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The JAPAN WAVE Magazine Bringing Japan closer

to India than ever before

Embassy of Japan

MESSAGE

It is my great pleasure to have an opportunity to greet readers of “Japan Wave".
In recent years, the relationship between Japan and India is stronger ever
before, as we call it “Special Strategic and Global Partnership”.

Especially economic relationship between Japan and India is expanding and
deepening. Japanese companies in India has increased and amounted to over
1,300 last year.

Not only economic relationship, we are now working to strengthen cultural
relationship this year as the year of Japan-India friendly exchanges in the fields
of culture and tourism.,

To strengthen our relationship, it is essential to nurture mutual understanding.

| expect that this "Japan Wave" will strengthen Japan-India relationship
furthermore.

Kenji Hiramatsu
Ambassador of Japan



CESA

Computer Entertainment Supplier's Association

On behalf of Computer Entertainment Supplier’s Association (CESA), | express my sincere and
heartfelt congratulations to the organizers of the 1st India Gaming Show scheduled to
commence on February 2, 2017 and run through February 5, 2017 at Pragati Maidan, New
Delhi. | would like to express my deepest gratitude for choosing Japan as a partner country for
this important event.

Wide range of Japanese companies, including game development companies, anime
production companies, manga, cosplay, chara-designers, illustrators, video game creators,
producers, musicians, singers, composers, character goods manufacturers will display their
products and technology at the Japan Pavilion. With the booths at the pavilion full of Japanese
products, new releases, goodies of all types, information about Japan, games and so much
more, Indian users are bound to find something to make them happy in the alleys of the Japan
Pavilion.

Japanese video game companies view India as a market experiencing explosive growth and
offering immense opportunities both as a market and as an outsourcing destination. | fervently
hope and sincerely expect that the India Gaming Show 2017 will prove to be a resounding
success for the participants and mark a significant milestone for the computer gaming
industries of Japan and India. Please don't miss the chance to visit the Japanese Pavilion. | am
confident that all of you will discover many things to delight and surprise you there!

VE i
Hideki Okamura

President and CEQ, SEGA Holdings and Chairman,
Computer Entertainment Supplier's Association

JIIPA

Japan India Industry Promotion Association

| am pleased to have this opportunity to greet the readers of our quarterly magazine "JAPAN
WAVE." | would like to say how proud we all are that our publication is featuring the India
Gaming Show 2017 in this edition. We always strive to support the Japan India Industry
Promotion Association (JIIPA) in its tireless efforts to help to improve understanding between
the two countries — both giants in Asia — and to promote commercial and industrial links
between the companies of India and Japan.

There is a very strong sense that cooperation and commercial relations between Japan and
India are already growing stronger, deeper, and more extensive in scope - and that this trend
has been becoming increasingly evident over the course of recent years, Indeed, H.E. Mrs.
Deepa Gopalan Wadhwa, the former Ambassador of India to Japan, kindly remarked in a recent
message referring to this magazine that ‘Japan and India’ are committed to deepening and
expanding their trade and investment ties. In this environment, there is a need for
dissemination of information of the opportunities available to industry in both countries. |
hope that 'JAPAN WAVE' will help to contribute to this need and thereby act as a catalyst to
further strengthen and enhance bilateral economic relations.’

| am also confident that this issue of JAPAN WAVE’ will prove to be a source of information that
you will find useful in many ways, and | hope that it will further stimulate its readers' interest in
Japan and help to broaden the range and foster the expansion of business links between
Japan and India.

Thank you for your interest in our association and in Japan-India relations. | hope that you
enjoy this issue of JAPAN WAVE' and that you will decide to attend the India Gaming Show
2017. 1 would be delighted to have the opportunity of meeting you in Delhiin February 2017.

Shashi Somalwar

Honorary Director
Japan India Industry Promotion Association (NPO)



The JAPAN WAVE Magazine
Bringing Japan closer
to India than ever before

Japan India Industry Promotion Association (JIIPA) is a Tokyo based NPO affiliated with
the Tokyo Metropolitan Government that promotes trade between Japan and India.
JIIPA has now taken the decision to publish 'JAPAN WAVE' - quarterly magazine for
Indian readers with an interest in Japan. The magazine, which is open to all, brings life in
Japan closer to the people of India.

Japan and India share long-standing historical ties and have maintained a close bond of
friendship since the establishment of their formal diplomatic relationship in April 1952,
Bilateral ties were limited to economic matters, mainly for economic assistance and
trade involving a small number of commadities. Today, this relationship has widened to
cover a wide range of activities. We hope to share various aspects of Japan with the
people of India through this magazine.

We plan to provide our readers with up-to-date news about today’ s Japan in areas like
architecture, art, culture, fashion, food, interior design, lifestyle trends, technology, and
tourism. Never before has Japan showcased its people and products in such a big and
exciting way. This new magazine is certain to appeal to many people in India.

The magazine aims not merely provide information to its readers in India but, by
gathering feedback from them through surveys, to promote the building of connections
and relationships that will prove to be useful and relevant to the businesses of all
concerned.

We hope that Japan Wave magazine will further strengthen Japan - India relations in
the creative industries in future years and enable more Indians to understand and
appreciate the amazing array of creativity that Japan has to offer to India. This magazine
will further stimulate its readers’ interest in Japan and help to broaden the range and
foster the expansion of business links between Japan and India. We want even more
neople in India to know about the amazing culture and products that Japan has to offer.
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JAPAN PAVILION AT
INDIA GAMING SHOW 2017

The India Gaming Show is scheduled to be held from Febru-
ary 02-05, 2017 at Pragati Maidan, New Delhi. The trade
event is being organized by the Confederation of Indian
Industries, a premium industry asseciation in India. This will
be the first major Gaming industry trade show in India. Rec-
ognizing the importance of the rapidly growing Indian
gaming market, Japan is participating as a Partner Country.

Japan is the "Partner Country” at the India Gaming Show
2017, wide range of Japanese companies including Game De-
veloping companies, Anime production companies, Manga,
Cosplay, chara-designers, illustrators, video game creators,
producers, musicians, singers, composers, Character Goods
manufacturers will display their products & Technology in
Japan Pavilion.

Key brands at the Japan Pavilion include Computer Entertain-
ment Software Association (CESA) members and several
Japanese video game developers companies including SEGA
Games Co., Ltd., Kenami Digital Entertainment Co., Ltd.,
SQUARE ENIX CO., LTD, are participating in this important
event. Japan Pavilion will allow experiencing the front lines of
the rapidly changing ways of gaming, with a focus on the
newest technologies such as Virtual Reality (VR) and Artificial
Intelligence (Al). Many games will be available for free play
at the booths, and Indian users can try the latest releases or
participate in tournaments Video game creators, artists and
producers also attend the event to share about games, their
jobs and the industry on a dedicated stage. With booths full
of Japanese products, new releases, goodies of all types,
information about Japan, games and so much more, Indian
users are bound to find something to make them happy in
the alleys of Japan Pavilion.

SEGA Games Co., Ltd., will be displaying "Hatsune Miku:
Project DIVA Future Tone" , "Sonic Generations” and "Sonic
Mania”. At present, they do not have any significant presence
in the Indian market. However, they do distribute a limited
number of games in India through European and American
subsidiaries. The objectives behind the company’ s participa-
tion in the trade show to its corporate philosophy and strat-
egy for the global markets, the Indian market in particular.

Konami Digital Entertainment Co., Ltd. will display global con-
tent such as 'PES 2017 -Pro Evolution Soccer,” mabile title
"Yu-Gi-Oh! DUEL LINKS,' and METAL GEAR SURVIVE.
KONAMI will take the opportunity of India Gaming Show
2017 to provide an ever-expanding customer base with fun
and exciting KONAMI content on a range of devices and in a
variety of gameplay formats.

Square Enix Co., Ltd. will be displaying their most popular
titles

. Final Fantasy

. HITMAN

. Deus Ex

. Kingdom Hearts
. Dragon Quest

. Tomb Raider

. Just Cause

. Nier: Automata.

Square Enix Co., Ltd. entered the Indian market a few years
ago, but decided to withdraw from the market a little later.
At that time, there were several factors that led to this deci-
sion. But they remain committed and strongly interested in
the Indian gaming market in the firm belief that the market
has excellent growth potential. The objective of the participa-

tion of Square Enix Co., Ltd. is to understand the Indian con-
sumer, meet industry players from publishers, and distribut-
ers to potential outsourcing and business alliance partners
and also to raise the awareness of the Square Enix brand.

The rest of the pavilion features a collection of booths
devoted to Anime & Culture. At these booths, visitors can
find out about a variety of Anime & Character companies. But
the uniquely Japanese phenomena known as anime, cosplay,
and manga lie at the heart of its appeal to the young people
of Asia and, in fact, around the world. Japan Pavilion will host
many prestigious guests Mr. Yoshiyuki Sadamoto (Famous
Animator), Yoshimi Suzuki and Yuki Misawa and allows you
to meet them during signings, talk shows master classes or
panels during which they unveil the secrets of their jobs and
works. Various workshops are also planned. Visitors can
experience Japanese culture through the traditional Japanese
art. Try something simple like an auspicious crane at first,
But if you feel like a challenge, there are plenty of more com-
plex designs to take on. There really is something for every-
one!

Expect some bright colours, vivid images and strikingly cre-
ative expressions of the individualism and desire for self-
expression to be uncovered just below the surface of what,
at first glance, appears to be a very orderly and disciplined
society. The Anime Culture Zone in the pavilion looks partic-
ularly attractive and should prove fascinating to fans of the
genre both old and new.

Manga and animation are currently one of the most powerful
components of Japanese culture due to their popularity
worldwide. About 45 million copies of manga magazines are
distributed every month, down from 70 million during Japan’s
asset bubble period. Every week, Japanese broadcasters pro-
vide viewers with 60 new 30-minute animated programs.
Since one manga publication is about 2.8cm thick, the 45 mil-
lion issues would be 1,260km high if stacked on top of each
other. ML. Fuji is about 3.6km tall and commercial aircraft fly
at an altitude of about 10km. That means the pile of manga
publications would reach well into space. If lined up horizon-
tally, the new publications (25¢m wide) every month would
cover a distance of 11,250km. This is about one-third of the
Earth’ s circumference at the equator. New manga magazines
every year would go around the world four times. Japan is
the only country in the world that produces manga on this
massive scale,

GAME & ANIMATION

]APAN PAVILION

Tezuka Productions is true giant in the World of Japanese
Animation and a Creator of Dreams. Tezuka Productions Co.,
Ltd planning to promote their famous Anime series in India
for the first time. They will display Jungle Emperor, Leo,
BUDDA, Princess Knight, Dororo, Adventures of the Monkey
King, Marvelous Melmo, The Three Eyed One, Black Jack,
Astro Boy, Ambassador Magma, The objective of their partici-
pation is to understand the Indian consumer and find out
talented people in India to create new and contemporary
content based on the original Tezuka manga. Tezuka Produc-
tions collaborates with a large number of talented people
worldwide to create new and contemporary content based on
the original Tezuka manga.

Japan Pavilion is glad to announce the coming of the chara-
designer of the legendary series Neon Genesis Evangelion,
and animation director of the movies of this cult saga: Yosh-
iyuki SADAMOTO is the Anime Guest of Honor of the event.
Chara-designer, mangaka and animation director, Yoshiyuki
SADAMOTO is famous for working on the Evangelion saga,
from the series to the manga and films. He is also one of the
founding members of the major animation studio Gainax who
produced Neon Genesis EvangelionOEHe is meeting you for
autographs during the event. He ‘s also expecting you on his
talk show scheduled on 2nd February! Japan Pavilion is also
having a dedicated exhibit: from the creation of the saga up
to now, go through 20 years of this major work of Japanese
animation, Are you a fan of the saga? You cant wait to meet
Yoshiyuki SADAMOTO?

HelloKitty

G-MIX Co., Ltd will be promoting Sanrio characters including
Helle Kitty, the character loved worldwide! Sanrio Puroland is
the second theme park in Japan featuring characters, follow-
ing Disneyland. The Sanrio characters that enjoy worldwide
popularity such as Hello Kitty, GUDETAMA and My Melody will
be displayed in the event. The purpose of their participation
is to franchise Hello Kitty theme parks in India.
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JAPAN PAVILION AT INDIA GAMING SHOW 2017

Harappa LLC is promoting Urawa no Usagi-chan, which is a
Japanese anime television series, aimed to promote Urawa in
Saitama Prefecture, Japan. The producer of the Animation
Mr. Tomotaka Misawa is well know to produce city characters
and willing to produce various characters for city's in India.

Euclid Agency Co., Ltd producer of Akiba Jaya is an "anime
collaboration café” centered on the highly distinctive pop cul-
ture of Japan. By bringing together anime and Japanese cui-
sine, this business model creates a comprehensive entertain-
ment café that allows customers to experience Japan’ s pop
culture with all five senses. The café also has a sales area for
a large selection of anime merchandise. The purpose of their
participation is to franchise "anime collaboration café” in
India.

Yoyogi Animation School is Japan’s largest animation school
promoting their students creations Kurihara Gundan to
Futago Yama no Daibouken & Boku no Sagashimono. The
purpose of their participation is to collaboration with Anime
schools in India and also recruits Indian Students for Yoyogi
Animation School.

Picona Co., Ltd will be promoting Anime series Zonmi-chan.
Zonmi-chan is a clumsy, careless, but cute girl. Sometimes
she takes a bite out of the guy she likes. Oh, that's right,
Zonmi-chan is a zombie girl. A heart-warming splatter
comedy about a zombie in love!

6 D Animation Inc will be displaying their Anime Morino
Yousei Kinocko no Musume and animation application. 6 D
Animation Inc. is Production Company that provides innova-
tive and highly effective animation solutions. They are pro-
moting their technology of creating 3D, 4D studio, theme
parks, etc. in India.
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The fascination of stage performances is sharing the excite-
ment with the audience, the performers and at one time one
place. Nelke Planning professionally produces a wide variety
of stage performances from entertainment to art. It is our
task and dream to fascinate audiences with live stage perfor-
mances we produce by capitalizing on their splendor.

Nelke Planning’ s Token Ranbu will be performing Live at Pra-
gati Maidan at India Gaming Show as a part of their first
appearance in India. The franchise is also getting a stage
play adaptation. Nelke Planning is adapting the game into a
"Stage Musical". The musical will host its first performance
2.5 Theater in India.

The Tdken Ranbu "sword personification training game"
takes famous swords from Japanese history and interprets
them as bishdnen. Nitroplus designed the characters and sce-
nario. The game launched in Japan in 2015, and it has more
than 1 million users. The game has acquired a large female
fan base and inspired a wide range of merchandise, as well
as several manga. The group has quickly become one of the
most exciting, impertant, and endearing musical groups in
the industry today.

