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Cover Story | Finance

W
all Street investment banks 
have become the stuff 
of legend; places where 

“masters of the universe” 
routinely move massive 

amounts of money around the globe. 
The banks are also highly coveted by 
young and fiercely ambitious university 
graduates. 

But in Japan in the 1980s, their name 
recognition was close to zero, even 
among job-seeking grads, recalled Oki 
Matsumoto, CEO of Monex Group, Inc., 
an online brokerage based in Tokyo but 
with group companies and subsidiaries 
around the world.

“When I joined Salomon, my friends 
at university asked me, ‘Do you like 
skiing that much?’” Matsumoto laughed. 

“Nobody around me knew who Salomon 
Brothers was,” he explained.

Mistaking one of the world’s leading 
investment banks for a French sports 
equipment maker was par for the 
course back then. Similarly, joining 
one by a graduate of The University of 
Tokyo—easily Japan’s most prestigious 
university—was considered a rather 
unconventional move.

But that’s exactly what Matsumoto 
did. “I thought that if I went into some 
other industry, I might get bored,” said 

Oki Matsumoto was the youngest partner in the history of the Goldman Sachs Group.

OKI MATSUMOTO: 
MONEX GROUP, INC. 
Creating a financial company  
for the future 

By Geoff Botting
Photos by Antony Tran
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Matsumoto, who studied law and 
admitted that he didn’t give his career 
much thought until graduation. “In the 
financial industry, a person faces good 
days and bad days, so I didn’t think it 
would be boring.”

Indeed, Matsumoto’s early career 
was marked by several groundbreaking 
events. When Salomon hired him in 
1987, he was among the first group 
of Japanese recruited directly out of a 
Japanese university by a Wall Street firm. 

After three years at Salomon, he 
went to the Goldman Sachs Group, 
Inc. This was also a notable move as, 
at the time, job-hunting was extremely 
rare among Japanese white-collar 
workers, particularly ones who had 
barely begun their careers. In 1994 
at Goldman, Matsumoto became 
a partner, “the youngest ever in 
Goldman’s history,” he said. 

Then, in 1998, he encountered 
something that would change his career 
forever: the internet. “In those days, the 
internet was very loose and slow, and 
had a pretty bad infrastructure. But I 
learned the concept behind it, and it 
amazed me.”

His awe translated into action. 
Impressed by the internet’s apparent 
potential, Matsumoto decided to leave 
his position at Goldman to strike out 
on his own. His plan was revolutionary 
for that era—to create an online 
brokerage. And thus began Monex, 
which today claims to be the only 
broker with a physical presence in the 
world’s three largest economies: Japan, 
the United States, and China (Hong 
Kong office).

“I thought that 
the internet 
was going to 
be the way to 
do financial 
business. 
Lots of 
industries 
would be 
affected but 
especially 
finance.”

“I thought that the internet was going 
to be the way to do financial business. 
Lots of industries would be affected but 
especially finance, because in finance 
there is no physical delivery,” he said. 

Subsequent events were to prove that 
hunch correct. E-commerce, although 
getting off to a slow start in Japan, 
eventually exploded. 

What had made Matsumoto leave 
the security and opportunities of an 
investment bank to plunge into what 
seemed at the time a highly risky 
venture? Largely, it was due to his 
employer’s cool response to a grand 
idea he had. 

“I proposed to Goldman Sachs, as 
I was a partner, to start a securities 
brokerage business using the internet 
to create direct access to retail people, 
who are the final risk takers,” he said. 

His colleagues responded to 
the proposal by reeling off a list of 
objections. They told him he wasn’t 
particularly knowledgeable about the 
internet or equities, given that he was 
working in fixed-income at the time. 
Further, they pointed out, Goldman 
was in the institutional—not retail—
business.

Meanwhile, his partnership contract 
with Goldman was coming up for 
renewal, and he realized he was in a 
now-or-never situation. “That was 
in the fall of 1998, and Japan was 
scheduled to fully liberalize stock 
brokerage commissions [the following 
year],” he said. “I wanted to start [the 
new company] by D-Day.” 

