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Wakashio limited express trains depart from JR Tokyo Station
hourly, 9:00 — 22:00, for Chiba’s Pacific coast from the
Keiyo underground platform 1, a 5-min walk south of the
main station, below Tokyo International Forum. Some trains
terminate at Kazusa-Ichinomiya, 20 min north of Onjuku.
Most Wakashio trains depart Onjuku 8-14 min past the hour.
Tickets cost ¥1,890, with the express an additional ¥1,300.
Driving from Tokyo is via the Aqualine Tunnel under Tokyo
Bay; ETC (electronic toll collection) offers a discount. Go
straight after the tunnel until the expressway ends at
Higashi-Kisarazu IC. Turn right at Route 410 and Onjuku is
about one hour away. JR English Info (050-2016-1603)
www.town.onjuku.chiba.jp (in Japanese)

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

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

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

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

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

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

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

By John R. Harris / Classic Journeys

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

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

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

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

©
Onjuku

John R. Harris is a speechwriter and
freelance journalist who lives in the
forested hills behind Onjuku, where
willing or not he wakes each morning at
7 to the strains of Tsuki no Sabaku.
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Embassy of the United States of America

Tokyo, Japan

To the American Community in Japan:

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

July is a day for celebration and a day for gratitude.

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

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

We also express gratitude to our many friends and

allies around the world who advance shared ideals
of freedom, justice, and democracy. The freedoms
that Americans value and enjoy today, such as free
speech, a free press, freedom of worship, and the
rule of law, are also highly valued in Japan. They
form the basis of an enduring and productive
partnership between our two countries. | wish to
express my sincere appreciation to the Japanese
people, our gracious hosts, for their continued
friendship and support. May both our great
countries continue to enjoy the blessings of liberty.
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J. Thomas Schieffer
Ambassador
United States of America
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Science, Technology and Inventions / By Robert Cameron

Bottom-up
Demolition

he problem with building lofty high-rises is that
eventually they have to come down—and the

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

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

The company is currently
perfecting the method, which Kajima engineers call
“Kajima Cut and Down" (KC&D), as they dismantle two
of their headquarters buildings in Chiyoda Ward.

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

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

When dismantling a high-rise, the structure is
weakened as its supports are cut down. In Kajima'’s
method, a core-wall structure is first inserted into the
center of the building; this supports the building as it
is dismantled and stabilizes it in case of earthquakes.
This core wall, made of ferroconcrete, is securely
fastened to the building’s support columns and
beams on each floor, and is cut away as the building
is lowered. This load transmission frame holds the
building up, and transmits the building’s horizontal
stress (caused by earthquakes or wind) to the core
wall, which Kajima engineers newly developed for
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Ka-j-ima-f;liorp. is usillg its “Cut and Down” method on their former HQ buildings.
such purposes. The result is a structure that is almost
as solid as an intact building.

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

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

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

Robert Cameron is a freelance writer
based in Tokyo.



By Nicole Fall / FDI Portfolio

Business Plan Competition

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

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

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

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

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

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

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

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

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

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

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

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

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

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

tough Japanese market.

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

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

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

of luxury goods.

Japan Poll

The Ministry of Foreign Affairs
commissioned The Gallup
Organization to conduct

an opinion poll, “2008 U.S.
Image of Japan Study,” from
February to March 2008.

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

The key finding is that Japan
continues to be the country most
often selected by Americans
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as the most important Asian
partner to the U.S. Although
the study shows a five-point
decline in the rate among the
general public (43%) since last
year, it also shows a one-point
increase among opinion leaders
(54%). Apart from Japan, China
marked the same record as last
year (34%, general public; 38%,
opinion leaders), while Russia
marked a two-point increase
among the general public (10%)
and the same figure as last year
among opinion leaders (5%).
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The perception of Japan’s
attributes was surveyed this
year only among the general
public. Positive images get high
points, which is the same trend
as last year: Japan is viewed as
“a country with great traditions
and culture” (92%); "a country
with a strong economy and
high technology” (91%); “a
country with beautiful nature”
(80%); “a peaceful country”
(77%); and “a country which
has a strong potential for
growth” (76%).
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Fashion Joint Venture

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

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

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

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

Phillip Lim and the organic Go
Green Go collection—is avail-
able. The brand’'s complete
accessories range, includ-

ing bags, shoes and seasonal
runway jewelry, is also sold.

