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Before you read…

1. What do they mean? Try and guess!
	A) playground of creativity
	1. educational institutions such as universities and colleges

	B) mired in old mentalities
	2. when something is being destroyed or are deteriorating

	C) going down the tubes
	3. unusual and not what people normally expect, especially in an interesting way

	D) be grid-locked
	4. in an angry voice 

	E) academia
	5. practical knowledge and ability

	F) angst-ridden
	6. construct something without using anything that existed before

	G) design from scratch
	7. stuck in old practices and being unable to get out or make progress

	H) risk-averse culture
	8. be in a situation in which nothing can happen, usually because people disagree strongly

	I) offbeat
	9. form a separate and partly independent company from parts of an existing company based on a new idea

	J) savvy 
	10. vehicles which can travel many miles using a particular amount of fuel

	K) spin off the results of a project
	11. operating a company by avoiding taking chances

	L) low-mileage cars
	12. providing great opportunities for creative people


2. Read the five parts of the text first without using a dictionary. Stop after each part and answer the questions.

Why Apple isn’t Japanese
An article by Christian Caryl and Akiko Kashiwagi, IN Newsweek, Dec 10 2007, p42-45
(1) Ever heard of DoCoMo? Probably not, unless you happen to live in Japan. NTT DoCoMo is one of the world’s biggest wireless companies. It operates in a ferociously competitive market, boasts about 50 million customers and has been known to produce cutting-edge technology. By all rights it ought to be a star performer in the increasingly global business of wireless communications. Yet DoCoMo’s brand is still virtually unknown outside its home country. This is one story that could have a different ending. At the turn of the century DoCoMo executives announced that they were setting out to conquer the world. Their company’s star mobile Internet application, known as i-mode, was leading the pack in its home market and DoCoMo planned to leverage that success and dictate Internet standards around the world. But the would-be worldbeater proved tone-deaf. DoCoMo managers were so enraptured with their state-of-the-art Internet service that they failed to notice that the long and intricate menus favored by Japanese consumers didn’t score with foreign customers who were looking for more direct and intuitive interfaces. One reason for the failure: not a single person in the senior management of the company was non-Japanese. With the right approach they could have become a Google. They had the chance and they blew it.   
Answer the questions

What is the main difference between the demands of Japanese and non-Japanese wireless consumers?
What was DoCoMo’s objective?
Which product did they plan to reach that objective with?
Why did they fail? 

(2) The fall of DoCoMo is only the most recent story in a long tale of Japanese innovation failures over the past two decades – a huge irony, given that Japan is a technological powerhouse, an extremely sophisticated business environment and Japanese consumers are notoriously finicky and demanding. On the face of things, it would all seem to add up to an entrepreneurial paradise, a playground of creativity and innovation. Japan spent $130billion on research and development last year (more as a percentage of GDP than the United Sates or the EU, putting it in third place globally behind Sweden and Finland). It registers, far and away, more patents than any other country – even more than the United Sates, with more than twice the population. So you’d think Japan would be confident about its technological future, but you’d be wrong. 

These days, big business, academia, think tanks, government and the media, as well as the average Japanese salaryman, are all brooding about the state of their economy in the digital era. The educational system is going down the tubes, it’s said, generating math and science scores that increasingly lag behind other OECD countries. The government is grid-locked, postponing urgently needed economic reform. Managers are mired in old mentalities, while imaginative newcomers can’t find the space or the capital to develop their ideas. It’s a syndrome that’s sometimes summed up in a single, angst-ridden question: how come we weren’t the ones who invented the iPod?    
Answer the questions

Which three factors point towards the increasing role of innovation in Japan? 

Why isn’t Japan confident about its future? 

What hinders the development of new ideas?

(3) It isn’t just that the iPod as a cool gadget that keeps the Japanese awake at nights. While Japanese companies like DoCoMo, NEC, Sony and the like struggle with incremental improvement, competitors like Apple and Google are fusing innovative technology with great marketing, design and distribution to create entirely new product categories. 

Many argue that Japan has a long track record as a country of innovation. Lean manufacturing, low-mileage cars and Toyota’s Prius hybrid must surely count for something. They also note that Japan is the land of Sony, a company that once represented the perfect fusion of engineering and marketing savvy. But that was then. Sony’s last truly big thing was the Walkman. Sony, these days, is a fat conglomerate, with interests in everything from finance to movies, that stumbles over its own feet. 
The innovation crisis is in large part rooted in the country’s peculiar corporate culture. Sony CEO Howard Stringer was brought in from America to shake things up in 2005 and has been struggling ever since to break down the barriers between company divisions. The strict hierarchies of Japanese companies discourage people with radical new ideas. In the U.S. it’s much easier to spin off the results of a particular project as a separate business. In Japan, a risk-averse culture makes it harder.

Answer the questions

What’s the main innovational product difference between Japanese companies and American companies like Apple and Google? 

What’s the main problem with Japanese corporate culture? 

What happened to Sony since the Walkman?

