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Govt TPP Focus Likely To Be On Services, Rule Setting 

TOKYO (Nikkei)--The Japanese government has started formulating specific 

policies for the Trans-Pacific Partnership free trade negotiations, with a likely 

focus on services and clarifying the rule-setting process, The Nikkei has learned. 

Prime Minister Shinzo Abe announced on Friday that Japan would join 

negotiations with the 11 other members nations in the talks. 

The government aims to maintain tariffs on a number of items in the agriculture 

sector, while pushing for a high degree of liberalization in the services sector and 

in the trade rules-setting process. 

Participating countries in the talks have been working to create common trade 

rules in 21 fields, and have been discussing at various working groups rules 

governing overseas business expansion by global service firms, including rules 

on cross-border services. Japan plans focus on this working group. 

In Asia, a number of countries have put in place regulations restricting the entry 

of foreign firms into their services sector. Vietnam, for example, hinders 

overseas businesses from making inroads into its retail industry, while Malaysia 

has been slow to liberalize its retail and transport sectors. 

If these regulations are to be eased or eliminated in stages through the TPP 

negotiations, Japanese convenience store and supermarket chains will be able 

to enter these rapidly growing emerging markets more easily. (March 17) 

China, Japan, S Korea To Hold 1st FTA Talks March 26-28  

BEIJING (Kyodo)--China, Japan and South Korea will hold the first round of 

negotiations for a trilateral free trade agreement from March 26 to 28 in Seoul, 

the Chinese Commerce Ministry said Tuesday. 

"As the three countries are major economies in east Asia with close economic 

and trade ties, building an FTA as soon as possible is in line with their common 

interests and beneficial for regional peace and development," ministry 
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spokesman Shen Danyang was quoted as saying by the official Xinhua News 

Agency. 

China will make joint efforts with the two countries to achieve positive results in 

the negotiations "as early as possible," Shen was quoted as saying. 

Shen's comments may reflect Beijing's wariness about Japan's announcement 

last week that it intends to join negotiations for the U.S.-led Trans-Pacific 

Partnership free trade initiative, which does not involve China. 

China, Japan and South Korea have agreed to hold the second round of talks in 

China and the third round in Japan, according to Shen. 

Trade ministers from the three countries agreed in November to launch the 

trilateral FTA talks. The three countries held a preparatory meeting in Tokyo in 

February. (March 16) 

New Sheriff Kuroda Comes Out Guns Blazing Against 

Deflation 

TOKYO (Nikkei)--Unveiling himself to the public amid soaring expectations, 

Bank of Japan Governor Haruhiko Kuroda on Thursday pledged to combat 

deflation head-on with aggressive asset purchases. 

"To make monetary easing as effective as possible, we'll decide what types of 

assets should be purchased," Kuroda said at his inaugural news conference, 

vowing to implement bold easing in terms of both quantity and quality. 

By purchasing government bonds and other financial assets, the BOJ supplies 

funds to financial institutions' current accounts deposited at the central bank. 

Under quantitative easing from 2001-06, the BOJ set a policy target of keeping 

the current-account balance at around 35 trillion yen. 

But as part of the comprehensive easing pursued by the previous chief, Masaaki 

Shirakawa, the BOJ began buying corporate bonds and exchange-traded funds 

to guide a wider array of market rates lower. The program itself did not set a 

quantity target, but it nonetheless increased the funds supplied to the market. As 
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a result, the current-account balance has continued to set new highs, topping 50 

trillion yen Thursday. 

Kuroda also asserted that the BOJ's government bond purchases from the 

market should not be viewed as equivalent to fiscal financing or underwriting of 

government borrowing -- a concern expressed by his predecessor. To avoid any 

confusion, the prior leadership kept bond purchases under the asset-buying 

program separate from those used for money market operations. But Kuroda 

criticized this tactic as "extremely hard to grasp." 

The market expects Kuroda to focus on both "the types of assets purchases and 

their quantity," according to Atsushi Ito, chief yen bond strategist at BNP Paribas 

Securities (Japan) Ltd. 

The central bank currently buys bonds with three years or less until maturity. By 

targeting instruments with longer terms, the BOJ's balance sheets will remain 

expanded for a longer time, thus widening both the scope and quantity of its 

assets. 

Kuroda is also more outspoken about the 2% inflation target than Shirakawa, 

who had refrained from promising a deadline. 

"Attaining the price stability target in around two years would be favorable," 

Kuroda said. And unlike Shirakawa, who was quick to cite risks associated with 

setting an inflation target, he played down the possibility of a sudden jump in 

long-term interest rates, saying, "I don't expect that to happen right away." 

With policy rates already at rock-bottom levels, "the central bank needs to show 

its resolve for monetary easing and change market expectations," Kuroda 

stressed. (March 22) 
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Weak yen not turning off Japan's online shoppers 
 

 Despite the yen's slide, online shopping sites offering clothing, accessories   

and goods that are hard to find in Japan are enjoying continued popularity   

among consumers. 

The Buyma shopping site which offers designer-brand clothing and jewelry, in the 

February-October 2012 period handled 70% more goods than it did during the 

year-earlier period, according to its operator, Enigmo Inc. 