@ JAPAN PAVILION

Ms. Aya Tkeda is a famous singer who does a MC of Space
Mucchi’ s voice from Anime Song Countdown ONE. She sang
popular anime main songs for 3 seasons, "Precure!” . She will
be performing live at the India Gaming Show for her first
appearance in India. The songs Aya will songs at the stage
are:

I'Road |

I'Get Chance! Pokemon Ga-Ole! |

[One-Chance!! featuring Aya lkeda -TORIENA universe-
IRED LAMENTATION

Cosplay will become one of the most popular attractions at
Japan Japan Pavilion. Japan Pavilion will host Cosplay Com-
petition from February 2nd to 5th, 2017. Cosplayers have
chance to win prize at daily competition (All gaming cat-
egory) and all participants will get participation award
(complimentary gift) as well. The grand winner on February
S5th will be invited to Tokyo Game Show 2017 in Japan on
September!! Cosplayers will come up on stage in breathtak-
ing costumes of their favorite heroes, to perform on the
stage. Everyone can parade freely on the cosplay stage.
Come admire your favorite characters as they come to life on
stage and in the alleys of Japan Pavilion!

Japanese Video Game & Anime companies view India as a
market experiencing explosive growth and offering immense
opportunities both as a market and an outsourcing destina-
tion. We fervently hope and sincerely expect that the India
Gaming Show 2017 will prove to be a resounding success for
the participants and mark a significant milestone for the com-
puter gaming industries of Japan and India.

Japan Pavilion in India Gaming Show 2017 would be the big-
gest showcase of Japanese gaming and anime in India.

https://veww.facebook,.com/JapanPavilionIndiaGamingShow/

Follow this page and stay tuned for more details !
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Japan is the “Partner Country" at the India Gaming Show 2017, wide range of Japanese companies including Game Developing
companies, Anime production companies, Manga, Cosplay, chara-designers, illustrators, video game creators, producers, musicians,
singers, composers, Character Goods manufacturers will display their preducts & Technology in Japan Pavilion.

Key brands at the Japan Pavilion include Computer Entertainment Software Association (CESA) members and several Japanese video
game developers companies including SEGA Games Co,, Ltd., Konami Digital Entertainment Co,, Ltd,, SQUARE ENIX CO,, LTD, are
participating in this important event, Japan Pavilion will allow experiencing the front lines of the rapidly changing ways of gaming, with
a focus on the newest technologies such as Virtual Reality (VR) and Artificial Intelligence (Al). Many games will be available for free play
at the booths, and Indian users can try the latest releases or participate in tournaments Video game creators, artists and producers also
attend the event to share about games, their jobs and the industry on a dedicated stage. With booths full of Japanese products, new
releases, goodies of all types, information about Japan, games and so much more, Indian users are bound to find something to make
them happy in the alleys of Japan Pavilion.

HIGHLIGHTS OF JAPAN PAVILION

1. Participation from Key players including Konami Digital Entertainment Co,, Ltd., SEGA Games Co,, Ltd,, SQUARE ENIX CO,, LTD,
Sony, Gainax, Tezuka Productions, Yoyogi Animations, etc

2. Participate in Cosplay Competition at India Gaming Show and be hosted to Tokyo Game Show,

3. India may have Its Hello Kitty and Theme Parks---watch out for Japan pavilion at India Gaming Show 2017.

4, Japan to host talk show by famous Japanese Animator Mr. Yoshiyuki Sadamoto, Yoshimi Suzuki and Yuki Misawa at India Gaming
Show.

5. First time ever: Game into a stage musical” 2.5 Stage Play by Token Ranbu Group, Japan at India Gaming Show 2017

6. Listen to Musical beats of Pokemon Songs by Ms. Aya lkeda, Famous Singer at India Gaming Show 2017,

7. Japan to introduce new anime like Jungle Emperor *Leo” , BUDDA, Princess Knight, Dorore, Adventures of the Monkey King,
Marvelous Melmo, The Three Eyed One, Black Jack, Astro Boy, Ambassador Magma, The Gird Who Leapt Through Time, Diebuster {Aim
for the Top 2!),. hack//G.U, hack//G.U TRLPGY, FLCL, Royal Space Force {The Wings of Honnéamise), Nadia (The Secret of Blue Water),
Neon Genesis Evangelion, The Toho Bank, Gunbuster (Aim for the Top GunBuster), Magical Shopping Arcade Abenaobashi, Petite
Princess Yucie, This Ugly yet Beautiful World, Neon Genesis Evangelion, FLCL, Royal Space Force (The Wings of Honnéamise), Panty &
Stocking with Garterbelt, Nadia (The Secret of Blue Water), Gurren Lagann, Wish Upon the Pleiades, Fukushima Gainax Production 1,
Fukushima Gainax Production 2, Miharu’ < Harumigo, Flying Babies , Omoi no Kakera,, Denomination Datenikuru (Fukushima Gainax
/ Fukushima Prefecture, Date City), Urawa no Usagi-chan, Zonmi-chan, Morine Yousei Kincko no Musume, Kurihara Gundan to
Futago Yama no Daibouken, Boku no Sagashimono besides the presence of various characters like KITTY Chan, Zonmi Chan, Astro
Boy, Gudetama, My Melo, Shinamo

8. Franchising opportunity of Akiba Jaya an “anime collaboration café” centered on the highly distinctive pop culture of Japan.

9. Opportunity to produce own Animation & Character with collaboration of Japanese Famous Animator

10.0pportunity for joint venture with Japanese gaming companies for game development, Anime & Character development,

Japanese Video Game & Anime companies view India as a market experiencing explosive growth and offering immense opportunities
both as a market and an outsourcing destination. We fervently hope and sincerely expect that the India Gaming Show 2017 will prove
to be a resounding success for the participants and mark a significant milestone for the computer gaming industries of Japan and

India.

Japan Pavilion in India Gaming Show 2017 would be the biggest showcase of Japanese gaming and anime in India.
Please don' t miss the chance to visit the Japanese Pavilion by the way - we are confident that you will all discover many things to
delight and surprise you there!
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Origins Japan’s gaming industry

Roots of Japan’ s video game industry go as far as the Corin-
! o o

thian games introduced during the Taisho Era (1912-1926) at

apanese festivals, exhibitions and other outdoor entertainmer

Japanese festivals, exhibitions and oth | tertainment

venues, and later at department store rooftops and pachinko

parlors, This was followed by the popularization of comics and

animated cartoons

After the World War 11, the Japanese video game industry
developed from a specific socioeconomic context which
resulted from Japan's economic growth. It was through the
already established Japanese electronics and toy corporations
that the arcade, home console, and perse inal « omputer markets
were established. Then, these three sectors were integrated into

the Japanese video game industry

In sum, the video game industry in Japan emerged from the
arcade sector, driven by amusement machines companies, But
consumer electronics, loys and television manufacturers com
panies were the key players in developing a home video game

market.

The arrival of the smartphone caused a tectonic shift in the
market. This handy and mobile device made it possible to
enjoy games anywhere and anytime with ease and led to the
creation of a massive market. Today, Japan leads the world in

this area.

Structure of Japan’s Video Game
Industry

Japan’ s video game industry is fragmented with a large number
of players from large to small locked in intense competition.
Computer Entertaimment _\Uppllt"\ (CESAJAssociation counts
165 companies as its members, of which 115 are regular mem

bers and 50 associate members. About 10-20 video game com-

panies fall in the category of major players, with roughly an

Shashi Somalwar
Honorary Director JIIPA)

equal number falling in the quasi-major category. Then, there
are numerous small players, some with staff of just 5-10 em-
ployees. Some of the smaller players are formed by talented
game developers who leave their employment to strike on their
won. Some have found resounding success despite limited

development and promaotional resources.

Japan’s gaming market

The Japanese games market was estimated at US$12.4 billion,
the third largest game market in the world, A breakdown of the
market sho

32% or USS6.5 billion of the total. Console gaming represents

vs that the mobile gaming platform accounts for

18% or USS$4.7 accounts of the total. PC gaming has the lowest
share at 10% or US$1.2 billion. The market is expected to
grow slowly or moderately through 2018, led mainly by
mobile gaming. On the ather hand, the console gaming market

is shrinking. These trends are likely to continue.

There are about 69.1 million gamers out of the online popula
tion of 117.6 million. Of the gamers, 61% spend money, with
an average spending of US$296, the highest amount in the

world

Japanese games makers have traditionally designed products
solely with the domestic market in mind; their “globalization”

strategies, many admit, have consisted of being surprised when

domestic hits have sold overseas

“Some franchises become very popular in the US and other
countries, but that does not necessarily mean Japanese devel-
opers design and develop games for overseas markets. It” s just
a coincidence,” says Eiji Araki, vice-president of Japanese
games maker Gree. Evidently, there is an urgent need for Japa-
nese gaming countries to diversity overseas. This is already
happening. For example, the Square Enix Group includes a
global network of leading development studios located in
North America, Europe and Japan. The Group boasts a valu-
able portiolio of intellectual property including: FINAL
FANTASY®, DRAGON QUEST®, TOMB RAIDER® and the
legendary SPACE INVADERS®" . This year Square Enix will
celebrate the 30th anniversary of FINAL FANTASY®. Another
success story is Pokemon “Go” |, The Nintendo game launched
in July last year was a smash hit and took the world by storm.
The popularity of the augmented-reality game around the
world generated crowds of people in parks and other public
places as users search monsters to train. It continues to he
extremely popular even today

Going forward, larger Japanese publishers are gravitating

toward VR more quickly than their western counterparts. There

is a broader entertainment interest in VR in Japan that may also

facilitate the Japanese publishers delivering more quickly in

than perhaps elsewhere, according to industry

Another featur@ol the jJapanese maiket 1s that about 959 of the

revenue linched by Japanese firms, with only 5% ¢oing to
foreign firms. However eign firms are gradually making
il have launched many successiul | s 0 recom
weign companies are expected to make more inroAds
sp culturally relevant art styles, game mechans

nes, localization, distribution rastruclufe

ire of the market is that the top #0%enthe titles
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The Evolution ol the
Home Game Console

A Virtual Cambrian Explosion as Numerous Types
of Video Game Products Appeared

After the first game products appeared, Nintende' s Color TY Game 15
became an encemons hit in the

Space Invader became a social phenomenon in Japan and w
transplanted to a home video game product. Nest was the
unit boom that began in 1% Nintendo'
Watch. Most products were game playing units with bu |ll In %
until the debut of the Atar 2600 in the United States did the manstream of
game consoles shift 1o products used at the home that dlowed users Lo
re and play with cont
Computer, which was launched in

77, The following year arcade game

s sbsequently
@table game

cthange softw ers. In Japan, Nintendo' 5 Famdy
8 ablished this format of game
gonscle, During the same period, low-peiced units called “hobbry PCs*
il product of this type.
o Qenerated explosive growth in sales due 1o its many

uta was the most suc

became popadar
The Family Compx

features, Most significant were as overwhelming superionty in tems of
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shaped buttan, and
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perfarmance, the low p exsecf uwsedueto an X

soltware, Pop

outstand
the North American version called NES, and created an entire era o

lawity speead 10 other Countras, ing

f gaming.

As Nintendo enjoyed a dominant pesition, rivals began 1o appear in 1957
First, NEC Hoene Electr
Then Sega started soling the Mega Drive, its ffth-genseation game console,

in 1988, This was the beginning of a warring states period as three
LOMmanie

Nntendo s

ompeted for markel share = the game corsok industry. But
shead of the others. Ths was because, parthy in respore
nsole market, Nintendo introduced the

Soy o 1969 Launching ths unit succeeded at creating the partable

the overheating hame game o ¢

Game
garme unit market. Competitors introduced models of their own. But there
s no change in Nintendo' s superionity because of the large selection of
softwire or the Garre Boy

Warring States Period of Home Video Game
Competition among Three Companies

mputer, the

Ot of Toliow-up wersiors of

The 1 started with Nimen
sucCessor 1o the Famiy Compater. With the sup

0's lanch of the Super Family C

popular game titles and new titles from third-party developers, the new
computer was 2 hit from the outset and overwhelmed com
consoles praocessed larger volumes of data, games could

oduce

mncreasmgly mare complex pictures and other cutput. Due to thes v
the price of ROM ¢ ttes surged to about ¥10,000. This was a transtional
penod when games shifted from 2D pictures using dots 10 3E polygon

pictures with depth. People had great expectations for CO-ROMs, which are

inexpensive yet can hold large amounts of data. Although Nintendo
retained x5 daminant positicn, 3 number of companies introduced 32-b

corsoles using high-ca ty

ROMs starting n 1994 People regarded
of game corsoles First was the 3 AL from
Matsushita Elctnc Next Came Satum Trom Sega ad FlagStation {PS) fram

Sony

multimedia data home electron

these 25 the nest genesy

omputer Entertainment. Even though it was promoted as »
peoduct, the 300 quickly disappeared
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But competiticn between the § wated

Saturn had the edge 2t first. However, the PS recorded explosive s
games. In 1996,

allowing the introduction ¢ of papular raok play

gramth i
Ninterdo started selling the 64-bit Nintendo 64, But the PS captured the
leading market share, the first time Nintendo fell to numbes two since 1983
The casse was the skrw pace of imrodu '‘ar Nintendo
new console, Sony created & new busmess moded in the game console
Industry with several Innovations. FS advertisements targesed cas
players, FS consaks went directly 10 s10005 with w0

ns of softwa

o game
ars, and

Jng W
Uhe (oSt was Cut in stages "5.' r g the number of parts. inthe portable
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renewed interest in the
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comeback and was forced 1o shut down Its game hardware b
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The popularity of portable game units grows and
performance determines the success of home-use consoles

Although § CE was not the first 1o enter the home video game consale
market, the company had the largest share of this market. In 2000,

unveiled the PlayStation 2, the successor 10 the PS5 Sales exg

menedistely ofter the relesse o3 the new model was compatibhe with the
D player, a technology that was just starting to appear
d selling the Nintendo GameCube in 2001, & peaduct that

an optiasl d also
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The Market Shifts to Portable Products and Smartphones
Even as Home Consoles Remain Popular Outside Japan

Sales of the Nuntendo DS and Wii peaked around 2010 and Nintenda
released the Mintendo the su to the DS, in 2011, The abxlity to
Q 3k credted mwch interest. Bun sakes

see 2D images wihr clal vie

were weak at first because of the inadequate amount of game titles

Howeer, s of the 305 ncressed as game developers relemed s2ques to

existing popular games and new titles lke Yo-Kal Watch became enarmous
hits. ¥ C
Wi U in 2012, Although this product’
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unique game playing format
». Moreover, the unigue specih % of the
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initiatives, induding the development of smartphone 20ps and a theme park
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increase in 2016 Arnouncements have aready been made about the use of
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involving games and many other felds
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9sa: TAOKYO GAME SHOW 2016

Yaasi+ TOKYO GAME SHOW 2016 was held from September 15(Thu) to
s the 18(Sun), recording high of 271,224 visitors over four days!

forms, foreign companies are seeking alliances with
lapanese companies, which possess excellent content,
and are exploring international collaborations. The
Tokyo Game Show has even become a hub that provides
a venue for meetings between foreign companies. More-
over, the number of independent game companies
exhibiting this year has increased to 119 (last vear there
were 98), of which 60% are foreign indie game develop
ers. Now that video games can easily be published
online, indie pame developers themselves are increas-
ingly participating in game exhibitions around the world,
and actively promoting their products.

