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EDITOR

L ong-term readers of BCCJ ACUMEN will 

surely be familiar with the Knights in 

White Lycra (KIWL), an amateur cycling 

team, founded by Brits, that raises money 

for good causes in Japan. Although the team 

organise fundraising events all year round, 

their signature ride is their annual 500km trip 

to Ichinoseki in Iwate Prefecture. This year, that 

will take place in June, and they need your help.

KIWL is currently sponsored by a number of 

British Chamber of Commerce in Japan (BCCJ) 

member firms, including Icon Partners KK, Jaguar 

Land Rover Japan Limited, Robert Walters Japan 

K.K., Thomson Reuters Japan KK, UBS Securities 

Japan Co., Ltd., and Custom Media K.K., as well as 

non-member firms. But they need more sponsors.

So far, KIWL have raised ¥40mn, and this 

year they hope to add a further ¥10mn from 

their 500km ride. The money raised will again 

go to Mirai no Mori, a charity that supports 

marginalised youth who, in turn, will put it 

towards their Leader in Training programme. It 

allows teenagers to develop practical life skills 

for when they leave institutional care.

If your firm is still looking for a good cause 

to support this year, opportunities remain for 

giving to KIWL. The team is looking for jersey 

sponsors, with options ranging from ¥100,000 

to ¥500,000—100% of the pledge goes directly 

to Mirai no Mori. In return, firms also receive 

mentions on the KIWL website and social 

media, banners at events and on video recaps 

of the ride.

Many staff of sponsoring firms participate in 

the ride, but there is a chance to be involved in 

other ways, too. Mirai no Mori also hosts Back to 

Nature programmes, which firms can sponsor 

and participate in, giving them a chance to meet 

the children whose lives are being changed by 

their contributions.

Those interested should contact KIWL founder 

Robert Williams by 14 March at info@kiwl.net

Plan ahead

Soon after becoming prime minister, Theresa May 

announced her intention to devise an industrial 

strategy. Coming from a Conservative politician, 

this was somewhat unexpected due to the legacy 

of privatisation and rolling back the state under 

former Prime Minister Margaret Thatcher, but 

the move was broadly welcomed. Then, late last 

year, the government finally published its white 

paper on the topic, in the process fleshing out 

what the strategy will entail.

While not specifically related to Japan, the 

industrial strategy is nonetheless poised to affect 

the bilateral business relationship. With the 

strategy’s emphasis on improving the UK’s global 

competitiveness and on soliciting continued 

foreign direct investment, there is much to be 

considered by firms with a foot in both Japan and 

the UK. On page 16 we take a look at the strategy 

and its possible implications and challenges.

Also planning for the future is the Welsh Rugby 

Union, two representatives of which were recently 

in Tokyo as part of their preparations for the 

2019 Rugby World Cup. BCCJ ACUMEN sat down 

with them to discuss their expectations for the 

tournament and the ongoing behind-the-scenes 

preparations. Turn to page 39 to find out more.

Racing forward

It is always a pleasure to celeb rate the success of 

UK firms in Japan, and a shining example of this 

is Aston Martin Lagonda Ltd. Guests at last year’s 

British Business Awards will surely remember that, 

as he claimed the Company of the Year trophy, 

Chief Executive Officer Andy Palmer announced 

his plan to overtake rivals and become the top 

luxury carmaker in Japan.

On page 20, we take a look at their strategy for 

achieving that. But, while the heart of it is their 

fabulous new brand centre in Aoyama, the firm is 

moving beyond just cars as it attempts to tap into 

a growing demand for quality, handmade luxury. 

See our interview with Palmer to learn more.

Looking back

All is not just forward motion, however. With the 

BCCJ celebrating its 70th anniversary this year, we are 

taking stock of the chamber’s achievements to date. 

This month, we publish the first part of our history 

of the chamber (page 29). Keep an eye out for part 

two in March. Over the course of 2018, we will be 

marking the anniversary with several other topics. 

Forward motion
Making progress in 2018

chris russell  |  russell@custom-media.com

If your firm is still looking for a 
good cause to support this year, 

there is still space to give to KIWL.

Culture  |  Arts  |  Travel  |  Style  |  Comment  |  Food & Drink  |  Property
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NEC buys anti-crime IT firm
NEC Corporation has purchased Hemel Hempstead-based IT firm 
Northgate Public Services (UK) Limited for £475mn, according to a 
report in the Nikkei Asian Review on 10 January.

Northgate provides software to police departments for managing 
crime data and reading licence plates. The acquisition is part of NEC’s 
effort to boost UK sales of its facial recognition technology.

The Japanese multinational also plans to use the purchase to help 
Northgate expand into other markets.

MEDIA

UK–JAPAN NEWS

These summaries of media reports are in the public domain 

and reproduced under the general principle of “fair dealing”.

TEPCO invests into 
blockchain energy firm

Baseball pro eyes 
switch to cricket

The former baseball player Shogo Kimura is 
attempting to make the switch into cricket, the 
first Japanese player to do so, the Daily Mail 
reported on 28 January.

This came about after Japan Cricket Association 
asked Nippon Professional Baseball if a player 
would be willing to take on the challenge, and 
Kimura’s name came up. He has trained at Sano, 
Tochigi Prefecture, a city that aims to be the 
home of cricket in Japan.

He played for the Yokohama BayStars, 
Hiroshima Carp and Seibu Lions in a career 
spanning 2003 to 2017. 

Honorary consul named in Manchester 
A partner at UK professional services company 
Deloitte Touche Tohmatsu Limited, Jo Ahmed, 
has been appointed honorary consul in 
Manchester by the Minister for Foreign 
Affairs of Japan, the Manchester Evening News 
reported on 4 January.

In her new role, Ahmed will support 
Japanese businesses, promote engagement with 
Japan, participate in cultural events and assist 
with maintaining relations between Manchester 
and regional authorities.

At Deloitte, Ahmed has worked with 
Japanese firms such as Brother Industries, Ltd. 
and Japan Tobacco Inc.

Original Asahi beer  
to be made in the UK
Asahi UK Ltd. has announced that its namesake Super Dry beer 
will be relaunched in Britain in its authentic Japanese form, 
Bar Magazine reported on 15 January. 

As a result of increased investment and improved technology, 
brewing will be brought in-house to replicate the same standards 
achieved in Japan. In addition to being available in 330ml bottles, the 
beer will also be served on draught using Japanese bar tap technology.

Asahi Super Dry was previously brewed by the UK’s oldest brewer, 
Shepherd Neame Limited in Kent. 

Tokyo Electric Power Company 
Holdings, Inc. (TEPCO) has 
invested an undisclosed sum 
into the energy firm Electron 
(Chaddenwych Services Limited), 
according to a 19 January report 
by The Energyst .

Electron, which is building 
a blockchain system covering 
trading, meter registration and 
data privacy, believes that by 
cutting out middlemen it can 
reduce costs. 

TEPCO has said it plans 
to gain additional blockchain 
knowhow from the investment.

Last year Electron received 
£640,000 in government funding. 

Paul Ellis, chief executive 
officer of Electron
PHOTO: ELECTRON

Jo Ahmed, the new honorary consul of Japan in Manchester
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Smart battery maker to 
launch tech with Itochu

Kazuo Ishiguro reveals love of NagasakiEngland rugby team 
plans tour after RWC

In 2020, the English rugby team will 
embark on their first tour of Japan, 
The Times reported on 29 January.

The tour will comprise two tests 
and represents the first time England 
will have visited a tier-two nation 
under the new touring rotation 
arrangement. Previously, they 
would have been expecting to head 
for New Zealand.

England have only played Japan 
once before, at a 1987 World Cup 
match in Australia.

British author Kazuo Ishiguro OBE 
has emphasised the affection he has 
for his birthplace of Nagasaki in letters 
to the city’s mayor and prefectural 
governor, the Asahi Shimbun reported 
on 29 December.

Ishiguro, who moved to the UK 
at the age of five, was awarded the 
Nobel Prize in Literature last year 
and said Nagasaki had formed the 
foundations of his career as a writer.

“I still feel a special emotion 
just to hear the word ‘Nagasaki’”, 
he wrote. 

SoftBank robot “fired” from 
Scottish shop for poor work
A SoftBank Group Corp. Pepper robot—the first to be used in the 
UK—has been dismissed from its job of helping customers at the upscale 
Margiotta supermarket in Edinburgh, International Business Times 
reported on 22 January.

The robot, named Fabio by staff, was demoted and then let go after 
one week. This followed its failure to offer customers helpful answers 
or entice them to try food samples. 

Fabio was introduced to the shop as part of an experiment for the 
BBC TV programme Six Robots & Us.

The London-based smart battery maker Moixa Energy Holdings Ltd. 
will launch its GridShare technology in Japan in partnership with the 
trading house Itochu Corporation, Moixa announced in a press release 
on 29 January.

Starting in summer, the Japanese firm will install GridShare—which 
uses artificial intelligence to improve the performance of batteries—in its 
Smart Star home battery products as standard.

Itochu will also invest £5mn in the British firm to help with the expansion.

Pharma firm expands in Japan
Sterling Pharma Solutions Ltd., an active pharmaceutical ingredient 
developer and manufacturer based in Northumberland, has announced 
it is expanding its presence in Japan, according to a 24 January report in 
Pharmaceutical Processing.

Sterling Pharma Solutions has been audited by the Japanese 
Pharmaceutical and Medical Devices Agency and recently appointed 
Koichi Hirayama to represent the firm in the country.

The UK firm hopes to benefit from the growing trend among Japanese 
pharma firms to outsource work, to better cope with cost pressures.

PHOTO: © NOBEL MEDIA AB 2017/ALEXANDER MAHMOUD

A Moixa smart battery
PHOTO: MOIXA



evergreen-hakuba.com

Japan’s Snow 
Professionals
Hakuba, Nagano, Japan

• Backcountry Ski and 
Split-board Tours

• Lift Accessed 
Off-Piste Tours

• Snowshoe & Cross 
Country

• Private & Group 
Lessons

• Nagano’s Largest 
International 
Children’s Ski Center

• Junior Race and 
Freeride Programs

• Daycare Services

• Instructor Training & 
Certifi cation Courses

• Avalanche Safety 
Training

• Steep & Deep Clinics
• ‘She Shreds’ Women’s 

Programs
Country• Junior Race and 

Freeride Programs
• Daycare Services

• ‘She Shreds’ Women’s 
Programs

evergreen-hakuba.com
Over 15 years of Excellence

Supported By



Craftsmanship to last a lifetime 
Exquisite handmade knives since 1923. 

10am–6pm | 03-3841-4205 | kap-kam.com
Shop online or visit our Kappabashi store, just 8 minutes from 
Tawaramachi Station. Free engraving service available. 

In a win for good governance, in 2012 we 

moved to a fully open and democratic 

system for electing our Executive Committee 

(Excom) members. 

The annual Excom election ultimately 

determines which members will shape and 

influence the overall strategic direction of the 

British Chamber of Commerce in Japan (BCCJ).

That same year, we pledged our commitment 

to diversity and inclusion (D&I) by launching 

our D&I programme. This was designed to 

promote greater understanding of, and to 

develop support mechanisms for, diverse groups 

in the workplace in Japan—including women.

Six years later, women now represent 26.6% 

of Excom, and I’d like to see that reach at least 

40% by 2020. Why? Why not! 

