our
company’s DNA.

www.2wglobal.com

WALLENIUS WILHELMSEN
LOGISTICS

The logistics and warehousing industries have to keep up with
the times. Technical advances have immediate application

in running the business, and greater economic globalisation
means dramatic expansion of trade amongst countries. So what
are the major players doing about it?

The Nichirei Logistics Group invests
in facilities in major metropolitan
areas where demand for logistics is
firmly focused on cargo booking.

"With logistics centres and
delivery hubs throughout Japan,
we provide a foundation to meet
a wide range of logistics needs,
including the solid demand for
storage and cold chain logis-
tics," explains Hiroshi Matsuda,
President.

Ocean logistics firms in Japan
invest heavily in ships.

“[As a result,] competition
gets tougher. And currently too
many ships are on the waters
and on order, especially in the
bulk and container sector, states
Toshifumi Inami, Head of Wallenius
Wilhelmsen Logistics Japan (WWL).
“Consequently, an increased

number of vessels are sent off to
demolition yards, or laid off until the
market normalises!’

The Nichirei Logistics Group "is
experiencing an increasing han-
dling volume in the European re-
gion," Matsuda points out. “Utilising
our asset strength, we offer ideas for
distribution reform and high-quality
operational management!”

According to Inami, “all main Ro-
Ro [roll-on, roll-off] market players
launched new so-called Post-
Panamax vessels, which operate
more economically and have the
latest technologies,’ he notes.
"Especially in the case of WWL, we
also have a strong environmentally
friendly focus!

Advances in the logistics industry
carry a lot of weight in a globalised
economy.
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ON THE GREEN

TEXT BY FRED VARCOE
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Choice

courses
close to

home

Good golf in Tokyo

According to the Golfin
Japan website, there are 21 golf

courses in the capital. Tokyo
spreads out into the country-
side, particularly to the west, so
it requires quite a trek to get to
some courses. But others aren’t
so far away.

The most accessible golf
course in the Tokyo area is
Wakasu Golf Links near Shin-
kiba Station on the Yurakucho
subway and JR Keiyo lines. The
course is built on landfill at the
outlet of the Arakawa river,
opposite Tokyo Disneyland,

but it’s certainly not rubbish —

Rather than take the bullet train to a faraway
provincial golf course, why don't you take
the subway, or even a tram, and play a great

round of golf in Tokyo?

despite what’s underneath the
fairways.

In fact, it has quite a classy
clubhouse, five minutes by
shuttle bus from the station,
and a good 18-hole layout
designed by the woman with
the best swing in Japanese golf,
Ayako Okamoto. The course has
matured a lot since it opened
in 1990 — as has Ayako — and
there are now plenty of trees

to get lost in. For those of you

The best
thing ...

is |their]
accessibility
and
proximity to
central Tokyo

who like an easy walk, Wakasu
has little elevation to speak ofj
but being next to the ocean, the
wind often kicks up, so the nat-
ural hazards kind of even out.
Wakasu is a full-facility course
and offers a decent challenge,
the biggest of which is making
abooking. The reservation sys-
tem pre-dates the course. You’'ll
need a push-button phone, a
Japanese speaker — and lots of
patience.

Further upriver on the
northern edge of the capital is
Akabane Golf Club, a 10-minute
taxiride from Hasune Station
on the Toei Mita line — and an
even easier five-minute walk
from Ukimafunado station on
the JR Saikyo line. Akabane has
18 decent holes that offer a real
golf experience, although it’s
slightly downmarket compared
with most Japanese golf cours-
es. Fees range from ¥7,900 on a
winter weekday to ¥13,780 on a
summer weekend.

For a more basic golf expe-
rience, you could board the
Toden-Arakawa tram or the
Namboku line to Oji station
(also served by JR) and take
a short taxi ride to the nine-
hole Shin Tokyo Tomin Golf
Course, ariverside layout that
calls itself the “Saint Andrews
of Japan” — an attribution
vying for the world record of
exaggeration.

