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Looking for a relatively inexpensive
place to practice your triple lutz?
The White Sacas Toyotown Ice
Garden in Akasaka is Tokyo's largest
outdoor skating rink. This year, it's
celebrating its 10th anniversary.
Even if you're no Mao Asada or
Yuzuru Hanyu — or haven't touched
a pair of skates since you were 11
— don't worry. You can rent some
skates and sign yourself up for a
lesson.

Photo by Kageaki Smith
[Z www.kageaki.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.

© “The EU-Japan EPA is the
biggest trade deal the world has
yet seen, and will create an open
market bloc that covers 600
million people and 37% of global
trade. My concern, as a Brit, is
that the UK will not be a part

of it, and I wonder how big the
negative impact of that will be.”

Tokyo journalist Tim Hornyak has
covered technology in Japan for IDG
News, CNET, Scientific American
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.

© “After Alexis Papahelas’s
interesting talk on the future of
Greece and Europe, I asked him
what he was most proud of in
his long career as a journalist.
He said it was seeing the rise of
a new generation of Greek jour-
nalists who are passionate about
investigative journalism. That’s
something the world needs now
more than ever.”
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Justin McCurry is the Japan

and Korea correspondent for

The Guardian and The Observer
newspapers. He graduated from
the London School of Economics
and later gained a master's degree
in Japanese studies from London
University.

© “Books and British festive
goodies aside, I'm not what you
would call an enthusiastic online
shopper. While I loathe long
shopping expeditions, I've yet to
dispense with my traditionalist
instincts. That doesn’t necessar-
ily mark me out as a consumer
dinosaur; but as I discovered
while researching this article, the
in-store experience is about far
more than bricks and mortar.”
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Dan Sloan has covered Japan and
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Asia as a journalist, author and
corporate content chief for over 20
years, seeing more governments
than he can count. He is a former
president of the Foreign Corre-
spondents' Club of Japan, and an
unrepentant Yokohama BayStars
fan.

© “As the number of days to

the Tokyo 2020 Olympics and
Paralympics grows shorter,
sporting venues — and costs —
are rising in the nation’s capital.
While reliving glories of past
Games may be a middle-aged
dream, there is still quite a work-
out ahead.”
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Ascott Marunouchi Tokyo offers global travellers an urban oasis in the bustling city of Tokyo.
Strategically located in the Marunouchi-Otemachi area, one of our latest luxury
Ascott residences will connect you to some of the finer things in the city.

ASCOTT

MARUNOUCHI
TOKYO

Enjoy Ascott’s Best Rate Guarantee | www.the-ascott.com | 0120 914 886

Ascott Marunouchi Tokyo is managed by The Ascott Limited, a member of CapitalLand. It is one of the leading international serviced residence owner-operators with
more than 500 properties in over 120 cities across the Americas, Asia Pacific, Europe and the Middle East. Its portfolio of brands includes Ascott, Citadines, Somerset,
Quest, The Crest Collection and lyf.
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Clients have the unique opportunity
to drive an array of the highest-
performing and most sought-after cars
in the world, while at the same time
expanding their own network with
Tokyd's elite car-lovers. Get behind
the wheel of a Ferrari, Lamborghini
or Aston Martin, among others, by
simply reserving online or calling us.
We understand that each client has
different aims so we have designed a
variety of membership programmes.

WWW.TOKYOSUPERCARS.COM

©

CIRCUIT
EXPERIENCE

To help clients improve their skills,
we offer performance-driving
instruction, both at the circuit

and on state-of-the-art race car
simulators. Our Circuit Experience
allows our clients to maximise the full
potential of our customised circuit-
ready Toyota GT86 race cars. We
offer clients the opportunity to learn
the basics of performance-driving
so they can confidently drive any
supercar without fear or hesitation.

b

CORPORATE
INCENTIVES

In today’s competitive corporate
environment, innovative and
exclusive incentive programs are in
high demand. Our expert team will
work with your company to create a
bespoke luxury corporate incentive
package tailored to your desired
outcomes and parameters. Our
incentive packages are a powerful
and effective tool for achieving a
range of corporate objectives for
both your employees or your clients.

CLUB@TOKYOSUPERCARS.COM
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TEXT BY ANDREW HOWITT

ductive workers and, in turn,

A healthier year in a e o

- more about Edenred in Gavin
h ea Ith I e r Wo rI d Blair’s Bon appétit (page 10).

On 9 December, final
agreement was reached on the
Japan-EU EPA. The agreement

Over the past decade, bees around the in aresolution being adopted will mean an increase in healthy
world have been dying at a rate much higher by the United Nations General competition in both markets
than normal, with millions of hives lost. The Assembly and 20 May being and give a boost to their respec-
main culprits appear to be pesticides and declared World Bee Day. Read tive economies. Read Gavin
fungicides, which can cause disorientation more on this accomplishment, Blair’s Waving the flag of free
and memory-loss in worker bees, resulting and learn about Slovenia-Japan trade (page 18) to learn about
in a phenomenon called colony collapse relations, in our interview with how some specific industries
disorder. This should be reason for concern Slovenian Ambassador to Japan will benefit.
as bees are responsible for pollenating 75% Simona Leskovar (page 20). It sounds like this could turn
of all food crops — including a wide range On our cover is Malik out to be a good year.
of fruit, vegetable and nut plants. Their Roumane of Edenred Japan, Wishing you a happy and
lives are directly related to human health which operates Ticket healthy 2018.
and survival. Restaurant, a lunch voucher

In 2015, Slovenia — a country where every scheme for businesses. The firm
200th inhabitant is a beekeeper — began promotes healthy lunch options,
an initiative to help protect the world’s bee which, according to Roumane, Editor-in-Chief
populations. This culminated last month lead to healthier, more pro- andrew@paradigm.co.jp

LAKELAND
+UNIVERSITY+
JAPAN

Lakeland University, Japan Campus is a branch Sl FEES Sz
campus of an American university conveniently ~ * Hon aualified, caring professors

. . e Multicultural student body
located in Shinjuku.

(35% international students from over 45 countries)
e A wide assortment of undergraduate courses
e Intensive English language program available

Four-Year B.A. Degree

LUJ will start a US-accredited four-year degree program in As part of its community outreach, Lakeland University, Japan

Campus also offers non-degree bearing courses in evening and

September 2018, culminating in a Bachelor of Arts degree (B.A.).

: ) Saturday Open College classes. Among the courses being offered
The Tokyo campus will continue to offer a two-year Associate of Arts degree,

as|it has for nearly 30 years. are: Japanese, Chinese, Korean, Spanish, Russian, Translation, Film

Appreciation, Ageing, and PowerPoint.

Free Dial: 0120-30-5571 o Tel. 03-3325-0425
5-7-12 Shinjuku, Shinjuku-ku, Tokyo 160-0022 http;//| uj. lakeland.edu
Email: admissions@japan.lakeland.edu
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Imagine a scheme that boosts productivity, employee health and
loyalty; costs just ¥200-¥300 a day; and is essentially tax free.
Surely employers would jump at the chance to sign on the dotted
line, particularly those in a country facing chronic personnel
shortages and productivity levels that lag those of its OECD rivals.
Edenred believes it has just such a solution for Japan in its Ticket
Restaurant offering of lunch support for employees.

The Paris-headquartered multinational
launched Ticket Restaurant in France in
1962. It was inspired by the UK’s luncheon
voucher programme. Edenred now operates
in 42 countries and, in 2016, processed
transactions worth €19.8 billion, earning
€1.14 billion in revenue. The global firm
offers solutions — such as employee bene-
fits, fleet and mobility solutions, corporate
payments, incentives and rewards, and
public social programmes — for companies,
employees and merchants.

Edenred’s move into Japan came in 2012
with its acquisition of Barclays Vouchers,
the only company offering lunch vouchers
here. Ticket Restaurant is currently its only
service in Japan, though others may be
rolled out in the future.

“going out to have
a healthy meal is
directly linked to

employee satisfaction

and productivity”

“In Japan, almost 60 million
people go to work every day,”
says Malik Roumane, CEO of
Edenred in Japan. “That makes
it a big market for us.”

Roumane was appointed
head of Japan operations in
July 2017, and is currently on
his third stretch in the country,
where he has spent 17 of the
past 25 years.

At the core of the Ticket
Restaurant solution are month-
ly vouchers worth ¥7,560, with
the cost split evenly between
employer and employee, to
be spent on lunch at 58,000
participating eateries and
convenience stores across the
country. Because such benefits
are not counted as income for
employees, there aren’t any
taxes imposed on the company’s
contribution.

Alongstanding tradition in
many Japanese households is
for men to be given a monthly
allowance, known as okozukai,
and this has been a keenly-ob-
served barometer of consum-
er spending power. Having
peaked at around ¥77,000
during the bubble era (the
mid-1980s to the early 1990s),
itis now around ¥34,000, notes
Roumane.

“People save on many
things, including lunch,” says
Roumane. “You can eat a bowl
of noodles at your desk and
then take a nap. But this is not
good. You need to spend time

JANUARY 2018 - EUROBIZ JAPAN
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Elio Catering recreates the same uncompromising quality
offered at Elio Locanda ltaliana. All dishes are prepared at Elio
Catering headquarters using organic and tested radiation-free
ingredients, and are delivered fresh to your event location.
Should you prefer to dine at home or elsewhere, the taste and

genuine atmosphere of Elio Locanda can come to you! Elio’s
offers you many solutions, and the menu is chosen together
with you to match your dietary or culinary requirements.
Several options, such as chef detachment and food delivery, are
available to take care of your guests in the best way possible.

Telephone: 03-5210-5701 E-mail: catering@elio.co.jp

www.elio.co.jp



for lunch — you need to go out

and walk, interact with your
colleagues. These are all related
to health and employee satisfac-
tion. And we want to contribute
to this.”

Although there is nothing to
stop workers using the vouchers
to gorge on fried foods or
snacks, Edenred also provides
advice to both users and restau-
rant partners as to the benefits
of healthy options.