The BCCJ team truly believes that D&I is vital 

for the future growth and sustainability of the 

workforce, not to mention the global economy. 

If we, representing the best of British business 

in Japan, do not take action and encourage 

female leaders to step up and take a seat at the 

table, who will?

Be in it to win it

In 2018, our Excom nomination period will run 

from 19 February to 16 March. The BCCJ office 

will be accepting completed nomination forms, 

including candidate pledges, by email from 

19 February. After collecting nominations, the 

election period will take place from 27 March 

to 12 April. BCCJ members can vote for the 

2018–19 Excom by online poll, post or proxy.

The results will be revealed on the evening 

of 26 April at our annual general meeting, to 

be held in the chic Conrad Tokyo. Women and 

men alike, remember to book your seats at this 

members-only metting and cocktail reception.

Pledge for parity

One of the pledges I’ve made this year is to have 

no all-male line-ups at BCCJ events, ensuring 

that there is always a female voice on the stage. 

Tokenism? Progressivism! While female experts 

might not always be as visible, they are all 

around us—especially in Japan. Admittedly, 

the above approach to event planning requires 

a bit more legwork but, in order for there to be 

progress, we simply need to do our homework 

and be the change.

Join forces

On 8 March, the BCCJ, along with the global 

community, will celebrate the social, economic 

and political success of females on the annual 

International Women’s Day (IWD). I have had 

men ask if it is acceptable for them to attend our 

IWD event, to be held at the British Embassy Tokyo 

that evening. My answer is a resounding yes.

As a man, if there is one networking evening 

you should attend this year, it is this one. Now, 

more than ever, there’s a groundswell of support 

for forging on and normalising gender parity. 

Together, we can create new workplaces and 

systems that benefit men and women alike. 

UN Women’s HeForShe campaign and IWD’s 

#PressforProgress are global calls to action: to 

motivate friends, colleagues and communities 

to think, act and be gender inclusive.

BCCJ member firms, including Barclays 

Securities Japan, BT Japan, GlaxoSmithKline K.K., 

EY Japan, Robert Walters Japan K.K. and Unilever 

Japan, are to be congratulated for achieving great 

things in the D&I space.

It is incumbent upon us to make sure that, 

working in tandem with BCCJ member firms 

and our male champions of change, the BCCJ 

leads the charge towards a more inclusive 21st 

century workplace. 

EXECUTIVE DIRECTOR

Pressing for progress
Women, be bold; Men, get ready 

lori henderson mbe

While female experts might 
not always be as visible, 
they are all around us.
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MEDIA

JAPAN NEWS
BY MARK SCHREIBER

Materials summarised from these vernacular press reports 

are the property of copyright holders that are credited.

eyes turn towards dyson’s move into electric cars 

The Nikkei Business of 15 January ran a 20-page special cover feature 

titled “The major competition that’s shaping up for electric vehicles 

(EV), as seen by Dyson”. Cover stories of this length on foreign 

manufactures are not unheard of, but are generally limited to firms such 

as IBM Corp., Amazon.com, Inc., Apple Inc., and The Boeing Company, 

the operations of which have a direct impact on Japanese business. For 

a foreign firm such as Dyson Ltd. that’s still relatively new, the coverage 

makes for a PR coup. It was a rare acknowledgement.

Dyson employees now number 8,000—four times more than five 

years ago—and one employee out of three is an engineer or scientific 

researcher. The writer noted with admiration that Dyson’s ratio of 

research and development to sales is approximately 12%, considerably 

higher than that of Japanese firms such as Toyota Motor Corporation 

and Sony Corporation.

Starting with the firm’s guiding philosophy of “solving the problems 

others ignore”, the article introduces founder James Dyson OM CBE’s 

four-step innovation process, the components of which are design, 

build, test and break. By the time one of the firm’s much-heralded 

cyclone vacuum cleaners is ready for market, it will have undergone 

5,000 or more cycles of this process. 

Even something as mundane as a hand-held hair dryer—to cite 

one example—can benefit from innovative thinking, particularly 

considering that the existing technology in many conventional products 

has hardly changed in decades. In this case, many users complained 

that dryer operation was too slow, too noisy and damaged hair. 

Harnessing aerospace technology, Dyson adopted precision 

rotor blades for its hair dryers that addressed the problems and 

harnessed customer feedback in terms of temperature settings, 

blower power, body colour and other features. The models are being 

sold in 75 countries. 

Shortly after joining the firm as an engineer in 2013, Fred Howe, a 

graduate of the University of Leeds, proposed an idea and was quickly 

given research funding of £30,000.

“Working here is an engineer’s dream”, says Yvonne Tan, manager 

of the motor engineering section at Dyson in Singapore. But the firm 

won’t give the go-ahead merely with a set of blueprints. “We won’t 

get approval without building a mock-up and proving it will function”, 

explained Christopher Vincent, another developer at the firm. 

On 26 September last year, company founder Dyson announced his 

intention to develop an EV in an open letter to his employees. Now that 

Dyson has thrown down the gauntlet to the EV industry. Nikkei Business 

is not beyond speculating that it may eventually surpass Tesla, Inc.

One key reason is the difference in corporate management. 

Tesla has assembled its capital through the issue of common stock 

or corporate bonds to investors, which it used for the development 

and production of its EVs, battery factory and so on. As it is heavily 

committed to these investors, it puts heavy pressure on its employees to 

come up with results quickly. 

Tesla’s Chief Executive Officer Elon Musk can be described as an 

innovator according to the archetypal Silicon Valley formula. 

Dyson, meanwhile, is privately owned and, as its EV development is 

self-financed, it is under no pressure to show results. The development 

method takes an approach similar to that of other Dyson products, with 

in-house technology and heavy reliance on promising young engineers.

It appears that the strategy of these two makers of EVs may be destined 

to collide. There’s a strong likelihood that Dyson, with its radically 

different corporate values and marketing approach, will not use Tesla’s 

success as a role model to be followed. Rather than a large sedan with 

long-range capability, many market watchers are expecting Dyson’s EV 

to be a compact aimed at daily commuters.

James Dyson OM CBE • PHOTO: DYSON
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Japanese gardens, bonsai trees, beaded 

curtains, theatre performances and other 

accoutrements from the land of the Mikado 

have taken root abroad since the late 

19th century.

But a pedestrian crossing designed to 

imitate one in Tokyo?

Yes, says the Nikkei Marketing Journal 

(22 January). In December 2017, Singapore 

introduced what is there called a scramble 

walk crossing—known as an X crossing in the 

UK—at its famous Orchard Road shopping 

street. Currently operated on an experimental 

basis on weekends and holidays only, the 

crossing is said to have been inspired by the 

famous scramble crossing at the intersection 

by Hachiko Hiroba on the north side of Tokyo’s 

Shibuya Station, a place of organised confusion 

that attracts overseas tourists who go there just 

to photograph throngs of Japanese crossing 

the street.

Singapore follows on the heels of London, 

which in November 2009 adopted the 

same type of crossing at Oxford Circus, at a 

cost of £5mn.

Every two minutes, pedestrians in 

Singapore will have 40 seconds to walk across 

the intersection. The crossing, located near 

Somerset Station on the local underground, 

will make Japanese residents and visitors feel 

at home, since nearby are branches of Japanese 

stores such as Takashimaya, Isetan and even 

the Don Quixote discount shop, which opened 

its first outlet in Singapore in 2016. One big 

difference is that the ban on smoking in public 

in Singapore is strictly enforced, with heavy 

fines for violators.

While a decision whether to adopt the 

scramble walk permanently is pending, the 

experiment has gained praise from locals 

since it reduces pedestrian waiting time. 

Shops in the area are also said to be in favour 

of it, as they have been feeling the heavy 

competition from shopping malls in the island 

nation’s suburbs.

singapore shopping street crossing follows japan example

In Japan, it is not uncommon for businesses 

with recognisable brand names and solid 

distribution networks to diversify into products 

or services quite different from their main 

line of business. King Jim Co., Ltd., known 

mainly for its office supplies and electronic 

accessories, has begun promoting a new 

line of home appliances, such as toasters, 

coffeemakers and food processors, through 

a so-called antenna shop in Tokyo’s trendy 

Jiyugaoka shopping district in Meguro Ward, 

the Nikkei Marketing Journal (25 December) 

and other newspapers have reported.

Antenna shops are short- to medium-term 

experimental operations that provide a setting 

for on-the-spot customer feedback. 

They mostly rely on walk-in business and so 

are set up in areas likely to attract the desired 

consumer demographic. 

They do not necessarily sell a firm’s standard 

products. In fact, they need not display the 

sponsoring firm’s name or sell anything at all, 

since their intended function is to serve as an 

antenna to garner word-of-mouth data on what 

consumers are thinking.

king jim’s antenna shop allows hands-on product testing

Named Toffy Jiyugaoka, King Jim’s shop 

occupies a two-storey building and has some 

120m2 of floor space, roughly equivalent to 

that of a convenience store. The shop mainly 

sells goods from Ladonna K.K., a subsidiary of 

King Jim and a speciality homeware and interior 

goods maker.

One of the more interesting attributes of 

Toffy, which King Jim is hoping will serve as a 

draw to the shop, is the chance for visitors to go 

upstairs and drink hot beverages produced with 

the coffee maker models on display. They can 

also avail themselves of pop-up toasters—the 

nostalgic styling of which evokes memories of 

the 1960s American TV sitcom Bewitched—on 

the premises, so as to compare the aroma, 

taste and texture with the products they’re 

using at home. Imported butter from France is 

also provided.

The antenna shop is expected to welcome 60 

to 120 visitors per day—mostly women in their 

thirties and forties. 

PHOTO: KING JIM

PHOTO: KING JIM
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The British Chamber of Commerce in Japan 

(BCCJ) hosted a panel discussion on 

sports sponsorship last July in association 

with the Australian and New Zealand Chamber 

of Commerce in Japan. Held immediately 

before the second rugby test match between 

the British & Irish Lions and the New Zealand 

All Blacks, the panel featured representatives 

from affiliates of key team sponsors: Standard 

Life Investments Japan (now Aberdeen Standard 

Investments (Japan) Limited), adidas Japan K.K. 

and AIG Japan Holdings K.K.

Since then, I have been intrigued by what 

makes businesses align with particular teams, 

competitors and disciplines. How do firms and 

sports teams pick their partner organisations? 

And why do some alliances last for years, while 

others evaporate after just one season?

Aberdeen Standard Investments Japan Chief 

Executive Officer Neil Slater provided an insight 

into the foundation for successful collaboration 

between sport and business. He believes it is 

about the alignment of values—a sentiment 

echoed by all panellists that day. 

High performance

In search of more detail, the Paralympics has 

provided me with a dramatic example—top 

of mind with Pyeongchang soon to host the 

2018 Paralympic Winter Games in March. BCCJ 

member firm Hogan Lovells Japan is among the 

supporters of the British Paralympic Association 

(BPA), and I for one applaud their commitment. 

Supporting an organisation such as the BPA 

certainly feels like the right thing to do, and 

I was fortunate last month to hear personal 

thoughts from members of a BPA delegation on 

why business should be partnering with elite 

disabled sport.

Caz Walton OBE, who first competed at the 

1964 Summer Paralympics in Tokyo and went on 

to win 17 medals over a long and distinguished 

Paralympics career, immediately drew my attention 

to the success of British Paralympians. They are 

part of a high-performing team that recorded its 

best-ever results in a Winter Paralympics four 

years ago in Sochi.