Monex was founded by Matsumoto 
and three partners in 1999. 

The early years were marked by some 
tough and unexpected frustrations. The 
problems weren’t due to the market 
or clients but, rather, to such Monex 
business partners as computer system 
vendors. “They didn’t treat us very 
nicely at the beginning,” Matsumoto 
recalled.

He learned the hard way that Japan’s 
business community took a dismissive 
view of small ventures like his. 

Vendors and others were eager to 
serve Goldman at the drop of a hat. 
However, with Monex they behaved as 
if they were doing them a favor, and 
demanded money up front before 
delivering goods or services. “It was 
actually common, but coming from 
Goldman, I found it shocking. You had 
to pay first for everything,” he said. 

And even when the cash was provided, 
there was no guarantee that Matsumoto 
or his colleagues would receive what 
they had asked for. “The system vendors 
would be nodding, but they didn’t really 
listen to us. They said they’d make 
ABC, but in the end they would only 
make A,” he explained. 

“It was tough and it just kept 
happening. But it was a learning 
process,” he said, adding that ventures 
in Japan get a lot more respect now 
than before. 

This learning process ended up 
paying rich dividends to Matsumoto 
and his colleagues.

 Monex Group, based in Tokyo, 
expanded steadily. Today it comprises 
12 offices worldwide with about 1,000 
employees. The company aspires 
to empower traders and investors 

Matsumoto decided to leave his position  
at Goldman to strike out on his own.  

His plan was revolutionary for that era—  
to create an online brokerage.

And thus began Monex.
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LEADER OF THE YEAR (TOKYO)
Nicholas Benes
Chair of the Growth Strategy Task Force and vice chair of the 
Labor Force Diversification Task Force

Founder of The Board Director Training Institute of Japan 
in 2009, Nicholas Benes has served on the ACCJ’s board twice 
in the past 10 years, chaired the Foreign Direct Investment 
(FDI) Committee from 2001 to 2011, and proposed and 
chaired the Growth Strategy Task Force (GSTF). 

“On average I probably spend about 20 percent of my time 
on ACCJ work and I work on weekends,” Benes said. “But 
during 2010, when I was brainstorming with Professor Fukao 
and drafting the GSTF white paper with the rest of the team, 
I spent well over one-third of my time on chamber projects. 

“It was extremely painful, especially since I was receiving 
no salary at BDTI—only making donations!” he added. 
“It feels great to be recognized now, because I do think the 
[GSTF] continues to have a significant positive impact on 
policy in Japan.

“I am proud to have had the support of so many others, and 
to have been able to contribute to Japan’s future,” he added. 

A resident of Japan for around 30 years, Benes says the FDI 
Committee and the GSTF are “focused 

primarily on encouraging Japan to 
promulgate a ‘corporate governance 
code,’ an idea that the Liberal 
Democratic Party is already 
working on.”

In addition, the GSTF will 
be launching an advocacy drive 

related to increasing labor mobility, 
which Benes says is “essential in 

general, but also in order to 
keep more women in the 

work force.”

LEADER OF THE YEAR (TOKYO)
Ruth Jarman Shiraishi
Co-chair of the Special Events Committee

Ruth Jarman Shiraishi says she is not the “stand in front, speak 
out loud, and take-the-lead type,” so the chamber’s recognition 
of her contributions over the past year made her feel “very 
honored and humbled.”

Founder and CEO of Jarman International K.K. in April 
2012, she has been instrumental in arranging last year’s very 
successful walkathon, as well as encouraging non-members to 
attend chamber events because “I believe this organization is 
the ultimate vehicle for the United States and Japan—and other 
member countries—for corporate networking, information 
exchanges, and business-building. 

“Everyone at the chamber is working as a volunteer and 
everyone is a super professional who is beyond busy,” she said. 

