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Rebuilding Tomorrow
As an innovator in a wide range of industries, Japan has exported its game-changing technolo-

gies and expertise to the rest of the world. However, over the past two decades, its economy 
has experienced sluggish growth. Maintaining its position as the third’s largest economy, Japan 

continues to find new ways in creating economic boost.

CONTINUED ON NEXT PAGE

“As the Japanese govern-
ment works on a wide range 
of policies aimed at stimulat-
ing economic growth, the 
ACCJ has offered policy pre-
scriptions that encourage 
further reform and growth in 
Japan,” said Christopher LaF-
leur, President of the Ameri-

can Chamber of Commerce 
in Japan.

Earlier this year, Prime 
Minister Shinzo Abe reiter-
ated that his top priority 
continues to be economic 
growth, with accelerating 
Abenomics being key. Intro-
duced in 2012, Abenomics 
is a set of economic policies 
combining aggressive fiscal 
spending, monetary policy, 
and structural reform. 

Open for business
“The ACCJ appreciates all 

the hard work done by the 
Japanese government and 

we look forward to working 
with them on a number of is-
sues that will make Japan an 
even more promising place 
to do business,” said LaFleur.

In the past, Japan faced 
fierce competition as an in-
vestment destination with 
the rise of mainland China, 
Hong Kong and Singapore. 
High costs, an aging society 
and a language barrier did 
not help Japan’s goal to at-
tract more foreign invest-
ment.

“These negative percep-
tions are old concepts. As for 
business costs, the average 
office rent in Tokyo is lower 
than in Singapore and Hong 
Kong. According to an OECD 
survey, labor costs in Tokyo 
are actually lower than that 
of major developed coun-
tries,” said Hiroyuki Ishige, 
Chairman of the Japan Ex-
ternal Trade Organization 
(JETRO), the main agency 
tasked to promote inbound 
foreign direct investment 
(FDI) in order to strengthen 
international collaboration 
and drive economic growth.

To increase FDI, JETRO 
works in coordination with 
the government to improve 
the business environment by 
helping to simplify regula-
tions and establish rules for 
corporate governance. 

“We want to give a uni-
fied message that Japan has 
changed and is open for 
business,” stressed Ishige.

Amid the government’s 

determined efforts to jump-
start the economy, with 
FDI pouring into Japan and 
Japanese companies seeking 
more investment opportu-
nities abroad, the country’s 
law firms have begun to 
strengthen their presence 
around the world.

Atsumi & Sakai (A&S), a 
full-service firm with over-
seas offices in London and 

Frankfurt, caters to Japa-
nese companies expanding 
abroad, as well as foreign 
companies entering Japan.

“People are saying the 
Japanese market is shrink-
ing, but we can see that it 
is still expanding in certain 
industries such as pharma-
ceutical, healthcare and re-
newable energy. In addition,

J a p a n  E x t e r n a l  T r a d e 
O r g a n i z a t i o n  Ch a i r m a n 
Hiroyuki Ishige
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Internet of Things and artificial 
intelligence have also been 
hot topics in Japan,” revealed 
A&S Managing Partner Hiroo 
Atsumi.

To assist the influx of for-
eign investors penetrating 
the Japanese market, A&S in 
partnership with Tricor K.K., 
launched a “One-Stop Japan 
FDI Support Service” in 2016.

“Our motto is ‘a compass 
to find your way.’ With our 
experience, we can better as-
sist companies in establishing 
themselves locally and inter-
nationally,” said Atsumi.

Tourism: new economic 
pillar

With Japan hosting the 
Olympics and Paralympics in 
2020, the Japanese govern-
ment hopes to reinvigorate 
the country’s overall economy 
with the expected deluge of 

tourists.
“The government has fo-

cused on tourism for econom-
ic growth. By making tourism 
an economic pillar, the gov-
ernment hopes to utilize the 
industry as a driver of local 
revitalization,” said  JTA Com-
missioner Akihiko Tamura.