In addition, companies engaged in vigorous B2B nego-
tiations during the event. 1,149 companies registered for
the business matching system “Asia Business Gateway”

easily surpassing last vear’ s 1,011 companies. This dem
onstrates how the role of the TGS as a hub and an inter-

national exhibition that broadcasts what is happening in

siStart tolPlavithelEuture

T EIKYEZEAME SHDW -
- Next year’ s TOKYO GAME SHOW is schedule tor Sep-
2@1 6 mber 21{Thu) 2017 to September 24(Sun) 2017 al

Makuhar Messe.

Asia to the rest of the world has grown more important.

+

’
-

A record 614 companies and groups from 37 countries
and regions exhibited at the Tokyo Game Show 2016
Breakdowns are 269 Japanese and 345 foreign compa-
nies. (Last year there were 234 Japanese and 246 foreign
companies.) Moreover, the number of displayed titles for
which there were advance applications is 1,523, Also,
35 companies from 6 countries and regions are exhibit-
ing in the newly set up VR iVirtual Realityl Area. The
total number of displayed VR titles at TGS2016 will be
110.

As the video game industey expands on a global scale,
thanks 1o the birth of smarlphones and new VR plat-

India Gaming Show 2017

CESA and several Japanese video game developers are participating in this
important event to be held in New Delhi, India in February 2017, (J:_‘.-iw:_} forward,

we expect the number of Japanese participating in this show to increase. As the

gﬂo numbers of Japanese and foreign participants grow, the future edition of India
W2\'J17

Gaming Show will look a lot like the Tokyo Game Show, CESA strongly hope and
preidion § Infotgerrent 5
believe that this event would develop cooperative relationship on Gaming

2.5 Fabruary J017 | Pragats Maician, New Deltl, India

gy 2 TRTY sector between two countries to a new phase.
WW '.‘.'.(_]::'IIIH(_}'-.Iw()u'/.l 1
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Japanese games
and animation in
the Indian market.

“Made by Japan™
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Hideki Hayakawa President

Konams Diginal Enentainmanm Co. Ly

Interview with the president

-esentative Director, Hideki Havakawa

onami Digital Entertainment Co., Ltd.

“Konami’s Operations and Strengths”

=Please begin by giving us some background
information about KONAMI,

Mr. Hayakawa: “The Konami Group was
established in 1973 and currently operates
in two business domains: entertainment
and health & fitness. There are four busi-
ness categories: digital entertainment,
health & fitness, gaming & systems, and
amusement. Konami Digital Entertainment
Co., L1d, cperates the digital entertainment
business. Our company was established
when KONAMI CORPORATION (now
KONAMI HOLDINGS CORPORATION)
divested this business in 2006. We con
ceive, produce and sell home video
games, mobile phone games, card games
and other products.’

~Please briefly explain the activities of your
company.

Mr. Hayakawa: "We create game titles by
using a single intellectual property to create
games for a variety of devices, platforms
and game designs. We have expertise in
the home video, mobile and card game
sectors and are constantly building on this
know-how to enter new game categories.
Game users are covering an increasingly
broader spectrum of customer segments,
Our activities are based on the goal of cre-
ating opportunities for as many people as
possible to experience our games.”

-Exactly what types of activities are you
using?

Mr. Hayakawa: “Soccer games are a good
example. We sell a high-end action soccer
game for home video game conscles as
well as a club management and card
collection games for mobile platforms.
Offering many ways to enjoy a game
allows people to select the ones thal best
suits their own preferences.”

~What is your outlook for the game market?

Mr. Hayakawa: “Advances involving devic-
es, game production technology and com-

munications are creating more opportuni-
ties and llexibility for enjoying games. Last
year saw the emergence of two more ways
o play games: eSports and virtual reality.
Many fields are appearing that represent
new directions for us. These developments
in the game industry are producing enor-
mous opportunities for us to provide new
types of games that no one has experi-
enced before. Furthermore, | believe that
constantly taking on new challenges will
further energize our team of game cre-
ators.”

Participation in India Gaming Show 2017

~What is the objective of your participation in
India Gaming Show 20177

Mr. Hayakawa: “We have three main goals
First is to learn more about India's game
market, Second is to build awareness in
India about KONAMI. Third is to look for
DusIness partners

“India has a population of more than 1.2
billion and a consistently high economic
growth rate. India is expected 1o become
the world’s third-largest economy after the
United States and China. India Gaming
Show 2017 will probably attract more than
100,000 people, including business people
and the general public. This is an excellent
place to gain more knowledge about
market conditions in India

“I have heard that people in India are very
interested in games. As a result, there will
oe exlensive media coverage of this event
So, this will be a valuable venue for
making many people aware ol KONAMI

“I look forward 1o using this event to estab-
lish ties with people in the game industry
and the public sector. I'd like this event 1o
be the first step for thinking about the
game market in India.”

India's game market

~What is the greatest appeal of India with

respect to your global strategy?

Mr. Hayakawa: "Overseas markets have
been an important part of our operalions
for many years. For example, PES -Pro
Evolution Soccer-, a home video game,
received the best sports game award at
the largest game show in Europe, where
soccer is one of the most popular sports
Our Yu-Gi-Oh! Trading Card Game is
distributed in 75 countries and regions,
mainly Japan, North America and Europe,
and is produced in nine languages. A
worldwide tournament takes place every
year. In January 2017, we started global
distribution of mobile game Yu-Gi-Oh!
Duel Links for and the response has been
very strong.

‘India has immense medium to long-term
potential as a means of further expanding
our overseas activities, As | noted earlier
this is a country with more than 1.2 billion
people and a rapidly growing economy. In
addition to its large population, India has
an enormous number of young people, the
primary age segment for using games.”

~Will India be an important market for your

company in the coming years?

Mr. Hayakawa: "There are many unknown
factors. Nevertheless, from the standpoint
of the entertainment industry, India has a
vibrant movie sector, Numerous compa-
nies continue to target opportunities in the
streaming video market. The high level of
interest in movies, music and television
programs demonstrates that there are also
significant opportunities in the game
sector, which is an extension ol movies,
music and television.”

~What type of game market do you think
India will become?

Mr. Hayakawa: "The diversity of points of
contact with games 1S growing in many
ways. Therefore, determining the best
game categories and devices for this envi-
ronment is one more objective of our par-
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Interview with the president

Konami Digital Entertainment Co., Ltd.

“The ideal approach is to plan,
create and operate games in the regions where they are distributed.”

icipation in India Gaming Show 2017. In
the home video game market, hardware
for high-end games is very popular world-
wide, The appearance of new types of
devices will continue to attract consider-
able attention, Virtual reality and hybrid
products combining home-use and mobile
capabilities are two examples. | want 10
use this event to gain insights into the
types of home-use games people in India
like, the game categories that interest
them most, and other aspecls of the
market in India. Furthermore, India is a
massive smartphone market. Only China
and the United States have more smart-
phones in use. This points to good pros-
pects for increasing demand for mobile
games.”

~What are your expectations concerning the
video game market in India?

Mr. Hayakawa: “For games we sell over-
seas, the ideal approach is to plan, create
and operate games in the regions where
they are distributed. People who live in
India know better than anyone else the
types of titles to create for this market
This is why there is a possibility of devel-
oping games with partners in India. But
this is just an idea for activities years from
now, We will have to go through several
stages in order to reach that point.

"At this time, most of the games we distrib-
ute overseas are litles that were produced

in Japan and were marketed in branches
in the United States, Britain and other
places oulside Japan. | think we can
slowly step up joint game production
through small experiments. For example,
we could use joint Japan-overseas teams
to develop games or divide the initial and
subsequent development steps between
Japan and other countries. But there
would be completely different methods lor
home and mobile games. Market charac-
teristics would also influence our actions.
As a result, | think we will take on the chal-
lenge of overseas development through a
process of trial and error.”

Strategy for India's video game market

What are your strategic goaly for India’s
video game market?

~Mr. Hayakawa: "KONAMI is currently
focusing on eSports, This category posi-
tions video games as a form of competi-
tion. | have high expectations lor eSporls
to attract large numbers of viewers, chiefly
as a streaming video medium. | also fore-
see growth in the number of users in Asia
and more use of eSports for mobile devic-
es, In Japan, the eSports market is
extremely dynamic. For example, people
are establishing professional teams and
eSports leagues and professional sports
teams are launching eSports businesses,

"KONAMI has intellectual property with
outstanding properties for sports. The PES

-Pro Evolution Soccer- and the base ball
game JIKKYOU PAWAFURU PU-
ROYAKYU series are two examples. | am
convinced that we can use these games 10
build even stronger lines of communication
with our cuslomers

“In December 2016, we started cur PES
-Pro Evolution Soccer- eSports Tourna-
ment, PES League Road to Cardifl. This is
the official UEFA Champions League
eSports tournament 1o determine the beslt
soccer team in Europe. At India Gaming
Show 2017, visitlors can play the home
video game PES 2017 -Pro Evolution
Soccer-. Winners of national and regional
preliminary tournaments will advance in
accordance with the UEFA Champions
League tournament schedule, The overall
champion will be determined at a tourna-
ment that will take place in June in Caraiff,
Wales. In January, we held an eSports
championship tournament for JIKKYOU
PAWAFURU PUROYAKYU in Tokyo. We
crowned separate winners in the home
and mobile game categones

“Cricket, kabaddi, soccer and many other
sports are very popular in India. We plan
to use these eSports activities to give
more paople in India a chance to experi-
ence a KONAMI game.”

Do you plan to use a variety of activities to
establish a presence in India?

Mr. Hayakawa: “| think our first step in India
should be to seek ways to entice people to
buy the games we distribute worldwide
rather than to distribute games created
specifically for India. | want to provide titles
that appeal to a broad range of customer
segments. Starting operations in India will
not be a short-term project. Qur plan is to
build up our presence in India over many
years.”

What characteristics of India create chal-
lenges for you in this marker?

Mr. Hayakawa: "It is not possible to regard
India as simply a market with 1.2 billien
people. The country has a multitude of
languages, religions and other cultural
differences. Therefore. our marketing
aclivities will have to reflect this immense
diversity.

“Communication speed is another key
point. Large cities are making progress
with 4G networks and Wi-Fi. But the
India’s internet infrastructure is still inade-
quate in other regions. So, in many places
India’s communication infrastructure is not
up to the point needed to enjoy our mobile
games properly.

“Furthermore, a relatively small number of
people in India use credit cards, prepaid
cards and billing through their communica-
tion carriers. | expect that India will contin-
ue making progress regarding these
points, t00."

“Do yvou plan to use operations in India for
carpaorate citizenship programs?

Mr. Hayakawa: "In 2016, we began coop-
erating with the FC Barcelona Founda-
tion, which was established by Futbol
Club Barcelona in 1994. The foundation
supports soccer education in South
America, the Middle East, Africa, Asia
and other regions. We conlributed
US$100,000 to this foundation to help
fund soccer education for children in
developing countries.

“In Japan, we became a partner in 1999 of
the Nippon Professional Baseball Organi-
zation for the purpose of supporting the
advancement of professional baseball. We
use the JIKKYOU PAWAFURU PU-
ROYAKYU series, which have been selling
since 1994, 1o contribute to broadening the
appeal of baseball in Japan.

“At this time, we have not made any decisions
about similar activities in India, We will con-
sider citizenship programs in India if there
are fields where our entertainment business
can make a contribution.”
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Haruki Satomi,President and CEQ
Sega Games Co., Ltd.

The India Gaming Show is scheduled to be held
in New Delhi, India in early February. This
trade event is being organized by the Confedera-
tion of Indian Industries, which is one of the
leading industry associations in India, and the
event will also be the first major gaming indus-
try trade show ever held in India. In addition to
Indian companies, companies from the global
video game industry will also be represented at
the Show. Recognizing the importance of the
rapidly growing Indian gaming market, Japan
is participating as a Partner Country which just
goes to show that India is now rapidly develop-
ing into a major player in the gaming industry -
both as a consumer market and as an outsourc-
ing destination.

Interview with the president

“Sega Games Brings Entertainment Full of Dreams and Excitement”

Sega Games is participating in the trade
event and ahead of the event, Mr, Haruki
Satomi, President and CEO of Sega
Games Co., Ltd. engaged in a wide-rang-
ing discussion covering a broad range of
subjects ranging from his take on India’s
gaming sector and the objectives behind
the company’s participation in the trade
show, to its corporate philosophy and strat-
egy lor the global markets and for the
Indian market in particular.

Sega Games is participating in the trade
event and ahead of the event, Mr. Haruki
Satomi, President and CEO of Sega
Games Co., Ltd. engaged in a wide-rang-
ing discussion covering a broad range of
subjects ranging from his take on India’s
gaming sector and the objectives behind
the company’s participation in the trade
show, o its corporate philosophy and strat-
egy for the global markets and for the
Indian market in particular

Having studied and worked in both Japan
and the U. S., Mr. Haruki Satomi is unique-
ly qualified to comment on both the Japa-
nese as well as the global gaming market.
He graduated from the International
Department of Meiji University in 2001 and
went on obtain a doctorate from the UC
Berkeley Haas School of Business in 2012,

Mr. Haruki Satomi has been the President
and Chief Operating Officer at Sammy
Corporation since April 1, 2016 and a Man-
aging Director of Sega Sammy Holdings
Inc. since June 17, 2016, He serves as the

Chief Executive Officer at SEGA Games
Co., Ltd. Mr, Satomi also serves as the
Chief Executive Officer, President and a
Director at Sammy Networks Co., Ltd. He
was appointed Representative Director of
Sammy Corporation in November 24,
2015.

-Sega Games committed to providing enter-
tainment full of dreams and excitement
Please tell us about the major milestones in
the company’s history

Mr. Satomi: 'Sega Games Co., Ltd. was
formed on April 1, 2015 through a merger
of the Sega divisions engaged in the
development and marketing of consumer
games and PC online games at Sega
Corp. and Sega Networks Co., Ltd. whose
principal activities include the development
ol planning and development of game
applications for smart devices.’

Now, Sega Games Co. has two core busi-
nesses: firstly, the development of games
for the console and the PC markets; and
sacondly, the development of games for
smart devices and offering services on a
global scale. These businesses are man-
aged by the Censumer Online Company
and the Sega Networks Company, respec-
tively.'

