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Featured in The New York Times and on NHK, Vacation Veranda is an 
award-winning luxury outdoor-living and interior design company. 

Our young and talented team is dedicated to creating extraordinary 
professional and personal entertainment spaces aimed at taking your 
lifestyle higher!  

Experienced in creating large-scale permanent installations, we’ve 
created a special modular removable building system for renters to 
maximize and expand living space onto their balconies. It can be easily 
removed on departure of the premises. 

Spend valuable time at home with your family or that special someone, 
carve out a unique space to improve the office environment for your 
employees, or invest in creating long-lasting customer experiences at 
your restaurant and reap the revenue rewards.  

Act now to benefit from the lower tax rate before the April 2014 
hike. You may also qualify for the 50 percent cash back government 
environmental greening program. Isn’t it time YOU had a Vacation 
Veranda experience every day?

Theodore Jennings, CEO of Vacation Veranda, is an award-winning 
designer of outdoor-living spaces who has lived in Japan for 15 years. 

Tel: 090-5211-0053
info@vacationveranda.com
www.vacationveranda.com

Take Your Lifestyle Higher!
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83 Yamate-cho
Naka-ku, Yokohama
Kanagawa-ken 231-8654
Tel: 045 641-5751
Fax: 045 641-6688

office@stmaur.ac.jp
www.stmaur.ac.jp

Saint Maur International School

Pre-K (Age 2      ) to Grade 12   -   Coeducational /2 
1

Quality Education within a Caring Family Environment since 1872

Accredited by the Council of International Schools & 

New England Association of Schools and Colleges.  

Registered as Gakko-Hojin by the Japanese Ministry of Education, 

Culture, Sports, Science and Technology. 

Our six lawyers provide a range of high-

quality professional legal and advisory 

services. In addition, we have more than 

60 advisor companies. Please contact us if 

you would like to come to Japan to expand 

your business or if you have any problems 

concerning a particular legal matter here.

GVA Law Office

Email: info@gvalaw.jp
Tel: 03-6908-7301 
Fax: 03-6908-7302

gvalaw.jp
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Anna Pinsky is a member 
of the BCCJ Executive 
Committee and a specialist in 
organisational development. 
She advises firms on talent 
management initiatives and 
is a visiting researcher at the 
University of Tsukuba.

Mark Schreiber is an author 
and translator who has 
been based in Tokyo since 
1966. He was employed as 
a media analyst in market 
research before turning to 
freelance writing. 

Julian Ryall is Japan 
correspondent for 
The Daily Telegraph.
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Ian de Stains OBE, a former 
BBC producer and presenter, 
has been based in Japan 
since 1976. 
From 1987 to 2011, he 
was BCCJ executive 
director. Ian now focuses 
on writing, consulting 
and coaching and is the 
executive director of TELL.
dest@attglobal.net

Brian Christian has been 
principal of the British School 
in Tokyo since August 2012. 
This is his third international 
headship after working in 
Singapore and Shanghai.

Jun Hashimoto is a partner 
of Deloitte Tohmatsu Tax 
Co. and has over 17 years 
experience in inbound 
compliance, including 
accounting, taxation 
and human resource 
management.
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Lori Henderson MBE has 
been BCCJ executive director 
since February 2011.
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Alison Jambert, a founding 
director of Tokyo-based 
branding agency Eat Creative 
K.K., became BCCJ president 
in April 2013. 
Alison has over 20 years’ 
experience in marketing 
for premium brands and 
manages key accounts as well 
as business development.
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BCCJ ACUMEN is printed on paper certified 
by the US Forest Stewardship Council with 
vegetable oil ink certified by The Japan Printing 
Ink Makers Association.

Suzanne Price is the 
president of Price Global, 
a change agent specialising 
in diversity and inclusion 
for Asia-Pacific and based 
in Tokyo. 
Visit www.price-global.com 
or send direct comments 
or questions by e-mail: 
suzanne@price-global.com.

Peter Whitehead has 
been a Financial Times (FT) 
journalist since 1987. In 
2010 he became editor of 
both the weekly Executive 
Appointments section and 
the FT’s Non-Executive 
Directors’ Club website. 

Nicolas Maclean CMG is co-
chairman of Japan400 and a 
Fellow Emeritus of the British 
Association of Japanese 
Studies. He initiated the 
British prototype for what is 
now the Japan Exchange and 
Teaching Programme.

Dr Lee Andrew Kissane is a 
UK psychiatrist and member 
of the Royal College of 
Psychiatrists. He graduated 
from Cambridge University in 
1999 and is currently finishing 
a PhD in Tokyo. 

BCCJ 2013 Company of the Year



Best of Both Worlds

With easy access to key leisure and business 
spots and with superb city views, The Gate 
Hotel Kaminarimon by HULIC offers warm and 
professional hospitality along with luxurious 
accommodation and tempting 24-hour restaurants.

2-16-11 Kaminarimon Taito-ku
Tokyo 111-0034

Tel: 03-5826-3877  |  Fax: 03-5826-3871

www.gate-hotel.jp

Kaminarimon

Tokyo Metro Ginza Line
Asakusa Station Exit 2

Toei Asakusa Line
Asakusa Station Exit A4

Kaminarimon Dori

• Elegant neighbourhood of fascinating Edo culture
• Prime views of Tokyo Skytree and old Asakusa
• Harmonious blend of modern and 

traditional Japan
• Featuring Slumberland, Hansgrohe, 

William Morris 
• Central location convenient for work and play
• European cuisine served around the clock
• Skilled staff trained as “Asakusa Concierges”

New Year sunrise

gatehotel_decad.indd   1 12/4/13   11:30 AM



Hi, I’m Rikin� uke Can you tell by my face that I love 
people? What you cannot see is that I am 
also very, very smart. Dogs like me were 

bred to herd cattle. I am no couch potato! 
I really need an active home where I can 
get a LOT of exercise. Here at ARK my 

muscles are getting weak. Are you an avid 
jogger? Just think how much fun we’d 

have together running in the park! 

To adopt Rikinosuke or become 
involved with ARK, email:

tokyoark@arkbark.net

www.arkbark.net

Size: About 25kg
Sex: Male 

Age: 7 
Breed: Australian 

Cattle Dog & Norwegian 
Elkhound mix

Simon Farrell
Custom Media
simon@custom-media.com

PUBLISHER

A nother shiny gong, a great 
cause, and new offices 
have well started 2014 for 
Custom Media, publishers 
of BCCJ	ACUMEN.

While still basking in the glow of 
being voted BCCJ Company of the Year, 
in November, muchas	felicitaciones 
came from the Madrid-based organisers 
of the Gourmand World Cookbooks 
Awards 2013. 

We are proud to have won the award 
for “Best Charity & Fund Raising 
Cookbook–Asia”, for producing Flavours	
Without	Borders for the Japan Association 
of Refugees (JAR) and Macquarie Group 
Japan. The publication is a distinctive 
104-page global recipe book written by 
refugees here. To buy Flavours	Without	
Borders (¥1,575), please email me. 
All proceeds go to JAR.

Established in 1999, JAR annually 
consults with about 15,000 asylum 
seekers and refugees, a cause dear to 
my heart from my pre-desk-bound days 
as a reporter in southern Africa, the 
Persian Gulf and the Caribbean. As an 
implementing partner of the United 
Nations High Commissioner for Refugees 
in Japan, JAR offers social and legal help 
and carries out advocacy, research and 
public relations. 

This year, Custom Media is also chuffed 
to add Animal Refuge Kansai (ARK) to the 
growing number of great causes we have 
supported over the past five years or so.

ARK founder Elizabeth Oliver MBE 
nearly bit off my hand when I offered her 
our pro bono services as the NGO’s official 
media partner, and we look forward to 
saving some pets with our marketing, 
promotion and editorial services. 

Of course, we will continue to offer 
editorial and design work to our great 
friends at Refugees International Japan, 
led by Jane Best. Congratulations to 
Jane, by the way, who was awarded an 
OBE in the 2014 New Year’s Honours list 
for “services to refugees and displaced 
people in Asia and Africa”, to go with 
her MBE.

And, as usual, we’ll be helping promote 
the annual fundraiser for children’s 
cancer charity Shine On! Kids.

Finally, we have offered our expertise 
in editorial, design, advertising and 
marketing to TELL (formerly Tokyo 
English Life Line), where BCCJ 
stalwart Ian de Stains OBE serves as 
executive director.

If you know another worthy cause that 
needs help, please contact me. 

JAR: www.refugee.or.jp
ARK: www.arkbark.net
RIJ: http://refugeesinternationaljapan.org
Shine On! Kids: www.sokids.org/
TELL: www.telljp.com

Great Year for Great Causes

All proceeds benefit refugees.
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Pharma Firm 
to Hire First 
Foreign Exec 
Takeda Pharmaceutical Co. has poached 
its next chief executive from Britain’s 
GlaxoSmithKline Plc., The Asahi Shimbun 
reported on 30 November. 

Christophe Weber, who is French, is 
expected to become the drugmaker’s chief 
operating officer before May, and eventually 
replace Yasuchika Hasegawa as president. 

The Osaka-based firm is under pressure 
to expand its global presence and diversify 
its corporate management. More than half of 
Takeda’s sales are overseas, and non-Japanese 
staff account for two-thirds of its workforce 
of 30,000.

Push for UK-style 
Nuclear Agency
A senior Liberal Democratic Party (LDP) 
official said the government could establish 
a UK-style agency to decommission the 
Fukushima Daiichi Nuclear Power Plant, 
The Economic Times reported on 5 December. 

Tokyo Electric Power Co. is now managing 
the shutdown of the plant, but many people 
feel it has floundered in its efforts for nearly 
three years. Tadomori Oshima, head of 
the LDP’s task force on disaster-related 
reconstruction, admitted it was likely the 
government would have to take responsibility 
for closing the plant. 

He has been pushing for a national body, 
such as Britain’s National Decommissioning 
Authority, to coordinate the job.  

Airline Adds Route
All Nippon Airways (ANA) has added a new 
direct route between London and Tokyo 
International Airport (Haneda), the Incentive 
Travel & Corporate Meetings website 
reported on 19 December. 

The new service, which is effective from 
30 March, will make ANA the airline offering 
most international flights to and from 
Haneda. In the UK, the carrier will launch 
its “By Design” campaign, focusing on the 
beauty of Japanese culture and the country’s 
tradition of excellent service.

Beef Cleared for Import
Tokyo has lifted a 13-year ban on Irish 
beef and offal imports, The Independent 
reported on 3 December.

The Taoiseach (Irish prime minister) 
recently made a joint announcement with 
Prime Minister Shinzo Abe, saying the 
development is valued at about £12.5mn 
a year, considering it was worth about 
£8.3mn in 2000.

The ban has been in place since the 
outbreak, in 2000, of bovine spongiform 
encephalopathy, commonly known as mad 
cow disease. 

Three EU countries are now cleared to 
export beef to Japan: Ireland, France and 
Denmark. 

Dublin is also in talks with China about 
opening up the beef trade there.

Tokyo Insurer Buys London Group
Sompo Japan Insurance Inc. has acquired 
Canopius Group Ltd. as part of its ongoing 
overseas expansion, Japan Today reported on 
19 December.

The Japanese insurer is a unit of the NKSJ 
Group, the country’s third-largest casualty 
insurer in terms of market value. Sompo 
plans to retain Canopius’ 560 managers 
and staff, to gain expertise in Western 

markets. The privately held UK firm will 
bring a “significant presence in the speciality 
insurance market to the NKSJ Group”, 
according to a statement released by the 
Japanese parent company. 

The bid is valued at ¥99.2bn. 
The agreement is said to be mutually 

beneficial, as there is little overlap in business 
areas and geography between the two firms. 

Record Sales to Foreign Travellers
Heathrow Airport expected record sales 
during the Christmas season, in large part 
from purchases of Scotch whisky by Japanese 
travellers, according to a press release issued 
on 9 December. 

Popular UK products bought in airports 
include English tea, Scottish salmon and 
single malt whisky. Japanese and Turkish 
travellers are the main buyers of single malts, 
while tea purchases mostly are made by 
Chinese customers, and buyers of salmon 
generally are Middle Eastern passengers.

According to a personal shopper at the 
airport, “The Asian market—including 
mainland China, Hong Kong, Japan and 
Singapore—likes the romance and heritage of 
a traditional British Christmas”.Over 6mn people pass through Heathrow during Christmas.

Irish beef had been banned in Japan for 13 years.



Iron Lady Played Key Role 
in Sunderland Plant Bid
Margaret Thatcher was reportedly 
instrumental in securing the deal that 
brought Nissan Motor Co., Ltd. to the UK, 
Wirral News reported on 3 January.

According to correspondence formerly 
classified confidential, the former prime 
minister had promised tax breaks to the 
automaker’s president in exchange for the 
firm’s investing in the UK. The deal that 
was eventually signed resulted in Nissan’s 
construction of the Sunderland plant in 
the late 1980s.

The documents also reveal that 
Thatcher had to intervene in a Cabinet-
level dispute that could have threatened 
the landmark project, which she 
personally lobbied Nissan’s chief and 
Japan’s then-prime minister to obtain.

Staff Win Trip to Toyota HQ
Two auto technicians, one each from 
Bolton (Greater Manchester) and Helston 
(Cornwall), have won a trip to Japan to 
attend Toyota’s 23rd Annual Assembly 
of International Customer Service 
Champions, Car Dealer reported on 
18 December.

Body technician Daniel Barlow and 
paint technician Tony Glover were 
crowned victors of the 2013 Toyota and 
Lexus Customer Service Competition, 
hosted by the Toyota and Lexus Academy 
in Nottingham.

The competition, comprising written 
and practical exams, was designed to 
encourage training in brand-specific 
auto repair skills.

Game Show to Air Abroad
The format rights to a popular Japanese 
game show have been picked up by a 
UK production company, the C21Media 
website reported on 14 December.

UK-based Zig Zag Productions was one 
of four firms to acquire Ultimate Brain, a 
comedy programme originally aired on 
Japan’s NTV. The show gathers a group of 
intellectuals to solve a series of tasks, such 
as how to climb a slope covered in lotion. 

Zig Zag is an independent production 
house that previously has been successful 
with its imports from, and exports to, the 
Japanese market.
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Travel Tips Issued
VisitBritain has issued a list of guidelines for 
dealing with foreign tourists, including the 
best way to treat Japanese, the Daily Mail 
reported on 4 January.

The tips concern how to properly deal with 
a range of guests from abroad, referencing the 
BBC comedy Fawlty Towers as an example of 
how not to communicate with foreigners. 

The tourism agency’s guidance says 
Japanese visitors are the most demanding, as 
they expect their every need to be attended 
to and anticipated without it being expressly 
communicated. Japanese also prefer softer 
alternatives to the word “no”, it added.

Band Plans Three 
Gigs at Tokyo Dome
The Rolling Stones has announced they 
will hold three concerts here this year, Japan 
Today reported on 5 December.

The shows are currently set to take 
place at the Tokyo Dome on 26 February, 
4 March and 6 March. Tickets went on sale 
on 18 January. 

Mick Taylor, a former guitarist with the 
band, will perform with the group during 
this year’s “14 on Fire” Japan tour. Mick 
Jagger, now 70, said in a statement that 
he “can’t wait to return to Tokyo”. 

Secret Pop Star
A make-up artist from the London borough 
of Bromley who is relatively unknown 
at home has risen to stardom in Japan, 
News Shopper reported on 18 December. 

Nearly a decade ago, Charlie Jacks, now 
28, recorded her first single, “Come On”, 
which quickly sold 35,000 copies in Japan. 
The former glamour model has sold out gigs 
in Tokyo and other Japanese cities, and boasts 
six number-one albums. 