Having reached its target 
of 20 million annual visitors 
four years early, Japan has 
set a new target of 40 million 
by 2020. To increase the ef-
fectiveness of its campaign, 
JTA and Japan National Tour-
ism Organization (JNTO) have 
partnered with several indus-
try-related organizations.

“In 2003, the ‘Visit Japan’ 
campaign was launched. And 
that was the beginning of the 
increased importance of tour-
ism in the country,” said JNTO 
President Ryoichi Matsuyama.

Recently, JNTO and JTA 

launched major campaigns 
to promote the diversity of 
Japan’s attractions outside 
the “Golden Route” of Tokyo, 
Osaka and Kyoto and high-
light the country’s year-round 
beauty, unique festivals, and 
distinct cuisine.

To further encourage travel 
outside the Golden Route, the 
government and the private 
sector have upgraded its air-
ports, raised the number of 
hotel rooms, increased Eng-
lish signage and trained more 
tourism professionals.

Contributing to national 
efforts to facilitate stress-free 
travel, Orient Corporation 
(Orico), a provider of various 
payment settlement services, 
is assisting towards the cre-
ation of a cashless economy in 
Japan by Tokyo 2020.

“Extensive infrastructure 
development and collabora-

Rebuilding Tomorrow

tion with every local shop 
are needed for such cashless 
settlement. Having a cashless 
society will greatly help stimu-
late local economy,” explained 
Orico President Masaaki Kono. 
“I believe we are the only con-
sumer finance company in Ja-
pan that has a business base in 
every single prefecture. With 

ZEAL Cosmetics CEO Osamu 
Maeda 
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With more than 25 percent of its popula-
tion being 65 years of age or older, Japan has 
the world’s largest aging population. This 
number is expected to rise to 33 percent by 
2030 as the country’s fertility rate remains 
below replacement level.

While various problems arise from Japan’s 
demographic challenges, their medical 
technology and healthcare industries have 
found solutions to the problems of its elderly 
population. While some of these difficulties 
are unique to Japan, other countries will face 
similar issues in the near future.

“So far, we have developed medical devic-
es fit for Japanese patients’ body size and dis-
eases. Because we have the basic technology 
and manufacturing knowhow, in the future, 
we can establish centers in different parts of 
the world and research which devices would 
be most fit for the people living in those 
countries,” said Tokai Medical Products (TMP) 
Chairman and Founder Nobumasa Tsutsui.

TMP, which dominates the domestic mar-
ket, produces high-quality catheters with a 
wide range of applications, such as cardio-
vascular, abdominal and neurological inter-
vention.

“We have a new product that saves new-
born babies’ lives,” said Tsutui. “Some babies 
have problems with the pulmonary valves in 
their hearts that allow them to live only for 
limited terms. This congenital disease oc-
curs in a very small number of patients; and 
the development of products for newborn 
babies is very difficult because we have to 
develop the smallest catheter in the world—
only 0.3 mm in diameter. Yet, we did it.” 

After finding success in Japan with the 
launch of this niche product, TMP sees the 
need to tap into the global market, supplying 

its device to as many countries as possible in 
order to help as many babies as possible.

 “Our company is not after profit. What 
we are trying to do is provide good things 
for the patients and make people happy. We 
want to save lives. And I believe that’s the 
reason why our company is growing,” said 
Tsutsui.

From medical equipment to cosmetics, 
a wide variety of companies, such as medi-
cal information provider MRT, Inc. has found 
success in the domestic market and have 
seen the opportunity to go global.

“In terms of remote services and technol-
ogy, there are several companies around the 
world equipped with similar technology. But 
MRT is the first company that has applied this 
to the medical field in Japan,” said MRT Presi-
dent and Founder Toshimasa Baba.