“By doing what we do — by
providing additional purchasing
power and at the same time
educating employees about
healthy food — we believe
that, more and more, they will
make the choice to eat better,
rather than just more,” suggests
Roumane. “With an extra ¥200
or ¥300, many will then choose
a piece of fruit or yoghurt.”

Roumane sees the combi-
nation of the current labour
shortage, the productivity
shortfall, and a traditional
tendency towards paternal-
istic capitalism in Japan as
creating an environment ripe
for the adoption of the Ticket
Restaurant solution.

BON APPETIT

“When you give an employee a benefit, you
will have more gratitude than if you were giv-
ing the equivalent in cash,” Roumane says.
“This is because you are sending a very clear
message: I care about you, I care about your
health. This helps with employee retention.
In Italy, seven out of 10 employees say that
the meal support scheme has a positive
impact on the working atmosphere.”

Although not mandatory, it is taken for
granted that employers pay the commuting
costs of their employees in Japan. Roumane
would like to see companies’ support for
better eating become equally as standard a
practice.

“We know that going out to have a healthy
meal is directly linked to employee satisfac-
tion and productivity. And productivity in
Japan is a big thing; but it is not where the
government would like it to be. With the
population decreasing, the only way to find
economic growth is through productivity
gains,” points out Roumane. “According to
the International Labour Organisation, there
is the potential to increase productivity by up
to 20% through better food for employees.”

And meal support does a lot for the econ-
omy as well. In Brazil, where Edenred’s solu-
tions have widely been adopted, more than
€2 billion is injected in the economy through
meal vouchers every year. In Belgium, the
amount is €1.2 billion. In France, in 2014,
some 110,000 jobs in the restaurant and food

“you are sending

a very clear
message: | care
about you, | care
about your health”

retail sector were created thanks
to the meal voucher solution.

The Japanese government’s
current focus on work-style
reforms to create healthier
working environments is some-
thing Roumane sees as dove-
tailing with Edenred’s Ticket
Restaurant. Together with other
contributing factors, he believes
the growth potential in the
largely untapped Japanese mar-
ket — with its legions of salaried
workers — is significant.

Edenred is also upgrading the
user experience. It already has
a smartphone app that displays
partner outlets in the vicinity
via an on-screen map, and is in
the process of adding further
functions.

Worldwide, 70% of payments
are now made digitally. In
Japan, digital payment through
a card was only launched just
over a year ago and is develop-
ing well, according to Roumane.
While Edenred recently rolled
out payment by smartphone in
France and Spain, the concept
itselfis still in its preliminary
stages in Japan and is currently
being considered by Edenred
Japan.

“We need to convince all
stakeholders that it’s impor-
tant for people to eat well,”
says Roumane. “This sounds
obvious but, depending on the
country, it’s not always the case.
In Europe, where our solution
began 50 years ago, supporting
employees’ lunches is consid-
ered amust.” ®
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FEATURE

TEXT BY JUSTIN MCCURRY

How e-commerce is affecting
the bricks-and-mortar sales

model in Japan

No doubt to the disappointment
of many British children, Toys “R"
Us announced at the end of 2017
the closure of a third of its stores
in the UK, putting hundreds of
jobs at risk. Earlier, the American
retailer had filed for bankruptcy in
the US and Canada, with industry
observers citing its losing

battle with online rivals such as
Amazon.com.

n contrast, in early December, Japan’s

largest online shopping site, Rakuten,

said it was branching out again, this time

into telecommunications — with plans
to build its own mobile phone network —
and become the country’s fourth mobile
phone carrier in 2019.

While Toys “R” Us has recently launched

aweb store, its plight is a cautionary tale for
any business that has been slow to embrace

EUROBIZ JAPAN - JANUARY 2018




e-commerce, the name for the online
marketing, sale and purchase of goods and
services.

Those lessons appear to have been heeded
in Japan, where business-to-consumer
e-commerce transactions exceeded ¥13
trillion in 2015, according to the Ministry
of Economy, Trade and Industry, a rise of
7.6% over the previous year. E-commerce,
the ministry said, “and the computerisation
of commercial transactions continues to
advance”.

There is more good news. In its 2016
business-to-consumer report on Japan,
the Ecommerce Foundation, a non-profit
organisation, said the number of e-shoppers
in Japan had risen from 71 million in 2012
to 76.9 million in 2015. In terms of tangible
items, clothing is the most popular online
purchase, and consumer electronics and
home interiors also rank highly, according to
the report. Travel is by far the most popular
service, with 91% of leisure flights and 86%
of hotel stays booked online in 2015.

“Japan’s developed economy, highly urban
population, and single language make the
market attractive to online retailers,” the
report said. “Highly developed distribu-
tion infrastructure and small country size
make delivery easy and convenient. Market
growth is expected to be steady for the fore-
seeable future.”

Rakuten and Amazon Japan lead the pack,
with their huge portfolio of products, prices
lower than those offered on the high street
and speedy delivery options. In their wake
come myriad sites specialising in particular
product lines and services.

JapanConsuming, an online publication
devoted to the Japanese retail industry, pre-
dicts that 20% of all retail sales will happen
online by 2023, thanks to a combination of
widespread smartphone use and the easy
compare-and-contrast options digital mar-

JANUARY 2018 - EUROBIZ JAPAN
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A LIFE-CHANGING INTERNATIONAL
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Diploma, IGCSE, IB and A-Level qualifications, which are recognized
by universities around the world.

» Internationally recognized » Students from 75 different
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» Campus locations in New York, » 1-on-1university guidance
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Please attend an information session or a 1-on-1
consultation offered in January and February

JANUARY 28TH, FEBRUARY 3RD,
2018 2018
Place: Shibuya, Place: Shibuya,
Tokyo Tokyo
Time: 4pm - 6pm Time: 4pm - 6pm
Guest Speaker 1-on-1 Consultation
Mr. Michael Muska Contact Us:
Nationally T: 03-6892-7025

recognized in the
field of university
admissions.

AN IB WORLD SCHOOL
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schools authorized by the IB Organization can offer any
of its academic programs. For further information about
the IB visit www.ibo.org




THE OMNICHANNEL EXPERIENCE

keting offers to Japan’s famous-
ly discerning consumers.

But does the growth of online
shopping really spell the decline
of Japan’s bricks-and-mortar
stores? Will the day arrive when
the streets of Ginza stand empty
on a weekend afternoon, as
consumers click their way to
ownership of a brand-name bag
or designer coat?

That’s unlikely, given that
many Japanese view shopping
expeditions as a pilgrimage.
Instead, the future could be one
in which firms in e-commerce
denial struggle, while those that
marry traditional and modern
shopping habits thrive.

However, for those business-
es that choose this marriage,
more needs to be done and the
bar needs to be raised for them
to see long-term success.

“They have to deliver a
seamless customer experience
at every touch-point, maxim-
ise sales across every channel
and device, and live up to their
promises regarding product
availability and delivery,” wrote
Gert-Jan Morsink, a member
of the executive board at the
Paris-based business process
outsourcer Webhelp Group, in
the Ecommerce Foundation’s
report on Japan. “In order to
create a strong retail brand to
which consumers will return,
they must turn shopping into
retail therapy — effortless, relax-
ing and ultimately enjoyable.”

That means embracing the
omnichannel approach — a
marketing and sales strate-
gy that integrates consumer
habits, whether shopping online
with a laptop or mobile device,
ordering over the phone or
visiting a physical store.

“We learned that online, we
need to tell a story to attract
consumers,” said Neta Hahne,
online and omnichannel
director at Estée Lauder Group

Companies Japan. “It is not only
promotions that consumers

are interested in, but the actual
experience and high-touch
service. Also, omnichannel plays
abigrole in attracting consum-
ers as you make the experience
between offline and online more
and more seamless.”

ompanies consider-

ing a journey into the

omnichannel world
should consider following the
example of the Japanese appar-
el retailer Marui, according to
Roy Larke of JapanConsuming,.
Marui has placed its entire
store inventory online so that
customers can browse products
before buying them at its stores
— although they also have the
option of home delivery.

Larke, who is also a senior
lecturer at Waikato University
in New Zealand and an expert
on retailing, consumer behav-
iour and marketing, believes
that Japanese retailers, general-
ly speaking, seem to understand
that the future will be one of
online-offline integration, in
which smartphones are built
into the in-store shopping
experience.

But what of businesses that
have buried their heads in the
sand?

“I think the only sector
currently threatened by online
is consumer electronics, and
I do expect chains to be cut
back,” Larke said. “We’ll see a
split between the omnichannel

“Setting up Iin

Japan has got
much cheaper

and easier, but it

is still a risk”

91% of leisure flights and 86%
of hotel stays were booked
online in Japan in 2015

operators and the rest. Where
omnichannel becomes standard
— as I think it will in fashion,
stationery, furniture, and even-
tually food — the split between
the winners and losers will

be their ability to innovate an
omnichannel solution with all
the integration and direct mar-
keting that will require. Those
that don’t do this will lose; and,
yes, stores will close.”

What the travails of Toys “R”
Us can teach us is that failing to
adapt to fast-changing consum-
er habits is anything but child’s
play. That goes for Japan as
much as for Europe and the US.

But with challenges also
come opportunities. After
all, e-commerce means that a
foreign retailer wishing to test
the waters of the Japanese mar-
ket no longer has to contend
with the expense and logisti-
cal obstacles that come with
searching for real estate and
opening an office.

“Setting up in Japan has got
much cheaper and easier, but it
is still a risk,” cautions a report
compiled for UK Trade and
Investment “Today, however,
e-commerce means you can
now sell direct to Japanese
consumers from the UK, or
with a quickly set-up Japanese
operation.”

