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ストラテジア製薬:  医薬品研究開発でパ
ラダイムシフトを起こす

いるでしょうか。当時、俳優、
音楽家、作家、そして、監督全
員が、ある会社の社員として働
いていました。良い映画を作る
には、垂直的統合と巨大なイン
フラが必要だと思っていたから
です。現在では、様々な専門性
を持つ人々が協働して映画は作
られています。」とストラテジ
ア製薬社長/CEOの古屋圭三氏は
語ります。

「それと同じように、ストラ
テジア製薬はコラボレーション
の力を信じています。最高峰の
サイエンティスト、新薬開発の
専門家、そして、医師を、世界
中から集めて各々の新薬に最高
の開発チームを結成し、巨大な
インフラと投資を使わずにプロ
ジェクトを進めています。」

　そのビジョンを掲げ、ストラ
テジア製薬は、設立以来のこの
３年の間に、MDアンダーソ
ン、エーザイ、富士フィルムな
どの、会社、専門家、機関と協
働して、７種の新薬候補のため
に７つのプロジェクトを作りま
した。「私たちは、一つのイン
フラを全く違う全てのプロジェ
クトに応用することはありませ
ん。各プロジェクトごとに最適
な専門家を選びます。」と古屋
氏は語ります。「ストラテジア
製薬は、より効果的に早く高質
なサイエンスを臨床試験で反映
させることで、患者さんはもち
ろんのこと、協働する全ての
方々、投資家、社会にも大きく
貢献します。」 

(翻訳：ストラテジア製薬）

Building on its 46-year history 
as Japan’s most trusted provider
of IT solutions, Information
Development initiated a global
expansion plan 12 years ago to
build a diverse, multinational 
organization. Using a two-
p ro n g e d  a p p ro a c h ,  t h e 
organization looked for the

Location is vital to success of global IT company
right locations in which to build
strategic satellite offices and
rolled out an innovative hiring 
and training process to develop 
global talent. 

Boston was chosen as 
the site for  ID America , 
Information Development ’s
U.S. headquarters, in order

to be a part of one of North 
America’s leading innovation
and education hubs. ID America 
currently focuses on two
key strategic areas: sourcing
innovative software back to
Japan for integration into the 
Japanese market and recruiting
globally minded, IT-literate and 
bilingual candidates who want to
begin to build a career in Japan.

“We are looking to find the
right partners and the right
corporations so that we can 
bring back new software and
inventive technology for our 
clients. We also actively recruit 
new graduates and mid-career

hires throughout the region 
since their knowledge and
expertise are vital to our future
success as a global organization,” 
said ID Group Global Advisor
Kerianne Panos.

“We’re looking for partnerships 
with companies in the ‘internet 
of things’ and mobile security. 
By introducing new technology
and innovative products to the
Japanese market, we can better 
support our clients in many 
key areas of operations within
our organization,” ID America 
General Manager Yuko Kasuya 
said. ■
→ www.idnet.co.jp/english

→ www.strategiatx.com

Flat panel TVs, mobile phones, 
solar-powered gadgets and 
even frozen food have all be-
come commonplace elements 
of modern life. What may not 
be apparent is vacuum technol-
ogy’s role in the manufacturing 
and packaging of those every-
day and indispensible products.

Established in Massachusetts 
in 1992, Ulvac Technologies 
Inc. has built 10 state-of-the-
art clean rooms to create the
ideal conditions required to test
and manufacture the parts and 
components used in technology
products, among other things. 

Ulvac’s proximity to long-es-
tablished centers of education 
and innovation has given the
Japanese subsidiary the agil-
ity to adapt the latest vacuum 
technology, which has seen 
wider applications with the

ULVAC: Where 
innovation happens

global growth of the “internet 
of things,” the technology that
connects household appliances
and personal gadgets to the
Web.

While it has benefitted from
its location, Ulvac Technologies
has also allowed many local
startups to flourish because of
the vacuum technology it has 
developed in its facility in Mas-
sachusetts, where it supports 
fellow subsidiaries in 48 loca-
tions around the world.