“The two entities operate independently
and with discretionary authority. They also
work in close coordination with each other
in order to respond flexibly to the rapidly
changing market needs on a global scale.’

~Please tell us about the company's vision
and its corporate philosophy.

Mr. Satomi added: "Sega Games' vision is
to become the Game Changer of the video
game industry. That is to say, this mission
goes way beyond simply changing the
gaming industry: implicit in this motto are
our goals of transforming ourselves into a
company thal provides entertainment full
of dreams and excitement to all and of
being able to create new values through
our activities,'

‘True to our company motto and corporate
values, Sega Gamaes will continue to pro-
vide innovative entertainment content to Its
customers throughout the world. Sega
Games is committed to engendering this
spirit and to taking on new challenges so
as 1o become the industry's real Game
Changer. In doing so, we will continue to
bring new and exciting experiences o our
customers through games on various plat-
forms.

Participating in the India Gaming Show
2017

“Please explain about your current opera-
tions in India

‘At present, we do not have a significant
presence in the Indian market. However,
we do distribute a limited number of titles
in India through our European subsidiary
North American and European gaming
markets are well established and there is
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Interview with the president

“On the whole, I am confident that India is on the right track.”

little room for growth in the Japanese
market so clearly we must look for growth
in emerging markets and in this context
one can hardly ignore the importance of a
large and growing market like India.’

~You are participating in the India Gaming
Show 2017. What are your principal objec-
tives and expectations for this trade event?

Mr. Satomi: "As | explained earlier, at pres-
ent our operations in India are very limited
and are channeled through our overseas
subsidiary. We are participating in the
trade show first and foremost to under-
stand the Indian gaming market. Through
participating in this show, we will be
coming in contact with a large number of
Indian gamers and so we will come 1o
know their temperament better. | think this
temperament is currently changing and so
we are very keen to get a much better
understanding of the Indian consumer.
Naturally then, we see the India Gaming
Show 2017 as an excellent opportunity to
do so. Secondly, we are also looking
forward to meeting a lot of gaming industry
companies (from publishers, developers
and distributors to companies offering
game development services) in a bid to
better understand the structure of the
Indian gaming sector. Finally, our presence
at the game show will give us some
much-needed exposure 1o the Indian
market and also help to raise our profile in
the country. Although we recognize the
potential of the Indian market, we must
admit that, as yet, we have been some-
what late in making a full-scale entry into

the Indian market and in starting to tap its
huge latent potential. | therefore look 1o the
India Gaming Show 2017 as being the first
step lowards raising our presence in India.’

“Please explain your take on the India
gaming market

Mr. Satomi: 'l see India as a potentially
lucrative market. It has a huge population
of 1.2 billion and there are already nearly
200 million smartphone users across the
nation - and this number is growing rapid-
ly. What is most important though is that
the population in India is young. In addition
to these factors, incomes are rising and
the middle class is growing, which is in
turn creating more disposable income to
spend on amusement. Consequently, the
Indian market has now taken on added
importance since our home market of
Japan is now mature and the competition
there is getling really brutal as a result”

-Is the Indian market different from other
markets?

Mr. Satomi: “The Indian gaming market has
developed differently from the markets in
other industrialized countries, including
Japan. The gaming industry in developed
countries had its start in arcade games,
from where it subsequently moved on to
PCs and consoles. In today's market, the
presence of smartphones is clearly large.
In India however, the diffusion rates of both
PCs and consoles remained low for quite a
while compared with developed econo-
mies. It was therefore natural that the

market was limited and that few games
were distributed in India. What is different
about the Indian market is that the PC and
conscle markets have reached a certain
scale and continue to grow organically.
However, the overall markel, has largely
skipped the PC and console phases and is
moving quickly straight into the smart-
phone era. We need to clearly understand
this development process and adjust our
offerings accordingly.’

~Going forward, what are some of the hurdles
you see?

Mr. Satomi: 'India is seen as being a
market that is characterized by low-priced
devices, and a poor telecommunications
infrastructure and paymen!t systems, Then
there is also the additional issue of India's
complex taxation system. Having said that,
| am not pessimistic, | am given to under-
stand that the situation is changing rapidly
with 3G and 4G networks already opera-
tional in major cities and currently being
rolled out for universal naticnwide cover-
age. Many different payment systems are
being developed and are being tried out so
| am of the opinion that these issues are
now on the road 1o being resolved. On the
whole, | am confident that India is on the
right track.’

“Let me thank you for sparing the time today
Jor this interview despite your very busy
schedule and wish you a very productive and
enjoyable trip to India. I hope many more
will follow in the future.

Haruki Satomi,President and CEO

Seea Games Co., Ltd.
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Yosuke Matsuda President and Representative Director
Square Enix Holdings Co., Ltd.

President Yosuke Matsuda

Yosuke Matsuda was appointed President
and Representative Director of Square
Enix Holdings Co., Ltd. and Square Enix
Co., Ltd. in 2013.

Matsuda joined the former Square Co.,
Ltd, as Senior Vice President in 2001
where he played a central role in the suc-
cess of the merger between Square Co,,
Ltd. and Enix Corp. in 2003, and was
appointed Senicr Vice President and Gen-
eral Manager of accounting and finance of
the newly established Square Enix Co.,

Ltd. In 2004, he was promoted to Director
and Chief Financial Officer. During his
tenure as CFO, he was responsible for
finance, accounting and reporting, tax and
tfreasury, and equity financings.

He manages the global organization of
Square Enix Group's development, pub-
lishing and arcade businesses, His pas-
sion is for entertainment content, Matsuda
is a dedicated gamer who devotes his
non-work time to console, PC and mobile
gaming.

Interview with the president

“Spreading Happiness Across the Globe by Providing

Unforgettable Experiences”

Square Enix President Matsuda talks about the company's plans for India

~Please give us some background informa-
tion about Square Enix.

Mr. Matsuda, "SQUARE ENIX HOLDINGS
CO., LTD. with headquarters in Tokyo,
Japan, is a holding company leading the
Square Enix Group with a diverse range of
content and service businesses. Two inde-
pendent companies Enix and Square
merged on April 1, 2003 to form Square
Enix. *

~Please briefly explain the operations of your
company.

“Enix was first recognized for its DRAGON
QUEST (DQ) Series, the first computer
role-playing game that is said 1o have
defined this genre in Japan. Today, with ten
main installments of the franchise and
numerous spin offs, Dragon Quest is
enjoyed throughout the world.

Square on the other hand, became
well-known for FINAL FANTASY (FF). This
year Square Enix will celebrate the 30th
anniversary of FF.”

“Much like DQ and FF, KINGDOM HEARTS
also became a popular and well-received
game. Selling millions of copies, KINGDOM
HEARTS quickly climbed the ranks and
became one of the most loved games of all
times.”

“Aside Irom making successlul video game
franchises, Square Enix has expanded the
range of its products to include anime and
manga.”

“Now, the Square Enix Group publishes,
distributes and licenses entertainment con-
tent around the world with a variety of port-

folio including: DQ, FF, TOMB RAIDER and
the legendary SPACE INVADERS through
the leading development studios located in
North America, Europe and Japan.

Corporate Vision: To spread happiness
across the globe by providing unforget-
table experiences

~Please briefly explain Square Enix’s corpo-
rate philosophy,

Mr. Matsuda, *The following corporate mis-
sion statement describes the company’s
corporate philosophy. This philosophy rep-
resents company's mission and the bebefs.”
Provide high-quality content, services, and
products to help those customers create
their own wonderful, unforgettable experi-
ences, thereby allowing them o discover a
happiness all their own.

“The three core principals embodied in the
above mission statement are: professional-
ism, creativity and innovation and harmony.

Business strategy going forward

~What is your business strategy going
SJorward?

Mr. Matsuda, “We intend to pursue the
following three key business development
initiatives geoing lorward: 1) enhancing pre-
mium apps for smart devices; 2) developing
VR (virtual reality) and AR (augmented real-
ity) content; and 3) expanding into emerging
markets, espacially India, the Middle East,
and Latin America.”

“We have cited expansion into emerging

markets as a target for the past several
years, but unfortunately have not made
concerted efforts, During that time, emerg-
ing markets have continued their steady
growth, and it goes without saying that
taking advantage of the growth in those
markets needs to be a key locus under our
Group’s growth strategy. We believe that
partnerships with local companies will
prove effective in developing our content
business in emerging markets and intend to
continue to collaborate with key players in
each of these markets.”

“Language localization is critical to supply-
ing our games to emerging countries, To
date, our localization efforts have focused
primarily on the so-called EFIGS languages
(English, French, Italian, German and
Spanish). However, 10 improve access o
our games for larger populations, we
believe that we also need o localize into
lecal languages of emerging markets. We
also believe that by localizing our globally
strategic titles, we should be able to
enhance our presence in the relevant
regions, thus laying the groundwork for our
emerging markets strategy.”

Participation in the India Gaming Show
2017 and perspectives on the Indian
Gaming market

~Square Enix was one of the first gaming
companies in Japan to express interest in
participating in this trade event. Please
explain the reasons for the strong interest?

Mr. Matsuda "As you know, Square Enix
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interview with the president

“We expect India to evolve into a major market in the near future.”

set up an office in India a few years ago,
but decided to reduce the scale of opera-
tions. At that time, there were several fac-
tors that led to this decision. Having said
that, | would like to reiterate that we remain
committed and strongly interested in the
Indian gaming market in the firm belief that
the market has excellent growth potential.
This is one of the biggest gaming industry
shows to be held in India. It suggests that
gaming has become a potentially attractive
sector. However, the market is different
from other markets and has taken a differ-
ent route to development. It is in this con-
text that we need to have a better under-
standing of the Indian market. The India
Gaming Show 2017 offers a great opportu-
nity in this sense.”

~What are your primary goals for participat-

ing in the India Gaming Show 2017?

Mr. Matsuda "Simply put, the primary
objective is to understand the Indian con-
sumer, meet industry players from publish-
ers, and distributers to potential outsourc-
ing and business alliance partners and
also to raise the awareness of the Square
Enix brand. The trade show is a good
opportunity to have gamers try out our
games and get their take on our contents
At the same time, we expect 1o meet many
local companies and establish a network
of contacts in the Indian gaming industry.
Through contact and communication with
such companies, we look forward to
explore potential partners for supporting
our business in India. Finally, the show will
give us the much-needed exposure in the
Indian market and help raise awarenass of

the Square Enix brand and its franchises
in India.”

India’s game market

“Please explain your take on the video game
market in India?

Mr. Matsuda, "As you know, India is a poten-
tially massive market and therefore we can
hardly ignore it. When we lock at a market
our first concern is how big it is? What are
the demographics? What are the income
levels and how big is the potential customer
base? India came out very positive on all
factors. It has population of 1.3 billion and
has high proportion of young people. India’s
economy is growing at around 7%, which
means disposable incomes are rising and
the middle class is expanding. In view of

these factors, we expeclt India to evelve into
a major market in the near future. On the
other hand, communication infrastructure
remains an issue but 3G and 4G networks
are already in place in major cities and are
being rolled out elsewhere in the country.
On the cultural front, the country has a
many languages, religions and other cultur-
al differences. Our operations will have to
take these into consideration,”

*Many foreign companies are oulsourcing
game development to India. How do you view
India from this standpoint?

Mr. Matsuda, *“We already outsource some
game development work to India, but much
of itis limited to specific assets not entire
games. Many Indian studios work closely
with their Hollywood counterparts and have
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Yosuke Matsuda President and Representative Director

Square Enix Holdings Co., Ltd.

excellent know-how and capabilities in
computer graphics, movies and related
fields. We would like to leverage these
talents. However, in the long-run, the ideal
strategy would be to design, develop and
distribute games in India itself. This is why
we are exploring the possibility of develop-
ing games with partners in India. | look
forward to meeting many industry players at
the game show."

“What are the key success factors in the
Indian market?

Mr. Matsuda, "| think that there are four key
success factors when it comes to the
Indian market. These are local presence,
understanding the player, partnering with
strong companies and raising the aware-
ness of the Square Enix brand and its

game franchises. Local presence is
important to understand market dynamics,
factors driving the market, emerging trends
and changing tastes. Strong partners are
equally important from the standpoint of
business on the ground. Local people
know better than anyone else the types of
games that attract Indian gamers. Busi-
ness brand awareness also plays an
important part in attracting players. We are
participating in the trade show in prepara-
tion for addressing these issues also.’

Thank you for finding the time to meet me
today despite your tight schedule. Let me take
this opportunity to wish Square Enix
resounding success in India.
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Yoshihiro Shimizu,General Manager
Tezuka Productions Co., Lid.

Interview with the mﬁm

“His work changed the concept of the Japanese cartoon,

transforming it into an irresistible art form

and incorporating a variety of new styles in creating the ‘story cartoon’.”

We were very fortunate to have the oppor-
tunity of being able to interview Mr. Shi-
mizu recently and to find out more about
the fascinating and popular company that
he manages. As you will see from our con-
versation below, we had a wide-ranging
discussion about the animation industry
and also touching on other related sub
jects of interest, as well as getting a
unigue perspective on Osamu Tezuka him
self - the genius that started the company
and created a global phenomenon by
taking the art and excitement of Japanese
animation global and attracting a world-
wide audience with hit productions like
‘Astro Boy' and Jungle Emperor Leo'. Mr
Shimizu first encountered Osamu Tezuka
in 1978 during his college days and this
long association with Mr. Tezuka makes
him uniquely well suited to provide us with
a valuable insight into the development of
Tezuka Productions Co., Ltd. and its oper-
ations from its earlies! days

Mr. Shimizu was initially involved in anima-
tion production as a contractor before offi-
cially joining the company in 1980. He was
in charge of the production management
for ‘Bander Book™ (TV, 1978), and served
as Assistant Director for ‘Marine Express’
(TV) and ‘Phoenix 2772 (movie, 1979)
He became Production Director in 1989
and produced several popular animation
hits including 'Black Jack' (both the origi-
nal 1966 movie and the subsequent TV
series in 2005), Jungle Emperor’ (mov
i/1997), ‘Astro Boy' (TV senes/2003), and
‘The Phoenix' (TV series/2004). He was
engaged in the movie ‘Astro Boy' (2009) as
the Creative Consultant responsible for the
overall supervision of the movie's produc-

tion from a non-technical perspective, He
also produced the ‘Osamu TEZUKA Exhi-
bition' at the National Modern Museum
(1990), the Osamu TEZUKA Manga
Museum in Takarazuka (1995), and 'The
Exhibition of Osamu TEZUKA - past and
future’ sponsored by the Asahi Newspaper
(1995)

He has been General Manager since
1999, supervising film production, licens-
ing, overseas business, publishing, mer-
chandising and copyright issues. Heis
alsc a former chairman of the Business
Committee of the Association of Japanese
Animations, which works to promote and
protect industry's interests and in 2011 he
served as a member of the jury the at the
Festival international du film d'Annecy in
France

~Please tell us about the company's mission
and its corporate philosophy,

Mr. Shimizu: “The mission of Tezuka Pro-
ductions is to distribute Osamu Tezuka's
creations so they can be enjoyed by
people around the world. However, global
distribution of a conventional printed
manga is very complex, including editing,
publishing, delivery and retail sales. As a
result, there were high expectations for
digital publishing, But even digital manga
must be localized. To perform this task,
many authorized business activities were
used to produce manga for specific
regions. For example, there was a fan sub-
titling group in the United States and a
similar group in China. (highly skilled
translators China doing illegal translations
for no pay because they want to be viewed

as geniuses)

“In other words, the philosophy of Tezuka
Productions is to use actions that can pass
through three filters: (1) enjoyment for fans,
(2) enjoyment for clients and (3) enjoyment
for Tezuka Productions. In accordance
with this philosophy, Tezuka Productions
collaborates with a large number of talent-
ed people worldwide 10 create new and
contemporary content based on the origi-
nal Tezuka manga. This new content
earned the support of many people. The
aim i1s 1o create an envirenment in which
even 1% of the people who read the new
content will become interested in the origi-
nal Tezuka manga and read them.”

