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In包nApril2006speechtoaJapanesedigitalmediacontentsindustryaudienceFor-

eignMinisterAs6Tar6麻 生 太 郎stresseditspotentialcontributionto`nationalbranding':

[0]nepartofdiplomacyliesinhavingacompetitivebrandimage,sotospeak.

Nowmorethanever,itisimpossiblefbrthistostayentirelywithintherealm

oftheworkofdiplomats.Itisnecessaryfbrustodrawonassistance食oma

broadspectrumofpeoplewhoareinvolvedinJapaneseculture.Andso,Iam

speakingtoyouheretodaytourgeyoutojoinwithusinpolishingtheJapan

``brand
."1

Thisof丑cialembraceofJapanesemediacontentsbusinessesasalliesintheprq'ectionof

diplomaticinfluenceabr6adfbllowsuponseveralyearsofofncialandpopularemphasis

upontheirpotentialcontributiontorevitalizationoftheJapaneseeconomy.TheMinistry

ofEconomy,TradeandIndustry,withthesupportofbusinesspeakorganizationKeidan-

ren,emph3sizesthegrowingeconomicimportanceofJapaneseculturalproductexports

aswellastheirpotentiallysignificantpositivespillover,or`ripple,'effbctstootherJap-

aneseindustriesandinstitutions.Suchofncialandpopularclaimspresentexplanatory

challengestoJapanesestudiesscholars,notleastbecausethediscoursesinwhichtheyare

couchedaredrawnincreasingly丘Qmtheeconomicsandbusinessfields.Thispaperad-

dresses且rstlythefヒequentdiscussionofculturalexportswithrefbrenceto`nationalcom-

petitiveness'andproblemsinherenttosuchaconceptualization.Thenotionsof`ripple

effbcts'and`softpower'areconsidered.Finally,someareasofpotentialresearchinquiry

intothebusinessofJapanesecultureabroadareidentihed.

Culturalexports3ndnationalcompetitiveness

Japan'smediacontentsindustriesarebeinghailedasanemergingcorrectivetothe

nation'sseeminglydiminished`nationalcompetitiveness.':Leadingweeklybusinessjour-

nal7δ ッδ κεZzo∫recentlymademuchofTheMarubeniResearchInstitute'sfindingthat

whileJapan'stotalexpo丘srose21%inyente㎜sinthedecade丘oml992,culture-related

exportstripled.2JETROreportsthatJapaneseanimationnowhasasixtypercentglobal

marketshareandthevalueofitsexportstotheUSAnowissomethreetimesgreaterthan

lAs6Tar6,28April2006.Thespeechwasentitled``ANewLookatCulturalDiplomacy:ACalltoJapan's

CulturalPractitioners"and,significantly,wasdelivered,attheMinister'srequest,atthefbr-profitDigital

HollywoodUniversitywhich .ism句orproviderofdigitalmediatraining.EnglishtranslationisbytheMinistry

ofForeignAffairs.

2肋 δ飽'zα'東 洋 経 済,5843;30August2003.
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itssteelexportsthere.31naSeptember2003fbatureonthe`absolutepowergap'between

theUSAandJapanintheAsahiShimbunweekly.4E児4,Japan'ssignificantdowngrad-

ingontheWorldCompetitivenessRankingwasdecriedwhileitsrisingculturalexports

wereheldupaspromisingsomerespite.4TheInternationalInstitutefbrManagement

Development(IMD)inSwitzerlandrankedJapannumberlfbrfiveyearsto1993,Iosing

therankingtotheUSAthefbllowingyeaLJapan'sslideto30thontheIMDrankingin

2002-secondlastafterItalyonthepublishedranking-attractedintensemediaattention

inJapananddeepenedpopularfbrebodingaboutJapan'seconomicprospects.51nAugust

2003:τ δッδκ♂zα'prefaceditsleadfbatureonJapan's`sof毛business'withadiscussionof

the20021MDranking,assertingthattheoncevauntedJapanesemanufacturingsectorhad

lostitscompetitiveedge6.τ δッδ 俛Zzo'declaredthatinthelostdecade,whileJapanese

hadlosttheirconfidence,Japanesecultureitselfwasbeingquietlycultivatedandgaining

worldattention.