Inits upbeat assessment,
the report goes on to describe
e-commerece as a “low-risk way”
to gauge the Japanese market:
“whether you only want to sell
online or have bigger plans,
looking at the opportunities for
e-commerce in Japan is worth
the effort.” ®
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TEXT BY GAVIN BLAIR

Waving
the flag of
free trade

Final agreement reached on the

EU-Japan EPA

On 9 December, an agreement
was concluded on what is to
be the world's largest free trade
deal. The EU-Japan Economic
Partnership Agreement (EPA)
will create a joint open market
that covers 600 million people,
30% of the world's GDP and
37% of global trade. It will
slash most tariffs on goods
traded in either direction,
eliminate non-tariff measures
(NTMs), and protect the

rights of specialty foods and
beverages — including Kobe
beef and Prosecco wine — so
that regional names can only
be applied to products with that
particular geographical origin.
As well as promoting bilateral
trade, it is hoped that cross-
border investment will also be
stimulated by the EPA.

he deal is being
hailed as a beacon of
hope for free trade,
especially in light of
the Trans-Pacific Partnership
(TPP) having been abandoned
by the United States, and a
contentious round of WTO
trade talks in Buenos Aires at
the end of last year. However,
some issues — including inves-

tor-state dispute settlement and data flows
— were removed from the deal as agreement
on these is yet to be reached.

“Beyond its considerable economic
value, the finalisation of the EU-Japan EPA
is of strategic importance,” declared the
European Commission President Jean-
Claude Juncker and Prime Minister Shinzo
Abe in a joint statement. “Amid widening
protectionist movements, the finalisation
of the negotiations on the EU-Japan EPA
demonstrates to the world the firm political
will of Japan
and the EU to
keep the flag
of free trade
waving high.”

T of strateglc |
the major
beneficiaries
are expected to be the Japanese auto sector
and European food and beverage makers,
leading the EPA to be dubbed the “cars-for-
cheese” deal by some observers.

Japan currently imposes tariffs of up to
30% on European cheeses and approximately
15% on European wines. Meanwhile, the 10%
tariff on Japanese cars exported to the EU
will be phased out, and the 3% on auto parts
will be abolished as soon as the deal comes
into effect. Japanese automakers have a
much larger share of the American car mar-
ket than they do of the European one, and
will be hoping to raise their export levels to
the EU once the new rules come into effect.

the finalisat
EU-Japan E
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Other sectors on the
European side which are set
to receive a boost include the
leather and shoelindustries,
which currently
million in tariffs annually on
exports to Japan, according to

“The overall benefit is much
freer access to the Japanese
marketplace for EU compa-
nies,” said EBC ¢

Danny Risberg. “/This is not only
accomplished by a reduction in
tariffs, but with the removal of
non-tariff measures and open
access to the market.”

Public procurement and

bidding for railway-related

contracts have both been
long-standing banes of conten-
tion. The EU has|complained
about the presence of NTMs
that have effectively made
applying for tenders in Japan a
waste of time in many instances.
Agreement to level the playing




field in these two areas has now
been reached, though many

see these as the ones likely to
require the closest monitoring
after implementation.

“Public procurement is a sen-
sitive issue everywhere, includ-
ing in Europe,” pointed out an
official close to the negotiations
on the EU side. Nevertheless,
they describe the EPA as “avery
ambitious agreement” and said
it “deals with areas that Japan
has never addressed before.”

The official acknowledged
Abe’s role in ensuring the deal
came to fruition, while noting
that the interests of the EU and

000000000000000000000000000000°00000000000000000000

Japan are also broadly aligned on free trade,
saying “Both the EU and Japan need exports
now as we are seeing stagnated growth in our
mature economies with demographic issues.”

Martin Schulz, senior economist at the
Fujitsu Research Institute, also credits
Abenomics as the driving force behind
Japan’s shift from a country frequently labe-
led protectionist in the past, to a new role as
something of a champion for open markets.

“Itis rarely this clear as to how Japanese
policies are being shaped,” he said.

Exports account for just 16% of Japan’s
GDP, alow proportion by international
standards, with imports even lower.

“Opening up the economy further to more
competition to drive productivity is a main
focus,” Schulz noted.
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With the TPP scuppered by
US President Donald Trump on
his first day in office, there was
added impetus to get the EPA
concluded for both symbolic
and practical reasons. However,
Schulz is critical of the setting
aside of what he calls “21st
century issues” such as inves-
tor-state dispute settlement
and data flows. Nevertheless, he
predicts the EPA, once imple-
mented, will add about 0.1% to
Japan’s GDP.

“This is not mind boggling,
but when your potential growth
rate is 0.8% then it is quite sig-
nificant — more than a 10% shot
in the arm, which is not so bad,”
he observed.

The next step is for the
agreement to be translated
into the 24 official languages
of the EU and for all of those
versions to be legally exam-
ined. It will then be submitted
to the European Council and
the European Parliament for
approval, with approval also
required in the Japanese Diet.
If all goes according to plan,
the EPA should then come into
force some time in 2019.

Then the process of making
sure that the rules are followed
will begin. For tariffs, that is
relatively straightforward, but
with non-tariff measures, there
is greater possibility for not
complying with the spirit of the
agreement.

“The EBC needs to now shift
from support in the negotia-
tions to support in monitoring
the status of trade, and ensure
that the goals are reached and
that the non-tariff measures
are removed as agreed,” said
Risberg, who sees this as the
most challenging aspect of
implementation. “This will
come through active engage-
ment of all concerned parties,
so there are many moving
parts.” @
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In 1991, Slovenia became an independent country. Simona Leskovar,
who is ambassador to Japan today, was part of the first generation

of independent Slovenians attending university. After graduating
from the international relations programme at the University of
Ljubljana, she joined the Ministry of Foreign Affairs — the first step

to fulfilling her childhood dream of representing Slovenia around
the world. For the past 21 years, she has served her country in places
such as Washington, DC, and New York, and was posted to Japan

as ambassador in October 2015. Ambassador Leskovar spoke with
FEurobiz Japan about Slovenia being declared the first green country
in the world, the nation’s role in initiating World Bee Day, and how a

Slovenian pastry has generated interest in the country.

Could you tell me about Slovenia’s
recent history?

Slovenia was part of the former
Yugoslavia. We held a referendum in 1990
and voted overwhelmingly for an independ-
ent country. On the 25th of June 1991, we
declared an independent Slovenia. It was
rather peaceful for us.

Slovenia was the most developed republic
of the former country. Also, because we were
geographically situated farthest to the west
— we border Italy and Austria — we have
always been able to penetrate to these mar-
kets. After gaining independence, Slovenia
became a member of the United Nations
in 1992, and joined the EU and NATO in
2004. We adopted the Euro in 2007, and also
became a member of the Schengen zone.
Our development was rather quick and
successful.

Last year, our GDP growth was 3.2%.
Unemployment is just over 6%, below the
EU average. The World Economic Forum’s
Gender Gap Index puts Slovenia at a very
high sixth place. These are quite some
achievements in our development.

Our motto is ‘I feel Slovenia’. I say it here
all the time to everybody, that Slovenia is the
only country in the world that has the word
“love” in its name.

What is potica, and why was it in the
news last year?

Potica [pronounced po-TEE-tsa] is a tra-
ditional Slovenian pastry for holidays — but
these days, we eat it all the time. It became

world famous because of
President [Donald] Trump’s vis-
it to the Vatican. Pope Francis
asked the First Lady, Melania
Trump, “What are you feeding
him? Potica?”

It surprised us that he asked
Melania about it. And she was
surprised. Suddenly, potica was
on the top of everyone’s list, and
it got Slovenia some attention.

Pope Francis is from
Argentina; and we have the
biggest Slovenian community
outside Slovenia in Argentina.
He was friends with Slovenians
where he was a priest, so he
would have been introduced to
it at that time.

How are relations between
Slovenia and Japan?

Prime Minister Cerar visited
Japan in October 2016. He
opened the STS [Science and
Technology in Society] forum
in Kyoto together with Prime
Minister Abe. We have felt
the consequences of that visit
through 2017, especially with
the increase in exchange, and
some very important Japanese
investments in Slovenia.

We also signed a convention
to eliminate double taxation the
day before our prime minster
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A LABOUR OF LOVE

visited, so that has helped boost
business and the economy.

And last year, we celebrated
25 years of diplomatic rela-
tions with Japan. The leaders
exchanged letters to commem-
orate this.

Can you tell me about some
of Japan’s recent invest-
ments in Slovenia?

Yaskawa Electric decided to
build their first flagship plant
for industrial robots — outside
Japan and China — in Slovenia.
Production will start this year.
And they hope that in 2019 it
will be producing 4,000 indus-
trial robots a year. What is most
important is it will give around
200 new jobs to Slovenians —
and these are jobs for highly
educated people.

Another investment was by
Sumitomo Rubber Industries. It
also decided to build a factory in
Slovenia through its Swiss affili-
ate, and will produce elastomers
for medical equipment. Again,
it will create some 200 jobs in
Slovenia.

A third was by Kansai Paint,
one of the world’s top ten paint
manufacturers. It acquired
Slovenia’s Helios Coating
Group and is turning it into
the firm’s European centre for
R&D, innovation and business
development.

Japanese are deciding to
invest in Slovenia in these
high-tech industries because
they see us as very competi-
tive in the world market. They
say that our working habits
and cultures are very similar
to theirs. And we are highly
educated, plus there’s our geo-
strategic position in the heart
of Europe.

Soon after our prime min-
ister’s visit, the Keidanren
[Japan Business Federation]
decided to visit Slovenia. I had
been working hard since my

first day here to get them
to go to Slovenia. There
were some 20 companies,
including ANA, JAL,
Mitsubishi Chemical
Holdings and Hitachi. And
I hope that it will bring
some results in the future.

‘What are some of your exports?

Vehicle parts, pharmaceuticals and
packaged medicaments, as well as wine. One
of the things we export to Japan is skis. We
have a company called Elan that produces
sporting goods, and it’s known for its skis.

Slovenia is a big producer of honey since
beekeeping is one of the oldest activities in
Slovenia. We believe in self-sustainability in
agriculture and want to emphasise how
important it is to produce healthy
food. But it’s also about the life of
bees as pollinators. So, Slovenia
has endeavoured, within the
United Nations, to proclaim
World Bee Day. A reso-
lution was adopted ,a
just last month at the iy
United Nations General
Assembly. From this year
on, every May 20th, we will
commemorate World Bee Day.

