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Welcome to Japan
Three ways of Living 
Eight lives in Tokyo

Come home to the ease of Oakwood living in Asia.

Oakwood offers three brands of serviced apartment solutions in seven 

locations in Asia’s most cosmopolitan city, Tokyo – Aoyama, Akasaka, Ariake, 

Azabujyuban, Tokyo Midtown, two in Roppongi and Shirokane.

For details and reservations, please visit our website at oakwoodasia.com
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0e British Chamber of Commerce in Japan 

BCCJ MISSION 

To strengthen business ties between Britain and Japan, promote 

and support the business interests of all our Members, and actively 

encourage new business entrants into the Japanese market 

as well as Japanese investment into the UK.
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President: Alison Jambert 
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83 Yamate-cho
Naka-ku, Yokohama
Kanagawa-ken 231-8654
Tel: 045 641-5751
Fax: 045 641-6688

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

Saint Maur International School

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

Quality Education within a Caring Family Environment since 1872

Accredited by the Council of International Schools & 
New England Association of Schools and Colleges.  

Registered as Gakko-Hojin by the Japanese Ministry of Education, 
Culture, Sports, Science and Technology. 

Saint Alban's Anglican-Episcopal Church 
3-6-25, Shiba-Koen Minato-ku, Tokyo 105-0011
tel: 03-3431-8534    email: gilma.yam@gol.com
www.saintalbans.jp   

st alban's nursery
Learning. Love. Laughter.

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

select program of learning and self-discovery for 

English-speaking preschoolers of all nationalities, 

based on the Montessori method. In the quiet, leafy 

surrounds of St Alban’s Anglican-Episcopal church, 

the program is open to children of all denominations 

and cultures, focusing on the individuality of each 

child in a caring, very personalized atmosphere, 

under the warm leadership of program director Gilma 

Yamamoto-Copeland.

- large enclosed outdoor playground

- parents welcome at all times
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Elizabeth Oliver MBE
0e founder of Animal Rescue 

Kansai (ARK), which was 

established in 1990 to save and 

rehabilitate homeless animals. 

Mark Schreiber
An author and translator who has 

been based in Tokyo since 1966. 

Mark was employed as a media 

analyst in market research before 

turning to freelance writing. 

Natasha Little
A freelance science journalist 

based in Tokyo, Natasha has a 

maths and philosophy degree 

from the University of Oxford and 

has worked in the Royal Society 

Press O9ce.

Brandi Goode
An editor at Custom Media K.K. 

with journalism experience 

spanning three countries.

Cli# Cardona
Creative Director at Custom 

Media K.K. with more than 

10 years of experience in 

graphic design. 

Julian Ryall
Japan correspondent for 

!e Daily Telegraph.

Anne Good
A career, life and executive coach 

who helps clients get from where 

they are to where they want to be 

by unleashing the power within. 

Anne is the president of Eureka!.

Dr Anthony Drennan
Graduated from Tufts University 

in 1997 and has a practice at 

the Tokyo Clinic Dental O9ce. 

Anthony's patients are primarily 

foreign expats and their children. 

BCCJ members and writers are 

welcome to submit ideas for 

content, which will be reviewed 

by the editor. 

brandi@custom-media.com

CONTRIBUTORS
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PUBLISHER

Always looking for a good 

excuse to let someone 

else write this page, 

especially on deadline, I’m 

delighted to welcome our gifted 

Creative Director Cli8 Cardona 

to share with us his wisdom on 

the much-anticipated redesign of 

BCCJ ACUMEN: 

“Despite its success, BCCJ 

ACUMEN is a magazine with 

which I have never been pleased. 

I inherited the design when I 

joined Custom Media three years 

ago and, while tweaks have since 

been made, I never had the chance 

to work on a complete redesign—

until a few months ago, when 

Simon Farrell asked me to consider 

giving the magazine a new face.

I think it’s harder to redesign 

an established magazine than 

designing a new title from scratch. 

0ere are rules already in place, 

reader expectations to consider 

and restrictions enforced, before 

you even start thinking about the 

underlying problem: how can this 

product look, feel and read better?

I took on the challenge with the 

help of our talented creative team 

and considered what worked and 

what didn’t about the design.

We found that the :ow of 

content made sense, but sections 

didn’t have their own voice. 

0e design was straightforward, 

Inside the mind of a 
magazine designer

for cover imagery, paving the way 

for exciting new possibilities.

Inside, all sections have been 

given a facelift. We removed 

everything we thought was 

redundant and kept things 

as simple and easy to read as 

possible. 0ere is more white 

space spread more intelligently 

throughout, providing stronger 

focus on key elements. 

We rethought the typography, 

introduced two new headline 

typefaces, and increased line 

spacing, resulting in a shortening of 

article length, with a view to further 

increasing reader engagement.

All this is supported by a 

grid that helps keep everything 

consistent, while also providing 

:exibility. Some articles are now 

presented in four columns, as 

opposed to the strict three-column 

layouts previously used.

Stefan Sagmeister, a respected 

graphic designer, once said: “It is 

pretty much impossible to please 

everybody”. I take this with me to 

every project on which I embark. 

Overall, however, we are happy 

and excited about ACUMEN’s new 

direction, and hope most of you 

are, too.

As always, we welcome 

any feedback that helps us 

further improve the magazine”. 

cli8@custom-media.com 

unnecessary visual element was 

imperative to improve readability.

We started o8 with the logo. 

Inspired by the bold move of 

!e Independent to rotate its logo 

90 degrees, we felt we could give 

ACUMEN its own sideways logo 

and use the new format to try fresh 

and unexpected cover concepts. 

0is radical change means that 

we now have a much taller space 

yet also felt busy. 0e articles 

were interesting, but generally 

too long, resulting in cramped, 

uncomfortable and di9cult-to-

read pages.

We concluded that the cover 

design was restrictive and needed 

a radical change; keeping the 

structure of the content was 

important so as not to alienate 

readers; and removing every 

simon farrell

simon@custom-media.com

Award-winning Creativity

Custom Media is an award-winning media, design and market entry agency 
specializing in innovative print and digital publishing—magazines, marketing, 
websites, apps, videos and communications.

Contact us:
creative@custom-media.com
www.custom-media.com

BCCJ 2013 
Company of the Year
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MEDIA

UK!JAPAN NEWS

New brewpub in Asakusa

A British-style brewpub has opened in Tokyo’s 
Asakusa district, !e Japan Times reported on 
18 February. 

Owner James Williams took a three-
month course in Britain to hone his skills as 
a brew master. All the beer served at his pub, 
Campion Ale, is made in-house. With seven 
tall tanks behind the bar, the site has the same 
setup for fermenting as a traditional brewery, 
only on a smaller scale. Campion Ale’s signature 
beers are ready to serve after 10–14 days. 

Williams imported much of the pub’s 
furnishings from the UK. Traditional fare, such 
as steak pies, is served in addition to a daily 
selection of brews for about ¥800 each.

Drink blends tastes 

of East and West

An entrepreneur has created an energy 
drink that blends Japanese matcha tea with 
traditional British "avours, !e Japan Times 
reported on 3 February. 

Vivid Drinks founder James Shillcock got 
the idea while working at a teashop in London. 
He believes matcha is a healthy, refreshing 
ca#einated beverage alternative. His new 
line of drinks includes ingredients such as 
elder"ower, pear and rhubarb.

$e brand is now sold in more than 200 
shops in Britain and in one supermarket chain, 
but Shillcock remains cautious about pursuing 
exports to Japan.

N. Ireland plant expands
Japanese-owned Ryobi Aluminium Casting 
(UK) Limited has announced a £32mn 
investment in its Northern Ireland plant, the 
News Letter reported on 5 February.

Up to 100 jobs will be created at the %rm’s 
Carrickfergus engineering plant, bringing its 
total number of sta# to 386. $e expansion 
will allow the business to broaden its o#ering 

of cast components for the European 
auto industry. 