Back home, Jacks leads a normal, 
anonymous life, but she hopes to launch 
a music career in the UK this year. Charlie Jacks has had nine number-one songs in Japan.

Saitama Champ 
at Brands Hatch
A rider from Saitama has signed with the 
Buildbase BMW Motorrad team for the 
2014 British Superbike Championship, 
SBK News reported on 16 December.

To date, Ryuichi Kiyonari has had 43 
wins in the competition, and is one of 
the most experienced racers who will 
participate. He has won the championship 
three times—in 2006, 2007 and 2010—and 
built a massive British fan base.

The 2014 competition will be held from 
April to October over a series of 12 events, 
including eight UK circuits and one 
in Europe.

The Buildbase team is a partnership 
between BMW Motorrad UK and US-based 
Hawk Racing. Ryuichi Kiyonari



www.wedgwood.jp

The management and staff 
of GSK would like to join 

Ambassador Tim Hitchens in 
wishing BCCJ ACUMEN readers 

all the best for 2014.

glaxosmithkline.co.jp

We wish all BCCJ ACUMEN 
readers a happy and 

successful 2014.

rbs.com

We at SIHM Inc. wish all BCCJ 
members and ACUMEN readers 

a wonderful and prosperous 
New Year.

www.sihm.co.jp

Unilever wishes all readers 
a happy, healthy and 

prosperous 2014.

www.standardchartered.co.jp

Happy New Year!

www.bbr.co.jp

www.toro.com



RED BORDEAUX FOR
BCCJ ACUMEN READERS!

Celebrate the New Year with a bottle of 2009 Berrys' Pauillac, Château Lynch Bages, courtesy of Berry Bros. & Rudd.

Produced exclusively for Berrys by Jean-Charles Cazes of Ch. Lynch Bages, it is a 

gorgeous blend from various plots of young wines on this great Bordeaux estate. 

Blessed by the 2009 vintage, one of the finest in 30 years, it would be hard to 

find a finer example of classic Pauillac than this. Intense cassis and black fruit 

aromas dominate the nose, with a touch of cigar box and spice. The palate is never 

overwhelming, with a warm, velvety texture and long, caressing finish. Decant for 

an hour or two and serve as you would a Bordelais, with simply roasted lamb.

To apply, simply send an email by 31 January to: 
editor@custom-media.com
Winners will be picked at random.

FREE!

We are offering 
six lucky  
BCCJ ACUMEN 
readers a bottle 
of this exclusive 
red wine.

     

Looking ahead
The year 2014 is looking like a great year 
as well. Both of our economies in Japan 
and Britain are recovering well after 
difficult times—Japan after 15 years of 
deflation, the UK after the worst recession 
since WWII. Trade, investment, research, 
development—these are the ways in 
which we can have sustainable growth 
going forward. 

With increasing investor confidence 
in both of our economies, and with 
negotiations going well between the EU 
and Japan on an Economic Partnership 
Agreement, there’s never been a better 
time to be investing in both of our 
countries. I’m looking forward to seeing 
closer partnerships that will help us 
realise the full potential of our political 
and economic relationship.

Final thoughts
But of course we live in a world where 
change is inevitable. Asia-Pacific is the 
world’s most dynamic economic region 
and will continue to be so, but it can at 
times also feel uncertain.

This year will see events held 
around the world to commemorate the 
100th anniversary of the outbreak of WWI 
and it offers us a timely reminder of the 
importance of learning from history as we 
embrace an interdependent future.

We’re fortunate that the UK has such a 
firm friend in Japan, and Japan has a very 
firm friend in the UK. I look forward to our 
continued collaboration in the coming 
year and beyond.

So from all of us here at the British 
Embassy in Tokyo and the Consulate-
General in Osaka, I’d like to take this 
opportunity to wish you and your 
families a safe, prosperous and very 
happy new year. 

FOREWORD

One year on
It’s now been one year since I’ve been 
ambassador here in Japan and 2013 was 
a wonderful year. Looking back, we 
celebrated the 400th anniversary of the 
opening of commercial relationships 
between the UK and Japan. We also 
saw the visit to the United Kingdom 
of Prime Minister Shinzo Abe, and 
the signature of a number of really 
key agreements between our two 
nations and companies from both 
our countries.

Last year we had the substantive 
deals struck between Japan Airlines and 
Airbus and Rolls-Royce. We also last 
year had two great agreements both on 
defence equipment cooperation and on 
information security that mean in the 
coming year the British and Japanese 
governments and British and Japanese 
firms will be able to build on those, 
with much more detailed defence 
and security partnerships, which will 
mean that we can together uphold our 
shared responsibility in maintaining 
international peace and security.

2014 New Year Message  
from Tim Hitchens,  

British ambassador to Japan

Tim Hitchens CMG LVO
British ambassador to Japan
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Anecdotally, I can say that Japanese 
firms seem optimistic about Abenomics. 
Last year we saw increased interest in 
the BCCJ from such firms, and currently 
just over 9% of our corporate members 
are Japanese—the highest percentage in 
our 65-year history. We look forward to 
showcasing more Japanese speakers at 
BCCJ events in 2014. 

Incidentally, having heard about JR 
Central’s Matsuri restaurant in St James’s, 
Mayfair, at our “Running a Railway from 
Central Japan to the World” event, led by 
Chairman Yoshiyuki Kasai in July 2013, I 
enjoyed a splendid Christmas Eve lunch 
in London (This of course is no reflection 
on the great variety of British fare that can 
be found in the capital!).

The 2020 Olympics will continue to 
be a hot topic this year, and, if all goes 
well, will prove beneficial to member 
firms, some of which have experience 
in executing the 2012 London Games. 
Japan is currently designing an Olympic 
organising committee, to be launched in 
February. In the same month, the BCCJ 
will run a corresponding event led by 
VisitBritain Chief Executive Sandie Dawe.

Also, stay tuned for news of our seventh 
annual British Business Awards, to be 
held in early November 2014. For the 
second consecutive year, the Royal 

Bank of Scotland will be our headlining 
sponsor, supported by Freshfields 
Bruckhaus Deringer. If your firm might 
be in a position to sponsor this year’s 
event, which features annually in the 
Financial	Times and across a number 
of media channels, please email  
info@bccjapan.com.

Finally, we invite you to join us at 
the BCCJ Shinnenkai (New Year party) 
on 30 January. Our first social event of 
the year will be held at Hotel Chinzanso 
Tokyo, one of our newest member venues. 

To stay updated on all BCCJ news 
and events: 
• Visit www.bccjapan.com 
• Like us on Facebook
• Follow us on Twitter

Wishing you and yours a happy and 
prosperous Year of the Horse! 

EXECUTIVE DIRECTOR

W e were delighted to 
see Robin Maynard, 
honorary member of 
the BCCJ and senior 
adviser at the Cornes 

Group, awarded an MBE in the New Year’s 
Honours list, for services to the British 
community in Japan. In the late 1980s, 
Robin provided the BCCJ with its very first 
office, and has been a great supporter of 
the chamber during his 30-plus years in 
Tokyo. At the beginning of this year, 1,195 
people received honours, of which around 
100 were awarded to overseas residents. 
It’s always uplifting to see work in Japan 
being recognised this way.

On 7 January, having fought off stiff 
competition from 104 other applicants 
representing 28 nationalities, Sarah Firth 
joined the BCCJ team as membership & 
marketing assistant. Please keep an eye 
out for her and say hello at an event.

We also welcomed to Japan in early 
2014 two heads of BCCJ Corporate Plus 
member firms: Jonty Brunner, Regional 
General Manager, Japan & Korea, British 
Airways; and Magnus Hansson, chief 
executive officer of Jaguar Land Rover 
Japan Ltd.

Looking ahead, we are now waiting 
to see if Prime Minister Shinzo Abe’s 
third arrow will live up to its promise. 

Alive and Kicking
Chamber attracts more Japanese members, hires new employee

Lori Henderson MBE
BCCJ Executive Director
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Several years ago, car dealerships in Japan 
were reportedly setting up corners where 
toddlers could romp while their parents 
discussed body colours, optional accessories 
and payment terms with sales personnel. 
Now, reports Nikkei Business (16 December), 
these same businesses have gone a step 
further, by offering space on their premises 
for classes in conversational English.

By April 2014, at least 86 such 
“classrooms”—providing instruction to 
more than 1,000 pupils—are expected to 
be operating nationwide. The classes are 
organised and overseen by educational 
materials manufacturer Benesse Corporation. 
The firm initiated the project two years ago, 
as part of its expansion into the English-
teaching market for children. Benesse plans 
to add another 700 schools to its current 
1,300 by 2018, with 30% to 40% of these new 
facilities expected to be on-site at dealerships.

“Auto showrooms have become established 
in the local community as places that are 
bright and safe, and they also have parking 
areas for dropping off and picking up 
children”, said Benesse division manager 
Arata Yamamoto. “We thought if the dealers 
would rent to us, such spaces would be ideal”. 

One possible stumbling block to the 
initiative was the low tuition fee charged by 
Benesse, about ¥5,777 a month. This made it 
difficult to pay a substantial amount for room 
rental. But a consulting firm serving as a 
middleman persuaded a joint Honda–Toyota 
dealership in Nagoya to give the project 

BY MARK 
SCHREIBER

WHAT YOU MISSED 
IN THE JAPANESE PRESS

MEDIA

Car Dealers Host English Lessons

Debate on Lower Adult Age
Each January, young people in Japan who turned 20 the previous 
year traditionally observe Coming of Age Day, a national holiday. 
Now, however, debate is under way regarding revising the civil code, 
to lower the official age of adulthood from 20 to 18. How do the 
teenagers who would be affected by this ruling feel about it? 

According to the nationwide Yoron survey of 5,000 men and 
women aged 18 and over, conducted by the Public Opinion Research 
Center under the authority of the Prime Minister’s Office, 77.5% of 
respondents said they were unaware such a debate was taking place. 
The percentage of such responses was 3.2 points higher than in a 
Yoron survey taken five years earlier. 

While unaware of the debate, 69.8% of respondents said they 
were “concerned” over the possibility that the age of adulthood 

would be lowered by two years, but this figure showed a decline of 
5.6 percentage points from five years ago. As of now, the Liberal 
Democratic Party-led ruling coalition has issued guidelines to reduce 
the voting age to 18 in four years’ time. 

Currently, the age of parental responsibility for minors in 
Japan extends to 20, and 69% of the survey respondents voiced 
opposition to lowering it to 18. Among the 26.2% who favoured 
mandating parental responsibility for 18-year-olds, the highest 
percentage of respondents, at 40.8%, were those who were aged 
18 or 19. 

As for changing the age of legal consent to purchase high-priced 
items such as automobiles, 79.4% of respondents said they favoured 
leaving the current age of 20 unchanged. 

a try, and the first classes got under way 
in October 2011 on the premises. 

The business model then spread to 
Aomori, where Akira Yasuda, president of 
a dealership chain, explained, “One thing 
dealers have in common is that showrooms 

aren’t busy on weekdays. We wanted to 
do something to liven them up. By having 
the students and their parents come here 
regularly, it helped boost employees’ 
awareness of omotenashi (spirit of hospitality) 
and achieved visible results”. 

Benesse Corporation expects nearly half of its new English classes for children will be held at dealerships.
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MEDIA

Baby Boomers Seen 
as Top Marketing Target
The Japanese term for post-war baby boomer, dankai no sedai (cluster 
generation), was coined by economist Taiichi Sakaiya in an eponymous 1978 
work of nonfiction. 

The dankai, born between 1947 and 1949, number some 8mn, and their 
preferences as consumers are of major interest to marketers. 

“This ‘senior’ segment has considerable financial resources and free time”, 
Naoya Oshikubo, an analyst at the NLI Research Institute, told Nikkan Gendai 
(12 December). “With the rise in stock values brought on by Abenomics, 
moreover, these people have increased the total worth of their assets. That said, 
there are fewer services in Japan aimed at elderly people than there are in the 
UK, the US and other countries”.

Perhaps as a result, this group tends to prioritise spending on two things in 
particular: health and medical care, and travel. 

“If, for example, someone were to come up with ‘health tourism’ packages 
combining stays at hot spring resorts with therapy, the idea would really take 
off ”, Oshikubo said. 

In addition, Fuji Keizai Management Co., Ltd. estimates that the annual 
domestic market for health food products is valued at ¥1.9trn. 

What else are the dankai purchasing? 
The Subaru XV Crosstrek Hybrid, for one, which was released last June with 

a sticker price of around ¥2.5mn; 29% of buyers are said to be over the age of 
60. The Mercedes-Benz C class series, which includes vehicles priced below 
¥3mn, is said to have a six-month lead time for delivery of orders, according 
to a dealer in Yokohama. 

Veteran planners at the JTB Corporation Royal Road Ginza travel desk have 
been designing custom overseas tours, such as a 10-day jaunt to Costa Rica for 
bird watching (around ¥700,000). 

The Roomba vacuum cleaner from America’s iRobot Corporation is said to 
be in strong demand, with its main appeal that elderly users don’t have to bend 
over to plug it in. “Just to be spared that effort, they’re willing to pay tens of 
thousands of yen more”, an appliance retailer said. 

In another encouraging sign of this 
segment’s economic vitality, the 
article noted increased demand 
for Viagra, Cialis and 
other medications for 
erectile dysfunction. 
According to Nippon 
Shinyaku Co., Ltd., 
which manufactures 
the Cialis drug 
under a licensing 
agreement, demand 
during the first 
half of 2013 soared 
15.8%, to ¥1.9bn 
in sales. 

2013 Product Ranks

As it has since 1971, the Nikkei Marketing Journal 
(4 December) issued its annual list of the year’s most 
popular products. The list is written as a sumo-style 
banzuke (rankings sheet written in brush strokes), with 
the yokozuna (grand champion) at the top. The champion 
of the east is convenience store coffee, and that of the 
west the popular NHK morning drama Amachan, shot 
on location in rural Iwate Prefecture. 

The list contains only three products of foreign origin: 
Rolex watches, ranked komusubi (sumo’s fourth rank); 
the Volkswagen up! compact car, 15,000 units of which 
had been sold since its October 2012 launch in Japan; 
and New Balance running shoes, which reported sales 
gains of 30% to 40%.

For the buzzword of the year, the publication gave its 
nod to “Abenomics”. And the booby prize went to the 
food and beverage industry workers who were revealed 
to have engaged in deceptive labelling of menu items. 

Among its predictions for 2014, the thrice-weekly 
retailing and distribution journal includes major gains by 
Tokyo International Airport (Haneda), both in terms of 
passenger traffic and nearby hotel accommodation.  

The publication also mentions the new, 300-metre 
high Abeno Harukas commercial complex in south 
Osaka that will officially open on 7 March, which is 
expected to become the Kansai equivalent of Tokyo 
Skytree. Also in Osaka, Universal Studios Japan will open 
a major new attraction based on the Harry Potter series 
of books and films. Elderly people like the Roomba 

vacuum cleaner because they 
don’t have to bend over to 
plug it in.

The Volkswagen up! is one of three foreign products on the annual list.
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Ring, happy bells, across the snow:
The year is going, let him go;

Ring out the false, ring in the true
Alfred Tennyson

H appy New Year. Lord 
Tennyson’s words seem 
particularly apt for Japan 
this year, as the winning 
kanji for 2013, announced 

on 12 December, was 輪 (rinwa). This 
character means “ring”, and the main 
reason for its choice was the selection 
of Tokyo as host of the 2020 Summer 
Olympic and Paralympic Games—五輪 
(gorin) means “five rings”. 

Other reasons were also cited for the 
choice, including the hope that the 
“circle of support” for the recovery of 
areas impacted by the 2011 earthquake 
and tsunami will expand.