‘We want to educate the young about how
important the bee population is.

In what ways is Slovenia a sustainable
tourist destination?

The Slovenian Tourist Board was aware
10 years ago that we needed to promote our
country in a different way. So, they started
domestic promotion of green and sustain-
able tourism, and developed the Slovenia
Green brand. It attracted international
attention, and in 2016 we were declared
the first green country in the world by the
organisation Green Destinations. When
the decision was announced, they said that
Slovenia’s compliance with their 100 criteria
was 96%. Ljubljana was given the European
Commission’s title of European Green
Capital 2016 because of its sustainable
development; in the centre of the capital,
for example, we have only pedestrian zones.
Then last year, we got National Geographic’s
prestigious World Legacy Award in
Destination Leadership.

“in 2016 we were
declared the first green
country in the world”

All of Slovenian tourism —
the hotels, providers, parks,
travel agencies — is focusing on
green development. And this is
not only how we are promoting
tourism. We are promoting
healthy lifestyles, and, today,
we’re all going back to nature;

we all want to live healthy. ®
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COUNTRY SPOTLIGHT

TEXT BY ANDREW HOWITT [2 BLCCJ.OR.JP

Belgium and
LLuxembourg

Holding Japan's attention

he 1872 novel A Dog of Flanders, by English

author Marie Louise de la Ramée, struck a

chord with readers in Japan on its release, and
is considered a children’s classic here. Set in Antwerp,
Belgium, this tragic story of a boy and his dog was made
into a popular anime series in 1975 and has also seen
several Japanese film adaptations. As a result, Belgium —
along with its chocolate and waffles — is part of Japan’s
popular consciousness and holds a special attraction for
many in this nation. Not only do Japanese consistently
rank among Belgium’s top 10 annual visitors, but Belgian
businesses and R&D projects also hold a special attrac-
tion for firms in Japan.

“The Belgian biotech and life sciences sector is cur-

rently booming, and is recognised internationally for its

EUROBIZ JAPAN - JANUARY 2018

high standards,” says Belgian Ambassador
to Japan Gunther Sleeuwagen. “Its work
is highly relevant in societies with ageing
populations.”

Japanese investments in Belgium in this
industry are on the rise. For example, in
May 2017, Japan’s Astellas Pharma acquired
Belgium’s Ogeda, which specialises in
advanced clinical programmes for treating
blood vessel issues related to menopause. In
October, Shibuya Corporation, a Japanese
producer of regenerative medicine manu-
facturing systems, made an investment in
Promethera Biosciences, a Belgian firm with
expertise in cell-therapies for liver diseases.
Then, at the start of this month, Japanese
pharma giant Takeda announced that it
would be acquiring the Belgian biotech
company TiGenix, a developer of stem cell
therapies for gastrointestinal disorders.

Luxembourg, Belgium’s neighbour to the
south-east and long-term economic partner,
has also succeeded in grabbing the attention
of Japanese businesses in the life sciences
sector.

JCR Pharmaceuticals, a Japanese drug
developer and manufacturer, will be invest-
ing in Luxembourg as it has been chosen as
the site of a manufacturing plant for active
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pharmaceutical ingredients. "Th e Be I g ia n y »

This new plant will allow JCR to

further develop its therapeutic b iotec h a n d I ife

enzyme products and to expand

outside Japan. sciences sector is

Interest in Luxembourg is

not only coming from Japan’s cu rrently bOOm i ng" Y

life sciences industry. In recent

. —Belgian Ambassador to Japan
months, three major Japanese
K o Gunther Sleeuwagen
insurance firms — Aioi Nissay

Dowa, Tokio Marine and Sompo

International — have announced that they will set up
their EU headquarters in Luxembourg in response to
Brexit. Meanwhile, Tokyo-based startup bitFlyer, which
operates one of the world’s largest bitcoin exchanges, has
said it will open a subsidiary in Luxembourg.
Japan has also taken note of the R&D being done Area
in both Luxembourg and Belgium and is looking for Belgium: 30,528 km. Coastline: 66.5km.
e Luxembourg: 2,586 km? Landlocked.
opportunities to work together. One of many examples %J‘ ........
is a collaboration agreement focusing on research into NS Climate
Parkinson’s disease that was signed in October between = (\ Belgium: Temperate; mild winters and cool
. I summers; rainy, humid and cloudy.
Juntendo University in Tokyo and the Luxembourg Q Luxemboura: Modified continental with
Centre for Systems Biomedicine at the University of mild winters and cool summers.
Luxembourg. e
& . . . e . Major cities
Various Belgian universities are aiming to commer- o )
Belgium: Brussels (capital), Antwerp,
cialise innovative research via academic spin-off compa- Ghent, Charleroi and Liége.
nies,” says Ambassador Sleeuwagen. Luxembourg: Luxembourg City (capital),
. s . Esch-sur-Alzette and Dudelange.
A case in point is imec. Known for its work on nano- OSSOSO
. . . . 14
technology, the firm is a spin-off from the university KU ey Population
Leuven, and today employs more than 3,500 researchers. nan Belgium: 11,323,973 (July 2015, estimate).
« . Urban population:
‘Although almost 50% of Belgian exports to Japan 97.9% of total population (2015).
comprise pharmaceutical and chemical products, we 40.5% are 25-54 years of age.
of course also have the highly symbolic export to Japan Luxembourg: 570,252 (July 2015, estimate).
. . ” Urban population:
of chocolate, biscuits and beers,” states Ambassador 90.29% of total population (2015).
Sleeuwagen. “The modification of Japan’s beer taxation 44.37% are 25-54 years of age.
law, and the widening of the definition of beer under the T
c g c o 9 o 9 Natural resources
scope of this legislation, will contribute to an increase in S
Belgium: Silica sand, carbonates and
beer imports to Japan — at a lower price.” arable land.
Undoubtedly, Belgium and Luxembourg will both Luxembourg: Iron ore and arable land.
continue to become even more attractive to Japanese
consumers and businesses alike. ® PN
ANN
Antwerp
@ Trade with Japan Ghent S
Brussels
) e Liege
Belgium o
Imports from Japan: €8.3 billion Belgium
Exportsto Japan:  €3.6 billion
SOURCE: BELGIAN FOREIGN TRADE AGENCY, 2016
Luxembourg - Luxembourg
Imports from Japan: €394.7 million
HINH L]
Exports to Japan: €69 million ..
SOURCE: STATISTICS PORTAL OF THE GRAND DUCHY OF LUXEMBOURG, 2016 City
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BUSINESSES FROM ...

BELGIUM AND LUXEMBOURG

AN

A look at some
companies
from the region

Japan'’s relationship with Belgium formally began just over
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. 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.

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 90.8 million tonnes (2016).

AN

ArcelorMittal

corporate.arcelormittal.com

7 /\IE 90FLL Eichizh

NI F—Fa3IL—bDEHKICEBUL.
HRPATEINTWD,
BRFIAL—ROUV—FrY T TSVRTY,

www.godiva.co.jp
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PAUL WURTH IHI
CO., LTD.

Based in Tokyo, Paul Wurth IHI is a 50-50 joint venture
established in 2012 by Paul Wurth SA from Luxembourg
and IHI Corporation from Japan. The company has made
significant contributions to the technological modern-
isation of Japan's iron- and coke-making industries,
aimed at improving production efficiency, resource
utilisation and environmental protection for sustainable,
long-term development of Japanese and South-East

IZIHL!

PAUL WURTH I[HI Co., Ltd.

Asian societies.
www.ihi.co.jp/ihipw/
contact@ihi-pw.jp
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WANT TO STUDY
IN BELGIUM?

FACULTY OF ECONOMICS
AND BUSINESS

The Faculty of Economics and Business at KU Leuven
offers Bachelor's and Master's programmes in English.
The school received a 5 year accreditation from EQUIS,
which places our faculty amongst an elite group of
accredited business schools and faculties.

BACHELOR’S PROGRAMME
» BSc in Business Administration

MASTER’S PROGRAMMES

* MSc in Business Administration

* MSc in Business and Information Systems Engineering
MSc in Business Economics

MSc in Business Engineering

MSc in Economics

MSc in International Business Economics and Management
MSc in Information Management

MSc in Actuarial and Financial Engineering (starting soon)

ADVANCED MASTER’'S PROGRAMME
* MSc in Advanced Studies in Economics

Discover our programmes:
https://feb.kuleuven.be/eng/programmes

E-mail: admissions.feb@kuleuven.be
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EBC PERSONALITY

TEXT BY ANDREW HOWITT

PHOTO BY KAGEAKI SMITH

Joaquin

Martori

Colour everywhere

India’s festival of

colour, Holi, is a vibrant
celebration of good

over evil, where people
throw coloured powder
and spray water at one
another. With its origins
in the Hindu legend of
the god Vishnu defeating
the demoness Holika,
this national holiday is

a time to forgive and
forget, make new friends
and welcome the arrival
of spring.

l’ I twas just amaz-

ing; the best party

that I can remem-

ber,” says Joaquin
Martori, managing director of
MAHLE Trading Japan, who
lived in Gurgaon near New
Delhi for two and half years.
“Everyone ended up completely
soaked — and there was colour
everywhere.”

The Holi festival brought
together everything Martori
had come to love about India.

“Indian music was coming
out of these big loudspeakers,
and you could get great food at

the stalls,” he recalls. “There’s
this love of getting together and
partying. You feel like you're
part of an extended family.”

It’s natural that Martori
would feel a strong connection
to a nation that places such an
emphasis on community. This
was central to his experience
growing up in Zaragoza, Spain.

“My childhood was very
much about the extended
family,” he says. “I spent a lot of
time, not just with my parents
and brother, but also with
grandparents, uncles, aunts.
Getting together every weekend
was an unwritten rule.”

The boy in Spain would even-
tually get to the party in India
by choosing a career in the auto-
motive sector. After working for
afew different auto-parts firms,
he accepted an offer to head
MAHLE’s aftermarket business
in India.