Buyma - buyma.com - helps Japanese living in some 70 countries and regions buy 

goods and sell them to consumers in Japan. Business appears to be brisk, even 

since the yen began to weaken in December. 

The site offers discounts of up to 80% on Chanel products and markdowns of as 

much as 90% on Prada goods. But for many consumers, being able to purchase 

products not sold in Japan is more important than the price factor, an Enigmo 

representative said. 

The website of REI, a U.S. outdoor gear retailer, attracts Japanese consumers 

who have the same mindset. A 34-year-old man in Saitama Prefecture said he 

recently purchased a tent, hiking boots and other REI products because he liked 

their not-seen-in-Japan designs. 

A 30-year-old woman said she shops with Rakuten Inc.'s U.S. subsidiary on a 

weekly basis. She enjoys buying children's toys and confectionery ingredients not 

available in Japan and contends that she has not changed her shopping habits 

even since the yen started to fall. 

According to Shop Airlines Ltd., which operates the sekaimon auction site, the 

number of the site's January transactions was close to year-earlier levels. But 

with the yen sharply weakening over the past three months, the prices of goods 

sold in U.S. dollars have essentially and dramatically risen. As a result, the site's 

users are opting for lower-priced alternatives, pushing down the average 

transaction price by about 10%, a company representative said. 
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Companies study consumers' brains 
 

Neuroscans reveal far more truth about what people want - while researchers, 

advertisers look inside and see what makes people click businesses in Japan 

are increasingly using techniques drawn from neuroscience in their marketing 

strategies to penetrate deeper into the minds of consumers. 

Last autumn, a consortium of 11 companies met in Tokyo. The firms included 

NTT Data Corp., Hakuhodo Inc, Asahi Breweries Ltd., Kirin Holdings Co. and 

Teijin Ltd. 

The participants analyzed the reaction of the human brain to certain products. 

The idea behind the experiment was to examine how the brain perceives 

products, using FMRI (functional magnetic resonance imaging) to see this. 

The group wanted to use the data to aid product development and design. Their 

findings showed some curious results, including that the human brain reacts in 

a similar way to both beer cans and the mushroomlike mascot of mobile service 

provider NTT DoCoMo Inc.  

"Air fresheners and beer also show correlations," said Yukiyasu Kamitani, head 

of the Department of Neuroinformatics at the Advanced Telecommunications 

Research Institute International Computational Neuroscience Laboratories. 

This suggests that NTT DoCoMo and beer companies might be able to achieve 

strong results if they work together on TV commercials and marketing 

campaigns. 

The research group plans to gather data on 30 people by the end of March. It 

plans to create a design correlation diagram, so it can start applying such 

figures to product development and marketing.(March 18) 
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Japan Logs 8 Months In Row, 1st Time Since 1979 

TOKYO (Kyodo)--Japan's goods trade deficit stood at 777.5 billion yen in 

February, marking the eighth straight month of red ink, as the steep 

depreciation of the yen drove up costs of fossil fuel imports amid tepid exports, 

the government said Thursday. 

It was the first time that Japan's trade balance remained in deficit for such a 

long period since 1979, when the country had been hit by the second oil shock, 

a Finance Ministry official briefing reporters said. 

The value of imports rose 11.9 percent year on year to 6,061.5 billion yen in 

February, up for the fourth straight month, as oil product and liquefied natural 

gas imports jumped 12.3 percent and 19.1 percent, respectively, the ministry 

said in a preliminary report. 

Despite the weaker yen and expectations for a pickup in the global economy, 

exports, a key engine of Japan's economic growth, dropped for the first time in 

two months, down 2.9 percent to 5,284.1 billion yen. 

The ministry said the yen slid versus the U.S. dollar by 18.6 percent from a year 

earlier in February. 

Shipments to the 27-member European Union remained lackluster, down 9.6 

percent in February against a backdrop of the slackness in the region's real 

economy. 

Exports to China also declined 15.8 percent due in part to a weeklong shutdown 

of businesses in China during the Lunar New Year holidays in February, which 

normally slows Japanese exports in January, the official said. 

The figures were measured on a customs-cleared basis. (March 21) 
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Japanese Anime Made Abroad Comes Back To Japan 

TOKYO (Nikkei)--The world of anime is 

changing. One major change is that more 

Japanese productions are being made and 

broadcast overseas, and only then brought 

to Japan. It is a cost-effective plan that 

also better ensures that shows might 

become global hits. 

 

Premiering this May in Japan, "Ninja 

Hattori-kun" is a remake of a Japanese TV 

series from the 1980s that TV Asahi Corp. 

(9409) created for the Indian market with a 

local production company.  

"We can't show a character sticking chopsticks into a pork cutlet," a TV Asahi 

employee told a staffer at a partner anime production company in India.  

"He can't walk into a house with his shoes on, either," another employee said. 

The TV network and production subsidiary, Shin-Ei Animation Co., have been 

providing technical advice to the Indian company for more than a year. Besides 

checking up on the studio from time to time, TV Asahi staff contact their Indian 

counterparts through email and Skype video calls almost daily. 