I trust that all of you had the chance for 
a break. I expect you are fully refreshed 
and ready for the challenges ahead 

during the Year of the Horse—which is 
apparently going to be a powerful yet 
relaxed year.

While business is all about looking 
forward, allow me to look back to the last 
quarter of 2013, when we said farewell to 
two long-serving Executive Committee 
members: Vishal Sinha from British 
Airways and Paul Atkinson, previously 
of Cornes Insurance—whose personal 
contributions helped grow and shape the 
BCCJ, especially the success of the British 
Business Awards. Thank you Vishal and 
Paul, you will be missed. 

Please join me in welcoming two new 
members to the Executive Committee—
Jonathan Brunner, regional commercial 
manager, Japan & Korea, British Airways; 
and Haruno Yoshida, representative 
managing director of BT Japan. I am 
sure their contributions will be just as 
substantial as those of their predecessors.

We have an exciting year planned, 
starting with our first event on 17 January. 

Manchester United’s Jamie Reigle, 
managing director Asia Pacific, will 
share key insights about the club. BCCJ 
Executive Committee election time is also 
fast approaching. With nomination forms 
being circulated in early March, I’m sure 
this year’s election will be just as nail-
biting, if not more so, than last year’s.

On the subject of elections, the 
European Business Council (in which 
the BCCJ and all its member firms are 
stakeholders) will be electing a new chair. 
The deadline for voting will be close 
of business on 11 February. For further 
information please visit www.ebc-jp.com

I hope to see you at the BCCJ Shinnenkai 
on 30 January. All the best to you, your 
families and your businesses in 2014. 

Galloping Ahead
2014 brings fresh challenges and exciting changes

PRESIDENT

Alison Jambert
BCCJ President
@BCCJ_President

VICTORIACAZZOLIPHOTOGRAPHY
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By Julian Ryall

•	 Upcoming	film	based	on	bestseller
•	 Secrecy	law	“profoundly	disturbing”
•	 No	accountability	with	Japanese	media

Japan: Business as Usual
But not for whistleblowing boss-turned-benefactor Michael Woodford

TOP STORY

M ichael Woodford grew up 
in Liverpool and joined 
Olympus Corporation 
as a medical equipment 
salesman. He rose swiftly 

through the ranks to head the firm’s UK 
and European operations before being 
appointed president and chief operating 
officer in April 2011. The first Western 
“salaryman” to become the leader of 
a giant Japanese corporation, he was 
named chief executive officer in October 
of the same year.

Two weeks later, Woodford was fired. 
He had been asking questions about 
nearly $2bn in payments to three minor, 
“Mickey Mouse” businesses, and fees 
that were supposedly paid for advice on 
mergers and acquisitions. The Olympus 
board of directors could simply not give 
him an answer. 

After the full story of Woodford’s 
bravery and whistleblowing activities 
came to light, The	Sunday	Times, The	
Independent and The	Sun all recognised 
him as 2011 business person of the year. 

Michael Woodford MBE now dedicates his time to speaking around the world and advocating for human rights and road safety charities.

exclusive
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obedience and deference are deeply 
ingrained within corporate Japan. 

Ideally, what would you like to see happen?

I think it’s an issue for Japanese society. 
Japan is still very closed in its attitude 
toward the rest of the world and change 
cannot come from outside; it has to 
come from within. Young people in 
Japan need to be promoted not based 
on a hierarchical system, but on ability 
and talent. There should be more 
opportunities for women. Right now, 
there seems to be a lot of rhetoric but 
nothing meaningful is happening. In 
my opinion, Abenomics is just creating 
an asset bubble. There needs to be 
independence, a freedom of the spirit and 
a meritocracy, but change has to come 
from within.

What influence do you think Japan’s 
corporate culture and media had on the 
Olympus scandal and breaking the story?

Huge. I once asked a senior Japanese 
financial journalist what would have 
happened if I had given him the file 
that I gave to Jonathan Soble of the 
Financial	Times. He smiled and said his 
editor would never have allowed him 
to write the story. In the early weeks 
of the scandal, much of the Japanese 

TOP STORY

media acted like they were the press 
office of Olympus. This is something I 
find desperately worrying when, in any 
society, there exists a powerful need to 
be held accountable. If Japan goes the 
other way, such as with this secrecy law, 
then it will just make whistleblowers and 
journalists even more uncomfortable.

A free press—that is what matters 
most. It still shocks me that none of the 
mainstream media picked up the original 
story in FACTA [the Japanese economic 
monthly that first exposed inconsistencies 
in Olympus’ accounting]. That tells you 
everything you need to know about the 
relationship between the media and the 
powerful in Japan.

You are advocating more protection for 
whistleblowers, even compensation. Has 
there been any progress on this front?

I have been consumed by my membership 
of the Whistleblowing Commission, 
which issued a report on the issue on 

Nothing has 
changed in Japan. 
I find the secrecy 
law that Prime 
Minister [Shinzo] 
Abe has passed 
profoundly 
disturbing. 

In March 2012, he was named Person 
of the Year at the FT ArcelorMittal 
Boldness in Business Awards. This was 
the first time in history that four national 
newspapers all chose to honour the 
same individual. In 2012, he published 
Exposure:	Inside	the	Olympus	Scandal, 
and a screenplay for the film version 
of his experiences is currently being 
developed by Film4.

Woodford, 53, lives in London with 
his Spanish wife, Nuncy, and their 
two children.

How has your life changed, both personally 
and professionally, since the Olympus 
scandal came to light?

Totally. I now spend my time speaking 
around the world, as I care passionately 
about sharing the lessons of the Olympus 
scandal and dedicating my time to my 
human rights and road safety charities. 
I’m busier than ever before!

In what way have those activities been 
coloured by your experiences at Olympus?

I have a more jaundiced view of human 
nature. Experience has taught me that 
most people only care for themselves and 
their immediate families and won’t get 
involved in things that are “difficult”. But 
that also makes me feel thankful for the 
few people who did help me. I want to 
give back now, with my time and money, 
to help those in desperate need. In each 
of the last two years, I have given away 
a seven-figure sum to the charities that I 
support because that is what I care about. 
I have been offered two board-level jobs, 
but that is not what I want to do any 
more. Life is too short. I did want it at the 
time [when I was at Olympus], but I don’t 
want to do it again. I have realised that 
the world is a big and interesting place 
and I don’t want to live by the confines of 
corporate life. 

What changes have taken place in Japan 
as a result of the Olympus case? 

Nothing has changed in Japan. I find the 
secrecy law that Prime Minister [Shinzo] 
Abe has passed profoundly disturbing. 
One cannot say that things will never 
change, but the behaviours of blind Woodford’s best-selling novel is promoted in a London tube station.
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27 November. I was the president of a 
large multinational corporation, which 
made it much more likely that people 
would actually listen to me, but the real 
concern is how you make it easier to come 
forward in reporting wrong-doing for, 
say, a junior management accountant 
with three children and a big mortgage. 

The commission’s work has been 
acknowledged as the UK’s most 
comprehensive review to date of 
whistleblowing policies and practices, 
and it calls upon the secretary of state 
to issue a code of practice to be adopted 
in all UK workplaces. Off-the-record 
discussions with ministers suggest 
that the government will be extremely 
receptive to the report’s findings. 

Are you confident the commission’s efforts 
will genuinely protect whistleblowers in 
the future?

I believe most reasonable people will 
accept that whistleblowing is something 
to be nurtured, in that it can facilitate 
the early detection and prevention of 
wrongdoing. After experiencing my life 
spiralling out of control, with the fear of 
losing everything, my motivation now is 
simply a desire to share the lessons of the 
Olympus scandal as widely as I possibly 
can, and in doing so to make people 
think, and hopefully make it a little easier 
for the next person who needs to blow 
the whistle.

Whilst Britain can clearly do better, it 
already has some of the best protection 
in the world for whistleblowing, and 
what I’m doing with the UK commission 
sadly won’t help anybody in similar 
circumstances in Japan.

Do you have any advice for potential 
whistleblowers who want to avoid the 
spotlight?

To be honest, if they are in a junior 
position in a Japanese company, then 
given the way that the law and society 

is, I would not advise them to do it. My 
experiences have made me sceptical and 
cynical. If they are more senior, then I 
would, but they need to make sure that 
their voice is heard and that would mean 
talking to FACTA and the press from 
outside Japan.

What kind of reception have you received 
in the business world since moving back 
to the UK?

Many of the world’s largest companies 
now employ me as a consultant, to 
advise them on how not to let the same 
thing happen in their corporation. That 
is interesting to me, as I want to bring 
about change. 

They have to demonstrate that they 
have a whistleblower line that is both 
independent of the executives and is 
known about by the people who work for 
the organisation. 

One company in Japan even asked me 
to work for them, which was a positive 
surprise. But I suppose there will always 
be mavericks and independently minded 
people everywhere.

What is the status of the book and how is the 
film coming along?

The book is already a best-seller. It is 
being translated into Chinese and the 
German edition comes out in March. The 
movie is in development with The Ink 
Factory, a film production company set 
up by the sons of author John Le Carre, 
along with Film4, and there are rumours 
that Colin Firth is interested in the 
lead role! 

Do you plan to come back to Japan? Would 
you feel any legal, physical or other threat 
if you did?

I have already been back five times since 
I was fired because I miss Japan. I have 
a strong affection for the country and 
its people. I use the word “love” very 
carefully, but I really do love the Japanese 
people, and that feeling has only grown 
since I was dismissed, as it was the men 
and women on the street who touched 
and moved me. I don’t feel there is any 
great risk now, and I will definitely return 
to Japan. 

Whilst Britain 
can clearly do 
better, it already 
has some of the 
best protection 
in the world for 
whistleblowing. 

ASIA – DESTINATION  
FOR TALENT
LEADING FROM THE FRONT
2014 Hays Salary Guide.

According to our survey of employers across Asia, 63 per 
cent said business activity had increased over the past 12 
months and 71 per cent expect it to increase this year.
That’s strong evidence in support of a local economy that is both confident 
and providing jobs. But Asia’s continual demand for high-level skills 
remains a challenge. 

Having placed thousands of people across Japan, China, Hong Kong, 
Malaysia and Singapore over the past 12 months, we know it is the ability to 
make the right connections that delivers the required talent for businesses 
to thrive. 

Our expertise covers a wide spectrum of industries and professions: 

The 2014 Hays Salary Guide will be 
released in February 2014.  
Contact Hays at info@hays.co.jp  
or 03 3560 1188.

hays.co.jp

•	 Accountancy & Finance
•	 Banking 
•	 Finance Technology
•	 Human Resources 
•	 Information Technology 
•	 Insurance
•	 Legal

•	 Life Sciences
•	 Office Professionals
•	 Property
•	 Sales & Marketing
•	 Supply Chain
•	 Hays Talent Solutions



22  |  BCCJ ACUMEN  |  JANUARY 2014

By Peter Whitehead 
Editor, Executive Appointments section 
Financial Times

•	 Heavy	legal	liabilities	for	directors
•	 Avoid	group	thinking,	challenge	others
•	 Advantages	to	outsiders’	views

T he list of attributes that are 
required of a non-executive 
director (NED) is so long and 
contradictory that no board 
member in the world would 

fully fit the bill.
These people need to be supportive, 

intelligent, interesting, well-rounded 
and mature, funny, entrepreneurial, 
steady, objective yet passionate, 
independent, curious, challenging 
and more. They also need to have 
a financial background, business 
experience and a strong moral compass, 
and be first-class all-rounders with 
specific industry skills.

The work is hard, the duties and 
legal liabilities so great that they 
need to be insured against, and the 
financial rewards for those directors 
without additional responsibilities 
relatively modest.

Who would suit such a role?
Andrew Banks, chairman of Talent2 

Pty Ltd. and managing director of its 
executive search arm Talent Partners, 
says it comes back to asking a firm’s 
chairman what problems they are 
trying to solve: opening doors, 

moving into new markets, acquiring 
relevant IP?

“At the moment we have a search 
for someone who knows about 
China and steel, but also about the 
intricacies of joint ventures in China. 
This requires expertise in industry 
and geography combined with quite 
specific commercial knowledge.

“Often the problems to solve for boards 
are related to audit, legal or governance 
issues, which may not be present in the 
operation, which is why lawyers and 
accountants are often appointed to NED 
roles”, Banks said. 

Albert Ellis, chief executive of 
headhunting firm Harvey Nash, said: 
“A good non-exec, first and foremost, 
has to have a good intellect, to be able 
to grasp the concepts and issues that are 
getting more complex and are already 
very financial. So, good non-execs, 
unfortunately, have to be quite financial, 
and that means a lot of good people 
without a finance background will find 
the role difficult.

“They also have to have a very 
supportive character. It’s for the 
chairman to chair the board and show 
leadership, but the rest of the non-execs 
have to think, consider, advise and 
support. They are ultimately supporting 
the chairman. And they need to be 
reasonably interesting people who can 
contribute, be funny—and serious when 
required—and have a well-rounded and 
mature character.

“I’m very attracted to a non-exec 
who’s been a successful business person 
and then gained other skills along 
the way”.

Banks said: “Timing in a person’s life 
or career is a factor. Someone might be 
a terrible NED too early in their career. 
They need to listen and go from ‘hands on 
the steering wheel’ to sitting in the back 
seat, advising the driver. You might call 
these personality traits, such as being a 
good listener or a good questioner, but it 
is about maturity and style. When they do 
speak, they are heard”.

Murray Steele, an experienced 
chairman and non-executive director 
who spent more than 30 years as a senior 
lecturer in strategic management at the 
UK’s Cranfield School of Management, 
agrees on the need for broad experience, 
but says it can be found within the 
financial sector.

“I work with the venture capital and 
private equity industry. Their day job is 
analysing maybe 50 businesses a year, 
honing that down to 10, judging which 
five to invest in, and then going on those 
boards. That, I argue, is a relevant day-job 
skill”, Steele said.

Also a workshop director and presenter 
of the Financial	Times Non-Executive 
Director Diploma programme, Steele is 
often asked about the nature of the non-
executive role. 

A Task for Which  
No One Is Qualified

LEADERS

Non-executive director opportunity:Must be skilled in corporate governance, change management, remuneration policy, strategy development, accounting and finance, leadership, the law, etc. Must have the personal skills of a saint. Risk potentially enormous; pay and benefits negligible.
—Murray	Steele,	“So	You	Want	To	Be	A	NED”

Non-executive directors need to be first-class 
all-rounders and challenge a firm’s executives.



“It used to be a job for a lucky, gifted 
amateur, who might be in the right 
Masonic lodge or went to the right school. 
But today, it’s a professional role and the 
liabilities reflect that”, he said.

He says that being on the board 
of a listed company is a serious job 
involving challenging the executive 
directors, who will always have more 
knowledge. This means non-executives 
have to prepare thoroughly by visiting 

the business, reading board papers 
carefully and seeking other sources 
of information.

There is no longer a chance for board 
members to get away with “winging it”. 
They need to have the ability to develop 
the business, not just police it or protect 
its assets.

They have to achieve all this without 
adopting the same mindset as the 
executive directors. “When you look at 
some of the bigger disasters you find the 
non-executives’ mindset had become the 
same as the executives’, therefore you 
don’t get challenge”, he said.

Recent revisions of the corporate 
governance codes across Asia have 
focused more specifically on the role 
of the chairman and non-executives in 
challenging a firm’s executives.

“People think of challenge as negative, 
but it can be positive”, Steele said. “It’s 
not always ‘I think the products we’re 
selling are crap and we’re going to get 
into trouble’; it can be ‘why don’t you 
think of putting this into the marketing?’