Like Wakasu and Akabane,
the best thing about Tomin is its
accessibility and proximity to
central Tokyo. Tee times start
from 7 a.m., allowing you to get
in nine holes early and still have
a productive day at work. ®
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Trained in Europe
and the US

Specializing in implants,
esthetics, laser procedures

and anti-aging medicine

RYO
Y'Y DENTAL
CLINIC

TOKYO ANTI-AGING

Ryo Kitamura D.D.S. MEDICINE IMPLANT INSTITUTE
OPEN Mon-Fri 9:00 - 13:00
14:00 - 18:00 Nagai bidg. 2F
Saturday  9:00 - 13:00 1-7-7 Hatchobori, Chuo-ku, Tokyo

CLOSE Sunday, National holiday

inffo@ryodental.com <« www.ryodental.com/en

tel: +81-3-6280-5460




‘ CELLAR NOTES ‘

‘ TEXT BY ALLISON BETTIN

Wine-Tasting 101

A quick guide to evaluating wines

Wine snobs may disagree, but there's only
one reason wine lovers swirl, sniff and taste
before delving into a glass - to bring the
wine to life. Enjoy this brief guide to evalu-
ating wines with a pen, piece of paper, and
glass of wine in hand.

See

First, fill a wine glass about a third full and
tilt forward over a white napkin to evaluate
its colour. Then place the wine glass back
on the white napkin and look down into the
glass to evaluate the opacity of the wine.
We’re looking for hints about the grape
varietal, the winemaking process, and the
wine’s age. With white wines, a pale lemon
colour hints to a fruit-forward, light-bod-
ied wine — think Pinot Grigio and most
Sauvignon Blanc. A richer golden colour
hints to a wine with oak influence like a
Chardonnay. With red wines, a pale colour
indicates lighter-bodied varietals like Pinot
Noir, whereas inky reds hint to heavier-bod-
ied varietals like Cabernet Sauvignon. All
wines tend to take on a brownish colour as
they get older, though red wines become less
opaque and white wines become more so.

Smell

Now take your glass towards
your chest and start swirling
the wine, raising the glass
towards your nose until you
can smell it. This tells us if the
wine is very aromatic (at the
level of your chest), moderately
aromatic (chin), or not very
aromatic (nose).

To assess the bouquet, swirl
vigorously, put your nose into
the glass, and inhale deeply.
With white wines, you’ll smell
a spectrum of fruit flavours,
including citruses, stone fruits
and tropical fruits, with a smat-
tering of floralness, spice, butter
and toast. With red wines, you’ll
smell a darker variety of fruit,
including plums, berries and
cherries, with some floral, spice,
toast, earth and wood.

HJHE@EEQ

THE WINE GLASS COMPANY

GRAPE °:::' VARIETAL SPECIFIC.

WWW RIEDEL.CO.JP

If the wine is dominated by
fruitiness, it’s a younger wine;
earthy and spicy-dominated
wines often indicate an older
wine with oak ageing.

Taste

Take a generous sip and swish
it around in your mouth for 10
seconds, sucking in some air, if
you can, through your lips. Note
how the weight of the wine feels
in your mouth. Is it light-bodied
like skim milk; or is it full-bod-
ied like cream?

Swallow or spit. If your gums
feel dry, that means the wine
is highly tannic. If your mouth
is watering, then the wine is
highly acidic.

Now take another sip and
concentrate on all the flavours
you taste.

Conclusion

The best way to assess the wine
you've just studied is to see if
it’s in balance and if the finish is
lengthy. If one of the compo-
nents of the wine, like the tan-
nins, seemed glaringly obvious,
then the wine is a bit out of
whack. And how long could you
taste those flavours after you
swallowed? If the flavours linger
long after, you've got a quality
wine on your hands. ®
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PUTTIN’ ON THE RITZ

CASINO NIGHT 2016

Don't miss out on the action and the auctions when Casino Night 2016 comes to The Ritz-Carlton Tokyo,
featuring gourmet northern Indian cuisine, free-flowing drinks all night, close-up magician, and live
entertainment. Keep beating the house and raise your odds to walk away with some great raffle prizes.

Date: Friday, September 2, 2016
Venue: The Ritz-Carlton Tokyo
Games: Blackjack, Texas Hold’em Poker, Roulette, Big Six, Craps and Slot Machines
Participation Fee: 17,500 yen/person (Buffet Dinner; Drinks Included)

Register now: www.runforthecure.org

Note: All proceeds from Casino Night will go toward Run for the Cure® Foundation’s
mission to eradicate breast cancer as a life-threatening disease in Japan.