Northern Ireland’s %rst and deputy %rst 
ministers visited Japan in December for 
meetings with the Ryobi management 
team and Prime Minister Shinzo Abe. 
$e Carrickfergus investment is being 
supported by Invest Northern Ireland.

Hiroshi Urakami (second from left), chairman of Ryobi Limited, with members of the Northern Ireland government
PHOTO: INVEST NI

Pension pots growing

Pension assets in the UK hit a record high in 
2013, for the %rst time surpassing the value of 
similar assets in Japan, !e Actuary reported on 
6 February.

$e UK pensions market is now worth 
£2trn and is the second largest in the world, 
after that of the US. Pension assets have 
increased more in the UK than in any other 
country over the past 10 years, with the ratio 
of such assets to gross domestic product having 
grown from 64% to 131%. In Japan, this ratio 
fell 3% to 65% over the past decade.

Floods a costly risk

A new index shows that Japan and the UK are 
among the top 10 nations at greatest economic 
risk from "ooding, in sixth and seventh 
place, respectively, the Western Morning News 
reported on 19 February.

Risk analysis %rm Maplecroft Ltd., based in 
Bath, Somerset, produced the rankings, which 
assessed 197 countries.

Japan was also ranked %rst worldwide for 
its absolute economic exposure to all natural 
hazards. $e UK ranks 16th in this category.
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Football group marks decade

$e British Football Academy celebrates 10 years in Tokyo this year, the 
Savvy Tokyo website reported on 22 January.

Founder Sid Lloyd came to Japan in 1989, and wanted to %ll what he 
saw as a void in the football scene for foreigners. In addition to an adult 
expat league, he set up the academy for children of all nationalities to 
learn, in English, how to play football. 

Currently, about 500 children attend on a weekly basis at one of the 
group’s %ve locations.

Cosmetics brand  

debuts abroad

Japan’s top-selling men’s hair wax is now 
available in London stores, according to a press 
release dated 5 February.

Gatsby is a popular men’s grooming brand 
in many countries, and has now set its sights 
on the British market. Its number-one 
product, Moving Rubber, enjoys a market 
share of over 70% in Japan. 

Since its launch in 2006, over 100mn 
units of the hair wax have been sold 
in more than 10 countries and regions 
in Asia.

Tokyo stages “1D” day

To promote the release of UK band 
One Direction’s %rst movie on DVD, 
“1D Celebration Day” was held in Tokyo’s 
Shibuya area on 11 February, according to 
a 13 February report by www.tvgroove.com.

$e day’s programme included gift bags 
for anyone who collected rubbish and 
brought it to an event organiser; thousands 
of fans took part despite the freezing weather. 
Four buildings around the famous “scramble” 
crossing also showed messages from the boy 
band on huge outdoor screens.

Madame Tussauds Tokyo launched its 
One Direction exhibit the same day, with 
a press event that included 40 lucky fans. 

Dyson invests millions in robotics

British inventor Sir James Dyson CBE is developing an a#ordable robot 
to perform household chores, in competition with Japanese rival %rms, 
the Daily Mail reported on 9 February.

$e entrepreneur has announced a £5mn investment in a new robotics 
laboratory at Imperial College London. He says his goal is to develop a 
“new generation of robots that understands the world around them and 
will be able to clean the house, put out the bins and even keep an eye out 
for intruders”.

Waseda University in Tokyo has already unveiled a humanoid robot, 
called Twendy-One, to help with housework and in nursing care 
facilities. $e robot is expected to go on sale in the next few years.

London experts to share 

security lessons with Tokyo

Cyber-security experts were invited from the UK last month to meet 
Tokyo government o&cials, in preparation for the 2020 Olympic and 
Paralympic Games, !e Japan News reported on 10 February.

$e visiting experts were in charge of cyber-security for the 2012 
London Games, and will include members of the public and private 
sectors. $e o&cial Olympic website and other portals were subjected 
to cyber-attacks 160mn times during the 2012 Games, and the UK 
government spent about ¥300bn for online protection measures.

Tokyo hopes to learn from London’s experience in order to take 
proper precautions against hackers.

PHOTO: BRITISH FOOTBALL ACADEMY





EXECUTIVE DIRECTOR

Spring is always an exciting 

season at the BCCJ. We take 

stock. We plan our budget 

for the coming year; map out our 

events calendar and review our 

communications strategy.

In addition, we begin 

planning our Annual General 

Meeting (AGM), to be held on 

23 April from 6:30pm at the 

Shangri-La hotel Tokyo, as well 

as our corresponding executive 

committee (excom) elections.

At last year’s AGM, we went to 

the polls for the 7rst time in our 

65-year history, with the excom 

election hotly contested. 

Candidate statements and 

photos could be viewed online, 

and interest was strong with over 

30% of members voting. 

Over the past year, our current 

excom has seen rising membership 

numbers, a boost in event 

attendance and a steady organic 

increase in online engagement. 

And excom has formed a number 

of interesting task forces to work 

on major projects.

So, could you be a strong 

candidate for excom?

Key duties of excom
Set organisational aims 

and objectives

Steer policies, targets 

and priorities by leading/

Time to take stock

!e excom elections  
will be taking place in spring

as well as two ex-o9cio members, 

representing the British 

Embassy Tokyo and the British 

Council Japan. 

0e ideal excom composition 

is a variety of members from the 

UK–Japan business community, 

representing a range of industries 

and 7rms of all sizes, with an 

appropriate balance of speci7c 

skills and connections that bene7t 

the BCCJ and the membership. 

Election overview
12 March: BCCJ Excom 

nomination period begins 

26 March: Deadline for submission 

of Excom nomination papers

6 April: Ballot papers sent out to all 

BCCJ members; voting begins!

21 April: Deadline for postal voting 

and e-voting

23 April: Results of excom 

election announced

For more information please 

visit: www.bccjapan.com 

or email info@bccjapan.com.

On a personal note, many 

thanks to everyone who supported 

my Tokyo Marathon attempt 

(23 February). I’m pleased to say 

that I crossed the 7nish line in 

one piece, raising over ¥500,000 

for Macmillan Cancer Support. 

0ank you! 

lori henderson mbe

contributing to the work of 

a taskforce 

Agree a budget that allows the 

BCCJ to ful7l its objectives

Monitor and review the overall 

performance of the chamber

Pledge to serve for a one-year 

term (April–March)

Commitment
Including the AGM, Excom meets 

11 times per year at the British 

Embassy Tokyo. In addition, excom 

members are expected to attend as 

many BCCJ events as possible, help 

maintain and increase member 

numbers, and liaise between the 

membership and excom.

Composition
Excom comprises a minimum of 

12 and a maximum of 15 members, 

Our latest videos:

Contact Sam Bird for details on arranging interviews, 
event coverage and sponsorship opportunities: 
samuel@custom-media.com
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MEDIA

JAPAN NEWS
BY MARK SCHREIBER

Tokyo has just over six years to 
uphold its pledge of omotenashi 
(spirit of hospitality) that helped 
it secure the winning bid for the 
2020 Olympic and Paralympic 
Games. $e Nikkei Marketing 
Journal (10 February) recently 
polled over 100 foreign travellers 
to Japan, asking what had 
disappointed or disturbed them 
during their visits.