ConcernfbrJapan'sinternationalcompetitivenessiswidespreadandmanifbstedin

ofncialdocumentsandpolicyprescriptionsffompeakbusinessorganizationsonevery-

thing丘omcoΦorategovemancetoeducationrefb㎜.Japaneseandfbreignacademic

observersalikehavealsotakenupthetheme;mostnotablyintheinfluential1999work

byPorter,TakeuchiandSakakibaraentitledCα η」4ραηCo即 ε'θ2MichaelPorter'swork

onthe`competitiveadvantageofnations,'asperthetitleofhis1998book,hashadahuge

impactonthewayinwhichthenationaleconomicchallenges血cingnationsaref士amed

bymanycommentatorsandpolicymakers.7Porter,TakeuchiandSakakibarawerecritical

ofJapan'sapparentlyun-supportingenvironmentfbrtheemergenceofnewentrepreneurs

andhumanresourcelimitationsowingtoaweakhighereducationsystem.Theydiscussed

problemswiththecommercializationandexportofnew㎞owledgeando爭tensiblyinef

五cientserviceindustriesingeneral;evidenced,itwassuggested,bythelimltednumbers

ofJapaneseservices且 ㎜soperatinginternationally.Thiswork,andthecompetitiveness

debateatlarge,resonatedwithawideaudienceinnosmallpartbecauseofagrowing

sensethat∫apanhadmissedtheopportunitiespresentedbythe`neweconomy,'instriking

contrasttotheUnitedStates.

DespitetheUS`techwreck'withtheendingofthedotcombubbleandthepost

millenlliumrecession,Japanisstillffequentlydepictedashavingbeeneclipsedbythe

USAinmanyofthe㎞owledgeintensiveindustriesofthefUture.Thefbcusover2002-03

0nJapan'smediacontentexportscouldserveasawelcomecorrectivetosomeofthese

simplisticaccountsalthough,asthereportageby.4ERオandτ δッδκ2齠1highlight,they

areo銑endepictedasbutasmallglimmeroflightintheeconomicdar㎞ess.TheMinistry

ofEconomics,TradeandIndustry(METI)haveleantweighttomediaandacademiccalls

fbrasupportingpolicyandsocialenvironmentfbrthecontentindustriesasoneofthefbw

hopesfbrarrestingJapan'sslideinthenationalcompetitivenessstakes.8

31bid.

4遵ER浸 ア エ ラ,15September2003,p.22,

51bid.

60P.cit.

7Porter1998.

8METI2003a,METI2003b.
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Andyetmuchofthediscourseonnationalcompetitiveness,inJapanandelsewhere ,

ismisleading.LeadingeconomistPaulKrugmanhasof飴redapowerfUlcritiqueofwhy

thenationalcompetitivenessconceptisseductiveandyetoftencon血sed.9Thecompeti-

tivenessconceptapplieswelltofi㎜sandparallelsarethenof㌃endrawnwithnations .Y6t

nationsdonotgoban㎞ptandceasetoexistlike且rms.Fi㎜s,ontheotherhand ,donot

sourcethem司 ●orityofinputsfbrtheirproduction丘omthemselves,asmostnationsdo .

Whlleinternationaltrade,bothexports硼4吻 ρo艪,cansigni負cantlyenhancethewel魚re

ofanation'sresidents,theytypicallyaccountfbrarelativelysmallproportionofthetotal

valueofitseconomicactivity(capturedbymeasuressuchasGDP).Krugmanargues

therefbrethatdebateshouldcentreonη α〃o刀 α11冫アリぬc"v'リ ノratherthanη α〃o刀 α1co即(～'∫ 一

"vε 刀ε∬.loThelattersuggestsamisconceivedmercantilistviewoftheworldwheretrade

iscompetitionandexportsaregivenundeservedno㎜ativeprivilege.Tradeis
,infact,

mutuallybene且cialexchangeandnottheft.

