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“Something interesting is happening ... “

Tom Goodwin, Editor, TechCrunch

#2015 Uber, the world's largest taxi company
owns no vehicles. Facebook the world’s most
popular media owner creates no content.
Alibaba, the most valuable retailer has no
inventory and Airbnb the world's largest

accommodation provider owns no real estate ./
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http://www.slideshare.net/e3Reloaded/personalisation-what-can-hr-learn-from-marketing
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(Source: https://www.google.com/glass/start,

http://www.forbes.com/sites/leoking/2014/07/15/google-
smart-contact-lens-focuses-on-healthcare-billions/)

Meet the
Nest Learning Thermostat.

Meet the Nest Learnin

Rush Hour Rewards from the Nest L

Seasonal Savings from the Nest Learning Thermostat
https://www.youtube.com/watch?v=L8TkhHgkBsg
https://www.youtube.com/watch?v=4BI9ev7E6NU
https://www.youtube.com/watch?v=0gA4AavcVjl
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The World Is Flat

A BRIEF HISTORY OF
THE TWENTY-FIRST CENTURY

Thomas L. Friedman

Crossing Borders in & World
Where Ditferences Still Matter

L
i
5 54
-~
S
D>

(Friedman 2005) (Ghemawat 2007) (Charan 2014)

TED/YouTube
Friedman: https://www.youtube.com/watch?v=53vLQnuV9FY
Ghemawat: http://www.ted.com/talks/pankaj ghemawat actually the world isn t flat?language=ja#t-32261

Charan: https://www.youtube.com/watch?v=ZkrJOf4FsHY
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“Wealth is moving from North to South, and so are jobs. Companies in the South, big and small, have a fierce entrepreneurial drive. Many are reveling in double-

digit revenue growth, bringing jobs and prosperity to their home countries. They are building scale and challenging companies of the North on all fronts. The South
is driving change. The North is afraid of it. Many business leaders in the North are blind to the magnitude of trends. ”
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“2022 marks the first year more people in the world are middle class than poor. By 2030, 5 billion people — nearly two-thirds of the global population — could be

middle class. ... by 2015, for the first time in a hundred years, the number of Asian middle class consumers will equal the number in Europe and North America.”

(http://www.ram-charan.com/global-tilt/, Charan (2013), p.5, 68, F¥5> (2014) p.13, 65.
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Cambridge University Press
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fffE4EEE (value production) &
fEHE (value consumption)

ZHMEME (value-in-exchange)

SHEE (consumer)

%S —ER
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ffifiE$tAl (value co-creation)

fEFRMME (value-in-use)t>
XARMfE (value-in-context)

HEHEE (pro-sumer)
HE4EE (co-producer)
ffifE+AIZ (value co-creator)

(F%)IMERI (2010)FAFTECY —CXORIE — E/FLOMFRE, ik |
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Technologies, products, or services that create value primarily by enabling
direct interactions between two or more customer or participant groups
(Hagiu (2014), p.71)

MEBE E == .
Alibabﬁ o OpenTable @ C"rbnb @

HHOBBERELHIC

‘OS i 3 COOKPAD
1.JD PlayStation. Ay <y oo
eb y yelp....

K tripadvisor TOKYO
%o% ‘ X.BO FA Nguco' VEER gng%()SN
and>30ID LECTI

ticketmaster @waze noooonol nitlo
n @®GREE S

match.comft 7 N
Linked m ‘DeNA Harmony nest ol

(Hagiu (2014), Strategic Decisions for Multisided Platforms,
MIT Sloan Management Review, 55(2), pp. 71-80)
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Meet the Nest Learning Thermostat

.‘..o = ”

Meet the
Nest Learning Thermostat.

https://nest.com/ - 6

Seasonal Savings from the Nest Learning Thermostat

https://www.youtube.com/watch?v=L8TkhHgkBsg
https://www.youtube.com/watch?v=4B|9ev7E6NU
https://www.youtube.com/watch?v=0qgA4AavcVijl 25
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& airbnb
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Where are listings located?