BPA Head of Performance, Nik Diaper, 

was even more persuasive. Matter-of-factly, 

he explained how visually impaired British 

alpine skiers, such as Millie Knight and Menna 

Fitzpatrick, launch themselves downhill in 

pursuit of their (sighted) guides at speeds 

approaching 100kmph. Although both these 

athletes are already seasoned world champions, 

Knight and Fitzpatrick are not yet out of their 

teens—they are 18 and 19 years old, respectively.

My suspicion that their extraordinary 

success might have something to do with the 

fearlessness of youth was quickly dispelled. 

Diaper clinically explained the remarkable 

empathy they have with the guides they race 

with, shadowing them through the twists and 

turns downhill. 

It’s not quite telepathy (as they are in audio 

contact during the race via a helmet intercom), 

but close. It is, Diaper told me, simply and funda-

mentally about “courage and communication”.

Right values

Success, courage and communication—these 

are values that participants in many high-perform-

ing sporting and business teams share, and 

aspire to perfect.

My conclusion then about business collabora-

tion with Paralympic and grass-roots disabled 

sport? Look to the values—it’s not just the right 

thing to do, it’s a smart thing to do. Especially if 

you are in business to excel. 

Courage and success
Paralympians show the values firms aspire to perfect

david bickle  |  @BCCJ_President

Look to the values—it’s not 
just the right thing to do, 

it’s a smart thing to do. 
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T he term industrial strategy might well 

conjure up thoughts of factories and 

mines—seemingly the antithesis of our 

modern economy—or, perhaps, memories of the 

economic stagnation of the 1970s and even the 

Winter of Discontent. So when Prime Minister 

Theresa May—whose party ushered in a different 

approach to the economy in 1979—announced 

the creation of an industrial strategy in 2016, the 

move seemed significant. But more than that, it 

was widely welcomed by UK industry. 

Following the publication of a follow-up 

white paper on the strategy in November 2017, 

it was seen as a “big first step” by the Institute of 

Directors. However, the UK business organisation 

emphasised that it must be possible for subse-

quent governments to follow through with the 

plan. Other commentators, meanwhile, fearing 

that political winds could lead to a change in 

focus, are suggesting the need for an independent 

body to monitor progress.

Against a backdrop of austerity and a fore-

cast for weaker growth, it is not certain whether 

the figures mentioned in the strategy would be 

sufficient to have a real impact.

Back on the agenda

Since the 18th century, industries have been 

developed and protected under the umbrella 

of industrial policies, including those on tax; 

industry regulations; investment in research; 

education and infrastructure, and partnerships 

between public and private entities.

During the post-WW II years, when Japan 

experienced a so-called economic miracle, the 

powerful Ministry of International Trade and 

Industry was widely praised by some Western 

commentators as an example of how the state 

could play a beneficial role in directing the economy, 

as was being done in other countries. 

But in the 1980s UK, then-Prime Minister 

Margaret Thatcher focused on the privatisation 

of state utilities and the reform of trade unions, 

while encouraging foreign direct investment. 

Increasingly, the UK’s post-war consensus on 

heavy state involvement in the economy fell 

outside of the mainstream of political thinking.

Today, the Japanese government’s Society 5.0  

initiative focuses on robotics, artificial intelligence 

(AI) and the Internet of Things (IoT), as it faces 

demographic change and economic challenges. 

Other countries are also forging ahead with 

their own industrial strategies. The Made in 

China 2025 (MIC2025) initiative, for example, 

seeks to upgrade the quality and consistency 

of Chinese manufacturing using the latest in 

technological advances. Germany, meanwhile, 

is pursuing an Industry 4.0 Strategy, which has 

had a major influence on MIC2025.

The grand challenge

Industrial policies and strategies are often sparked 

by market failures and the need to correct them 

through state intervention. But in the UK, the 

Brexit vote in June 2016 has focused minds on 

boosting exports and becoming more competitive 

globally. As the white paper states, “As we leave 

the European Union (EU) we need to raise our 

game at home and on the world stage”.

TOP STORY

THE BIG FIRST STEP?
Will the UK’s new industrial strategy impact business with Japan?

BY MAXINE CHEYNEY AND CHRIS RUSSELL

Industrial strategy might conjure 

up thoughts of factories and 

mines—seemingly the antithesis 

of our modern economy.

PHOTO: ROLLS-ROYCE
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May has added further impetus to what 

is one of her signature policies by renaming 

the government’s Department for Business, 

Innovation and Skills—it is now called the 

Department for Business, Energy and Industrial 

Strategy (BEIS). With that change, higher 

education and skills policy was moved to the 

Department for Education, while energy and 

climate change was brought in.

The strategy, which is intended to address 

the country’s long-term economic challenges, 

improve living standards and increase economic 

growth, is being guided by the so-called four 

grand challenges: growing the AI and data-

driven economy; achieving clean growth; 

preparing for mobility of the future; and tackling 

issues surrounding an ageing society. 

Further, the government aims to create an 

economy that boosts productivity and earning 

power using five foundations: ideas, people, 

infrastructure, business environment and 

places. These will be implemented in tandem 

with the four grand challenges.

Some of the key policies include what are 

know as sector deals, or partnerships between 

government and industry. These will see an 

increase in total research and development 

investment equivalent to 2.4% of GDP by 2027; 

investment of an additional £406mn for maths, 

digital and technical education; support for 

electric vehicles through a £400mn investment 

in charging infrastructure; and the provision 

of £42mn for a teacher development premium. 

This will test the impact of a £1,000 budget for 

the development of teachers working in areas 

that have fallen behind. 

“The real significance of the white paper 

seems to be that the UK government is very 

publicly stating that it has a role to play in 

promoting new industrial opportunities in 

partnership with the private sector”, suggested 

Alexander Wellsteed, an independent consultant 

at Alternative Asset Investment Advisors. 

“The rapid advance of industrial automation, 

IoT, driverless mobility options”, he added, 

“and the capital-intensive research needs in 

key sectors such as battery technology and 

bio-medical engineering necessitate this more 

creative approach to the sharing of public- and 

private-sector ideas and expertise.”

Wellsteed added, “While much of the report 

is focused on attracting inward investment into 

the UK, British industrial research and product 

innovation in areas such as cyber security, 

driverless vehicles and expertise in low carbon 

technologies could find new partnerships and 

ready markets here in Japan”.

Innovative UK university research in other 

areas, Wellsteed believes, should be better pro-

moted in Japan. He mentioned AI, stem cells, 

aerospace engineering and pharmaceuticals 

as crucial sectors.

Making the most of it

What might this all mean in a UK–Japan context? 

The aerospace and defence industries will 

receive £725mn in funding to sustain research 

and devel op ment (R&D) programmes, and 

Rolls-Royce Japan Co., Ltd. also expects to see 

benefits from the strategy’s focus on education.

“We would also see benefits from renewed 

vigour and a focus on building skills, enabling 

people to do more complex work in the future”, 

according to Haruhiko Tsuyukubo, the firm’s 

president and country director for Japan. 

“A way to take this to the next level is to support 

UK–Japan mid-career industrial exchanges to 

provide opportunities for cross-industrial and 

managerial experiences, encouraging participants 

from the UK and Japanese aerospace industries to 

be supporters and drivers for future collaboration”.

Meanwhile, representatives of the British 

Embassy Tokyo said in a statement, “Increasing 

productivity through sector deals will increase 

the competitive edge of UK firms in the Japanese 

market, and this will be strengthened further by 

the aim to drive over £20bn of investment into 

innovative and high-potential businesses”.

In addition, discussions on the implications 

of the strategy have been held at the highest 

levels of government. On 8 February, May met 

with senior representatives of Japanese firms 

in the UK and emphasised the opportunities 

presented by the industrial strategy. And in 

December, Japan’s Ministry for Economy, Trade 

and Industry and BEIS held the first UK–Japan 

Industrial Policy Dialogue. The discussions covered 

opportunities that could arise from the proposed 

industrial strategy, including shared challenges 

in productivity and demographic changes. The 

meetings have also identified areas for further 

bilateral collaboration, such as in areas related to 

space, aviation, energy, climate change, advanced 

manufacturing and the bio-economy. 

These discussions are being held at the same 

time as those of the new bilateral Trade and 

Investment Working Group, which is intended to 

“The UK government is very 

publicly stating that it has a 

role to play in promoting new 

industrial opportunities”.

Prime Minister Theresa May visited the 
EEF Technology Hub in Birmingham in 
November ahead of the publication of 
the industrial strategy white paper.
PHOTO: LEE GODDARD/CROWN COPYRIGHT
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develop a new economic relationship between the 

UK and Japan as the UK leaves the EU.

“The strategy refers to free trade agreements 

and developing trade relationships with other 

countries through other means, which is a 

critical point in terms of future shared UK–Japan 

interests”, said Joachim Stobbs, partner in 

International Tax Services for EY Japan. “Although 

we will not be able to formally enter into trade 

agreement negotiations whilst still part of the 

EU, the speed at which the UK can agree such an 

agreement with Japan will be hugely important 

for Japanese investment over the medium term.”

The British Embassy Tokyo emphasised the 

opportunity for partnerships between the UK 

and Japan, particularly for Japanese businesses, 

researchers, innovators and institutions spurred 

by new funding for innovation programmes and 

advanced R&D. 

“The crucial nature of Japanese firms for 

key industries puts them in a vital position to 

contribute to the new industrial strategy sector 

deals between government and industry”.

Stobbs advised that, “Japanese firms may 

do well to predict what local and national 

opportunities will result from investment in 

the five foundations of productivity (ideas, 

people, infrastructure, business environment 

and places), as well as those that arise from 

addressing the four grand challenges”.

Outlined in the white paper is the impor-

tance of foreign direct investment (FDI) for 

the future of the UK economy.

“The strategy highlights the importance 

of FDI in sectors, specifically noting Japanese 

investment in automotive in the UK, and the 

potential balance between EU and non-EU 

sources, noting that over 80% of world growth in 

the future is forecast to be non-EU”, Stobbs said.

Also relevant to Japanese investment in the 

UK is the government’s new Industrial Strategy 

Challenge Fund, which is part of a £4.7bn increase 

in R&D spending over 4 years.

“We expect Japanese companies to be 

actively involved in some of projects bidding for 

this fund increasing the strength of its part-

nership with the UK in commercialising new 

innovation,” the embassy said. In particular, 

they expect to see the UK’s position as a global 

leader on fintech strengthened by the strategy, 

with a rise in the number of UK fintech startups 

operating in Japan. 

Looking ahead

As Stobbs notes, the strategy is not to be seen as 

a strict blueprint, but rather a guiding document.

“It is as much about identifying the challenges 

to growing and diversifying the UK economy as 

setting out milestones towards a specific end 

point”, he said. 

Of these hurdles, he names clean growth and 

the country’s ageing society as top of the list.

“At least by focusing on these now, we can 

open the debate for the future, and proactively 

manage the direction in which we would seek 

to travel.”

Another challenge is how to deal with the 

UK’s anaemic productivity figures, a point 

addressed by the five foundations of productivity.

But the greatest challenge might be what 

spurred the industrial strategy in the first place. 

Since the Brexit referendum, questions have 

been raised about the attractiveness of the UK as 

an industrial base for Japanese firms. However, 

the British Embassy Tokyo says, “The industrial 

strategy gives Japanese partners clarity on how 

the UK will build on, and invest in, its industrial 

and technological strengths and extend them 

into the future”.

