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EDITOR

T rust is an essential element 

in the fabric of society. 

In business, consider the 

impact of a poor product review, a 

complaint on social media, a case 

of discrimination or a strike. In 

politics and the media, a scandal 

can bring leaders to their knees 

and leave the population reeling. 

What does the future hold, 

then, for a country in which only 

41% of its population has trust in 

four key institutions: government; 

business; non-profit and non-

government organisations; and the 

media? Unfortunately, according 

to the 2016 Edelman Trust 

Barometer, that is the case for 

Japan. Discover the fascinating key 

findings for the country and what 

they mean for firms (page 39).

Diversity and inclusion

Ahead of the 1 April introduction 

of the Promotion of Women’s 

Career Activities Act—requiring 

large firms to produce an 

action plan on addressing their 

workplace gender disparities—

BCCJ ACUMEN explores its 

possible impact.

The population may not be very 

confident about this new step in the 

Womenomics agenda, given that 

the government has revised down 

to 7% its own 30% target for the 

ratio of women to be in leadership 

areas of security and stability. 

Increased collaboration has been 

undertaken across a wide variety 

of areas, including participation 

in high-level meetings and the 

development of new staff posts, as 

well as the delivery of operations, 

training exercises and events. 

This year also looks set to be a 

significant one for the defence 

sector (page 16).

positions by 2020. Nevertheless, 

even though it is unlikely to be an 

end in itself, the law is expected by 

some to ignite a positive movement 

for change (page 32). 

Defence alliances

The past two years have seen 

dramatic moves to strengthen 

and deepen the solid relationship 

between the UK and Japan in the 

kathryn wortley

kathryn@custom-media.com

The power of trust

Building cooperation  
and understanding

Engaging the audience

Our entrepreneur article this 

month introduces Richard Morgan, 

a craftsman based near Tokyo. 

Attributing his success to making 

the impossible possible, his 

positive attitude and willingness 

to go the extra mile have drawn 

attention and are a great lesson for 

businesses (page 24).

Meanwhile, in our spotlight on 

members of the British Chamber of 

Commerce in Japan, Adam Touhig 

of GKN Driveline Japan Ltd. shares 

his firm’s secrets of success. Not 

surprisingly, among them is the 

ability to understand and adapt to 

cultural differences, working with 

them rather than against them 

(page 23). 

I’m a Scientist Get Me Out of 

Here, an online programme for 

schools in the UK, is evidence 

that, for an idea to be positively 

received, delivery is as important 

as content. Keith Franklin of the 

British Embassy Tokyo took part in 

the programme, designed to boost 

pupils’ interest in science-related 

careers. According to a study, the 

pupils who participated showed 

a marked level of engagement 

(page 28). 

As in all relationships, it is clear 

that understanding, respect and 

collaboration are top values in 

business. 
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UK–JAPAN NEWS

Scots bag turbine order

A Scottish maker of small wind turbines has sold its first appliances 
in Japan after establishing a subsidiary in the country, The National 
reported on 18 January.

Gaia-Wind Limited, based in Glasgow, has sold two turbines for use 
in Japan, with a further eight under contract (see page 46). Some 100 
are to be exported within the next year. 

The GW133 moderate wind speed turbines are suited for working 
farms, businesses, rural properties and community projects. 

Manchester firms boost  
business ties with Japan
More than 60 people gathered at Manchester City’s Ethiad Stadium to 
promote trade between the city and Japan, the Manchester Evening News 
reported on 2 December.

Under the banner “Play Like a Champion: Networking event for 
Japanese and UK Businesses”, organisers sought to leverage the existing 
bonds between Japan and the city, which is home to 60 Japanese firms.

Representatives from the Manchester Investment Development 
Agency Service and UK Trade & Investment also attended the event.

UK seen overtaking Japan
In the next two decades, the UK is expected to eclipse both Japan 
and Germany to become the fourth-largest economy in the world 
according to a recent study, the International Business Times reported 
on 26 December. 

The findings were part of a report by the Centre for Economic and 
Business Research on the projected economic positions of countries in 
the future.

The change is predicted because of Japan’s weak economy—at 
present—and ageing population, as well as solid growth expected in the 
UK economy over the next 20 years.

Sci-fi game released in 
English for UK market

Years after its initial release in Japan, an 
English version of Steins;Gate has been 
launched in the UK for PlayStation 3 and 
PlayStation Vita, News Shopper reported on 
20 January.

The visual novel game, which has a science 
fiction theme, includes an encyclopaedia of 
terms for players who are unfamiliar with 
Japanese culture.

It allows players to step into the main 
character’s shoes to make decisions, thereby 
offering a variety of endings, and promises a 
new level of player immersion.

Cultural project 
comes to London

Artist Saya Kubota has installed a special post office 
in London that accepts letters addressed to anyone or 
anything, The Japan Times reported on 20 January. 

The “Missing Post Office” is based on the 
original facility—which has received 10,000 pieces 
of correspondence to people whose whereabouts 
are unknown or who have died—on the island of 
Awashima in the Seto Inland Sea.

Kubota, who refurbished the Awashima office and 
will curate the letters received in London, said: “People 
are connected beyond cultures. I am looking forward to 
reading a variety of letters” (see page 47).

The turbines are suited for small-scale sites. • PHOTO: GAIA-WIND

The Missing Post Office has a UK branch.
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Chefs to be masters 
through competition
Seven British chefs have gone 
on a tour of Japan to master 
the cooking techniques of 
the country’s award-winning 
chefs as part of a culinary 
competition, Incentive Travel & 
Corporate Meetings reported on 
20 January (see page 47).

Hosted by All Nippon 
Airways Co., Ltd. and the 
British Hospitality Association, 
the Seven Samurai Chef 
competition aims to encourage 
more chefs in the UK to 
incorporate new techniques and 
Japanese ingredients in their 
menus.

The seven finalists will 
experience production methods 
of local delicacies, visit 
celebrated food markets, as well 
as eat in renowned restaurants 
in Tokyo, Osaka and Kyoto.

Budget stays pull Brits
Japan-bound visitors from the UK reached a record high of 258,500 
in 2015—a 17.5% increase on the 2014 figure—according to a press 
release issued on 21 January. 

The rise can be attributed to the rapid increase in options for budget 
accommodation across the country, which is making Japan a more 
affordable destination. 

Budget hotels and hostels are among the offerings that have sprung 
up in recent years, as have individuals providing accommodation on the 
online platform Airbnb. 

Record number of 
UK tourists welcomed
Falling prices and a weaker yen have resulted in a 20% increase in the 
number of UK visitors to Japan, according to the Worldwide Holiday 
Costs Barometer 2015, The Telegraph reported on 15 January.

Japan was placed 17th in the Post Office survey, which monitors the 
price of eight items commonly purchased by tourists, including dinner 
for two, drinks and sun-cream, in 46 destinations globally.

Andrew Brown of Post Office Travel Money said: “For those travelling 
further afield, Cape Town, Bali and Tokyo look good bets for the 
bargain-hunter”.

Japan goalie signs 
for Scottish club

Japan goalkeeper Eiji Kawashima has 
signed for Dundee United Football Club, 
the Daily Record reported on 29 December. 

With 72 caps for his county, including two 
World Cup appearances, the 32-year-old will 
stay with the Scottish Premiership side until 
the end of the season, subject to international 
clearance.

In a press release by the club, Kawashima 
said, “I’m delighted to join this club”, 
adding that he hoped to be able to contribute 
something different to the squad, as well as 
his experiences. 

Expert brews interest in sake

A British sake expert is helping to increase 
sake appreciation among Tokyo’s foreign 
residents and visitors using translations and 
detailed descriptions of their flavours and 
background, The Japan Times reported on 
15 January.

Chris Hughes, who is employed by Liquor 
Innovation K.K., delivered the information at 
Kurand Sake Market in Asakusa, Taito Ward, 
where guests sampled over 100 varieties.

According to Hughes, the event is “like a 
workshop and an international party where 
people can learn more about sake and each 
other at the same time”.

Chef Lizzy Stables is one of the finalists.

There are many ways to drink sake.



When I was elected president of Tokyo American Club (TAC) for 
the first time, in 2012, the situation at the Club was not good. A 
sizeable ¥28 billion had been invested in the Club, but the global 
financial crisis had decimated the Club’s membership count and 
2011’s earthquake had aggravated the situation. The Club’s financial 
condition was precarious.

Since then, things have completely changed. The Club has recorded 
three consecutive years of strong membership growth and our finances 
are stable. We expect to soon exceed 4,000 members, the most since 
the Club’s founding in 1928. 

TAC has become more relevant than ever to the lives of the Tokyo 
international community. This has been one of my main objectives. 

We have improved our dining options for both adults and families, and 
last year we opened an American-style steakhouse, CHOP, modeled on 
the best venues in New York and Las Vegas. The restaurant promptly 
won awards of excellence.

Sports and fitness at the Club represent the best in Japan, and our 
fitness hours have been expanded from early morning to late at night. 
Lessons and classes with professional instructors are in English. 
Racket sports, swimming, golf, basketball, volleyball, running, indoor 
cycling, bowling and many other sports are all available. 

A Bright Future

“THE CLUB IS AN 
ESSENTIAL HUB 
FOR MANY FAMILIES 
IN TOKYO.”
JOHN DURKIN
TAC PRESIDENT 

We have also introduced frequent, inexpensive social events to bring 
together the community. 

Family is key at TAC, and the Club is an essential hub for many 
families in Tokyo. It’s a great place to grow up.

With membership approaching capacity, it’s likely to become more 
difficult to join the Club in the future, both in terms of availability 
and price.

As a former executive of the British telecoms company Vodafone 
Japan, I would like to reach out to my friends and colleagues in the 
British Chamber of Commerce in Japan (BCCJ).  The Club still 
has preferential, excellent-value entrance fees for the international 
community. Dues are comparable to high-end fitness clubs, but include 
a broad array of community, dining, social and cultural benefits. 

The Club is a nonprofit organization, so any profits go back to the 
members. Last year, we were able to host free holiday shows and an 
event for more than 2,000 members and their families. 

I would be delighted to personally sponsor any BCCJ members who 
apply to join the Club.

JOHN DURKIN President/Representative Director, Tokyo American Club

president@tac-club.org
03-4588-0687 (Membership Office)



EXECUTIVE DIRECTOR

No sooner does the New 

Year period end than 

we start to consider the 

end of the operational year for the 

British Chamber of Commerce 

in Japan (BCCJ). This involves an 

independent financial audit of the 

chamber office, election of our 

Executive Committee (Excom) for 

the 2016–17 year, and our annual 

general meeting (AGM).

AGM

This year, the AGM will take place 

on the evening of 27 April at 

the Shangri-La Hotel Tokyo. We 

warmly encourage all members 

to attend the event, which 

will include a presentation by 

David Bickle, president, as well 

as the election of our Excom 

and president. 

The formal part of the 

proceedings will be preceded by an 

address from British Ambassador 

to Japan Tim Hitchens CMG LVO, 

and followed by a cocktail party 

for attendees, compliments of 

the BCCJ. Secure your seat at 

www.bccjapan.com. 

Leadership vote

New financial year on the horizon

lori henderson mbe

Excom elections

This year’s nomination period—

when candidates submit their 

applications to serve on Excom—

will run on 14–25 March. 

BCCJ companies and 

individual members will be asked 

to take the opportunity to vote 

anonymously for their favourite 

candidates in an online poll on 

11–22 April. 

Under our constitution, Excom 

is run by a minimum of 12 and a 

maximum of 15 individuals. Since 

moving to use a fully transparent 

and democratic voting system in 

2013, the competition for Excom 

seats has heated up. In three years 

we have welcomed 62 candidates 

for a total of 45 seats. Last year, 

over 40% of members voted for 

their preferred candidates. 

EXECUTIVE DIRECTOR

Hot contest

In recent weeks, our members 

and friends have asked the 

following a number of times: 

“Why did you choose an 

afternoon slot for the BCCJ 

shinnenkai this year?” 

Quite simply, even with a lead 

time of more than two months, 

and a healthy dose of Scottish 

negotiation skills, it is becoming 

increasingly challenging to find 

event space in the evenings 

in Tokyo. 

Hot competition for venues 

is great news for our 12 hotel 

member firms, but not always 

so for our hard-working chamber 

team, who continually strive to 

bring members 40 business and 

social events throughout the year 

that provide value-for-money.

However, the team at the 

Hilton Tokyo in Nishi-Shinjuku, 

led by Mike Williams, were on 

hand to help. They accommodated 

our gathering’s needs with 

style at the hotel’s bar, Zatta, on 

27 January, and we offer them a big 

thank you. 

Only the best omotenashi, 

from Socie’s specially trained masseurs.

See our website for a Special Offer 
only for readers of ACUMEN.

www.socie.jp/cp/valentine-cm2016

For love’s sake 
fi nd your inner romantic. 

And treat her to our exclusive 
Beauty Treatment Package.

Unique products, memorable experiences

SPECIAL OFFER
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JAPAN NEWS
BY MARK SCHREIBER

e-commerce continues its rapid development

price wars at the cinema 
“Cinema fixed-price system 

collapsing” read a headline in 

the Nikkei Marketing Journal 

(23 December). Partially obscured, 

perhaps, by the hype over the 

latest Star Wars spectacular, a new 

pricing trend in cinema tickets has 

been spotted by the media. 

The standard cost of admission 

at nine major cinemas in the 

Tokyo area has long been set at 

¥1,800. When James Cameron’s 

Titanic was released in 1997, 

many theatres charged higher 

admission, but that was to cover 

the drop in revenue resulting from 

fewer showings due to the film’s 

195-minute length. 

With the latest Star Wars film 

running for 135 minutes, the 

theatre’s justification for higher 

admission charges is apparently 

based on the principle of supply-

and-demand for popular first-run 

“Head-to-head: convenience 

stores versus e-commerce” 

was the title of the cover story 

in Nikkei Trendy’s February 

issue. Activities by six major 

online brands—Amazon Japan, 

Rakuten 24, Lohaco, Yodobashi 

Camera, Omni7 and Lawson 

Fresh—were introduced, with 

examples of how convenience 

stores are partnering with 

suppliers and manufacturers 

to revolutionise retailing and 

distribution in ways that were 

unimaginable a few years ago. 

Most impressive is the faster 

delivery times that firms offer. 