“So the challenge is to make participation in events, planning, 
and so on create value for the participant. 

“I try my best to find business opportunities for the people 
who help and contribute, and I think that makes giving time 
and effort a lot more meaningful,” she added. 

Early preparations are 
under way for this year’s 
walkathon, while Jarman 
wants to be more involved 
in the charity ball. 

“I also want to plan 
an event for members’ 
spouses because I believe 
the supportive spouse is 
the reason behind any success 
of the member,” she said, 
suggesting that the Enoshima 
Island Spa might be the 
ideal venue.

The FDI Committee and the GSTF are 
“focused primarily on encouraging 
Japan to promulgate a ‘corporate 
governance code,’ an idea that the 
Liberal Democratic Party is already 
working on.”

She has been instrumental in arranging 
last year’s very successful walkathon, 
as well as encouraging non-members 
to attend chamber events.
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Ruth Jarman Shiraishi at the 2013 Tokyo walkathon
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VOLUNTEER OF THE YEAR (TOKYO)
Darren McKellin
Co-chair of the Information, Communications and 
Technology Committee

Darren McKellin played a key role in bringing about the 
smooth transfer of the ACCJ Journal from its previous 
publisher to Custom Media in mid-2013, ensuring that 
members had a “seamless” transition of the title. 

“LINC Media, Inc. was the previous publisher and they 
informed the chamber that they would not continue past 
their contract date,” said McKellin, who is joint chair of the 
Information, Communications and Technology Committee 
and works for Verizon Enterprise Solutions. 

“Luckily LINC gave us a good heads up and was cooperative,” 
added McKellin, who has been in Japan for 23 years and is 
originally from Chicago. “We put together a working group 
of very experienced ACCJ folks—such as Tom Whitson and 
Deborah Hayden—and took a look at how we should move 
forward, and even if we should just do an online version. 

“While an online-only version is probably inevitable sometime 
down the road, we felt that a paper version was still needed and 
we put out an RFP for a new vendor,” he explained. 

“Custom Media understood the ACCJ’s 
requirements very well and has seamlessly 
taken over the publishing of the Journal.”

In the first half of 2013, meetings 
took up at least 15 hours every month, 
but now that the handover has been 
achieved, McKellin is focusing his 
attention on the ICT committee and 
has joined the Banking, Finance and 
Capital Markets Counsel in order to 
make networking events more 
affordable and enjoyable 
for members. •

LEADER OF THE YEAR (KANSAI)
Mie Kitano
Chair of the Women in Business Committee (Kansai)

Mie Kitano says the reasons for her commitment to the 
chamber and its efforts are simple: “I have an opportunity 
to work with a great, fun committee, and we receive strong 
support from our executive committee. In this type of 
environment and with meaningful tasks, what else could I 
ask for?”

Born in Osaka, Kitano is now Director of Communications 
and CSR at Eli Lilly Japan, and is as committed as her 
company to “unleashing the potential of women in business” 
so that everyone—men and women—can contribute to their 
full potential, she said. 

“I would like to think this award was recognition for the 
efforts that our committee has made, such as our leadership 
series, which has had five sessions with about 50 young 
leaders across Kansai companies.”

The sessions have helped to empower women and men, 
and enabled them to develop leadership skills by hearing 
directly from key leaders and discussing various themes—
including the importance of diversity—as they have 
broadened their networks. 

The committee also launched a popular 
female networking opportunity that is 
designed to “reach out to women in business 
among members and Japanese companies,” 
said Kitano. 

The Bella Nova Night—named after a 
star that glows extremely brightly as a result of 
material coming from a companion star—is “the 
perfect opportunity for us to strengthen our 
networks as well as an opportunity to 
hear each other’s stories, including the 
challenges and the successes,” she added.

Kitano is as committed as her 
company to “unleashing the 
potential of women in business.”