Participating in the India Gaming Show
2017

~Please explain about your current opera-
tions in India

Mr. Shimizu: “To date, our company's key
strategy has been to exploit the Atom and
other animations of Tezuka Osamu and
license them throughout the world. This
stul for a while but

strategy proved sSucce
has been losing steam somewhat in recent
years as the stories/series need 10 find
ways to fit into a rapidly changing world,
and | must admit that this is something that
our company has not always been able to
do. It is unfortunately also true that, at
present, we do nol have a significant pres
ence in the Indian market. Moreover, there
is limited room lor growth in the Japanese
market so clearly we must look for growth
in emerging markets and in this context we
can hardly afford to ignore the importance



Interview with the president

Yoshihiro Shimizu,General Manager
Tezuka Productions Co., Ltd.

“That we can change this attitude
by becoming a Creator of Dreams for India too!”

of alarge and growing markel like India.”

“You are participating in the India Gaming
Show 2017, What are your principal objec-
tives and expectations for this trade event?

Mr. Shimizu: “We are participating in the
trade show above all to understand the
Indian market for our existing products and
projects in development at present. By par-
ticipating in this show, we hope to come
into contact with a large number of Indian
publishers, producers, and distnbutors and
thereby start to gel a beller feel for the
culture and business environment in the
India of teday. | hope that this is currently
changing and so we are keen to get a
much better understanding of the Indian
consumer and we view the India Gaming
Show 2017 as an outstanding opportunity
to do so. Our participation at the game
show will give us some much-needed
exposure to the Indian market and also
help to raise our profile in the country,
Although we recognize the potential of the
Indian market, we are still some distance
away from being able making a proper
entry into the Indian market and benefiting
from its attractive potential which is why |
sincerely hope that the India Gaming
Show 2017 will help us build our presence
in India.”

~Please explain your take on the Indian
market for animation and amuyement prod-
wers in general,

Mr. Shimizu: “We are convinced that India
can develop into a very profitable market
lor Tezuka Productions, It has a huge pop-
ulation of 1.2 billion and, even more impor-
tantly for us as a creator of youthful, joylul
optimistic content and products. the popu-
lation is both young and curious about the
culture of present-day Japan. What's
more, Incomes are nsing and the middle
class is growing, which is in turn creating
more disposable income to spend on
amusement. Consequently, the Indian
market has now taken on added impor-
lance since our home market of Japan is
now mature and both Europe and the US
are 100 - from our perspective at leasL”

~Going forward, what are some of the hurdles

you see?

Mr. Satomi: "Most people in India tend to
view animation and comic books as being
purely pastimes for children. That said, we
are optimistic, That we can change this
attitude by becoming a Creator of Dreams
for India too! *

We are very grateful for you taking the time
to talk to us today and we hope that you will
have a very productive and enjoyable trip to
India. We look forward to secing you in India
again on many occasions in the future!




About JIIPA

B How JIIPA’s Service can help

Japan India Industry Promotion Association (JIIPA) can assist you in networking and business matching activities with
Japan's Animation and Entertainment Companies. JIPA has set up Contents division induding team of Advisors,
Producers, Marketer, Creator, and Sales. JIIPA team is available to provide guidance and counseling. For those
interested in finding the right local partner, they may wish to consider our matchmaking service that connects compa-
nies to potential partner candidates for a minimal fee. We would like to provide consultation not only on the exhibits of
the exhibition but also on licenses related to Japanese animation, movies and games.

M Japan’s Animation & Entertainment market

The Japanese games market was estimated at US$12.4 billion, the third largest game market in the world. A
breakdown of the market shows that the mobile gaming platform accounts for 52% or US$6.5 billion of the total.
Console gaming represents 38% or US$4.7 accounts of the total. PC gaming has the lowest share at 109 or US$1.2
billion. The market is expected to grow slowly or moderately through 2018, led mainly by mobile gaming. On the
other hand, the console gaming market is shrinking. These trends are likely to continue,

There are about 69,1 million gamers out of the online population of 117.6 million. Of the gamers, 61% spend = -

meney, with an average spending of US$296, the highest amount in the world, w
Japan India Industry Promotion Association (JIIPA) is a Tokyo based NPO affiliated by Tokyo Metropolitan
Government to promote trade between Japan & India. A Non Profit Organization has been established,
aiming to collect and analyze information of Indian and Japanese industrial markets, and to promote
more industrial exchanges and developments for the individuals, corporations, associations, institutions
and organizations of both countries. JIIPA has an office at Tokyo for networking with regional business

organizations, local trade and industry, media, government agencies to promote industries, technolo-
gles, services, companies and market opportunities.

The Japanese anime industry is enormous. In fiscal 2015, industry revenue climbed about 12% to ¥1,825.3 billion.

Manga and animation are currently one of the most powerful components of Japanese culture due to their
popularity worldwide. About 45 million copies of manga magazines are distributed every month, down from 70
million during Japan’s asset bubble period. Every week, Japanese broadcasters provide viewers with 60 new
30-minute animated programs. Since one manga publication is about 2.8cm thick, the 45 million issues would be
1,260km high if stacked on top of each other. Mt. Fuji is about 3.6km tall and commercial aircraft fly at an altitude
of about 10km. That means the pile of manga publications would reach well into space. If lined up horizontally, the
new publications (25¢cm wide) every month would cover a distance of 11,250km. This is about one-third of the
Earth’s circumference at the equator. New manga magazines every year would go around the world four times,
Japan is the only country in the world that produces manga on this massive scale,

JIPA works closely with various Industry Associations, Organizations on policy issues, enhancing
efficiency, competitiveness and expanding business opportunities for industry through a range of
specialized services and global linkages. JIIPA office at Tokyo tries to provide necessary assistance to the
interested companies in East Asia and south East Asia for business opportunities with our counterparts.

By bringing together anime and game, our business model creates a comprehensive entertainment that allows ; s ;
We, JIIPA look forward for your cooperation to create a promising future of both the countries,

customers to experience Japan's culture.

J .
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M JIIPA in Entertainment Business M JIIPA in Agent & Maching Support
JIIPA has the great pleasure of introducing you the biggest showcase of Japanese Animation and Entertainment India ? ‘ Japan
in India first of its kind. We will bring tegether famous Japanese companies listed here. If you are looking for W
Jeint venture, collaborations, licensing, franchising with them, please feel free to contact us at infe@npo- R
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History of animation

Manga and animaticn are currently one of the most
powerful components of Japanese culture due to
their popularity worldwide

About 45 million coples of manga magazines are
distributed every manth, down fram 70 million
during Japan' s asset bubble perlod. Every week,
Japanese broadcasters pravide viewers with 60
new 30-minute animated programs. Since one
manga publication is about 2.8cm thick, the 45
million issues would be 1,260km high if stacked on
top of each other. ML Fuji is about 3.6km tall and
commercial aircraft fly at an altitude of about 10km
That means the pile of manga publications would
reach well into space. if lined up horizontally, the
new publications {25cm wide) every month would
cover a distance of 11,250km. This is about one

third of the Earth’ s circumference at the equator.

New manga magazines every year would go

around the world four times. Japan Is the only

country in the world that produces manga on this

massve scale

These photographs of everyday life in Japan show
the interior of a train and a restawrant today and 15
years ago, You can see that the adults concentrat
ing an their manga publications. How did Japan’ s
manga boom reach the point where even adults

Can't put a manga magaane down?

The answer Is Osamu Tezuka. | am not promoting
Tezuka Productions by saying this is the reason, Me
Tezuka passed away on February 9, 1989 and the

Asahi Shimbun {one of Japan” s three major news-

papers) made the following statements in an edito

rial on the following day

What did Mr. Tezuka do in his manga? And how did
this cause the people of Japan to like manga so
much? The answer can be nothing other than the
creation and subsequent development of the “story

So exactly what is a story manga? 8efore | explain,

you should take a lock at this

L | |
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Shawn here is a satincal drawing from Japan' s Edo
era. A warrior is answering nature’ s call while
peaple around him show their disdain far the
offensive smell. The message is that regardless of

ane’ s station in life, both warriors and ardinary

people produce the same smelly things. The objec-
tive is to make people laugh by making fun of the
warmor class.

(These types of drawings can be called cartoons or
caricatures.) Humaorous or prank drawings, Hokusa

manga and other terms can be used.

Pictured here are manga of about 120 years age
from the Meiji era, Japan and China are being lifted
up by the Korean Peninsula. Anyone of that era
waould immediately recognize this as an expression
of Russia’ s stance of waiting to prey upon China
and Japan. (This single picture gives every Japanese
person an insight into the country” s modem-day

history.)

This satirical manga involves Shigeru Yoshida, who
was the prime minister of Japan for many years
following Warld War Il. The picture expresses the
sentiment that Mr, Yoshida' s Liberal Party was just
the right lukewarm temperature (using a pun
because the Japanese words for political party and
hot water have the same pronunciation).

Next, please exarmine this picture
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This manga is Sazae-san by Machiko Hasegawa, a
wellknown predecessor of Me. Tezuka

As you can see, the character is hitting the father
over the head with a frying pan after mistaking the
pan for a fly swatter, This manga uses humor to

show a common household actavity

This pacture Is Norakuro, a famous manga by Sulho
Tagawa, another predecessor of Mr. Tezuka, The
mood of this manga, which uses a series of images,
is similar to today’ < style. However, every frame
shows characters from head to toe, whether square
or rectangular. The story advances as characters
advance from left to nght, No change occurs in the
reader’ s viewpoint. The setting does not change
either. As a result, the manga is somewhat like
watching a stage play.

Conseguently, the goal of manga was to use jokes

for expressing in @ humarous manner social satire

This technique similar ta th

of a play was also
used for manga with a story line. People read or
looked at manga because they were seeking some
thing satirical or funny, a brief source of sharp
CrtICiSm or witliness,

From this standpaint, people all over the world are

"Q.rlx\\ r;ch .
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History of animation

This manga was drawn by Mr. Tezuka. His creations
are clearly different from all the others because he

emplayed technigues used to make movies Let’ 5
look at a few of these manga

(1) Close-ups, panning and moving cameras

In the manga on this page, the characters and
scenery move closer and closer. Using this
technique creates a sense of tension and speed.

[2) Detailed and bold drawings

Mr. Tezuka used bold pictures that were carefully
drawn. Far example, to create a sense of realism, he
drew precise pictures of natural objects and used
an entire page for a high-rise building

13) Sounds

Sounds were expressed using text designed to
match the atmosphere of each picture

Using these types of letters brought the reader into
the scene.

(4) Light and dark

Mr. Tezuka used light and dark to give his

characters realism. This contract can also be used
for expressing distance and the passage of time

[3) Montage

Many images are combined to create a single
picture. This editing technique creates a strong
impact on the reader by, for example, making time
go backward or producing an atmosphere that
cannot exist in the real workd

(6] Mob scenes

Mob scenes using ane page or even a two-page

spread create a dynamic sensation similar to that of
aHollywood movie using large numbers of extras.

These elements made the manga created by Mr.
Tezuka different from all previous manga.
Preceding manga artists mostly used one or up to
about four frames lfor everyday humor, jokes and

satire

However, Tezuka manga covered many pages and
used movie technigues for a broad spectrum of
sensations, time and surroundings, The volume of
nformation was much larger. As a result, Mr

Tezuka could tell stories with much mare
complexity.

This type of manga is called a story manga. Mr
Tezuka' s manga have gags and humor, but this is
not the objective. For Instance, a tiny robot atom
solves prablems between people and rabots while
experlencing many difficulties. Or an albino lion
salves problems involving people and animals
{ungle Emperor). Another story (Princess Knight) is
about the difficulties of a princess who was raised
as a prince, By incorporating challenges and
canflict, Mr. Tezuka created stories with a level of
complexity similar to that of a movie synopsis
Today, almost all manga are created 10 tell a story.
But at that time, the inclusion of a story set Tezuka
manga apart from the others.

Mr. Tezuka went to other countries to give
presentations. However, as was shown in the
Chinese manga, the interpreter and the audience
viewed a manga as something with one up to
about four frames. Mr. Tezuka complained at times
about the difficulty of convincing people that
manga can be something with a stary. | think this
example demonstrates that the story manga is

something found enly in Japan.

Mr. Tezuka' s first manga was the Diary of Ma-chan,
which appeared in 1945 when he was only 18 years
old. This was a four-frame manga for the Mainichi
newspaper for elementary school students,
Japanese cities had been destroyed during the war
There was no infrastructure for distributing foad
People relied on black markets for exchanges of

various necessities,

It was in these black markets that Mr. Tezuka® s
stary manqga first appeared. The manga, printed by
a company in the neighborhood, was titled New
Treasure Island. Called a *red book,” the manga
used a lot of red ink on the cover and did not have
a very high production quality, The manga was a

huge hit at a time when there was very little
entertainment in Japan. About 400,000 copies were
sold n Osaka

Following up an this success, Mr. Tezuka produced
almost 20 red book story manga, including Lost
World, Metropelis and The Future World. In
postwar Japan, there was a shortage of food
because the food distribution system did not
function, A black market emerged to sell grain,
potatees and vegetables obtained directly from
farmers, Hawkers of merchandise allocated space in
these markets. Although large volumes of goods
were sold at Japan® s black markets, the occupying
US. forces ordered the closure of these markets in
1949

There was an explosion of magazine publishing in
the 19505 by companies In Tokyo. Magazines were
created mainly by putting together stories and
various columns. Major new magazines were
Shukan Yomiuri and Sankei, Shincho in 1956,
Shukan Jased in 1957, Taishu and Myojo in 1958 and
Bunshun in 1955.