Amazon Pantry, set up by Amazon 

Japan in September 2015, can 

deliver items from an inventory of 

18,000 within one hour of receiving 

an order. Orders are accepted only 

from smartphones. 

Last November, the firm 

launched a second service, 

Amazon Prime Now, to compete 

with convenience stores. Its one-

hour delivery pledge, however, is 

40 minutes longer than the time 

it takes to receive items from 

Rakuten Ichiba. On a good day 

with traffic permitting, the latter 

can deliver Rakubin items within 

20 minutes of receiving an order. 

The new Rakubin service, also 

intended to challenge convenience 

store retailing, commenced in 

August 2015. 

Lohaco, which sells goods 

through a tie-up between Askul 

Corporation and Yahoo! Japan, 

emphasises its proprietary goods. 

As a result, it is being marketed as 

both a private and national brand, 

offering items ranging from pre-

packaged drip coffee to 5kg sacks 

of own-brand rice. 

The aim of Lawson—the second-

largest convenience store chain 

nationwide in terms of number 

of outlets—is to bring its place of 

business to “the customer’s front 

door”. Thus, in June 2015, it began a 

delivery service designed to allow 

customers to purchase items sold 

at Lawson shops without leaving 

their home. 

Made possible through a 

contract with the Sagawa parcel 

delivery service, deliveries—free for 

orders of ¥700 and over—currently 

are restricted to within a 500m 

radius of the retailer. 

In Tokyo’s Setagaya Ward, the 

firm has been operating a pilot 

service, which it expects to expand 

to at least 100 outlets by the end of 

calendar 2016. 

Retail sales of food and drink, 

however, are just the tip of the 

iceberg. In a tie-up with Lifenet 

Insurance Company, Lawson 

is offering support on the road 

to older people who drive. Also 

available are a variety of home 

services, such as emergency 

plumbing repairs, door lock 

replacement and pest fumigation. 

Nikkei Trendy compared 

prices at seven of the firms. 

For a 24-bottle case of I Lohas 

mineral water, for instance, 

Amazon’s prices were the lowest: 

¥1,750 compared with ¥3,110 

charged by Rakuten 24. Of 13 

items on its list, Amazon was 

cheapest for six, and second-

cheapest for three items. 

As Yodobashi typically provides 

rebates of 10% of the sales price, 

which can be used for future 

purchases, loyal customers 

stand to benefit over the long run. 

Customer relationship marketing 

techniques continue to diversify.

Lawson has teamed up 

with Sagawa to begin a 

delivery service.
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breakfast cereals enjoying strong demand 

price wars at the cinema 
films. A slick new complex of Toho 

Cinemas in Shinjuku Ward set 

the price of tickets to Star Wars: 

The Force Awakens at ¥2,000. This 

higher price was applied at nine 

of Toho’s most popular cinemas 

nationwide. 

On the surface, a 10% increase 

does not seem that much, and 

some viewers willingly paid up. 

“I really wanted to see the film, 

so I had no problem paying the 

additional amount”, a 20-year-old 

told the newspaper. 

“I don’t give much thought to 

a minor difference”, said Tadahiko 

Kimura, age 46. “For me, what 

matters is the time I lose in waiting 

until the showing”.

However, others appeared 

displeased by the theatre’s new 

pricing strategy.

In comparison, according to 

the article, speciality theatres with 

MX4D technology—which provide 

3D goggles and seats that move—

charge ¥3,600 for admission. 

Cinema attendance in Japan 

has been fairly stagnant since the 

late 1980s. During Japan’s golden 

age of cinema entertainment, 

around the mid-1950s, more than 

one billion adults went to the 

cinema each year. Admission was 

¥130 in 1957 (equivalent to around 

¥723 in 2011 value) and ¥250 in 

1965 (¥1,330 in 2011), rising to 

¥550 in 1970 (¥1,680 in 2011).

The current price of ¥1,800 

became the standard in 1993, 

but this was mostly for first-run 

showings of imported films. In 

1992, studios set admission for 

domestic productions at ¥1,200. 

The average price paid for an 

admission ticket was ¥1,285 in 

2014, when 160mn people went 

to the cinema. 

In early 2015, the Nihon Shokuryo Shimbun, a 

trade newspaper covering the food industry, 

cited data from the Japan Snack Cereal Foods 

Association (JASCA) showing that, in 2014, 

the breakfast cereal market had shipped 

50,000 tonnes of the product valued at ¥40bn. 

Furthermore, that figure was reportedly on a 

trajectory to reach ¥50bn by 2018. But that total 

was exceeded in calendar 2015. 

The article noted that, over the past several 

years, consumer demand has been particularly 

strong for Granola-type cereals, sales of which, 

in 2014, grew 69.1% in terms of volume shipped 

and 68% in value. 

Last year, the high demand continued. 

According to Fuji Keizai, a market research 

firm, sales of all types of breakfast cereals 

in 2015 grew 26.9% to reach ¥59.8bn. 

Sales might have been higher had it not 

been for the industry’s inability to meet 

consumer demand. 

For statistical purposes, JASCA divides 

cereals into the categories of cornflakes 

(sweetened and non-sweetened); genmai 

(unpolished brown rice flour) flakes; granola 

and other bran-based cereals; rice or wheat-

based cereals; and other cereals. 

During 2004–14, the market more than 

doubled, with growth in granola product sales 

particularly conspicuous, rising from 5.3 tonnes 

(¥4.2bn in value) to 31,796 tonnes (¥24.5bn 

in value). 

In terms of market share, granola is 

dominant, accounting for roughly 75% in terms 

of value. 

While traditional Japanese breakfasts 

accompanied by steamed rice have long been 

falling out of favour, in the past, cereals were 

often viewed as confectioneries and consumed 

mainly by children. 

Nowadays, working households are starting 

to prefer cereals for breakfast, owing to the 

speed with which they can be prepared, eaten 

and put away afterwards. Other factors, such as 

the public’s wider acceptance of dairy products, 

have also played a part.

While most domestic varieties tend to be 

over-sweetened and almost unrecognisable 

as granola to Europeans, Japan’s domestic 

producers have been experimenting with new 

types using locally grown fruits and so-called 

healthy ingredients, including roasted soybeans 

and natural sweeteners. 

Supplies of cereals are unable to meet demand in Japan.
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Boarding a crowded train 

this week during Tokyo’s 

morning rush hour, I found 

myself face to face with a poster of 

The Decameron by John William 

Waterhouse. The painting is one 

of 65 from the Pre-Raphaelite 

collection of the National Museums 

Liverpool that are currently on loan 

to Tokyo’s Bunkamura Museum. 

It is easy to see from the exhibit—

held under the theme “British 

Dreams”—that the Victorian artists 

who created these masterpieces 

drew inspiration from the culture 

of the Renaissance, perhaps 

fascinated by a time and place 

very different from their own in 

19th century Britain.

Unfortunately art history is just 

one of the many things that I know 

little about, but the connection 

between inspiration and culture is 

something that I find fascinating. 

Experts in leadership and the 

development of high performance 

teams have written at great length 

on the culture of organisations. 

James Kerr, in his book Legacy–15 

Lessons in Leadership, adds to this 

library with an absorbing account 

of the All Blacks culture, and how 

it has helped to propel the New 

Zealand rugby team into one of 

the most dominant forces in the 

history of sport. 

At the heart of teams

What makes them tick

and cherished values are central 

to the success of fast growing 

member firm Walk Japan Ltd. 

Speaking at the eighth event in 

the BCCJ’s Small is Great series, 

aimed at fostering interaction 

between smaller corporate and 

entrepreneur members, Paul 

Christie, chief executive, told the 

firm’s story.

Christie eschews hyperbole 

in favour of perfecting the 

customer experience. He 

prefers the quality of the product 

to speak for itself, and cares 

deeply about his customers and 

stakeholders. There are no short 

cuts, but with patient attention 

to detail and the right product, 

he believes that growth will 

inevitably follow.

Our values

Closer to home, the BCCJ remains 

focused on bringing to our 

members the people who matter. 

To do that, we rely on active 

member participation, and the 

efficiency of a nimble secretariat. 

Like many service organisations, 

the chamber’s most important 

asset is its people. In that respect, 

the secretariat is our heartbeat, 

but the members are, and always 

will be, the lifeblood. That’s a 

BCCJ value. 

david bickle

@BCCJ_President

Company culture

In management, culture typically 

refers not to art or literature, but to 

the purpose and values of a team 

or organisation. These concepts 

provide a business with its reason 

to exist, and the moral compass 

that guides the decisions of its 

management and employees, 

as well as, ultimately, the way it 

operates. For better or for worse, 

every firm has a culture, but not 

every leader takes the time to 

articulate it clearly. Without doing 

so, though, it is hard to know 

whether it is helping or hindering 

their business.

With that in mind, members of 

the British Chamber of Commerce 

in Japan (BCCJ) had a great 

opportunity on 28 January to hear 

first-hand how a clear purpose 

PRESIDENT
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Allies for peace
Common values bolster solid ties

by kathryn wortley

W ith an increasing number of threats 

to global security, ranging from 

land disputes and piracy to climate 

change and cyber terrorism, these are uncertain 

times. Perhaps it is not surprising then that 

the UK and Japan are further boosting their 

already strong security and defence partnership, 

including through 2+2 meetings, so called since 

they involve the defence and foreign ministers 

of both countries. 

First held in London in January 2015 and 

described by Michael Fallon, secretary of state 

for defence, as an initiative that “clearly reaffirms 

our resolve to deepen and broaden our defence 

relationship”, the second 2+2 meeting was hosted 

TOP STORY

Prime Minister Shinzo Abe (centre) met (from left) ministers Michael Fallon, Philip Hammond, Fumio Kishida and Gen Nakatani • © BRITISH EMBASSY TOKYO/MICHAEL FEATHER

Michael Fallon, secretary of state for defence, and Gen Nakatani, minister of defence, had discussions.
© BRITISH EMBASSY TOKYO/MICHAEL FEATHER
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by Tokyo last month. In attendance were Fallon, 

Philip Hammond, secretary of state for the 

Foreign and Commonwealth Office, and their 

counterparts Gen Nakatani, minister of defence, 

and Fumio Kishida, minister of foreign affairs. 

In a statement after the meeting, the four 

welcomed the progress in bilateral cooperation 

during 2015. The UK recognised Japan as its 

closest security partner in Asia, and welcomed 

the country playing a greater role on the world 

stage based on the principle of international 

cooperation. Meanwhile, Japan said it would 

welcome a greater presence by the UK in the 

Asia–Pacific region.

“The long-term security of both the UK 

and Japan depends on upholding a stable 

international system”, according to Hammond. 

“We will continue to work closely together 

to contribute to global prosperity, peace 

and security.

“The UK and Japan are close allies. 

We enjoy a strong, historic relationship, 

based on common values and support for 

democracy, the rule of law, human rights 

and open markets”, he added, pointing out 

that it is more important than ever for the UK 

to work with allies such as Japan to counter 

global threats. 

The most recent of these is North Korea’s 

launching a satellite into space on 7 February 

and its nuclear test conducted on 6 January, 

which reportedly topped the meeting’s agenda. 

“[Kishida, Yun Byunge-se, South Korea’s 

minister of foreign affairs, and I have] agreed 

that Britain, Japan and South Korea will work 

together with other partners and the United 

Nations to ensure that such a violation of global 

norms receives the united global response that 

it requires”, said Hammond.

Also of concern to the ministers at the 2+2 

meeting were the maritime disputes in the East 

and South China Seas that, they said, should 

be resolved peacefully in accordance with 

international law and the principles of freedom 

of navigation and overflight. The necessity of 

international cooperation in counter-piracy 

operations off the coast of Somalia and in the 

Gulf of Aden was also discussed, as well as the 

importance of addressing climate change due to 

its impact on global security and prosperity.

Closer to home, the ministers declared plans 

to intensify consular cooperation to ensure the 

safety of British and Japanese nationals in times 

of international crises, and events such as the 

Rugby World Cup 2019 and Tokyo 2020 Olympic 

and Paralympic Games. Work related to counter 

terrorism and cyber security at the latter event is 

also to be undertaken jointly.

Cooperation is not only at a high level but, 

in recent months, there have been a growing 

number of exchanges and joint training 

exercises involving the Japan Self-Defense 

Forces and the British Armed Forces. According 

TOP STORY

“The UK and 

Japan are close 

allies. We enjoy 

a strong, historic 

relationship …”

The ministers are greeted in Yokohama. • © BRITISH EMBASSY TOKYO/MICHAEL FEATHER

UK ministers visited the Japan Maritime Self-Defense Forces ship in Yokosuka. • © BRITISH EMBASSY TOKYO/MICHAEL FEATHER
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to the ministers, this work is set to go on and 

include “continuing joint exercises on mine 

sweeping in the Gulf, considering cooperating 

to improve amphibious capability, and 

improving counter-IED (improvised explosive 

device) capability”.

Deputy joins UK team

A further result of these strengthening ties 

has been the creation of two defence posts in 

Japan. In 2015, Commander Simon Staley was 

appointed to work in Yokohama as the first UK–

Japan Royal Navy liaison officer in over 90 years 

(see page 20). Meanwhile, in 2014 at the British 

Embassy Tokyo, Major Tosh Suzuki began work 

as the deputy defence attaché. Interestingly, 

at the same time, in the Embassy of Japan in 

London, a counterpart role was created—and 

filled by Major Tatsuya Moritake.

“The UK and Japan both stepped up their 

commitment”, Suzuki told BCCJ ACUMEN, 

adding that a deputy from the ground forces 

was sought to widen the background and 

connections of the team.

Having been deployed to Afghanistan 

only four months after being commissioned 

from Sandhurst as an officer in the Parachute 

Regiment, Suzuki brings solid operational 

experience—as well as an academic 

background—to the role. Yet, he is a strong 

believer in teamwork.

“At every level, as a planner you need 

to draw off the experience of the people 

around you, particularly the soldiers”, he said. 

“The Parachute Regiment motto is Ready for 

Anything [Utrinque Paratus]. We are the first to 

be deployed, with other forces following”. 

Suzuki’s deployment, therefore, ranged 

from undergoing intense fighting with 

insurgents to providing peacekeeping and 

other humanitarian support. In Afghanistan, he 

explained, either scenario might occur within 

a matter of minutes, resulting in the need to be 

extremely flexible and adaptable.