In the first half of 2013, meetings took 
up at least 15 hours every month. 
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SPEAKING UP FOR WHAT WOMEN WANT 
WIB Summit aims to support the government in what needs to be done to revive Japan 

By Elizabeth Handover and Deborah Hayden

R
e-engaging women in the 
Japanese workforce is a key 
priority of the Abe government, 
and is one of the pillars of the 
prime minister’s Abenomics 

strategy for revitalizing Japan. And so 
it should be.

Goldman Sachs’ Kathy Matsui wrote 
in a report titled “Womenomics 3.0” 
that equalizing roles in the workforce 
could increase GDP by as much as 15 
percent. And we agree. 

The U.S.–Japan Council (USJC) held 
a summit, “Delivering on the Promise 
of Womenomics: How Can Americans 
Contribute?” in Washington, DC on 
March 25, which brought together a 
great line-up of American and Japanese 
speakers focusing on the support that is 
needed to ensure that Abenomics can 
deliver on its promises. 

I spoke with a group of 30 young 
Japanese women who attended this 
summit, and returned to Japan inspired 

by the exciting possibilities that open 
up when women unite in their goals 
to make change. The energy of this 
group, and the determination that they 
display, is a demonstration of the future 
business power of Japan. 

The upcoming USJC–ACCJ Women 
in Business (WIB) Summit which will be 
held at the ANA InterContinental Tokyo 
on May 27, will bring together not just 
30 women, but more than 700 Japanese 
and foreign businesswomen and men, 
including members of women’s groups 
and corporate organizations. They will 
collaborate and coordinate and speak 
up about what is really important.

A key objective of the summit will be 
to have everyone speak in one voice in 
support of the Japanese government and 
corporate Japan to provide practical and 
realistic policies on how to advance the 
role of Japanese women in the workforce. 

Studies by Manpower Inc. and 
others show there is a serious shortfall 

in talent needed to maintain Japan’s 
current economic standing. Japan is set 
to lose its position as the world’s third-
largest economy unless the business 
world and the government take urgent 
action. They must make it possible for 
women to bring the full weight of their 
education and talent to revive Japan. 

The forthcoming WIB Summit will 
be a key stepping stone in moving from 
discussion to taking decisive action. 
With this in mind, the conference 
has been carefully managed, set up, 
and, thanks to our 23 corporate gold 
sponsors, highly subsidized to enable 
all the right stakeholders to be there.

Attendees will spend an entire day 
participating in cutting-edge plenaries, 
listening to inspirational speakers, 
as well as attending a cornucopia of 
breakout sessions, with refreshments, 
lunch, and evening cocktails. 

Speakers include acclaimed 
Womenomics author Kathy Matsui; 

The 
forthcoming 
WIB Summit 
will be a key 
stepping 
stone in 
moving from 
discussion 
to taking 
decisive 
action.

Members of the ACCJ Women in Business Committee
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I
n Japan, April marks the start 
of the new school year, and for 
most companies it’s also the start 
of the fiscal year. New recruits 
(shinyushain) often spend the next 

three months in training, acclimating 
to their firms. 

After four years in university, 
and perhaps two or three more in 
graduate school, this truly marks a new 
beginning. For most of these twenty-
somethings, it’s their first taste of full-
time, career-oriented employment.

The ACCJ is advocating a more 
flexible hiring standard and, at some 
point, Japanese firms may follow suit 
as they begin to place a higher value 
on overseas education and other 
less-conventional paths toward career 
entry. But for as long as I’ve been in 
Japan (about 24 years), this has been 
Japan Inc.’s way. 

Shiny new shinyushain
The companies may be following the 
same pattern, but a sea change has 
occurred over the past few years, and 
this year’s shinyushain seem a breed 
apart: they’re more active, energetic, 
and, having never experienced the 
bubble economy, possess a combination 
of realistic expectations and a desire to 
create something new. 