Roughly half of the 10 most 
common complaints were related 
to food and beverage providers. 
In descending order, with the 
number of respective complaints 
shown in parentheses, they were: 

1. Shortage of services in foreign 
languages (39 votes)

2. Lack of free Wi-Fi compared 
with other countries (31)

3. Di&culty understanding the 
shokken (meal tickets sold 
from vending machines) 
system widely used in budget 
restaurants (19)

4. Inability of restaurant sta# to 
explain how dishes should be 
eaten (17)

5. Cash-based economy that 
discourages use of credit cards 
(15)

6. Food portions at restaurants 
seem small relative to price (12)

7. Many restaurants don't 
separate smokers and 
non-smokers (11)

8. Shops tend to use excessive 
wrapping for purchases (9)

9. Di&culty withdrawing cash 
from ATMs or exchanging 
home currency for Japanese 
yen (8)

poll: visitors' 
top 10 complaints

8 ATM 
Withdrawls

9Excessive 
Wrapping

11Smokers in 
Restaurants

12 Small 
Portions15Cash-

based
Economy

17Restaurant 
Staff

39
Language

19Food Ticket 
Machines

31
No Wi-Fi

6 Lack of 
Flexibility

10. General lack of "exibility 
in dealing with unexpected 
situations (6) 

Other comments related to the 
language barrier include: "Not 
enough menus in English. At the 
very least they should include 
photos", (Australian woman, 24); 
and "$ere weren't enough English 
programmes on television at the 
hotel, so the kids complained" 
(Australian man, 48). 

However, Fusako Kishino, the 
operator of a Japanese restaurant 
in Nikko City, countered, "Even 
someone who speaks practically 
no English can %nd a way to get 
the meaning across. We're all 
human beings". 

In response to the frequent 
complaint that portions are too 
small, inbound travel consultant 
Shigekazu Saito said, "Many 

restaurants in Japan o#er free 
omori [a larger serving, usually 
of rice or noodles], but foreign 
visitors are seldom aware of 
this. Local restaurants are not 
usually inclined to go out of their 
way to inform customers about 
this service".

Based on the survey results, 
the article said a large segment 
of Japan's service industry seems 
to operate on the premise that 
customers will mainly be Japanese. 
In addition to the foreign tourists 
polled, other visitors said they felt 
awkward in some situations.

For example, some tourists said 
they did not like having to wake 
up early if they wanted to eat 
breakfast at their ryokan. $ese 
individuals felt they should be 
allowed to sleep late.

$e article cites another survey 
of 300 foreign visitors conducted 

last year by Visa Worldwide 
Japan Co. Ltd. Sixty percent of 
respondents said they assumed 
that shops without credit card 
stickers displayed on storefronts 
or windows did not accept cards 
for payment. 

One shop owner in Tokyo's 
Omotesando shopping district 
asserted that merely displaying 
such stickers was e#ective in 
attracting more customers and 
increasing the value of purchases. 
Becoming more sensitive to latent 
customer needs may present new 
opportunities for retailers.

"Despite the fact that Japanese 
salesclerks are known for their 
courtesy, there are still many cases 
in which they aren’t meeting the 
needs of foreigners", said Keisuke 
Murayama, the president of a 
travel consulting %rm in Tokyo’s 
Shinjuku district.
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boost for public housing
As reported in the Nikkei Marketing Journal (12 February), IKEA Japan 
has tied up with the Urban Renaissance Agency to renovate selected 
units in four suburban public housing tracts. $e sites, all located in 
Yokohama City, are the 45-year-old Sakonyama danchi in Asahi Ward, 
Kirigaoka Green Town, Kohoku New Town View Plaza Center and 
Bay City Honmoku Minami.

$e renovated units, which feature colour-coordinated furnishings, 
were put on display as model rooms from 15 to 23 February. Prospective 
tenants were invited to participate in a lottery to select who would live 
in the units.

Most public housing developments underwent sharp expansion in the 
mid-1960s to meet the needs of post-war baby boomers. $ey o#er low 
rent and are near railway stations that provide links to central urban areas.

However, given the ageing population and declining birth rate, the 
availability of nearby shopping and other services has begun to wane. 
Refurbishing the units is seen as a strategy to attract young couples who 
will help rejuvenate the population base of such housing.

report: foreign labour may not be enough
In the Shukan Economist (18 February), 
Yoshihisa Kitai, chief economist at Nippon Steel 
& Sumikin Research Institute Corporation, 
has written about the increase in demand for 
workers in %nancial services and IT. 

$e IT boom is due to the massive system and 
software upgrades that will take place with the 
nationwide adoption of the My Number system 
in January 2016. Kitai highlights the likelihood 
of a serious labour shortage, with rising wages 
for temporary and other non-regular sta#. 

Between now and 2030, Japan's labour pool 
is projected to decline by 8mn. One prediction 
holds that Japan will have to admit more 
than 3mn foreign workers into the country 
to %ll open positions. However, neighbouring 
Asian countries will also face their own labour 
shortages, making it di&cult for Japan to rely on 
these nations for potential immigrants.

Kitai's article aims to warn businesses that an 
infusion of foreign workers will not necessarily 
solve the nation’s labour shortage. 

He notes that Japan has considerable 
untapped resources for hiring, mainly women. 
Plus, as the retirement age is raised to relieve 
the national pension system, elderly people are 
expected to take up more part-time work. 

Pegged to an index of 100, participation in 
the workforce by those in the 60–64 age group 
drops to 58 points, and for those aged 65 and 
over, to about 20—a lower rate of employment 
among the elderly than is found in many other 
advanced economies. 

Retail  |  Trends  |  Consumer
Survey  |  Marketing  |  Jobs
Forecast  |  Society  |  Study
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local wheat  
stock rising
About nine-tenths of the wheat 
consumed in Japan is imported 
from the US, Australia and other 
countries. However, this is not 
preventing Japanese %rms from 
promoting their domestic strains. 
Like the brands of rice that 
are highly sought after—such 
as Koshihikari, Sasanishiki 
and Akita Komachi—popular 
domestic wheat varieties are also 
being given their own names.

$e most prevalent, reports Tokyo Shimbun (6 February), is a Hokkaido 
variety called Yumechikara (dream power). $e wheat is mainly used to 
make bread and other baked goods, and 31,189 tonnes were harvested 
in 2013. Atsuo Morita, who operates the Shikishima Bakery in Nagoya, 
swears by Yumechikara, saying it is the secret ingredient that makes his 
products so tasty. More farms in Hokkaido are starting to cultivate the 
strain to meet market demand, which more than tripled last year.

A wheat strain produced in Mie Prefecture called Ayahikari is popular 
as a base for udon noodles. Sanuki no Yume 2009, a variety grown in 
Kagawa Prefecture, is also highly regarded among udon shops, and the 
cultivated acreage of the strain has expanded sixty-fold over the past 
four years. 

$e price of bread made from domestic wheat is slightly higher than 
that of products made from imported grains. Nevertheless, demand for 
domestic strains has continued to rise, and wheat cultivation appears 
likely to continue expanding. One of the model rooms furnished by IKEA Japan

Bread made from Yumechikara wheat





PRESIDENT

Last month, we were lucky 

enough to host Martin 

Donnelly, permanent 

secretary for the Department of 

Business, Innovation and Skills 

(BIS). Martin spoke about the 

value of innovation for both British 

and Japanese 7rms, and reported 

that small and medium enterprises 

capitalising on technological 

advances were making a “massive” 

contribution to the UK economy. 

He said the government is working 

to boost the nation’s reputation 

for creativity and innovation, 

and recent 7gures support 

that notion.

O9cial statistics published by 

the Department for Culture, Media 

and Sport reveal that the UK’s 

creative industries—including 7lm, 

television and music businesses—

are now worth £71.4bn per year 

to the domestic economy. 0e 

creative sector grew almost 10% in 

2012, outperforming all other areas 

of UK industry to generate just over 

£8mn an hour!

British creative 7rms are 

renowned across the globe and, 

as such, are driving growth, 

investment and tourism. However, 

I believe we’re still missing the 

Powerhouse  
of the UK economy

Creative industries:  
punching above their weight

brand value of the UK’s creative 

economy, as this year we’ll be 

expanding overseas. 