After completing three tours over a total 

period of 14 months, he was temporarily 

released to take up the position in Tokyo. 

With a degree in economics and Chinese from 

the University of Leeds as well as Japanese 

language skills and cultural understanding—

his father is Japanese; his mother is British—

Suzuki admits the new role is a “good fit”. 

His work in the regiment, while incredibly 

important, he said, was localised, unlike his 

current role.

“Being able to gauge the environment 

that we are in and influence those interactions 

with policy-makers and high-level decision-

makers is really exciting”, he said. “The 

region is so important, not just for security 

but also for the economy—which are 

intrinsically linked”.

Trade routes are a classic example, he said, 

given that traffic will be decreased if piracy is 

prevalent, thereby stunting economic activity. 

According to Suzuki, since the end of World 

War II, the region’s security has resulted in 

the development of nine of the world’s most 

prosperous ports, the tiger economies and the 

passing of £2trn worth of trade through the 

South China Sea. 

With a trade-based economy, Japan relies 

on freedom of navigation, open sea lines of 

communication, and the current stability, he 

said. Given that, like Japan, the UK is an island 

nation relying on a rules-based international 

security system to trade, Suzuki believes the two 

countries can work together well.

“In many ways, Japan’s aspiration for 

defence and how it is looking at the world is 

quite similar to the UK”, he said, adding that 

although there is no monopoly, the UK’s model 

could be especially suitable for Japan.

The Japan trip included a visit to the memorial in Yokohama. • © BRITISH EMBASSY TOKYO/MICHAEL FEATHER

Although there is no 

monopoly, the UK’s 

[defence] model 

could be especially 

suitable for Japan.

Tosh Suzuki, deputy defence attaché
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Among other areas, the UK is offering 

experience in carrying out operations, working 

with the US as a partner, and combating 

counter-terrorism. 

“We’re also hoping to work with Japan 

in capability development, in areas that are 

useful to them, such as disaster relief and 

humanitarian aid”, Suzuki explained. 

Special event for forces

Celebrating the strong ties among the 

three countries was the reason for the 

third British Armed Forces Day event at 

the British Embassy Tokyo on 14 October 

2015. Red, white and blue lights shone on 

the pillars of the ambassador’s residence as 

the countries’ military bands dazzled the 

defence community.

British Ambassador to Japan Tim Hitchens 

CMG LVO addressed more than 200 guests 

representing 20 countries.

“This evening is dedicated to all our allies 

and partners: to our friendship and the future”, 

he said, adding that “the UK is 100% behind 

Japan’s policy of greater engagement in 

world security”.

According to Suzuki, who attended the 

event, the collaboration is symbolic of the 

countries’ wider relationship. “The US is a 

very close ally of the UK and Japan—and it is 

practical to involve the US in work with Japan”, 

he said.

Each band played music that reflects 

their national heritage. The Japan Ground 

Self-Defense Force Central Band’s performance 

included taiko drumming, while the US Air 

Force Pacific–Asia Showcase Band played 

renditions of jazz and blues. Living up to its 

reputation as a world-renowned marching 

ensemble, the Band of the Coldstream Guards 

moved in intricate formations on the lawn. As 

a nod to their Scottish roots, their performance 

also featured the bagpipes and traditional 

highland dancing. 

For the finale, the bands came together to 

perform Amazing Grace and their national 

anthems, led by Major Simon Haw MBE, 

director of music for the Band of the 

Coldstream Guards.

“There was a real spirit of friendly 

cooperation this afternoon [during rehearsals]”, 

Haw told BCCJ ACUMEN. “They all coped with 

the sequence very well and it shone through in 

their performance tonight.

“The theme is very worthy and it is ideal to 

use music as a medium to pull that together: it’s 

a universal language”, he added.

Haw was leading the band—one of the oldest 

in the British army—on a 10-day concert tour of 

Japan following 10 days in Seoul. The band later 

went on to perform at an international music 

festival in Shanghai and at events in Beijing.

Dr Rachel Smith, a full-time flautist in the 

band, took up the position in 2001. Her role has 

taken her all over the world, including six visits 

to Japan.

“I love coming here—the food, the culture, 

the people”, Smith told BCCJ ACUMEN. 

Speaking of the event she said, “I think its 

pretty important to be linking things together … 

everyone has so much to bring to the table and 

we can learn a lot from each other”.

Suzuki agrees: “It was an opportunity to 

acknowledge the past, recognise the change 

that has happened, and look towards the 

future together”, he said. “It’s very important 

for us to engage with the international defence 

community. Through engagement, we develop 

understanding. By doing this, we can cooperate 

more easily, building relationships and trust”.

Given the current global political, social 

and economic climate, that is arguably more 

important than ever. 
A bagpiper of the Band of the Coldstream Guards performed.
© BRITISH EMBASSY TOKYO

The military bands representing Japan, the US and the UK performed at the British Armed Forces Day event in October. • © BRITISH EMBASSY TOKYO
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by julian ryall

T he first Royal Navy officer 

to be stationed in Japan 

to serve as liaison with 

his local counterparts since 1923 

may have completed his tour, 

but the nine-month posting 

underlined to Commander Simon 

Staley the importance of Britain’s 

defence, political and diplomatic 

cooperation with Japan.

Staley returned to the UK 

in July and is now serving as 

operations officer on the Battle 

Staff to the commander of the 

UK Carrier Strike Group, based 

in Portsmouth. He believes 

that rarely in the 92 years since 

the last Royal Navy officer 

was posted to Japan has there 

been such a pressing need for 

Britain and Japan to pool their 

naval talents.

“It goes without saying 

that global challenges require 

global partnerships, such as 

this exchange”, said Staley, who 

was officially attached to the 

headquarters of the US 7th Fleet in 

Yokosuka, Kanagawa Prefecture.

“From my perspective, we are 

strengthening considerably our 

defence, political and diplomatic 

cooperation with Japan, as it takes 

an increasingly global outlook on 

security issues.

“I think the recent Strategic 

Defence and Security Review 

(SDSR) is fascinating”, he added. 

“It has now underwritten our 

vision for a secure and prosperous 

UK with global reach and influence 

in a world that is arguably 

more dangerous, complex and 

uncertain today.

“And the SDSR has set out in 

black and white where the UK 

really sees its threats, highlighting 

the growth of terrorism and 

extremism; the resurgence of state-

based threats, including Russia; 

greater instability in the Middle 

East; the growing cyber threat; 

NAVY LIAISON POST 
RESTORED AFTER 92 YEARS

Officer reflects on importance of role

and challenges to the rules-based 

international order.

“It is increasingly clear that in 

political, economic and military 

terms, Japan is one of the UK’s 

allies worldwide and our closest 

security partner in Asia.

“I also note that, within the 

Asia–Pacific section of the SDSR, 

Japan is listed first, as one of 

the countries in the region that 

the UK will work with to defend 

and protect our global shared 

interests, uphold the rules-based 

international order, and cooperate 

with to support settlement 

of international and regional 

disputes”, he added. “The message 

is clear: the UK sees its relationship 

with Japan, at every level, as hugely 

important and as such is investing 

[in it]”.

Soon after arriving in Japan, 

Staley remarked on the numerous 

similarities between the UK 

and Japan.

“We are island nations with 

a commitment to democracy, 

similar economies and military 

capabilities, and a shared reliance 

on the sea for the security and 

prosperity of our peoples.

“Some 90% of the world’s 

seaborne trade transits nine key 

global choke points, and with $5trn 

[£3.5trn] worth passing through 

the Asia–Pacific’s sea highways 

annually, this part of the globe now 

has a major economic significance 

for the UK”, he said. “And this 

strategic alliance with Japan now 

gives us a sure toe-in.

“Of course, we have a lot 

to share with, and learn from, 

the Japanese and US fleets”, he 

added. “The position allowed 

me to observe and provide UK 

perspective and nuanced insights 

that may influence how we best 

integrate for global operations”.

Born in York and educated 

at the University of St Andrews, 

INTERVIEW

Commander Simon Staley was attached to the US fleet in Kanagawa Prefecture.

• Strong UK–Japan similarities in 

politics, defence and economy

• Increasing bilateral cooperation 

on diplomatic front

 • New role part of effort to invest 

in Japan relationship



49-year-old Staley joined the Royal 

Navy in 1986 as a warfare officer. 

He completed officer training at 

Britannia Royal Navy College in 

Dartmouth, Devon, before being 

selected for flying training.

After earning his wings, he 

served on Sea King helicopters 

operating from HMS Invincible 

in the Adriatic Sea in support of 

operations over former Yugoslavia.

He spent time instructing air 

navigation before returning to 

sea in 1996 as principle warfare 

and operations officer aboard 

the frigate HMS Sutherland. After 

operations in the Baltic Sea, the 

Mediterranean, the South Atlantic 

and as far east as Singapore, he 

returned to the Fleet Air Arm 

in 2000 and served as senior 

observer for 849 Squadron, flying 

off both HMS Illustrious and 

HMS Ark Royal.

He participated in operations 

in the Arabian Sea in 2001 in 

support of joint operations into 

Afghanistan before joining the 

frigate HMS Monmouth the 

following year. He completed 

the Advanced Command and 

Staff Course in Toronto, Canada, 

was promoted to commander in 

2007 and served six months in 

Baghdad as part of the NATO-led 

Iraqi Armed Forces Advisory and 

Training team.

In May 2009, he assumed 

command of HMS York, a Type-42 

destroyer, and led operations in 

the North and South Atlantic, 

the Southern Ocean, the Eastern 

Pacific and the Caribbean. He also 

undertook intelligence-gathering 

patrols off Libya during the conflict 

there, and delivered humanitarian 

assistance, extracting allied 

personnel from Benghazi during 

intense fighting on shore.

He moved to the Joint Warfare 

Division of the newly formed 

UK Joint Forces Command in 

2012, and was tasked with duties 

ranging from joint battle-space 

management to power projection 

based on aircraft carriers.

“I think the fact that we 

now have regular, extremely 

high levels of strategic defence 

engagement between the UK and 

Japan is an open statement of our 

intent to establish an enduring 

relationship which should, in time, 

include formal strategic defence 

agreements”, he said.

“Again, from my reading and 

interpretation of the SDSR, the UK 

is strongly supporting Japan’s bid to 

become a permanent member of an 

expanded United Nations Security 

Council, and for Japan’s greater role 

in UN peacekeeping operations.

“My exposure to senior Japan 

Maritime Self-Defense Force 

officers and some influential 

government advisors would 

suggest that this support is 

perfectly aligned and adds weight 

to their recent constitutional 

amendment for the JSDF’s intent 

to take a greater role in global 

policing”, he added.

Since departing Japan last 

year, Staley said he misses “the 

buzz of Tokyo, the serenity of the 

temples and shrines” as well as 

sushi, ramen, cherry blossoms and 

Harry’s Bar in Zushi. 

The liaison role has passed to 

Commander Graham Lovatt. 

INTERVIEW

“It is increasingly clear that in political, 

economic and military terms, Japan is 

one of the UK’s allies worldwide and 

our closest security partner in Asia”.
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Nowadays it is rare to find someone who 

has spent his or her entire professional 

career in the same firm—and 

continues to speak of it with enthusiasm. Meet 

Adam Touhig. In October 2015, after nearly 30 

years of service, he was appointed president 

of GKN Driveline Japan Ltd., a research, 

development and manufacturing firm offering 

automobile driveline systems and solutions.

“The company is like family to me”, he told 

BCCJ ACUMEN.

A native of the West Midlands, Touhig is 

in charge of the firm’s operations in South 

Korea and Japan, where it has bases in Aichi 

and Tochigi Prefectures and Tokyo, where 

Touhig works. 

Headquartered in Worcestershire, the GKN 

Automotive Group has a global footprint across 

four product segments in 32 countries.

Touhig started out at GKN’s Birmingham 

operations. “I began on the shop floor crack-

detecting metal”, he said. “From there, I worked 

in quality control, engineering, IT, finance and 

sales before ending up—28 years later—where I 

am today”.

According to Touhig, he owes a great deal of 

his professional training to the firm. 

“My education as a technician, accountant 

and manager all came through GKN”, he said. 

“And if you’d told the 15-year-old me that I’d be 

sitting where I am now, in Tokyo, I would not 

have believed you”. 

Touhig’s move to Asia in 1999 was due to 

accident as much as design.

“I was offered a secondment to Malaysia, 

which I gladly accepted. A week or so before 

my departure, I gave a presentation before a 

Japanese client. The then-president of GKN 

Japan Ltd. just happened to be there, and he 

asked me to join him in Japan. I did”.

Touhig was first posted to Japan between 

2000 and 2006. He then spent periods working 

in Shanghai and Singapore, before returning to 

Japan in 2015.

“My transition from sales to country head for 

Japan and South Korea has been an interesting 

one”, he said. “Sales in this industry has many 

challenges: it is very cost orientated; it focuses 

on relationship-building; and, of course, there is 

a strong technology orientation as well.

“My new role as country manager is rather 

different: it involves quality, safety, health 

and finances. And it often revolves around a 

language—Japanese—that is not my mother 

tongue, even though I speak it”.

Life in Japan has always had a particular, if 

sometimes amusing, attraction for Touhig. 

“As most expats have found, the first three 

months of your life in Japan feels like you’re 

in heaven”, he said. “For starters, you can 

hardly read anything: I remember ordering five 

different bowls of rice in a restaurant”. 

LEARNING THE COMPANY DNA

From blue collar to white in the automotive industry

On another occasion, Touhig tried to withdraw 

cash from an ATM but it did not accept bankcards 

from foreign accounts; it withheld his card.

“A salaryman standing next to me asked 

if I needed help”, he said. “He then gave me 

his business card and offered me ¥30,000. I 

returned his cash on a later date. That has been 

my view of Japan: a country where people are 

very friendly. Another thing I’ve noticed is that 

people are as interested in me as I am in them”.

As time passed, Touhig noticed some 

differences between Japanese and British 

culture. The trick to success, he said, has been 

to adapt to those differences while not losing 

his own—and the firm’s—identity. The same, he 

said, applies to his work in South Korea.

“People like the fact that I’m Adam from 

England. They are appreciative that I try to 

speak their language; that I’m straightforward 

and honest; and that I respect the local culture 

but remain true to my core values”.

Knowing the local culture and adapting to it 

while maintaining existing traits is how the firm 

has been able to crack the Asian market, he said. 