0
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TThe manga magazine format appeared in 1948
with the monthly publication Manga Shonen and
then Shonen Gaho. Mr. Tezuka started submitting
regular Installments of his Jungle Emperer manga
1o these manthly publications.

[Manga Shonen 1%948-1955), Tezuka, Tagawa
Machiko Hasegawa, Eiichi Fukui, Shotaro
Ishinomori; Amateur contributors: Fujio Fujiko,

Fujio Akazuka, Tsunodajire, Reiji Matsurmato)

Submitting manga every maonth transformed Mr.
Tezuka from a producer of red books in Osakato a
manga artist who was in magazines that could be
purchased at book stares every manth. He became
known throughout Japan as a result. Moreover, this
created many future manga artists because some
readers decided they wanted to make manga just

like Mir. Tezuka did.

Manga magazines included space for submissions
from readers. Many aspiring manga artists sent
their work lor consideration. To support these
people, manga magazine editors carefully
examined the submissions of amateurs to identify
young people with talent. The best entries received
awards that gave people name recognition. Many
story manga were developed as people worked
hard to have their names appear in manga
magazrme sections for reader entries

History of animation

Eventually, many aspiring manga artists lived
together in an apartment building called Tokvwa-so
n Tokyo' s Shiina-machi district to be near Mr
Tezuka, who had relocated from Osaka to Tokyo.
Shataro Ishinomori, Fujio Fujiko, Fujio Akazuka and
other manqga artists started thelr careers at

of i

al

Tokiwa-<o as they read manga magazin

tme

Weekly manga magazines like Shukan Shonen
Sunday and Magazine appeared in 1959, a
development that greatly increased the demand
for the work of manga artists,

(This was also the year that the number of TVs in
Japan surpassed 2 million, In part because of the
wedding of the crown prince. TV was grawing

rapidly as a mass medium. However, there was

already an infrastructure for providing the content
required by weekly magazines. Consequently,
movies and magazines were most likely the
primary source of cultural entertainment at that
time.)

To summarize, manga became popular in Japan
when Osamu Tezuka developed the story manga
format by adding movie production techniques to
manga that were previously used for satire and
humor Involving everyday life. Storles extended the
appeal of manga to alder teenagers, young people
and some adults, Talented manga artists in all areas
of Japan frmily established the story manga format
Magazines emerged for the publication of story
manga and popularity gréew 10 the point where
magazines advanced from monthly to weekly
issues. The excellent timing of these events is most
likely responsible for the formation of the

distinctive Japanese manga market in which 45
million issues of monthly manga publications are

sold every year

My next subject is animated pragrams in Japan

As | noted earlier, Japan produces and broadcasts
60 new animated programs every week. That
means there are about 3,000 new animated
episodes every year. Animated pregrams in Japan

have several key characteristics

Animated programs on TV started in Japan in 1563
with the debut of Mighty Atom, a creation of Mr.
Tezuka' s Mushi Productions. The program started
at the remarkable pace of one 30-minute episode

vach week

When Mighty Atom debuted, animated programs
were produced In Japan by Toel based on the
Hollywaoaod system. Toei constructed a studio in
Oizumi in suburban Tokyo that placed 100 people
under a single rool. These peaple needed about
three years to make a 90-minute animated movie
There was no other animated program production
company in Japan. (The Tale of the White Snake
and Saiyuki were Toei' s best-known animated

movies.)

1



“History of animation

Then as now, pictures were the key companent of
animated content. Each picture had 1o be drawn by
hand one by ane, Every secord required 24 frames,
So even If the same picture &5 used for two frames,
12 pictures are needed far ane second. This
translates Into approximately 65,000 pictures for a
S0-minute animated him. A 30-minute program

therefore requires about 20,000 pictures,
Regardless of Tezuka® s genius, it was impossible 1o
draw, color and photagraph that many pictures in a

singhe week

Mr. Tezuka completely reexamined the praduction
Process in order to create a 30-minute animated
program with only about 2,500 pictures, Thes
number became the basic volurme for a 30-minute
anemated program in Japan, Even with the more
intricate expressions used in animated programs
taday, a 30-minute program needs only about
3,500 pictures.

M. Tezuka' s goal was to use four or fewer pictures
for each second. This compares with the minimum

of 12 that was the custom at Toel and overseas

animation companies.

o accomplish this, Mr. Tezuka used the "mouth
backgraund” method. A single outline of a face was
combined with three mouth pectures: closed
half-open and open. This total of four pictures

could be used for a scene of about five seconds

In addition, the same picture was used many times
with a different background to create ather scenes
By accumulating many cells, it was passible ta

create a bank of pictures.

Another technigue was camera panning and
following in order to use a single pecture fora
longer time. There were also other innovations in

order to reduce the number of pictures needed

1l



YOANI'S history is the history of Animation

Contributed to the Japan animation industry for 38 years

Voice Actor, Animator
Numerous great graduates from the Japan animation industry

1485 A
120,000 graduates signifies the YOANI's history and tradition B
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Yoyogi Animation Academy

© You will acquire the lates! digital animation
technigues trom the prefessional antmation stafl.

© You will learn through the acteal materials used

-3io-043 e
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Yoshiyuki Sadamoto is a Japanese character designer, mangaka, and one of the
founding members of the Gainax anime studio.

Chara-designer, mangaka and animation director, Yoshiyuki SADAMOTO is famous for
working on the Evangeh'on saga, from the series to the manga and films. He is most
notably known for the Neon Genesis Evangelion manga, which then became a highly
successful and culturally iconic anime series. His technique is very psychological, with his
images taking you right into the post-apocalytpic and dystopian world the series takes
place in. In addition to his work on Neon Genesis Evangelion, Yoshiyuki SADAMOTO
did chara-design for many more anime series and films, lately on The Girl Who Leapt
Through Time, Summer Wars, or Wolf Children in 2012. Also the character designer for
the. hack//Games and the Package designer for the .hack//GU games.

Non-anime staff credits:

Character Design for "Chrono Cross" (VG)

Character Designer for ".hack//Infection" (VG) (Japanese)

Character Designer for ".hack//Mutation" (VG) (Japanese)

Character Designer for ".hack//Outbreak” (VG) (Japanese)

Character Designer for ".hack//Quarantine" (VG) (Japanese)

Concept Designs Used for ".hack//Link" (2010 VG)

Cover art for "Eric Clapton's 'Pilgrim" (CD)

lllustrator for "Hikaru Utada's 'Sakura Nagashi" (CD) (Japanese)
Package design supervisor Project G.U for ".hack//G.U." (VG) (Japanese)

Given name: Yoshiyuki
Family name: Sadamoto

Birthday: Jan 29, 1962

Member Favarites: 731

. Web Diary / Blog:

Yoshiyuki Sadamoto (Y_Sadamote) @ Twitter (Japanese)




GTOCHI KITTY Hello Kitty

What is "Gotochi Kitty"?

Gotochi Kitty are limited edition products collaborated with
Sanrio Co., Ltd.'s character, "Hello Kitty", and local specialties
in each area. Gotochi means “regional” in Japanese.

Collaboration includes tourist areas, tradition, festivals, food,
historical figures that are unique to that area. Each Gotochi Kitty
are designed with detail so they can be easily recognized which
region it is for,

The first-ever Gotochi Kitty was the “Lavender Kitty" in 1998 for .
Hokkaido Prefecture. ’..g

Currently there are more than 3,000 Gotochi Kitty designs. aree s KOS""NETU ” ;;

Gotochi Kitty are also available internationally in more than
15 countries, including U.S., China, South Korea, Thailand, sve q

England, and France. HOKUR'KU
CHUGOKU

Since Gotochi Kitty are only available at specific areas and location,
they are a must-have collectible souvenir when visiting Japan.
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Name:J)-POP Culture Shop & Cafe AKIBAJAYA
Location:Aean Tebvau City Shopping Centre, 1, Jalan Oesa Tebraw, 81100 Johor Bahru, Malaysla

Praducar.Coal Japan Inc.

The Japanese anime industry is enormous, In
about 12% to ¥1,625.3 billion.

Japanese cuisine (washoku) was added to the intangible cultural heritage list in 2013
and is an intrinsic component of Japan’ s identity,

Rkiba Jaya is an “anime collaboration cafe” centered on the highly distinctive pop cul-
ture of Japan. Operated with the cooperation of AEON Mall, a large Japanese shopping
center company, the caf is located in the city of Johor Bahru, Malaysia.
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The operation of shops normally requires
large investments lor renovations and a
business strategy aimed at attracting regu-
lar customers, This is why we decided 1o
launch the new concept of the entertain-
ment café. This concept involves using the
know-how of a business while making the
shops themselves “liguid,’

A conventional operator of a store per-
forms exterior and interior renovations to
create the desired appearance. But this
calé relies antirely on digital signage,
which eliminates the need to alter the
building or facilities. Only the concept and
other content are altered. In other words,
the calé's appearance can be revised
easily by simply using different anime
characters. As a result, there are no
expenses for interior and exterior remodel-
ing and the café is never closed for reno-
vations.

Obviously, this business model allows per-
forming renovations at any time. A broad

sl
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range of popular characters can be
displayed on a real-time basis, Thal means
the café will never miss a business oppor-
tunity

In addition to a standard business strategy
structured mainly for attracting regular
customers, the café itself has “liquidity.”
This makes it possible to implement con-
stantly a business strategy for attracting
new customers.

This business model allows largeting a
larger number of customer segments,
which translates into more cuslomers,

Using this style ol operations also creates
liquidity for café facilities. Specially
designed moveable racks and other equip-
ment are used. This makes it very easy to
alter the layout of the café with virtually no
restrictions. For example, the interior can
be converted into a space for a special
event in only a few minutes. A café can
quickly and frequently hold activities that
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draw many people. Examples include
game lournaments, cosplay events and
trading card competitions.

The café also has a sales area for a large
selection of anime merchandise, Custom-
ers can even purchase original items avail-
able only at the café as well as newly intro-
duced products. If the café does not have
an item, a customer can place an order to
have one sent from Japan.

The menu of Japanese cuisine fealures
matcha, a type of green tea that is very
popular oulside Japan, along with taiyaki
(sea bream), onigini (rice balls), udon and
many other items that reflect Japan’s pop
culture. The dining area is a perfect place
for anime fans to gather

By bringing together anime and Japanese
cuisine, this business model creates a
comprehensive entertainment café that
allows customers to experience Japan's
pop culture with all five senses,

N - 4 -

Q«;-'-@

e
-

-




&> -
s . .
Various theme songs of the TV animated cartoon’
“Pretty Cure” series, Theme song of OAD ’
l “The Kindaichi case book black magic murder case”,
) = Theme song of Arcade Game “Pokémon Ga-Olé”
. ‘ =1 -

Aya lkeda will be

p!rformmg live at the

Indf mg Show /

SE 2 to be held from .
| 05,2017 at

PROFILE

§ 8 S0NgS C of the TV anvmated cartoon
“Pretty ; ame ».n:(-.;-:r',n‘ )
“The Kindaichi case book bla®k magic mure 1
Theme song of Arcade Game Pt & mon G

1 solo singe rw vaing the very famous T'\-' arvmation “Heart-catch Pretty
Alright H’oﬂ atch Pr. l y Cure’, alsc l]h ending theme H I
Cure’ and the TV animation '.‘%l" ¢ Pretty Cure!l’ :I'.n:r' ng theme song “Let's go

Official web site p> http://wiigike
Facebook p www.facebookgom/
Twitter > http://twitter.com/iked
YouTube ) hitp://www.youtube.c

Official Blog P> http://ameblo.jp/ikeda-@y8/
‘ -

& song for anking game “Finding NeverlandOnline”, and the theme
Jestiny Online”, not only in the anignation workd, also widely active in the

& lirst enginal album “episode 1
recorded in this album was decideg to be the theme song ofthe “KindaichiCase

Anime Expo” in LA, "Japd®™ Expo® in Pans, and others event around

she has been spreading the Japanese pop culture.



ent with the

i Ranbu will be pe
ow to be held from F
2 in India. The fra
dapting
perlormance 2.5

ken Ranbu "sword personification training g
from Japa : 5 ¢

2, as well as severa

< The group ( Xly become one 0 1@ most exciting, important, ar

ng musical groups in the in ry loday
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ann“ M"SIcaI |3 Rydiji Sato as Kiyomitsu Kasha

Daichi Saeki as Iwatooshi

Shunya Ohira as Imanotsurugi

' Mario Kuroba as Munechika Mikazuki
Ryo Kitazono as Kogitsunemaru

- Tsubasa Sakiyama as Ishikirimaru

y straight out of Tokyo, Japan, "“TOKEN RAMBU" is set to
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Visual Industry Promotion Organization

Profile of VIPO

Background

VIPO is supporting the content industry (anime, broadcasting, character, games, movie, music,
publishing)mainly in the area of businesses focused on “Market Development” and “Human Resource
Development” . The aim of VIPO is to make Japan's content industry internationally competitive and to
contribute to the growth of the Japanese economy.

VIPO was established in June 2005.

In 2004, the Japan Business Federation, KEIDANREN(1],
proposed the establishment of institutions that promote the
entire content industry, and the government announced
their support.

KEIDANREN|1] started analyzing content business and its
related subjects in cooperation with the government and
local municipalities, companies and organizations in the
content industry. And in June2005, it became a certified
NPO corporation,

*1. KEIDANREN (Japan Business Federation) is a comprehensive economic
organization with a membership comprised of 1,340 representative companies
of Japan, 109 nationwide industrial associations and 47 regional economic
organizations (as of June 2, 2016).

Takayuki Matsutani

(President of Tezuka Productions Co., Ltd.)

Source: Keidanren website: http://www.keidanren.or.jp/en/

VIPO broadens the possibilities of content businesses, supporting networking and human resource de-
velopment beyond each genre of the content industry.

VIPO supports the promotion of the content industry through activities such as the development and ex-
pansion of markets in Japan and overseas.

What we can do for foreign Companies

70

If you have any questions or requests regarding the Japanese content industry, please contact VIPO.
Here are some examples we can offer you:

P Help match your company with Japanese content companies.

P Help introduce your company to content industry organizations in Japan.

P Help you contact Japanese content licensors.
And many other subjects

Visual Industry Promotion Organization (NPO)

m The activities of VIPO are centered on two themes: education and training programs and the development of markets.

J-LOP4 & Promotion project for distributing content

Program subsidized by the Ministry of Economy, Trade and Industry(METI)

Subudy Program for JAPAN CONTENT
@J-LOP] 1-LOP4 is a subsidy program sponscred by METI, which is one of the approaches of an internationally appreciated ‘Cool Japan'. |-LOP4
rovides subsidies for companies or organizations which are engaged upon localizing and promoting Japanese content overseas
B BB B f 5

JLOP AaolicMion exXamples « JLOP i » fomer sutakdy progeam ior besreases that wers approved hoe Febnany 22, 7016 1o Decerizer 1, 2016
Canon advertisements featuring

a bear named Rilakkuma
<Canon Singapore Pte Ltd >

C3 CharaExpo 2016 - An event in Singapore featuring a variety of
Japanese content <Busdhiroad Inc.>

Held in July 2016, C3 CharaExpo gave people who
attended this event the cpportunity to learn about the
latest advances involving anime, movies, games, music,
characters and other types of Japanese content

The movie area presanted Detective Conan, Crayon Shin-
chan, Love Live! and other anime programs. Information
about anime characters was in the card game area. Perfor-
mances and other activities were used to show visitors to
this event the value and appeal of Japanese content.