The companies are remaking "Ninja Hattori-kun," a series popular in Japan in 

the 1980s. Twenty-six new episodes premiered in India last May, gaining a 

viewership of around 1% -- which in India means it was a hit. 

Same Quality 

The original "Ninja Hattori-kun" was aired in India, with Indian voice dubbing, in 

2006. It was popular with children, and TV Asahi decided to produce a full 

remake in India. This decision was also encouraged by the budget-friendly 

production cost, which is just a third of that in Japan. Though there are the 
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occasional cultural missteps by the 

staff, in terms of animation quality, 

the Indian version is "on a par with 

what we make in Japan," says an 

official at TV Asahi's content 

business division.  

 

The network has decided to air the 

Indian-produced series on the 

Animax anime channel from May. 

They are the first new episodes for 

series in roughly 25 years. 

Production on the next round of 

episodes is scheduled to begin soon 

in India. 

TV Tokyo Corp., meanwhile, will premiere a Chinese-produced 

computer-animated series, dubbed "Train Heroes," in April. 

The series is made by a production company 

affiliated with a TV network in the Chinese 

city of Changzhou, with the help of TV Tokyo. 

After debuting in Japan, a "Train Heroes" film 

is scheduled to be released in theaters in 

China later this year. The TV series will also 

premiere in China around the same time. 

Affordable Incubator 

TV Asahi and TV Tokyo, a TV Tokyo Holdings Corp. unit, are making such 

shows overseas mostly for budget reasons. Overseas production also makes 

sense because target audiences are increasingly outside of Japan.  

"Ninja Hattori-kun" is set to debut in other parts of the world, including 

elsewhere in Asia. "Train Heroes," too, is expected to air in other Asian 

countries outside of China. Producing new cartoons in Japan that are intended 
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for foreign markets would not be cost-effective. Also, a guaranteed hit in Japan 

is not guarantee of it finding success elsewhere. The TV networks are banking 

on getting lucky with hits first in overseas markets, and then bringing them to 

Japan, and then on to other overseas markets. 

According to the Association of Japanese Animations, 220 anime TV shows 

were aired in Japan in 2011, down nearly 30% from the peak in 2006. But the 

global TV broadcast market keeps growing; in 2011, it stood at 400.5 billion 

dollars, roughly 38 trillion yen, and is forecast to be 545.3 billion dollars by 2016. 

Toys, Too 

"Monsuno," an animated series that airs on TV Tokyo, is one of these projects. 

The show's production team includes the advertising giant Dentsu Inc. (4324). 

The 52 episodes that aired in North America were brought to Japan last October

as part of a global marketing campaign that includes toy sales. 

The goal for projects like this is to "offer a toy line based on an animated series 

in many markets around the world," says Shintaro Kogake, executive producer 

at Dentsu Entertainment USA Inc. A licensing agreement has been made with 

toy maker Bandai Co. for the Japanese market. Efforts will also be made to 

market the show and toys through partnerships with European and Australian 

companies. 

TV shows, DVDs and other video content are only a small fraction of the anime

industry. Merchandise and other secondary usage revenue account for 600 

billion yen -- roughly half -- of the Japanese market. They also have higher 

margins than the shows. 

"To offer content and related goods in China, it is easier to get permission if a 

local production company makes them," the head of TV Tokyo's animation 

division says. This re-importing of content may just prove to be the way for 

anime productions to become truly global success stories. (March 21) 
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Food firms going abroad in search of growth markets  

Major food firms are aggressively expanding abroad escape Japan’s shrinking 

market, dwindling birthrate and aging population. 

Suntory Holdings Ltd. plans to list its core subsidiary, Suntory Beverage & Food 

Ltd., on the Tokyo Stock Exchange to raise funds for “food and beverage 

operations growing more international,” according to Nobutada Saji, president of 

the brewing and distilling company group. 

At present, the only listed unit is a restaurant chain; the other subsidiaries are 

private. 

Suntory plans to list a second unit to raise funds to finance mergers and 

acquisitions abroad, which Saji said will serve as a “big weapon” in its expansion 

plans. 

Meanwhile, Nisshin Seifun Group Inc. has acquired a U.S. flour miller and the 

milling operations of an Australian company, aiming to chalk up 30 percent of its 

sales from overseas in fiscal 2020, up from around 5 percent at the end of fiscal 

2011. 

The Japanese flour miller hopes to glean new knowhow on wheat procurement 

and grain distribution from the two major wheat-producing nations. 

The government procures wheat from abroad for sale to domestic flour millers, 

but that system may change if Japan joins the Trans-Pacific Partnership 

free-trade agreement. The deal might force flour millers to find their own ways of 

getting wheat. 

According to Recof Corp., Japanese firms acquired 1,848 overseas businesses 

in 2012, the most since the M&A advisory firm began compiling data in 1985. 

Although the yen’s recent depreciation is raising the cost of acquiring foreign 

firms, “overseas market forays by food companies will continue,” predicted 

Masaaki Kitami, a Merrill Lynch Japan Securities Co. analyst who follows the 

food industry. (March 20) 