Nonetheless, others consider the timing to be 

unfortunate. “It is too bad the policy has to take 

a back seat to Brexit”, said Sahoko Kaji, professor 

of economics at Keio University. “I thought that 

May correctly understood that part of the reason 

why people voted for Brexit was because they 

felt left behind. Her emphasis on education 

reform and industrial policy pointed in the right 

direction. But everything depends on how the 

Brexit process evolves, and the uncertainty over 

this process refuses to decrease”. 

In that context, trade and investment partners, 

such as Japan, might be unsure how to act.

“The threat of uncertainty arising from the 

relationship between the UK and EU is one that 

has been felt acutely in Japan”, Stobbs explained. 

“The whole industrial strategy points to the 

government aiming to stimulate the necessary 

conditions for a diverse industrial profile for the 

UK, including R&D, manufacturing, infrastructure 

and services, in the face of what will inevitably be 

the significant disruption of Brexit”.

To keep the industrial strategy on track over 

the long term, Wellsteed says that targets will 

need to be set and measured. If that can be 

achieved in a UK–Japan context, it is Japanese 

firms that look to benefit the most over the short 

and mid term. And if the strategy’s aims can 

be realised, UK firms will become much more 

competitive not just in Japan, but globally. 

“The crucial nature of 

Japanese firms for key 

industries puts them in a vital 

position to contribute to the 

new industrial strategy”.

The first UK–Japan Industrial Policy Dialogue was chaired by (back row) Alex Chisholm, the UK’s permanent 
secretary for the Department for Business, Energy and Industrial Strategy, and Masaki Ogushi, Japan’s 
parliamentary vice-minister of Economy, Trade and Industry. • PHOTO: CROWN COPYRIGHT

Start planning your next meeting, party or event at 03-4588-0308 or banquet@tac-club.org. 

tokyoamericanclub.org 

Event success for less

The same seamless event planning, tailored packages and 
unique venues—at the best rate in Tokyo.

Through March 30, we will meet or beat any 
comparable event estimate. 

Terms & Conditions • An official estimate for a comparable service in Tokyo must be presented to qualify for this offer. • This offer applies only to events booked between February 1 and March 30. 



20  bccj acumen, february 2018

Proudly clutching the coveted trophy for 

Company of the Year at November’s BCCJ 

British Business Awards, Andy Palmer, 

chief executive officer of Aston Martin Lagonda Ltd. 

announced to the assembled members of the 

British Chamber of Commerce in Japan that the 

legendary carmaker intends to leave its rivals in 

Japan’s luxury sports car sector in its slipstream.

Given the firm foothold that a number of Europe’s 

best-known, high-end car firms already have in 

Japan, Palmer’s claim was a bold one. But already, just 

three months later, a brand that is synonymous with 

luxury, style, performance and, yes, James Bond is 

well on the way to doing precisely that.

Aston Martin’s profile in a market that the 

firm sees as critical to its future success has been 

raised by the opening in November of The House 

of Aston Martin Aoyama in Tokyo, its first global 

brand centre. And it will probably climb even 

further with the arrival in Japan of the new DB11 

Volante and the first deliveries to customers of 

the new Vantage in summer.

New home

The firm, which can trace its roots back to 1913 and 

is currently based in Gaydon, Warwickshire, has 

big ambitions for its cars—and also experiences 

associated with its vehicles.

“The House of Aston Martin Aoyama offers 

visitors the opportunity to learn about Aston 

Martin’s heritage, lifestyle experiences and design 

philosophies, with the latest range of products 

available in the adjacent dealership facility”, 

said Palmer.

“It also helps to strengthen brand awareness, 

ultimately leading to increased sales in the region, 

and is a touch point for those familiar and unfa-

miliar with what Aston Martin stands for”, he told 

BCCJ ACUMEN.

The investment in the spacious Aoyama-dori 

property is part of the brand’s £500mn trade and 

investment programme that was announced by 

Palmer during his visit to Japan in August as part 

of the UK business delegation accompanying 

Prime Minister Theresa May.

That physical presence seeks to build on the 

strong success that was witnessed last year when 

321 Aston Martins rolled out of showrooms across 

Japan, a sizeable leap from the 186 sold in 2016, 

while a mere 121 cars were purchased in 2010. 

Those figures make Aston Martin the fastest-

growing luxury auto firm in Japan, according to 

the Japan Automobile Importers Association, with 

demand for the DB11 spearheading the growth.

CARS

HAND-MADE  
HEAD-TURNERS

Aston Martin shifts up a gear in Japan with 
luxury experiences, new brand centre

BY JULIAN RYALL
PHOTOS: ASTON MARTIN LAGONDA

The investment 

in the spacious 

Aoyama-dori 

property is part 

of the brand’s 

£500mn trade 

and investment 

programme.

Andy Palmer, chief executive officer of Aston Martin Lagonda
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The numbers also mean it is closing the gap 

on its rivals

Cool as ice

With the brand centre attracting attention and 

new models being snapped up, Aston Martin 

is devising some very creative ways of turning 

potential new clients’ heads.

For five days from 8 February, a select group 

of auto aficionados were given the opportunity to 

drive a flagship Vanquish S and a DB11 Volante 

in the demanding ice and snow of Hokkaido, all 

part of the “Art of Living” strategy.

Aston Martin’s “On Ice” programme has 

been hugely popular in New Zealand, Europe 

and the United States, but this was the first time 

it had been carried out in Japan. Participants 

were given instruction by professional drivers 

versed in the skills required to get the most out of 

their vehicles in sub-zero temperatures and on 

snow and ice surfaces. The firm believes that the 

experience will demonstrate the level of handling 

and weight distribution for which the marque 

is renowned.

Ideal fit

Palmer said that his long experience with 

Nissan Motor Company Ltd. in Japan makes 

this his “second home”, and there are many 

reasons the fit between the brand and the 

country is ideal.

“We have a long and illustrious history in the 

market, with some of the finest pre-Second World 

War Aston Martins held by private collectors in 

Japan”, he said.

“The brand and our products are recognised 

for refined and understated British luxury”, 

he added. “There is a strong connection with 

Aston Martin and James Bond in Japan, as there 

is in most countries, but there are also a large 

number of high profile and high value heritage 

models in this country”.

One of the most recent additions to that 

list is the DB6 that was previously owned by 

Sir Paul McCartney CH MBE and was recently 

sold to a collector in Tokyo, he pointed out.

“Japan is an important luxury market and 

an important sports car market with highly 

knowledgeable consumers appreciating the rich 

heritage of the brand, the fine craftsmanship, 

beautiful design and the attention to detail that goes 

in to every one of our handmade cars”, Palmer said.

Aston Martin owners in Japan are a diverse 

group, he explained, although the majority are 

between 40 and 60 years old, hold sports cars 

and luxury goods in general in high esteem, and 

have an appreciation for “Britishness”. Japan is 

also home to one of the longest-running Aston 

Martin Owners’ Clubs in the world, with the 

current chairman having served in the post for 

more than 40 years.

Building for the future

But Palmer knows that the brand cannot stand 

still, with the Second Century Plan aiming to 

double the firm’s sales and make Japan one of its 

top five global markets by volume in 2022.

“We announced our Second Century Plan 

at the Geneva Motor Show in 2016”, Palmer 

said. “The plan is transforming our business 

and will deliver one major product launch each 

year between its announcement and the turn of 

the decade”.

After the release of the DB11 Volante and 

the new Vantage, the next carefully crafted 

vehicle to take to the streets will be the Vanquish 

replacement in late 2018.

“We have a long and 

illustrious history in the 

market, with some of the 

finest pre-Second World 

War Aston Martins held by 

private collectors in Japan”.

The brand centre includes space for relaxing and entertaining.
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PRIZE
We have one 1:43 scale model DB11 and 

one limited edition Aston Martin On Ice 

artwork poster to give away. To enter, please 

email publisher@custom-media.com 
Winners will be picked at random. 

“We continue to perform ahead of expectations, 

both in terms of financial performance and in 

meeting our targets for the DB11 and special 

vehicles”, Palmer emphasised. “This strong sales 

performance shows that our Second Century 

transformation plan is building momentum”.

And exciting developments are on the horizon.

Aston Martin makes sure it stays ahead of the 

competition “through innovation and hiring the 

best talent in the business—the Aston Martin 

senior team has been significantly strengthened, 

with recent hires from Ferrari, McLaren and 

Lotus”, Palmer said.

On wheels, the Valkyrie hypercar is another 

of the firm’s projects.

“The Valkyrie, which we are developing in con-  

junction with Red Bull Advanced Technologies, 

is an important part of our strategy as it will 

redefine the hypercar segment through its 

application of genuine Formula 1 technology”, 

said Palmer.

Only 150 road versions of the strikingly aero-

dynamic vehicle are to be built, with the 6.5-litre 

V12 engine and all-carbon fibre bodywork giving 

it an incredible 1:1 power-to-weight ratio and a 

performance akin to that of an F1 racing car.

A little further down the line is the first 

Aston Martin SUV and a new generation of 

electric vehicles, while the Aston Martin Meta 

Technology and Luxury Accelerator office is 

scheduled to open in Japan in 2018, to develop 

insights into luxury customer behaviour in Asia.

Clearly, as Palmer adds, “Japan is the key to 

Aston Martin’s future success”. 

“We continue to 

perform ahead of 

expectations, both 

in terms of financial 

performance and in 

meeting our targets 

for the DB11 and 

special vehicles”.

CARS

Classic cars are also on display.

Palmer accepting his BBA.
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COMPETITION
BCCJ ACUMEN is giving away two bottles of English sparkling wine, courtesy of Berry Bros. & Rudd.  

To enter, email your name, telephone number and address by 28 February to publisher@custom-media.com 

Winners will be picked at random.

English sparkling wine has been one of the great recent successes 

in UK food and drink. Several vintages and wineries have 

achieved multiple accolades and opened up new export markets, 

including in Japan.

But following behind in terms of recognition are the country’s array 

of still wines, many of which make use of German grape varieties, 

such as Bacchus and Ortega, that have been largely ignored by 

the global wine industry. The UK’s vineyards are clustered 

mainly on the south coast of England and in Wales, although 

some can be found as far north as Yorkshire (in 2012, the 

food writer Christopher Trotter set up a vineyard in Fife, 

Scotland, before closing it in 2016 due to the poor climate).

Among the still British wines that have caught critics’ 

attention are Camel Valley’s Bacchus Dry, which won 

the 2016 English Wine of the Year Award and last year 

was selected by The Independent as the best English 

wine, and Bolney Wine Estate’s Pinot Noir, which 

came second in the newspaper’s rankings. 

Meanwhile, the 2015 Bacchus white wine 

produced by Winbirri Vineyard in Norfolk walked 

away with one of the 34 Platinum Best in Show 

medals at last year’s Decanter World Wine Awards.

With such success, can Japan open up as an 

export market for British still wines, too?

Welsh welcome

Closer to home, tourism may provide a way of boosting 

awareness of UK wines. In particular, Wales—which has 19 vineyards 

and where wine production is expected to double in the next two to five 

years—has been active in incorporating wine into its tourism offerings.

“The [Welsh Wine] Association has established Wine Trail Wales 

to provide visitors and day trippers with the opportunity to visit their 

vineyards, and sample and buy bottles for personal consumption”, 

explained a spokesperson from the food division of the Welsh government.