How To Airbnb Marketplace Matchmaking Airbnb Presents: Airbrb

https://www.youtube.com/watch?v=SaOFuW011G8
https://www.youtube.com/watch?v=e_7Kr7Al__|
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CASE | Waze (914X)
T4 LD B R E AR E S T 7Y

«ill SoftBank 7

Waze(J#BBHREZ IZ1 =7« T TV TE3ER|ADTE
F—23> PTUDVEDTY. HRIEEUTIVIA LRERRER
CEERRE ST IBMTOIZI =5 [CEMLTTFE. B8
HOBHCHNT S0 EBMEN VU ROENERBZTLED.

Download on the
‘ App Store

il Whole Foods

https://www.waze.com/ja/

774 Emerson 3L, Palo Alto, CA

Stop by Whole Foods

— 6
@ WH LE with thelr app and gel the
Looking for FmDS besl deals and allers on
parking @:-m quality foad!
L] Dewnicad now,

p—

\ Arriving in
10 minutes
L

Navigate || Gas My Waze

Close (f ] Navigate

E"” St- - . a’a g (D
[ Hamhome@

Share | \} Friends

Waze Social GPS, Maps & Traffic Guided Tour | Waze

Just left
home

Switch Off J

https://www.youtube.com/watch?v=aRXSWXNF-fw
https://www.youtube.com/watch?v=HVksbb174SQ
https://www.youtube.com/watch?v=VRIwwtAuMio
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https://www.youtube.com/watch?v=aRXSWXNF-fw
https://www.youtube.com/watch?v=aRXSWXNF-fw
https://www.youtube.com/watch?v=aRXSWXNF-fw
https://www.youtube.com/watch?v=HVksbb1Z4SQ
https://www.youtube.com/watch?v=VRlwwtAuMio

CASE | MakerBot (XA1h—7Ryh) M MakerBot.
TAINT 3DTVUA—

@ MakerBot

SETTING THE STANDARD

IN DESKTOP 3D PRINTING,
DESKTOP 3D SCANNING,
AND 3D ENTERTAINMENT

k|

e

OUT OF STOCK

DASHBOARD EXPLORE CREATE SIGNIN /7 JOIN

MAKERBOT MAKERBOT
REPLICATOR Z18

Thingiverse

Hovership improved the functionality, durability
and stability of the original MHQ design to bring
you the all-new MHQ2 Folding Mini
Quadcopter.

Learn More

http://www.makerbot.com/

Global Feed

g altruego started using Customizer

Paarthurnax made a copy of
‘ Customizable Twisted Po

)

™R 22122 mada a comv of Nacting

http://www.thingiverse.com/
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CASE | Table for Two (F—JILJA—Y—) "I TABLE FOR TWO
101 A DL RE 7% [E] iF AR

[ TABLE FOR TWO - @ ©0

HOME HOW WHERE IMPACT TEAM MATERIALS

In our world of 7 billion, 1 billion suffer from undernutrition,

while another 1 billion suffer from obesity.
TABLE FOR TWO rights this imbalance.

#1 MENU

Cafeteria or restaurant menu
contains healthy TFT options

- #3 DONATIUN—J

#2 CUSTOMER #4 RECIPIENT
Orders one of the TFT options US$0.25 per meal is A child in need recieves a
and enjoys a healthy meal donated to to TFT healthy school lunch

http://www.tablefor2.org/home 30



CASE | duoLingo (F1AU>T) &
EE “‘:—Z‘tﬁﬂ ER:_Z‘%__' E_I H%ﬁ@‘;& duolingo

d UOLi ng o Site language: English ~~ Login

g

‘Learn a language for free. Forever.

Get started

Duolingo: The next chapter in human computation: Luis von Ahn@TEDxCMU

3 spanish 4— Danish l Irish l French l Italiar

https://en.duolingo.com/

://www.ted.com/talks/luis_von_ahn_massive_scale_online_collaboration?language=ja



http://www.ted.com/talks/luis_von_ahn_massive_scale_online_collaboration?language=ja

CASE | Lego Ideas

(€50 (DEAS’

How It Works

How It Works

@9 DEAS’

Discover

Discover

Discover

Discover Discover Discover
Q

Wiered by Wtered by sarted by

mbered by

DlSCOVer. SUppO Rey’s Speeder C Tour de France \ Lothliorier
Discover p c

361

DAYSLEFT

364

DAYSLEFT

LTt 4
Pames

) lvy's Hide

Mack TITAN "Ro.