While it’s a very exciting time, 

it is also one tinged with some 

disappointment, as it means that 

at the next BCCJ elections, I will 

not be in a position to stand for 

re-election as president. 0is is 

something I had not envisaged 

when taking on the role, now 

almost a year ago. I believe 

the role of a BCCJ Executive 

Committee member is a privileged 

one, and it was an honour to be 

chosen as president in the 7rst 

contested election. 

0is has been an incredible 

opportunity and I would like 

to encourage anyone in the 

membership who is thinking of 

running in the next elections to put 

themselves forward for what would 

most de7nitely be a very rewarding 

experience, if elected.

I look forward to seeing you at 

our Euro Mixer social event at the 

Oakwood Premier Tokyo Midtown 

on 26 March, the 7rst time we will 

join with the Belgian-Luxembourg, 

Italian and Swiss chambers of 

commerce. It’s going to be a 

great night. 

alison jambert

@BCCJ_President

bigger picture of where creativity 

7ts into industries that are classed 

as non-creative. Exports of UK 

talent/workers don’t produce 

a measurable result in terms of 

taxable income, but they do add 

massively to the brand value of the 

UK’s creative economy. 

Take, for example, automotive 

design, a 7eld in which the UK 

is a recognised leader on 

an international scale. Brits 

run about eight of the top 10 

car manufacturers' design 

departments, but this is di9cult 

to 7t into o9cial statistics. But 

one thing is for sure: this 7gure is 

larger than what is currently being 

measured and reported.

In its own small way, my 

company Eat Creative will be 

making its contribution to the 
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t has been so cold in north-eastern Japan 

this winter that the water in the toilet of Jamie 

El-Banna's makeshift home freezes overnight. 

It is also dark inside the headquarters of It's 

Not Just Mud (INJM), as most of the glass that 

was smashed when the tsunami roared in from 

the Paci7c nearly three years ago has only been 

replaced by plywood boards. 

Still, it's home for the former paralegal 

secretary from Cricklewood, north-west London, 

who decided he could not sit by and watch in 

the aftermath of the worst natural disaster in 

living memory to strike Japan. El-Banna’s attitude 

re:ects that of the entire British community—

comprising corporations, diplomats and 

individuals—in the three years since those 

shocking scenes of destruction were aired on TV. 

As we mark the third anniversary of the 

disaster, it is clear that Britons have had a 

huge impact on recovery and reconstruction 

in the Tohoku region, and that these 

benefactors have every intention of continuing 

their e8orts.

El-Banna, 29, arrived in Ishinomaki, Miyagi 

Prefecture, in June 2011 looking to help with 

cleanup and recovery, but quickly realised an 

e8ective organisational structure for would-be 

volunteers was missing. 0at led to the creation 

of INJM, which has since been granted non-

pro7t organisation status and operates out of 

borrowed properties in the Watanoha district 

of the city. 

"0ere is not much we can do at the moment 

because the locals tell us it’s been the worst 

winter in 80 years in Ishinomaki and we have 

50cm or more of snow lying on the ground", 

El-Banna told BCCJ ACUMEN. 

Speaking with victims has huge impact

Some directly helping orphaned children

Providing chances for outdoor recreation

Organising healthcare seminars

Play therapy key for young trauma victims

Raising cash for vegetable factory

I

TOP STORY

New  
Tohoku
!ree years of mud, sweat and tears by julian ryall
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As soon as the cold spell breaks, however, 

there are teams of volunteers ready and 

willing to head back to the town that was one 

of those most severely a8ected by the March 

2011 disaster. 

"I 7rst came to Tohoku in May to volunteer 

for one week", said El-Banna. "I was teaching in 

Osaka, but wanted to do something to help.

"I had wanted to come up here immediately 

after the disaster but I was told they didn't want 

amateurs because we would just get in the way", 

he said. "After that 7rst week, I went back to my 

job in Osaka, but the very next day I realised that 

I hated it. I resigned straight away.

"I honestly felt that I would be much happier 

and make more of a di8erence by literally 

shovelling mud".

Several hundred volunteers have now 

o8ered their time and elbow-power to INJM's 

various projects, with e8orts over the winter 

focused on three key areas. 

Volunteers have been out on local 

7shermen's boats to help bring in the catch 

for octopus season, while the seaweed crop 

also needs to be landed. To date, INJM has 

helped the Playground of Hope organisation 

to construct no fewer than 25 playgrounds 

for children up and down the coast of the 

Tohoku region, while a third element is 

visiting temporary housing units in Fukushima 

and Miyagi prefectures to simply talk with 

people who have lost their homes and 

livelihoods. 

"It might not sound very useful, but the 

people love it when you go around and just 

“What used to be the living room was 
a metre deep in mud, with huge logs, 

plates, clothing and all the family’s 
belongings mixed in together”.

shoot the breeze with them", he said. "We don't 

try to do grandiose events or anything like that; 

they just like us to visit them. 

"It's a bit like going round to your granny for 

tea, only there are 20 grannies, or more".

One bake sale at a time
0e overwhelming desire to assist also drove 

Yoshimi Tamura to get involved in the recovery 

e8ort. An administrative assistant at 0e Royal 

Bank of Scotland in Tokyo, Tamura has spent 

her free time volunteering to clean up a8ected 

communities and raising funds to send food, 

clothing, water and other daily necessities to 

those who have lost everything. 

"0e 7rst time I went on a relief mission 

was December 2011, when we went to 

Yamamoto-cho, in Miyagi Prefecture", Tamura 

said. "When I 7rst went into the houses that we 

Jamie El-Banna and his charity have built 25 playgrounds in the Tohoku region.

Yoshimi Tamura (in pink) clearing rubble in Miyagi 
Prefecture with the Schop Dan group.
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were cleaning up, I could not comprehend the 

sight in front of me. What used to be the living 

room was a metre deep in mud, with huge logs, 

plates, clothing and all the family's belongings 

mixed in together. 

"It was really hard when we came across the 

remains of their lives—photo albums, school 

books, letters, children's toys—all covered in 

mud", she said. "0ey had no idea their lives 

were going to be totally demolished".

Tamura has volunteered every weekend 

since April 2011 and has been working with 

a group that has cleaned out more than 500 

homes, reuniting many residents with items 

they feared had been lost forever. She has also 

raised funds for 70 pairs of children's school 

shoes through bake sales at her o9ce, and is 

now collecting more money for 84 children from 

Miyagi who were orphaned in the disaster. 

"What I can achieve is very limited and I 

do not think that I have achieved much, but I 

hope that we are able to make a di8erence and 

encourage local people not to give up, and to 

rebuild their lives", she said. 

Link with nature
Sta8 and management at the Tokyo o9ce of 

Unilever were also quick to get involved in 

Tohoku—the 7rst truck carrying emergency 

supplies arrived in Miyagi Prefecture just three 

days after the disaster—and the 7rm is now 

focusing on three long-term projects to assist 

local people. 

Unilever sta8 are taking part in weekend 

relief e8orts in Ishinomaki, including reviving 

the devastated shopping districts and helping 

to rebuild the port area. A parallel campaign 

has been the creation of a training programme 

for sport instructors teaching children in 

Fukushima Prefecture. 

Unilever also organises a ski camp and a 

summer camp in Minami-Aizu, Fukushima 

Prefecture, for children living close to the 

evacuation zone around the Dai-Ichi Nuclear 

Power Plant, giving them a chance to relax and 

recharge. To date, more than 300 children have 

taken part in the camps.

"During one of the summer camps, a child 

asked an instructor whether he could touch 

the leaves or not", said Seikei Itoh, head of 

communications for Unilever Japan. "0at was 

because children who live near the nuclear 

evacuation zone cannot play freely outside, or 

even touch the leaves because of radiation.

"At the end of the trip, the boy had a 

completely di8erent face. He had been able 

to enjoy playing outdoors and was feeling 

less stress".