“There was a theory up until the 
financial crash that a good non-executive 
could be good regardless of the business 
activity. I used to share that view. But 
talking to survivors of the crash, one of 

LEADERS

them is putting together a new board, and 
he says that, for a financial institution, he 
wants good challenging people—but there 
is so much technical detail”.

Steele concludes that it is a question 
of balance: understanding complexity is 
important, but there can be advantages 
to an outsider’s view. Can these needs 
be met by assembling the right mix 
of people?

“If I was chairman of a financial 
institution and I had six non-execs, I 
would want at least three, probably four, 
to have good technical understanding, 
but I wouldn’t want all six to. Otherwise, 
there’s a danger they won’t ask a question 
because it’s so obvious.

“It’s about team dynamics and 
harmony. If you’re someone who likes to 
get things by the throat and not let go till 
you’ve either got the answer or the victim 
is dead, it’s going to destabilise the board. 
But if you’ve got brains, you’ll know 
when to push, but then stop if you realise 
everybody is looking at you”. 

Judgment is key. 

The next FT Non-Executive Director Diploma 
Asia starts on 11 February. Visit non-execs.
com/diploma or contact Jack Yu (jack.yu@
ft.com, +852-2905-5529) for details.

There is no longer 
a chance for 
board members 
to get away with 
“winging it”. They 
need to have the 
ability to develop 
the business, not 
just police it or 
protect its assets.
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TRAINING

Preparing for  
“the Next Big One”
Embassy plans disaster courses for Britons

By Julian Ryall 

•	 Volunteer	wardens	help	spread	information
•	 More	demand	for	emergency	services
•	 Machines	simulate	big earthquakes

O ne thing most people living 
in Japan have learned over 
the last couple of years is 
that disaster can strike at 
any time and in any place. 

However, people who are prepared and 
know the most appropriate steps to take 
in crisis situations are far more likely to 
emerge unscathed. 

Since the unholy trinity of disasters—
powerful earthquake, massive tsunami 
and nuclear crisis—occurred in March 
2011, the British Embassy Tokyo has 
escalated its efforts to encourage British 
nationals to prepare for the unexpected.

That makes perfect sense, in a nation as 
prone to natural disasters as Japan.

The embassy already operates a system 
of volunteer “wardens” who are ready to 
assist in the event of a crisis. It advises all 
British residents of Japan to register for 
e-mail updates on the embassy’s website, 
to ensure they have immediate access to 
the latest information. 

The value of the warden system was 
demonstrated in the aftermath of the 
March 2011 disasters, when embassy 
teams were able to pass along valuable 
updates to the local British community 
through the volunteer network.

The embassy has been arranging a 
series of events, at disaster education 
centres around Japan, to enhance British 
residents’ knowledge of how to respond 
to a threatening situation.

“Japan has had many natural disasters 
that are difficult to deal with, so our job 
is to try and prepare people by teaching 
them what could happen, how they can 
be ready and what they should do in any 
given situation”, said Yoshikazu Sato, a 
former fireman who now gives tours of 
the Yokohama City Municipal Disaster 
Prevention Center. 

And while the most visually shocking 
disasters—earthquakes, typhoons, 
tsunami, large-scale floods, landslides and 

so on—tend to make the biggest headlines, 
Sato said there are plenty of everyday 
hazards that are just as dangerous. 

A tour of the disaster prevention centre 
starts with a powerful video depicting 
some of the worst disasters in recent 
years, including a number of large fires in 
department stores and hotels that claimed 
a considerable number of lives. 

Firemen are called out to around 1,000 
blazes every year in Yokohama, a city of 
about 4mn people crammed into 50km2. 
Official listings state most of those fires 
have “undetermined” causes or are 
classified as arson. Another major cause is 
cigarettes that have not been extinguished, 
followed by stoves and cooking fires. 

As of the first week of November, 20 
people had died in Yokohama fires during 
2013. Sato says an ageing population 
and increasingly hot summers are 
causing a surge in demand for emergency 
services. He predicted that by the end of 
2013, the fire brigade and ambulances 
would have been summoned to around 
170,000 incidents.

Visitors to the disaster centre are able 
to try their hand at putting out a fire with 
an extinguisher, as well as experiencing 
a smoke-filled room. Sato demonstrated 
how anyone caught in a smoky 
environment should cover their nose and 
mouth with a cloth, bend down and seek 
an exit. 

Visitors are also put in a completely 
dark room littered with debris and 
obstacles that need to be overcome in 
order to escape. 

Sato has several hints for managing 
such situations. Remembering not 
to panic is top of the list. He also 
recommends wetting a finger and holding 
it up to determine where a breeze is 
coming from. This will point you in the 
direction of a door. Continuing to talk with 
other people in the room is also helpful.

While earthquakes have always been a 
major concern here, the danger they pose 
was brought home dramatically with the 
Great East Japan Earthquake. Similar to 
other disaster centres across the country, 
the Yokohama facility has an artificial 
earthquake machine for visitors. 

Through simulated experiences of a 
number of major quakes, including the 
1995 Great Hanshin Earthquake and the 
magnitude-9 tremor off Tohoku in 2011, 
visitors can gain a better understanding of 
the different types of ground movements 
that can be felt on such occasions. 

“We have organised these regional 
events to give British nationals an 
opportunity to learn how to prepare 
themselves for a crisis, understand how 
the Japanese authorities will assist and 
find out what the embassy can do to 
support”, said Maria Miyazaki, vice-
consul at the embassy.

“The events will also be an opportunity 
for us and our wardens to get to know 
the local British community and gain a 
deeper understanding about regional 
crisis responses”, she said. “We hope 
as many people as possible can attend 
the events so they feel more confident 
and empowered to deal with ‘the next 
big one’”.

And while the experts may not be able 
to predict with any great certainty where 
or when the next major earthquake will 
strike, its arrival is inevitable. 

More events

18 January: Cross Pal, Niigata

7 February:  
Honjo Disaster Prevention Center, Tokyo

8 March: 
Seibu Disaster Prevention Center 

Matsudo, Chiba

“We have organised 
these regional 
events to give 

British nationals 
an opportunity 
to learn how to 

prepare themselves 
for a crisis”.



British Embassy Tokyo

T he UK government has 
made important changes to 
passport services for British 
nationals living abroad. The 
responsibility for issuing 

passports overseas has been passed from 
the Foreign & Commonwealth Office and 
its posts across the globe to Her Majesty’s 
Passport Office in the UK.

The application process was centralised 
on 10 December. British nationals in 
Japan are no longer required to submit 
passport applications to the British 
Consulate General in Hong Kong. They 
should now submit their applications 
online by visiting www.gov.uk/overseas-
passports. All the information needed is 
available on the website.

There will be no change to processing 
times. For British nationals renewing 

passports, allow at least four weeks 
from the date the fee is taken and all the 
correct documentation has been received. 
For those applying for their first passport 
or attempting to replace a lost or stolen 
passport, allow at least six weeks for 
processing. Applications may be delayed 
if the passport office needs further 
information.

The government advises applicants 
to avoid leaving renewal until the last 
minute. British nationals can apply to 
renew their passports at any time, and 
any remaining validity up to nine months 
will be transferred from a holder’s old 
passport to the new one.

This important change follows reviews 
by the National Audit Office and is 
designed to achieve economies of scale, 
greater security and consistency in 
decision-making. 

If you need to travel urgently, but 
your normal passport is not available, 

NOTICE

Passport Changes for UK Citizens
Applications should now be submitted online

you should contact the nearest Consular 
Assistance team at the British Embassy 
Tokyo (03-5211-1100) or British Consulate 
General in Osaka (06-6120-5600). 

www.gov.uk/government/world/japan

www.gov.uk/government/world-location-
news/important-change-to-passport-
service-for-british-nationals-in-japan
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By Anna Pinsky 
BCCJ Executive Committee

•	 Alternative	form	of	staff	development
•	 Free	seats	available	at	most	functions
•	 Chance	to	apply	skills	with	diverse	crowds

A s a member of the BCCJ 
Executive Committee with 
a focus on organisational 
efficiency and development, 
I believe many of our 

member companies and individuals may 
not be reaping the full benefits of their 
membership in the British Chamber of 
Commerce in Japan.

Many BCCJ partners may already know 
that free seats are available at BCCJ events 
for Entrepreneur, Corporate, Corporate 
Plus and Platinum members. Are you and 
your company taking advantage of this?

I would like to take this opportunity 
to discuss the additional advantages of 
this membership benefit. In particular, 
having staff attend chamber events 
is a great way to offer and promote 
employee development. 

Exposure to many cultures 
Global talent development, or gurobaru	
jinzai, continues to be a hot topic in 
Japan. The concept has been recognised 
by government, business and higher 
education leaders as one of the key 
challenges facing Japanese businesses, 
whether it applies to plans for expanding 
abroad or for building international 
partnerships on a domestic level.

The announcement of Tokyo’s 
selection as the host of the 2020 
Olympic and Paralympic Games has 
also put the issue in focus. There is 
now a great deal of pressure on firms 
to speed up workforce development to 
enable staff to work more effectively in 
multicultural situations.

With this increased need for staff who 
can effectively function in multicultural 
teams, it is more important than ever 
to expose staff to situations in which 
they can mix with people of different 
nationalities and backgrounds. 
Participation in multicultural networking 
events, such as those provided by the 
BCCJ, is one way to provide this type of 
exposure opportunity.

Often overlooked training tool
Talent development is not just about 
teaching new skills or imparting 
knowledge. It’s about developing a 
workforce that is better able to adapt to 
a future that promises increasingly rapid 
and unpredictable changes.

Classroom training has traditionally 
been seen as the standard for developing 
staff. However, more firms are now 
expanding their menu of growth 
opportunities to include coaching, 
mentoring, on-the-job-training, action 
learning and online learning, among 
other methods. 

Among the training tools employed, 
peer networking or networking with 
other organisations are often overlooked. 
Providing opportunities for staff to 
network and meet other individuals in 
either the same or different industries 
can expose them to new perspectives and 
ideas, which they can take back to the 
workplace to approach problem-solving 
in a more innovative manner.

A break from the normal working 
environment can also enable people to 
view business issues with fresh eyes and 
explore ways to address issues that might 
not have been apparent before.

Perhaps most importantly, networking 
is worthwhile because it allows staff to 
interact with, and learn from, a diverse 

group of individuals. Such interaction 
helps people develop the skills to 
more readily adapt to an unpredictable 
future, thereby better positioning 
your business for long-term growth 
and success.

Applying skills in real time
The field of personnel development used 
to rely heavily on teaching new technical 
knowledge or soft skills. 

However, personnel development goes 
beyond such traditional measures; it is 
also about providing opportunities for 
real-world practice of newly acquired 
skills or knowledge. 

In addition, a core function of 
individual development relates to 
increasing self-awareness, or insight into 
one’s own strengths and weaknesses.

A healthy level of self-awareness 
enables people to take control of 
their own development and be more 
proactive about finding new learning 
avenues, rather than simply waiting 
for direction from their bosses or 
human resources.

Networking is valuable in that it allows 
staff to apply new competencies, such as 
communication strategies, with different 
types of people. It also is an opportunity 
to refine self-awareness, because 
individuals can observe how people from 
a wide variety of backgrounds respond to 
their personal communication style.

Last but not least, networking can 
lead to higher motivation among 
staff who attend events such as those 
organised by the BCCJ, as attendees 
feel more valued when their company 
provides opportunities for new 
experiences above and beyond the daily 
tasks at the office.

Next steps
BCCJ members receive regular updates 
on upcoming events through various 
communication mediums, including our 
Weekly Round Up (WRU) sent via e-mail 
and notices on social media channels.

Try forwarding the WRU to your 
human resources or training and 
development department, and encourage 
them to consider BCCJ free seats as a new 
type of development opportunity that can 
complement the current training offerings 
for high-potential staff. 

NETWORK

Making the Most  
of Membership

Action learning is an 

educational process whereby 

people work and learn together 

by tackling real issues and 

reflecting on their actions.

Talent 
development is 
not just about 
teaching new 

skills or imparting 
knowledge. 
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By Suzanne Price 
President  
Price Global

•	 “Out”	employees	are	often	more	efficient
•	 Marketing	opportunities	for	this	segment
•	 Portrayal	of	gay	men	in	media	problematic

A s part of its “Diversity Beyond 
Gender” series, the BCCJ 
hosted a panel discussion 
on 26 November concerning 
the inclusion of people 

who may be lesbian, gay, bisexual, or 
transgender (LGBT). 

Given that so many clients tell me 
they “are not ready for LGBT inclusion”, 
I figured it was time to showcase why 
this matters, as well as the potential 
opportunities and best practices that 
involve these individuals in the workplace. 

Up until a few years ago, the vast 
majority of firms in Japan, including 
British ones, kept their LGBT initiatives 
in the closet. Nowadays companies that 
are truly committed to Diversity and 
Inclusion (D&I) are increasingly making 
visible, internally and externally, their 
efforts to acknowledge and engage people 
who may be LGBT.

Four panellists who are knowledgeable 
on the subject participated in the 
discussion at the BCCJ event, while I 

served as the moderator. Panellist Ian de 
Stains OBE, executive director of TELL, 
explained how people who may have 
a same-gender partner often feel the 
need to be guarded about their personal 
lives. These people may feel excluded by 
policies that others take for granted.

“Imagine needing to take a personal 
holiday when your partner’s parents pass 
away for example”, de Stains said.

Masaki Higashida, a consultant who 
owns QOCCI, a diversity marketing 
firm, added, “Heterosexuals often don’t 
realise that their gay colleagues may 
not be as comfortable as they are with 
putting a family photo on their desk, or 
that those colleagues avoid talking about 
their weekend, or do so without using 
any pronouns”.

There is a direct link between feeling 
included and being engaged on the job. 
People who have “come out” at work 
often say they can be more authentic and 
produce better work.

Yoshiyuki Hoshino, another panellist 
from Barclays Bank Plc., described some 
initiatives that organisations can put in 
place to include and retain people who 
may be LGBT. 

“At Barclays we have an LGBT employee 
network called Spectrum. Further, we have 
an ‘allies programme’ and a flag for LGBT 
allies to put at their desks to demonstrate 
their support of LGBT inclusion. These 

initiatives can promote a culture and 
mindset that expect inclusion. We also 
address LGBT in our regular D&I training 
programmes”, Hoshino said.

Shiho Ikeuchi, a panellist from Hotel 
Granvia Kyoto, was keen to share how 
her hotel is serving as a pioneer in 
LGBT marketing. The hotel was the 
first in Japan to become a member of 
the International Gay & Lesbian Travel 
Association, in 2006. 

“We realised that potential LGBT guests 
were unsure they could be comfortably 
accepted in Japanese culture. By creating 
targeted marketing, we assure them 
they are welcome and will be made 
comfortable at our hotels.

“Our efforts also increased our profile 
with non-LGBT clients”, Ikeuchi said.

Higashida concurred with Ikeuchi that 
targeting LGBT clients opens the door to 
the masses through a knock-on effect. 
Research done in the UK by the Stonewall 
charity reported that gay men earn on 
average 40% more than men in general, 
suggesting a lucrative sector of the 
population on which to focus. 

When asked what is most difficult 
about LGBT inclusion in Japan, 
panellists unanimously cited the media 
or its portrayal of gay men. Hoshino 
said, “Often Japanese working in 
large organisations believe there are 
no LGBT people working amongst 
them. Furthermore, their association 
of someone who is gay resembles the 
caricatures of people they see on TV”.

All panellists agreed the media can 
play a big part in changing people’s 
mindsets and there is a need to correct 
the misinformation and fears out there.