(4) One notorious case of how Japanese IT industry destroys talent involves Shuji Nakamura, the brilliant scientist who invented a revolutionary energy-saving blue-diode light source only to find himself mired in years of litigation. He struggled to extract royalty payments from the company who profited from his invention. Nakamura ultimately abandoned Japan for California. The scientist of the University of Tokyo said they didn’t consider his departure a blow. “No, not at all,” they said. “It might be good to have someone more ordinary.” The youthful, productively offbeat cofounders of Google wouldn’t have stood a chance in Japan. Nor would Google’s remarkable culture of chaotic cross-pollination. In Japan, boundaries between groups (even inside companies) are clearly defined and hard to cross. 
A U.S consultant recalls a conversation with leading Japanese computer makers at a conference in 1995: “We don’t get it. Why would we want to use the Internet to talk to people outside the company?” Indeed, all too often Japan’s technological prowess comes to a halt when it comes to developing computers or programs that run on them. Japan was a technological powerhouse in the predigital world but they have never been a dominant computer maker. There are no Japanese operating systems; Toshiba, the laptop pioneer, is no longer a player in the PC market.

The reasons for this run deeper than a dysfunctional corporate culture. Among the problems: promotion based strictly on seniority resulting managers with little training in information technology, and a near-complete disconnect between universities and the corporate sector. 

Answer the questions

How does Japan destroy talent? 

Why couldn’t Goggle be a Japanese company?

What was the biggest mistake the Japanese committed in relation with the Internet as an innovation? 

What proves that Japan can’t succeed in the digital age? 

(5) Takahiro Fujimoto, professor at the University of Tokyo, poses another theory: personal computers, software and hybrid gadgets like the iPod are “modular” products, made up of existing components that “people mix and match in an innovative way.” The Japanese tend to excel at “integral” products like cars, with customized components designed from scratch. “We are not good at dealing with genius individuals – we’re good at teams,” says Fujimoto. 

One intriguing exception: Nintendo, the gaming company, whose remarkable, easy-to-use consol has enabled it to break away from more conventional rivals like Microsoft or Sony.  It’s no accident that Nintendo cultivates an outsider image and based far away from insular Tokyo. The insularity issue has reached a boiling point.
A senior executive at Sanyo Electric had a similar idea to the iPod back in 1997; when he tried to form an alliance with Apple to explore the technology, his company’s own chairman refused. Today, Sanyo is struggling to survive. 
Japanese electronics companies depend to a large degree on sales to regulated industries and the government. The world’s second biggest market offers a profitable sanctuary. But Japanese companies must ultimately face with globalization. Companies like DoCoMo are trapped in a domestic market with a diminishing population. Just three years ago the value of DoCoMo shares amounted to about 10 times that of Nokia’s. Today Nokia (based in Finland, with a population of 5 million versus Japan’s 127 million) has a market capitalization more than double of DoCoMo’s. 

Some serious adjustments might be in order. Over the next century, disruptive innovations won’t be coming only from countries like the United States. They’ll also be emerging from hungry, rising economies that offer plenty of room for risk-taking. If the Japanese want to be part of that club, they’ll have to revamp not only how they think about technology, but how they think about themselves. 

Answer the questions

What mistake did Sanyo make? 

In what way is Nintendo different?
Why are Japanese electronics companies in danger in terms of market share and income?

What is their only option? 

Who will pose the next challenges for Japanese companies? 

3. Make a list

Japanese problems:

Google & Apple strengths:

Japanese (technological) mistake made:

Japanese companies mentioned:

4. Which could be a subtitle for the article? 

A) As a current technological leader it’s no wonder Japan is out to conquer the world.

B) Apple is in danger as unassuming Japanese companies take the lead. 

C) Once a technological leader Japan now is struggling to find its place in the digital age.

5. Make expressions
	entrepreneurial
	performer

	going down
	demanding

	notoriously
	reforms

	Internet
	application

	star
	paradise

	postpone
	point

	boiling 
	the tubes


	diminishing
	to survive 

	break down
	population 

	struggling
	prowess

	extremely
	divisions

	technological
	culture

	company
	barriers

	risk-averse
	sophisticated


6. The words in bold letters are synonyms to the words in the following list. Make pairs. 
gradual, fussy, skill, left, originated, amendments, extent, practically, worrying, spread, fascinating, stuck, engaged, complex, renew, brutally
7. What do the following expressions mean? 
By all rights
On the face of things
Far and away

Key

1. A-12, B-7, C-2, D-8, E-1, F-4, G-6, H-11, I-3, J-5, K-9, L-10

4. C

5. entrepreneurial paradise, going down the tube, notoriously demanding, Internet application, star performer, postpone reforms, boiling point

diminishing population, break down barriers, struggling to survive, extremely sophisticated, technological prowess, company divisions, risk-averse culture, 

6. brutally, practically, spread, engaged, complex, fussy, worrying, stuck, gradual, originated, left, skill, fascinating, extent, amendments, renew
Gondjaid vannak a hallás utáni szövegértéssel? 
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