Unilever has employed a structured approach 

that it describes as the “Four Ps” of products, 

participation, partners and people—and local 

people have been hugely appreciative, Itoh said. 

0ere is a lot more to be done over the 

coming months and years, he said, but Unilever 

is committed to the long-term rebuilding of 

the region.

Healthy optimism
Another British 7rm that has been generous 

in its assistance is pharmaceutical giant 

GlaxoSmithKline (GSK) K.K. and its Team 

Orange volunteers, named for their distinctive 

orange windcheaters and the corporation's 

signature colour. Team Orange has been highly 

visible on the ground in the a8ected region. 

Following the Great East Japan Earthquake, 

the 7rm responded to requests from medical 

TOP STORY

“At the end of the trip, the boy 
had a completely di"erent 
face. He had been able to 

enjoy playing outdoors and 
was feeling less stress”.

Unilever organises a summer camp for children living close to the evacuation zone.
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institutions in the a8ected areas by providing 

¥270mn in treatments, on top of an initial 

donation of ¥200mn to the Japanese Red Cross 

on 15 March. Further donation drives among 

sta8 have raised millions more yen.

Volunteers undertook tasks ranging from 

delivering relief supplies to operating a soup 

kitchen, clearing debris, organising healthcare 

seminars and even planting :owers. Now, 

support has shifted to longer-term rehabilitation 

e8orts, including the Orange Scholarship, 

which continues to funnel the money saved 

by stringent energy reduction e8orts at the 

7rm's headquarters into 7nancial support for 

pharmacy students in the a8ected areas.

In addition, Save the Children's visionary 

Speaking Out From Tohoku project—supported 

by GSK—is designed to incorporate the opinions 

of children into recovery plans at all levels, 

from individual communities to the national 

government. 

"I have been doing volunteer work ever 

since I was in middle school, as part of my 

extracurricular activities, so maybe I have an 

awareness rooted inside of me of the need to 

help others if I can", said Mino Yuasa, of the 

7rm's Customer Care Centre. 

"When I 7rst arrived in Rikuzen Takata 

[Iwate Prefecture] and Kesennuma [Miyagi 

Prefecture] in August 2011, I learned what 

the word 'devastation' meant", Yuasa said. 

"It seemed that everything that had existed up 

until then—even intangible things like sound 

and memories—had been taken away by 

the tsunami". 

Yuasa has since volunteered in the Iwate 

Prefecture cities of Kamaishi, Otsuchi and 

Ofunato, as well as helped to construct an 

indoor park in Koriyama, Fukushima Prefecture. 

As well as the physical changes that she 

has seen, including housing units replacing 

destroyed homes and debris being removed, 

Yuasa says she can see a new optimism in 

local residents.

"I believe that a mindset has begun to take 

hold among the disaster victims, to accept new 

thoughts and ideas", she said. "As evidence of 

this, there are now more and more agricultural 

and marine products being sold at local 

supermarkets and stores".

Play helps mental health
Reconstruction work will take many more years, 

but needs to be carried out alongside long-term 

mental and emotional support for disaster 

victims, believes Suzanne Price, founder of 

Price Global. She has most recently been 

working with the Japan Association for Play 

0erapy (JAPT).

"I was frustrated that I could not provide 

psychological and emotional support directly, 

and badly wanted to do something helpful and 

relevant for me", Price told BCCJ ACUMEN. 

"I would have gone to Tohoku with the 

therapists if my language ability had been good 

enough, but given that Price Global specialises 

in diversity, inclusion and mental health for 

organisations, I 7gured I could instead raise 

money to support JAPT".

0e package of initiatives included the 

creation of a specialised programme for parents 

in Tokyo on how to communicate with children 

in the wake of a crisis. 0e revenue earned 

from these sessions was used to pay for JAPT 

to provide therapeutic play sessions and to 

teach skills to child carers and teachers in the 

a8ected regions.

To date, JAPT has conducted 252 workshops. 

Volunteers have spoken at 288 nurseries and 

kindergartens, and addressed 259 survivor 

groups. 0e organisation estimates it has 

directly or indirectly reached more than 

10,000 children. 

"0e devastation varied, depending on the 

location, as did the trauma of the survivors 

and their reactions to the disaster", said 

Akiko Ohnogi, a clinical psychologist and the 

co-founder of JAPT. "Some had lost lots of 

belongings, while others lost people.

"Some people were aware of, and willing to 

admit to, having experienced a trauma, while 

others were either in shock or denial.

"As a whole Tohoku seems to have a very 

di8erent culture from Kanto, especially in how 

they view outside support", Ohnogi said. "It took 

a lot of groundwork to gain enough trust from 

people for them to 'allow' us to help them".

Price has also been instrumental in 

purchasing therapeutic toys designed to assist 
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“When I #rst arrived 
in Rikuzen Takata and 

Kesennuma in August 2011, 
I learned what the word 

‘devastation’ meant”.
GSK's Team Orange visits a temporary housing unit in Natori City, Miyagi Prefecture.
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young people in expressing, and ultimately 

overcoming, the emotional issues that have 

resulted from the trauma they experienced. 

Meanwhile, the provision of emotional and 

psychological services via JAPT remains 

a priority. 

"As a very small entrepreneurial company, 

we do not have the resources for extensive 

CSR e8orts", said Price. "However, as a mental 

health professional and having done a lot of 

voluntary work in the past—including my 

time as director of TELL—I cannot imagine 

not giving something back to humanity and 

the community.

"I fully understand that emotional and 

psychological needs emerge for years after the 

crisis and intend to continue to support JAPT as 

long as we can be useful".

Recovery wheels in motion
0e urge to help has been so strong that a group 

of keen—but decidedly amateur—cyclists 

are cinching themselves into their bodysuits 

and again heading north to raise funds for the 

reconstruction e8orts. 

0e Knights in White Lycra, who are 

unmistakably named after the Moody Blues 

song, are aiming to do signi7cantly better than 

they did on their 330km sponsored ride to 

Minamisoma, Fukushima Prefecture, last year. 

0is time, they aim to complete a 465km cycle 

to Minamisanriku, Miyagi Prefecture, to raise 

funds for O.G.A. for Aid, a registered NPO.

"We will be going a little bit further and with 

more riders this time. We're hoping to attract 

even more attention and, hopefully, more 

corporate interest", said Robert Williams, lycra 

a7cionado and senior investment advisor with 

IFG Asia Ltd.

"It's not about providing emergency supplies 

any more, it's about helping people get back 

on their feet with sustainable projects, such as 

the Green Farmers Association", he said. Under 

the scheme, land has been provided for local 

people, and the Knights are aiming to raise the 

¥5mn required to build a vegetable-processing 

factory on a designated site. 

"0e British community in Japan has never 

been backward in coming forward, and we 

have certainly seen that in the weeks, months 

and years since the Tohoku disaster", said Lori 

Henderson, executive director of the British 

Chamber of Commerce in Japan, which raised 

more than ¥8.3mn and contributed to no fewer 

than 25 reconstruction projects. 

"Companies and individuals have come 

forward to volunteer their skills, their 

knowledge, their products and their time to 

help out. And they have repeatedly put their 

hands in their pockets, and I believe this 

support for the region will continue for as long 

as it is needed", Henderson added. "All of them 

have responded admirably".

To support the Knights in White Lycra, 

please visit: www.ogaforaid.org/en/kiwl.html. 
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“!e British community in Japan has 
never been backward in coming forward, 

and we have certainly seen that in 
the weeks, months and years since 

the Tohoku disaster”.

The Knights in White Lycra will cycle 465km to raise money for O.G.A. for Aid.
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Any school community is a transient 

one: children grow up, teachers move 

on and the world turns. In today’s 

international schools, the turning world seems 

to spin at dizzying speed and the pace of change 

shows no sign of relenting. 