MAHLE is the world’s leading
supplier of components for
powertrains — the system that
generates and distributes power
in a vehicle, which includes
the engine and drive shafts.
Headquartered in Stuttgart,
Germany, MAHLE employs
77,000 people in more than 30
countries.

The firm has multiple busi-
ness units; and, today, Martori

Time spent working in
Japan:
Six years. Four plus two.

Career regret (if any):

None.

Favourite saying:
Things should be made
as simple as possible, but
not simpler.

Favourite book:
All of Javier Marfas' work.

Cannot live without:
Family.

owners.

Lesson learned in

Japan:
Forget stereotypes.

Secret of success in
business:
I'm still looking for it.

Favourite place to
dine:

Restaurant Sant Pau in
Nihonbashi.

Do you like natto?:

| do, but | only eat it
when I'm staying at a
ryokan. We never have it
at home.

oversees MAHLE’s aftermar-
ket business in Japan. It sells
all the products made by the
other units — including pistons,
liners, filters and thermostats
— to customers who are not the
auto manufacturers themselves
but, rather, distributors, fleet
owners and even individual car

“This is safeguarded by the
law in the EU, but it’s not here,”
Martori explains. “So, it’s legal

28
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for Japanese vehicle makers to

have clauses in their contracts
with their suppliers stating that
the suppliers must refrain from
selling parts to the independent
aftermarket.”

He argues that the only way
to ensure the end-user gets the
best possible products at the
most competitive prices is to
put in place legal protection
for the aftermarket. But the
Vishnu of the aftermarket has

yet to break the stranglehold
of the contracts permitted in
Japan.

“These restrictions by the
vehicle makers are hurting us,
their suppliers — who invest
billions in technology,” says
Martori.

In his estimation, this is
not at all how members of the
extended family in the auto-
motive world should treat one
another. However, Martori sees

“Debate, freedom

of speech, and
keeping an open
mind — | don't

think there's
anything more
important than that”

working together with other
auto-parts manufacturers as the
best way to bring the colours of
fairer competition to a mono-
chrome industry here.

“This is one reason we’re
active now in the EBC,” he says.
“We’re trying to get a pool of
companies together with the
same drive. Going it alone is
ineffective.”

Now in Japan, Martori con-
tinues to put family first. Dinner
at home is a priority; and
discussion and debate — but
also listening and being open to
others’ opinions — are skills he
is trying to instil in his son.

“WEe listen to podcasts togeth-
er one in three nights,” he says.
“The iPad presides at the dinner
table. It’s a good way to get my
son, who’s 17, to articulate why
he believes what he believes,
and what’s wrong about what
someone is saying.”

Podcasts they follow include
those featuring Sam Harris,
Steven Pinker, Richard Dawkins
and Noam Chomsky.

“Debate, freedom of speech,
and keeping an open mind — I
don’t think there’s anything
more important than that,”
Martori states.

After all, diversity of ideas
and opinions are what add

colour to life. ®
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INDUSTRY PERSPECTIVES

EVERY
STEP O
THE WA

Recruitment experts
are engaged for the
long term

TEXT BY DAVID UMEDA

New Year's is a time for making
resolutions. Yet, what transpired
in 2017 — from agreement on
the Japan-EU EPA and the rapid
development of the Internet of
Things to the world's booming
bourses — has already given
momentum to some key
resolutions for the year ahead. To
respond effectively to the unique
demands of today's businesses,
the very best candidates need to
be placed in industries offering the
right fit.

BEARING IN MIND
There are key steps when it comes to recruitment.
According to Robert Walters (www.robert-
walters.co,jp), the supply of bilingual specialist
professionals in Japan is far less than the demand.
"Therefore, accessing hard-to-reach talent,
offering competitive compensation and flexible
work styles, and securing a candidate's signature
on an offer letter before a competitor does are all
equally important in a sellers’ market," says David
Swan, Managing Director.

GETTING IT RIGHT
Candidates and corpo-
rations benefit from the
recruitment process.

For over 17 years,
global companies in
Japan have relied on
Robert Walters to find
the industry's top talent.

"Our specialised
consultants have
strong networks in their respec-
tive industries, enabling them to
identify, consult and advise talented
professionals — helping them build
their careers, one job change after
another," explains Swan.

For Skillhouse Staffing Solu-
tions K.K. (www.skillhouse.co.jp),
their candidates greatly benefit by
having a professional organisation
introduce positions that may not be
known to candidates.

“Moreover, a candidate has
a professional team of staffing
experts to guide them through the
selection process to ensure better
understanding of the company,
industry, role requirements and
career opportunities,’ explains Mark
Smith, President.

In the current market, it is extreme-

What transpired in 2017
... has already given
momentum to some
key resolutions for the
year ahead

ly expensive and time-consuming to find talented
candidates.

“Companies dramatically benefit by having a
professional organisation manage all of the sourc-
ing of qualified candidates, adds Smith.

LOOKING AHEAD
When it comes to 2018, candidates and corpora-
tions should be optimistic.

Skillhouse Staffing Solutions observes that cur-
rently it is an extremely candidate-driven market
where experienced and skilled professionals have
many career opportunities.

"As companies continue to ‘battle’ for talent,
such considerations as compensation, benefits,
and attractive employment terms and conditions
will continue to increase,’ states Smith. “Those
companies that move quickly, that are flexible and
can offer exciting opportunities, will win!"

Recruitment experts provide the required dili-
gence and resourcefulness, every step of the way.
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Skillhouse is a
Specialised IT Staffing & Services Company

Skillhouse provides IT Permanent, IT Temporary & Contract
and IT Outsourcing staffing solutions that meet our clients’
budget, timeframe and growing business needs.

Gain access to the best IT talent and services in Japan by
contacting Skillhouse today.

Discove talent

skillhouse

IT STAFFING SOLUTIONS

www.skillhouse.co.jp
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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
T
Osaka (06) 4560 3100 ROBERT WALTERS

info@robertwalters.co.jp _



EXECUTIVE NOTES

TEXT BY DAN SLOAN

The Tokyo
2020
Workout

Will the city see any
benefits from hosting
the Olympics?

Tokyo hosting the Olympics again is a bit
like a middle-aged man watching beach
volleyball and then doing sit-ups. These
Games cannot rival nor relive the national
health and hopes of 1964, so the exercise
that 21st century organisers are doing —
though it may not harm — is unlikely to
leave Japan fitter.

Considering the problems surrounding
the 2016 Rio Games, that workout alone may
be difficult.

The benefits for Rio, and Brazil at large,
so far have been negligible beyond a new
subway line and a soccer gold medal, as six
Olympic Park venues now lie neglected,
awaiting decay, and a $700-million (¥78.4
billion) Olympic Village is shuttered. A deep
recession has been exacerbated by hosting
expenditures and debts yet to pay.

Rio, Athens (2004) — with its $14.5-billion
(¥1.62 trillion) debt — and Montreal (1976),
which took 30 years to pay off its Games,
may be worst-case scenarios for comparison.
But with the clock ticking and new venues
opening, such as the $300-million (¥33.6
billion) Musashino Forest Sport Plaza, how
are Tokyo’s warm-up crunches going?

Painfully.

After estimated costs bloated to many
times bid levels, Tokyo slashed the then-$20
billion (¥2.24 trillion) budget to under $13
billion (¥1.46 trillion), cutting the allotment
for eight new venues from $2 billion (¥224
billion) to $1.6 billion (¥179.2 billion). This
came after a new national stadium plan had
to be revised, and public and media scrutiny
intensified.

Yen figures have been calculated at $1USD = ¥112.

Tokyo estimates the econom-
ic impact of the 2020 Games at
$405 billion (¥45.36 trillion)
through 2030, along with the
creation of nearly two million
jobs. The Bank of Japan, mean-
while, predicts a GDP boost of
about $36 billion (¥4 trillion)
annually through 2020, based
on growing tourism and con-
struction, before a post-Games
slowdown.

However, Smith College
Professor Andrew Zimbalist
says exaggeration about the
historic benefits of hosting
the Games has been truly
Olympian.

“The Olympics are really a
small economic event, although
they are a large cultural event,”
Zimbalist said at the Foreign
Correspondents’ Club of Japan
last year. “Probably for Tokyo
in 2020, the economic number
will be about $4.5 billion (¥504
billion) ... You don’t create
demand by 17 days of activity.”

Tokyo issues an annual
“Action and Legacy Plan” with
Olympic infrastructure aims
— leagues beyond the shin-
kansen and highways of 1964
— now focused on developing
acybersecurity hub; activating
localities and areas devastated
by the 2011 disasters; and tack-
ling issues such as accessibility,
energy-efficiency and even
autonomous vehicles.

Some 39 event sites — 23
existing — will host over 11,000
athletes and 200 national
teams. Organisers say one of

Tokyo’s core goals, in lockstep
with the International Olympic
Committee (I0C), is “con-
necting to tomorrow”, where a
mature economy leaves a legacy
for future generations.

London was the first Olympic
city to draw up a legacy plan.
Few will hold debt-burdened
Rio to its plan.

Regardless of promises made,
escalating costs and greater
doubts about return have
chilled interest in leaving a lega-
cy for developing and developed
nations alike.

“For the 2022 Winter
Olympics, all five European
cities dropped out; they said it
didn’t make sense,” Zimbalist
said. “The best way to have a
good experience with hosting
the Olympics is to not host
them.”

For 2024 and 2028, only Paris
and Los Angeles remained as
bidders, and the IOC solved the
dearth of interest in the Games
by letting each city
host, respectively.

It’s been a
century since
Paris last hosted,
and the city has
promised a return
to financial reason;
city hall spokesman
Matthieu Lamarre
told the Associated
Press: “We are
going to show that it is useful to
hold the Games.”

For Tokyo, utility beyond
2020 would be an ultimate gold
medal, avoiding later disgust
with costs or the possible
realisation that the best years
may have passed Japan in one
summer’s spike of spending and
self-satisfaction. ®
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INDUSTRY PERSPECTIVES

BEST FIT

TEXT BY DAVID UMEDA

Matching your needs to
the right regimen is no
easy feat. Fortunately

for Tokyoites, there is a
wide variety of choices
when it comes to your
fitness and wellness, be
it one-on-one, high-level,
rehabilitative or social.