h Star Hallw The Little Prince Leg

364 364 82

DAYSLEFT

DAYSLEFT DAYELES

https://ideas.lego.com/discover#search/
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LifeStraw Ht

CASE | LifeStraw (54JXh0O-)
ENVVRIKEERDL V10BN ISRKERZEITS

LifeStran HOME | PRODUCTS @ THE CAUSE PRESS BUYNOW  § N (]) U

by VESTERGAARD

LifeStraw® personal water filter

The award-winning LifeStraw® personal water filter can travel with you anywhere,

Weighing just 2 ounces and only 9 inches long, LifeStraw® is ideal for hiking,

backpacking, camping, travel, and emergency preparedness. The straw-style filter l
design lets you turn up to 1,000 liters of contaminated water into safe drinking water, ‘

filtering out protozoa and bacter | S
LifeStraw HOME | PRODUCTS | THECAUSE PRESS suynow § §E @D

Filicrod waszr. by VESTERGAARD
R ]
How| s

y 3 ]

D This i GRS (38 oA LifeStraw” Carbon Credits by

| ¢~ b 1
WA B Vestergaard

\J‘f !,L/

.. How|

mzmb Tne trazs
o pretopens noee .
wrly ks e Sim p'y 1

e

Offset your carbon emissions

water (a
> Buy LifeStraw® Carbon Credits

Small gesture, big impact

Purchasing LifeStraw® Carbon Credits reduces your
personal carbon footprint and provides safe <
drinking water for families in Western Kenya.

UfeStraw’  from
-

View the video to learn more about how offsetting
your carbon emissions helps families in Africa.

> Buy LifeStraw® Carbon Credits

http://www.buylifestraw.com/products/lifestraw-personal
http://www.buylifestraw.com/products/lifestraw-carbon-credits 33
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THE FUTURE | 9 TICEREEDDOHDHARE

“Something interesting is happening ... “

Tom Goodwin, Editor, TechCrunch

7 2015 Uber, the world's largest taxi company
owns no vehicles. Facebook the world's most
popular media owner creates no content.
Alibaba, the most valuable retailer has no
inventory and Airbnb the world’s largest

accommodation provider owns no real estate.ll

a0 .c 2

Alibaba com airbnb

®

http://www.slideshare.net/e3Reloaded/personalisation-what-can-hr-learn-from-marketing
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THE FUTURE | 9 TICEREEDDHDHRK

A REIRD
NAIRAZ b

BAEIRD
NAIRAD b

»

Resource in Scarcity Resource in Abundance
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HITOTSUBASHI ICS | GLOBAL STRATEGY | THREE PILLARS

___EX___ BEST | GNAM _

Global Network for
Exchange Program BEST Alliance Advanced Management

(Two-school Partnership) (Three-school Alliance) (Network of 28 Schools
Around the World)
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1. EX | Exchange Programs | Two-school Partnership
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2. BEST | Best Alliance | Three-school Alliance

BES T Developing Global Leaders in Asia Search._

Alliance i seoul. Tokyo

- -

Double Degree Program

The students who participate in the double degree program will spend their 1st year in their home
institution. and 2nd year in the host instifution.

READ MORE
Exchange Program

Students who participate in this program will spend 1 term in another institution.

READ MORE

Doing Business in Asia

This is a 3 weeks elective program where students have a chance to travel all 2 cities (Beijing,
Seoul and Tokyo) to meet the most prominent business leaders from world's famous companies.

READ MORE
Business Frontier Internship

Coming soon.

READ MORE

wo= Hitotsubashi ICS @i r.lrh TVERSITY

(http://advancedmanagement.net/)
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.S
3. GNAM | Global Network for Advanced Management

® Network of 29 business schools around the world,
pursuing to advance innovation in management education.

OOOOOOOOOOOOOOOO

ISSION  MEMBER SCHOOLS ~ NETWORK COURSES ~ NETWORK WEEKS ~CASES NEWS CONTAC

The world is more connected than ever before. Twenty-eight

business schools are joining forces to understand what this
means for businesses and organizations across sectors and to

develop global leaders for coming decades.