For example, 20 years ago I was 
training a group of shinyushain from a 
traditional Japanese bank. Out of several 
groups of 10 participants, one member 

stands out in my mind. He’d read Mental 
Toughness Training for Sports: Achieving 
Athletic Excellence by Jim Loehr before 
I did! The others fit the stereotypical 
image of a salaryman (pose a question, 
receive empty stares with uncomfortable 
glances around the room. Ask for 
an opinion, hear Paul Simon’s Sound 
of Silence). This carried on as those 
newcomers became the veterans. 

When we re-started our Global 
Readiness® Program several years ago 
and asked basic questions about work–
life balance at another traditional firm, 
one potential manager, who would have 
been a freshman at the same time as the 
bankers, responded with a question of 
his own: “Work life Alex?” Work–life 
balance was that foreign to him.

Contrast these characters with 
this year’s group of shinyushain 
from Nippeco Ltd., a traditional 
Japanese firm that’s undergoing a real 
transformation. Nippeco is the world’s 
leading manufacturer of ultra high-
quality grease, used in everything from 
automobiles to watches—virtually any 
high-end product with movable parts. 

Their HR director, Hiroshi Takeda, 
was hired specifically to help prepare 
the company for the challenges of 
an increasingly competitive global 
market. As recently as two years ago, 
their freshmen recruits were hardly 
distinguishable from the bankers and 
glassmakers previously described. 
And yet, with this class under Takeda-

san, a full day’s training (in both 
Japanese and English) felt like a 
summer fireworks party. 

From the opening moments, even 
including a couple of gaffes (one of 
their presenters began with, “Hello, 
everyone!” and an audience member 
enthusiastically replied, “Hello, 
everyone!”), I have never seen a more 
engaged group of participants. 

The attendees asked good questions 
of everyone, including the facilitators, 
each other, and even to their head of 
HR, Takeda-san. They all expressed 
genuine appreciation at the end of the 
day, and not just with words, but with 
hugs. Hugs, from Japanese engineers? 
Maybe Teri Morrison’s cross-cultural 
book Kiss, Bow or Shake Hands: The 
Bestselling Guide to Doing Business 
in More than 60 Countries will soon 
need a revision. As, I hope, do the 
predictions of Japan’s inevitable, 
“irreversible” decline.

How about your beginnings?
It wasn’t just the new shinyushain who 
have changed. Having survived the 
storms of 9/11, SARS, the Lehman 
Shock, 3/11, and the rise and fall of 
Britney Spears, it’s finally dawned on 
me that while “All’s well that ends well” 
may (or may not) be true, we don’t 
know and may never see the end. And 
yet we can influence every beginning.

What’s the most obvious new 
beginning you can influence 

NEW BEGINNINGS
 We can influence our starts 

every morning, in meetings, and at work

By Andrew Silberman

While “All’s 
well that 
ends well” 
may (or 
may not) 
be true, we 
don’t know 
and may 
never see 
the end. And 
yet we can 
influence 
every 
beginning.
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Dinken, as chance would have it, 
was representing the firm Western 
Ammunition and Colt, among 
many other North American clients. 
He was awarded the contract by GHQ 
to sell weapons to the MDP and 
provided Japanese law enforcement 
with Colt .45s.

Since the long six-inch barrel was 
nearly half the length of the Japanese 
firearm used at the time, he also sold 
them Grip-Rite devices to steady the 
weapon as it was aimed and fired. 
So far, so good.

The chief of police then asked 
Dinken for some tear-gas grenades. 
After extensive research, Dinken 
selected something called Nauseous 
Gas Grenades made by Lake Erie 
Chemical Company.

The grenade was a gas-emitting 
device that caused instant vomiting 
and/or diarrhea when fired. Dinken 
arranged for a demonstration to be 
conducted on an island in eastern 
Tokyo’s Sumida River. This exercise 
proved absolutely disastrous.

With 500 policemen from all over 
Japan watching, Dinken had stray dogs 
brought in and tied to stakes at a spot 
in the middle of the island where the 
gas bombs were to be set off. It was his 
idea to use the dogs in the experiment 
to demonstrate the harmful effects of 
the grenades.