Canon used Rilakkuma, a popular
character in Japan, in an advertising
campalgn in Southeast Asla for the
company' s EOS M10 mirroriess
camaera. Canon used outdoor and
Internat advertising featuring this
Dear from May 1o November 2016 to
promote this camera,

CFvopat Vangeard G 2016
TV Taxwe

@Promotion project for distributing content

VIPO promaotes content distribution through overseas expansion seminars or business matching by using our various databases.

Program sponsored by the Ministry of Economy,
Trade and Industry(METI)

CoFesta, the lapan International Contents Festival, is a project designed to enhance the promotional capabilities of events related to Japan® s content
industries, <o that these events can more effectively reach international audiences

VIPO supports dissemination of Japanese content information overseas through CoFesta ambassadors who are international students in Japan (from
about 40 countries and regions around the waorld) and through the English wehsite “JAPACON"

Frcto 2. CoFuitn alviacted @ Wepe survber of pecphe ke 1 CoFuile aressadons

Kyoto International Manga Anime Fair 2016 New Directions in Japanese Cinema (ndjc 2016)

REER~ G 7=*7=7 MNAJC

KYOTO INTERNATIONAL MANGA ANIME FAIR

An event led by CITY of KYOTO

The KYOTO INTERNATIONAL MANGA ANIME FAIR (KYOMAF) is
one of the largest manga and anime events in west Japan led by Kyoto
city , disseminating the charm of manga and anime from Kyoto to the
world. VIPO handles international public relations and manages the
"KYOMAF Manga Award"', This award gives foreign manga artists a
chance to debut in Japan by sending in their works to manga publish-
ing companies,

| How to contact VIPO *

A project sponsored by the Agency for Cultural Affairs

ndjc 2016 is a project that aims to discover and nurture young Japanese
filmmakers. These promising filmmakers produce 30 minute-short
movies using 35mm film through guidance such as professional work-
shops etc. The completed movies will be open to the public and some
will be shown at averseas movie festivals

“This Is just one example of many actwities.

/0 ®

E-mail : vipoinfo@vipo.orjp

2F, Togeki Building, 4-1-1 Tsukiji, Chuo-ku, Tokyo, Japan 104-0045
TEL:(81)3-3543-7531 FAX:(81)3-3543-7533

URL: http://www.vipo.or.jp/en/
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Special Theme

V5 g
Fashion

The World is Taking Note of the Fashions
of the Young People of Tokyo

Do you know the Japanese word ‘kawaii™?

It means small, cute and adorable and over the course
of the last few years it has spread across the world to
become one of the best known Japanese words.
The epicentre of the unique world of
‘kawai’ fashion is Harajuku, Tokyo,

We'd like to introduce you to the fashions of Japan’s
young people that are attracting so much

attention — ¢Ven overscas

Japan’s teenagers
show their individuality

s very
both during the
week and at the gds 100 sing down this narrow
freet, you’ |l see a h ok 3 row
acc ries and make-up products thg
easily buy with their pocket money as well as false eye-
lashes, hair ornaments, hats and caps, t-shirts, second
hand and vintage clothing, shoes and other sundry
'ell as t-shirts and pants in wildly garnish colours and
$ and hard
n the sw
ocal speciality, being cookad

> Slreel

otoemnane

aring in t
$. The v

rm myself out of my usual appearance’ but here on
shitadouri it d n' I matter how weird or €

your look may be, no one will look at you in a strange way.

In fact, you can often see them striking having

their photographs taken with foreign tourists that have

asked them for souvenir shots of their visit

Kurumi {18 yaars old) 1 met
Aol at & Ive concart and we've
become friends. | live n an area
S that's sevaral hours away from
hare by train but | drass up
” > and come 10 Harajuku on
my days afl.” ]

Aol (18 years oid) This is a
wig ~ it's hiding my black hair
undarnaath you know '
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The World is Taking Note of the Fashions of the Young People of Tokyo

Fashion

Sayaka (1% years old) 'This

=n't a wig you know ~ this Is
my own hair! I dye 1 &
ditterent colour evary time.'

Fuuka (17 years ald) ' lave
India, Everyone,
please come to Japan!’

-

\h.,‘; ~

a‘*l

| want to be a princess! The Lolita Fashion born in Japan

The *Lolita Fashion' that originated in Japan has been particularly
popular in recent years. This style is based upon the Rococo fashion
of 17th century France and has been arranged 10 suil the street fash-
lon of contemporary Japan with special features that include huge
billowing skirts and headdresses to crown off the look, as well as para-
s0ls to carry in their hands and stuffed toys to cuddle. Japanese girls
dreamt of becoming ‘European princesses’ when they were children
and this fashion is continuing to catch on because it makes these
dreams come true. It has also become popular when introduced at
avents overseas and the circle of fans of this look continues to widen

worldwide. There are many different types of Lolita Fashion including

the white and pink-based, sweet Lolita Fashion; the black and white-
based, grown-up-looking Gothic & Lolita; and the punk-fashion influ-
enced Rock Lolita fashion,
The shops In and around Takeshitadouri don' t all sall these eccentric
clothing styles - there are also chic brand fashion boutiques, toy
shops for children, shops where you can buy second-hand, ‘vintage'
clothing and famous stores selling traditional Japanese crafts and
other items to foreigners. Ifit' s shopping you' re after, you should
definitely come and see the fashions of the young people of Tokyo for
yourself — you'll be in for a surprise!

Alrl (18 years oid) ‘| usualy

woark In a local factory’

The World s Taking Note of the Fashions
Peopie of Tokyo

Azusa (19 years oid)
1ove Hara|uku -
It's 50 much fun!'



India Trend Fair is the best platform to expand your business

in Japan through more than 2500 professional buyers!!

India Trends Fair will be held for three days in Tokyo, Japan
schedule from September 6-8, 2017 at Belle Salle Shibuya
Garden, Tokyo. The fair offers a comprehensive platform to
Indian apparel manufacturers to showcase their products to
the most influential buyers and designers in Japan. Mainly a
B-to-B trade event the fair provides a professional and con-
ducive opportunity for business and networking. India Trends
Fair will alsc give a chance to the owners of apparel stores
and specialty boutiques, designers and buyers in Japan to get
familiar with all kinds of high-end and unique fashion wear,
fashion accessories, men’ s, women' s and kid’ s wear that
India has to offer.

About 2,000 to 3,000 professional buyers are expected at the
trade fair. These will mainly include executives from manu-
facturers, wholesalers, trading companies and importers,
media-related, select and specialist shops, department
stores, developers, volume and online retailers, etc. that is,
influential buyers and designers you would like to meet,

Japan is one of the important trading partners of India. In
the year 2014-15, India’ s exports to Japan was USD 5.3 bn
and had 1.73% share in India’ s total’ s exports. Japan is
amongst the top 20 export destinations of India. Tokyo is
one of the fashion and lifestyle capitals in the world, and its
unique fashion culture has influenced today’ s fashion and
lifestyle industries. The fair offers a unique opportunity to
Indian companies that are manufacturing and marketing

select items that are commonly encountered in shops around
the world with a facus spirit concentrating on conjuring up a
mental image of India’ s own Harajuku. Only companies that
have been carefully selected by a decision-making process
conducted by the sponsors of the exhibit can participate in
the show.

From the standpoint of participating companies this fair Is
different compared to traditional events in which participants
merely exhibit their products and simply expect potential
clients to show up. To assure success of participating compa-
nies, we will help participants make successful entry into the
Japanese market.

All of us here inveolved in the planning of the Fair sincerely
hope and trust that this Fair will provide an opportunity to
encounter Indian apparel and provide visitors with plenty of
stimulating ideas and exciting experiences to take home. We
look forward to your joining the many exhibits and presenta-
tions that India’ s leading brands and companies will be par-
ticipating in.

For complete details and application for participation:

Contact

Japan India Industry Promotion Association (NPO)
Shinbashi Dai Ichi Building 2FD, 6-9-2, Shinbashi, Minato-ku,
Tokyo 105-0004, Japan

TEL: +81-3(5733) 5068, FAX: +81-3(5733) 5047
http://www.npo-jiipa.org/

E-mail: info@npo-jiipa.org

Appalels & Fashion, Knit & Textile tems Leather

* Ladees wear
* Men's wear
* Baby / Kids
* Inner cloth
+ Casual Wear

* High Fashion Garment
* Occaslonal Wear

= Sportswear

« Stole

7 R
* Jacket
+ Pants A

+ Shoes

1

« Purse

* Sandals

* Bag

» O1her small items

Home Fumishings and Handicrafts

3rd INDIA TREND FAIR 2017
in Tokyo Japan

September.
6 (Wed) - 7 (Thu) - 8 (Fri), 2017
Bellesalle Shibuya Garden

www.itf-tokyo.jp

* Fine Finished analry * Homa Fumishing and made ups.,
+ Fashlon Jewelry + Cushion covers .
3 + Gemstones + Floor mats ' )
- Yravellrg bag £ « Fashion Accessones - Carpet

|+ Purse ‘ « Swole - Rugs
- Party shoes 4" « Scarf + Tableware ]

LR
* Sports shoes + Socks 2 * Bed linen/bed coven/spreads v r i : :
- Pustamn RS ; « Inflerior goods s i [ Organizer J”PA Japan India Industry Promotion A

* Handcrafled Garments
+ Decorative Articles & Giftware

- ~ . A 2 ') Mmlstry of Te
R/ 1T

‘ Spefiﬁl S{,ppg,.\ ‘
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c) Our mission .is to br::dge quia lAI’g\l)ﬁ)lA
Nissenken and Japan with quality reliance.

http://nissenken.or.jp/english/

Make in India, Test in India.
We ensure the quality of your product.

+ IS0 17025 accriditated testing laboratory.
International testing institution accriditated with 150 17025 We keep ﬁndlng new possibil[ies and support
« Speedy and accurate test service manufactures to conquer technical challenges;
With well trained staff and efficient working pracedures we issue accurate test results for example, give the technical support to pro-

RS A SE peviod of tis. duce winter clothes which are normally not
+ Capable of different kind of standards like JIS, 150, etc SR TS

Not only JIS standard, but also Interational standard 150, American Standard  AATCC, etc : :
2 G We consistantly make contribution to textile

Stat! of NISSENKEN QUALITY EVALUATION (INDIA) PRIVATE LIMITED * Offer Quality Consulting Service industry in India.

— Based on the testing results, we give advice to improve the manufactunng procedure

About Nissenken and Jaipur Laboratory

Nissenken Quality Evaluation Center with head quarter located in Tokyo, Japan is a
proneer in the fiedd for Textile Testing since 1948 and honorably became one of Oeko-Tex
International Safety Certification Institutes in 2000

Our Jaipur Laboratory with location at pink city Jaipur INDIA, is part of Nissenken Group.

It is Nissenken’ s 29th testing and research institute located in India apart from similar

establishment in Japan, China, Indonesia, Myanmar, Bangladesh and Cambodia. Also it is
the first laboratory in India to provide a complete range of Textile Testing as per Japanese
Industrial Standard (IS

The testing carried out in Jaipur laboratory covers a whole gamut of textile testing from

Color Fastness tests, Physical tests, Functional tests 1o Analvtical tests as formaldehyde and

NISSENKEN QUALITY EVALUATION INDIA PRIVATE LIMITED  NISSENKEN QUALITY EVALUATION INDIA PRIVATE LIMITED  NISSENKEN QUALITY EVALUATION INDIA. PRIVATE UMITED

determine of hazardous aromatic amines in dves, etc, All tests are set up to ensure the « Acress - F-209, Epi, SEapurd hausiyl Arey, Joour-300022 Aackess - A2/ TR, 451 Moor, Safdajung Enclave « Adcrees - 06 Mo 194, New No 122, 158 Avenye, 190 Fost Road

Flgsatten, ND
« Tt +91-141-30(G530
| pparGinasenkon >
« G 2l Manager - Abira NSHIHARA
+ Deanass atarts cade | Novaniter 1THh, 2014

Fahyok, Nugar Crarm
- Tel 8 FAX | 491-730-687
E-rrenl | chenresdivessenion or 1o

re 0033, INDUA
quality of the products.

#1241 200681 T AFA

* Eemad - detviinasenion o i

+ Saraces | Cartin sroeredic amive JATD teafl  Free fonmodcietpcin

Functionadty (Waner by QUich OFprg
v, 'Water abe ot | Ficer ke
Ouantiatrs anakse of

General Manager, Akira Nishihara’s message

Turdd. Garnents

Indian textile and garment manufacturers has been sincerely trying to make . : DUveAGkndl Chamgh, Cive Wb chieck, Caneeling for
the best quality product so that Jopanese consumers can use it with the confi- v : e et by
dence of safety.

So we're supporting them from the quality side, and our mission is to bridge
Indic manifucturers and Japananese clients with reliance.
Please inform us of any test requests, consultations regarding quality and tech-
nical guidance ete. at any time.

Nissenken Quality Evaluation Center

Head Office © 8F, 2-16-11, Kuramae, Taito-ku, Tokyo 111-0051, JAPAN
b Nissenken TEL © +81-3-3861-2341 FAX © +81-3-3861-4280

Establishment | December 6th, 1948

Hepresentative | President Nobuhire Komada

40 al




InnoRail India 2016, the International Exhibition & Confer-
ence on Innovations in Railways, Metro & Mono Rail, orga-
nized by the Confederation of Indian Industry (CII), in asso-
ciation with Research Designs and Standards Organization
(RDSQ), Ministry of Railways, Government of India, and sup-
ported by Lucknow Metro Rail Corporation (LMRC), was to be
held at RDSO Stadium Grounds, Manak Nagar, Lucknow from
the 1st to 3rd of December, 2016.

Japan played a special role as partner country at this exciting
and significant event — InnoRail India 2016.

Japan as Partner Country, brought the largest ever-Japanese
Delegation from the Rail Transportation Sector with over 250
businessmen and 40 companies. Japan has showcased the
latest products and innovations for the Indian Rail Transpor-
tation sector. Addressing the inaugural ceremony, the Japa-
nese Ambassador, H.E. Mr. Kenji Hiramatsu, said that he is
extremely happy to see that the high- tech, high speed Japa-
nese railway technology is now been introduced in India for
the proposed first bullet train from Mumbai to Ahmedabad

CHOICE OF VENUE POLL VISITOR PROFILE

Geverel

AREA WISE COUNTRY SPLIT

4, SFEFIEREE

cH|

innoRail:

Innovation / Design / Prototype m

2016 REPORT

with Japan playing a crucial role in the economy and society
of India.