ItisironicthatthenationalcompetitivenessobsessionaroseintheUnitedStates

inthelatel980swithgrowingperceptionsthatitwasbeingeclipsedeconomicallyby

Japan.Adecadeon,theriseofChinahasprovokedanewboutofdebateovernational

competitivenessthroughoutEastAsia.WithinJapanandSouthKoreatherearesigni且cant

色arsthatitsestablishedindustriesareunderthreatwhilenewinternationallycompetitive

industriesaretooslowtoemerge.ItseemslostonmanyobserversthatalthoughJapanhas

hadanemiceconomicgrowthfbrmuchofthelastdecadeitsoverallexportperfbmlance

hasremainedstrikinglygoodandleadingJapaneseenterprisesinmanysectorshavebe-

comemoredependentonoverseassalesandoperations.Japan'seconomicproblemsare

largelydomesticinnatureanddemanddomesticsolutions.Inits20030〃'100んdocu-

menttheAsianDevelopmentBankjudgedthat:``Theonlypossiblebenefitofdiscussing

nationalcompetitivenessisintheidenti且cationoftheappropriaterolefbrgovernment

policyinenhancing且 ㎜s'competitiveness,andtoshowhowgovernmentscanremove

barriersto且 ㎜ 一levelcompetitiveness."11

ThecompetitivenessofJapanesemedia且rmsdoesmatter,butculturalproducttrade

imbalances,bilateralorwiththeworld,mattermuchIessthenwhenonediscardsthe

archaicmercantilismthatundeq)insmuchofthepopularconcernwith`nationalcom-

petitiveness.'Cultureisrarelyazerosumgameandculturalcompetitionbetweenn岔tions

isnotinevitable.Theimportoffbreignmediacontentobviouslycanenrich
,andindeed

revitalizetheculturalinstitutions,oftherecipientsociety.Japanesebookstranslatedinto

fbreignlanguagesareonly1/20thatoffbreignbooksfinding.theirwayintoJapanesever-

sions.12Yetitcan'tbereadilyconcludedthatJapan'sculturalindustrieshavebeenweak-

enedasaresult-letaloneassertthatJapanesereadersaretheworsefbrfbreignliterature

and㎞owledgebeingreadilyaccessible.Atradebalanceinoneindustrysectorpresents

noeconomicprobleminprinciple,andindicatorsofbeinganetculturalproductimporter

isnoindicationofasocietyexperiencingsomeofculturaldecline .Itmustberecalled

thatmuchofthepopulardiscussionofJapan'snationalcompetitivenessoccursaspartof

9Kmgman,1996,1997.

10Kmgman1996.

11AsianDevelopmentBank2003,p.28.

12ノ 望Eノし4,130ctober2003,P.48.
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abroaderdebateaboutitsstandingvis-a-vistheUSA.Americamaintainsasubstantial

tradedeficitwithJapanandtheworldatlarge.

