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SPRING WAGE OFFENSIVE OR SHUNTO

(1) One unique part of collective bargaining in Japan is that of the "spring wage offensive" or
shunto_abbreviated from shunki chinage toso. which is usually concentrated in spring of each year.

Started in 1955, it has become a regular event for the Japanese employers and trade unionists to
conduct negotiations for the annual wage increase during this period of the year and employees in
both public and private sectors participate. This novel approach of bargaining is an outcome of the
perception of the leaders of Sohyo that employees are weak on the bargaining table because union
leaders are all full-time employees and tend to avoid open confrontation with management.
Consequently, it devised the shunto as a tactic to overcome the weakness of labor unions and to
strengthen their bargaining power by making their demands and negotiations all at the same time
regardless of the enterprise or the industry. Shunto is based on the idea that several enterprise unions
within the same industry, all more or less of the similar size and importance, should coordinate their
bargaining strategies. Under the leadership of industrial federations, they harmonize their wage
demands and schedule their negotiations in the spring of each year.

The main offensive is done in the spring, but its preparation is done throughout the year. (2) The
choice of spring as the peak time of the offensive is that in Japan the fiscal year runs from April to
March. The national budget, which determines salary of employees in the public sector, also starts
from April. Therefore, it becomes easier for the employer to adjust increases in wage costs with other

operational plans and programs. When one wage offensive is over, individual unions review their own
activities, and set forth the basic ideas for the next spring offensive. From June to early October, they
organize their regular conventions and decide annual action plans with particular emphasis on the next
year's spring wage offensive. (3) National trade union centers set up the Kokumin Shunto Iinkai or
"Peoples Spring Offensive Joint Struggle Council" around the middle of October to exert concerted
influence. This committee coordinates programs and schedules of their member industrial federations,
which in turn do the same for their member enterprise unions. It releases a White Paper in December
on the next wage offensive and places the standard of demands of wages with the statement of specific
figures. Since the basic objective of shunto is to improve real wages consistent with the performance
of the national economy and to compensate for inflation, the council puts emphasis on two factors in
support of its demand. These are: (a) increase in the cost of living and the consequent need of revision




20 2 4EEHIUKRERER SR EHER REXEERK (2024F480%)
20 2 4FEEBEILKRFERER: SR EMER BREFER (2024F9AAE)
<ELHTHERE > —RAFRR
(2024424 2 4 BEH) HERALE . KFE (BREETHER) B : 1008

of the wage level, seasonal bonus, and retirement benefit, and (b) expected improvement of standard
of living expressed in terms of quality of life (ikigai) and quality of working life. A counter White
Paper is published by the Federation of Employers’ Association which rebuts the demand of the
worker's side by raising the question of productivity-based principles for wage determination. It
advocates wage increases within the limit of real economic growth but excluding the portion
attributable to the increase in employment. It also criticizes unions' policy for securing wage increases
sufficient to cover the rate of inflation on the ground that such an approach will lead to cost-push
inflation (JIL, 1986).

After that the spring wage offensive gains momentum national labor centers and the Joint Struggle
Council plan their schedules and tactics for struggle and select the industry which will be the

'‘pacesetter’ of the offensive. (4) In February and March, industrial federations hold their general
assembly or central committee meeting to decide on the details of wage demands in view of the
general guidelines set by the national centers. The enterprise unions submit their demands to
employers and start negotiations all at the same time in March. In the meantime, leaders of the
national centers and the Joint Struggle Committee submit their policy related demand to the
government for tax-cut and appeal to the Diet to make policy by upholding the interest of the working
class.

The success of shunto depends on the performance of activities in the pace-setter industries.
Until the 2000s, the steel industry where the tansan organized 59 percent of workers, and the private
railroads where the tansan organized 70 percent of employees are taken as the 'primary pace-setters'.
Vigorous campaigns, such as public demonstrations to attract mass-opinion, marches in the downtown,
rallies in the public halls, etc. are organized, and strikes are scheduled in the pace-setting industries.
However, scheduling of strikes does not necessarily mean work-stoppages, and (5) a survey of the
Ministry of Labor shows that incidence of strikes during shunto is very low and affect about one-fifth
of the unionized enterprises. Many negotiations are undertaken to reach a final settlement. The period
is normally ten to fifty days from the day of submission of the demand until the final settlement, and

on an average three to ten negotiations are held. ------

(82 : Khondaker, M. R., Japanese Style Management, Kyushu University Press, March 2023 X ¥ $#)
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Omni-social presence

In its early days, social media activity was mostly confined to designated social media
platforms such as Facebook and Twitter (or their now-defunct precursors). However, a
proliferation of websites and applications that primarily serve separate purposes have
capitalized on the opportunity to embed social media functionality into their interfaces.
Similarly, all major mobile and desktop operating systems have in-built social media
integration (e.g., sharing functions built into Apple’s 10S). This has made social media
pervasive and ubiquitous—and perhaps even omnipotent—and has extended the ecosystem

beyond dedicated platforms.