Twenty-7ve years ago, no teenager had 

ever sent a text message, no teacher had ever 

received an email and Mark Zuckerberg was 

still in kindergarten. Snapchat? Vine? In 1989, 

communication tools like these were the stu8 of 

science 7ction and wearable technology meant 

a watch without hands. 

When Prime Minister Margaret 0atcher 

opened the British School in Tokyo (BST), even 

the Iron Lady could never have envisaged the 

world 25 years later. 

And yet, the little ones who cheered and 

waved their Union Jacks that day have now, for 

the most part, entered the world of work, their 

foot on the 7rst rung of the ladder that will take 

them onwards (and hopefully upwards) through 

their careers. Did their schools prepare them for 

life in 2014 and beyond? I hope so.

It has become commonplace for today’s 

educators to wax lyrical about “21st-century 

learning” and to extol the virtues of “21st-

century competencies”, but it is my belief that 

good teachers in good schools recognised 

these pro7ciencies long ago. Technological 

advances may have made it possible to deliver 

information in a di8erent way, and have 

certainly made it possible to measure more 

accurately the e9ciency and e8ectiveness 

of that delivery, but the fundamentals of 

outstanding education remain the same. 

Young people must be encouraged to be 

curious, caring, considerate and open-minded. 

0ey must learn to concentrate, to focus on 

what is important, and to be discerning in 

their analysis of the :ood of information to 

which they have access. 0ey should develop 

teamwork and leadership skills, learn the art of 

clear communication—always dependent on a 

willingness to listen—and gain the con7dence 

to be individuals. Above all, they must build the 

resilience that will enable them to cope with 

adversity, learn from their mistakes and thrive 

on change.

0ese are not 21st-century competencies; 

they are, and always will be, the hallmarks of 

a supportive, balanced approach to education 

built on high expectations and genuine care for 

the individual.

Anniversaries are strange, arbitrary things 

for the most part. 0e Beatles released their 7rst 

US album exactly 50 years ago; does it sound 

better today than it did last year—or the year 

before that? At BST we are happy to celebrate 

25 successful years of delivering a 7rst-class 

education to the international community of 

this vast, exciting city, but we are happier about 

what might happen next. 

Just four years ago we introduced A Levels, 

enabling our students to move smoothly 

through BST from the age of three to 18 

before progressing to top universities around 

the world. We continue to build on the 7rm 

foundations that have been laid and, using our 

extensive parental network, we have recently 

introduced an ambitious programme of work 

experience and community service, and a 

sophisticated lecture series introducing students 

to the world beyond the classroom.

Even more exciting is the centrepiece of 

our 25th anniversary plans. Later this year, in 

partnership with United World Schools, we will 

build and open a school in a remote village in 

Cambodia. For the next 10 years our students 

and teachers will help it to grow and develop. 

What better way to recognise the 

importance of education for all children, 

and to help our young people learn that most 

important of life skills—the ability to stand in 

the shoes of others? 

PUBLICITY

by brian christian
principal
the british school in tokyo

PASSING THE TEST OF TIME

Twenty-#ve years of high expectations at the BST
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by elizabeth oliver mbe

In the year following the Great 

Hanshin Earthquake (1995), 

Animal Refuge Kansai (ARK) 

took in 600 animals: dogs, cats, 

rabbits and birds. Everyone 

thought we would never again 

experience such a calamity, but we 

were wrong.

On 11 March 2011, a more 

devastating triple disaster struck. 

0is time, it was the Tohoku 

region. People were evacuated 

and left everything behind—their 

valuables, documents and pets—

thinking it would only be for a 

few days. 

Some families set their animals 

free, putting their surname on pets’ 

collars. Others left their animals 

tied up or in cages. 0e latter group 

died a lingering and painful death 

from starvation and dehydration. 

On farms, horses, cattle, pigs and 

chickens su8ered the same fate. 

Animals being left without food 

or water represent a man-made 

catastrophe. 

Just after the Tohoku disaster, 

ARK could move freely around the 

area and rescue animals. However, 

over time, a 20km no-go zone was 

set around the stricken Dai-ichi 

Nuclear Power Plant, and our sta8 

were threatened with arrest if they 

tried to enter. 

As predicted, the surviving dogs 

and cats within the 20km zone 

bred thousands of feral animals 

that the local government would 

have to deal with in due course, 

FUR PETS’ SAKE

Animal rescue group still caring for quake victims

another tragedy that could have 

been prevented.

ARK was able to rescue 

about 200 animals, mostly dogs, 

which were transported to our 

Osaka shelter via Tokyo, no small 

logistical challenge. Within a few 

days, these animals were health-

checked, blood-tested, vaccinated, 

micro-chipped and neutered. 

Photos of the pets with details 

of where they were found were 

posted on our homepage and on 

other sites set up to reunite pets 

with their owners. In some cases, a 

happy reunion was possible.

However, even now, three 

years on, many families still live 

in temporary housing. Some 

have given up hope of living 

with their pets again and have 

given us permission to 7nd new 

homes for their animals. Others 

still cling to the prospect of 

a reunion. 

Eleven dogs rescued from the 

Tohoku region are still at ARK, and 

we have promised their owners 

that we will care for them as long 

as it takes. Our new kennel in 

Sasayama, Hyogo Prefecture, is 

nearly ready, and it is 7tting that 

the 7rst dogs to occupy it should be 

those from Tohoku. But however 

comfortable this facility will be, 

nothing can replace the love of 

a family and the security of their 

own homes. 

ark@arkbark.net 

CHARITY

Elizabeth Oliver rescues pets in the 20km evacuation zone.About 200 animals were transported to Osaka from the Tohoku area.
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RISK COMMUNICATION  
THREE YEARS AFTER

Science and media confab discusses Fukushima lessons 

Expectation of zero risk must be 
abandoned

A-bomb radiation very different 
from N-plant meltdown

Scientists urged to engage with 
media and the public

EMBASSY

This month marks three years 

since the outbreak of the nuclear crisis at the 

Fukushima Dai-ichi Nuclear Power Plant. 0e 

perceived risk from the fallout and the actual 

risk are very di8erent, according to many 

experts. Who or what is responsible for the 

di8erences in perception?

0e second annual UK–Japan Nuclear 

Dialogue in October 2013 identi7ed science 

communication as a key area where Britain 

could share its expertise with Japan. One of 

the outcomes of this bilateral event was the 

organisation of the Risk Communications 

Conference, held at the British Embassy Tokyo 

on 12–13 February.

Nick Ross, veteran UK journalist and TV 

presenter, led the proceedings by drawing 

attention to similarities between the Fukushima 

crisis and the 1957 7re at the Windscale nuclear 

reactor facility and plutonium production 

plant in Cumberland. As in Japan, the lack of 

communication from the nuclear industry 

that followed the UK disaster led to media 

speculation and public confusion. 

In Britain today, scienti7c advisors play a 

central role in government, while academics are 

encouraged to contribute opinions. In addition, 

the Science Media Centre, a registered charity 

committed to objectivity, helps journalists cover 

complex subjects. Another charitable trust, 

Sense about Science, provides independent 

advice to the public. Ross hopes that the 

“lessons now being learned can lead to the 

success of similar systems in Japan”.

0e concept of anshin, meaning peace of 

mind and lack of worry, can help explain the 

becomes dominant, it does more harm than 

good. Post-Fukushima, the myth of zero risk 

must be abandoned. 0e focus should now be 

on explaining the risks that exist so the public 

can make informed choices. One will always see 

demons in a dark room—but science can be the 

light”, he said.

Gerry 0omas, a professor at Imperial College 

London and director of the Chernobyl Tissue 

Bank, explained the root of these demons. 

“0ere is a learned fear of radiation stemming 

from the Cold War and Second World War. 