GKN has also invested in developing long-

term relationships with customers via a strong 

local team.

According to Touhig, increasing levels of 

environmental consciousness among clients 

is driving the industry in Japan. This has 

resulted in a greater desire for more efficient 

fuel usage, lower emissions, hybrid cars, and a 

greater number of electric vehicles. Customers, 

moreover, want cars that are fun to drive.

These moves—which are in line with the 

company’s strategy for the future—leave Touhig 

optimistic about the industry in Asia. “We 

will see greater opportunity to partner with 

customers through the development stages of 

a vehicle, which is a good thing for us and our 

industry”, he said. 

BCCJ MEMBER SPOTLIGHT

Adam Touhig, 

president of  

GKN Driveline Japan Ltd.

• Adapting to differences between 

own and new culture is key

• Use a local team to develop 

long-term relationships

• Green concerns are driving 

auto industry in Japan

Knowing the local culture 

and adapting to it while 

maintaining existing traits is 

how the firm has been able to 

crack the Asian market.
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The secret to success, 

Richard Morgan has 

discovered, is never to 

raise objections to the complexity 

of a job and say it can’t be done. 

The key, he says, is to make the 

impossible possible.

“The client has an objective 

and there are always limitations on 

any job—time, cost, access—and it 

seems to me that other craftsmen 

throw out reasons why they cannot 

take a project on”, Morgan told 

BCCJ ACUMEN. “But I’ve always 

enjoyed taking on that extra layer 

of challenge to a job.

“I’ve learned to think on my 

feet, to be flexible and—when 

you’re working with a bunch of 

contractors in a confined space 

and in 30 degree-plus summer 

heat—how to keep my cool”.

Originally from Plumstead, 

south London, Morgan set up his 

firm, Horizon, near Tokyo in 2014. 

Japan was not, however, where 

he expected to be working. And 

carpentry was not a trade he 

planned to take up.

“I left school early because I 

wanted to make money, and I never 

took my A Levels”, he said. “I worked 

for the Midland Bank for four years, 

but I was always into music and I 

started doing some DJing work”.

Out of the blue, that led to a 

temporary DJing tour of Japan 

in 1993. The promoters were so 

pleased with the reaction that they 

asked him to come back for a six-

month tour.

Local demand for 
craftsmen boosts 
creative Briton

by julian ryall

ENTREPRENEUR

“Against my parents’ advice, 

I packed up and came to Japan”, 

he said.

The Tokyo music scene began to 

pale after a few years and Morgan 

decided he wanted to do something 

more hands-on, more creative.

“My dad was a brickie, gas-fitter 

and plumber, and my brother still 

fits double-glazing, so there’s a 

tradition in the family”, he said. 

Nevertheless, all the skills he has 

today were self-taught.

“I started by doing odd jobs for 

Kathryn Milan, an American who 

ran an antiques business based 

in a beautiful Taisho-era house in 

Nishi-Azabu”, he said. “The work 

was a bit of everything, including 

repairing old cabinets and 

basketwork, but that soon grew 

into making furniture.

“Then someone asked if I could 

lay a floor”, he added. “I’d never 

even tried before, but I saw it as a 

challenge and went with it. And 

that is how I have learned”.

Morgan’s burgeoning 

reputation and word-of-mouth 

recommendations mean he has 

never had to advertise for work. In 

fact, the opposite is the problem; 

there is too much work and not 

enough skilled and capable 

craftsmen to meet the demand.

“I’m always shocked at how few 

people are taking up traditional 

skills in Japan today”, he said. 

“Although that does mean there 

is no shortage of work for reliable 

and capable craftsmen”.
Richard Morgan at work in his workshop southwest of Tokyo.



For Morgan, there can be fewer 

jobs that are more satisfying than 

standing back when a project 

is completed and admiring the 

finished product.

To date, projects have run 

the gamut from straightforward 

interior restorations—and plenty 

that were less straightforward—to 

working on bespoke furniture, 

graphic installations, and general 

maintenance and exterior 

restoration projects, such as beach 

houses and wooden decks.

Clients also cross the spectrum, 

ranging from Syn Entertainment in 

Tokyo, for whom he created office 

interiors, to The Body Shop in 

Okinawa, Apple in Fukuoka, Tesla 

Motors Japan, Yoga Jaya, Waseda 

International School and Tokyo 

International Kindercare.

Morgan insists that one of his 

greatest joys is pottering around in 

his workshop, less than 10 minutes 

on foot from his self-renovated 

home overlooking the town of 

Hayama, southwest of Tokyo.

“I can’t compete with Ikea on 

price, but every customer knows 

that they are getting a one-of-

a-kind, custom-built piece of 

furniture”, he said.

On the day of BCCJ ACUMEN’s 

visit, he is putting the finishing 

touches to a corner storage unit, 

complete with integral fish tank, 

for an international kindergarten 

in Tokyo. Child-friendly, the 

corners are rounded and the 

colours are eye-catching. Morgan 

is nearing his “euphoric moment”.

“It’s always a work in progress 

until it’s in place and everything 

is just so”, he said. “But then you 

stand back and you’ve got it right. 

And that feels good”. 

080-1089-1825

046-876-8795

richard@horizon-reform.co.jp

www.horizon-reform.co.jp

ENTREPRENEUR

Richard Morgan installs a graphic for a client.

Saint Alban's Anglican-Episcopal Church 
3-6-25, Shiba-Koen Minato-ku, Tokyo 105-0011
tel: 090-6480-4542    email: gilma.yam@gol.com
www.saintalbans.jp   

st alban's nursery
Learning. Love. Laughter.

St Alban’s Nursery, close to Tokyo Tower, offers a 

select program of learning and self-discovery for 

English-speaking preschoolers of all nationalities, 

based on the Montessori method. In the quiet, leafy 

surrounds of St Alban’s Anglican-Episcopal church, 

the program is open to children of all denominations 

and cultures, focusing on the individuality of each 

child in a caring, very personalized atmosphere, 

under the warm leadership of program director Gilma 

Yamamoto-Copeland and her staff.

- large enclosed outdoor playground

- parents welcome at all times
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A NEW RISING STAR

Droid fridge heralds rebirth of business

T wo years may be relatively 

short in big business but, 

in that time, Aki Ito has 

carried out a successful relaunch 

of a business. On becoming 

president and chief executive of 

an ailing consumer electronics 

firm in February 2014, Ito 

set about turning it around 

by drawing on his wealth of 

experience as a change agent for 

brands including Sony, Coca Cola, 

Adidas and Dell.

Top of his proprieties was 

recruiting, as chief marketing 

officer, Alan Ng, a branding 

expert—and long-term friend—

who has worked in the United 

States and across Asia.

Together, they turned the firm 

into a profitable business after 

it had spent 15 years in the red. 

But Ito believes there is still a 

long way to go.

“I would call ourselves a 

zombie”, he said. “Yes, we are 

becoming alive. We have stopped 

the bleeding. But we still need to 

bring the patient back”.

Central to this process, 

according to Ito and Ng, is the 

recent rebranding of the firm as 

AQUA Co., Ltd. 

“With white goods, people buy 

because they need to, not because 

they want to; then they come back 

and buy the product every 15 to 20 

years”, said Ito. “We thought, ‘What 

if we change this paradigm? We 

have to do something to attract 

attention’”.

The answer came in the form 

of the much loved and well-known 

Star Wars character R2-D2. 

A fan of both the story and 

watching films at home, Ito 

considered a gap in the market: 

a fridge that brings drinks to 

you rather than you going to the 

fridge. According to Ito, no one 

is better than R2-D2 to play that 

role: “It’s something you have been 

dreaming of since you were a kid”.

Having had experience in 

the film industry, the pair were 

well placed to secure the licence 

agreements necessary to make 

those dreams a reality. And no time 

or expense were spared to ensure 

the product is identical to the droid.

The moving R2-D2™ Moving 

Refrigerator began being made 

to order in October 2015, and 

instantly drew attention; media 

covered the new product in 

26 languages. The appeal of 

the product appears to be its 

authenticity.

“We know that the back side [of 

R2-D2 in the films] is pretty lousy. 

They just shoot the part viewers 

can see”, said Ito.

The team at AQUA therefore 

watched the films numerous times 

to create 3D data of the droid, 

ensuring nothing was missed.

“I approved the paint”, said Ito. “I 

had to change providers a few times 

to find the right paint—so it could 

be at the high level we wanted”.

“The sounds are also the actual 

sounds of R2-D2”, added Ng. 

The fridge—which moves by 

remote control and includes a 

projector function—is not the only 

Star Wars-related product that 

AQUA has brought to market. In 

December, their product Cooling 

Mask: Darth Vader was launched, 

followed by C-3PO and a Storm 

Trooper in January.

“Being somewhat different 

makes us unique; it makes us 

interesting to consumers and 

retailers”, said Ng. “That is quite 

important to a very competitive 

market like Japan”.

And these novelty items are only 

the beginning according to the pair.

“We are pushing our engineers 

to think differently from before”, 

said Ito. “We are the company 

that is really crashing through the 

boundary between white goods 

and brown goods. Most white 

goods are just a commodity. 

Instead, we are making products 

that people want”.

“There are still a lot of 

entrepreneurial spirit and 

opportunities in Japan”, said 

Ng. “Our company is bringing 

optimism back”. 

Aki Ito (left) and Alan Ng of 

AQUA with the firm’s products

© & ™ LUCASFILM LTD.
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There are less than five years to go 

before the Tokyo 2020 Olympic and 

Paralympic Games, and this major event 

of worldwide importance will be a formidable 

opportunity for Japan as it will attract many 

visitors from all over the world.  

“Although representing a major resonance 

opportunity, large-scale mass gatherings 

such as the Olympic Games present health 

challenges to the host country, including 

public health issues and potential increased 

stretch on the health system of the city, country 

or region in which they are held”, according 

to Pierrick Rollet, vice president of global 

strategic partnerships and joint ventures at 

GlaxoSmithKline Vaccines.

Millions of people are expected to descend 

on the city in the run up to the Games. With 

such mass gatherings comes potential risks 

for transmission of infectious diseases, 

airborne spread of microorganisms or 

public health threats and concerns. Among 

these are bio-defence scares. Some—such 

as bio-terrorism—are caused by humans, 

while others, including influenza pandemics 

and severe acute respiratory syndrome, 

occur naturally. 

This presents an opportunity for those in the 

industry to form partnerships to help ensure 

public health-bio-preparedness planning and a 

safe Games.

 “We are also involved in partnerships across 

a number of public health priority programmes 

for vaccines, including flu pre-pandemics 

vaccines. We have a track record in helping 

to deliver Games and other large events”, 

Rollet added. 

“GSK was the Official Laboratory Services 

Provider to the 2012 Games in London, 

working with partners to provide facilities 

and equipment to enable expert analysts 

from King’s College London to independently 

operate a World Anti-Doping Agency accredited 

laboratory. 

 “As a science-led  global healthcare 

company that produces drugs and vaccines, 

GSK is committed, looking towards the Tokyo 

2020 Summer Olympic and Paralympic Games, 

to share its experience of public health planning 

and making partnerships with global health 

organisations such as UNICEF, WHO, GAVI and 

governments across the world”, he added.

From previous international events, the 

city is also in a position to learn lessons on 

managing public health risks. The influenza 

virus, for instance, was reported at the 2002 

Winter Olympic Games in Salt Lake City and the 

World Youth Day gathering in Sydney in 2008.

“The risks I mentioned may provoke 

emergency actions and accelerated responses 

from many stakeholders, often in an 

uncoordinated way”, Rollet said. “Public health 

planning and responses are, therefore, an 

essential part of the overall planning stage of 

big events”.

THREAT AND OPPORTUNITY

Ensuring public health for Tokyo 2020

Indeed, disease awareness and the provision 

of sufficient health services, will be vital before, 

during and after events such as Tokyo 2020. 

“Additionally, lessons can be learnt from past 

public health crisis outbreaks in terms of health 

policy planning and measures”, Rollet explained. 

“For example, in response to the ebola outbreak, 

the industry was able to respond in six to seven 

months with what is done usually in six to 10 

years. This was a fantastic achievement but, at 

the same time, such a long response might not 

be adequate if a crisis situation occurs during 

the Olympics and the disruption it provokes is 

enormous and unsustainable. We cannot have 

that as a model.

“The disruption and consequences of 

these potential risks can be significant for 

the economy, national security or even the 

everyday life of the host country as they can 

potentially lead to a significant reduction in 

the consumption of services, disruption to 

public transport or closure of schools, to name 

a few negative outcomes. The key learning is 

the critical need for sufficient preparedness”, 

he said.

If international initiatives, combined with 

experience from London 2012, can be taken as 

a guide, Tokyo 2020 is expected to draw 10,000 

athletes from over 200 countries. Moreover, 

the city’s population—currently at some 38mn 

inhabitants—will swell further when visitors 

for the Games arrive. With that increase in 

numbers comes a potential increase in threats 

to public health. 

“GSK is seeking to share its experience and 

expertise in providing support for public health 

and bio-preparedness planning associated with 

such large mass events around the world and in 

Japan”, Rollet said. “Science can play a positive 

role in sport, and contribute to the health of 

those involved”. 

OLYMPICS

Pierrick Rollet of GlaxoSmithKline Vaccines
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by kathryn wortley

E xplaining to young people an accident 

that has been ranked top of the 

International Nuclear and Radiological 

Event Scale and its impact is not easy. But that is 

the task Keith Franklin, first secretary (nuclear) 

at the British Embassy Tokyo, took on as part of 

I’m a Scientist Get Me Out of Here, a programme 

for UK schools.

“To us in Japan the Fukushima Daiichi 

accident is a very recent event”, Franklin told 

BCCJ ACUMEN. “But some of the younger 

students on the programme had never heard 

of it”. And that, he explained, involved him 

switching from his usual approach of answering 

intricate questions on the Fukushima Daiichi 

Nuclear Power Plant disaster to going back to 

basics: outlining what it was, how it happened 

and what it all means.

Yet, despite the difficult subject matter, the 

pupils were keen to lap up the information, 

much to the organisers’ delight. 

Designed to engage young people in science, 

I’m a Scientist was launched in 2008. It operates 

as a free online event where pupils interact 

with panels of handpicked scientists in various 

zones, exploring topics from ageing and heart 

health to extreme pressure and spectroscopy, as 

well as general science. 