Accordingly, consumers live in a world in which social media intersects with most
aspects of their lives through digitally enabled social interactivity in such domains as travel
(e.g., TripAdvisor), work (e.g., LinkedIn), food (e.g., Yelp), music (e.g., Spotify), and more. At
the same time, traditional social media companies have augmented their platforms to
provide a broader array of functionalities and services (e.g., Facebook’s marketplace,
Chowdry 2018; WeChat’s payment system, Cheng 2017). These bidirectional trends suggest

that the modern-day consumer is living in an increasingly “omni-social” world.

From a marketing perspective, the “omni-social” nature of the present environment
suggests that virtually every part of a consumer’s decision-making process is prone to social
media influence. Need recognition might be activated when a consumer watches their
favorite beauty influencer trying a new product on YouTube. A consumer shopping for a car
might search for information by asking their Facebook friends what models they recommend.
A hungry employee might sift through Yelp reviews to evaluate different lunch options. A
traveler might use Airbnb to book future accommodation. Finally, a highly dissatisfied (or
delighted) airline passenger might rant (rave) about their experience on Twitter. While the
decision-making funnel is arguably growing flatter than the aforementioned examples
would imply (Cortizo-Burgess 2014), these independent scenarios illustrate that social
media has the propensity to influence the entire consumer-decision making process, from

beginning to end.
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(188 : Alemany, Luisa, and Vermeulen, Freek, “Disability as a Source of Competitive Advantage.” Harvard
Business Review, Jul/Aug2023, 101, 4,
<https:/hbr.org/2023/07/disability- as-a-source-of-competitive-advantage>)

10






2 0 2 44EERILKRERER HAREMER RELHEK (202454 A0
2 0 2 4 EERILKFRYER HEBEMERN BRE¥EK (2024 9AA0F)

<{ELRTHRE > —RAERR
ABRFIE : g (=TT 4 VTR

(202442 A 2 4 B EHE)

B 100 &

Sender (Influencer) Charactsristics Recelver (F nc

— | i

Influoncer Activity Influencer Originality Follower Stze | Folower-Brand Fit | |

| s

N H, (M H,; () H,y (N H,
z o -
Spend (Number of Reposts)
(M) Hy (+-)Hg (*/-)H,
Post Positiviy Sponsor Salience New Product Launch | |
H
Message (Post) Characteristics

Figure 1. Conceptual framework of influencer marketing effectiveness.

Third, influencer marketing agreements empower influencers
to transmit brand-related information to target consumers, '
which differs from traditional brand- or user-generated :
content. This research establishes evidence of inverted .

U-shaped moderating effects of influencer activity, follower—
brand fit, and post positivity. In turn, we suggest that firms
should select influencers who display medium levels of
posting activity rather than those who post too frequently.
This insight also helps reconcile some mixed findings in previ-

ous studies (Stephen et al. 2017; Suh et al. 2010). A prevailing

view in celebrity endorsement literature suggests that brand fit is

a strong indicator of effective communication (Bergkvist and
Zhou 2016), but we determine that followers with a high

degree of shared interests with the brand may not be the best
group to target with influencer marketing. Finally, adding
nuance to previous literature that suggests positive content is
more viral (Berger and Milkman 2012), our analysis indicates
that a blend of positive and negative content can increase
engagement elasticity by 5.6% (22.4%), compared with

content that is one (two) standard deviation(s) higher in positiv- |

ity. These nonlinear effects help clarify some unique tensions
that arise in influencer marketing campaigns: Followers know
influencers are paid, but influencers still need to appear authen-
tic, display leadership, and provide communication value to
those followers (Leung, Gu, and Palmatier 2022).

Fine F. Leung, Flora F. Gu, Yiwei Li, Jonathan Z. Zhang, et al., “Influencer Marketing Effectiveness,” Vo0l.86, Nov 1, 2022

. copyright (c) 2022 by SAGE Publications
s Reprinted by Permission of SAGE Publications
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(188 : Robertson T, S., The Resale Revolution. Harvard Business Review, Nov/Dec 2023, pp.82-91)
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