He planned to detonate the drugs, 
thus causing the dogs to immediately 
become sick to their stomachs and 
impressing everyone with the efficacy 

A LITTLE BIT OF HOME 
Jack Dinken was one of the first Americans to conduct business here after WWII 

By Robert Whiting

Jack Dinken photographed in the 1990s.
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O
ne of the very first American 
businessmen to set up his 
shingle in Tokyo after the 
war was a congenial East 
Side New Yorker named 

Jack Dinken (1904–1995).
Dinken had initially traveled to 

China at the end of World War II to 
buy a human hairnet factory but, after 
stopping off in Tokyo in the fall of 
1947 and noting the great potential for 
economic growth and opportunity here, 
he decided to relocate his business.

He came in on a commercial entrant 
visa, one of the very few that the 
Supreme Commander of the Allied 
Powers (SCAP) allowed at the time 
because of MacArthur’s desire to keep 
carpetbaggers to a minimum.

Dinken established an import-
export company, Dinken Sangyo 
K.K., and moved into a small office a 
few blocks from the Dai-Ichi Seimei 
Building, which served as SCAP 
headquarters. 

Dinken’s first big break came 
in late 1947, when communist 
demonstrations became so much 
of a problem that the authorities 
decided to outfit the Japanese police 
with modern weapons. General 
Headquarters (GHQ) had initially 
disarmed the Metropolitan Police 
Department (MPD) and stored the 
weapons in securely locked storage 
crates in a military warehouse in 
Yokohama. A year later, when the 
crates were reopened, the firearms 
were all missing.
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FEDERICO HEINZMANN:  
FOOD, FLAVORS, AND FREEDOM

By Megan Waters

F
ederico Heinzmann, the newly 
appointed chef de cuisine at the 
Park Hyatt Tokyo’s New York 
Grill & Bar, has only been in 
Japan for a few months but 

is well on the way in his mission to 
understand the Japanese customer.

With a “special affection” for Asian 
culture and food—and Japanese cuisine 
in particular—Heinzmann believes 
a nation’s food reflects numerous 
characteristics.

“To understand the food, you first 
need to understand the people; how 
they eat and why they eat that way,” 
he explained.

Born in Buenos Aires, Argentina, the 
39-year-old has worked in a number of 
European countries where he honed 
his cooking skills. He joined the Hyatt 
group in 2006 as chef de cuisine at Park 
Hyatt Buenos Aires’s Gioia Restaurante 

& Terazzas (2006–’08) and the Duhau 
Restaurante & Vinoteca (2009–’12). 

However, Heinzmann had a desire 
to go to Asia and, in 2012, after a lot 
of hard work, his dream came true. 
He joined the Cornerstone restaurant 
at Park Hyatt Seoul in 2012. “To a chef, 
and for a lot of Latin Americans, Tokyo 
is a dream destination.”

Inspired by the Japanese palette, 
kaiseki ryori (a traditional, multi-course 
Japanese dinner), with its use of subtle 
flavors, delicacy, and precision, helped 
Heinzmann understand Japanese cuisine.

“Sometimes Latins are quite explosive 
when we cook. But the philosophy of 
the way of the Japanese is very different,” 
he said.

“Chefs who come to Japan and then 
go back to their own country return 
more polished in their techniques, 
temper, and character.”

According to Heinzmann, one of the 
challenges of Latin American food is 
finding luxury items with which to cook. 
Argentines eat a very “humble cuisine” 
and learn how to cook very simple 
dishes. However, when Heinzmann 
moved to Europe early in his career, he 
began to understand finer ingredients 
and is happy to be able to find more 
luxurious components here. However, 
he tries to produce “luxury yet seasonal 
items, cooked properly, and treated in a 
simple way.”

The New York Grill & Bar—located 
on the 52nd floor of the Shinjuku 
hotel—features floor-to-ceiling 
windows for panoramic views 
of the city, a stylish interior with 
contemporary art, as well as an open 
kitchen surrounded by counter seating 
allowing customers to experience the 
dynamic of the kitchen.