In lieu of producer visits to Japan—always an important way to 

promote food and drink products—such endeavours may start to help 

change the perception of UK wine in Japan.

On the shelf

Currently, British still wines are unavailable on any kind of significant 

scale in Japan, despite the fact that still wines accounted for 89% of the 

Japanese light grape wine market in 2016, according 

to the market research firm Euromonitor International 

Ltd. Meanwhile, sparkling wine is very popular among 

Japanese women—a key demographic—on account of its 

bubbly and celebratory image, and the category is forecast 

to grow 8.5% between 2016 and 2021, compared with 3.7% 

for still wine.

Camel Valley’s co-founder Bob Lindo—who visited 

Japan in 2008 to promote English wine as part of the 150th 

anniversary of the British Fair at the Hankyu Department 

Store in Osaka—believes that marketing still wines would 

be harder than sparkling wines. “[They] seem to reach 

Japanese consumers immediately”, he said.

However, others in the Japanese market are watching 

developments in British still wine with interest.

“There are some who have started producing quality 

still wines from Pinot Noir and Chardonnay to single site 

still wines, which could be interesting in the future, despite 

production still being quite limited”, said Nicholas Pegna, 

Asia director at Berry Bros. and Rudd Limited. “As the longest-

established merchant in the UK, with a very active buying team 

and six masters of wine, we have every intention of keeping a 

close eye on the development of UK wine production.

“The market for still UK wines will need to be developed in the 

UK domestically initially, and then it may follow the likes of Swiss 

wine, which has been subsequently understood and appreciated 

outside its home market”.

Mami Whelehan, a wine market development consultant, agrees that 

there is potential for UK still wines.

“I think there is a great possibility for the Pinot Noir in England to 

really go up in quality”, she said, noting that this variety is very popular 

among Japanese wine drinkers due to its international recognition and 

resultant familiarity. But despite recent success with German grapes, 

Whelehan believes a further shift to international varieties might be 

necessary to build the market.

“I really do not see, particularly in Japan, a future for lesser German 

varieties, because, in general, German wines are not easy to sell”, she 

said, noting that the focus of German wines was on cheap and sweet 

wine, which tarnished the image of German wines overall, leading to a 

reputation that has stuck, despite improvements. And Japanese people’s 

taste has moved on to drier wines as the market has matured. 

DRINK

HARD SELL
UK wine is improving, but can it take on the Japanese market?

BY CHRIS RUSSELL
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I t was 2000 when Sumitomo Realty & 

Development Co., Ltd. built the first La Tour 

Series apartments in Shibakoen. Almost 

18 years later, the La Tour Series comprises 20 

properties. That number is set to rise with this 

month’s opening of La Tour Minami-Azabu. 

Conveniently spanning west, central and south 

Tokyo, the properties offer a range that few 

others can in this buzzing metropolis.

For all tastes

No matter your preferences, La Tour—with a 

focus on harmony and balance—has the perfect 

home for you.

“20% of our 

residents move 

from one La Tour 

apartment to 

another”.

“Everyone will be able to find their own 

favourite La Tour from our wide collection”, 

explained Sales Director Keitaro Kojima. 

“In fact, 20% of our residents move from one 

La Tour apartment to another”.

This diversity is one of the most distinguish-

ing features of La Tour.

While high-rises filled with modern luxury 

apartments are springing up across Tokyo, but 

their lack of individuality limits customization.

The La Tour Series includes both high-rise 

and low-rise apartments. If you’re searching for 

a balcony, a full-length window with a superb 

panoramic view of the city or a home closer 

PUBLICITY

IDEAL LIVING

La Tour offers the harmony of comfort, 

convenience and value
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to the ground, Sumitomo can find just what 

you need. And as for furnishings, they can be 

provided or Sumitomo can help you lease them 

depending on your preference.

When it comes time to move, Sumitomo can 

also take the stress out of that process. Rather 

than hopping around the city—relocating from 

property to property—residents can move 

within buildings or to other La Tour properties 

without expensive charges. Adding to this 

convenience is the fact that all properties are set 

in important and prestigious locations, and as 

such offer quick, easy access to major business, 

commercial and entertainment districts.

The importance of this strong relationship 

that we have with residents is reflected in the 

high rate of repeat customers.

Perfect harmony

“La Tour started by importing a new style that 

would satisfy expatriates”, Kojima said. “It was 

originally made to offer a very foreign taste but—

to our surprise—it attracted Japanese people”.

The interiors reflect both Japanese tastes and 

modern accents, with wooden floors, spacious 

rooms—much larger than the Tokyo average—

and the option of two bathrooms. Fitness facilities 

and kids’ rooms—both fitted out with high-end 

equipment—as well as a concierge add to the 

functionality and comfort of the properties, as 

does the heating, dry cleaning facilities and 

well-equipped kitchens. The spacious floor 

plan, corridors and common areas, as well as 

large windows that offer great views, provide a 

relaxed ambience.

Meanwhile, the buildings themselves are  

beautifully designed and feature elegant lobbies— 

a level of luxury that only Sumitomo can provide.

Bringing this ideal environment to life for 

residents requires the work of a huge team. Sales 

Manager Yukiko Kawasaki emphasises that it is not 

just Sumitomo that creates the La Tour experience; 

the architects, operations staff, management, 

concierges, sales representatives and real estate 

agencies all play a crucial role.

“They are what gives La Tour its name and 

creates the right atmosphere”, she explained. “We 

describe this as like creating music in an orchestra”.

Above and beyond

Comfort is the most important aspect of La Tour 

properties, and this goes far beyond the interiors. 

The concierge desk, with its bilingual staff and 

24-hour service, offers a helping hand whenever 

you need it, and a level of service similar to if you 

were staying at a luxury hotel. La Tour’s staff are 

always ready to answer any questions and make 

you feel at home.

“When a resident needs to see an English-

speaking doctor, we will find one for them. When a 

resident wants to book a tennis court and the forms 

need to be completed in Japanese, we will arrange 

to book for them. We position ourselves closer to 

the role of a hotel concierge”, Kojima explained.

And there is no waiting around for questions 

to be answered or decisions to be made. A 

manager is always on-site to ensure quick and 

efficient service.

“The most important thing is the tenant, 

and we have to be there for them to be happy”, 

Kawasaki said.

All staff are trained according to the La Tour  

service policy. Feedback maintains and improves 

this high-quality service.

Safety is another crucial aspect of La Tour 

properties. Kawasaki explains that all buildings are 

constructed in accordance with earthquake safety 

regulations and regular maintenance is conducted 

to ensure the quality of the building is safeguarded. 

In addition, any guests entering the building must 

sign a form and confirm their identity, while all 

potential residents are screened and undergo 

background checks. All entrances feature automatic 

locks and security is provided around the clock.

“A lot of people come back to La Tour. We 

want everyone to know that we are always there 

for our customers”, Kojima said. 

PUBLICITY
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A very warm welcome to the first in our 

series that will run throughout the year 

on the rich and varied history of the 

British Chamber of Commerce in Japan (BCCJ).

Every issue this year will celebrate specific 

chapters, milestones, industries and the people 

fundamental to the BCCJ during the 70 years 

since it was formed. 

While today’s BCCJ is resolutely focused 

on the future and key modern issues—such as 

bilateral ties, business, innovation, diversity, 

equality, governance and culture—it equally 

values its remarkable achievements and 

fascinating heritage.

HISTORY

Happy Birthday, BCCJ!
It’s our Platinum jubilee (1948-2018): Part I 
BY SIMON FARRELL

Since the middle of 2017, we have searched 

for records of the people and events behind 

the BCCJ. Unfortunately, we soon learnt that 

important official papers, which could have 

shed light on this subject, had mysteriously 

vanished from the BCCJ office several decades 

ago. We are still searching for them.

The untimely death in December 2017 of 

the BCCJ’s longest-serving executive director, 

Ian de Stains OBE, further set back this chall-

eng ing project, as he had been set to play a 

key role in producing the series.

However, we start with a two-part intro duction to 

the BCCJ produced by de Stains and commissioned 

by former British Ambassador to Japan (1980–1984) 

Sir Hugh Cortazzi GCMG, who compiled and edited 

Britain & Japan: Biographical Portraits Volume X, 

published in 2016 by Renaissance Books.

I would like to sincerely thank Sir Hugh and 

the Japan Society in London, which owns the 

copyright, for generously granting us permission 

to reproduce this revealing essay, and for their 

valuable advice and keen support in our project.

The early years

Early in 1948, a handful of British businessmen—

post-war pioneers—met in Tokyo to discuss ways in 

which they might help each other take advantage 

of the obvious business opportunities that peace 

and the Occupation afforded. Among them were 

the late William Salter and the late Douglas Kenrick, 

two men who essentially spawned the idea of 

creating a British Chamber of Commerce in Japan. 

Although founded in 1948, it wasn’t until 

1955 that what was then the Ministry of Trade 

and Industry (MITI) permitted the use of 

the name British Chamber of Commerce in 

Japan (BCCJ). This granted the organisation 

Foreign Juridical Person status under Article 36 

of the Civil Code. The Treaty of Commerce, 

Establishment and Navigation between Japan 

and the UK ratified that status in 1963. Only then 

did the chamber set up a permanent secretariat, 

which was initially manned by a volunteer. 

Olympics and the Expo

Hugh Cortazzi, who was commercial counsellor 

in the British embassy from 1966 to 1970, recalls 
Team GB at the opening of the 1964 Tokyo Olympic Games. • PHOTO: INTERNATIONAL OLYMPIC COMMITTEE

70 
YEARS

How the BCCJ logo has 
changed since 1948
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HISTORY

that he tried to attend all the main meetings 

of the executive committee of the chamber (as 

his predecessor Colin Harris had done). If he 

could not do so, either John Whitehead or Alan 

Harvey, first secretaries (commercial), would 

represent the embassy. 

Hugh Cortazzi writes: “Our aim was to 

ensure that British companies were briefed on 

the trade promotion activities of the embassy 

and our efforts to prise open the Japanese 

market. Bill Salter, who acted as secretary, was 

at that time one of the few British businessmen 

who was fluent in Japanese. We helped as 

much as we could, even sometimes drafting 

the minutes of meetings. We planned a major 

trade promotion British Week in Tokyo in 1969 

and when Ben Thorne was appointed as head 

of the British Week office he worked hard with 

members of the chamber to engage British 

companies in backing our efforts. 

“The chamber elected Duncan Fraser as its 

chairman during the run-up to British Week, 

who represented Rolls Royce and who galvanized 

the enthusiastic support of the British business 

community in Japan”. 

Sadly, much of the chamber’s early archive 

was lost during a move, so we can only 

speculate about what issues dominate the 

early proceedings of the chamber. It would 

be fascinating to know, for example, what 

the BCCJ’s position was with regard to the 

1964 Tokyo Olympics, which was a catalyst for 

the rapid development of the capital.

A similar effect is expected as a result of 

Tokyo having won its bid for the 2020 Olympic 

and Paralympic Games, which should generate 

renewed investment and growth in the nation.

The British Week, with the backing of the 

BCCJ and its members, was a success. But this 

was not intended by the embassy or members 

of the chamber to be a one-off event. Expo ’70 

in Osaka attracted many visitors from Britain, 

including the Prince of Wales on his first trip 

to Japan, and the British pavilion showcased 

some British achievements, but this was not a 

trade show. The embassy and the chamber were 

determined to keep up the impetus and show 

that Japanese accusations that British business 

was not trying hard enough were unjustified.