“The aim is to get school students to talk 

to real scientists so that they gain from having 

their own personal connection with science”, 

said Antony Poveda from the project. “Thanks 

to many funders and fantastic feedback, it has 

grown from one pilot zone of five scientists 

to a three-times-a-year UK event with 

international versions”.

The most recent edition—which took place 

over two weeks in November 2015—was the most 

extensive yet. For the first time, not all the schools 

that applied could be accommodated. Efforts 

are now underway to prioritise schools that lack 

regular engagement in science, technology, 

engineering and maths (STEM).

Efforts to boost studies of, and careers 

in, STEM subjects have been promoted 

increasingly in recent years by government, 

industry, business and academia. 

Since 2010, the British government has 

stepped up its efforts in the area due to the major 

contribution science and research make to the 

prosperity of the UK. With the aim of engaging 

the public in science and developing not only 

skilled practitioners in STEM fields, but also 

people who value the subjects, the work includes 

holding events to raise public awareness of 

science-related issues as well as funding four 

national academies and various events. 

Sparking children’s interest in science from 

a young age is thought to be one of the most 

affective methods of achieving these goals—one 

reason online I’m a Scientist events have been 

so well supported. Aside from main funding 

from the Wellcome Trust, an independent 

global charitable foundation headquartered 

UK PUPILS UNCOVER 
FUKUSHIMA DAIICHI

Online project fosters interest in STEM and Japan

in London, the programme receives funds 

from other British organisations, including 

the Science & Technology Facilities Council, 

the Royal Society of Chemistry, the Institute of 

Physics and Engineering in Medicine, and the 

Biochemical Society.

Making connections

“Explaining science to non-specialists is 

something I really enjoy doing so I thought, ‘I’ll 

give that a shot’”, said Franklin, who applied 

for the position after reading a communication 

from the Royal Society of Chemistry.

“I was able to go into much more detail than 

I expected with young people than just giving 

a short answer”, he added. “Some questions 

demonstrated that they understood quite a 

lot, and there were definitely some budding 

scientists among them”.

Franklin and four other scientists—currently 

working in roles outside academia and research 

that require science expertise—made up the 

panel for the Osmium Zone, funded by the 

Institute of Physics. 

“Keith was a perfect example of how 

studying physics at school can lead to many 

different careers”, said Poveda. “He now works 

to bring his understanding of science and 

long-term experience with radiation to a new 

field: diplomacy.

“There were often questions in live chats 

about why each scientist had pursued their 

current job”, he added. Coming into contact with 

people like Keith shows just how far studying 

science can take you”.

After reading Franklin’s specially created 

child-friendly CV, the students were also deeply 

interested in why he is in Japan.

“I explained that I was introducing clever 

gadgets into Fukushima Daiichi to help them 

with the clean-up”, said Franklin. 

• Pupils learned the UK’s role in 

helping nuclear clean-up

• Increased pupils’ interest in 

science-related study and careers

• Curiosity sparked in Japanese 

language, food, culture

SCIENCE

Keith Franklin, first 

secretary (nuclear) at 

the British Embassy 

Tokyo

“I explained that I was 

introducing clever gadgets 

into Fukushima Daiichi to 

help them with the clean-up”.



Word size represents number of times a word was used by participants in live chats. Likelihood of participants pursuing a science-related job as a result of the project

One student asked if the damage caused 

by Fukushima Daiichi could “disappear 

completely”. “I said, ‘It depends on what you 

mean by disappear. For example, is the end 

point of the clean-up to store everything in a 

safe and secure manner on the site, to take it 

somewhere else or return the site to nature? 

Many options are possible; you just need to 

decide the most sensible one’”. 

Aside from recording the personal feedback 

from pupils on the project, organisers carried out 

research to chart the project’s impact on pupils. 

They asked them the same four questions before 

and after they had participated, and placed 

results on a scale ranging from +2 (very strong 

likelihood) to -2 (very weak likelihood). For Year 

10 and 11 students, there was an average +0.78 

change in the likelihood of them looking for a 

job that uses science. 

On average, 481 students (up from 353) 

logged in to each zone, and 956 questions (up 

from 717) were asked per zone. 

Franklin’s participation also resulted in 

cultural understanding, with questions posed 

to him also covering Japan’s language, food 

and culture. 

While the time difference posed a challenge, 

Franklin said he would take part in the 

programme again, not only to boost interest 

in STEM subjects, but also to provide him 

with insights.

“I learned just as much about my 

communication style as the children probably 

did about science”, he said, adding that the 

programme was about “showing that scientists 

are normal people”. 

SCIENCE
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For Dr Greg Story, an attraction of living and 

working in Japan is the country’s love of 

design and mindfulness of the customer’s 

experience.

As country president of a global firm providing 

human resources training, Story has a keen 

appreciation for the Japanese work ethic. A 

long-term, bilingual resident in Tokyo, and 

a practitioner of Japanese martial arts since 

childhood, he also has a strong sense of Japanese 

style and craft. But even he was impressed when 

he came face to face with the Lexus IS200t F Sport, 

a four-door sports sedan.

With an aggressive stance and dramatic lines 

sweeping from end to end, the IS200t (Turbo) 

raises eyebrows and causes the observer to catch 

their breath.

“I know Lexus is a high-end brand”, Story said. 

“And I have driven the company’s models before, 

so I have very high expectations. But this is pretty 

cool. When you sit down, the car adjusts the seat 

for you. It feels sporty simply from the way they 

arranged the seat, the narrower cabin and the 

steering wheel”.

Starting out from Tokyo’s Aoyama-itchome 

district, Story rolled into bustling traffic, heading 

toward the government district of Kasumigaseki 

and the shopping mecca of Ginza.

“The stitched red leather interior is very flash, 

while the dashboard—with its silver tones—looks 

very modern”, he said, running his hand along the 

sporty wheel of the IS.

With hand-made Japanese wood trim, 

hand-stitched leather finishing, and low-set 

leather sports seats, the IS200t is the epitome of 

Japanese design.

“The interior is not just utilitarian, it’s beautiful. 

You can tell they’ve taken a lot of care”, he added.

What’s more, the sports sedan provides an 

amazing driving experience: a lightning-fast 

transmission and powerful engine provides an 

PUBLICITY

photos by antony tran

THE LEXUS EXPERIENCE

Test-driving the IS200t

Dr Greg Story test drove a IS200t in Tokyo.
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LUXURY LIFESTYLE
In 2013, when the Lexus marketing team released the first video in its 

Amazing in Motion series, many people—including internal sales staff 

and dealers—asked why the firm wasn’t doing more product-based 

advertising. 

Since the appearance of the fourth video, Slide, which attracted 

nearly 40mn views online, people have stopped asking such questions. 

Lexus created its own hoverboard for , which shows skateboarders, 

sometimes unsuccessfully, riding and doing tricks on the futuristic board. 

Amazing things happen when technology meets imagination. 

Atsushi Takada, general manager of the Lexus Brand Management 

division, believes the Lexus product line, at its core, is a manifestation 

of this idea.

“We are more than an automobile company; we are a luxury auto 

company. Sometimes we need to focus on the luxury aspect of our brand”. 

INTERSECT, a lifestyle café in Tokyo’s fashionable Aoyama district, 

appeals to luxury-minded target consumers. Takada describes the space 

as similar to a Lexus customer’s house: the kitchen (café) and garage 

are where you would invite a guest to chat over coffee or maybe discuss 

your car. Then you might move upstairs to the lounge (bistro) for more 

extended visits. 

On the second floor, INTERSECT offers table and sofa seating as well 

as an area showcasing Crafted For Lexus apparel and accessories, items 

designed for sale by the brand. A Lexus car model is 

often on display downstairs.

“When I asked the designer of INTERSECT 

to create a space without a car, he was really 

surprised”, Takada said. 

Thoughtful elements such as the bamboo 

spindles adorning the windows, and the 

whitewashed “parts wall” lining the 

staircase, reflect actual Lexus features.

“What I really wish, is for customers to 

visit INTERSECT, to experience 

the Lexus lifestyle”, 

Takada added.

Discover the Lexus driving experience at International Gallery Aoyama; 
explore the Lexus lifestyle at INTERSECT BY LEXUS.

LEXUS International Gallery Aoyama
2-5-8 Kita-Aoyama, Minato-ku, Tokyo
03-5786-2711
www.bit.ly/lexusiga

INTERSECT BY LEXUS-TOKYO
4-21-26 Minami-Aoyama, Minato-ku, Tokyo
03-6447-1540
www.bit.ly/iblexus
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incredible 241 horsepower. The IS200t can do 

zero to 97 kilometres per hour in 6.9 seconds. 

“The take up is pretty smooth”, said 

Story, smiling.

With traffic getting heavier, he changed lanes 

and entered a tight turn. In the mid-distance, 

the majestic gardens of the Imperial Palace were 

resplendent in the morning sun.

“I find that we are quite a bit lower to the 

ground, compared with the German car that 

I’m used to driving, so you have a bit more feel 

with the Lexus. There’s a lot more interaction 

between road and driver”, he said.

“And the turning circle is quite tight 

compared with my usual car, which is a bit big 

and not this easy to manoeuvre”.

The IS200t’s Adaptive Variable Suspension 

and Variable Gear–Ratio Steering are designed 

to connect driver and road.

Moreover, the Drive Mode Select console 

allows the driver to choose from the fuel-

efficient Eco mode, the everyday Push Normal 

setting and the Sport S/S+ selection. Whether 

you are driving in open country or on city roads, 

commuting to work, or out on a frolic, the 

driving experience is augmented by design. 

Atsushi Takada of Lexus 

with the firm’s hoverboard

Rather than a daily commuter, Story sees 

himself more as a weekend driver who loves 

to head up country. “I’d take the IS200t up to 

the Okuchichibu Mountains of Kanto, or the 

tourist hot-spots of Atami, Hakone or Nagano 

Prefecture”, he said.

Back at base, Story is as excited about the 

Lexus as he was before the test drive began: 

“I think the appointments of the car are very 

good; it is well thought through. [Lexus] are 

aiming for the high-end market, and are 

achieving it. So if you are after a sports model, 

this would be a good car to try out”. 

INTERSECT is a lifestyle café in Tokyo.
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Prime Minister Shinzo Abe has 

won international acclaim for his 

acknowledgement of Japan’s patriarchy 

problems. He has repeatedly promised to build a 

society where “women can shine”: a society that 

will reverse its creeping decline by extracting 

maximum output from its economically inactive 

housewives. In April, his promises will take 

legal shape in the form of a new regulation that 

requires large firms to set targets for hiring and 

promoting women.

Abe, a proponent of traditional Japanese 

values, is making an economic, rather than a 

feminist, argument. But it is a measure of his 

determination to kick-start the ailing economy 

that he is prepared to scrap the country’s basic 

societal model—that of traditional gender 

roles—in order to achieve it.

“Japan”, he told an international women’s 

conference in September 2015, “aims to create 

a society where it is commonplace for both men 

and women to share responsibility for work, 

household chores and child rearing”. 

The new law, said Haruko Arimura, minister 

of state for gender equality, is intended to “reform 

the way people work regardless of gender”. 

However, there is a concern that the law, 

which has no penalties for non-compliance, 

is not equal to the task of transforming the 

Japanese workplace into a family-friendly 

environment. The scale of the challenge would 

require nothing short of regime change. 

In December, the government admitted 

it would fail to meet its own target for 30% of 

all leadership positions to be filled by women 

by 2020. The target was revised to 7% for the 

national government by 2020—currently 3.5%—

and 15% for private firms, from the current 9.2%. 

Japan ranks below Kazakhstan, Zimbabwe 

and Bangladesh in the Global Gender Gap 

Report 2015, compiled by the World Economic 

Forum. It comes 101st out of 145 countries in 

the index. According to the report, Japanese 

women typically earn 61% of the average 

male salary.

Discrimination against pregnant women is 

rife. In November, a government survey found 

that nearly half of all female temporary agency 

staff experienced harassment after becoming 

pregnant. The problem is thought to be under-

reported because Japanese society stigmatises 

those who “cause trouble”. About 60% of 

Wake up to  
diversity reality

How can new law help working women?
by lucy alexander

mothers take the path of least resistance and 

simply abandon their careers.

Against this backdrop, the new Promotion of 

Women’s Career Activities Act looks somewhat 

toothless. According to Naota Suzuki, a lawyer 

at international law firm Ashurst, every private 

company in Japan employing more than 300 staff 

will, from 1 April, be obliged to identify workforce 

gender disparities and make public an action 

plan to rectify the problems, including voluntary 

targets, which may be as low as they wish.

The rules also apply to government bodies. 

Yet smaller businesses, which make up 99% 

of Japan’s total firms, are merely requested to 

“make efforts” to produce action plans. 

DIVERSITY

ECONOMIC PARTICIPATION AND OPPORTUNITY COUNTRY SCORES COMPARED

Labour force participation 0.77

Professional and technical workers 0.87

Wage equality for similar work (survey) 0.65

Estimated earned income 
(Purchasing Power Parity US$) 0.61

Legislators, senior officials and managers 0.10
Equality = 1.00   0.00 = Inequality

Health

Politics

Education

Economy0.61 0.59

0.99

0.98

0.10

0.95

0.96

0.23

JAPAN COUNTRY AVERAGE

Source: Global Gender Gap Report 2015

Naota Suzuki of Ashurst
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On 25 January, the Yomiuri Shimbun wrote 

that firms bidding for government contracts will 

be awarded extra eligibility points if they meet 

their targets.

Suzuki believes the legislation may 

well have “a positive influence” that 

reaches beyond its narrow focus. “Large 

corporations and government bodies often 

create a trend in employment practice in Japan”, 

he said.

Some British firms working in Japan 

expressed reservations. “The fact that 

companies will not be obliged to meet targets 

suggests that this change is either not well 

thought out or not supported at the highest level 

of government”, according to Emily Le Roux, a 

director at the recruitment firm Michael Page 

in Tokyo. 

“This is good PR for the Japanese 

government as it appears that Japan is taking 

steps to include targets for women in the 

workplace”, said Jacky Scanlan-Dyas, a partner 

in the Tokyo office of international law firm 

Hogan Lovells. “However, the details of the 

legislation indicate that this is not really the 

case”. She recommends the publication of 

names of non-compliant firms.

Others, however, have welcomed the new law. 