In Japan, there is a common belief that 
5% of the total population may be LGBT. 
In the UK, this number rises to 10%. In 
reality, however, the number is probably 
bigger, given that most people are not safe 
or comfortable being recognised as LGBT. 

On reflection, the opportunities for 
organisations become obvious. Based on 
a conservative LGBT population estimate 
of 10%, non-inclusion will turn away 
this valuable talent pool. Whether by 
targeting LGBT clients directly or by being 
transparent when an organisation has an 
LGBT-friendly environment, firms stand 
to gain in terms of human capital and 
market potential. 

BCCJ EVENT

Diversity Beyond Gender: LGBT

Clockwise from top left: Masaki Higashida, Shiho Ikeuchi, Ian de Stains OBE and Yoshiyuki Hoshino
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MEDIA

By Julian Ryall

•	 Online	adverts	to	overtake	print
•	 Programming	in	27	languages
•	 Planning	across	digital,	print media

T he technical capabilities, 
reach and methods used 
to deliver the news may be 
unrecognisable compared 
with the structure when it was 

first set up, but the British Broadcasting 
Corporation (BBC) remains committed 
to the core values of trust, integrity and 
story-telling as it nears its centenary.

With BBC services accessible in more 
than 350mn homes around the world, 
a further 60mn users of BBC.com and 
news bureaus in 19 countries—including 
Japan—Auntie Beeb is still the most 
trusted news brand in the world, according 
to Jim Egan, chief executive officer of 
BBC Global News. 

Speaking at a forum at Roppongi Hills 
on 8 October titled “The Role of Today’s 
News”, Egan suggested the BBC’s motto 
from its founding in 1927—“Nation shall 
speak peace unto nation”—may sound a 
little old-fashioned today. But, he said, 
the concept behind it has been revamped 
in tandem with the dramatic changes 
that the corporation has undergone in 
recent years.

The shift to a globalised, digitised 
connectivity means that online advertising 
is this year expected to overtake print for 
the first time. Television still controls 40% 

of the about £300bn spent on advertising 
each year and remains the most popular 
medium for conveying information. 
Nevertheless, news is becoming more 
mobile, real-time and social.

“Over the last 10 years, we have 
redeveloped and renovated the BBC’s 
headquarters and created the New 
Broadcasting House, with 3,000 
journalists in what we call ‘The World’s 
Newsroom’”, he said. 

With the upgraded facilities and 
technical capabilities comes the updated 
slogan, “Live the Story”. Egan pointed out 
the three elements that put the BBC well 
ahead of its rivals. 

The first is the BBC’s extensive 
reach. The BBC has more reporters in 
other countries than any other news 
organisation. Moreover, while the 
growth of the internet and the advent of 
new technology have encouraged other 
news providers to retrench—which has 
“wreaked havoc” on their coverage, he 
said—the BBC has invested in extending 
its reach. 

In sub-Saharan Africa, there are no 
fewer than 65 correspondents, and 
there is a similar number in India, he 
said. And the bureau in Japan is kept 
busy with difficult stories, including the 
ongoing crisis at the Fukushima Daiichi 
Nuclear Power Plant.

The BBC’s next competitive advantage 
is that it operates in 27 languages. 
Although it has been doing this for 
many decades, advances in translation 
technology have made it easier and faster 

to put together multilingual news reports 
and repackage them for different media, 
including radio, television and online.

Japanese is an exception to the BBC’s 
language options, Egan admitted, 
although viewers here are able to watch 
120 hours of Japanese-language news 
every week on BBC World. 

The third area in which the institution 
has an edge is multimedia—rather than 
“many media”, he said. While many news 
organisations are investing in a wide 
range of media types, few of them are 
creating genuinely multimedia news.

“Print may be moving to digital, but 
this is being done in separate, un-
integrated teams”, he said. “At other 
news organisations, story planning, for 
example, is surprisingly un-integrated”.

The BBC operates a single news 
planning team across its television, 
radio and online output, and has invested 
£1bn in its state-of-the-art news centre 
and technology. 

Egan’s presentation was followed 
by a panel discussion on the state of 
the media in a rapidly evolving world, 
with the BBC chief underlining the 
organisation’s commitment to verifying 
and checking details before releasing its 
news—although he admitted that no news 
organisation is infallible in this respect. 
With the rapid growth in footage that 
can be provided by viewers equipped 
with little more than a mobile phone, 
this is an issue that will continue to 
cause concern. 

Another area of discussion was 
media reaction in the aftermath of 
the Fukushima nuclear disaster, 
with William Pesek, the Tokyo-based 
columnist for Bloomberg	News, saying 
that Japanese media had declined to use 
the term “meltdown” when describing 
the situation at the plant’s reactors.

“The foreign media may have 
exaggerated the situation, but the 
Japanese mainstream media underplayed 
the danger”, he said. “The Japanese 
media was far more interested in 
maintaining stability than in informing 
people about what was really going on”.

In his final comments, Egan said, 
“We are admittedly—and proudly—
British, but we are aiming to provide 
a global perspective for the rest of 
the world”. 

Wider Reach, Same Values
BBC holds firm in new multimedia era

Jim Egan, CEO of BBC Global News, at Roppongi Hills in October
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By Jun Hashimoto 
Partner 
Deloitte Tohmatsu Tax Co.

• Plans	to	tackle	“regressive”	consumption	tax
• More firms may outsource compliance
• Policy credibility at stake

J apan’s consumption tax, 
introduced in 1989 as a levy on 
the supply of goods and services, 
is similar to the European value-
added tax (VAT). Initially 3%, the 

rate was increased to the current 5% in 
1995. Although politically sensitive due 
to the burden it places on consumers, the 
tax is an important source of revenue for 
the Japanese government. It accounts for 
20% to 25% of the total tax raised, which 
is greater than the contribution from 
corporation tax.

Discussions on consumption tax reform 
have been ongoing for several years, and 
in preparation for the recently confirmed 
rate increase, two changes were made in 
2012. First, the definition of “consumption 
taxpayers” (i.e. entities obliged to report 
their consumption tax liability to the 
tax authorities) was widened. Next, 
rules concerning the computation of 
consumption tax liability amounts were 
amended. Both changes were enacted 
in response to criticism that certain 
exemptions and deductions effectively 
allowed businesses to keep some of the 
consumption tax paid by their customers, 
rather than pass it on to the government.

The much-debated consumption tax 
hike that was confirmed in October by 
Prime Minister Shinzo Abe is scheduled to 
be introduced in two stages. 

From 1 April, the rate will rise to 8%, 
and then on 1 October 2015, the rate is 
expected to increase to 10%. A decision 
on whether to proceed with the 2015 
increase will be made after an assessment 
on the prevailing economic conditions. 

The 8% rate will apply to all 
transactions from 1 April, unless certain 
transitional measures apply, in which 
case the current 5% rate will persist for 
specific transactions.

The consumption tax hike is part of 
a policy response to Japan’s ballooning 
public debt; the government debt now 
exceeds ¥1 quadrillion (nearly £6trn). 

The increase in government borrowing 
is in large part due to the well-
documented need to finance Japan’s 
mounting social security liabilities. As 
the birth rate remains low, the number 
of working-age people is set to be fewer, 
and thus the expected revenue from 
individual income taxes will surely 
decline. Raising the consumption tax is 
one way to help fill the gap, as the tax is 
borne across all age groups. 

From a bureaucrat’s perspective, the 
consumption tax is also a more stable 
source of revenue than income tax, as it 
is arguably less sensitive to the ebb and 
flow of economic conditions.

The government though must balance 
consumers’ wishes to keep taxes low 
with the need to retain the trust of the 
international financial world. There are 
concerns that any erosion of confidence 
in Japan’s ability to manage its debt levels 
could cause government bond prices to 
fall and interest rates to rise. In such a 
scenario, the increased cost of servicing 
debt could push borrowing requirements 
ever higher. To avoid such a vicious 
cycle, there was seemingly a rising sense 
that increasing the consumption tax rate 
was unavoidable.

In spite of the potential treasury 
benefits, support for a rate hike has 
understandably been more muted among 
consumers. A frequently voiced criticism 
is that consumption tax is a “regressive” 
tax—uniformly applied regardless of 
ability to pay, such that the burden is felt 
more acutely by lower income groups. 

In response to this, the recently 
announced 2014 tax reform proposals 
indicate that the government will 
consider introducing a system of multiple 
consumption tax rates to mitigate the 
impact of the rate hike. Details are still 
undecided, but the expectation is that the 
consumption tax rate on basic necessities 
such as food and certain household items 
will be reduced. However, such a system 
is unlikely to be introduced before the 
increase to 10% in October 2015.

Although likely to be welcomed by 
consumers, the introduction of multiple 
rates would make the consumption tax 
system more complicated and harder to 
administer, particularly for small and 
medium-sized businesses. As complexity 
of the system increases, firms will need to 
review their business processes and their 
financial systems’ capability to deal with 
the changes.

For large organisations, this may entail 
a review of existing enterprise resource 
planning systems (e.g. SAP, Oracle), and 
a decision on whether to customise with 
additional functionality or integrate with 
a “bolt-on” application that specifically 
deals with consumption tax requirements. 

For smaller firms that lack the 
resources to properly evaluate and 
deal with the changes, the new rules 
may shape a decision on whether to 
begin outsourcing bookkeeping and tax 
compliance functions.

As finance departments are 
increasingly being asked to contribute 
more to their organisations using fewer 
resources, the challenge of understanding 
and evaluating options in regards to 
consumption tax changes is something 
that will need to be budgeted for, in 
terms of management time as well as 
money. Even for those businesses for 
which consumption tax is a cost that 
is exclusively borne by customers, it 
will still be necessary to manage the 
cost of administering the increasingly 
complex tax system and ensuring the 
availability of appropriate data for 
compliance purposes. 

Careful planning will therefore be 
required to ensure that, as future changes 
to consumption tax laws are clarified, 
businesses are prepared and able to 
efficiently meet their tax compliance 
obligations. 

TAX

Rate Hike Needs  
Careful Planning

The consumption 
tax hike is part of a 
policy response to 
Japan’s ballooning 

public debt; the 
government debt 

now exceeds 
¥1 quadrillion 
(nearly £6trn). 



The graduating high school class of 2013

The British School in Tokyo (BST) has enjoyed an enviable 
reputation for the provision of high quality education since 

first opening its doors in Shibuya 25 years ago, and the past 
year has seen its star rise even higher. An Executive Member of 
the Council of British International Schools, and one of only 48 
schools worldwide to have been independently inspected and 
accredited under the new standards for British Schools Overseas, 
BST has long recognised the importance of recruiting, developing 
and retaining outstanding teachers. 

In recognition of this, at the 2013 BCCJ British Business Awards, 
the school became the first recipient of the Global Talent award, 
sponsored by the British Council Japan. We regard this as a special 
honour and a very timely endorsement of the high standards we 
set for ourselves as we prepare to celebrate our 25th anniversary.

Following the achievements of our first A-level students and 
their success in winning places at some of the top universities in 
the UK, the class of 2013 was keen to emulate its predecessors. 
Just the second cohort of 18-year-olds to graduate, this year’s 
group certainly set the bar high for those who will follow them. 
Remarkably, more than 40% of all entries were graded A*/A, 
and well over 60% were awarded a B grade or better. Given 
that no fewer than 10 A*/A grades were attained in Maths and 
Further Maths, it is perhaps not surprising that seven students 
are now studying at either the London School of Economics and 
Political Science, University College London or Imperial College 

London. Other courses followed by BST’s latest alumni include 
Architecture at Glasgow, English Literature at Reading and 
Chemical Engineering at Manchester. 

Further highlights were the achievement of six A*/A grades 
in the Extended Project Qualification and three Distinctions 
awarded in the AQA Baccalaureate, clearly illustrating that a 
balanced BST education is both well-rounded and tailored to 
accommodate the particular interests of individual students. 

The relatively recent introduction of A levels at BST has led 
to a dramatic increase in enquiries from ambitious students 
of all nationalities who are keen to win places at prestigious 
universities overseas. In 2013, the number of graduates rose 
again, and students have been offered places at some of the 
UK’s most sought-after institutions. But Britain is not the only 
destination of choice. Young people today see themselves as 
global citizens and they recognise that A levels offer an academic 
passport that can take them almost anywhere. There is certainly 
increasing interest in the US and a number of students are 
looking towards Australia and New Zealand. 

Most universities worldwide are very familiar with Britain’s 
public examination system and are more than happy to accept 
students with A levels or their equivalent. In fact, the specialist 
nature of British Sixth Form courses means that students with 
better grades can expect to earn significant credit—sometimes 
up to a whole year’s worth of study. At Harvard University, for 
example, students need to have at least three A/B grades to 
matriculate (earn a place), but three A grades will merit a full 
year’s academic credit. Boston College will offer two courses of 
credit for A/B grades, while C grades will earn one semester’s 
credit. Plus, Princeton clearly states on its website that A/B 
grades will earn Advance Placement credit. It is a similar story 
across the world.

As an international school of 775 students aged 3–18, BST is, 
of course, much more than an A-level school. All examinations 
are important, and many parents are impressed by the rigour 
and structured progression of our particular brand of British 
education. That said, students here learn so much more than how 
to pass exams. Sport, music and drama are woven into the fabric 
of school life, and both community service and adventurous 
activity are real strengths. From their early years in our Nursery 
and Reception classes, children are given countless opportunities 
to develop the independence and resilience that will enable them 
to take the next step in their education—wherever it might take 
them—with confidence and a smile.

PUBLICITY
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By Brian Christian 
Principal 
The British School in Tokyo

•	 “21st	century	competencies”	a	main	idea
•	 Students	should	develop	seven	attributes
•	 Prevailing	concept	is	being	balanced

M y father lived through 
what the Chinese might 
call “interesting times”. 
Born in the early 1930s, by 
the time he entered his 70s 

he could look back on an unprecedented 
era of change. As a boy he learned 
to plough with a horse; his brothers 
emigrated from the UK to New Zealand in 
the 1950s and, just once a year, he booked 
a long-distance telephone call to speak 
to them; he watched the assassination of 
US President John F Kennedy on a grainy 
black and white 14-inch TV screen—his 
first. He never owned a mobile phone or 
a computer.

The world certainly changed in my 
father’s lifetime, but it is changing so 
much more quickly in mine. Throughout 
his working life, and probably the lives 
of his father and grandfather too, the 
skills most workers needed were fairly 
constant. You had to know your trade, 
you had to be able to get along with 
others, work hard, and be professional—
which meant being efficient, prompt, 
honest and fair. 

You also had to know how to follow 
instructions. For a very long time schools 
have been good at teaching these skills, 
and no one disputes that we still need 
them. But the 21st century demands more.

Students of today also need to learn 
to think deeply about issues, to solve 
problems creatively, to communicate 
clearly across a wide range of media, to 
adapt to ever-changing technologies, and 

to deal with an almost infinite expanse 
of information. The pace of change in 
our world requires young people to be 
responsive, proactive—taking the lead 
when necessary—and prepared to risk 
making mistakes.

This year the British School in Tokyo 
(BST) is celebrating its 25th anniversary. 
A quarter of a century may only be a 
heartbeat in a country with Japan’s 
long and distinguished history, but 
the world has raced on at break-neck 
pace since Lady Margaret Thatcher 
declared the school open in 1989, and 
teachers have had to learn to move just 
as quickly.

Educators all over the world are 
now so familiar with the recent concept of 
“21st-century competencies” that the term 
has become something of a cliché. Here at 
BST, we decided to mark our anniversary 
by reflecting upon and redefining 
the education we aim to offer today’s 
students, by identifying and articulating 
the skills and personal qualities we feel 
they will need to thrive in the world they 
will inherit. 