DOWN TIME

TEXT BY ANDREW HOWITT

Danny
Risberg

Company: Philips Electronics Japan

Title: CEO

Originally from: Southern California

Time in Japan: Not on a continuous basis, but
when added up, over 25 years! (Time flies ...)

“I love dogs, and

animals in general”

Jason
Kendy

Company: UBS Group
Title: Head of Communications for Japan

and Korea
Originally from: Los Angeles, CA
Time in Japan: 30 years

Hungry? Where do you like to go
for a bite?

| love eating and | guess I'm a foody.
For a bite for breakfast on the week-
end, Himonya Terrace for the eggs
benedict is wonderful.

What do you do to stay in shape?
Play and walk with my dogs. So
truly, not much.

Name a favourite book.
The Dilbert Book of Management.

What's something a lot of people
don't know about you?

| broke a lot of bones from sports
when | was a kid; more than | can
count or remember (both ankles,
both collar bones, 4 right ribs, to
name a few.)

Hungry? Where do you like to go
for a bite?

In this city, just about anywhere. |
love a great robatayaki, though.

What do you do to stay in shape?
Walk, walk, walk. As much as
possible.

Name a favourite
band.

Rolling Stones,
1968-78. That's
Beggar's Banquet
through Some Girls.

What's something a lot of people
don't know about you?

I hold several USA national records
in model airplane flying.

Cats or dogs?

Dogs. | just lost one to cancer, but |
have two other Italian Greyhounds.
| love dogs, and animals in general.

Summer or winter?

| like every season, so | don't have
a preference for either. All four sea-
sons offer something very special.

What's your ideal weekend?
Driving out to the mountains and
doing some hiking and fly fishing.

Where do you go for a drink after
a busy week?
| try not to drink much since at my

age, it is very hard to recover!!!

Cats or dogs?
Woof!

Summer or winter?
In Japan, neither - | complain about
both. In California, summer for sure.

What's your ideal weekend?
Going out for dinner with my part-
ner and friends.

Where do you go for a drink after
a busy week?

The dive bar behind our building is
my go-to because of the people and
music. But if | want a well-con-
structed cocktail, The Palace Hotel,

“I hold several USA national
records in model airplane flying”
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VICTORIA
FILET MIGNON

T v 7’ Y
most tender and juicy thick-c BLOOMIN’" ONION®

" filet at 170g, seasoned with our own A true Outback original. Our special onions are hand-
. carved, cooked until golden and ready to dip into our spicy

mayonnaise horseradish sauce.

secret blend of savory herbs and spices.

CHOCOLATE THUNDER DOWN UNDER

Fresh-baked pecan brownie with ice cream and homemade

chocolate sauce, and finished with chocolate shavings and
homemade whipped cream.

Rgppongi Shibuya Minami-Machida Makuhari _ Osaka Umeda
03-5413-4870 03-5459-7751 042-788-3360 043-213-3256 06-6457-7121

Shinagawa Konan Shinagawa Takanawa Ikebukuro Ebina Nagoya Sakae
03-6718-2761 03-5798-3501 03-5928-1391 046-292-4286 052-968-7800

WWW.OUTBACKSTEAKHOUSE.CO.JP/EN



THE AGENDA

COMPILED BY DAVID UMEDA

FRENCH CHAMBER OF COMMERCE
AND INDUSTRY IN JAPAN

Bonjour France —
French Week
at Isetan

nime: 10:30-20:00

VENUE: Isetan Shinjuku

FEE: Free (open to non-members)
conTACT: s.beharel@ccifj.orjp

APR.

14

FRENCH CHAMBER OF COMMERCE
AND INDUSTRY IN JAPAN

Bonjour France —
Exhibition Party:
Nelly Saunier and
Francois Azembourg
Time: 19:00-21:00

venue: Andaz Tokyo, Toranomon

FEE: ¥5,000 (open to non-members)
contAcT: s.beharel@ccifj.orjp

FRENCH CHAMBER OF COMMERCE
AND INDUSTRY IN JAPAN

Bonjour France —
Wine Tasting:
Wine and food pairing

Time: 19:00-21:00

venue: Trunk by Shoto Gallery, Shibuya
FEE: ¥6,000 (open to non-members)
conTAcT: s.beharel@ccifj.orjp

APR.