“The announcement, however minimal in scope, 

will put pressure on the business community 

to commit to diversity initiatives”, said George 

Johnson, managing director of executive search 

firm Harvey Nash Japan. “We anticipate this will 

result in the creation of groups such as the 30% 

Club”, a British business pressure group that 

encourages FTSE-100 companies to increase the 

ratio of their female board directors to 30%.

Female leadership is becoming the norm 

among British firms in Japan. 

GlaxoSmithKline’s Japanese operations are 

led by a board of directors that is 50% female, 

and nearly a third of the pharmaceutical giant’s 

corporate officers in Japan are women. 

At Harvey Nash, more than half of the senior 

leadership team in the Asia–Pacific region are 

women, thanks to a proactive mentoring system. 

The Breaking Barriers mentoring programme at 

Hogan Lovells won the firm a British Chamber 

of Commerce in Japan 2015 British Business 

Award for community contribution.

Most observers agree that expanding and 

enabling more flexible access to childcare is the 

best thing the government could do to support 

working mothers, followed by the enforcement 

of equal pay legislation. Johnson also suggests 

tax breaks for women returning from maternity 

leave, more female role models in the Diet and 

diversity education in schools.

Some foreign firms also make a point of 

including their employees’ families in social 

events. At Michael Page, families are included 

in hanami (cherry blossom viewing) and 

Halloween celebrations. 

Too often in Japan, families’ needs are 

subordinate to the demands of the firm, while 

women’s needs are subordinate to the demands 

of their families. According to Le Roux, who 

runs a Tokyo networking group called Mums 

in Business, there are “deep-rooted cultural 

expectations that families can exert on a woman 

once she has married and had children”.

How much note Japanese firms take 

of foreign business practices is debatable. 

According to Rina Bovrisse, a Japanese 

campaigner for female employment rights, 

many women treat Abe’s Womenomics agenda 

with scepticism. “It’s a strategy created by 

foreign women who work in a completely 

different environment”, she said. “Japanese 

DIVERSITY

Michael Page’s Tokyo office includes employees’ families in its social events.

Emily Le Roux  

of Michael Page

Jacky Scanlan-Dyas  

of Hogan Lovells
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women are not convinced by Womenomics and 

no one is talking about it”.

Bovrisse, who lost a legal action against 

Prada in 2012 after a court in Tokyo upheld the 

firm’s right to discriminate against employees 

on the grounds of appearance, said that the new 

law would make no difference. 

“Japanese women don’t want to be 

promoted because as a leader they become a 

minority: the only female in the group”, she said. 

Standing out as an individual is an unattractive 

prospect in a country that values conformity.

Japanese women are trained to be silent, 

said Bovrisse, and as a result, they are ruthlessly 

exploited. She describes the process of applying 

for jobs in Tokyo after working in New York. 

“First, they checked my age—not my experience 

or skills—because age is the top priority for 

[employers of ] Japanese women. Then, based 

on the age, they checked their spreadsheet for 

pay levels. My American salary shocked every 

recruiter in Tokyo. Most of the recruiters advised 

me to lie and halve my previous salary so they 

could find me a job”.

This was not advice they would have given 

to a foreign woman, she said: “Japanese women 

have half the value of Western women when it 

comes to compensation for exactly the same job”.

Bovrisse now runs Chateau School, a 

pre-school that caters for working mothers. 

After the publicity surrounding the Prada 

case, Bovrisse said many of her contacts in the 

fashion industry were shocked at her return 

to work. “One editor said she assumed I had 

committed suicide”.

If the expected price for speaking out 

about workplace rights is suicide, this puts the 

challenge of reforming the Japanese workplace 

into perspective. After all, Japan has had equal 

employment legislation since 1985, and the target 

of 30% of women in leadership was introduced 

in 2003. The proportion of women MPs in the 

Diet—9.5% today—has barely changed since the 

1946 election, when the figure was 8.4%.

DIVERSITY

WHAT THE NEW LAW MEANS

The Promotion of Women’s Career Activities Act was passed in the Diet on 28 August, 2015, and 

will expire on 31 March, 2026. Under the terms, by 1 April 2016, governmental bodies and large 

private companies with more than 300 staff shall:

• Establish an “action plan” in accordance with the official guideline

• Notify the local Labour Bureau (private companies only)

• Make the action plan known to employees and the public

They must also compile gender-specific data relating to staff, for example:

• The ratio of male and female staff recruited by the company

• Differences in the number of years worked by men and women

• The proportion of managers who are women

The action plan must then outline ways to improve any discrepancies, and set targets as well 

as the period of the plan.

Firms employing 300 people or less shall “make efforts to establish” similar action plans and 

notify the local Labour Bureau.

A certificate of excellence may be awarded by the Labour Bureau to companies if they 

meet “certain standards”, as yet unspecified. They may also be given preferential access to 

government procurement contracts.

Source: Naota Suzuki, Ashurst Horitsu Jimusho Gaikokuho Kyodo Jigyo

Japanese paternity leave laws are already 

the most generous in the Organisation for 

Economic Co-operation and Development, 

at up to one year. Yet only 2.3% of new fathers 

took any leave last year, and the announcement 

in December by Liberal Democratic Party MP 

Kensuke Miyazaki that he intends to take a 

month at home with his wife and newborn 

baby met with disapproval from his party’s 

old guard, who implied he was letting his 

colleagues down.

If past legislation remains unenforced 

and existing rights remain unclaimed, it is 

hard to see how any new law can succeed 

without rigorous enforcement. Abe may be 

feminism’s best shot, but he is trying to achieve 

regime change with a nudge, when it may 

require a shove. Chateau School teaches about working women globally.

About 60% of mothers [in Japan] take the path 

of least resistance [against discrimination] 

and simply abandon their careers.
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More clients have at least two tuxedos: 

perhaps one in plain black and 

one in blue with black silk lapels, 

like the one James Bond wore in Skyfall. That 

is according to Vinod Bahrunani, the suit 

connoisseur at Euro Merican Fashions Limited.

For Bahrunani, the so-called Bond effect 

is just one of many trends that his industry—

bespoke tailoring for businessmen and women—

is undergoing. But even in the fast-moving world 

of fashion, some things endure. 

“I normally sell classic suits as they never 

go out of fashion quickly”, he said. “Right now, 

the trend is to wear flat-front trousers without 

pleats or cuffs. Customers also want a slimmer 

cut, but that is not a universal trend”.

Bahrunani’s family have been creators of 

bespoke fashion for Hong Kong’s business 

community since 1960, when his father opened 

the business. And, since 1989, some of Tokyo’s 

best-dressed businesspeople and diplomats 

have enjoyed the firm’s craftsmanship and 

tailoring right on their doorstep.

“I come to Tokyo about 10 times a year, 

and I always stay at the ANA InterContinental 

Tokyo”, said Bahrunani. “I come to sell suits, 

shirts, sports jackets and tuxedo suits, to name 

a few items”.

In a private suite inside the hotel, clients 

can peruse a stunning range of exclusive fabrics 

from some of the best mills in the UK and Italy.

“A customer normally schedules an 

appointment with me before I arrive from 

Hong Kong. They then come to the suite 

and look at the fabrics and styles.

“I take over 30 measurements and note their 

posture. These are sent to Hong Kong for the 

items to be created, and the customer receives 

their order two to three weeks later”.

According to Bahrunani, there is a distinct 

advantage to having tailor-made clothes, not 

least of which is the sense of style it imparts on 

one’s clients and customers. 

“As you can see, my suit has real button 

holes”, he said, holding out his arm and pointing 

to his sleeve. He recommends customers keep 

the last button of a suit jacket’s sleeve open, to 

show it is bespoke. 

Other signs of style, he says, are to have your 

name—or your firm’s insignia—on the lining of 

the jacket, or choose a lining that complements 

the outside fabric of the suit. 

Fashion among Bahrunani’s executive and 

VIP clients varies widely. Recently, many of 

them prefer short suit jackets. Chief executives, 

chief financial officers and diplomats, however, 

favour long ones.

For men especially, classic colours such 

as dark grey or dark blue are always popular 

as they are suitable for wearing throughout 

the week. 

Also becoming a trend is preference for royal 

blue. “It catches the eye and has a sharp look 

to it, while also working as a one-off item to 

impress”, he added. 

No matter the preference, Euro Merican 

Fashion offers exclusive tailoring that includes 

a choice of colours, inner linings, buttons, 

collars and cuffs. Customers can choose from 

over 6,000 fabrics, including Egyptian cotton 

shirts, with optional personal embroidery.

But what sets Euro Merican Fashion apart 

is its level of service, borne of an illustrious 

heritage and intimate knowledge of what the 

customer wants.

“My after sales service is impeccable”, 

Bahrunani said. “We do free alterations, for 

instance, if someone gains or loses a few pounds. 

And this service is available indefinitely”.

His intimate knowledge of global trends, 

moreover, ensures customers get the best advice 

available on what is or is not fashionable, as well 

as personal tips for each individual.

From his base in Hong Kong, Bahrunani’s 

bespoke tailoring services touch clients in 

Malaysia, Singapore, the US, China, Australia, 

Japan and the UK. He considers his greatest 

compliment to be the way most of his 

customers come to him: via a word-of-mouth 

recommendation. 

PUBLICITY

STREET SMART

Master tailor ensures executives keep looking good

sales@eutailors.com

www.euromerican.com

Vinod Bahrunani of Euro Merican brand The firm creates bespoke fashions.
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by luke happle

A s a non-Japanese living 

in Japan, perhaps the 

question you are asked 

the most is, “Why did you decide 

to learn Japanese?” I wish I had 

a better answer, but I decided 

to begin studying Japanese on a 

whim, because it was something 

new, different and exciting. 

I have always been drawn to the 

“other” and Japan is about as other 

as you can get when you grew up 

in suburban Hampshire. But, as 

my studies progressed, I found 

myself increasingly drawn to the 

nuances of this “exotic” language 

and decided to continue my new 

passion at SOAS, at the University 

of London.

After a year abroad, reading at 

Keio University in Tokyo as part 

of my degree in Japanese, I found 

myself back in the UK, writing 

my dissertation and pining for 

onsen (hot springs). I applied to 

the Japan Exchange and Teaching 

(JET) Programme and was lucky 

to be placed as a coordinator for 

international relations in Miyagi 

Prefecture, working at both 

the prefectural office and the 

Miyagi International Association 

in Sendai. 

I spent my first two years 

getting to grips with life as a 

working adult in Japan and 

finding my place in the office. 

From the beginning, I was tasked 

with challenging work including 

long, complicated translations, 

and interpreting for the governor 

during courtesy calls involving 

high-ranking foreign dignitaries. 

It was a baptism by fire; at that time 

just hearing the Japanese word for 

governor was all it took for cold 

perspiration to bead on my brow. 

Looking back, I know that 

those experiences taught me the 

importance of being flexible and 

appearing confident, even when 

I don’t necessarily feel that way. 

I also had the opportunity to work 

with local residents. The project 

of which I am most proud is a 

series of UK cooking classes that I 

developed in an attempt to inform 

local people about real British 

cooking. The classes were a big 

success, and I was able to do a live 

cookery segment on television.

But everything changed on 

11 March 2011 when the Great 

East Japan Earthquake struck. 

WHERE ARE THEY NOW?

From a chance encounter to a rewarding relationship

My workplace was 130km from the 

epicentre. I remember thinking that 

my office building couldn’t possibly 

withstand the incredibly violent 

shaking; I was certain the floor 

would fall from beneath my feet at 

any moment. The resulting tsunami 

killed more than 15,000 people and 

ravaged Tohoku’s Pacific coast. 

After the disaster, I worked 

alongside two other programme 

participants and our Japanese 

supervisor to confirm the safety 

of our 63 programme colleagues 

working in Miyagi Prefecture. We 

also provided them with logistical 

support and counselling. The 

experience pushed us to our 

limits, but I feel lucky to have been 

on the programme in the area at 

that time. 

I was truly moved by the 

strength, resilience and kindness 

of the local people, and the 

dedication of programme 

participants in Miyagi. In spite 

of the uncertainty and practical 

inconvenience of living in affected 

areas, the majority of those on 

the programme chose to stay and 

finish their tenures: a testament to 

the strong bonds fostered between 

participants and local regions. 

Now, nearly five years later, 

the healing process in Tohoku 

remains ongoing. But the people 

of the region are strong, and 

recovery is only a matter of time. 

If you want to help, I recommend 

supporting tourism in the area. 

Visit spectacular onsen, and enjoy 

the beautiful scenery and culture.

I am still involved with 

the programme in my current 

position at its organising body, the 

Council of Local Authorities for 

International Relations. My role 

includes building and maintaining 

mutually beneficial relationships 

with organisations, promoting the 

programme on a global scale, and 

increasing awareness of its alumni 

as competent global talent for 

firms in Japan. 

My relationship with Japan 

and the rich, fulfilling life I now 

lead is the result of a chance 

decision to try something new. 

My choice fills me with excitement 

about what could now be 

around the corner. Recalling that 

ubiquitous question, maybe my 

reason for learning Japanese was 

not so bad after all. 

JET

Now in its 30th year, the Japan Exchange and Teaching (JET) Programme 

has welcomed more than 62,000 people from 65 countries to deliver 

grassroots international exchange between Japan and other nations. 

This column features former JET Programme participants who keep the 

idea of fostering mutual understanding firmly at heart.

Luke Happle (right) provided cooking classes for people in Miyagi Prefecture.
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Sales cannot run like a 

manufacturing production 

line. It is more like an 

artisanal pursuit, closer to art than 

science. Yet, every sales force has 

targets that are usually uniform. 

Each month, they have to deliver 

a specified amount of revenue, 

rolling up into a pre-determined 

annual target. The construct may 

be logical, but sales is far from 

logical, as it is steeped in emotion, 

luck and magic.

Having said that, sales is also 

a numbers game and, to some 

extent, pseudo-scientific. There 

are accepted algorithms that 

apply. You call a certain number of 

people, speak in detail to a lesser 

number, meet a few and, from 

that residual group, you conclude 

an agreement. 

There are ratios which, when 

calculated over time, apply as 

averages linking activity with results. 

So we call 100 people, speak to 80, 

see 20 and strike a deal with five. In 

this construct, to make one sale, on 

average we need to call 20 people.