A large number of Japanese companies participated at the
InnoRail India 2016, have found demands for their products
for Indian Railways and have already initiated dialogues with
RDSO towards this and have confirmed to come back to India
for participating at future events on Rail Transportation
Sector organized by CII and Indian Railways.

InnoRail India 2016 aims at identifying and addressing the
needs for innovation in the Indian Railways, showcasing the
very latest technologies, innovations and service offerings
from around the world along with providing networking plat-
forms which will be staged concurrently with the main pro-
gram. The world stands witness to the innovation that Japan
has displayed in its railway sector. His Excellency Mr. Kenji
Hiramatsu in his inaugural speech said that Japan did not
have this cutting edge technology from the start. He said that
he is extremely happy to see that the high- tech, high speed
Japanese rallway technolegy is now been intreduced in India
in its first bullet train from Mumbai to Ahmedabad. He said
he looks forward to the government of India and government
of Japan working together for the transfer of technology to
India and hopes it would lead to a revolutionary change in
Indian railways.

GROWTH IN NUMBERS
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80%

70%
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5% INTERNATIONAL RAILWAY

EQUIPMENT EXHIBITION

Global Platform for Rallway Technology & Services
11-13, OCTOBER 2017 ® PRAGATI MAIDAN, NEW DELHI, INDIA

ANNOUNCING

Block Your Diary

11-13, OCTOBER 2017 ¢ PRAGATI MAIDAN, NEW DELHI, INDIA

Book your stand @ IREE 2017
ASIA'S LARGEST EVENT FOR THE RAIL TRANSPORTATION SECTOR

Concurrent Events

e Nl'lg

1573 Orvoer 2077, Bragy Maemre, New Doy, inde
WCRONF FOoOmom a0 Lavvinele oA ' 1 -y

@ RAIL Register your interest

CONFERENCE www.ireeindia.com

For details please contact: rajesh.wadhwa@ocii.in
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Brmgmg new value to every corner of the wad CBC,. T
the “GLOBAL CREATIVE COMPANY".
AH our employees around the world helps us work togetf\erto‘
economic, social and environmental prosperlty, both for CBC
; : communitles we serve. :

"
N,
-

Corporate Profile

“ Namaste!

In 1925, CBC was founded in Japan as a trading and distribution company focusing
primarily on chemicals.
Since then, during our more than 90 years of growth, we have followed a path of
. creativity and challenge, €BC now has 40 overseas operation bases across the globe,

The effort and passion of our team have transformed us from a general trading

. company to anvunp'recedented unique enterprise without any parallel in the world,
We are now in diversified business areas  from manufacturing of electronics to

3 chef;licals', pharmaceuticals, automobile parts and are also doing Infrastructure projects.

'-ﬂlndla we have a history of almost 50 years in the chemical business. Our own

- operatlons as an Indian enterprise started from April 2008.

We have éstablished a significant track record in India especially in Pharmaceutlcals and
Infrastructure segment such as Chennai Metro project,

T . 29 = o We resprect Honorable Prime Minister of India Shiri Narendra-Modi's outstanding‘ ;
i < R . B . Ieadenhlp and the Japan and India Vision 2025 Special Strategic and Global Partnership.
- = [ B : : We are'workmg towards’ contributing to the progress of Indla’s ﬁagshlp‘inﬁastructure .
" ."~ Ridead "o;; S projects such as Delhi-Mombai Industrial Corridor (DMIC) and High Speed Railways .

(HSR) (first one being ‘the Mumbai- Ahmedabad
rall techoology and high quallty p‘odtk‘ts from

o5

te) through the advanced high speed -

IN

gwamluuon pwvldet
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Business Fiélds |

——

Six business areas

Our business covers a broad range of fields as under. The flexible and creative values that CBC delivers to
customers continue to evolve at every stage, from planning, development, manufacturing and distribution,
while simultaneously forming synaptic connections with one another in all directions. Chemical reactions occur
between our business arenas and create a new form.

Automotive
Parts

Surveillance
Camera
Systems

Our Infrastructure business

CBC is 1ISO 14000 certified company from 2002 with our environmental policy - Sustainable growth.

Railways are safe, eco-friendly and high efficient mass transportation system which become increasingly
indispensable to our life, We would like to contribute to India's comfortable and eco-friendly society through
Japanese state-of-art railways products, We are the railways solutions provider in different segment. Your
search ends here!

CBC Railway Products

Flame-Retarded Flooring Cover Sheets
Coach Sheet Fabrics
Excellence in Function and Design,

Fashionable, Durable and Qualfied products
from Japan.

Alkaline Batteries for Train

Rediability, Durability and Wide heat resistance.

Railway Products

Life Products

Mechanical
Parts

Anti-vibration rubber products
Phenolic plastic parts
Unfastened screws

Lighter, Smarter and More Functional coach design,

Surveillance Camera System
Plane Wave Laud Speaker suitable
for Railway stations

Our Survedlance Camera System already installed in Chennai Metro.
Patented high directivity speaker - FPS is ready for trial listening!
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DEAR INDIAN WOMEN'S READERS

IT'S TIME NOW FOR JAPANEASE WOMEN'S READERS
AND INDIAN WOMEN'S READERS TO WORK
TOGETHER TO CHANGE THIS WORLD!

Tamiko Ohba

CEO of Japan India Womens Forum.

The rainbow god energy is moving very
fast right now. We organized a Japan

£ o T
o : i :'

India Women Forum, and we have been i 31';%.;:5 1
z ) : ‘ S U
creating the rainbow bridge with Love
together since 2016.Now,it's YOUR Japan India womens forum event
£ TURN! Please join us! Namasute! was introduced in the newspaper.

meet by chance every day
Artist Mana Kobayashi

lllll':."-'a.tl:n.ll:.Li.mdn com/

Let's make the rainbow loverbridge between Japan and India.
And we can fill this world with Peace, Love and Happiness!

These are our rainbow bridge projects.
Art bridge,Hand made bridge,Agniculture bridge.Port bridge,Souvenir design bridge. EDO BUNKA EDO SHIGUSA bridge, TENSAN
SILK bridge, KAMAKURA DAIKON bridge, E-comerse bridge, Education bridge, Japanese culture academy bridge, Japan India business
bridge Ayuruveda beauty bridge,Japan mind bridge,India mind bridge, Anime bridge, Bollywood movie bridge, Flower arrangement

lv bridge. Tea bridge.Food bridge, Words bridge, Color bridge, Energy bridge, Technology bridge, Design bridge.cre. . .

| We play at Kamakura Sasube Inari foe
all menbar's success and happiness

2 We study EDO culiurn cad EDD
Shigeaa cad intraduce to India

3 Kimona progect bag

4 Japaness Haownr arrangement

5 & 7JAPAN INDIA womens comrades
S 6.710Vedge food bridge

We will be on Facebook on March 3rd 2017

3rd of March is Hinamatsuri in Japan -A traditional festival of women.
We, The Japan-India Women' s Forum, will deliver the messages from that day through You Tube.



About JIIPA

Japan India Industry Promotion Association (JIIPA) is a Tokyo based
NPO affiliated by Tokyo Metropolitan Government to promote trade
between Japan & India. A Non Profit Organization has been
established, aiming to collect and analyze information of Indian and
Japanese Industrial markets, and to promote more industrial
exchanges and developments for the individuals, corporations
associations, institutions and organizations of both countries. JIIPA
has an ollice at Tokyo lor networking with regional business

Japan India Industry Promotion Association

organizations, local trade and industry, media, government agencies
to promote industries, lechnolcg es, services, companes and market
opportunities

JIIPA office at Tokyo tries to provide necessary assistance to the
Interested companies in East Asia and south East Asia for business
opportunities with our counterparts, We, JIIPA look forward for your
cooperation to create a promising future for both countries. You can
visit our website to get more details www.npo-ppa.org

We offer the following services to our member’s free of cost:

Market research/anafysistrends and Exh

Nar

Conssliation keting | Adve

Technzieqy ange/ Tie-Up Patent) Legal Corera

Exhibition swpport

| ..

Indian members <—>Q“P ~——
S

Service

bithen informa

menu
bon mportExport support
" Logistic and Setup

eminars imformation exchange /delegation meets
pber Conferen

Covernment agescms | assocubions Media and Advertisement Logistics and Freight formarder Strategy Manning
Indeniry Organizations /Chambers Business Development/ Comsullation Iaterior decoration
Marketing nstalation

Alliance/Partners

Market research/analysis/trends and Exhibition information

We provide the latest Industry tendency/information to companies from
various industrial fiekds wishing to enter the Indkan market from time to
time by carrying out market survey/partner identification/location
search. Also, we select and intraduce exhibitions worthy of your
participation.

D Consultation/Marketing /Advertisement/Sales Promotion

JIPA provides business consultation and strategy for busness
development for companies in Indian and Japanese market, Marketing
opporunities, multi-level surveys, advertising support, sales promotion
by intreducing the most lucrative channel of wholesaler/distributor/
dealer/retaller chain.

D Technology exchange/Tie-Up/Patent/Legal Contract

JIPA provides a platform for technology tie-ups, Joint Ventures,
collaborations and partnesships between Indian and Japanese
companiesJIIPA identifies right skill and persoanel for companies. JIPA
has associated agencies for [egal tie-ups, PR filing and HR personnel
appointments

D Exhibition support

Turn key project for exhibition partiopation: application, planning,
transportation, logistic, decoration, operation and wrapping up,

P A takes up turn key projects as representative for variows exhibitions
in India and Japan working very dasely with magar Government
agencies/Associations/Councils/Chambers.

D Import/Export support

Immed ate Initation of import-export for matenals/ products/pans/
machines/technologies/consumer goods between India and lapan
through the right channel for the best entry of the same in the new
market for Heavy industry machinery/Fine machining/Food processing
and many more,

E Logistic and Setup

JIPA works as CFAICarrying Forward Agent) for sales/purchase for
various companies to ease their business transactions providing total
logistics services from ex-Factory to installiation, taking up turn-key
prejects. JIPA takes complete responsibility of timedy deliverabilities.

I Seminars/Information exchange/delegation meets

Meetings at conferences/seminarslectures/delagation meets

JIPA invites lecturers and delegations fram various fields who are well
versad in industry, market and economic trends in India and Japan to
pravide |atest Information. B2B business match-making meetings are
our hughlight due to goad relationship Indo-Japanese industry

E Member Conferences

JIPA holds conferences exchanging information about Indian and
Japanese industries through member conferences on Heavy industry/
Chemical Industry/Foad processing industry/

Automotive industry and B28 meetings. JIPA Inwites its members to
Member Conferences giving excellent interactive opportunity

We offer membership to Indian companies. JIIPA membership is open to Any Company or Firm in India.

Join us to help ensure a creative and exciting future opportunity.

Portfolio

BSM for ACMA, Tokyo BSM for APEDA. Tokyo BSM for CF, Tokyo

India Garment Far, Osaka, India Favilon. Blofach, Tokyo Inda Pavilon, Foodex, Tokyo

Ay

VISIT  JAPAN!

Now is the best time to visit this beautiful and
unique country and experience its extraordinary
blend of traditional treasures and modern
marvels. Japan will be hosting the 2020

Olympics and has been chosen for its unique

culture, stunning countryside, world heritage
sites, and ultramodern cities where the realms of
high-tech and of ancient arts coexist in perfect
harmony. Japan’s friendly and polite people are
the perfect guides to its many wonders and will
be delighted to help you enjoy them.

Japan India Industry Promaotion Association (JIIPA) is the
publisher of 'JAPAN WAVE' — quarterly magazine for Indian
readers, which introduces the Japan of today to its readership.
The magazine is now available online at
http:/npo-jiipa.org/en/news/publication.html

For further details and for help with planning your Japan
experience please visits us at http:/npo-jiipa.org
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C‘O'N'TACT Japan India Industry Promotion Association (NPO) http// .npo-jiipa.org/ CONTACT
JII PA u India O‘-‘YICQ 8.219 , SomDutt Chambaers -1, Bhikaji Cama Flace, New Delni -1 10067, nda muw Japan lndia lndustry Promotion Association (Npo J“PA) [ Approved by Tokys Metropoitan Govenment Na 291)
EL: 491 & Rayeey Sharmal E-mait info@np pacorg
W Japan H/O ni Honkan Bidg 2FD, 6-8-2 Shinbashi Minato-ku, Tokyn 105-0004 JAPAN J I I PA Shinbaghi Daiichi Henkan Blidg 2FD, 6-9-2 Shinbashe, Minato-ku, Tokyo 105-0004 JAPAN
EL: +81-35733)5068 (Prozhant Godghatel  E-mat infolinpo-jipa org TEL +81-3(5733)5068 FAX: +81-3(5733)5047 E-ma info@npo-jiipa.crg http://npo-jiipa.org



SPACE for a greener tomorrow @

SYSTEMS

 Satellite Systems
+ Ground Systems

o

BUILDING
SYSTEMS

« Elevators and Escalators
* Bullding Management Systems

Changes for the Better

INFORMATION AND
COMMUNICATION
SYSTEMS

+ ERP Systems and Data Canters
« Communication Systems

MOVING YOUR WORLD
WITH THE SPARK OF INNOVATION

Y2 puBLIC
“ . SYSTEMS

As we, Mitsubishi Electric, progress towards our 100" anniversary in 2021, our company-wide focus is clear — applying our - Ozone Systems

- e ] = A + Doppler Lidar Systems
technologies to contribute to society and enhance quality of life around the globe. We're working to create a brighter future through ‘ b - ﬂ + Particle Therapy Systems
innovation, and to ensure @ more sustainable world, In order to achieve this goal, we will continue to improve our wide-ranging -l \\S\

products, services, and business activities to help change the planet’s environment for the better. Becoming a global leading green
company is our future, and it's the key to creating a greener tomaorrow.

We deal with a wide range of businesses. In accordance with the International Railway Equipment

Exhibition 2015 (IREE 2015), we will focus on our transportation systems business on the page
following this illustration. If you are interested in our other businesses, visit our global website on
www.mitsubishielectric.com/products,
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SYSTEMS | & o AIR CONDITIONING - AUTOMOTIVE VISUAL INFORMATION
'«-G‘,.,..;. - Prchduolikic Systarie SYSTEMS i~ EQUIPMENT SYSTEMS

« Automotive Equipment + Large-Scale LED Dsplays
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‘{ - Automation Systems .Q Q‘ * Power Devices SYSTEMS 3 + Home Applances

» High-frequ
= Color TFT-L

wy Devices and Optical Davices - Rall Systems .

-0 Modules

« Industrial Automation Machinery - Digital AV