Club 360 (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, sports massage, boxing
and a full-range of exercise classes.
The large interior features three
private treatment rooms, a resist-
ance-training zone, spacious studio
and showering facilities. Whether
in need of rehabilitation or wanting
to get in amazing shape, reach your
full potential at Club 360.
Nakashima Dental Office (www.
dentist-nakashima,jp/english/), in
Roppongi, delivers total dental care
that meets the highest world stand-
ards. These include being certified
for laser dentistry in cavity, root ca-
nal and gum treatments, as well as
the latest advances from oral health
and safety precautions to skilled

ration and cosmetic treatment.

free consultation and

HEAD (www.head.com) has a
new radical racquet series created
with the versatile all-court player in
mind. The series offers the perfect
combination of power, control and
spin for all player types. Thanks
to the introduction of the innova-
tive Graphene Touch technology,
HEAD's Radical Pro now offers an
incredible touch and a solid damp-
ened feel,

It's that time for New Year's reso-
lutions, so choose wisely.

Fortunately for
Tokyoites, there is a
wide variety of choices

d

when it comes to:your
fitness and wellness
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Nakashima D.D.S.

special
Nakashima Dental Office, = st persona\ tra_mmg '
Roppongi U Bldg. 4F, 4-5-2 Roppongi, - session only
Minato-ku, Tokyo =
Tel: 03-3479-2726, Fax: 03-3479-7947.
Email: hahaha@dentist-nakashima.jp
Appointments also through
whatclinic.com

www.dentist-nakashima.jp

Our microscope and laser procedures for root canal treatments,

using bioceramic sealant, have an over 96% success rate and can be PE H s UN AI_ THA I N I N G &
completed in one two-to-three-hour session. We also can eliminate

black gum, lengthen teeth, and perform cosmetic gum surgery and G H u u P FITN E s s c I_ A s s E s

regular periodontitis surgeries.

- 100% tailored to your goals and lifestyle
In a single two-to-three-hour session, we can completely remove . Highly qualified trainers with decades of experience
mouth odour. Our laser procedures kill bacteria quickly and - Group classes include Fit 360, Core & Cardio, Boxing,

efficiently, which result in faster healing times. Kickboxing, Barre and Kids Classes

Other treatments include porcelain cosmetic veneer and crown work,

direct composite cosmetic filling and adult orthodontic procedures. ¥’ No membership or joining fees

v Just a 3-min walk from Roppongi Hills
We also offer laser tooth whitening. ~ Large modern facility with spacious studio & 5-star resistance zone

John Hopkins private patient referrals accepted. - .
Tel: 03-6434-9667 | Email: info@club360.jp

Japan Health Insurance is not accepted for the treatments noted above. C LU B WWW. cl u b 3 6 0. j p

Open 7 days a week
Certified laser dentistry for cavity, root canal \'Béa 06:30-21:30 (Mon-Fri); 07:00-16:00 (Sat-Sun)

and gum treatment B1 CMA3 Bldg.,, 3-1-35 Moto Azabu, Minato-ku




Returning

the kindness

NPO Oranda Jima Foundation
supports the city of Yamada

In 1643, the Dutch ship Breskens was
caught in a storm along Japan's coast and
driven into Yamada Bay in Iwate prefecture.
In spite of the country being closed to
foreigners at the time, the people in the
town of Yamada were welcoming and
hospitable to the ship's crew. An island in
the bay where the ship ran aground was
named Oranda Jima (Holland Island, in
Japanese) to commemorate the event.

Nearly 370 years later, on 11 March, 2011,
Yamada was almost completely submerged
in the tsunami that struck the northeast
coast of Japan. Sadly, many lives were lost,
and the town was destroyed. Soon after
this tragedy, representatives of Dutch
businesses and organisations in Japan

— including DSM, Rabobank Nederland,
Hastex International, van der Architects,
the Japan Netherlands Society and the
Dutch Chamber of Commerce in Japan

— got together to form the Oranda Jima
Foundation (OJF), a group that is dedicated
to supporting children in Yamada.

“There are a lot of Dutch people here
in Japan and they really wanted to do
something to help,” says Nahoko Ohki, OJF
Secretariat. “They picked Yamada because
they wanted to do something to pay the local
people back for what they had offered in the
past.”

The foundation’s first project in 2011 was
to get a school bus to Yamada, and Rabobank
took charge of organising this. The bus
was decorated with Dutch illustrator Dick
Bruna’s character Miffy, used with the per-
mission of Dick Bruna Japan.

Another project, realised in 2013, was to
arrange for 14 junior high and high school
students to visit Yamada’s sister city, Zeist,

in the Netherlands. KLM Royal
Dutch Airlines donated the
tickets. The trip gave the chil-
dren the chance to forget their
struggles for a little while, to see
the world and to dream again.
They visited city hall, attended
aclass at a school, went on a
tour of Zeist Castle, and stayed
with a Dutch host
family.

“Our biggest
success to date is
Oranda Jima House
— asafe place
where children in
Yamada can play,
heal and come
together,” Ohki
says, referring to
the 196.41m2 after-
school house and community
centre the foundation had built.

In 2012, Yamada city and OJF
signed a joint statement to start
this project, and the building
was finished in May 2014,
thanks to the contributions of
25 firms.

© Mercis bv
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Oranda-jima

Today, the Oranda Jima
House and its programmes
are entirely run by the people
of Yamada. Children in the
community make use of it every
day. And while children are
at school, mothers and their
babies use it as a place to meet.

OJF is currently at work on
its next project. It has teamed
up with the Cruyff Foundation
— started by a Dutch football
player — for the Cruyff Court
project, which aims to see a
football field built for the chil-
dren of Yamada. It will provide
boys and girls of all ages a safe
place to play outdoors and make
friends.

“We are now approaching
companies who would like to
make donations in kind,” states
Ohki. “We are asking them to
help us in whatever way they

“There are a lot of
Dutch people here
in Japan and they
really wanted to do
something to help”

can think of. Their support will
be a huge help in making this a
reality.”

There are still 1,200 res-
idents of Yamada — 10% of
the population — living in
temporary housing, and they
are worried that people are no
longer thinking about Tohoku.
The Asahi Shimbun reported
in 2015 that the rebuilding of
the town was likely to continue
until 2021.

“Since March 11th, there have
been many other disasters, and
people’s concerns have shifted
over to those,” says Ohki. “But
we need to keep letting the
people of Yamada know that we
have not forgotten them.” ®
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Al ASSISTANTS IN THE HOME

Early this month, South Korea's LG debuted its Al-enabled robot, Cloi, at this year's

Consumer Electronics Show in Las Vegas where it failed repeatedly to perform. Although

Cloi choked on stage, it has been programmed to respond to voice commands and
perform tasks such as activate home appliances, suggest recipes from the internet and

access personal calendars. Other digital assistants, including Amazon Echo and Google

Home, are even capable of operating security systems and locks.

Would you be comfortable
bringing Al assistants
and connected technology
Into your home?

“I already have Google
Home to control my
lights and the T'V.

Now [ just need more
remote-controlled home
appliances: “Hey Google,
I want an espresso.” “OK,
making you an espresso.”

To vote in the next Eurobiz Poll, find details in our Eurobiz Japan newsletter. Subscribe by visiting [Z eurobiz,jp.

“I don’t think I'll ever feel
comfortable trusting my
home, and its security, to

Al — no matter how easy
it makes things.”

Y 2018 -
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EVENT REPORT

TEXT BY TIM HORNYAK

Optimistic

Journalist Alexis Papahelas takes

Greece's pulse

“Grexit is
completely
off the table”

After nearly a decade of
recession, Greece's economy
is starting to brighten. It posted
growth for three quarters in a
row and is projected to expand
2.5% in 2018, according

to European Commission
estimates. But the country

still faces massive problems
such as high unemployment,
especially among youth.
Renowned Greek journalist
Alexis Papahelas, editor-in-
chief of Greece's Kathimerini
newspaper, was in Tokyo
recently to discuss the
challenges facing the cradle of
Western democracy, as well as
those of Europe itself.

Speaking at the Foreign
Press Center Japan,
Papahelas began by ech-
oing German Chancellor
Angela Merkel’s assess-
ment of Europe as having
7% of the world’s pop-
ulation, 25% of its GDP
and 50% of global welfare
expenses.

“This is not a sus-
tainable balance,” said
Papahelas, who
was visiting Japan
at the invitation
of the Ministry of
Foreign Affairs.
“Europe is facing
a crisis of compet-
itiveness on the
world stage ... and
7 alack of access to
capital. It’s getting
harder and harder to borrow
on the world market to sustain
this kind of welfare state.”

Greece’s travails were a
harbinger of Europe’s current
situation when, in 2010, the
country was unable to sus-
tain its deficit or access world
capital markets. Between 2008
and 2014, Greece’s GDP fell
26%. Unemployment climbed
from about 10% to 23% during
the same period, with nearly
half of young Greeks out of
work, leading to a brain drain.
Extremists on the right and the
left have attempted to exploit
the resulting anxiety felt by the
middle class and have taken

to social media to fan public
anger, Papahelas noted. But
even in the face of uncertainty,
amid the influx of refugees from
Syria and elsewhere, Greece
has not seen a resurgence of
nationalism.

“Populists thrive on scape-
goating; they blame globalisa-
tion and they convince people
that there are quick fixes to very
complicated problems,” said
Papahelas. “Politically, the refu-
gees didn’t affect us, but I think
this is going to be a challenge
faced by Europe in the next few
years. It’s not something that’s
going to go away.”

He suggested that the best
way to deal with populists is
to listen to people’s concerns,
arole that mainstream media,
such as The New York Times,
is spotlighting. Citing French
President Emmanuel Macron’s
example, Papahelas said
mainstream voices must argue
against extremism in ways that
are easy to understand.