“Japan is at the forefront of an aging popu-
lation. But 10 to 20 years down the line, there 
will be many other countries confronted 
with this dilemma. So our business model 
will be applicable to other countries around 
the world in the future. We hope our busi-
ness would be helpful in coping with the 
problem,” Baba added.  

Healing the country 
and the world

this advantage, we have a role 
to play in contributing to local 
economy revitalization.”

Tokyo 2020 hopes to show 
the world how Japan will suc-
cessfully stage a sustainable 
Olympic Games and display its 
unique position as the cross-
roads of traditional culture 
and leading-edge technology.

New generation cosmetics
Incorporated in 2011 by 

CEO Osamu Maeda, ZEAL 
Cosmetics, in cooperation 
with Prof. Yasuhiro Tsuka-
moto, introduced antibody-
based skin care products to 
the world.

The mass production of an-
tibodies involves extracting 
durable, heat-resistant, high 
reactive antibodies from un-
fertilized ostrich eggs. ZEAL 
utilizes this method to also 
make agriculture, food, and 
household products, among 
others.

ZEAL is a vital partner in the 
global battle against infec-
tious diseases such as Zika, 
MERS and flu viruses (includ-
ing bird flu) as it provides 
effective preventative care 
against these diseases.

“We are always open to new 
strategic business partners in 
all industries to create long-
term goals in each market to 
solve real problems in each 
geographic region, with a fo-
cus on the United States in 
2017,” said Maeda. “We have 
been working with the Better 
Future Foundation in provid-
ing our antibody technology 
to protect underprivileged 
children from infectious dis-
eases around the world.”  

Tokai Medical Products plays a huge role in 
saving millions of lives around the world.
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standards in 
manufacturing

Japan’s prowess lies in many 
fields, and the Japanese are 
undoubtedly masters at 

making things.
The Japan Electrical Manu-

facturers’ Association (JEMA) 
has overseen the develop-
ment of the electrical machin-
ery industry for nearly 70 years. 
JEMA was formed in 1948 out 
of a need to rebuild Japanese 
industry following the Sec-
ond World War. Ever since, the 
280-strong organization has 
supported the growth of its 
industry by ensuring that its 
members adapt to worldwide 
trends and remain globally 
competitive.

“We saw the need to im-
prove the entire electrical in-
dustry. Instead of each com-
pany working single-handedly, 
we decided to have an asso-
ciation to assist the members, 
from suggesting important 
policy changes, meeting in-
ternational standards, enlight-
ening people about product 
safety and exchanging infor-
mation foreign electrical ma-
chinery organizations,” said 
JEMA President Kiyoshi Ebi-
zuka.

While Japanese electrical 
machinery companies try to 
boost their domestic market, 
Ebizuka stressed that Japanese 

electrical machinery compa-
nies have thrived around the 
world. 

Embodying Japan’s reputa-
tion as a trailblazer in manu-
facturing, SANYO DENKI has 
remained one of the world’s 
top manufacturers of electri-
cal components and systems, 
which include cooling fans, 
universal power systems and 
servo systems.

“We strive to compete on 
performance; and that is why 
we are ahead. We have a very 
good reputation with our cur-
rent and even potential cus-
tomers, and that is because we 
help them focus on features 
and not only on price,” said 
CEO Shigeo Yamamoto.

With more than 90 years of 
experience, SANYO DENKI de-
velops core technologies used 
in high-performing standard 
products and creates custom-
ized ones based on each cus-
tomer’s application.

“With different markets 
having varying demands, our 
technical centers worldwide 
gather information from each 
region and collaborate with 
the main R&D center in Japan. 
Through this, we maintain 
competitiveness. Also, we are 

currently integrating IoT (In-
ternet of Things) technologies 
into our products,” Yamamoto 
explained. 

Apart from gathering infor-
mation for R&D, SANYO DEN-
KI’s overseas technical centers 
also provide technical support 
and after-sales service.