We turned to our wider community 
for guidance—to our parents and their 
network, to former students and their 
parents, and to schools and educational 
organisations across the world. The 
result is a series of seven attributes, the 
hallmarks of a learner who has something 
of value to offer in tomorrow’s world.

To begin, we believe students 
should learn balance. I know that it is 
fashionable these days to talk about 
passion, commitment and single-
mindedness. Admirable though these 
qualities may be in the right context, it 
is possible to have too much of a good 
thing. A totally committed, single-minded 
individual with a passionate attitude 
might turn out to be an Olympic athlete or 
a brilliant musician; or alternatively, that 

person may become a blinkered fanatic—
or perhaps just a bore.

Let there be no misunderstanding: I am 
entirely supportive of the wholehearted 
pursuit of excellence, just not at the 
expense of everything else. I know of 
schools that make it very clear that 
academic success is all that counts: 
top grades are all that matter and you 
can forget about football. These exam 
factories have their place and I know they 
often have long waiting lists, but where is 
the balance? 

From this starting point, it seems 
to be a somewhat natural progression 
to encourage students to be resilient, 
inquisitive, thoughtful, independent, 
self-assured and honest. These are now 
the characteristics that define our work 
and, while the more discerning among 
you may have noticed that the first letters 
of the attributes in this list spell out the 
word British, this is not because we think 
these are qualities exclusive to a British 
education; far from it. 

These are the characteristics that all 
young people will need to develop and 
live by if they are to move confidently and 
successfully through the rapidly changing 
world of the 21st century. 

A British Education 
for Tomorrow’s World

The pace of change in our world 
requires young people to be responsive, 
proactive—taking the lead when 
necessary—and prepared to risk 
making mistakes.

BST students on a field trip to Hakuba.

EDUCATION  |  INDUSTRY
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THE A-LIST OF EDUCATION

Company Name: The British School in Tokyo

Address: 1-21-18 Shibuya
Shibuya-ku, Tokyo 150-0002

Contact: Shoko Unabara, admissions

Telephone: 03-6418-5351

Email: admissions@bst.ac.jp

Website: www.bst.ac.jp

Established in 1989, The British School in Tokyo (BST) provides a top quality 
education in central Tokyo for 800 international pupils aged 3–18.

BST is unique in Japan as it follows the English National Curriculum from 
Nursery to A-levels, preparing pupils for entry to universities worldwide. 

A recent independent inspection confirmed BST as “excellent”, the highest 
mark possible. Described as a dynamic, creative environment, the inspectors 
highlighted that the pupils’ overall achievement is excellent and BST staff show 
true commitment to ensuring the welfare, health and safety of pupils.

With a full range of extracurricular activities and an outstanding sports 
programme, we pride ourselves on our pupils being well-rounded individuals, 
fully equipped for the challenges of the future.

•	 Co-educational
•	 Ages 3–18
•	 800 students of 60 nationalities
•	 Central Tokyo location
•	 Full programmes for sport, adventurous activities and the creative arts
•	 Outstanding academic results

PROGRAMME / CURRICULUM

Company Name: Graduate School of Management,  
GLOBIS University

Address: Sumitomo Fudosan Kojimachi Bldg.
5-1 Niban-cho
Chiyoda-ku, Tokyo 102-0084

Contact: English MBA Admissions Office

Telephone: 03-5275-3850

Email: imba@globis.ac.jp

Website: www.globis.ac.jp

Starting from scratch in 1992, GLOBIS has grown into one of Asia’s fastest-
growing business schools, with over 7,000 students studying at campuses across 
Japan and subsidiaries in Singapore and Shanghai. Widely recognised as Japan’s 
top MBA provider, GLOBIS offers a two-year part-time programme and a one-year 
full-time programme, both entirely in English, in the heart of Tokyo.

A former start-up with its own venture capital arm, GLOBIS has a strong 
entrepreneurial spirit, and provides a highly practical education while focusing 
on deep self-reflection and development of students’ core values. Through these 
means the school aims to develop visionary leaders who create and innovate 
societies.

GLOBIS holds regular open campuses at which participants can experience a free 
MBA trial class. Come and see the GLOBIS difference for yourself!

•	 One-year full-time MBA
•	 Two-year part-time MBA
•	 Pre-MBA (A trial period in which students can take up to 10 courses from 

our MBA programme)

PROGRAMME / CURRICULUM

Company Name: Hitotsubashi University Graduate School 
of International Corporate Strategy

Address: National Center of Sciences
2-1-2 Hitotsubashi
Chiyoda-ku, Tokyo 101-8439

Contact: Hiroshi Kanno, dean

Email: ics-info@ics.hit-u.ac.jp

Website: www.ics.hit-u.ac.jp

Hitotsubashi ICS provides an ideal environment for developing global leadership 
skills, with its diverse student body and a curriculum that combines skills and 
knowledge offered by a global standard MBA programme with an emphasis on 
Japan and Asia. 

The one-year and two-year MBA programmes are taught entirely in English, at 
our central Tokyo campus. Hitotsubashi ICS is part of one of the oldest and most 
distinguished universities in Japan, whose network of academic and corporate 
partners reaches worldwide.

Hitotsubashi ICS has launched an international partnership with Peking University 
and Seoul National University. The goal of this BEST Alliance is to facilitate 
collaborative research and educational cooperation between the three prominent 
business schools. Activities include student exchange programmes, a dual degree 
programme and faculty research collaboration.

•	 1-year full-time MBA
•	 2-year full-time MBA
•	 DBA (Doctor of Business Administration)

PROGRAMME / CURRICULUM
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Company Name: Nishimachi International School

Address: 2-14-7 Moto Azabu
Minato-ku, Tokyo 106-0046

Contact: Kiki Jiang-Yamaguchi, admissions officer

Telephone: 03-3451-5520

Email: admissions@nishimachi.ac.jp

Website: www.nishimachi.ac.jp

Conveniently located in central Tokyo, Nishimachi International School is a  
co-educational, non-sectarian, K-9 day school that offers a vibrant education 
in English and Japanese to children from all over the globe. 

Nishimachi’s mission is to educate students to be internationally minded and 
independent thinkers, and the school is committed to developing strong language 
and communication skills, analytical and inquiring minds, cross-cultural sensitivity, 
creativity, flexibility and the ability to work well in groups.

For over six decades, students have left Nishimachi well equipped to meet the 
challenges of higher education, careers and a fast-moving world. 

The school features a unique international curriculum. The main language 
of instruction is English. In addition, every student has one daily class of 
Japanese, covering language, culture and history, which deepens and 
enriches the international experience. 

The school awards scholarships to select students from a variety of 
socioeconomic and cultural backgrounds through the Outreach Scholarship 
Program for student diversity.

PROGRAMME / CURRICULUM

Company Name: Yokohama International School

Address: 258 Yamate-cho
Naka-ku, Yokohama 231-0862

Contact: Susan Chen, admissions  
& student affairs manager

Telephone: 045-622-0084

Email: admissions@yis.ac.jp

Website: www.yis.ac.jp

Founded in 1924, Yokohama International School (YIS) remains committed 
to providing the highest quality, balanced education to internationally minded 
students aged 3–18 in an inquiring and supportive learning environment. 

We pride ourselves on our strong academic programmes, wide range of student 
activities, spirit of innovation, and close-knit community. Just over 30 minutes 
from Tokyo, YIS is an independent, not-for-profit school fully accredited by the 
Council of International Schools and the New England Association of Schools 
and Colleges.

Centred on International Baccalaureate (IB) core curricula:
•	 IB	Primary	Years	Program	(ELC	to	Grade	5)
•	 IB	Middle	Years	Program	(Grades	6–10)
•	 IB	Diploma	Program	(Grades	11	&	12)

Our students seamlessly integrate information technology into their learning 
through our Connected Learning Community, learn about music and arts 
through our International Center for Japanese Culture, and can earn our 
Global Citizen Diploma, which recognises their many achievements within 
and beyond the classroom.

PROGRAMME / CURRICULUM

Company Name: International School of the Sacred Heart

Address: 4-3-1 Hiroo
Shibuya-ku, 150-0012

Contact: Yvonne Hayes, headmistress

Telephone: 03-3400-3951

Email: info@issh.ac.jp

Website: www.issh.ac.jp

We are a multicultural private school with a co-ed Kindergarten section and all 
girls from Grades 1–12. 

Our curriculum is drawn from worldwide best practices in education. ISSH is 
accredited by the Western Association of Schools and Colleges and the Council 
of International Schools, and is a member of the global Network of Sacred Heart 
Schools and the Society of the Sacred Heart.

Parents choose our school because of our welcoming and nurturing community, 
excellence in academics, Sacred Heart values, convenient location and 
outstanding facilities. 

Come see how we inspire hearts and minds, and foster a passion for learning and 
zest for life.

•	 Advanced Placement Program in Grades 11 and 12 that offers college-level 
courses in all subjects 

•	 Kindergarten and Junior School follow the International Primary Curriculum 
•	 A comprehensive Values and Personal Education programme
•	 K-12 English as a Second Language 
•	 Testing programmes include the ISA, PSAT, SAT, and AP

PROGRAMME / CURRICULUM



Y okohama International School 
(YIS) enjoys a reputation 
throughout Asia and the 
wider international school 
community as an institution 

with passionate and dedicated educators, 
driven to keep YIS at the forefront of 
international education while still 
maintaining our small-school feel and 
strong sense of community and culture. 
Internationalism is at the heart of our 
school’s culture, with nearly 50 countries 
represented amongst our students 
and faculty.

International Curriculum
YIS families are globally mobile. Our 
students come from and move on to 
schools all over the world, including 
other international schools as well as 
local schools under national education 
systems. As an IB (International 
Baccalaureate) World School, our 
academic programme centres on three IB 
modules: the IB Primary Years Program, 
taught in our Early Learning Center and 
primary school; the IB Middle Years 
Program, taught in grades six to 10; and 
the IB Diploma Program, taught in grades 
11 and 12. 

Not only is IB the most respected and 
widely followed academic system in the 
international school community, but it 
has also been adopted by an increasing 
number of schools in the UK, US and 

other countries that aim to foster the 
communication skills, critical thinking 
and global perspectives young people 
will need to thrive in an increasingly 
interconnected world. 

Academic Rigour, Balance and Innovation
At YIS we pride ourselves on offering 
a well-balanced education with 
opportunities for students to excel in 
many different areas. Academics are, of 
course, one priority. The hard work and 
talents of our students are reflected in 
their achievements in external exams, as 
their marks are consistently above global 
averages. In addition, our students enter 
leading universities in Europe, North 
America and around the world. 

Innovative YIS programmes provide 
students with a host of distinctive 
opportunities. For example, they can 
learn about Japanese music, arts and 
culture through our International 
Center for Japanese Culture here on 
campus. They can also seamlessly 
integrate information technology into 
their education through our “Connected 
Learning Community”, take part in 
local and overseas community service 
programmes, and, for those in secondary 
school, seize the opportunity to complete 
the Global Citizenship Diploma (GCD). 
Introduced in the 2011–12 school year, 
the GCD complements the academic 
rigour of the IB Diploma Program by 

recognising a student’s whole education 
and accomplishments—learning that has 
taken place in the classroom, within the 
larger context of the school and in the 
world beyond. 

Warm, Welcoming School Community
Something that is frequently highlighted, 
by families with children currently 
enrolled and visitors alike, is the close 
sense of community that exists at YIS. 
A strong sense of care and belonging 
is also fostered by our active PTSA 
(Parent Teacher Student Association), 
which reflects our pride in the diversity 
of our community. This cultural mix is an 
important element of international school 
education, and the experience gained 
by everyone involved is much richer 
because of it.

Pleasant Atmosphere,  
Convenient Access to Tokyo
Located in the leafy historic Bluff district 
of Yokohama, YIS is well placed to take 
advantage of the pleasant environment 
that Yokohama provides. It is also 
extremely convenient for families who 
choose to live in Tokyo—just over 30 
minutes away by express train. A great 
number of our students commute from 
Tokyo every day, with the nearest 
station only a five-minute walk from our 
front gate.

Welcome to YIS
Choosing a school for your children 
involves many considerations, but 
ultimately it is about finding the right fit. 
We invite you to visit us and experience 
YIS first-hand. 

YIS: A Truly 
International 
Learning 
Community
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By Nicolas Maclean CMG 
Co-chair 
Japan400

L ast year’s Japan400 celebrations 
attracted a huge wave of 
enthusiasm; the anniversary 
website notched nearly 130,000 
hits and over 220 total events 

were held in Britain and Japan. 
A prime aim of Japan400 was achieving 

historical resonance, in terms of both 
people and places, and making the events 
an opportunity for strengthening the UK–
Japan partnership.

The visit to London and Gillingham 
by Hirado Mayor Naruhiko Kuroda in 
October 2012 kicked off Japan400, as 
Kuroda coordinated related events in his 
own city as well as others. Additional 
significant events were as follows.

• On 10 January 2013, over 80 people 
came to the Japan400 launch at the 
Foreign Press Association in London. 

• Later that month, the bilingual 
production of Anjin opened to huge 
acclaim at the Sadler’s Wells Theatre, 
with a large embassy and business 
attendance. 

• On 5 February, many influential people 
attended the inauguration of the 
anniversary campaign at Skinners’ 
Hall, where the East India Company was 
founded. After a historical briefing by 
Professor Timon Screech, Japan 400 co-
chairman, the Duke of Gloucester, royal 
patron of the Japan Society, delivered 
the keynote speech. The duke and 
Noriyuki Shikata, political minister at 
the Embassy of Japan in the UK, toasted 
Japan400 with sake sent from Hirado.

• On 11 June, the day Captain John Saris’ 
ship the Clove first reached Japan in 
1613, the “Voyage through Words and 
Music” concert was held at Fulham’s 
All Saints Church, where Saris lies 
buried. Ambassador of Japan to the 
UK Keiichi Hayashi spoke and the 
Marquess of Salisbury re-enacted 
the role of his ancestor, King James’ 
chief minister, in briefing the king 
about preparations for Saris’ mission. 
Evan Davis, of the BBC’s “Today” 
programme, also read excerpts from 
Saris’ journal. 

• The same day in Tokyo, British 
Ambassador to Japan Tim Hitchens 
CMG LVO hosted a reception and 
historical lecture at the embassy by 
Professor Screech. 

• On 8 September, a telescope was 
presented to the Japanese, on the 400th 
anniversary of the date on which Saris 
presented the shogun Tokugawa Ieyasu 
with a telescope from King James—the 
first ever to leave Europe. Thanks to 
sponsorship by Robin Maynard MBE, 
honorary member of the British 
Chamber of Commerce in Japan, it 
was viewed at Hatfield and then at 
the Tower of London, at a reception 
hosted by the chairman of the Royal 
Armouries, in front of the reciprocal 
gift of armour sent to King James by 
Shogun Ieyasu in 1613.

• The same day in September also 
marked the start of Japan400 Week, 
including the major business seminar, 
“Japan & Britain in Partnership: 
meeting challenges of the 21st 
century”. Speakers included Akira 
Matsura, Hayashi Haruki of Mitsubishi 
Corporation International (Europe), 
Willie Walsh of International Airlines 
Group, Nagayama Osamu of Chugai 
Pharmaceutical Co. Ltd, Sir Stephen 
Gomersall of Hitachi Ltd and Arima 
Jun of JETRO London. This was 
followed by dinner at Guildhall at the 
invitation of Alderman Roger Gifford, 
the first Japanese-speaking Lord Mayor 
of London. 