ThecompetitivenessofJapanesemedia且 ㎜smattersbecauseiftheyarenotfUl一

五llingtheirfUllcreativeandearningPotentialitrepresentsalosstoshareholdersand/or

consumersinboth∫apanandabroad.CompetitivenessisafUnctionofboth且 ㎜ 一speci且c

魚ctorsandthebroaderbusinessenvironment;withthelatterhavingfUndamentalimpact

onthefbrmer.Institutionalandsocio-culturalcontexts,aswellasestablishedindustry

stnlctures,createincentivestructuresfbrbusinessestoactincertainways,patternstra-

tegicoptionsandshapeavailabilityofhuman,且nancialandtechnologicalresources.As

marketsbecomemoreaccessibletofbreignproducers,beitthroughpolicyliberalization,

technologicalchangeorthroughincreasedexperienceinoperatingacrossborders,`loca-

tionalcompetitiveness'becomesincreasinglyanissuefbr五 ㎜s.13Competitivelocations

notonlyaremerelyessentialtoh㎜viabili取,whenpositiveagglomerationaf飴ctsarise

dynamicindustryclustersmaydevelopthatestablishthelocationasahothohseofinnova-

tionandhencesustainableindustrycompetitiveness.14

TowhatextentJapanoffbrs`locationalcompetitiveness'fbrm早diacontentindus-

tries,andtheculturalindustriesmoregenerally,ishotlycontestedandripefbrfUrther

study.Somewhatironically,METInowchampionsJapanesecreativecontentexports

whileMEXThaslegitimizedtheviewthattheJapaneseeducationsystemneedsfUrther

refb㎜asitcurrentlydoesnot恥stersufncientcreativityTherearereadyconstituen-

ciesfbrsuchresearchranging丘omsuchJapanesegovernmentagenciestobusinessand

industrypeakorganizations.ForeignscholarsofJapaneseStudies,familiarwithboth

fbreignandJapaneseculturalindustries,mighthaveadistinctcontributiontomake.At

且rstglance,therearegroundsfbroptimismthattheinitialconditionsfbrJapantode-

velopintemationallycompetitivemediacontent丘 ㎜sexist.Japan'spastexpo丘successes

predominantlyentailed且 ㎜s癒cingstrongcompetitioninthesizeabledomesticmarket

be¢auseitwastheimpetustoenhancedproductivityandongoingproductinnovation.Ja-

pan'sdomesticmediacontentmarketsareintenselycompetitive.Althoughmediacritics

havepointedtotheinfluenceoftheBigFiveprintandbroadcastingmediagroups,most

othernationshavemoreconcentratedindustries.Moreover,theBigFivesetwithinlarge

anddynamicsofsecondandthirdtiercontentfirrnswhilealsof乞cing-inprint-compe-

titionfヒomarangeofboutiquepublishers.TheJapanesemediacontentindustryisalso

strengthenedthroughthepresenceofbroadervibrant`creativeindustries,りtoadoptate㎜

gainingincreasingcurrency.15Japan'sinfiuenceondesignislongestablishedanddraws

attentionnotonlyinspecialistpublicationsbutinbroadercirculationstylearbiterssuch

:τ乃ε跏cθand肱1加gρ ε厂magazinesoutoftheUK.Y6tpreciselywhatisneededistoshift

廿omsuchhopefUlanecdotalismtomorerigorousresearchmethodologieswhichascertain

therealextentofJapan's且 ㎜ 一levelcompetitivenessinthemediacontentindustriesin

particularandcreativeindustriesingeneraL

13Siebert2002.

140ttavianoandPuga1998.

15Flew2002,pp.114-38.
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`Rippleeflbcts'

TheMinistryofEconomics,TradeandIndustry(METI)isnowprioritizingmedia

contentexportsbecauseofwhatitperceivesasthesignificantpositiveextemalitiesthey

entailfbrJapan.AnApril2003METIpolicydocumentidentifiesanumberofbene丘cial

`rippleef艶cts'arisingthat
,itsuggestsaremuchlessinevidencewithexportsfヒomother

sectors,16The且rstwaswhatitte㎜edthe`windowmodel'whichrefbrstothecapacityto

delivertheonemediacontentproductthroughmultiplechannels,capturingscaleecono-

mies,increasi血gmarketpenetrationandenhancingfinancialretumsontheinitialinvest-

mentinproduction.Japanisadvantagedinhavingaverylargedomesticmarkettostart

with.Thereisasophisticatedliteratureontheeconomicsandmarketingofin飾 ㎜ation

goodsthatcanbebroughttotheanalysisoftheJapanesemediaindustryanditsintema-

tionalization.TherecentresearchofHamanoYasuki浜 野 保 樹isanotablecontributionin

thisrespectbutthereremainsmuchtobedone;especiallyffomaninternationalmarketing

perspective.17

Reflectinginsightsfヒomthemarketingdiscipline,thesecondsourceofa`ripple

e幵bct'identifiedwasthecapacitytopromoteproductsthroughmediacontent.Thirdly;

aswassoclearlydemonstratedwiththePokemonphenomena,mediacontentsalescan

generaterelatedmerchandisesalesthatdwarftherevenuesearneddirectly丘omthecon-

tent.18Thefburthsigni且canteffbctidentifiedwastheflowthroughtotourism.Thereport

highlightedthedramaticincreaseinKoreantouristvisitstoOtaru,Hokkaid6,afterthe

directorIwaiShurji's岩 井 俊 二mmLovε 五ε舵7恋 文 一setinthecity-screenedinSouth

Korea.191talsoalsohighlightedhowpatternsofJapaneseoutbou皿dtourismhavebeen

impacteduponbymoviesandtelevision.Thisisnotsurprisingasthesameeffbcthasbeen

seenindomestictourism,suchasintheincreasedpopularityofBiei/FuranoinHokkaid6

andTakayamainGifhasatourismdestinationaf毛ertheyfbaturedinpopulartelevisioll

dramas.

Thefifthpositive`ripPleeffbct'identifiedwas,asohewouldanticipate,thepro-

motionofculturalunderstandingandanenhancedinterestinJapan.JapanFoundation

statisticshighlightingincreasingnumbersoffbreignstudentsstudying∫apanesewere

presented;suggestingthatJapaneseanimeandmallgaexportshaveplayedasigni且cant

role.ItiscertainlynoticeablethatthepoorpresstheJapaneseeconomyhasreceivedover

thelastdecadehasdonelittletodenttheinterestoffbreignstudentsinstudyingJapa-

nese-althoughtherearevariationsbetweencountries.

NotallJapanesemediacontentisgoingtogeneratethekindofpositiverippleef=

鉛ctssoughtbygovemmentifexportedabroad.Indeedsomeofthemostchallengingand

importantmediaproductfヒommanycountrieswoulddolittletoenhancetheirappealasa

traveldestinationorsocietytostudy.Fewmoviesdofbrtheirsettingwhat:LoveLetterdid

fbrOtan16rAmeliefbrParis.Y6tevenconffontingmediacontentdoesputacountryon

the`percep加almap'ofothers.The且nalpositive`rippleef驚ct'thatMETIidenti且edisone

attractingconsiderableattentionintheJapanesemassmediapresently一`softpower,'

16METI2003a.