“To 
understand 
the food, 
you first 
need to 
understand 
the people; 
how they 
eat and why 
they eat 
that way.”

MAY 2014  •  ACCJ JOURNAL  |  43

The 52nd-floor 
New York Grill & Bar
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But most impressive is the extensive 
menu. At the heart of the restaurant are 
grilled and seasonal foods, as well as 
statement presentation. Each chef brings 
with him to the position the legacy and 
expectations of the restaurant, but has 
the opportunity to decide what menu 
items to keep and polish, as well as the 
chance to add their own stamp. 

To showcase his style, character, and 
his origins, Heinzmann developed a 
limited-period special dinner menu, 
Federico’s Style. Offered between April 
11 and 24, the five-course dinner was 
produced in celebration of the hotel’s 
20th anniversary.

“The menu is appropriate for spring, 
and uses very seasonal ingredients,” 
he explained. Light and fresh flavors 
infuse the menu: octopus ceviche 
with finger lime and passion fruit, 
pan-fried black cod and scallop with 
smoked cauliflower cream, and grilled 
beef sirloin from Gunma Prefecture 
with double carrot cream. To finish, 
Heinzmann even included his beloved 
dulce de leche (a caramelized dessert 
from South America).

The regular menu has a diverse medley 
of offerings, including steaks using 

Japanese, American, and Australian 
beef; fish; plenty of vegetarian options; 
and a cheese selection. In addition, there 
are two dynamic set menus, which have 
smaller portions and regional items. 

“We are looking for the best products 
we can get from Japan. We are a 
product-driven restaurant, and 
dynamic because we try to change 
according to the seasons,” he said.

“We really have a special way of 
cooking the steaks. The seafood is a 
nice selection of fresh, classic items. 

“We try to mix everything; luxury 
and things that look simple, like a 
carrot, but if you cook it in the right 
way it’s very tasty.”

Among chef Heinzmann’s favorite 
items on the menu are the surf and turf, 
a “surprise” for guests, as well as the 
mashed potatoes—a signature dish that 
has been around since the opening of 
the restaurant.

To make the menu more interesting 
and cater to a broader clientele, a bigger 
selection of vegetarian options and 
smaller portions have been included on 
the menu since April.

Although walk-ins are accepted, it is 
highly recommended that reservations 

be made, especially for Friday and 
Saturday nights. This allows the needs 
of customers to be better met, in terms 
of tables, settings, and menus.

According to Heinzmann, the sunken 
seating areas ensure privacy for large 
business meetings. Meanwhile, counter 
seats—that allow one to watch the 
chefs in action—are perfect for special 
occasions and for people who are 
unaccompanied.

For ACCJ Journal readers who like 
to cook, Heinzmann recommends 
inspiring yourself. “Choose the music, 
shop in the market, get inspiration 
there and buy what you want to buy. 
Enjoy the moment. Put music on and 
have a glass of wine. Make time, think 
about how you will do it. Enjoy the 
process. Get in a ritual, and it will 
become more fun. 

“There are many resources you can 
use, such as recipe books or the internet, 
but for me, cooking provides freedom.”

He also recommends trying to 
organize trips around food. 

“I often get lost in a new city and find 
something new there by mistake. As a 
chef, this is very important,” he said.

“Everyone thinks you need to be in 
the kitchen 100 percent of your time, 
but for me it is very important to move 
around and bring different inspirations 
to the restaurant. 

“This is very important as a chef and 
for the team, the producers, and the 
guests. If I am only in the kitchen, I will 
never be able to see what is going on.” •

Federico 
Heinzmann is 
chef de cuisine 
at the Park Hyatt 
Tokyo’s New York 
Grill & Bar.

Sirloin steak 
with a side of 
crispy duck-fat 
potato fries.

“We are looking for the best products we can get from Japan. 
We are a product-driven restaurant, and dynamic because 
we try to change according to the seasons.”


