Boosting exports

An important step in the promotion of British 

exports was the establishment of the British 

Export Marketing Centre (BEMC) in Aoyama 

1-chome. Peter Wakefield succeeded Hugh 

Cortazzi as commercial counsellor in the rank of 

commercial minister. 

When he returned to London to run the 

official campaign to promote exports to Japan, 

Ben Thorne, who had returned to Japan as 

director of the BEMC, became commercial 

counsellor. In both capacities Ben Thorne 

worked closely with the chamber, having 

been co-opted on to the chamber’s executive 

committee. Mrs Kazuko Kon, who spent her 

entire career with the British embassy in Tokyo, 

has commented: 

“The BCCJ and the commercial section of 

the embassy were always extremely close. The 

BEMC was also a key partner. I have happy 

memories of our collaboration on such things as 

the Opportunity Japan, Priority Japan and Action 

Japan campaigns that ran through the nineties. 

Martin Barrow, who for many years headed 

Jardines in Japan, was president of the chamber 

from 1979 to 1980 and he, too, remembers the 

close connection with the embassy:

“Of course we had very good connections. 

But at the time we had few links with the 

relevant people in the Japanese government—

with MITI, the [Ministry of Foreign Affairs], the 

Ministry of Finance, and so on. So we set out to 

build those links, as at the time there remained 

several barriers to trade and investment that we 

needed to bring to their attention”.

All the British ambassadors in Tokyo and their 

staff responsible for commercial and economic 

work have consistently given high priority to 

working closely with the chamber and its members. 

Hugh Cortazzi GCMG, 
British Ambassador to 
Japan (1980–1984)

Douglas Kerrick 
played a key role in 
the founding of BCCJ

Robin Maynard MBE,  
former managing director 
of insurance brokers 
Sedgwick Japan

The Toshiba-IHI Pavilion at Expo ’70 in Osaka, which showcased British achievements.
PHOTO: KINGEI MARUI/ MR LOUIS VIA FLICKR
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NEXT ISSUE
Don’t miss the March issue of BCCJ ACUMEN, 

in which we will present the second part of 

our introduction to the BCCJ. It will feature 

anecdotes and observations of Operations 

Manager Sanae Samata, the chamber’s longest-

serving employee, who joined the staff in 1987.

HISTORY

Trading Places

The BCCJ’s chairman was usually the head of a 

major British firm in Japan. Trading firms such 

as Jardines, Swire, Dodwell’s and Cornes were 

always active members of the chamber, the heads 

of these and other firms taking it in turns to act 

as chairman of the chamber. Among these were 

Graham McCallum of Swire, Lew Radbourne of 

Dodwell’s and Martin Barrow of Jardines. 

Meanwhile, some chairmen were representa-

tives of industrial firms, such as Norman Macleod 

of ICI, and the executive committee reflected the 

then-makeup of the British commercial commu-

nity, which included senior expatriate managers 

from major banks, accountancy firms, traders, 

as well as from heavy industry, including BSC, 

Wiggins Teape and Beechams.

Until responsibility for trade relations passed to 

the European Economic Community (later the 

European Union), negotiations on trade issues with 

Japan had to be negotiated by the Department of 

Trade in London and the embassy. Issues that closely 

affected British firms, and consequently members 

of the chamber, included the various quotas and 

restrictions imposed by the Japanese government.

The problems faced by Scotch whisky in the 

Japanese market was one in which members of 

the chamber were closely involved.

The chamber of the 1970s and early 1980s was 

as much a social grouping as a centre of expertise 

and lobbying on trade and investment issues. 

It held regular lunches at which distinguished 

visitors—ministers and senior officials, both 

Japanese as well as British—would address large 

audiences. The economic climate was difficult 

in the aftermath of the first and second oil shocks, 

while the Japanese government continued to rely 

on voluntary trade restraint arrangements with 

trading partners to rein in exports in sensitive 

sectors, as well as discriminatory tariffs on imports 

of scotch whisky and confectionery.

There was constant tension between the 

embassy—seeking to encourage British firms to be 

more active and aggressive in a market which, while 

difficult and expensive to exploit, was nonetheless 

significant and growing—and Whitehall, which 

wanted to take a tougher line on trade barriers and 

systemic Japanese trade surpluses. 

The chamber, which for the most part com-

prised firms who had taken the plunge and under-

stood the Japanese market, played an important 

role in helping to get these messages across, as 

well as in identifying areas where the British and 

Japanese governments could be more active.

Market entry

At the same time, the chamber and embassy 

working together played an equally significant 

part in helping newcomers to the Japanese market 

understand how business was done in Japan. Also 

made clear were the unique pressures of a market 

whose size and sophistication made it crucial for 

exporting firms seeking to become active on the 

world stage while, at the same time, requiring 

major investment in time and money, despite a 

lower level of return on equity than could be found 

in smaller, more accessible markets.

Throughout the 1980s, the chamber 

developed a valuable hand-holding role for 

new entrants to Japan. It was a time when the 

terms of trade began to turn more in favour of 

countries exporting to Japan, as a result of the 

Plaza Accord, the revaluation of the yen and the 

gradual elimination or amelioration of those 

tariff and non-tariff barriers that had inhibited 

business development.

During this period, the chamber went from 

strength to strength, with important figures 

such as Ray Giles, then of Beecham Group plc, 

playing a key role in the creation of what would 

eventually become today’s European Business 

Council (EBC). The year 1987 was particularly 

significant. The BCCJ Executive Committee 

made the decision to hire an executive director 

with a media and communications background.

At the same time, thanks to the generosity 

of Robin Maynard MBE, of Sedgwick Japan, the 

chamber was moved to a central location with 

improved office space and a large meeting room 

at its disposal. 

For the first time, the chamber had a proper 

home. Maynard has commented: 

“My enthusiastic support for the BCCJ was 

based on what is known in the treaty reinsurance 

business as a reciprocal trade. Particularly during 

my extended spell as the Lloyd’s of London 

general representative in Japan, speakers at 

chamber events delivered helpful new business 

concepts and direction sourced from outside 

the financial services sector. My reciprocity was 

to have successive Lloyd’s chairmen, who were 

no longer simply selected from the insurance 

and reinsurance market, lift the shrouds on 

the workings of the city”.  

D.W.N Landale, managing director of Jardine Matheson Japan; Eisaku Sato, prime minister of Japan; and 
John Keswick, chairman of Jardine Matheson, in 1971. • PHOTO: JARDINE MATHESON

Staff at the Nagoya office of Jardine Matheson Japan in 1975.  
PHOTO: JARDINE MATHESON
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The year 2018 brings a mood of peace. 

But when it comes to money matters, it 

will not be easy to turn a quick profit, so 

our approach to making money this year needs 

to be strategic.

Feng shui is an ancient method of reading 

fortunes. In this article, I explain how one might  

attract luck in business and relationships during  

the year.

Be strategic

So what is the personality of 2018? Let me guide 

you through the chart to the right.

It comprises three components: five elements 

of nature (e.g., water and fire), 12 animal signs 

(dog, tiger and so on), as well as yin and yang.

In the chart, we can find water, wood, fire 

and earth, but metal is missing. Each element 

has a specific meaning that changes each year. 

Thus, in 2018, metal represents luck when it 

comes to money.

In 2017, we also had money luck in the chart. 

It brought us money-making opportunities, 

such as with the US stock market, which rose 

to a record-high level, and bitcoin, which 

experienced a long rally.

This year, the metal symbol is hidden due to 

the presence of the dog, so we have money luck 

that is concealed. Use your creativity to find your 

hidden wealth.

To enhance the metal energy, we should put 

a lot of metal objects around us. For example, 

put a gold paperweight on the desk, a metal 

ornament on the table, a metallic vase in the 

entrance, and so on. Wearing gold accessories is 

recommended. 

Down to earth

Looking at the rest of the chart, the four wood 

elements will shake the two earth elements. 

We usually have many earthquakes in Japan, 

and this combination of elements means 

that this year we should be more careful than 

usual. Check again the location of emergency 

staircases, rations, water and so on.

We can also see earth elements on the top 

and bottom cells on the right-hand side. The 

combination of two earth elements means the 

year will be stable.

It is important to remember, if one is to have 

the right approach to 2018, to have a down-to-

earth attitude, be friendly to people and try to 

complete what you have already started—rather 

than start something new. 

Good allies

Among the 12 animals, there are four ally combina-

tions, of which the dog, tiger and horse is one com-

bination. When there is an ally combination in the 

chart, it brings us good relationships. In addition, 

it brings luck in terms of victory and success.

We can find a dog and tiger on the chart, but 

to complete the combination put a horse image 

or figurine on your desk.

Harmony and balance

If elements clash with those above and below 

them on the chart (e.g., water extinguishes fire, 

metal cuts wood), conflict results. Last year, we 

had three clashes in the chart, and we saw many 

conflicts in the world.

But there are no clashes this year, so it will 

see less conflict and be more stable. And we can 

find four yin and four yang symbols in the chart. 

When there is the same amount of yin and yang 

and they are balanced, the year should bring us 

harmony and stability.

Lucky leaders

There are also some good signs for leaders, as 

they will be well in control in 2018.

Above is another feng shui chart for 2018. The 

bottom-right square (北西) is the palace of the father 

and contains the number one, which, in this nine-

grid chart, represents success. It brings leaders good 

luck. A family with a powerful father is a good one, 

and a powerful leader runs a family well. 

We also see many things pointing towards 

peace. This might be a particularly peaceful year. 

Spend more time with family, hug someone 

you love, give them a lot of love and go to social 

events to grow friendships. 

REFLECTION

This year, the metal symbol is hidden due to the presence of 
the dog, so we have money luck that is concealed. Use your 
creativity to find your hidden wealth.

FENG SHUI: 2018
What to expect in the Year of the Dog
BY MICHIAKI TANAKA



How big a factor is company culture for candidates when they 

change jobs?

Honestly speaking, it’s one of the number one reasons why candidates 

choose to leave their current employer. Gone are the days in Japan of 

oppressive company cultures and forced loyalty to their firm. Instead, 

the job market is becoming increasingly fluid and if people are unhappy, 

they’ll leave.

Social media such as LinkedIn adds even more pressure; firms 

are constantly advertising how great their culture is. Employees are 

bombarded with scenes of happiness, reward dinners and incentive 

trips—a constant reminder that there is a better culture somewhere else.

What makes a successful culture?

It’s hard to answer, but based on feedback from thousands of candidates 

over the years, the following factors stick out as the most important.

• Fairness: It seems obvious, but creating a system or an environment 

that is fair (or at least is perceived as being so) is crucial. Many 

employees who are unhappy with their corporate culture complain 

about unfairness. 

• Work–life balance: Lots of firms talk about having a great work–life 

balance, but the reality is different. Employees don’t want to be 

discouraged from taking annual leave or be forced to stay in the office 

longer than is necessary.

• Employee rewards: What do you offer your employees in addition to 

financial rewards? Expectations are much higher among candidates 

with regards to dinners, lunches, trips and additional training. 

• Camaraderie: It sounds simple, but offering rewards such as trips 

or incentive dinners can kill a culture if your staff don’t enjoy each 

other’s company. The best corporate cultures are linked to a clear 

idea of the type of person that they want to hire.