A designer and manufac-
turer of power transmission 
equipment, Miki Pulley has 
also carved its niche by cater-
ing to the specific needs of its 
clients and focusing on devel-
oping its own technologies. 

“It’s not about just custom-
izing products,” CEO Koji Miki 
pointed out.  “Even in the de-
sign, we develop this together 
with our clients. Our strength 
is in engineering. We have the 
facilities and the engineers 
that our clients don’t have. 
That is how we offer solutions.”

Meanwhile, Tamura Corpo-
ration, among Japan’s oldest 
companies in the electrical 
market, ensures that proper 
support is provided to its cus-
tomers worldwide. 

“One of our biggest advan-
tages is that we have a num-
ber of manufacturing locations 
in Asia, Europe and the U.S. 
So, our global customers can 

From its production base in Nagano, SANYO DENKI produces 
standard-setting electrical components and systems.
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always get support,” explained 
President Naoki Tamura.

For Miki Pulley and Tamura 
Corporation, an increased in-
ternational presence is impor-
tant for its long-term future. 

“Currently, we are targeting 
the industrial and infrastruc-
ture markets in the US, EU, 
India, China and Brazil. Merg-
ers and acquisitions would 
be the strategy for us all over 
the world to expand our busi-
ness. As we are committed to 
understanding the local mar-
kets we are in, we hope to find 
good people there and work 
with them,”  Tamura said.

But for Miki Pulley, its expan-
sion strategy involves forming 
partnerships or setting up its 
own sales offices. 

“The subsidiaries that we 
have were all set up five or six 
years ago. We have been in 
the business for a long time 
but we realized that we could 
not grow further if we do ev-
erything from Japan,” Executive 
Vice President Yuji Miki said.

The Japanese have also ac-
quired a reputation as early 

adapters, particularly in safety 
standards and environmental 
friendliness. These two quali-
ties have remained priorities 
for SOC Corporation, a maker 
of low voltage fuses.

“As a last line of safety de-
fense for multiple applications, 
the fuse is a very important 
component. Our responsibility 
is huge and we always try to 
meet the technical and specif-
ic needs of our customers be-
cause this is also our chance to 
grow and expand and because 
this helps us maintain our sta-
tus as the fuse manufacturer 
with the world’s best technol-
ogy,” said President Kayoko Ari-
kawa.

Already present in Asia, Eu-
rope and the United States, 
SOC Corporation has identified 
the automotive and renewable 
energy industries as potential 
growth markets.

Japanese manufacturers 
gained the admiration of its 
partners and the loyalty of its 
clients, at home and abroad, 
for their ability to capitalize on 
its several strengths and to fur-

ther improve them. While this 
has prompted Japanese com-
panies to expand overseas, 
others, such as Japan Material 
and NASCO Nakamura, have 
focused on growth opportuni-
ties that exist at home.

Japan Material, which fo-
cuses on providing technical 
support for semiconductor 
factories, also offers in-house 
preventive maintenance for its 
customers as part of the whole 
package. Its clients include the 
world’s largest companies in 
the semiconductor industry 
from Japan, Singapore, and 
Taiwan. 

However, President of Japan 
Material, Hisao Tanaka, admits 
that Japan’s semiconductor 
industry has lost its leading 
position and must do more to 
regain its standing.

“I’ve been in the industry 
for years and I’ve seen Japan’s 
semiconductor industry at its 
peak. In recent years, other 
countries have taken over the 
field. Japan staggered a little 
because although the coun-
try has high quality, it has 

high prices too. We are eager 
to help Japan bring the semi-
conductor industry back to the 
top. It has been before. We can 
do it again,” Tanaka said.

NASCO Nakamura, a pioneer 
in food processing and pack-
aging solutions, believes that 
Japan, its main market, will still 
set the standards in innovation 
and be the point of reference 
for countries around the world.

“We are currently supply-
ing the packaging solutions 
for food sold in convenience 
stores, which is really popular 
in Japan. In the near future, the 
demand for this in other coun-
tries will increase,” said Presi-
dent Gotaro Nakamura.

