
Q. What is your outlook for the future of the publishing and content industries?

Today, we tend to classify content into either physical con-
tent or digital content dependent upon its characteristics. 
In the future, however, I expect that the boundary between 
physical and digital content will become increasingly 
blurred, eventually leading to these distinctions disappear-
ing altogether. The meaningfulness of IT expands beyond 
simply supporting digitization; IT is meant to make things 
more convenient. Right now, if one wants to buy and read a 
book, they are able to choose the form of the content based 
on their goal and circumstances. If they want to hold onto 
it and to be able to take it in hand and feel it, they will go to 
a bookstore to buy a paper book. If they just want to read 
the book as soon as possible, they may opt for an eBook. 
Furthermore, if they really want to read a paper book but 
cannot find the time to go to a bookstore, then they can 
choose the option of e-commerce. In the past, the venues 
for enjoying content were limited; you had to go buy con-
tent, attend a concert, or use another such venue. IT broad-
ens the range of venues available to users, enabling them 
to find the one that suits them best, and we can expect that 
this range of options will only grow wider as new technolo-
gies appear. For example, it is currently common for one 
to read eBooks on the small display of a smartphone or 
some other device. However, virtual reality (VR) brings with 
it the possibility of reading on a relaxing virtual beach or 
anywhere else the user can image while augmented reality 

(AR) could make it possible to experience reading in an 
open environment free of small displays.
 It is possible that people view MEDIA DO as a technol-
ogy company that only deals with publications. However, 
as stated in our corporate philosophy, MEDIA DO’s true 
mission is to raise the value of content and help it be more 
widely distributed. This is not limited to publications. The 
boundaries between entertainment content are actually a 
lot less clear than one might think. It is common for a fan 
of a particular Japanese anime work to want to read the 
manga on which it was based or to take an interest in the 
artist responsible for its theme song. While it is true that 
eBooks have been a central pillar of our business thus far, 
we look to expand the scope of content we handle going 
forward in order to make contributions to the growth of the 
overall content market.
 I am confident both in MEDIA DO’s technological 
 prowess and in the trust it has gained from the publish-
ers who hold IP rights through the diligence with which 
it treats publications and other content. The fact that we 
can maintain cooperative relationships with publishers 
and a wide range of other IP holders as we seek to develop 
new services is a testament to the strong position that 
MEDIA DO has forged as a technology company serving 
the publishing industry.

Q. In what ways does digital content need to evolve in the future?

The popularization of digital devices has given people 
greater and more-accessible opportunities to engage with 
digital content. For video and music content, for example, 
it is now extremely common for people to use subscription 
services. These services are quite appealing as they allow 
users to enjoy videos and songs from various genres just by 
paying a monthly fee. However, there is also a downside to 
these services. As each work is not assigned a price tag, it 
is difficult for users to feel that there is value in each piece 
of content, which in turn makes it more difficult for content 
holders to monetize their content. Still, this does not mean 
that these services have diminished the value of artists and 
content themselves. In the past, people would pay ¥1,000 to 
buy a CD single or ¥400 to rent a movie at their local video 
rental store. As both physical and digital content deliver the 
same data, one might be inclined to ask, “What is the dif-
ference between the physical content you can touch and the 
digital content you download?”
 The act of reading a book, listening to a song, or watch-
ing a video goes beyond mere consumption; it gives users 
a chance to engage with the fundamental value of content. 
There are people who enjoy collecting their favorite manga 
or the limited-edition albums of their favorite artist. They 

like to show these items to their friends or sometimes 
sell them to fans with similar tastes to share their value. 
Similarly, watching a movie with someone else and shar-
ing opinions with them makes one feel a greater sense 
of attachment toward that work while also stimulating 
communication with their co-viewer, granting a better 
understanding of this person. In this manner, we sense 
value in enjoying content, as well as in sharing our feelings 
toward content with others. In the world of digital content, 
however, users are generally only granted usage rights 
to content. This arrangement makes it difficult to share 
content with someone else through the internet or to, for 
example, set up video call with a friend to watch a movie 
via screensharing. If we could make it possible for digital 
content to provide the same type of sharing experiences 
offered by physical content, it would no doubt increase the 
value of digital content. MEDIA DO has been advocating a 
DCA model as the future of digital content. Through this 
model, the concept of finiteness would be infused into digi-
tal content, and it would be made clear who has ownership 
of a specific piece of digital content. Based on this model, 
we are developing new content services that use blockchain 
technology to transform users’ digital content into assets. 