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

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

Frozen Yogurt Franchise

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

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

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

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

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

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

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

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

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

Contact Nicole Fall at
nicole@fivebyfity.com if you
have ideas for this column.
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Lifetime of Design Passion

t 81 years of age, award-
winning architect Cesar
Pelli (pictured) shows no

sign of losing his passion and
energy for designing buildings.
“1 find every
stage of the
process exciting,”
he explains
when we meet
during his
recent visit to
Tokyo. “There
are several key points where
you feel that excitement—when
you are awarded a project you
really want; when you first come
up with the idea and the client
agrees; and when the construc-
tion starts, because then you
know it is really going to be built.
“Up till then, it may not
always happen,” he continues.
“And, then, of course when the
building is finished it is phenom-
enally exciting to come back and
see people enjoying it.”
Although best known for
having designed some of the
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tallest and most striking build-
ings in the world—from the
Petronas Towers in Kuala Lumpur,
to the National Museum of Art

in Osaka—Pelli says he avoids

a “style,” preferring instead to
respond to each problem on its
own terms and in its own time.

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

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

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

“Inspiration for the final form
is always a surprise,” he says.
“Sometimes the design jumps
out at you at once, because you
can immediately perceive an
elegant design from the form.
Sometimes it emerges, step by
step, and other times you crawl.

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

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

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

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

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



By Catherine Shaw / Business Profile

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

<« BIOGRAPHY »

Cesar Pelli

= Studied architecture at Universidad
Nacional de Tucuman, Argentina,
before moving to the United States,
where he worked with his mentor,
Eero Saarinen, from 1954-1964

m Founded Cesar Pelli & Associates
[now PCP] and won more than 200
awards for design excellence

= Became dean of Yale University
School of Architecture (resigned in
1985)

= Continues to lecture and write
extensively on architectural issues

m 1991: recognized by the American
Institute of Architects (AIA) as “one
of the 10 most influential living
American Architects”

m 1995 awarded the AIA's Gold
Medal in recognition of a lifetime
of distinguished achievement and
outstanding contributions

m 2004: garnered the Aga Khan
Award for Architecture for the
design of the Petronas Towers

When asked if he finds it diffi-
cult to see one of his buildings
used in ways he didn‘t envisage,
he smiles and admits, “Yes, | do
see buildings as creatures, like
children or pets, or even friends.

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

each other.”

complement each other much
more easily.”

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

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

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

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

“"Working in Japan is very
different to other international
cities,” says the master architect.
“The design build standards here
are exceptional and not found
anywhere else.

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

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

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

all over the world,” Pelli says.

“Technology is making it easier

and easier to work at a distance.”
Pelli also famously eschews the

rush to design each building as

iconic, different or innovative.

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

Then he smiles again.

“I've been lucky,” Pelli says.

“There are many things that

interest me, but nothing that
comes close to architecture.
“Architecture really is my life.”

Catherine Shaw is a freelance writer
based in Tokyo.
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Museum Musings / By Vicki L. Beyer

The
Railway
Museum

apan'’s first rail service began
on June 12, 1872, running

29km from Yokohama to

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

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

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

One could spend an entire
day just exploring the museum’s
"History Zone.” The dozen loco-
motives range from the very first
steam locomotive to run in Japan,
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More than a museum: simulators, interactive displays and steam locos in Saitama.

to a Class 9850 Mallet Steam
Locomotive that has been cut
away to reveal the internal work-
ings, to a Series 200 bullet train.
Sitting on a working turntable in
the center of the hall is a C57, one
of the most successful steam loco-
motives of the mid-20th century.
Among the 24 railcars on display
are imperial carriages, freight
cars, commuter trains, sleeper
cars and inter-city passenger cars.
Visitors are permitted to enter
some of the latter models; it's
not unusual to see “passengers”
sit and eat a box lunch, or take a
nap, just as one would when actu-
ally traveling.
There are interactive displays,
as well as documentary film
clips, interspersed throughout
the zone. Signs are multilingual
and the film clips are available
in both Japanese and English. In
the gallery above, an illustrated
timeline in Japanese traces the
development of rail travel in Japan
and elsewhere.

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

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

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

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

Vicki L. Beyer is an
ACCJ Governor and a
freelance travel writer
based in Tokyo.




Reviewed by Tom Baker / Behind the Book

DigiMarketing:
The Essential Guide to New Media and Digital
Marketing by Kent Wertime and lan Fenwick

Wiley, 406 pp, $29.95

nline dining guide
Gourmet Navigator now
has small, electronically

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

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

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

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

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

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

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

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

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

Thanks to modern recording
technology, that concept seems
almost laughably quaint now.
DigiMarketing contains valuable
tips to keep your marketing efforts
from meeting the same fate.
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Tom Baker is a staff
writer at the Daily
Yomiuri.

We are giving away three copies of
DigiMarketing. Simply e-mail

editor@paradigm.co.jp by July 14.
Winners will be picked at random.
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By Samuel H. Kidder / In the Final Analysis

Changing of
the Guards

e're now well into the summer cycle. At

the Chamber that means a slowdown in

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

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

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

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

Samuel H. Kidder is
ol ACCJ Executive Director.