OAIM Qv \*FGV EAESP S@)} BerkeleyHaas
HEC =22ICS  §2% §

-------
rrrrr

....... e @ VD WINCAE

wrelte wia dear

INSEAD KOG LAGES
weh INDIAN INSTITUTE OF MANAGEMENT e % BUSINESS lSE Department of
o | BANGALORE The Business Schoe UNIVERSITY o7 TN Management
e the W e o s

FNUS | MBABUC tascss EEIR  UBCPISAUDER ..

SCHOOL OF BUSINESS

SN TECHNION UCD Michael Semurtin Rt 1 .
Ior sl intitute Graduate Business School BUSINESS u ( BS Yal I
of Technalogy e e
MANAGEME
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20165F9AFH:E | DIGITAL DISTRUPTION

DIGI | Digital Disruption DIGITAL DISTRUPTION | Required Textbooks

T1(1)-T1{2} | Fall | 2016-2017

Course Introduction Y 4 I

DIGI | Digital Disruption AR

rneT v

DIGITAL DISTRUPTION | Where We Are

Session 0 | Course Introduction and Macro Trends (9/19)

Session 1 | Microeconomics: Basic Principles and Digital Implications (9/28

HITOTSUBASMHI

Session 3 | Team Project — Kickoff (10/5)

' I i Iln“\‘

Session 8 | Team Project — Feedback (12/5) & Final Presentation tll;lﬁ]
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ADMISSION

®Participants:
*Selected | 15 per year, company
sponsored and self-sponsored
*Diverse | 50% non-Japanese and
1/3 women as target
*EMBA participants will typically be
In thedr 30s to 40s and recognized
by their organizations as having the
potential to join senkor
management within 10 years,
*As all lectures and cdlasses will be
hedd in English, participants must
have business level English

proficiency
®Application should include:
*TOEIC/TOEFL score
*GMAT score (optional)
sRecommendation Letter from the
organization sponsoring you to this
program or employing you
*Essay
*Submission by March 2017
®0ral Entrance Exam: Interview and
Case Interview in English
®Tuition and Program Fees: TBD
®For more detalls, please contact 108
-nfo@ics.hit-u.acip

Hitotsubashi University
Graduate School of
International Corporate
Strategy

National Center of Sclences
2-1-2 Hitotsubashi, Chiyoda-ku,
Tokyo 101-8439, Japan

lcs-info@@ics.hit-u.acjp

s | EXECUTIVE MBA

MBADZ—~XIWMATID

EMBA
in
Global
Strategic
Management

Do

T RO .

HITOTSURASHI

2 ICS

Nikkei, August 31, 2016

48



J0214=)

%) 14E8 (Yoshinori Fujikawa, Ph.D.)
— B ARFAF [ E R FEH IR TR
HEXIE & MBA Program, Academic Affairsig 2

- —HRAFREFEERE, AAFEREFAFTRMEL., )\-/-R-ESXIRI—-IIMBA (FEZFHEL) .
RIDIWINZFIIZIAREFPh.D. (BEZEL) . /\-N-R-ESRIRI—IVERFRBIF, ROZILINZTIN
YRFFEAD, ANV -PIVNR>D-TISTAY(ASYIINTA2T ) —lBARFEARZ B ERR b S EERATTR
HAEERIZHE TR A,

- BER-TT10 . H=EX-XRSAT N, SHEEITEE. Harvard Business Review (HBS
Press), [—1BESXALE1-] (BEFEBFIRM) | (N—UFTOJEFHOFAR)] (BLERE) [N
T4 -Sv—FIV] (BARIY—T74>0%%) Et(cﬁ)’%%o ERE(CT DI —T T4 ] (’5”(1736/H‘j:
2005) N3,

- REEREEEBEERER Y-EXESR/NEERIES. [ToTHIESR SEloT/OC1INEE
2% |BE. UY-CRAEZLEERGERI/ (- U-EX 3002 1£8. [BARBEEHREEIEHIHARY
W=7 XERIZFATT—ER A IR-23 AMBRIEETOT S LIRS, RE,

- BRI
T101-8439 RR#BFREARX—YIE2-1-2 Fisat>9-7015
Telephone03.4212.3052
Facsimile 03.4212.3069
Email yfujikawa@ics.hit-u.ac.jp
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