17Hamano2003.

18『Ibid.

191bid,
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`Softpower'

The`softpower'conceptoriginatedwithJosephNye,aleadingintemationalre-

lationsscholarandafbmlerUSAssistantSecretaryofDefbnse.Initsoriginall990s

context,thetemlresonatedastheUS'sintemationalpersonashiftedawayffomthe`hard

power'securitypostureoftheColdWareraanddrewonotherideationalstrengths.The

softpowerconcepthascometoappealtosomeJapanesecommentatorsinreactiontothe

UnitedStates'resortingtotheactiveuseofhardpowerpost9/11asameansbywhichJa-

panmightstrengthenitsrelativelydiminishedinternationalprofile.20Japaneseoptimism

inthisrespecthasbeenstimulatedbyanarticleinF∂ 勘gηPo1砂entitled`Japan'sGross

NationalCool'in2002byDouglasMacGraywhichhassubsequentlya杭ractedeno㎜ous

attentioninJapan.21MacGraytracedthegrowingpopularityofJapanesefbod,design,

mediacontentsandfashionthroughoutthe1990sandconcludedthatitsculturalclout

abroadwasgreaterthanattheheightofthe`BubbleEconomy'inthelate1980s.221ndis-

cussingthescopefbrcontentsexportstoenhanceJapan'sso且power,METIhasnotonly

pickedupMacGray'sworkbutalsoanin且uentialarticlein.F∂ 頗g刀4の 傭byPetervan

Hamontheriseofthe`brandstate.'23

VanHamarguedthat"theunbrandedstatehasadif丑culttimeattractingeconomic

andpoliticalattention.Imageandreputationarethusbecomingessentialpartsofthe

state'sstrategicequity."24Theestablishedanalyticaltoolsandtheoreticalconceptsuti-

lizedinJapaneseStudiesallowustodeconstructthemixofsymbols,images,factsand

mythsthatthemarketersofnationsdeploy.Howeverthe`BrandState'conceptpointsus

backtomarketinganditsinterfacewiththepublicpolicyandinternationalbusinessdisci-

plineswhenlookingatthemechanismsfbrdesigningandimplementingsuchmarketing

programs.Brandstateshave"geographicalandpoliticalsettingsthatseemtrivialcom-

paredtotheiremotionalresonanceamonganincreasinglyglobalaudienceofconsumers".

whichisnotsurprisinggiventhat``therightbrandcansurpasstheactualproductasa

company'scentralasset."25Thisechoesthetitleofa1997bookbyleadinginternational

marketingscholarPhilipKotlerandtwocolleagues,η2ε 漁7ん θ伽g(ゾ ハ嘘'oη3,though

itexaminedoptionsfbracomprehensivestrategicpositioningofanation'seconomy.26

Anotherleadingintemationalmarketingscholar,Johanssoninturncriticizedthiswork

fbrnotoffbringsufncientinsightintothenowubiquitoustacticsutilizedbynationstates

toadvertisetheirlocationsandproductstofbreigninvestorsandconsumers.27

Thedif五cultyfbrMETIinlinkinggovernmentpolicyinitiativestopromotemedia

contentexportstothebrandstateconceptisthatakeytenetofbrandingisactivecontrol

overthemarketingmessage.Avibrantandcompetitiveprivatemediaindustrymaynot

deliverquitethepositiveenhancementoftheJapanbrandequitythatithopes.While

207辺 γδκθ∫zα',5843,30August2003.

21MacGray2002.

22.4ER浸,15September2003,p.22.

23vanHam2001,pp。2-3.

241bid.,p.4.

251bid.,p.3.

26Kotleretal.1997.

27Johanssonl998,PP.149-150.
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somemightfbarathreattotheautonomyofculturalindustriestheJapanesestateinfact

hasfbwmeansofcontrolandlittleinclinationorpracticalcapacitytoexercisethem.