“People believe that the consequences of a 

nuclear bomb are the same as those of a nuclear 

power plant accident. An atomic bomb gives o8 

a huge amount of a type of radiation that can 

penetrate through the skin. A nuclear power 

plant meltdown gives o8 much less radiation, 

of a type that only a8ects you if inhaled or 

ingested”, 0omas said.

0ere is also widespread public confusion 

about acceptable versus dangerous doses 

of radiation. “What matters is not the whole 

amount of radiation emitted, which is often 

quoted, but the dose an individual receives. 

0e majority of people receive an individual 

dose equivalent to only a few times that received 

from natural background radiation; less than 

from a single CT scan and orders of magnitude 

less than that used to treat cancer with 

radiotherapy”, she said. 

0omas cited a recent Russian omnibus 

survey that found 25% of the public believe 

hundreds of thousands of people were killed by 

the Fukushima nuclear crisis, although there 

have been no fatalities directly due to radiation. 

!ere is also widespread 
public confusion about 

acceptable versus dangerous 
doses of radiation. 

Japanese expectation of absolute zero risk. 

“0is may lead to a reluctance to openly plan for 

possible crises, or to accept some level of risk in 

order to bene7t”, Ross said.

But this, he claimed, is not unique to Japan.

“Humans have evolved risk sensitivity to 

help us survive. However, when risk aversion 

Gerry Thomas, professor at Imperial College London



EMBASSY

0e tsunami and Great East Japan Earthquake 

killed around 20,000 people, and more than 700 

died as a result of evacuation.

A recent report from the United Nations 

Scienti7c Committee on the E8ects of Atomic 

Radiation found that the psychological e8ects 

on the population following a nuclear accident 

are far greater than the physical impact.

“0e huge displacement, loss of earnings 

and stress endured have had a much larger 

health e8ect than any damage, or even potential 

damage, from the Fukushima accident”, 0omas 

said. “In reality, you are much more likely to 

be ill from worry about radiation than from 

radiation itself”.

However, “playing on drama and fear sells 

papers”, Ross said, “and this presents a real 

dilemma for the media”. Further, many scientists 

fear that journalists might twist their words. 

“When I 7rst met Nick, I was scared of him!” 

0omas said. “But when experts stay silent, 

journalists can only speculate”. 

Ross agreed. “A crisis is a reason to engage 

rather than an excuse to stay silent. I urge 

scientists to seek out ways to engage with 

the public. I urge universities not to control 

their academics, but allow them to inform the 

impatient 24-hour news agenda. I urge nuclear 

power plants to invite journalists in. 0e most 

important ingredient for trust is openness.

“0ere's nothing like a crisis to drive 

change. In 7ve years’ time, I hope Japan will 

be a world leader in risk communication”, 

Ross concluded. 

“In reality, you are much more likely 
to be ill from worry about radiation 

than from radiation itself”.

Nick Ross: playing on drama and fear sells papers

Century 21 has a long and trusted history 
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by brandi goode

“People like change as 

long as they feel part of 

it”, said Martin Donnelly, 

permanent secretary of the 

UK government’s Department 

of Business, Innovation and 

Skills (BIS).

Donnelly was speaking at a 

luncheon organised by the British 

Chamber of Commerce in Japan 

on 13 February. Innovative 7rms 

have grown nearly twice as fast 

as those that are not introducing 

new products, ideas or processes. 

Further, in recent years, the most 

innovative 6% of UK 7rms have 

generated half the jobs, according 

to Donnelly. He knows 7rst-hand 

about the challenges of innovation, 

as his department has had its 

budget slashed by 25% over the 

past few years. 

In response to the cuts, his 

team removed levels of hierarchy, 

upgraded their information 

technology (IT) and changed the 

furniture to create a new working 

culture, including structures that 

encourage people to interact. 

“Part of innovation is encouraging 

everyone to look at how they work”, 

he said.

0e IT upgrade re:ects the 

department’s focus on technology 

as a driver of innovation. BIS 

has identi7ed “eight great” focus 

areas in this regard: energy 

storage, advanced materials and 

nanotechnology, agri-science, 

synthetic biology, regenerative 

medicine, satellites and 

commercial space applications, 

big data, and robotics and 

autonomous systems. 0e latter 

is an area in which Japan wields 

great strength, he added.

0e o9ce has also invested 

in cutting-edge software for 

intellectual property protection, 

with products designed for small 

7rms. “0e idea of working for a 

big 7rm and striking out on your 

own later has changed”, Donnelly 

said. Now, over one-quarter of 

UK graduates are interested in 

founding their own 7rms.

As such, the government is 

o8ering start-up loans, many 

of which it expects to write o8. 

Take-up has been high, Donnelly 

said, emphasising that young 

entrepreneurs get fantastic 

support from social communities 

that are increasingly self-

sustaining and intertwined. 

MARTIN DONNELLY! 
INNOVATION AND DIVERSITY

New rules on bankruptcy, hiring and patents made to help entrepreneurs 

Donnelly related how the 

government learned a valuable 

lesson when nanotechnology 

started to take o8 10 years ago. 

0en, he said, everyone was 

anxious to set up a department 

to support entrepreneurs in the 

7eld, so eight di8erent units were 

established, all of which folded 

because they were too small. 

“Now, we have a single system 

with government support for 

a 7xed period, and afterwards 

projects should sustain themselves. 

0e government comes in from 

behind, looking at 7nance, skills 

and social infrastructure, but we 

don’t do it all”, he said.

0e UK government has also 

simpli7ed the employment and 

tax laws, improved bankruptcy 

regulations, and changed the tax 

system to allow for just 10% tax 

on UK-registered patents. BIS 

Over 25% of UK graduates 
want to start their own "rms

Start-up loans being offered, 
with many expected write-offs

Women need a variety of 
role-model leaders to promote 
diversity

encourages 7rms to take on sta8, 

a message that has been deemed 

“employment in a box”. You can set 

up a company in a day for just £40, 

Donnelly said. 

Diversity, especially the 

inclusion of women in leadership, 

was another theme of Donnelly’s 

presentation. Women’s presence 

on boards is a major factor in 

fostering an innovative business 

environment, he said.

Women need su9cient 

role models to look up to, 

leaders they feel are similar to 

themselves. Science is an area 

in which women are continually 

underrepresented, he said. 0is 

is worsened by the fact that 

there are simply not many girls 

studying scienti7c subjects in UK 

schools. Biology and life sciences 

are 7elds that traditionally attract 

female sta8, but this needs to 

go further. 

Part of the problem, Donnelly 

believes, is the media image of 

people in jobs such as engineering. 

Television typically portrays these 

professionals as men in hard hats, 

he said. 

Finally, Donnelly touched 

on how Japanese 7rms and 

British sta8 have had a mutually 

supportive relationship for over 

20 years. Britons like the longer-

term approach of working for a 

Japanese 7rm and the focus on 

hard skills, while Japanese 7rms 

appreciate the :exibility of the 

UK workforce. 

BCCJ EVENT

Martin Donnelly, permanent secretary of Department of Business, Innovation and Skills
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Colour your world
0e second campaign of note last year was 

made for Osaka-based KUBOTA Corporation, 

an agricultural machinery manufacturer. 

KUBOTA emphasises the relationship 

between food, water and the environment, and 

the impact of these forces on human lives. 

Speci7cally, the 7rm contributes products 

that help the abundant and stable production of 

food, help supply and restore reliable water, and 

help create a comfortable living environment.

0e advertising agency created a striking 

corporate video that KUBOTA released in 

conjunction with a TV commercial. “Water 

Line” shows the evolution of a watercoloured 

landscape painting, and has deep meanings 

intended to reach the international psyche of 

KUBOTA’s client base.

In it, water is drawn with a paintbrush to 

represent KUBOTA’s activities. Using droppers, 

colours are then added to the lines and 7ll in 

the shape of animals, trees and farm vehicles, 

representing the reach of the 7rm’s services. 