“The United States continues
to be the center for innova-
tion and a breeding ground for 
emerging technology and ven-
ture companies. We’re constant-
ly on the lookout for new tech-
nologies that are aligned with 
Ulvac’s growth,” explained CEO 
Wayne Anderson. ■

→ www.ulvac.com

U.S. insurer operates in unique, 
very challenging market

As of 2015, Japan remains the 
second-largest insurance mar-
ket in the world after the United 
States, according to indus-
try statistics. While the United 
States has around life 800 insur-
ance companies, there are only 
around 43 life insurance compa-
nies in Japan, half of which are 
foreign-owned. 

With one of the world’s high-
est ratio of people aged 65 and 
above, an ageing population has 
meant an increasing number of 
policy holders have become be- 
coming beneficiaries, which has 
reduced the assets of life insur-
ance companies.

As conventional nonlife insur-
ance declines with the shrink-
ing population, major insurance 
groups have also had to consoli-
date through mergers and acqui-
sitions.

Meanwhile, another devastat-
ing earthquake remains a huge 
threat in earthquake-prone Ja-
pan, a small tiny that accounts for 
nearly 20 percent of the Earth’s 
seismic movements.

While the Japanese insurance
market presents many chal-
lenges, the industry has chosen 
to face them as opportunities, 
among them looking for new 
business models distribution 
channels tailored for the coun-
try’s graying population.

Based in Springfield, Mas-
sachusetts, MassMutual Life
Insurance Co. (MassMutual)
entered the Japanese  market 
in 2001, and now offers life in-
surance and annuities through 
banks and securities firms, all
highly suitable for a senior-dom-
inated market. 

“In the 15 years that we have 
been in Japan, we have learned 
a lot. We had some challenges in 

the early days, but we are now
enjoying a lot of success. We are 
very committed to our Japanese 
customers, to the Japanese 
people, and to our business 
there,”  said MassMutual
International President and
CEO Michael O’Connor.

With the weakening of the Jap-
anese yen again the U.S. dollar 
and capitalizing on an affinity for 
currency trading in the country, 
MassMutual in Japan doubled its 
sales from 2013 to 2015.

“We have strong products that 
are denominated in yen, U.S. 
dollars and Australian dollars, 
and there is extremely strong 
demand among Japanese for 
our non-yen denominated prod-
ucts,” O’Connor also said.

More efficient and flexible 
management has also strength-
ened the company’s financial 
base. By accommodating differ-
ent styles of working, MassMutu-
al has fostered an environment
that nurtures all their employees, 
who as a result are able to inspire 

more confidence with their cli-
ents.

“Reputation is critical.  In the 
products we sell, we need to 
make good on our promises 
when people need them the 
most. We have to honor that
promise and trust that we made 
to their heirs.  A reputation for 
complete integrity and living up
to what you’ve promised is abso-
lutely essential to do business in 
Japan,” O’Connor stressed.

Without losing sight of those 
core values, MassMutual is com-
mitted to expand its capital base 
and its distribution channels in 
Japan this year.

“Our priorities are to keep sup-
porting MassMutual Japan. We 
have some very important sys-
tem development projects that 
are now undergoing in Japan. 

MassMutual International

One endeavor is to automate 
processes and eliminatethe pos-
sibility of human error as much 
as possible. We have to provide 
excellent service not only to cli-
ents, but also to our distribution 
partners,” he said.

The Great East Japan Earth-
quake in March 2011 was a wa-
tershed moment for Japanese 
insurance companies because it 
highlighted the industry’s role in 
helping society and its members 
when the need arises.

With the opening of an addi-
tional office in Fukuoka in 2014, 
MassMutual improved its cus-
tomer service and created more 
jobs in the area.

“We have about 80 employees 
now. The Fukuoka office will con-
tinue to grow,” O’Connor said.  ■
→ www.massmutual.com

Going on its fourth year, Jap-
anese Prime Minister Shinzo 
Abe’s economic stimulus pack-
age, known more popularly as
Abenomics, has progressed in 
fits and starts. Continuing with 
the so-called three arrows — 
fiscal stimulus, monetary eas-
ing and structural reform — to
jumpstart the economy, the 
government has also encour-
aged improved English lan-
guage skills among Japanese to
help them engage more closely 
with the global economy.

While Japan has had to look 
outwards to grow its economy, 
proficiency in English has not 
become a priority in the educa-
tion and training of the coun-
try’s business leaders. With its 
successful bid to host the 2020 
Summer Olympics, Japan is 
again eager to show the world 
that it remains a global influ-
ence, whether it is in culture, 
economics or technology.