“Other countries will soon 
experience the same shifts in 
demographics and economy 
that Japan is now experienc-
ing. By that time, Japanese 
companies like us will have 
gained enough know-how 
to lead in other markets, es-
pecially in Asia, with our ac-
quired techniques,” Managing 
Director Hidemune Nakamura 
added.  
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Facing tough challenges, 
such as an aging popu-
lation and a shrinking 

workforce, Japan is seen as 
one of the first countries to 
encounter problems that will 
beset other developed econo-
mies. The situation has brought 
about an opportunity to find 
solutions and to propose new 
growth models for the rest of 
the world to follow.

Japanese universities play 
a key role in this task and are 
well aware of their influence 
on policy-making.

“We have to be attentive to 
global changes and what cur-

disciplinary approach. We also 
want to collaborate with our 
counterparts in China, India 
and other fast-growing econo-
mies in Asia,” Hasebe explained.

Another school in the city, 
Yokohama City University, 
is committed to educating 
global citizens by expanding 
its student exchange program, 
particularly with partners in 
Asia and Europe. Currently, 
YCU has 38 partner institutions 
from around the world. As part 
of its long term goal, YCU plans 
to focus on establishing more 
partnerships with universities 
in Asia.

While the international ex-
posure will help its students in 
their future careers, YCU also 
hopes that the knowledge 
gained abroad by students will 
contribute to the city’s devel-
opment, especially in the fields 
of medicine and science.

“At the same time, we also 
want to invite more interna-
tional students to come to Ja-
pan. YCU is an attractive school 
as it is ranked second by Times 
Higher Education among small 
universities in Japan,” said YCU 
President Yoshinobu Kubota.

To fulfill its goal of increasing 

rent society is faced with. We 
have to create solutions for ex-
isting problems and show new 
options. Japanese universities 
have to take in good practices 
from all over the world and 
adapt them to Japanese soci-
ety,” said Toyota Technological 
Institute President Dr. Hiroyuki 
Sakaki.

Becoming aware of the im-
portance of having a global 
outlook, TTI sends one-third 
of its graduate students on 
internships abroad. “For our 
graduates to serve as the next 
techno-industrial leaders, we 
let our students think about 
global missions and interna-
tional opportunities,” he added.

Yokohama National Univer-
sity President Yuichi Hasebe 
shares similar beliefs. Estab-
lished in 1876, YNU has formu-
lated solutions to problems 
faced by the cosmopolitan city 
and its prefecture, Kanagawa, 
by integrating multi-disciplin-
ary and cross-border knowl-
edge.

“We do particularly well in 
IT. I plan to further strengthen 
our studies in the humanities, 
social sciences, and natural sci-
ences so we have a wider inter-

outbound and inbound stu-
dents, YCU has set up the Inter-
national Academic Consortium 
for Sustainable Cities (IACSC) in 
2009, to continue establishing 
relationships with more univer-
sities and institutions.

Even specialized Japanese 
universities, such as Showa 
University and St. Marianna 
University School of Medicine, 
cannot ignore the importance 
of internationalization.

Showa University, one of 
Japan’s top comprehensive 
medical universities, started 
its foreign exchange programs 
nearly 40 years ago. But, espe-
cially in the last five years the 
school has aggressively pro-
moted student exchanges to 
satisfy its students’ demand.

“Although there was a de-
cline in Japanese students go-
ing abroad, we see that the 
interest is increasing again 
recently. A large portion of 
our students wants to study 
abroad, so we are working 
hard to establish memoranda 
of understanding with univer-
sities,” said Showa University 
President Ryohei Koide. Cur-
rently, Showa University’s in-
ternational reach includes 28 
institutions in 15 countries, 
including the United States, 
Madagascar and Egypt.