Papahelas, however, is
optimistic about Greece
because it has been through so
much without seeing extreme
political unrest. He hailed the
privatisation programme that is
advancing under EU super-
vision. He also said he sees a
new willingness among Greeks
to accept foreign investment.
The country is becoming an
important logistical hub for
energy and other industries,
and depressed prices make it
an attractive destination for
investors.

“We’re not a boring country
yet, but we’re more predictable
in the sense that the Grexit is
completely off the table; we're
part of the EU, Eurozone and
NATO,” he said. “I don’t think
there are any real surprises on
the horizon for anybody who
wants to come and invest in
Greece.” ®
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The smart

way to send
small sums

The bourgeoning business
of peer-to-peer payments

It's 2018 and cash is still king in Japan.
According to a Bank of Japan report
released last year, Japan has the highest
ratio of cash in circulation to nominal gross
domestic product among 18 major regions
and countries; Sweden had the lowest.

However, there’s still no simple

electronic payment solution

for all your needs if you're

based in Japan. And there can

be lots of little frustrations along the way.
One of my friends, for example, tried to send
money through a standard Japanese bank
transfer but it didn’t go through because the
recipient’s name in katakana was wrong.

Concluding a transaction with your
smartphone is often simpler than register-
ing a payee through your bank. Meanwhile,
consumers looking to send money quick-
ly and with potentially lower fees than
traditional wire transfers have a host of
services to choose from these days. Aside
from PayPal, the company that pioneered
internet-based payments over a decade ago,
there’s Apple Pay, Google Wallet, Square
Cash, LevelUp, Zelle and Swish. Japan-
based rivals include AnyPay, LINE Pay,
Kyash and Yoropay.

A massively popular payment app among
millennials is Venmo. It processed over $17
billion in transactions in 2016, three years
after PayPal acquired it. Venmo’s users can
make free payments if their accounts are
linked to a bank or debit card, or if they use
abalance in their Venmo account. However,

it charges 3% for credit card-based trans-

Concluding a
transaction with
your smartphone
is often simpler
than registering
a payee through
your bank

actions, as well as 2.9% to mer-
chants that accept it.

Payment apps try to distin-
guish themselves in different
ways. Sweden’s Swish bills itself
as a smooth, no-fee service
that only requires a recipient’s
mobile phone number to send
a payment. Barcelona-based
Verse says its app allows for free
payments and only charges a

“very small commission” when
transactions require a change of
currency. France’s Lydia offers
free credit card-based payments
to businesses, as well as a plastic
or virtual Lydia Mastercard.
These sorts of apps are usual-
ly well-suited for sending small
sums domestically, such as
splitting bills among friends or
family. But be aware that if you
want to use PayPal, for instance,
to receive an overseas payment,
the Japan branch of the com-
pany requires identity verifica-
tion, through documents such
as IDs and utility bills, before
you can secure the payment.

Peer-to-peer remit-
tances work well for
consumers, but what
about businesses?
Companies such as
Wyre are leveraging
blockchain technology
for payment process-
ing and positioning
themselves as an easy,
quick way for US dis-
tributors and retailers
to pay their overseas
manufacturers.

It goes without say-
ing that businesses considering
online payment systems should
first weigh the pros and cons.
Depending on your industry,
and your market position, you
may want features such as
autopay and one-click ordering.
Finding the right fit may require
experimenting with several
platforms. ®
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Information

B Size Range of Units

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

Il Bedrooms: 60 Units
B Parking Facilities: 2 Spaces

B Room Rates

Daily JPY8,200 to JPY28,000 per night
Weekly JPY7,050 to JPY23,800 per night
Monthly  JPY5,700 to JPY19,100 per night

Il 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-Roppon-
gi residential area (4 min. from Hiroo Sta.), close to the business heart
of Tokyo, convenient to shopping and cafes, we have 60 units of ex-
tended-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.

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 JPY1,400/
one-time.

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




IN COMMITTEE

TEXT BY GEOFF BOTTING

Insurance

Watching and waiting

Private insurance is set to play
an increasingly important role
in Japanese society. As the
population gets older and the
birthrate remains low, people
will look to insurance products
to cushion the shortcomings
of a strained social-security
system.

European insurers and their
rivals in the private sector are
keen to respond to the growing
demand, by offering innovative
products that reflect the coun-
try’s socio-economic realities.
The companies are seeing a
certain degree of progress in
their ability to launch products
in the world’s second-largest
insurance market. Yet they
continue to face barriers.
Product approval is a prime
example. The process required
to implement new products
tends to take longer here than
in other markets,

according to the
EBC. In this regard,
Insurance Committee

Chairman Kazutaka
Matsuda describes

Agency (FSA), by contrast, does the process
inreverse.

“The FSA likes to take its time before a
product is launched, through its approv-
al process,” Matsuda explains. “The wait
comes in the front, rather than in the back.”

Product approval is an area of “some
progress,” the committee says in the 2016
EBC white paper. Japan’s regulator has been
moving towards greater transparency by, for
example, explaining its processes.

“The FSA is making great efforts to
accelerate the product-approval lifecycle
time,” Matsuda says, though he notes there
is abalancing act the agency is expected
to perform. “Careful scrutiny is one part,
but agility and appropriate cycle time for
new products are also a benefit for the
customers.”

Utmost on the FSA’s mind is the wel-
fare of the customers, given the important
role insurance plays to help out people in
retirement or provide financial relief in
times of ill health or disasters. The agency
is wary of products that are overly complex
and, hence, difficult for policyholders to
understand.

While the EBC
lauds the FSA’s recent
strides towards
transparency, the

the Japanese market
as “sensitive”.

“In other countries,
the approval process
isn’t usually so
hard,” he says. “But if
there’s trouble after a
product launch, they
might come to the
providers, investi-
gate the problem
and come out with
penalties.”

Japan’s regulator,
the Financial Services

Japan should speed up

reforms to bring its solvency
standards in line with global
ones.

The FSA should introduce a
system that allows the regis-
tration of new products rather
than requiring pre-approval.

The Japanese government
should work to end the unfair
competitive advantage held by
Japan Post Insurance.

committee, nonethe-
less, recommends a
“file and use” system,
whereby the provider
files a new product
with the regulator
and then implements
it without having to
wait for approval.

“This would free
up resources for the
FSA tobe able to
better focus on more
advanced products,”
the white paper
explains.

The most important issue for
the committee lately has been
over Solvency II. This refers to
an EU regulatory framework,
drawn up after the 2008 global
financial meltdown, to maintain
financial stability. The initiative
mainly concerns the amount of
capital that insurers and rein-
surers are required to retain.

The FSA has shown a pos-
itive response to Solvency II.
European insurers want Japan
to accelerate its efforts to bring
its standards more in line with
those in the EU framework, “as
it would enable [the insurers] to
use the same methodologies in
all territories and better devel-
op group-wide risk manage-
ment strategies,” the committee
states in the EBC 2016 white
paper.

Even so, Matsuda says the
FSA’s focus is on a different
area. The agency is primarily
concerned with any impact
the changes would have on
Japanese insurers, rather than
on the Europeans.

“Just importing the EU
standards is not necessarily
going to make a good fit for
Japanese insurers,” he says. “So,
it’s important for us to watch
how their adoption process will
impact EU insurers [in Japan],”
he explains.

Watching and waiting — rath-
er than knocking on doors — is
how the committee generally
approaches its advocacy issues,
according to Matsuda.

“We are watching the stance
of the FSA, and then respond-
ing,” he says. “It’s not so much a
matter of which issues.” ®
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TEXT BY FRED VARCOE

Anything

but normal

The pros and cons of
night golf

There's a problem with
Japanese golf.

Amateur British golfer
Wilson Whyte thought that if
he started playing at 7:20 in

the morning at Chiba Kokusai
Country Club, he’d be finished
by 2:00 and in time to get to his
afternoon shift at work. He and
his partner breezed through the
first nine holes in just under two
hours but were then told they
had to wait an hour and a half,
until 10:45, to start the back
nine. Once on the course again,
progress was painfully slow;
after an hour and a quarter, they
had only played three holes.
After seven holes, Whyte had to
give up and head to work.

Some courses do allow you
to play through when they’re
not busy, but stopping for
lunch is usually required. And
crowded golf courses — even on
weekdays — can mean slow golf,
which everyone hates. Is there
an answer?

Well, here’s one: night golf.

A number of courses in
Japan have floodlights and can
be played at night. Generally,
you can’t book a tee time after
10:30 in the morning, which
means you are likely to finish at

about 4:30 in the afternoon. But there is the
“nighter” alternative.

Curiously, nighters can start as early as
midday, although much depends on how
busy the course is and what time the sun
sets. So, it is actually possible to get 18 holes
completed before it gets dark. But it’s also
possible to play all 18 holes after it gets dark.

The advantages of the nighter concept
are that the courses are less crowded, a
round is cheaper and you don’t have to stop
for a meal. That said, you usually have to
carry your bags to the starter yourself, pay
in advance and may not have access to the
locker room and showers. But, you can still
rent a cart with a navi system and play a
normal round.

Except, it’s anything but normal. From the
first tee, you know it’s a different game. The
way you see the ball is different. Sometimes,
the stronger light is from a floodlight shin-
ing on the front of your ball, so figuring out

courses are less
crowded, a round
is cheaper and

you don'thaveto.
stopforameal

where to hit it is, to some extent, a matter
of guesswork since that side of the ball is in
the shadows. If you have poor eyesight, the
problem is even worse. Unless you have a
glow-in-the-dark ball (yes, they are availa-
ble), finding where your ball has landed is
also more difficult. And if you can’t keep the
ball on the course, there is little chance of
recovering it. Even if you can, there are still
areas that the lights don’t cover well.

If you are able to adapt to these unique
circumstances, you could find yourself play-
ing a lot more golf — and wasting a lot less
time doing it. ®
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CELLAR NOTES

TEXT BY ALLISON BETTIN

Winemaking in

the tech age

The beginnings of synthetic wine

Complex terroir, old vines,

long periods of rest in oak
barrels — these are some of the
components wine lovers believe
essential in creating a great
bottle. No one in the industry
would argue against this,
except for a renegade bunch of
scientists who are turning water
into wine.