F r a m i n g h a m  S t a t e
University in Massachusetts, 
the f irst and oldest public 
teaching college in the U.S., 
is looking to narrow that

American university shifts 
its sights to Japan 

language gap by training 
English language teachers in 
Japan through its of f icially 
accredited Master’s Program 
in Education and English as a
Second Language (ESL). 

“The university established 
the Master’s Program in 1988. 
We currently offer a Master’s
D e g r e e  i n  I n t e r n a t i o n a l 
Education and ESL in 16
different countries. In Asia, we 
are currently teaching in China, 
Taiwan, Korea, Thailand and 
Saipan. And it would be very 
interesting for us to explore 
Japan,” said President Javier 
Cevallos.

“Our programs offer a flexible 
schedule in order to meet the 
busy lifestyles of candidates. 
It’s a program that is designed 
for working teachers to obtain 
an accredited American, mas-
ter’s degree,” Cevallos added.

Both programs are available 
through distance learning and 
face-to-face teaching. At the 
end of the two-year program, 
students receive a U.S.-accred-
ited master’s diploma. ■
→ www.framingham.edu

MassMutual International
President and CEO Michael 
O’Connor

ストラテジア製薬
社長/CEO　古屋圭三博士
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Reputation is critical.  In the products we 
sell, we need to make good on our promises 
when people need them the most. We 
have to honor that promise and trust that 
we made to their heirs.  A reputation for 
complete integrity and living up to what 
you’ve promised is absolutely essential to 
do business in Japan.

現在、製薬業界は、非常に非
効率的で高額な医薬品開発プ
ロセスという問題に直面して
います。上市されるまでの新
薬研究開発には平均40億ドル
のコストがかかり、臨床開発
候補がFDA (米国食品医薬品
局)によって承認される成功率
はわずか5%にしか及びませ
ん。

新薬研究開発費は増加の一途
を辿り、その生産性は過去 
9 年間で80倍も減少していま
す。

米国ボストンに本社を置くス
トラテジア製薬は、これまで
の新薬開発と異なる、画期的
なアプローチを行っています。 

「協働が成功への鍵です。映
画が大手映画会社だけによっ
て制作されていた頃を覚えて

Boston Biomedical, a com-
pany focused on developing
and commercializing next-gen-
eration cancer therapeutics, has
experienced impressive growth 
since its acquisition by a top-
10 Japanese pharmaceutical
company, Sumitomo Dainippon 
Pharma Co., Ltd. in 2012.

Located in Cambridge, Mas-
sachusetts, Boston Biomedical
sits at the epicenter of medi-
cal innovation and serves as 
the global center of oncology 
research and development for 
Sumitomo Dainippon Group, 
whose resources, expertise and 
reach have allowed the com-
pany to quickly initiate more
than 20 clinical trial programs
in its goal to overcome clinical

challenges with current cancer
treatments.

Boston Biomedical is focus-
ing on the emerging field of 
therapeutics that inhibit cancer
stem cell (CSC) pathways. CSCs 
make up a subset of cells with-
in tumors that act like seeds, 
causing the disease to relapse 
or spread within the body. Evi-
dence suggests that these cells
possess considerable resistance 
to conventional chemotherapy
and radiation so while such 
treatments can successfully
shrink tumors, a population of
CSCs may still survive.

The company’s lead candi-
date, napabucasin (also known
as BB608 or BBI608), is an orally
administered investigational

agent designed to inhibit CSC
pathways.  It is currently in 
Phase III studies in Gastric/
Gastro-esophageal cancer and
colorectal cancer, and addi-
tional Phase III trials in other tu-
mors are planned for initiation
in 2016. Boston Biomedical is
rapidly developing its pipeline 

of novel compounds across a 
variety of tumors, including 
lung cancer, pancreatic cancer, 
breast cancer, ovarian cancer, 
glioblastoma, mesothelioma
and several hematologic malig-
nancies. ■
→www.BostonBiomedical.com
→www.clinicaltrials.gov.

Boston Biomedical: Sumitomo Dainippon’s 
Gateway to “First-in-Class” Innovation
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