The university also has a 
post-graduate fellowship 
program that allows young 
medical professionals (doctors, 
dentists, pharmacists, nurses) 
and researchers to receive free 
additional training in Japan. 
This program also offers free 
housing and, for about half of 
the fellows, a monthly stipend. 
In the last 35 years, over 900 
international research fellows 
have participated in the pro-
gram.

Japanese universities 
find solutions to 
global problems

Like Momoyama Gakuin,  Japan’s universities are steadfast in their 
mission to raise a new breed of global students.
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“We want to share our tech-
niques and technology to fu-
ture leaders who can educate 
other medical practitioners 
around the world. Fellows may 
go back to their home country 
to share knowledge they have 
acquired. As it is open to every-
body, the program also helps 
us gauge the medical level and 
culture of many countries and 
learn from them. With this, we 
hope to cultivate the next gen-
eration of leaders,” Koide also 
said.

Meanwhile, in the last six 
years, St. Marianna University 
School of Medicine began for-
eign exchange programs with 
universities and institutions in 
China, Korea and the United 
States. Chairman Katsuya 
Akashi hopes to increase the 
number of partner schools in 
the next few years. 

“We are actually searching 
for more universities to com-
municate with. We hope to 
send our students anywhere 
in the world to gain experience 
as long as it’s safe,” Akashi said.

Apart from expanding its 

international partnerships, the 
university is also international-
izing its curriculum. 

“With the encouragement 
of MEXT (Ministry of Educa-
tion, Culture, Sports, Science 
and Technology), we saw the 
need to match our curriculum 
according to global standards. 

Although our knowledge 
and skills are up to par, work 
still needs to be done in rela-
tion to breaking language 
barriers in order to collaborate 
more easily with other parts of 
the world,” explained Akashi.

Despite the drive to global-
ize, Japanese universities have 
not abandoned their roots as 
they see themselves as em-
issaries of a country with a 
unique culture and timeless 
values that can benefit the 
world.

In March 2015, 23 Momoya-
ma Gakuin University students 
visited the Consulate General 
of Japan in Los Angeles and 
the University of California-
Irvine as part of the university’s 
KAKEHASHI Project. 

“They prepared a presenta-

tion designed to help others 
understand the real Japan. Ka-
kehashi means ‘a bridge con-
necting to the world’ and our 
students try to be the link be-
tween Japan and other coun-
tries,” explained Momoyama 
Gakuin University President Dr. 
Ninako Makino. 

Momoyama Gakuin Uni-
versity also has outreach pro-
grams that promote Japanese 
goodwill. 

“We have various programs 
that help local communities 
at home and abroad. For ex-
ample, some of our students 
visit rural Indonesia to help lo-
cal people build new homes, 
while others go to Inner Mon-
golia to assist in tree–planting 
to hold back desertification. 
Here in Japan, some students 
have provided aid following 
earthquakes, while others use 
their business management 
skills to support local women 
farmers.” Makino said.

For the head of Tokyo Inter-
national University, the mission 
of promoting Japanese values 
is a priority. Chancellor No-

buyasu Kurata pays special at-
tention to instilling kotokushin 
or civic-mindedness among 
the students.

“Six years ago when the big 
earthquake hit Japan, we did 
not see people storming the 
stores and stealing from one 
another. Instead, people came 
to serve and help one another. 
This I believe is because of 
kotokushin. Instead of competi-
tion and fierce rivalry, everyone 
thinks of harmony and contrib-
uting to society,” Kurata said.

“This philosophy is very im-
portant. It is meant to defy bar-
riers, whether they be of race, 
religion or gender. This will 
help nurture our students to 
become truly internationally 
minded leaders,” he added.

Along with several universi-
ties in Japan, TIU welcomes 
students from all parts of the 
world.

Kurata said, “It is our sincere 
hope that students who come 
to study at TIU will learn our 
philosophies, and go back and 
work for international commu-
nities as global leaders.”  
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