With this type of precision 

available, you would think that 

we could industrialise the sales 

process and confidently set annual 

targets, neatly divided into units of 

12, to arrive at a consistent stream 

of revenue achievement.

Sadly, it doesn’t work like this. 

Sales flow is without rhyme or 

reason: some months we exceed 

the target and other months we 

miss it completely. Some sales 

people are consistent producers 

and others are unpredictable, 

while some are annoying because 

they don’t seem to be doing much. 

Why is there this perplexing 

inability to automate the 

production of results? The valley of 

sales death is the problem.

This is the plunge between sales 

peaks. It is the lull in the fighting, 

the quiet before the storm, the 

brief interlude in the war of sales. 

Sales people work hard, usually 

because they are on commission 

structures that guarantee not 

very much if you don’t get 

results. Japan is a little different—

basically the system has either a 

base salary and commission or 

salary and bonuses. Few sales 

people in Japan are on 100% 

commission. Why? Because they 

don’t have to be and the Japanese 

preference for risk aversion means 

forget it.

Commission structures vary, 

but many industrial structures 

specify that you have to hit a 

monthly or quarterly target before 

your commission kicks in. If this 

is too industrial, it may fail to take 

into account seasonal downturns, 

because each target unit is the 

same throughout the year. This is 

hardly motivating and probably 

needs a bit more nuance around 

expectations and reality.

Sales people cannot be 

consistently successful unless they 

have two great professional skills. 

They must be machine-like time 

managers and highly disciplined. 

The two interlock. The ebb and 

flow of sales is based around 

customer activity. Networking, 

cold calling, following up with 

previous clients, chasing leads that 

come through marketing activities 

and so on takes time. 

If we do enough client contact 

activity we will get appointments 

and sales, thereby generating 

follow-up. Time starts to disappear 

from the mining activities that 

made us active in the first place. 

We can’t do the prospecting work, 

because we are too busy executing 

the follow up. Once the fog of 

PUBLICITY

by dr greg story
president, dale carnegie training japan

THE DEATH VALLEY 
OF SALES 

being busy clears, though, we 

suddenly see that we have a very 

pitiful pipeline ahead of us so we 

work like a demon again to kick-

start generating new leads. 

Downturns in activity lead to 

massive holes in revenue. This is the 

death valley of sales. It is the messy 

counterpoint to industrial sales 

production, which is consistent, 

uniform and, when graphed, is 

balanced and ascetically pleasing to 

upper management.

To avoid this phenomenon, 

we need to make time to keep 

prospecting every week. Sales 

people who do not block out time 

in their diaries for prospecting 

every day will be death valley 

dwellers in short order. They will 

be joined there by those who don’t 

plan their day in detail. That means 

planning the necessary activities 

with numbered action priorities. 

Failure here is permanent, 

because the consistency of 

production will elude us forever. 

We will get lost in the harsh 

environment of the valley and 

perish by the wayside. 

Let’s commit to build the 

pipeline every day and avoid the 

valley of sales death at all costs. 

THE SELL JAPAN SERIES
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T he results of the 

2016 Edelman Trust 

Barometer—which 

measures trust in organisations, 

consumer habits and the 

credibility of spokespeople in 28 

countries—were released at the 

meeting of the World Economic 

Forum in Davos, Switzerland on 

20–23 January. This was followed 

by the release of the Japan results 

on 4 February.

This is the 16th year of the 

annual global survey. It examined 

the credibility of chief executives as 

spokespeople. 

The index is an aggregate score 

of the percentage of people who 

have trust in four key institutions: 

government; business; non-

profit and non-governmental 

organisations; and the media. 

This score is then divided by four 

to provide an average that can be 

ranked to show if the population is 

generally trusting—or not—of its 

institutions. 

Until the Great East Japan 

Earthquake and Tsunami, Japan 

invariably was among the countries 

that ranked mid-point among 

the countries surveyed. This 

was despite the large number of 

corporate scandals and a high 

turnover of prime ministers. The 

Japanese were shown to be a very 

tolerant and patient people. 

However, the handling of the 

earthquake, tsunami and resulting 

nuclear crisis appears to have 

been the straw that broke the 

camel’s back. It caused trust in 

all four institutions to plummet 

in a way never before seen in the 

survey’s history. Since then, Japan 

has wallowed at the bottom of the 

list, with only an average of 41% 

of informed publics placing any 

trust in the four institutions. This 

is less even than for Russia, Poland 

and Turkey. 

Power of information

One of the important results of 

the global aggregate data this year 

was the growing trust differential 

between informed publics and the 

mass population. Informed publics 

are defined as people in the top 

quartile of household income who 

are educated to a tertiary level and 

both significantly consume media 

and engage with business news. 

Globally, this differential is as wide 

as 17 percentage points in the UK. 

Before the advent of the 

digital age and the accompanying 

democratisation of information, 

it was common, in most societies, 

that people of authority were 

also people with influence. 

People looked to, and trusted, 

the credentialed and titled—their 

influence provided cohesion for 

the direction of society. 

Now, the mass population 

has been empowered. The 

resultant increase in peer-to-peer 

communication has changed the 

former dynamic, massively shifting 

influence away from the influential 

to the hands of the populace. The 

fact that this newly empowered 

group has lower trust in the 

institutions of their respective 

nations is exactly what is leading to 

the Donald Trump phenomenon. 

Japan remains decidedly 

cohesive in terms of informed 

publics and the mass population, 

with only a 3 percentage point 

difference between the two. 

The figure is the same as it 

was four years ago. So, while 

the Japanese are cynical, at 

least they are cynical together. 

However, when we compare the 

top 25% of income earners with 

the lowest 25%, the gap widens 

to 17 points. Japan seems to 

remain a relatively middle-class, 

homogeneous society, but there 

are signs of discontent among 

lower-income groups. 

Insight for firms

Another group that seems 

decidedly discontent is employees. 

In terms of trusting their employer, 

INDUSTRY

Japanese employees ranked 

bottom in the world, with only 40% 

of staff saying that they did so. 

The commonly held 

impression of the selfless and 

self-sacrificing corporate samurai 

who commit their all to the firm 

is an image firmly rooted in the 

past. The myth held by many 

employers that they do not need 

to engage with their employees 

because “we are all Japanese and 

understand each other”, clearly 

is no longer valid. A broader-

based effort geared to employee 

engagement is imperative.

When polled on whether they 

thought they or their families 

would be economically better 

off in five years’ time, only 19% 

of informed publics and 15% of 

mass population respondents 

answered in the affirmative. Yet, 

trust in government rose to 39% 

for the general population, equal 

to the highest level in the past five 

years. This is surprising, given the 

political demonstrations in 2015. 

However, when asked if people 

trusted government to keep pace 

with changing times, only 29% said 

they did. 

Does this mean that the majority 

of Japanese are willing to sacrifice 

some democratic rights for Japan to 

be more assertive to regain its place 

on the world stage? Whatever the 

answer, it appears that many are not 

so confident in the government’s 

ability to lead them to a prosperous 

future. 

by ross rowbury
edelman japan

CYNICAL JAPAN

Survey on trust exposes social issues

• Index ranks people’s trust in four 

key institutions

• Japan fell in the country ranking 

after triple disaster of 2011

• Staff in Japan least trusting of 

their employers 

In terms of trusting their employer, 

Japanese employees ranked bottom 

in the world, with only 40% of staff 

saying that they did so.
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Our professional team at Evergreen International
Ski School is the largest in the region and offers 

snowshoe tours and avalanche skills courses. 

professional English-language ski and snowboard 
programs for adults and children of all abilities.  

unforgettable all-season alpine experiences. 

Our team and programs are designed to fulfil your 

HAKUBA VALLEY, JAPAN

Enquiries call 0261-72-5150
or 0261-72-3200 (Ski School)

Visit us online at www.evergreen-hakuba.com
or www.skischool-hakuba-japan.com

• Race Programs
• Ski & Board Lessons
• Group & Private

• Yuki Club (3-6yrs)
• Hakuba Heroes (7-14yrs)
• Daycare (from 18mths)

• Backcountry Tours
• Resort Guiding
• Snowshoe Tours

• Avalanche Safety
• Instructor Programs
• CASI & APSI Courses

programs all year, in and around Hakuba.
During the winter we offer backcountry and
off-piste ski and snowboard tours, guided 

With offices in Happo, Wadano, Iwatake and
Cortina, we offer the highest quality tours
and instruction with a focus on safety and 

Hakuba holiday. Come and enjoy the Evergreen
difference in a fun and safe environment with our
friendly and experienced staff. 
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Established in 2001 as the Japanese arm of Hotta Liesenberg Saito LLP, a US-based 

accounting firm, HLS Global Co., Ltd. provides superior professional accounting, 

taxation and business advisory services to both Japanese firms operating in Japan and 

abroad, as well as non-Japanese multinationals operating in Japan. We work closely 

with our member firms in the US, Mexico and India, as well as our allied firms in 

various countries to serve clients’ needs efficiently and comprehensively.

We also provide business consulting and operations support services, including M&A 

advisory, to Japanese firms seeking to expand overseas, as well as foreign firms 

wishing to enter Japan and India.

HLS
Global

HLS Global Co., Ltd.

T&G Hamamatsucho Bldg. 6F

2-12-10, Shiba Daimon, Minato-ku

Tokyo 105-0012

Norihiko Tokeshi, partner/managing director

03-6435-6596

ntokeshi@hls-global.com

www.hls-global.com

AREAS OF EXPERTISE

• Accounting

• Tax compliance and advisory

• Transfer pricing

• Audit and assurance

• Due diligence

• Post-merger integration

• Business strategy consulting

• Market analysis and competitive 

intelligence

• M&A advisory

The A-List of Business Consultancy

With staff who are highly skilled in uncovering the needs of consumers, Business 

Value Creations, Inc. (BVC) is one of the top business-to-customer marketing firms 

in Japan. 

Unlike large ad agencies that offer table-top-theory methods, Yasuhiro Yamamoto, 

chief executive, can advise you on the best strategy, tactics and sales methods for 

your firm. His portfolio includes such brands as Ito En, Coca Cola and JT. He uses a 

hands-on approach, and is the industry expert in creating a highly successful product 

or service from scratch.

In 30 years, BVC has launched 120 products in industries such as pharmaceuticals, 

food and beverage, construction, fashion, travel, telecommunications, transportation, 

energy and insurance.
Business Value Creations, Inc.

Modelia Brut Omotesando Bldg. D-107

5-20-1 Jingumae, Shibuya-ku 

Tokyo 150-0001

Yasuhiro Yamamoto, president

03-6450-5337

info@bvcincjp.com

www.bvcincjp.com

AREAS OF EXPERTISE

• Creating hit products from scratch

• Bringing unidentifiable needs into fruition

• Developing a distribution chain

• Delivering to consumers by using data marketing

• Training for delivering presentations, “self-explanatory” proposals and seminars. 

01Booster is a seed accelerator especially focused on the Asian market. 

We collaborate with large to medium-sized Japanese firms to support startups. 

We also support international businesses, and firms in rural parts of Japan. Our main 

office is located in Tokyo, and we have a strong management team consisting of 

entrepreneurs who hold an MBA degree and have experience of initial public offerings 

and buyout of their startups.

01Booster Inc.

Second Watanabe Bldg. 7F

1-7-3 Higashi-Azabu

Minato-ku, Tokyo

Takeshi Hamachi, chief director

03-6435-5360

info@01booster.com

https://01booster.com

AREAS OF EXPERTISE

• Planning and operation of corporate accelerator programme for enterprises

• New business development support and education

• Planning of corporate venture capital and more

For entrepreneurs, we offer:

• Incubation

• Office facilities

• Education

• Early seed investment
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Evergreen Outdoor Center runs adventure-based 

Our professional team at Evergreen International
Ski School is the largest in the region and offers 

snowshoe tours and avalanche skills courses. 

professional English-language ski and snowboard 
programs for adults and children of all abilities.  

unforgettable all-season alpine experiences. 

Our team and programs are designed to fulfil your 
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• Ski & Board Lessons
• Group & Private

• Yuki Club (3-6yrs)
• Hakuba Heroes (7-14yrs)
• Daycare (from 18mths)

• Backcountry Tours
• Resort Guiding
• Snowshoe Tours

• Avalanche Safety
• Instructor Programs
• CASI & APSI Courses

programs all year, in and around Hakuba.
During the winter we offer backcountry and
off-piste ski and snowboard tours, guided 

With offices in Happo, Wadano, Iwatake and
Cortina, we offer the highest quality tours
and instruction with a focus on safety and 

Hakuba holiday. Come and enjoy the Evergreen
difference in a fun and safe environment with our
friendly and experienced staff. 
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We buy and sell new and pre-owned cars, including classics ranging from Aston Martin 

to Toyota. Just name it; we’ll have it for you.

Euro Japan

PMC Bldg. 2F

1-23-5 Higashi-Azabu, Minato-ku

Tokyo 106-0044

Rodolphe Ruch, president

03-3585-5586

euro@eurojp.com

www.eurojp.com

AREAS OF EXPERTISE

• Car sales

• Maintenance and shaken (vehicle inspection)

• Imports and exports

• Car buybacks

• Car lease/credit

We have been supplying new and used cars to Tokyo expats for over 20 years. We also 

buy cars, and offer other services including door-to-door car servicing (oil change etc.), 

body repairs, assistance with setting up insurance, exports, imports and support with 

Japanese–English translations when needed, for example in the case of an accident.   

We also provide free general advice on issues regarding owning a car in Tokyo.

Mick Lay Motors (Max B Co., Ltd)

5-5 3F Rokubancho 

Chiyoda-ku

Tokyo

Mick Lay, owner

03-3468-0804

cars@micklay.com

www.micklay.com

AREAS OF EXPERTISE

• New car sales 

• Used car sales

• Lease and finance product 

consultation/quotes

• Cars for cash 

• Door-to-door servicing in Tokyo 

and Yokohama

• Exports 

• Imports 

• Assistance with paper work, such as 

a title change

• Introduction to setting up insurance

The A-List of Automotive

JCE Autos can assist you in purchasing and maintaining your perfect family car and, 

budget permitting, a new favourite toy. We are able to source in Japan a vast range of 

cars or assist you with importing one you already own. Our door-to-door service covers 

more than the usual automotive requests of car sales, servicing and insurance.  