Based in San Francisco, Ava
Winery is using “molecular
reconstruction to engineer
wine to perfection”, accord-
ing to its Facebook page. The
company’s founders believe
that certain flavour compounds
are responsible for giving
different varietals their unique
characteristics. Ava Winery is
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studying those compounds in various wines
and then reconstructing them synthetically,
creating cocktails of “wine” without using a
single grape.

Ava Winery founder Mardonn Chua
says the idea came to him while he was on
a Napa Valley tour with co-founder Alec
Lee. The two were transfixed by a bottle
of Chateau Montelena, the iconic Napa
Valley Chardonnay that defeated its French
competitors at the 1976 Judgment of Paris.
Unable to afford the pricey bottle — worth
more than $11,000 — Chua began to think
of a way the average wine drinker would be
able to taste some of the world’s most iconic
and historical wines.

And now the startup has raised $2.7 mil-
lion in capital to try and make it happen.

Using their biotechnology backgrounds,
Chua and Lee began identifying key flavour
compounds found in different grape variet-
als, and then recreated them at the molec-
ular level. Mixing those compounds with
wine’s key ingredients, ethanol and water,
the duo produced the world’s first synthetic
wine. But, they admit, the first few batches
were ghastly.

With help from their resident somme-
lier Josh Decolongon — the only employee
at Ava that’s not a chemist — the startup
has begun inviting the media to tastings
of its improved concoctions, such as their
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is using
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molecular
reconstruction
to engineer
wine to
perfection”

Moscato prototype. Most have
noted its plastic astringency,
while others readily admit that
it smells just like a Moscato,
albeit a bit “off”. Some say Ava
Winery’s concoctions simply
taste like mass-produced wine
— wines that are also heavily
manipulated.

As of now, Ava Winery’s web-
site serves as a cool promotional
page, sans any wine. There
are two wines in the works, a
Dom Pérignon copy and a 2014
California Cabernet Sauvignon
replica, but the company still
hasn’t released anything to the
public. It remains to be seen
whether Ava’s creations will go
on wine shelves or end up in the
wine cooler section once they
hit the market.
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Where is this Cutting Edge?

For all of us, the quality of our people is
the cutting edge for success in Japan.

Subscribe to watch every
Tuesday on YouTube @&

youtube.com/JapanDaleCarnegie [=]gk:
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DOWN TIME

TEXT BY ANDREW HOWITT
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Eamonn
Murphy

Company: Ireland Japan Chamber of Commerce
Official title: President

Originally from: Dublin, Ireland
Length of time in Japan: Five years

extreme cardio.”

“[I tune in to] FOX News if I'm up for some " W
\—

Tony
Andriotis

Company and title:

Hughes Hubbard & Reed, Counsel
Chamber affiliation: Greek Chamber of
Commerce in Japan, President

Originally from: New York City, USA

(My parents are both from Nisyros, Greece)

Length of time in Japan: 10 years

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

Kyojin Stew House. It's got a cosy
atmosphere and authentic Irish
food.

What do you do to stay in shape?
I run in Yoyogi Park. And | go to the
gym a couple of times each week.

Name a favourite movie:

In Bruges.

Favourite band: U2.

Favourite album: No Line on the
Horizon by U2.

Favourite TV show: The Sopranos.
Favourite book: No favourite. |
enjoy reading current affairs and
finance magazines.

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

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

Elio Locanda ltaliana, or, for some-
thing more casual, Bareburger, an
organic burger shop originally from
Queens, New York.

What do you do to stay in shape?
Tuning in to 24-hour news channels
— FOX News if 'm up for some
extreme cardio.

Name a favourite movie:

The Fisher King.

Favourite musician/band:

The Cure.

Favourite album: Wish by

The Cure.

Favourite TV show: Battlestar
Galactica (the newer series).
Favourite book: It's a tie between
Antoine de Saint-Exupéry’s The Lit-
tle Prince and Milan Kundera's The
Unbearable Lightness of Being.

What's something a lot of people
don't know about you?
| was a childhood actor who

I'm a huge fan of rugby. I've played
for teams in six countries. But
lately, I've had to limit myself to just
watching.

Cats or dogs?
Dogs.

Summer or winter?
In Japan, definitely winter.

What's your ideal weekend?

Get out to the country with my fami-
ly and stay at a ryokan. Then hiking,
onsen and sake.

Where do you go for a drink after
a busy week?
The Irish pub An SOLAS in Yoyogi.

appeared on a public television
programme in the NYC area helping
to teach Greek to children. | did not
win an Emmy for my efforts.

Cats or dogs?

Depends on the rest of the question.
Am | stuck in Alaska with nothing
but a sleigh? Have our cat overlords
returned from the planet Mysterion
to re-impose their reign of terror on
humanity?

Summer or winter?
Summers in Greece. Winters in
Thailand.

What's your ideal weekend?
Dinner and a movie with friends.

Where do you go for a drink after
a busy week?
I'm on a mission to visit every HUB

pub in Japan.
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Japan's Snow Evergreen

Professionals Outdoor

Hakuba, Nagano, Japan Cen ter
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THE AGENDA

COMPILED BY DAVID UMEDA

BELGIAN-LUXEMBOURG CHAMBER OF
COMMERCE IN JAPAN

Monthly Beer
Gathering

Time: 19:00-22:00

VENUE: Belgian beer café in Tokyo
Fee: You pay for what you drink
conTacT: info@blccj.orjp

ITALIAN CHAMBER OF COMMERCE IN
JAPAN

2channel textboard
inventor Hiroyuki

TIME: 18:30-20:00

VENUE: Italian Chamber of Commerce
in Japan

FEE: ¥3,000 (members), ¥4,500
(non-members)

CONTACT: projects@iccj.orjp

BRITISH CHAMBER OF COMMERCE IN
JAPAN

BCCJ Shinnenkai 2018

Time: 18:00-20:00

venue: Park Hyatt Tokyo, Peak Lounge
FEE: ¥7,500 (members), ¥10,000
(non-members)

conTtacT: info@bccjapan.com

SWISS CHAMBER OF COMMERCE AND
INDUSTRY IN JAPAN

Luncheon:
Kengo Kuma, architect

Time: 12:00-14:00

VENUE: Shangri-La Tokyo

FEE: ¥6,500 (members), ¥7,000
(non-members)

conTAcT: info@sccijjp

The Agenda

3rd Inter-Chamber
Ski Race*

mime: from 09:30 (08:30 register)
VENUE: Happo-One, Nagano

FEE: ¥2,500 (adults), ¥1,250 (minors,
under 20)

conTAcT: https//goo.gl/Wm8lqV

* Organised by Austrian Business Council.

Fee does not include accommodation, transport
or evening awards party.

EBC PROMOTED*

2nd International
Space Exploration
Forum

Tive: 09:00-17:25

VENUE: The Westin Tokyo
coNTACT: https://goo.gl/TmzZK2U

* Organised by The Cabinet Office, MEXT,
METI and JAXA.

FINNISH CHAMBER OF COMMERCE IN
JAPAN

FCCJ Shinnenkai Club
Evening

Time: 19:00-21:00

venue: Scandinavian Center, Akasaka
FEE: ¥4,000 (members), ¥6,000
(non-members)

CONTACT: fccj@gol.com

IRELAND JAPAN CHAMBER OF
COMMERCE

Joint Networking Event
with ACCJ

7ime: 19:00-21:00 (doors open at 18:45)
VENUE: Irish Ambassador’s Residence
Fee: ¥5,500 (members), ¥8,000
(non-members)

CONTACT: secretariat@ijcc.jp

IRELAND JAPAN CHAMBER OF
COMMERCE

I Love Ireland Festival
2018* (also March 18)
VENUE: Yoyogi Park, Shibuya

ree: Pay for what you purchase
CONTACT: Secretariat@ijccjp

* Live Irish music and dancing, food and drink
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WORK PLACE

TEXT BY ANDREW HOWITT

PHOTO BY KAGEAKI SMITH

Tokyo

Garden

ANN NISHIGAYA,
CO-FOUNDER

Children’s

HISAO IHARA,
CO-FOUNDER

Tokyo Children’s Garden (www.toky-

ochildrensgarden.com),is an exciting new

bilingual preschool in the heart of Tokyo
that offers the very best preschool education
in Japan.

“Our Reggio Emilia-inspired curriculum
is grounded in children’s creativity and
interests,” says co-founder Hisao Ihara.

“We bring together the best of Japanese
education with an innovative collaborative
teaching approach that offers more than just
a good teacher-to-student ratio,” explains
co-founder Ann Nishigaya.

With spacious surroundings, Tokyo
Children’s Garden provides the perfect envi-
ronment for children to feel welcome and
loved by caring and attentive teachers. ®
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aspect niseko landmark view
luxury niseko accommodation great family offers - up to 20% OFF *

Indulge yourself with the latest in luxury ski holidays with this 2-night package Experience one of Niseko's most convenient options for a perfect family ski
including 2 day ski lift passes and New Chitose airport return private transfers. holiday this March with th ght package that includes ski lift passes and New
Chitose airport return coach transfers.

2-night packages starting from 330,200 JPY for 2 adults, 2 children in January / February 5-night packa rting from 298,200 JPY for 2 adults,

2018. *Limited time offer. Valid until February 14th, 2018 *Limited time o Valid until February 14th, 2018

niseko’s one stop shop
we can arrange everything for your stay in niseko

Our vacation offers take the hassle out of booking different elements of your trip
by combining them into all-in-one packa; accommodation, airport transfers,
lift ki rentals & lessons and in-resort servi

Visit our website for more great offers for the 2017-18 winter season.

Quote #eurobizniseko to take advantage of the above offers.

WVOCOTiOH niseko.com Stay Play Relax Enjoy

contact your niseko holiday provider now stay@vacationniseko.com 0136 21 2500
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