TheJapaneseGovernmenthassoughttopromoteunderstandingabroadofthena-

tionthroughtheJapanFoundationanddiplomaticmissions.TheJapanFoundationef=

飴ctivelysupportstheworkofprivateactors,typicallyofthenot-fbr-profitvarietyinaca-

demeandpublicculturalinstitutions.TheJapanFoundationhaslongrecognizedthough

thecoq)oratechannelsthroughwhichJapaneseculturalproductmightbedisseminated

andhaveendeavoredtodosowithproductionsubsidies;mostnotablyinthefb㎜ofaid

tocommercialpublishersfbrspec丗ctitles.281nApri12002theJapaneseGovernment's

AgencyfbrCulturalAffairscommencedtheJapaneseLiteraturePublishingPr(オectwith

abudgetofthreehundredmillionyentosubsidizethetranslationof271iteraryworksinto

Englishandotherfbreignlanguages.29Whiletheo切ectivesarelong-established,namely

"topromoteunderstandingofJapanintheworldanditscontrib
utiontoworldcultureand

toelevatethestandardsofJapaneseliterature,"effbctivesubsidiestom司.orcommercial

publishersmeansthattheirsophisticatedmarketinganddistributionchannelscanbeused

witheffbct.

The`brandstate'developmentdoeshaveapotentiallypositivedimension.VanHam

concludedthatinEuropethephenomenonisef琵ctivelymarginalizingnationalistchau-

vinism.`Thebrandstate'suseofhis‡ory,geography,andethnicmotivestoconstructits

owndistinctimageisabenigncampaignthatIacksthedeep-rootedandoftenantagonis-

ticsenseofnationalidentityanduniquenessthatcanaccompanynationalism.'301tjust

wouldn'tsellabroadotherwise.

Culturebusinessabroad

WhilethepopularlinkingofJapan'smediaexportsandnationalcompetitiveness

hasbeenratheraredherring,itmighthavetheunintentionalbenefitofleadingJapanese

policymakerstoreHectontheindustryand且 ㎜level飴ctorsthatimpedethedynamism

ofJapanesecontents且 ㎜s.ThemaindrivingfbrcefbrJapaneseculturalexportsona

muchlargerscalethantodaymustcome丘ombusiness.Whilemanynot-fbr-pro且torga-

nizations,dedicatedindividualsandgovemmentorganizationshavemadeasigni且cant

contributiontotheinternationalizationofJapaneSeculture,theirresourcesandskillssets

areinevitablylimited。

Japanesemediaenterprisesalsohavetodevelopadditionalskills.MostJapanese

contents且 ㎜sremainatanearlystageoftheirintemationalization.31Howeverthatisa

processnowunderstoodquitewellbyintemationalbusinessscholarsandexecutivesin

establishedexportindustries.Therearearangeofmedia-speci且cissuesthatarisethough,

ranging丘omcomplexintellectualpropertyrightsregimeissuestofbreignmediacontent

regulationandexpo貢channelselection飼rinfb㎜ationalgoods.32Whiletherehasbeen

someacademicattentiongiventotheeconomicsofpublishingacrossW6sternmarkets,

andthestrategicmarketingissuesthatariseffomthem,comparisonswiththeJapanese

28JapanFoundation2003.

29JLPP2003.

30vanHam2001,p.3.

31:τ σyδ.飽 ♂zαノ,5843,30August2003.
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industryremainscarce.Anunderstandingofthediffbrencesinind亘strystnlctureandmar-

ketingpracticecaninfb㎜theinternationalizationef偽 貢sofJapanesecontentproducers

andcanbeprovidedbyacademicobservers.

Someexport-orientedentrepreneurialinitiativeisrecentlyinevidence.OneofJa-

pan'sleadingartsandculturemagazines,K諺 θ'go乃 δ,launchedanintemationaleditionin

October2003.33K6danshaispartneringwithRandomHousetomarkettranslatedJapa-

nesetitlesabroad.34.4邵 し4profiledtheventurebyNewY6rkbasedexpatriateSakaiHi-

roki.35The飼 ㎜erbookeditorwithNihonKeizaiShimbunshahasfbunded臘icalInc

whichpublishestranslationsofJapanesebooks,principallyfbrtheUSmarket.36Trad-

ingcompanygiantItochuismakingastrategicinvestmentinthe丘 ㎜whilepublishers

ShogagukanandShueishahaveestablishedajointventureintheUStomarketmanga

there.37Y6tbusinessgrowthisconstrainedbyashortageoffbreigntranslatorsofJapa-

nese,especiallyasthosesituatedinuniversitiestendtoworkonlyon`hibrow'literature.38

JapaneseSUldiesscholarsandeducatorscanvaluablyengagewiththecurrentpopularand

governmententhusiasmfbrJapan'smediacontentsandbroaderculturalexports.
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