JCE Autos

Mylene Higashi Azabu 2F 

2-19-3 Higashi-Azabu, Minato-ku 

Tokyo 106-0044

Hollis Humphreys, managing director

03-6868-3366

info@jce-autos.jp

www.jce-autos.jp

AREAS OF EXPERTISE

• Car sales 

• Buybacks and consignments 

• Insurance 

• Maintenance 

• Repairs 

• Renewal of shaken  

(vehicle inspection) 

• Documentation 

• Installation 

• Exporting 

• Importing 

• Car sourcing overseas
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ARTS
1

16 JANUARY– 
21 MARCH

English Garden

This exhibition displays selected 

works from the Royal Botanic 

Gardens, Kew’s collection of over 

220,000 pieces of botanical art. 

These focus on the period from the 

17th century to the present day. 

Explorers, botanists and designers 

who have had a profound 

influence on the English garden 

are also introduced.
© THE BOARD OF TRUSTEES OF THE ROYAL 

BOTANIC GARDENS, KEW

Shiodome Museum

Panasonic Tokyo Shiodome 

Bldg. 4F

1-5-1 Higashi-Shimbashi

Minato-ku, Tokyo

10am–6pm (last entry 5:30pm); 

closed on Wednesdays

Adults: ¥1,000 

»www.panasonic.co.jp/es/museum

03-5777-8600 (Hello Dial)

◉ Free tickets

We are giving away five pairs of 

tickets to this exhibition.

2

16 JANUARY– 
27 MARCH

Simon Fujiwara: White Day

Born in the UK to a British mother 

and a Japanese father, Simon 

Fujiwara is known for art that 

inserts fiction in autobiographical 

episodes. This will be his first large, 

Japan-based exhibition, which 

explores, through both early and 

recent works, how society and 

individuals favour stable structures.

UK EVENTS IN JAPAN
COMPILED BY 
KIYOKO MORITA

ARTWORK: Rehearsal for a Reunion  
(with a Father of Pottery)
PHOTO: COURTESY OF DVIR GALLERY, THE ARTIST 

AND TAR NASU

ISHIKAWA COLLECTION, OKAYAMA

Tokyo Opera City Art Gallery

3-20-2 Nishi-Shinjuku

Shinjuku-ku, Tokyo

11am–7pm  

(8pm Fridays, Saturdays)

Adults: ¥1,200 

»www.operacity.jp/ag/exh184/

03-5777-8600 (Hello Dial)

◉ Free tickets

We are giving away five pairs of 

tickets to this exhibition.

3

25–26 FEBRUARY

Psychocandy 30th Anniversary 

Japan Tour

Scottish alternative rock band, 

The Jesus and Mary Chain, will 

perform in Japan for the first time 

in seven years to celebrate the 30th 

anniversary of their debut album 

Psychocandy.

25 February 

Umeda Akaso

16-3 Doyama-cho

Kita-ku, Osaka

26 February

Toyosu Pit

6-1-23 Toyosu

Koto-ku, Tokyo

7pm (doors open 6pm)

Adults: ¥8,800

»www.jamc-japantour.com 

0570-550-799 (Tokyo)

0570-200-888 (Osaka)

◉ Free gift

We are giving away three posters 

related to this event.

1

2

3
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◉

To apply for free tickets or gifts, please send an email with 

your name, address and telephone number by 29 February to: 

coordinator@custom-media.com.

Winners will be picked at random.

4

5–20 MARCH

Jekyll & Hyde

Based on the novel, Strange 

Case of Dr Jekyll and Mr Hyde, 

by Robert Louis Stevenson, this 

musical thriller is set in 19th 

century London.

Tokyo International Forum

3-5-1 Marunouchi

Chiyoda-ku, Tokyo

Various show times

Adults: from ¥4,500

»http://hpot.jp/stage/jh

03-3490-4949

5

11–13 MARCH 

A Midsummer Night’s Dream

Performed by the Hamburg 

Ballet troupe, this classic William 

Shakespeare story uses individual 

dance styles and genres of music 

to present a dream-like, festive 

ballet expressing the three worlds 

created by the bard.

© HOLGER BADEKOW

Tokyo Bunka Kaikan

5-45, Ueno Koen

Taito-ku, Tokyo

11 March: 6:30pm

12 March: 2pm

13 March: 2pm

Adults: from ¥8,000

»www.nbs.or.jp/english/

stages/2016/hamburg/a-

midsummer-nights-dream.html

03-3791-8888

6

FROM 18 MARCH

Mr. Holmes

Starring famed English actor 

Sir Ian McKellen CH CBE as 

Sherlock Holmes, this mystery 

film follows the famous detective 

as, aged 93 and coping with early 

dementia, he tries to remember his 

final case.
© AGATHA A NITECKA/SLIGHT TRICK 

PRODUCTIONS

Toho Cinemas Chanter  

(among other locations)

2-5-1 Yurakucho

Chiyoda-ku, Tokyo

Various show times

Adults: from ¥1,800

»http://gaga.ne.jp/holmes/

050-6868-5000

◉ Free gift

We are giving away five pocket 

diaries related to this production.

4

5

6
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COMMUNITY

UK–Japan events

1  |  BCCJ EVENT

David Bickle, president of the British Chamber 

of Commerce in Japan (BCCJ), addressed 

members at the shinnenkai at the Hilton Tokyo 

in Nishi-Shinjuku on 27 January.

2  |  BCCJ EVENT

Lori Henderson MBE, BCCJ executive 

director, Julia Maeda, marketing manager 

of Walk Japan Ltd., and Paul Christie, chief 

executive of Walk Japan Ltd., at the Small is 

Great VIII event on 28 January.

3  |  ECONOMY

Philip Hammond (centre), secretary of state for 

foreign and commonwealth affairs, met Hitoshi 

Kawaguchi, senior vice president of Nissan 

Motor Corporation, at their global headquarters 

in Yokohama on 8 January.
© BRITISH EMBASSY TOKYO/MICHAEL FEATHER

4  |  ENERGY

Johnie Andringa, chief executive of Gaia-Wind 

Limited, signed a contract in Glasgow in January 

to supply wind turbines to a Japanese firm 

(see page 8).
PHOTO: GAIA-WIND

1

2

3 4
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COMMUNITY

5  |  FOOD AND DRINK

The finalists of the UK’s Seven Samurai Chefs 

Competition—from left, Kelvin Tan, Cheung-

On Shum, Lizzy Stables, Hamza Aidouni, 

Craig Floate, Piero Leone and Spencer Metzge—

went on a culinary tour of Japan in January 

(see page 9).

6  |  DESIGN

Author and photographer Michael Freeman 

hosted an event to launch his book, 

Mindful Design of Japan: 40 Modern Tea-

Ceremony Rooms, at the Daiwa Anglo–Japanese 

Foundation in London on 3 December.

7  |  FILM

A selection of short films screened at Dotmov 

Festival 2015 were shown at the Daiwa 

Anglo–Japanese Foundation in London on 

26 November.

8  |  FASHION

Ladies in colourful kimono were among 

those attending an event to launch the book, 

Kimono Now, hosted by the Daiwa Anglo–

Japanese Foundation in London on 20 October.

9  |  CULTURE

Saya Kubota, artist and Missing Post Office 

UK creator, and Bryan Payne, postmaster and 

former post officer, gave a talk about the project 

at the Daiwa Anglo–Japanese Foundation in 

London on 9 February (see page 8).

5

7

8 9

6
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by ian de stains obe

POLITICS AND PEOPLE

Japan and constitutional revision

IF YOU ASK ME

Prime Minister Shinzo Abe 

has made it abundantly 

clear that he is determined 

to make changes to the Japanese 

Constitution, particularly in regard 

to the controversial Article 9, 

which forever renounces war. 

But to affect such change 

the issue has to go before a 

referendum, which can only be 

initiated by the Diet with the 

support of two-thirds or more 

of the members of both Upper 

and Lower Houses. The Liberal 

Democratic Party–Komeito 

coalition currently has more than 

two-thirds of the seats in the Lower 

House, but does not enjoy the 

same position in the Upper House, 

which is why attention is now 

being focused on the next Upper 

House election, expected in July. 

Given Abe’s current popularity 

and the LDP’s ratings in the polls, 

it is unlikely that the LDP alone 

can achieve such a majority. 

There is therefore intense 

lobbying among right-leaning 

parties to try and gain sufficient 

support to do so. Chief among 

these is Osaka Ishin no Kai—

formed by former Mayor of Osaka 

Toru Hashimoto—which has 

already indicated its willingness to 

work with Abe.

Half of all seats in the Upper 

House will be contested in the 

summer election. To secure 

the required majority, coalition 

partners will need 162 seats 

between them. Currently, they 

have 135 seats which means they 

need to win another 27 at least. 

Whether or not that is realistic 

is debatable. And even if they do 

achieve the required two-thirds 

majority, the outcome of the 

referendum that would follow 

is unclear, since polls indicate a 

majority of the population is not in 

favour of amending Article 9.

Japan and the refugee issue

While Europe struggles to 

deal with a massive influx of 

refugees—a joint agencies report 

published in January suggests the 

European Union could expect a 

further one million migrants this 

year—applications for asylum in 

Japan in 2015 jumped 50% to a 

record 7,586. Of these, only 27 were 

recognised as refugees. 

Internationally, Japan’s 

response to the global refugee 

crisis has been mainly economic: 

last year the country’s contribution 

to the United Nations High 

Commissioner for Refugees was 

second only to that of the United 

States. Yet when asked at the 

United Nations General Assembly 

last autumn whether Japan was 

ready to accept Syrian refugees, 

Abe said there was a need to 

improve conditions of its own 

citizens first. He cited issues with 

women and the elderly as areas 

where attention was needed before 

looking at the refugee issue. 

However, local non-

profit organisation Refugees 

International Japan (RIJ) has 

engaged in the Syrian refugee 

crisis, funding projects for Syrian 

refugees in Lebanon, Jordan and 

Turkey. The fact that there has 

been no RIJ project carried out in 

Syria itself is due to several factors, 

according to the charity’s chief 

executive officer, Jane Best OBE. 

“To begin with, we’ve received 

no applications, and besides, 

it’s dangerous. The immediate 

needs there are survival and that 

is not our mandate”, she said. 

“Overseeing the use of funds 

there would be challenging to say 

the least; those with staff on the 

ground are much better placed to 

do that”.

RIJ’s priorities are to fund 

projects that provide future 

opportunities for refugees. 

According to Best, “we want 

beneficiaries to gain more dignity 

and more independence through 

the programmes we fund”. 

Success in this area—

throughout many projects—is 

evident when RIJ follows up on 

participants. 

“Beneficiaries have gone on to 

cultivate their own future, whether 

through education or community 

support or their own business. 

They continue to use what they 

have gained to give back to their 

communities”, she said.

The past year has seen a number 

of successful stories including 

a pilot scheme involving Syrian 

and Turkish youth to create a 

community art project in Turkey. 

“This took off far better than 

anticipated”, according to Best. 

“The term of the programme was 

extended due to its success and 

this reached more beneficiaries”.

When so much in the lives of 

refugees is uncertain, what lies 

in the future for RIJ itself? Best 

foresees more of the same. 

“We’ll be reaching out to a 

wider audience and building a 

stronger Japanese team”, she said. 

Syrian and Turkish youth take part in an RIJ-funded community project in Turkey.



A touch of Frost
At the cutting edge of media
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BY IAN DE STAINS OBEBOOK REVIEW

Sir David Frost OBE (1939–2013) 

is the only person to have 

interviewed every British prime 

minister since 1964, when 

Harold Wilson KG OBE took office, 

as well as seven presidents of 

the US. Most notable of these is 

perhaps his series of meetings with 

Richard Nixon that inspired the 

Peter Morgan stage play, and 2008 

film, Frost/Nixon. 

Frost also interviewed other 

world leaders including Nelson 

Mandela, Mikhail Gorbachev, 

Vladimir Putin, Henry Kissinger, 

Benazir Bhutto, Shimon Peres, 

Yasser Arafat and Benjamin 

Netanyahu. Many of these 

interviews took place in turbulent 

times and became, in themselves, 

defining moments in history. 

But politics was not the only 

area to engage Frost’s interest and 

intellect. He spoke to film stars and 

royalty, musicians and authors, 

comedians and sporting greats—

and was seemingly at ease with 

them all.

His beginnings were humble; 

he was the son of a Methodist 

minister and, throughout his life, 

he never forgot the principles 

he had learned from such an 

upbringing. He may have been 

the world’s first truly international 

television star—at one point he 

was hosting shows on both sides 

of the Atlantic at the same time 

and commuting twice weekly, 

becoming one of Concorde’s 

most frequent flyers—but, as Neil 

Hegarty’s book shows, he never lost 

his warmth, kindness and charm. 

Underneath all the glamour 

was a deeply private man. That 

Hegarty manages so well to 

capture the real Frost is in no small 

part due to the close collaboration 

he enjoyed with Frost’s wife 

and their three sons. All of them 

contribute to telling the story, 

allowing the author access to a vast 

archive of materials, some of which 

have never before been published. 

Frost’s friends and former 

colleagues also shared generously 

their thoughts and memories 

of working with him, from the 

earliest days at the University of 

Cambridge through the years 

of success on both sides of the 

Atlantic and more recently at 

Al Jazeera Media Network.

Frost’s first big break came in 

1962 when writer and producer 

Ned Sherrin CBE chose him to 

host a satirical programme called 

That Was The Week That Was. TW3, 

as it was also known, was a daring 

new departure for the BBC and 

changed the way people saw late 

night viewing. Frost was right at 

the cutting edge as frontman of 

these live broadcasts. 

The changing political climate 

in the UK led the BBC to develop 

cold feet and the series was 

cancelled, but not before it had 

established itself (and Frost) as 

important elements of Saturday 

night entertainment. It also led to 

Frost being offered work as a host 

on US television. The rest, as they 

say, is history. 

At well over 400 pages, this 

book is no lightweight but it is 

so beautifully written that it is a 

delight to read. It explores the 

details of a life that was fascinating 

and well lived. Although it is Frost’s 

authorised autobiography and his 

family had a hand in it, it is, for 

the most part, free of hagiography 

and will stand for years to come 

as a defining history of television 

journalism. 

BCCJ ACUMEN has one copy of this book to give away. 

To apply, please send an email by 29 February to: editor@custom-media.com. 

The winner will be picked at random.

WH Allen 

£25.00
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