• The week also included tea dedications 
by Akira Matsura of the Chinshinryu 
Association, in the church where 
William Adams was baptised, and at the 
Banqueting House, Whitehall, with the 
Duke of Gloucester and Lord Salisbury 
again present for a celebration of 
“Two Cultures United by Tea”. Images 
of King James looked down from the 
magnificent ceiling illustrated by 
baroque painter Sir Peter Paul Rubens. 
The duke welcomed the guests, many 
of them from the Japanese business 
community, in a speech that showed 
his interest in architecture and history 
as well as his affection for Japan.

• On 9 September, Lord Salisbury hosted 
a Japan400 lunch at Hatfield House, 
built by his ancestor, with Japanese 
and British business leaders and 

Akira Matsura, whose ancestor first 
welcomed the British in Hirado.

• The Japan Matsuri was celebrated with 
a Japan400 element in Trafalgar Square 
on 5 October. 

• On 26 November, the anniversary 
of the 1613 inauguration of the 
English Trading House in Hirado 
was commemorated with a memorial 
plaque. This was dedicated by the 
bishop of Stafford in St. Chad’s, 
Seighford, in memory of Richard Cocks, 
head of the Trading House, who was 
baptised in that church but died at sea 
on his return home in 1623.

Ongoing initiatives
In addition to this roster of events, 
Japan400 officials are undertaking a 
series of legacy projects, including some 
through schools and the creation or 
restoration of memorials.

On 6 December, when 400 years earlier 
the Clove was leaving Japanese waters 
to return home, Japan400 and the East 
India Company presented Tokugawa 
Tsunenari with a special gift at the Tower 
of London. Tsunenari, the 18th head of 
his family since Shogun Ieyasu, received 
a commemorative coin approved by 
HM The Queen, showing King James, 
Tokugawa Ieyasu and the Clove on one 
side and the Queen’s head on the other. 
Shizuoka Mayor Nobuhiro Tanabe looked 
on, having brought a large delegation to 
connect Japan400 with Shizuoka’s own 
project, Ieyasu400, which in 2015 and 
2016 will mark the death of Ieyasu four 
centuries earlier. 

There were also numerous events 
that took place in Japan during the 
celebratory year. The Japan400 initiative 
should lead to enhanced opportunities 
for cooperation in key business sectors, 
including tourism. 

The Guildhall business seminar, for 
example, was open to everyone, and 
had high attendance by both British 
and Japanese participants. It was an 
important example of how firms in Britain 
and Japan are working together to achieve 
success in an uncertain world. 

Finally, the monetary and in-kind 
support generously provided by 
many Japanese and British firms and 
individuals is a tribute to the strength of 
the bilateral relationship. 

ANNIVERSARY

Japan400 Events 
Helped Business, Human Ties 
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By Brandi Goode

•	 In	2012,	UK	music	tourism	grossed	£2.2bn	
•	 Virgin	flight	hosted	first-ever	live	DJ	session

W hat is your favourite UK 
music destination?

The live houses of 
London’s Soho district 
may be world renowned, 

but what about Liverpool, Manchester 
and Glasgow, which now boasts more live 
gigs than anywhere else in Britain? 

Putting the UK’s lesser-known music 
capitals on the map—a physical map 
showing Britain’s musical heritage—is 
just what the government aims to do as 
part of its Music is GREAT campaign, 
according to Ashley Harvey, VisitBritain 
country manager Japan.

Readers may be familiar with other 
aspects of the GREAT campaign and 
the seven pillars being promoted in 
Japan by the tourism agency, including 
Countryside and Heritage. These are 
traditional draws that have always 
appealed to Japanese tourists. 

Of late, the Food is GREAT campaign 
has been in the spotlight, as diverse 
branches of the government strive to 
reverse British cuisine’s unsavoury 
and outdated reputation.

Unlike food, music has held its own 
abroad, ever since popular affinity with 
British artists kicked off in the early 
1960s, when The Beatles burst onto the 
scene. However, Harvey and his cohorts 
believe music as a tourism hook has not 
yet been fully exploited.

Inspiring travel through music is 
clearly a worthwhile pursuit. According 
to Wish	You	Were	Here:	Music	Tourism’s	

Contribution	to	the	UK	Economy, released 
by the VisitBritain head office in October 
2013, music tourism added £2.2bn to the 
UK economy in 2012. While just 6% of 
music tourists came from overseas, these 
visitors accounted for 20% of total spend.

Inspiring travel with tunes
Harvey recognises that the Japanese 
market requires a degree of education, 
particularly when it comes to independent 
musicians without chart-topping hits.

In full agreement is Guy Perryman, 
Tokyo’s leading advocate of British bands 
and the host of London Hit Radio on 
InterFM. Foreign artists, he says, receive 
very little, if any, media attention here 
through the pop-heavy outlets of MTV 
Japan and Space Shower TV. 

Those who do get radio or television 
play are typically billboard artists. So, 
where does that leave up-and-coming 
musicians? “How do you get into the top 
40 if people don’t play your music in the 
first place?” he wondered.

Perryman and Harvey, who also 
deejays in his spare time, both believe the 
best way to promote music here is simply 
to get behind the artists they like, using 
their years of experience in the industry 
to try and spot talent that is on the cusp of 
breaking out globally.

“We’re all chipping away at the block to 
bring great music, that may not be heard 
otherwise, to Japan”, Perryman said.

In addition to exposing audiences 
to under-publicised bands on his radio 
show, which often focuses on artists 
who are touring Japan during the month, 
Perryman says the best part of his job is 
interviewing music-related personalities. 

Interviews are also a key part of 
Harvey’s activities for VisitBritain. 
Targeting artists who are keen to promote 

TOURISM

Ching, 
Ching!
The tills are alive with the 
sound of music as tourists 
flock to UK festivals, gigs 
and clubs

Andrew Levy (left) of Brand New Heavies with Ashley Harvey (centre) and Guy Perryman at Brooklyn Parlor in Shinjuku.

Mumford and Sons was a headliner at the 2013 Fuji Rock Festival.
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never really knew who was listening or 
what they were doing. Now, people send 
in questions during the show and we can 
have a real-time conversation”, he said.

It takes a village
VisitBritain and Guy Perryman are not 
alone in their UK music evangelism. The 
tourism agency works closely with P-Vine 
Records, a local soul/blues/funk label 
that often brings British artists to Japan. 
Blue Note Tokyo is another key partner. 

In 2013, the agency organised two 
British music “takeover nights” at Blue 
Note’s sister establishment, Brooklyn 
Parlor. These events were promoted 
through the SNS channels of both 
VisitBritain and Guy Perryman, and 
received coverage in the Blue Note 
Group’s regular newsletter, which has 
a run of about 80,000.

The September event included an 
appearance by UK band Brand New 
Heavies, who happened to be playing 
at Blue Note the following evening. 
Harvey describes how they had a line 
out the door for that show—on a Tuesday 
night. VisitBritain has organised four 
smaller versions of these takeover nights 
at Shibuya’s Bar Face. The agency is 
looking to link up with Billboard Live for 
an expanded events programme in 2014, 
beginning with a series of gigs from 12 to 
17 February. Supported by Virgin Atlantic, 
Stone Foundation (pictured on cover) will 
visit Japan to promote the music heritage 
of the UK.

Perryman also points to the good 
work of local promoters who do wonders 
for importing British music. Fuji Rock, 
the brainchild of Smash Corporation’s 
Japan representative, was modelled on 
Somerset’s iconic Glastonbury festival. 
The line-up each year is consistently 
dominated by British bands, which, 
according to Perryman, all covet a 
performance slot during the three-day 
outdoor event. Fuji Rock is “like no other 
festival”, he said, “because it truly merges 
the best of the Japanese character with 
the British festival spirit”.

Hostess K.K., which music fans have to 
thank for the regular, indie-rock-themed 
Hostess Club Weekender gatherings, have 
also done great things for UK music here, 
Perryman said. 

DJ in the sky
Perhaps one of the most innovative 
promotion activities for UK music yet took 
flight on 6 September on a Virgin Atlantic 
plane bound for London. Perryman has 
been working with the airline on and off 
for years to produce their pre-recorded, 
in-flight programmes. With the landmark 
DJ in the Sky event, however, he took it 
up a notch—literally.

Perryman did a live show in the air 
that lasted eight hours—five at the Upper 
Class bar, which has seating for four, and 
three hours at the self-serve counter in 
the Economy Class cabin. Throughout the 
programme, he interviewed passengers, 
crew and even the captain. Virgin’s 
management has already proposed that 
the event be repeated. 

DJ in the Sky pre-recorded programmes 
can be heard on all Virgin Atlantic Airways 
flights, so anyone travelling with the 
airline can send in a dedicated message 
and/or song requests. 

VisitBritain’s Japan blog:
http://ameblo.jp/britain-park/ 

http://guyperryman.com

themselves and give back a bit, he asks 
simple yet meaningful questions, such as, 
“Who did you listen to growing up?” and, 
“What do you miss about Britain when 
on tour?”

Asking about an artist’s favourite place 
in the UK outside London typically forms 
the lead question, as communicating 
the value of cities outside the capital is 
a principal goal of the GREAT campaign. 
Interestingly, Harvey said, so far everyone 
has responded with a different place. 
Plus, he added, it’s nice for Japanese to 
hear this from a source other than an 
official government message.

Taking a leaf from … One Direction?
On a local level, VisitBritain’s Japan 
office is plugging the music of 
promising UK artists primarily through 
social media channels. Messages in 
this form are well suited to the target 
audience, Harvey said, emphasising 
the peer-to-peer aspect of this type of 
marketing communication.

The agency uses Twitter, Facebook, its 
blog (in Japanese) and an email database 
with over 70,000 names to post artist 
interviews and get the word out about the 
latest UK artists touring Japan.

Though the band One Direction may 
not be Harvey’s idea of a GREAT British 
band, he acknowledges the influence they 
have had on grassroots music marketing. 
Talking about how each member of the 
famed boy band has his own social media 
sites, Harvey describes the group as a 
“modern-day phenomenon”. 

VisitBritain Japan has set its sights 
on audiences slightly more mature than 
the typical profile of One Direction fans, 
aiming to lure music enthusiasts in their 
30s or 40s to the UK for music tourism. 
“This segment of the market, particularly 
those who are single or childless, would 
find a lot of appeals in Britain”, he said.

Perryman also endorses social 
networking services (SNS) which, he 
feels, have transformed the face of radio. 

“It becomes a two-way street, whereas 
radio has always been one-way, so we 

TOURISM

GREAT BRITISH MUSIC DESTINATIONS
1. Bluey from Incognito: Ronnie Scott’s Jazz Club in Soho, London
2. Paul McCartney: Liverpool, London’s Eventim Apollo and O2 Arena
3. Paul Smith: London’s Brixton Academy,  

O2 Shepherd’s Bush Empire and clubs in Soho

GREAT BRITISH DESTINATIONS OUTSIDE LONDON
1. The New Mastersounds: Yorkshire Dales
2. Stone Foundation: Warwickshire
3. Zara McFarlane: Peak District

GUY PERRYMAN AND  
ASHLEY HARVEY’S ARTISTS TO WATCH 

1. Brand New Heavies
2. Elvis Costello

3. Incognito
4. Laura Mvula

5. Temples 
6. The New Mastersounds

7. The Spitfires
8. Stone Foundation

9. Zara McFarlane

Guy Perryman did an eight-hour in-flight live show.
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To apply for free tickets or gifts, please send an email with your name, 
address and telephone number by 31 January to:  
coordinator@custom-media.com. Winners will be picked at random.

UK EVENTS
in JAPAN

www.62group.org.uk

http://ukiyo-e2014.com

UNTIL 25 JANUARY
British Textile Art Exhibition 62@50
The 62 Group of Textile Artists was formed over 50 years ago to 
support artisans. This exhibition of British embroidery is dedicated 
to one of the group’s former members, Shizuko Kimura, who died in 
2012. Some of Shizuko’s beautiful and sensitive works will be shown.

Showa Women’s University
Koyo Gallery
1-7-57 Taishido
Setagaya-ku, Tokyo 154-8533

12pm–5pm (Closed Sundays, 
Mondays and 18 January)

03-3411-5099
Admission free

Free gift
We are giving away five copies of 
Radical Thread, the 62 Group’s 
50th anniversary book.

UNTIL 2 MARCH
Ukiyo-e: A Journey Through the Floating World
The artistic style of ukiyo-e was started in the Edo period (1603–1868) 
by a number of renowned artists such as Hokusai Katsushika. 
This exhibition is part of the 50th anniversary celebrations of the 
International Ukiyo-e Society. The works have been collected 
from museums around the world, including the British Museum.

Edo-Tokyo Museum
1-4-1 Yokoami
Sumida-ku, Tokyo 130-0015

9:30am–5:30pm (Saturdays until 
7:30pm; closed Mondays except 
20 January)

03-3626-9974
Adults: ¥1,300

Free tickets
We are giving away five pairs of 
free tickets for this event.

www.uplink.co.jp/foster/

UNTIL 24 JANUARY
How Much Does Your Building Weigh, Mr. Foster?
This documentary is about Manchester-born Norman Foster, who has 
been called the “Mozart of Modernism”. Foster was knighted in 1990 
and appointed to the Order of Merit in 1997. His representative works 
include the redevelopment of the Great Court of the British Museum, the 
Millennium Bridge and London City Hall. 

Shibuya UPLINK
Totsune Bldg 1-2F
37-18 Udagawa-cho
Shibuya-ku, Tokyo 150-0042

03-6825-5503
Adults: ¥1,500
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www.britishcouncil.jp/private-utopia

http://prb2014.jp/information/

www.nbs.or.jp/english/contents/schedule/ 
the-tokyo-ballet-romeo-and-juliet-by-john-neumeier/

UNTIL 9 MARCH
Private Utopia–Contemporary Art from the British Council
About 120 paintings, photographs, videos, and objects by around 30 
talented artists are presented in this exhibition. It includes the first Japan 
release of the video that won this year’s Turner Prize, The Woolworths 
Choir of 1979. The prize, which is presented by the Tate, is given to 
British visual artists under the age of 50.

Tokyo Station Gallery
1-9-1 Marunouchi
Chiyoda-ku, Tokyo 100-0005

10am–6pm (Last entry 30 
minutes before closing. Open 
until 8pm Fridays; closed 
Mondays)

03-3212-2485
Adults: ¥900

Free tickets
We are giving away five pairs of 
tickets for this event.

25 JANUARY–6 APRIL
Pre-Raphaelites: Victorian Avant-Garde
Combining rebellion and revivalism, scientific precision and imaginative 
grandeur, the Pre-Raphaelite Brotherhood shook the foundations 
of the art world in 19th-century Britain. This exhibition toured the 
globe last year, with stops in London, Washington DC and Moscow.

Mori Arts Center Gallery
Mori Tower 52F
6-10-1 Roppongi
Minato-ku, Tokyo 106-6150

10am–8pm (until 5pm on 
Tuesdays in January, February)

03-5777-8600
Adults: ¥1,500

Free tickets
We are giving away five pairs of 
free tickets for this event.

6–9 FEBRUARY
Romeo and Juliet
Shakespeare’s dramatic ballet in three acts was chosen as the 50th 
anniversary performance of the Tokyo Ballet. Directed by John 
Neumeier, the story unfolds with a new interpretation of familiar 
characters. Benjamin Pope acts as conductor of the Tokyo City 
Philharmonic Orchestra.

Tokyo Bunka Kaikan
5-45 Ueno Koen
Taito-ku, Tokyo 110-8716

6 & 7 February: 6:30pm
8 & 9 February: 2pm

03-3791-8888
Adults from ¥3,000
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John Everett Millais Ophelia 1850-52 Oil on canvas

Ed Hall, British Council Collection Banner (Contemporary Art Version) 2012 
Cotton drill, fabric paint 194 x 358cm
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1. David Jones (centre), private account manager 
at Berry Bros. & Rudd, attended the Joint 
Chamber Bonenkai at the Embassy of Canada 
to Japan on 12 December, with Helene 
Larochelle (left) of the Canadian Chamber of 
Commerce in Japan and rakugo storyteller 
Katsura Sunshine.