MEDIA DO embarked on the development of a new content distribution platform powered by blockchain technology in 2018. 
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Q.  What are the characteristics of NFTs?

NFTs have the power to introduce the concept of finite-
ness into digital content, but the potential of NFTs is not 
limited to just this. Tracing the IDs of a given piece of 
content makes it possible to track user histories, such as 
who bought what and sold what to whom, and to utilize 
this information for marketing purposes. In the past, one 
could get a clear picture of a single individual, such as a fan 
club member or ticket purchaser, but it was impossible to 
track to whom that fan lent or sold content. NFTs make it 
possible to track every fan that has engaged with a specific 
piece of content, right back to the first people to whom said 
content was lent or sold. This information can also be used 
to identify from among fans the influencers who have the 
greatest sway on other users.
 No matter how much excitement one exhibits at a 
concert or how much they promote their favorite artist on 
social media, there is no guarantee that this enthusiasm 
with reach the artist. NFTs and blockchain, however, allow 

for information on products sold and bought online and 
the degree to which one has recommended a given work 
to those around them to be communicated directly to 
the artist in the form of data, enabling them to practice 
more effective fan marketing. I oversee the IP Marketing 
Planning Office, which is tasked with the development 
of new businesses. In this office, we have a team that is 
primarily devoted to content using such technologies. They 
are known as the Fan Marketing Team. I believe that the 
ideal digital content ecosystem is one in which content 
is driven to spread and gain attention by the passion 
and attachment of fans, causing this content to grow in 
popularity and encouraging creators to make new content, 
thus giving rise to a cycle of new content creation. The Fan 
Marketing Team was named as such to symbolize their 
mission of supporting the development and ongoing  
functioning of such a cycle.

Q.  What should we look forward to from MEDIA DO in the future?

Even though we exist in the physical world, a large portion 
of our time is spent gazing at the digital world through 
our smartphones or computer monitors. Whether for 
online meetings, messenger chatting, video sharing via 
social media, or gaming, it would not be an exaggeration 
to say that there are numerous occasions in which our 
consciousness enters virtual spaces, regardless of where 
our physical bodies may be located at that time. One 
clear example of this is how younger generations have 
been finding significant meaning in buying equipment and 
items for their characters in online games, as opposed to 
purchasing clothes, bags, or shoes for themselves in the 
physical world. This is likely because, online, they are able 
to connect with, and show off their purchases to, a wider 
range of people than in the physical world, making these 
purchases seem more valuable. When VR and AR become 
a normal part of our everyday lives, we will no doubt be 
able to feel an even greater degree of immersion in digital 
spaces. This immersion will probably cause people to place 
greater emphasis on, and feel a sense of greater value in, 
their belongings and experiences in digital spaces than 
those in physical spaces. At MEDIA DO, we believe that this 
shift is as assured as was the transition from flip phones 

to smartphones. We are thus charged with the task of 
building frameworks that will ensure when we do arrive 
at such a digital era, the vast quantities of written works 
available can maintain their value and be distributed with 
ease in digital spaces while stimulating the never-ending 
creation of new content. To build these frameworks, we will 
use the aforementioned blockchain technology and NFTs 
as well as our GREET service. At the same time, we have 
begun developing services for AR and VR headsets, and it 
is entirely possible that MEDIA DO will become involved in 
the development of content and devices for the world that 
lies even further down the line. As I stated earlier, MEDIA 
DO has been fostering close relations with the publish-
ing and content industries over the past two decades. 
Our dedication to the distribution of written works and 
our constant advancement of research and development 
throughout this process is what has positioned us to build 
these frameworks today. Constantly mindful of the future, 
the current operating environment, and user needs, MEDIA 
DO will lead the industry in pursuing higher levels of value 
for written works to drive the growth of the content market 
in Japan and overseas.