18

SWISS CHAMBER OF COMMERCE
AND INDUSTRY IN JAPAN

Luncheon:
Cool Japan Strategy

Time: To be confirmed
venue: Grand Hyatt Tokyo,
Coriander Room

FEE: ¥6,500

conTAcT: info@sccij,jp

APR.

18

The Agenda

BELGIAN-LUXEMBOURG CHAMBER OF
COMMERCE IN JAPAN

Monthly beer
gathering

TiME: 19:00-22:00

venue: Tokyo Belgian beer café
eee: Pay for what you drink
contact: info@blccj.orjp

FRENCH CHAMBER OF COMMERCE
AND INDUSTRY IN JAPAN

Bonjour France —
Champagne Night
with Taittinger

TIME: From 16:00

VENUE: Baccarat B bar
Marunouchi and Roppongi

FEE: Free (open to non-members)
conTAcT: s.beharel@ccifj.orjp

MULTI-CHAMBER EVENT

Stora Enso Cup —
Sweden-Finland
Golf Challenge

Time: First tee-off at 08:42

venue: Taiheiyo Club, Gotemba West
FEE: ¥18,000

conTAcT: fccj@gol.com /
office@sccj.org

FRENCH CHAMBER OF COMMERCE
AND INDUSTRY IN JAPAN

Bonjour France —

A French Guinguette
in Tokyo

TimE: 18:30-23:00

VENUE: [nstitut Frangais Brasserie,
lidabashi

FEE: ¥2,000 (open to non-members)
conTAcT: s.beharel@ccifj.orjp

BELGIAN-LUXEMBOURG CHAMBER OF
COMMERCE IN JAPAN

Belgian Beer and
Food Academy IV

TimE: 18:15-21:30

veNUE: Hilton Tokyo, Yamato
Eee: To be confirmed
conTacT: info@blccj.orjp

APR,

MULTI-CHAMBER EVENT

Joint Nordic Business
Luncheon: “A New
Normal — From Red to
Black Numbers”

TiME: 12:00-14:00

venue: Hotel Okura, South Wing, 12F
FEE: ¥6,000 (members), ¥8,000

(non-members)
conTacT: office@sccj.org

APRIL 2016 -
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Yoshitaka
Sonoda

Managing Partner, Y
Sonoda & Kobayashi
Intellectual Property
Law Firm

Founded in March 1998, Sonoda &
Kobayashi Intellectual Property Law offers
reliable legal services to clients around the
world. The firm has assembled an interna-
tional staff of 80 people from eight countries
who strive for clear communication, trans-
parency, and mutual understanding,.

“Our deep understanding of intellectual
property law and technology means our
clients trust us to efficiently prosecute
and protect their intellectual property in
Japan and abroad,” says Yoshitaka Sonoda.
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NICHIREI LOGISTICS GROUP INC.

Truly Global
Solutions

Located in Rotterdam, the largest trade port in the world, we provide temperature-controlled
logistics service for our customers throughout the whole of Europe.

Putting the know-how we have cultivated of domestic temperature-controlled logistics to use, we have over 25 years of experience in Europe.
We currently operate our temperature-controlled logistics business on a massive scale, including throughout Asia, offering both domestic and

international logistics of the highest quality.

® Nichirei Logistics Group’s Logistics Services

Regional Storage Operations

With our superior quality logistics and the best domestic refrigerated
storage, we work in close cooperation with the around 4,500 businesses
that make up our customers.

Logistics Network Operations

Expanding our business over highway transportation services and regional
delivery services, we provide effective transport and delivery with our
network of around 4,000 rolling stock operating daily and a storage capacity
of around 1,400,000 tons.

Foreign Operati

With over 25 years of achievements in Rotterdam, Europe, we are also currently
expanding our temperature-controlled logistics services through joint ventures,
incorporation, and investment in China and Thailand, expanding our area of
operations throughout the whole world.

Engineering Operations

We are constantly putting our specialist knowledge of refrigeration technology to
use improving the quality of our service, as well as developing our environmental
technology to meet the needs of the modern era.

www.nichirei-logi.co.jp




BEHIND EVERY SKYLI; STORIES OF

ADVAN

Stories of technological ingenuity and architectural beauty.

Stories of thriving workforces and economic progress.
Stories we build with our clients every day.

We envision what’s possible and bring the potential
and power of real estate to life.

For everyone who touches CBRE.

Let’s build your story of advantage together.
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