2. Jane Best MBE OBE, president of Refugees 
International Japan, and Colin Mason, 
representative director of Wireless Glue 
Networks Japan KK, with one of the giveaways 
at the annual Brits at Lunch Christmas Party on 
13 December, at the Shangri-La hotel, Tokyo. 

3. Prof Kiyonori Kanasaka (left) and Peter Barakan 
won awards at the The Japan-British Society’s 
Annual Dinner on 26 November at the Palace 
Hotel Tokyo.

4. Winners of the 2013 James Dyson Award 
(from left) Tetsuya Konishi, Hiroshi Yamaura 
and Genta Kondo demonstrate how their 
prosthetic	“handie”	works	using	a	smartphone,	
at the awards ceremony on 18 December at 
Dyson’s Tokyo headquarters.

5. PhD students from 11 Japanese and UK 
universities	participated	in	“Collaborating	
Across Cultures: the 2013 RENKEI Researcher 
Development	School”	at	Kyoto	University	
on 2–13 December.

6. Tokugawa Tsunenari, a descendant of the 
shogun who met the British in 1613, and his 
wife were presented with a Japan400 coin on 
6 December at the Tower of London.

7. Shunga: sex and pleasure in Japanese art was 
held at the British Museum until 5 January.

8. The London Japanese RFC and Kew 
Occasionals RFC played in the Oku Memorial 
Trophy Rugby Tournament at the University of 
Oxford on 7 December, in honour of Katsuhiko 
Oku, tireless promoter of UK–Japan relations 
and the sport. 
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HEALTH

Can Depression Be  
Treated with Acupuncture?
By Dr Lee Andrew Kissane

•	 Recent	paper	suggests	positive	effect
•	 Further	studies	required	to	prove	efficacy
•	 Combination	of	treatments	may	be	best

I n Japan, acupuncture has become a 
popular treatment for stiff shoulders, 
aching lower backs, and injuries 
resulting from sport or traffic 
accidents. Can its applications be 

extended, however, to address depression?
Acupuncture has a long history in this 

country, likely having first been used 
here in the 6th century. The practice was 
imported from China as part of the system 
of traditional Chinese medicine (TCM). 
Over time, there started to take shape a 
distinct Japanese style of acupuncture, 
which diverged from the TCM model.

Following the Meiji Restoration (1868), 
and the subsequent reorganisation 
of medical services as Japan became 
more Westernised, traditional Japanese 
medicine began to be rapidly replaced by 
orthodox Western medicine. However, 
acupuncture is still widely practised 
and available, though by specially 
trained practitioners, rather than 
general physicians.

European interest in acupuncture 
dates from the 17th century, although the 
treatment only started to gain popularity 
in the West in the 1970s. This occurred 
following acupuncture’s revival in 
communist China and the endorsement 
of Chinese acupuncture in the US by 
some media outlets and institutions of 
the time. A variety of different styles or 
schools are now practised in the West, 
some based on TCM or other traditional 
systems, and others that aim to integrate 
acupuncture into more modern 
medical theory.

Scientific interest among Westerners 
was first triggered by some extraordinary 
stories of patients receiving major surgery 
with only acupuncture for anaesthesia. 
Such tales have since been largely 
discredited, and interest has now moved 
from using acupuncture for anaesthesia 
to applying treatment for analgesia (pain 
relief). However, much controversy still 
remains about the quality of the scientific 
and trial data supporting the use of 
acupuncture as a painkiller and for other 

conditions, partly as a result of concern 
over publication bias.

There has been some interest in the 
past regarding the effectiveness of 
acupuncture for treating depression, 
for example when 30 published trials 
were evaluated in a 2010 Cochrane 
Review paper titled “Acupuncture 
for Depression”. However, the 
paper concluded the studies under 
consideration were of insufficient quality, 
and that there was little evidence of an 
effect on depressive symptoms. 

In my UK practice, acupuncture was 
never a treatment I came across or thought 
to recommend to patients for depression or 
other mental health issues. So, naturally, I 
was very interested to read “Acupuncture 
and Counselling for Depression in 
Primary Care: A Randomised Controlled 
Trial,” a paper published in PLOS	
Medicine. The article presents some new 
trial data suggesting acupuncture might 
be helpful for relieving depression.

The study’s authors conducted a 
randomised controlled trial (RCT) of 755 
patients diagnosed with depression who 
were already undergoing treatment with 
their general practitioners. It randomly 
assigned patients to one of three groups: 
treatment as usual, counselling or 
acupuncture. The “treatment as usual” 
group received standard care from 
their general practitioners. Patients in 
the latter groups received on average 
nine counselling sessions or 10 
acupuncture sessions. 

At both the three-month and 12-month 
follow-ups, there was evidence of a 
statistically significant improvement in 
depressive symptoms in both groups. 

So, is it safe to say acupuncture cures 
depression? Certainly not yet. Caution 
must be observed when interpreting the 
study’s results, a rule that applies to 
any RCT.

First of all, the trial was not blinded—
i.e. patients knew which treatments 
they were receiving. Thus, there was 
no effective placebo in the trial design. 
While it is difficult to include an effective 
placebo in an acupuncture trial, in 
some cases “orthodox” acupuncture has 
been used in conjunction with “sham” 
acupuncture, which does not follow 
prescribed practises and is viewed as 
totally ineffective. 

In addition, though statistically 
significant, the scale of improvement 
noted in patients was modest; only a 
couple of points were won on a symptom-
rating scale. However, the trial was 
realistic in that patients included had 
suffered from depression before, or 
had experienced symptoms for a while, 
and many of them were already taking 
antidepressants. 

What, then, is the takeaway message? 
My reading is this: for people with 
depression, who have sought help and 
are already receiving some form of 
doctor-supervised treatment, a course of 
acupuncture may also help address their 
symptoms. I use the word “may” as seeing 
one swallow doesn’t make a summer. As 
called for by the authors of the medical 
paper, the study requires replication with 
a larger, preferably sham acupuncture-
controlled trial. 

The use of acupuncture for depression 
needs to be considered in the context 
of other evidence-based treatments 
for the condition. Many of these more 
established approaches have a body 
of supporting evidence far more 
robust than that for either counselling 
or acupuncture. 

The standard treatment for depression, 
depending on severity, remains cognitive 
therapy, antidepressant drugs and, where 
possible and appropriate, addressing 
maintaining factors (things that keep a 
disease or illness going). Still, the results 
presented in this study are interesting, 
and if further trial data supports its 
conclusions, acupuncture may become 
a treatment doctors can recommend 
for depression. 

The use of 
acupuncture for 

depression needs 
to be considered 
in the context of 
other evidence-

based treatments.
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Mandela opposed violence, but in the 
early 1960s he aligned himself with 
Umkhonto we Sizwe, the armed wing 
of the ANC that initiated a bombing 
campaign against government targets. He 
was soon arrested and sentenced to life 
imprisonment. 

At his trial in 1964—at which he chose 
to defend himself—he made a statement 
that still reverberates with anyone 
who truly cares about freedom: “I have 
cherished the ideal of a democratic and 
free society in which all persons live 
together in harmony and with equal 
opportunities. It is an ideal that I hope 
to live for and to achieve. But if needs 
be, it is an ideal for which I am prepared 
to die”.

In total he served 27 years behind 
bars, most notably on Robben Island, 
where he contracted the tuberculosis 
that was to plague him for the rest of his 
life. International forces pressed for his 
release from prison and in 1990, at a time 
of increasing civil tension in South Africa, 
he was freed and became president of 
the ANC.

Remarkably, just a few years later 
the ANC surged to victory in national 
elections and Mandela was elected 
president of South Africa, the first non-
white person to hold office.

He was quick to enact moves to defuse 
racial tensions and set up the Truth and 
Reconciliation Commission, which was 
tasked with investigating human rights 
abuses that had taken place in the past. 
His efforts were recognised in 1993 when 

Mandela, along with former President FW 
de Klerk, accepted the Nobel Peace Prize.

For most people, achieving such a 
high office against all odds would have 
been sufficient, but Mandela was not like 
other men. He served a term as president 
(as he said he would) and then stepped 
down. But his commitment to his country 
and social good was undiminished. 
HIV and AIDS were close to his heart, 
as he had a son who died of AIDS. He 
fought on behalf of sufferers, just as he 
continued to campaign on behalf of the 
nation’s children.

Mandela was also instrumental in 
setting up “The Elders”, a group of senior 
global leaders who he believed should use 
their experience and influence to make a 
difference in the world, focusing on what 
might best promote the shared interests 
of humanity.

Mandela in death is not without 
controversy. There are those who still 
see him as a terrorist, someone who was 
prepared to use violence to further his 
aims. Former Prime Minister Margaret 
Thatcher reportedly held that view until 
she met him. The Queen herself was 
reputed to have been similarly charmed, 
Mandela apparently having called her 
“Elizabeth”. Perhaps as a man of royal 
blood he felt he was entitled. Or perhaps 
he simply believed in equality for all 
people regardless of class or colour. 

The world is poorer for his passing but 
richer for his having been among us. And, 
yes, I regret not having had the chance to 
meet him. 

IF YOU ASK ME

From Prisoner to President
Nelson Mandela’s legacy and leadership is an inspiration to us all

By Ian de Stains OBE

I have often remarked, in these 
pages and elsewhere, on my good 
fortune in having pursued a career in 
journalism, broadcasting and public 
affairs, which has allowed me to meet 

and talk with people from all walks of life. 
This includes politicians at the highest 

levels of office, athletes at the pinnacle of 
their careers, and writers, artists, actors, 
singers and performers of almost every 
stripe. I have especially enjoyed meeting 
ordinary people who have witnessed 
or done something extraordinary in 
their lives. Almost without exception, 
such people have been an inspiration; 
certainly each in their own way has been 
my teacher.

Over the past several years, I have often 
been called on to speak at conferences, 
symposia and a variety of gatherings. 
Usually I am asked to discuss the Anglo-
Japanese relationship, but increasingly 
the proposed subject is leadership, an 
area that—in the broadest sense—takes up 
more and more of my time. As most public 
speakers will agree, the best part of these 
encounters is the Q&A session, when you 
never quite know what’s coming. For me, 
one question tends to recur: “If you could 
meet anyone in the world, who would 
it be?” And until now my unwavering 
answer has always been the same: 
Nelson Mandela. 

Unless there is an afterlife and I happen 
to qualify for a place in the same space as 
Mandela, meeting him is sadly no longer 
an option. But I am glad I had the chance 
to learn about this man, to witness his 
extraordinary life, celebrate his freedom 
and relish his rise to power. 

Mandela was of the Xhosa group of 
people, born into the Thembu royal 
family. He studied law at the University 
of Witwatersrand and it was there that 
he began his involvement in politics. 
With the Afrikaner nationalists coming to 
power in the late 1940s, Mandela sought 
to fight off the apartheid policies they 
advocated. He became a prominent leader 
of the African National Congress (ANC) 
and was frequently arrested for what 
were considered by the South African 
authorities “seditious activities”. During 
the early years of his campaigning, 

“I have cherished 
the ideal of a 
democratic and 
free society in 
which all persons 
live together 
in harmony 
and with equal 
opportunities”.
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Why “Bonus Culture” 
Is Killing the Economy
“The world economy is badly managed and 
thus is doing badly”. 

This is the opening sentence in chapter 
one of Andrew Smithers’ latest book, 
and it sets the tone for everything else 
that follows. The analyst/author is not 
known for his reticence or for mincing 
words. He speaks freely and usually 
finds opportunities for original thought 
and unconventional expression. Above 
all, in the words of Martin Wolf, who 
is chief economics commentator at the 
Financial	Times, “he has an uncanny—
indeed downright infuriating—tendency 
to be right”.

In recent years, Smithers has repeatedly 
warned of an economic and financial 
crisis, citing among other factors the 
extreme threat of the mounting “bonus 
culture” (his term). Few people have been 
willing to listen, attached as they are to 
their own dividends and afraid of seeing 
them stripped away. 

The question is, now that he has been 
proved right in the wake of so many 
scandals surrounding executive bonuses, 
will the business world listen to what he 
proposes as a remedy?

As the subtitle of his book indicates, 
Smithers believes that economic policy 
must change to spur a recovery. He puts 
forward challenging and provocative 
arguments about how that might happen. 

Specifically, in regard to the issue of 
the bonus culture and the associated 
perception of greed, it is crucial to 
understand how the resulting damage 
can be undone. For many people, the 
suggested cure may appear worse than 
the sickness, and there is little doubt—to 
stretch the analogy—that it will be a bitter 
pill to swallow.

Smithers deals in impressive depth with 
some very complex issues, but he does 
so in language that makes his arguments 
accessible to the layman: you do not 
need to be an economics graduate or a 

financial expert to grasp them. Far from 
being a heavy academic tome, his book is 
very readable. For better understanding, 
it contains almost 130 charts designed 
to support the ideas the author proposes 
might pave the way to recovery. 

Conservative (small “c”) economists will 
not like this book. Those with more open 
minds should find much of it exciting.

Modernist Fiction for the Masses

Andrew Smithers
Wiley   
£18.99

Ed. Angela Yiu
University of 
Hawai’i Press

¥2,500

You would think that writing about fiction 
would be much more straightforward 
than grappling with economic theory. 
However, Angela Yiu’s introduction to her 
fascinating book on Japanese modernist 
fiction (1911–1932) demands a great deal 
of the reader, both in terms of patience 
as much as understanding. It is, at times, 
infuriatingly pretentious:

• “In the West, impressionist and 
post-impressionist art privileges 
the new conception of space in its 
departure from a representation of 
objective reality, while modernist 
fiction privileges the individual 
experience and presentation of 
temporality in its rejection of linear 
chronological time”.

Such self-conscious cleverness soon 
begins to irritate, especially when it 
infects the introductions to each of 

the pieces that follow. This is a great 
pity because the body of the book—the 
wonderful translations of the Japanese 
stories so brilliantly selected—makes for 
such deeply satisfying reading. 

Many of the 14 pieces are presented 
in English for the first time, while some 
of the authors represented (for example, 
Natsume Soseki) are revisited in a most 
refreshing way.

The title of the book is perhaps 
confusing for people who are not fluent 
in the Japanese language. It does not 
refer to the concept of creating the 
illusion of a three-dimensional depth on 
a flat, two-dimensional plane. Rather, 
it evokes what in Japanese is referred to 
as rittai-ha, which we would probably 
think of in English terms as cubism in an 
artistic sense. 

Underscoring this, the book contains 
some interesting pieces by the 
contemporary artist Kyohei Sakaguchi. 



The World Moves With Us®

One World, One Connection®

unigrouprelocation.com

Relocating can be stressful. Having to reorganize 
your whole life is overwhelming at best, and more 
so if you have added concerns of how your loved 
ones will be able to settle into a new environment, 
a new home, a new workplace.

UniGroup Relocation is here to alleviate your 
worries. 

With our worldwide network of experienced pro-
fessionals, we can offer a seamless door-to-door 
service for your precious household goods, cher-
ished pets, and specialized items such as pianos and 
vehicles, both domestically and internationally.

Simply contact UniGroup Relocation               and let us help  
make the start of your new life smooth sailing!

If you have any queries, or would like a quote for 
your forthcoming move, simply contact UniGroup 
Relocation:
TEL: (+81)-3-5777-5591
E-MAIL: japan@unigrouprelocation.com
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