PUBLICITY

CULTURE CLUB

Advice on creating a winning culture

RGF is a complete recruitment solutions provider for global 

and local clients. With over 50 years of history and experience, 

and an extensive database of qualified candidates, RGF is your 

one-stop partner for unparalleled recruitment solutions. 

03-6422-4400
www.rgf-hragent.asia/japan

Matt Nicholls
RGF managing director

How is the culture at RGF Japan?

We’re still working on it, but I think we’re headed in the right direction. 

We have incredibly low staff turnover and regular events, such as the 

Halloween party picture below. We’re also taking the whole firm to Hawaii 

in March, and I’m pleased to say that everyone is looking forward to 

spending time together. 
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Hugh Bonneville pleads with a laugh, “Please stop sending me 

marmalade, I have a larder full of it”. Following the success 

of the first Paddington film, he has constantly been given the 

eponymous bear’s favourite indulgence as gifts from well-intentioned 

fans, friends and family. I met up with Bonneville at a Tokyo hotel in 

January (sans marmalade) to discuss the second instalment of the 

Paddington films based on the children’s books by Michael Bond CBE.

For those who haven’t seen the films or read the books (very un-

British of you!), Bonneville plays Mr Brown, the father of the family who 

unintentionally adopt the bear from Peru, when they find him alone and 

lost at London’s Paddington station.

The first film adaptation of Paddington, released in 2014, was a runaway 

success, with worldwide box office takings of $268mn. Paddington 2 seems 

likely to follow suit and, possibly, be even more successful.

This is big business and good news for the British film and entertainment 

industries and, no doubt, will have a knock on effect on tourism, too, 

the films painting London in a gloriously romanticised light. Watching 

Paddington 2 did make me want to instantly book a flight to the capital and 

explore the iconic locations that swept across the big screen.

Soft spot

For our interview I am ushered into the hotel suite and find Bonneville 

in face make up following a series of on-camera interviews. Now it is 

my turn and he seems positively relieved that I have just a handheld 

microphone—no crew, no translator and no fuss. He instantly breathes a 

sigh of relief, and gives me a genuine, warm welcome.

It was Bonneville’s first visit to Japan and he was thrilled to be here. 

As well as the Paddington 2 media junket he also took time out with his 

wife to enjoy the sights. He said, “I am having a cultural explosion in 

my head doing all the cliché Tokyo experiences for the first time visitor, 

including a tea ceremony and managing to wangle some tickets for 

the sumo”.

Bonneville has a soft spot for the Paddington stories. 

He was born at St Mary’s Hospital in Paddington, 

where his parents were both training in the medical 

profession, and he read the Paddington books as a 

child. Talking about when he was first offered the role, 

he said, “I was a bit nervous to be honest, because if 

you’ve grown up with a character that’s very vivid in your imagination, you 

have a sense of ownership.

“You think some big shot producer is going to ruin it on the big screen, 

but then three things came into play: I started reading the script and I was 

laughing on the first page; then I had a meeting with Paul King, the writer 

and director of Paddington, and he’s as round and furry and charming as 

the bear himself; and then the third element—the producer—if anyone’s 

going to take a much-loved character from children’s literature and turn 

them into a movie, it’s David Hayman, who produced the Harry Potter 

films with such great success and care”.

Bonneville has good words to say about his co-star Hugh Grant, too. 

When I asked him about teaming up with Grant—“the two Hughs” as he 

called them—after a 19-year gap following their roles together in the film 

Notting Hill, he ribbed his friend and colleague saying, “Hugh has made 

a career out of complaining about the shortcomings of his abilities as an 

actor and how miserable he finds the filming process and how the whole 

thing is too stressful and ghastly.

“There’s sardonic humour in there, but he is a remarkable comedian 

and I think this particular role has showed his comic chops to great effect. 

He has sent himself up so brilliantly in this movie and I’m genuinely 

thrilled he’s been nominated for a British Academy Film Award”.

Bonneville stressed that filmgoers should stay until the end of 

Paddington 2 when the credits roll to see Grant at his best, describing it 

as one of the film’s highlights.

The right tone

Bonneville admits that Paddington 2 is unashamedly feel-good with a 

warm heart. 

“Take your inner child with you”, he said. “Whether you’re a kid of eight 

or a kid of 88, it works. It’s openhearted, it’s warm, it’s funny, it’s quirky, it 

has no malice, no cynicism and isn’t cloying. It’s a tightrope to walk, but 

that tone has made it appeal across the generations”.

Well I’m in need of a cheerful end to the day and 

am off to bed to reminisce about Paddington bear. Just 

as when I was a child, I’ll probably lie there craving 

marmalade, too. Perhaps I should contact Bonneville 

and ask him to send me a supply from his well-

stocked larder. 

NATIONAL 
TREASURE
Actor Hugh Bonneville 
on Paddington Bear
BY GUY PERRYMAN MBE

“If you’ve grown up with a 

character that’s very vivid in 

your imagination, you have 

a sense of ownership”.

BEHIND THE MIC



MODERN AMERICAN GRILL RESTAURANT & BAR

CRISTA 1-2-5 Shibuya, Shibuya-ku, Tokyo � 03-6418-0077 � www.tysons.jp/crista/en 

HOURS Weekdays 11:30 a.m.–2:00 p.m. (last order) and 5:30 p.m.–10:00 p.m. (last order) Bar/Lounge open until 12:30 a.m. (last order)
 Saturdays 10:00 a.m.–10:00 p.m. (last order) Bar/Lounge open until 12:30 a.m.
 Sundays & Holidays 10:00 a.m.–9:00 p.m. (last order) Bar/Lounge open until 10:30 p.m.

LOVE BURGERS? 
OUR ANNUAL

BURGER FEST CONTINUES 
THROUGH FEBRUARY!

Order a burger and receive a 
T.Y.HARBOR BREWERY craft beer

ticket to use on your next visit!

R E STAU R A N TS  &  S E RV I C E S  by

Searching for 
unique f lavours?
CRISTA, a modern American grill in Shibuya, features the fi nest quality meats, seafood, and 
seasonal local ingredients. New York-born chef David Chiddo’s creative menu combines 
American flavours with the Japanese sense of season and place to take you on a sublime 
culinary adventure.

The beautiful interior is surrounded by walls of pure wood, incorporating natural materials 
such as leather and greenery. Experience the heartwarming hospitality within this classic, 
hand-crafted atmosphere that includes a relaxing dining area and lively bar scene.

Crista_FEB-FPv3.indd   1 2018/02/02   9:30
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PHOTO: WELSH RUGBY UNION

The strength of Welsh rugby is undeni-

able, with participation in every World 

Cup since the competition’s inception 

and two semi-final appearances. It cannot 

even be overshadowed by injury, and if their 

Six Nations Championship performance against 

Scotland in round one is any indication, the 

Rugby World Cup 2019 is to be a reckoning. It 

will also be Head Coach Warren Gatland OBE’s 

swansong, after more than a decade in the 

role and with three wins at Twickenham under 

his management. 

And while the Six Nations rages on and the 

team is confirmed for the 2019 Rugby World 

Cup, it is not just training that needs attention.

BCCJ ACUMEN spoke to members of the 

Welsh Rugby Union (WRU), including former 

Wales captain Ryan Jones about the lead up 

to 2019, the challenges for the team and the 

excitement that is building in Wales. 

Community draw

As with any large sports event, the legacy is 

just as important as the event itself. And in 

the case of the Welsh team, working with local 

communities is a core part of playing at any 

world cup.

“We really embrace tournaments and 

embrace the countries that host tournaments, 

and the big part we are doing is choosing a city 

to work with, and we have chosen Kitakyushu”, 

Craig Maxwell, head of group sales and 

marketing for the WRU, explained.

The relationship between the team and 

Kitakyushu has two elements. The city will be 

used for the training camp before the tournament 

but, before that and to give back, they are aiming 

to run three community coaching programmes: 

one in September, one six months later and then 

one around the Rugby World Cup. 

This involves coaching about 750 children, 

250 coaches and 150 referees. Maxwell said this 

is designed “to really give the city a chance to 

SPORT

THROUGH 
THE POSTS
Welsh rugby prepares for the 
2019 Rugby World Cup
BY MAXINE CHEYNEY

Welsh Rugby Union staff have toured facilities ahead of the 2019 Rugby World Cup. • PHOTO: KITAKYUSHU-CITY OFFICE
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SPORT

learn more about Wales”, and “to give the city 

the tools it needs to keep and successfully play 

rugby after the tournament”. 

For Ryan Jones, head of rugby participation, 

“Understanding the culture—the people in 

those towns, cities and communities we are 

visiting—allows us to engage better”.

In these endeavours, the WRU have been 

assisted by Kitakyuhsu’s longstanding relation-

ship with Cardiff University, which includes 

an exchange programme. That has meant they 

immediately hit it off with the city representatives. 

“We understood and shared the same 

values and relationships, and we could work 

together”, said Maxwell. “Our national team 

manager has been down and seen the facilities 

and they are fantastic.

“The way the city wanted to look after the 

team ... it just felt like the right partnership 

and the right place for us to really build our 

preparation for the Rugby World Cup”.

Dreams of a boy

Jones, who missed out on the 2007 World Cup 

due to injury, but was a part of the lead up to the 

semi-finals in 2012, recalled the excitement and 

scale of the competition.

“I’ve got nothing but fond memories, I was 

really lucky with my time. For a young Welsh 

kid growing up in Wales, it was my dream to 

captain Wales”. 

Rugby is arguably the country’s national 

sport, and it has great significance in its 

culture—indeed, it is part of the Welsh DNA. 

And at a World Cup, the intensity of feeling is 

even greater.

“To walk down that tunnel into that wall of 

noise and colour, and stand on that pitch, which 

is no different to any other pitch in the world, 

but is surrounded by 74,000 seats, and you hear 

the anthem, face that noise and see your loved 

ones in the stand, it is just something you cannot 

replicate in everyday life”, Jones said.

However, he said the position of captain 

did come with its sacrifices, both personal and 

professional.

“It does come with the weight of a nation, 

because we do care about rugby like no other. 

So there is an expectation; anything short of 

success is a failure”, he laughed.

“To go and represent your team on a really, 

truly global stage away form home, off the 

shores of the UK, when it is essentially just you 

and your touring party—it’s 50 people against 

the rest of the world”, he said.

The team

With the Lions Rugby out of the way, all eyes are 

on the Rugby World Cup for the Welsh team.

“Whether you are a coach or on the backroom 

staff, you’re looking at the logistics of the trip, to 

the training facilities, to who your squad is going 

to be”, Jones said. 

But, with the upcoming Six Nations 

Championship and the summer tour, players 

will be making sure they avoid injury and that 

they are playing at their best. The demographics 

of the team are also changing and the mix of old 

and new changes the dynamics of the team.

“It makes for a heady mix”, Jones said.

Other pressures include the cultural differences 

in Japan, media pressure and injury, as well as 

the form of both Wales and the opposition.

“I do think that, in this era of professional sport, 

the level of preparation that goes into a tournament 

is just getting bigger”, Jones added. However, he 

explained, the team are already well-versed in 

travelling the world and senior management have 

already visited Japan and assessed menus, hotels, 

kit, venues and travel times.

“No stone is left unturned”, Jones emphasised. 