Q. What type of services is MEDIA DO looking to develop in the future?

As I mentioned, content has the potential to be more widely 
distributed in conjunction with increases in the passion 
of fans and the connections between fans. Realizing this 
widespread distribution will require, first of all, for us to 
create and sustain the necessary ecosystem. To reiterate, 
this ecosystem will involve a cycle in which fans enjoy 
digital content, and this fact is communicated back to the 
creators of this content, giving them encouragement to 
make their next work along with appropriate compensation. 
At the same time, we recognize that what fans fundamen-
tally want is the feeling of connection with content. MEDIA 
DO is thus developing a new video streaming service that 
recreates the feeling of being at a live event in which vast 
numbers of fans have assembled in the same place at the 
same time. Scheduled for a public launch in November 
2021, this is our new social video viewing service GREET. 
The slogan of the GREET service is “together with you.” 
GREET will take advantage of the wealth of video content 
offered by partnering content holders to provide a platform 
for a variety of shared viewing experiences. Examples we 
envision include events in which influencers view and  
commentate on videos for the enjoyment of large groups of 
fans, joint viewing sessions for promoting comradery in fan 
clubs, and viewing events arranged among dedicated fans.  

The monetization framework is centered around ticket 
sales, with the proceeds from these sales being appropri-
ately distributed among content holders and the perform-
ing influencers. I expect that the demand for creating such 
virtual spaces in which lovers of the same content can 
share their passion will only grow stronger in the current 
era, which places various restrictions on our ability to 
gather in physical spaces.
 In addition, MEDIA DO has formed a capital and busi-
ness alliance with Tohan through which it aims to use NFTs 
to put paper books with digital benefits on the shelves of 
bookstores across Japan (see pages 32 and 38). These 
digital benefits would be collectibles only available to 
individuals who bought the physical books. The MEDIA DO 
NFT Marketplace (tentative name) service mentioned earlier 
could be utilized to allow users to show off digital content 
such as these digital benefits to other users or even trade 
them. Such exchanges in the physical world often involve 
photographing items to post them on auction sites and then 
shipping them after the auctions have resolved, a process 
that can be a big hassle. Digital market places, however, do 
not entail such a hassle. Moreover, they allow for the track-
ing of purchase and transaction histories as well as easy, 
global distribution to people anywhere in the world.  
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The next step down this path can be seen in the develop-
ment of a service platform, tentatively named MEDIA DO 
NFT Marketplace, that will use NFTs to enable fans to 

show each other their digital content, or even to transfer 
ownership or sell this content.

In fact, such services are already available in overseas 
markets. The most successful of these services is a digital 
National Basketball Association (NBA) trading card service 
that uses NFTs. These trading cards come packaged with 
video of highlight reels of popular players’ on-court per-
formances. Users have been trading these cards through 
digital marketplaces, and these trades have generated 

shocking levels of profit, with more than three million 
transactions taking place since the start of the service at 
the end of 2020 and the total amount of these transactions 
climbing past U.S.$500 million. Such existing success 
stories indicate the immense potential of the NFT-powered 
digital content distribution market.

New Age of Digital Content Brought about by the Concept of Finiteness Granted by NFTs

Cryptocurrency NFTs Prior Digital Content

Technologies
Decentralized control

(Public chain)
Decentralized control

(Public chain)
Centralized control

Fungibility Yes
(Every Bitcoin has the same value)

No
(One-of-a-kind data with ownership 

backed by serial number)

Yes
(Everyone has the same content)

Examples Cryptocurrency
Digital collectors’ items 

eBooks, music, and videos 
distributed by  

conventional means
 Concept of consumption Concept of finiteness
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