Travelling well

Maxwell explained that they are already working 

with partners to find a way to promote Wales, while 

also encouraging more people to travel to Japan for 

the tournament. He named Gullivers Sports Travel 

Limited, Visit Wales and World Rugby as partners 

with whom they are already working.

“Our job in this really is to make sure we are 

providing the best opportunities and direction for 

supporters to come along and show their support. 

“It’s a case now of us focusing on how we can  

make the experience even better and really embrace 

the local culture.”

“We do travel well as a nation to support 

our national team, and we expect thousands of 

Welsh fans to make the trip”, Jones added.

“It will be great for Japan as well. Until you 

have touched and felt a major rugby tourna-

ment, I don’t think you understand what it is. 

It’s only when it lands on your shores and the 

people in the communities get to touch and feel 

it and embrace it that you do”. 

“I do think that, in this era 

of professional sport, the 

level of preparation that 

goes into a tournament is 

just getting bigger”.

Ryan Jones, head of rugby participation, and Craig Maxwell, head of group sales and marketing • PHOTO: CUSTOM MEDIA
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ARTS UK EVENTS IN JAPAN
COMPILED BY 
KIYOKO MORITA

1

FROM 17 FEBRUARY 

Whisky Galore!

The film tells the story of the 

inhabitants of the isolated Scottish 

island of Toddy, in the Outer 

Hebrides, where gloom sets in 

as their wartime ration of whisky 

runs out. When the cargo ship 

SS Cabinet Minister runs aground, 

the shrewd islanders run rings 

around the buffoonish English 

Home Guard commander Captain 

Waggett and conspire to hide away 

cases of the precious amber nectar. 
(C) WHISKY GALORE MOVIE LIMITED 2016

Human Trust Cinema Yurakucho

(Among other locations)

Yurakucho ITOCiA Plaza 4F

2-7-1 Yurakucho

Chiyoda-ku, Tokyo

Various times

Adults: ¥1,800

www.synca.jp/whisky/

03-6259-8608

◉ Free gift

We have three exclusive pamphlets 

related to the film to give away.

2

1–4 MARCH

The Two Gentlemen of Verona

This Shakespearean comedy 

takes us first to provincial Verona, 

where Proteus is head-over-heels 

in love with his hometown 

sweetheart, Julia. But after he is 

sent to complete his education 

in Milan, he meets the gorgeous 

Silvia and promptly forgets about 

Julia. However, Silvia is already 

betrothed to Proteus’ best friend, 

and Julia refuses to be so easily 

forgotten.

Theater BONBON

Nakano Pocket Square

3-22-8 Nakano

Nakano-ku, Tokyo

Various times

Adults: ¥4,500

www.tokyoplayers.org/the-two-

gentlemen-of-verona

◉ Free tickets

We have one pair of tickets for 

1 March to give away.

3

3–18 MARCH

Jekyll & Hyde

Based on the novel The Strange 

Case of Dr Jekyll and Mr Hyde 

by Robert Louis Stevenson, this 

musical thriller is set in 19th-

century London and features 

music written by Frank Wildhorn.

Tokyo International Forum

3-5-1 Marunouchi

Chiyoda-ku, Tokyo

Various times

Adults: from ¥4,500

www.tohostage.com/j-h/

03-3490-4949

1

2

3
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◉

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

your name, address and telephone number by 28 February to: 

coordinator@custom-media.com

Winners will be picked at random.

4

6 MARCH

London Symphony Orchestra 

Percussion Ensemble

Talented members of the London 

Symphony Orchestra will perform 

in Tokyo as part of a percussion 

ensemble. They will play pieces 

by Chick Corea, Steve Reich and 

John Adams.

Tokyo Opera City Concert Hall

3-20-2 Nishi-shinjuku

Shinjuku-ku, Tokyo

7pm (doors open: 6:30pm)

Adults: ¥5,000

www.kajimotomusic.com/jp/

concert/k=655/ 

0570-06-9960

◉ Free tickets

We have two pairs of tickets to 

give away.

5

8 MARCH

Toshiba Grand Concert 2018: BBC 

Symphony Orchestra conducted by 

Sakari Oramo

Every year, this concert series 

brings together a renowned 

overseas conductor, orchestra and 

soloists. Now in its 37th year, the 

concert has invited the prestigious 

BBC Symphony Orchestra and its 

chief conductor Sakari Oramo.

Muza Kawasaki Symphony Hall

1310 Omiyacho

Saiwai-ku, Kawasaki City

7pm (doors open: 6:30pm)

Adults: from ¥6,000

www.t-gc.jp/

0570-012-666

6

9–11 MARCH

Art Fair Tokyo 2018

Art Fair Tokyo, the largest fair of its 

kind in Japan, features a wide range 

of art, from antiques and crafts 

to nihonga (traditional Japanese 

paintings) and contemporary art. 

The fair continues to evolve and 

expand as a platform for the art 

market, connecting past and present, 

East and West, and presenting 

historically inspired artistic contexts. 

The British Council Japan is a partner 

of the event.

Tokyo International Forum Hall E

3-5-1 Marunouchi

Chiyoda-ku, Tokyo

Various times

Adults: ¥3,500

artfairtokyo.com

03-5797-7912

◉ Free tickets

We have 10 pairs of one-day passes 

to give away.

6

5

4
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UK–JAPAN EVENTS

1  |  EMBASSY

British Ambassador to Japan Paul Madden CMG speaks at the Fashion is GREAT – 

What is Britishness? event at the British Embassy Tokyo on 1 February.
PHOTO: CUSTOM MEDIA

2  |  AWARD

On 9 January, Japanese Ambassador to the UK Koji Tsuruoka presented 

Shinichi Ohnuma, professor at University College London’s Institute 

of Ophthalmology, with the Foreign Minister’s Commendation for his 

contribution to UK–Japan academic and educational cooperation.
PHOTO: EMBASSY OF JAPAN IN THE UK

3  |  BCCJ EVENT

Hiroyuki Takai, president of Sumitomo Corporation Global Research 

Co., Ltd.; Rachel King, minister counsellor for economic affairs 

at the British Embassy Tokyo; William Sposato, partner at Kreab; 

and Lori Henderson MBE, executive director of the British Chamber 

of Commerce in Japan (BCCJ), at the 2018 Global Forecast on 30 

January at the Shangri-La Hotel, Tokyo.

4

Rupert Younger, co-founder and global managing partner at 

Finsbury; Leo Lewis, Tokyo correspondent for the Financial Times; 

and Michiyo Nakamoto, a freelance journalist, at Reputation Capital 

on 5 February at The Peninsula Tokyo.

COMMUNITYCOMMUNITY
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43
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5

Alison Beale, director of the University of Oxford’s Japan office and vice 

president of the BCCJ Executive Committee (Excom), and Tove Kinooka,  

co-founder and consultant at Global Perspectives K.K., at Reputation Capital.

6  |  PARTY

Ambassador Madden; Richard Thornley CBE, managing director of 

Bell Helicopter K.K. and BCCJ Excom member; Brian Gregory, founder 

of SCT Inc.; Rupert Wingfield-Hayes, Tokyo correspondent for the BBC; 

and Rob Williams, senior investment advisor at AP Advisers Ltd., at 

Brits at Lunch on 2 February at Fratelli Paradiso in Omotesando, Tokyo.

7

Some members of the Custom Media K.K. team enjoyed an end-of-year 

lunch at Tokyo American Club on 22 December

8  |  EDUCATION

Year 5 students at the British School in Tokyo took part in the annual 

trip to Mount Norikura on 23–26 January and 30 January–2 February.
PHOTO: BRITISH SCHOOL IN TOKYO

BCCJ ACUMEN readers are welcome to email recent UK–Japan 

event photos with captions and credits for the editor to 

consider: russell@custom-media.com

COMMUNITY
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7 8
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BY CHRIS RUSSELLBOOK REVIEW

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

To apply, please send an email by 28 February to: publisher@custom-media.com. 

The winner will be picked at random.

How rich are we?
The Growth Delusion
David Pilling
Bloomsbury
£9.99

The limits of GDP as an indicator of national wellbeing were thrown 

into sharp relief by the twin shocks of Brexit and Trump’s election—

events that hitherto had been unthinkable. These were, at least in part, 

precipitated by economic dislocations that dated back to before the 

financial crisis, but which had been largely masked by supposedly 

buoyant or recovering economies. 

As Pilling writes, when we look at GDP to see a reflection of ourselves, 

the mirror is “more of the fairground than the bathroom variety”.

With the two shocks having occurred in a context of declining trust in 

experts, The Growth Delusion sets about trying to rehabilitate economic 

expertise by delineating its limits and showing how it might be improved. 

Pilling gives an enjoyable rundown of the origins and deficiencies 

of GDP, including its numerous oversights. These, among other things, 

mask the harmful effects of growth—most notably environmental 

destruction—and also overlook the contribution of the Internet, 

volunteering and the state.

The chapters dealing with the misleading nature of GDP are fleshed 

out with past and present real-world examples. In the main, these round 

out the book’s points nicely. Together with Pilling’s prose, the examples 

help elevate the volume above the kind of academic exercise that any 

treatise on statistics could so easily become. Yet the sections on Trump’s 

election and the great financial crisis are less satisfying, given that the 

topics and their presentation feel well worn, and occasionally seem to 

stray from the main subject at hand.

That said, Pilling presents some interesting insights in those chapters. 

He notes, for example, that a 1993 update of the UN System of National 

Accounts had the effect of making riskier loans contribute more to 

growth than they had previously. And so, overnight, a seemingly 

academic change put a gloss on the kind of behaviour that led to the 

worst recession in recent memory. This also explains the reason that 

economies have struggled to regain their pre-crisis vigour: that growth 

was, in part, a trick of accounting.

But more than just being a straightforward analysis of GDP, there is a 

philosophical and ideological thread to the book, with questions of how 

we define GDP and the value we place on things saying much about our 

conception of the world and our place in it. This is expressed most clearly 

in the final section’s chapters on nature and happiness.

Pilling does not merely present a critique, but also offers some 

suggestions as to how we might remedy our misunderstandings, 

although the reader does get a sense of how this is no easy task. In the 

end, the author settles on a dashboard approach, recommending a suite 

of indicators—ranging from CO2 emissions to median income—to better 

show not only how the economy is performing, but also what it means 

for our lives.

As Pilling writes, the aim of the book is not to declare war on growth 

but, rather, to set it in its proper context. In doing so, we can make our 

public debate more insightful and more meaningful, and governance 

more enlightened. In an era of disputed facts, that task becomes all the 

more important. 

Human beings have long attempted to place a framework on the 

world, so as to better understand it. While in the past that would have 

been predominantly philosophical or religious, in the 21st century 

it is overwhelmingly economic, with one thing at the centre of this 

worldview—gross domestic product, or GDP. 

Giving us a reality check is The Growth Delusion, a new book from 

David Pilling, the Africa editor of the Financial Times and the paper’s 

former Asia editor and Tokyo bureau chief.

Criticisms of GDP are nothing new and are far from being outside the 

mainstream. Indeed, in 2010, then-British Prime Minister David Cameron 

argued that wellbeing was just as important a consideration as wealth. 

“It’s time we admitted that there’s more to life than money”, he said. 

And in the same week that The Growth Delusion was published, 

experts at the World Economic Forum in Davos spoke out against 

overreliance on GDP. But the “Cult of Growth”—as Pilling puts it—

persists, and this book presents a strong case for why it shouldn’t.
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