0e video is now published on KUBOTA’s 

website and Facebook page, as well as its 

dedicated YouTube channel.

“0e success of both projects shows how 

creative, interesting and appropriate content 

can attract a global audience for our clients”, 

said a spokesperson for I&S BBDO. 

www.youtube.com/TheKubotachannel

by brandi goode

DIGITAL

I&S BBDO Inc., an award-winning Tokyo-

based advertising agency, has produced 

two online commercials that yielded great 

success for its clients. 

0e 7rst was produced for Autoway, Ltd., 

a mail-order tyre 7rm. 0e client’s objectives 

for the media campaign included raising 

brand awareness by highlighting the danger 

of car accidents caused by driving without 

snow tyres, and stressing the importance of 

such tyres by presenting a ghastly image of a 

snowy road. 

BBDO J WEST, Inc., a subsidiary of I&S 

BBDO, produced a video that had received 

7.5mn views on YouTube as of 17 February. 

0e 40-second commercial had been seen in 

220 countries, with comments written in several 

dozen languages, within a month of its release.

Covered by international media such 

as !e Independent, !e Telegraph and !e 

Hu#ngton Post, the chilling video includes 

the image of Yuki Onna, the Snow Woman, 

INSIGHTS INCITE ACTION

Novel video campaigns catch eyes of the world

Objectives: to raise awareness 
and emphasise importance 
of product

YouTube views: 7.5mn as of 
17 February

Theatrical effects used for 
maximum impact

an iconic 7gure in Japanese folklore. 0e online 

presentation begins with a health warning about 

the shocking images that the video contains. 

Basically, the intended message is that snowy 

roads are scary because a vehicle’s brakes can 

malfunction and easily cause an accident. 0is, 

in turn, calls attention to the need to change 

over to snow tyres in winter. 

To maximise impact with a limited budget, 

the team analysed theatrical e8ects that 

resonate with viewers psychologically.

Campaign impact:

Shared on Facebook/Twitter over 

230,000 times

Ranked third on the Unruly Viral Video Chart

Introduced on Japanese media 

such as Nippon TV’s Sukkiri, 

TV Asahi’s Wide! Scramble and 

FUJI Television’s NONSTOP!

www.youtube.com/watch?v=jGFWEoCGhi8
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by julian ryall

GLOBAL VIEW  
OF PROGRESS

Consulting #rm on reaping the bene#ts  
of technology at home and abroad

In-house R&D can be a burden

UK ideas meet Japan’s product 
commercialisation

Japanese "rms becoming more 
open-minded

INNOVATION

Entrepreneurship and 

innovation can be a 

rare thing in Japan. 

Nevertheless, original thinking 

is just what the nation requires 

as it strives to emerge from a 

long, painful recession, and 

simultaneously recovers from one 

of the largest natural disasters 

on record as well as an ongoing 

nuclear crisis. 

British 7rm Cambridge 

Consultants Ltd. remains 

optimistic that Japanese 7rms will 

be able to build on their skills and 

know-how to play leading roles in 

the global economy. Many of them 

just need a helping hand. 

Cambridge Consultants held a 

series of seminars last year in Tokyo 

and Osaka on how organisations, 

ranging from homegrown start-ups 

to established multinationals, 

can take maximum advantage 

of technology and innovation in 

today's rapidly changing world.

"In some areas, Japan has 

historically been very innovative, 

such as Nichia Corporation’s 

development of the blue LED 

[light-emitting diode], which is 

a key technology to enable low-

energy LED lighting", Richard 

Traherne, chief commercial o9cer, 

told BCCJ ACUMEN. 

"Such innovations 7t well 

with historical strengths in 

process improvement and 

perseverance, but the tradition 

of undertaking all research and 

development in-house has proved 

time, while in Japan the rate was 

only 3–5%—lower than the rate of 

business closures.

"One of the key steps is moving 

to a collaborative approach to 

innovation", said Traherne. 

"It’s necessary to work with 

many varied partners globally to 

capitalise on innovations as soon 

as they can have an impact on 

the business. 

"If we look at the success of 

a company like Samsung, one of 

its greatest strengths is an ability 

to acquire technology rapidly, 

internalise it and then use that 

to build new products", he said. 

"Agility and openness are both 

crucial to success—plus the 

ability to commercialise a product 

pro7tably to match international 

market requirements".

0at message appears to 

be reaching Japanese 7rms, he 

said, with an increasingly open-

minded approach seen across 

business sectors, from industrial 

to consumer goods to medical 

technology.

Working with an external 

partner can often facilitate 

those links.

"We see a natural synergy 

between the UK’s strength 

in front-end innovation 

and Japan’s strength in 

commercialising products.

"Our role is to act as a trusted 

adviser and technology partner 

with key Japanese 7rms", said 

Dr Miles Upton, regional general 

manager for Asia. "In our 

existing business, we are valued 

for our ability to cross-fertilise 

technologies from industry to 

industry and from region to region, 

and we see this cross-fertilisation 

to deliver new technology 

solutions and intellectual property 

being highly valuable to Japanese 

companies that wish to explore 

new markets". 

But are Japan's conservative 

7rms ready to accept foreign 

advice and assistance?

"Our business is built upon 

trust and we recognise that 

may take longer to build in this 

country than it does in other 

markets, where business is more 

transactional", he said. "But 

our most successful customer 

relationships last for decades, 

and we fully expect to take a 

very long-term view of business 

development in Japan". 

to be a burden in recent times", 

Traherne said. 

Many 7rms have been unable 

to access new technologies 

developed overseas and lack 

the skills and connections to 

commercialise their innovations in 

international markets. 

He highlighted the example 

of NTT DoCoMo’s iMode mobile 

internet service launched 10 years 

ago; Japan led the world in the 

7eld when the technology was 

developed back then, but has 

failed to convert this early lead into 

a strong position today.

According to a 2011 report 

from the Global Entrepreneurship 

Monitor, the rate of entrepreneurial 

activity in Japan stood at 5.2%—the 

7fth-lowest of the 54 countries 

that took part in the survey. It 

went on to say that the rate of new 

business establishment in the UK 

and the US was about 10% at the 

Richard Traherne,  
chief commercial of"cer

Dr Miles Upton, 
regional general manager for Asia
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Unilever launches #rst new 
hair product in a decade

ANNIVERSARY

ifty years ago, a businessman named 

Mitsuo Hirano made what was a bold decision 

at the time in Japan: to establish an a9liate of 

a major foreign multinational. Were Hirano to 

see Unilever Japan today, he would be surprised 

not only at its size, but also at the nature of the 

business, said Ray Bremner OBE, president and 

chief executive o9cer.

Unilever’s heritage centres on food and 

soap, so these areas were a natural start for 

the Japan operation. Over time, however, 

the manufacturer realised there were vast 

opportunities in the personal care market, 

and pursued aggressive expansion and 

acquisition. 0is category currently accounts 

for the majority of product sales in Japan, 

and includes two of Unilever Japan’s three 

bestsellers: Lux, launched locally in 1972, 

and Dove, launched in 1999. 

Personal care will continue to be a primary 

focus of growth. 0is year, Unilever Japan is 

launching its 7rst new hair care brand in a 

decade. 0e Clear product line is now the 

fastest-growing hair care brand in the world and 

number three in the global hair care market. 

With its targeted positioning and formulations 

customised for Japanese consumers, the launch 

will undoubtedly help propel the 7rm toward 

achieving its ambitious growth objectives 

by 2020.

In addition to personal care, Unilever 

Japan is concentrating on the “refreshment” 

category—consisting of tea and ice cream, 

namely Ben & Jerry’s, launched in 2012. Besides 

Lux and Dove, Lipton tea is one of the 7rm’s top 

three brands and has a long history in Japan. 

F

The  

future  

is clear
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ANNIVERSARY

“With ice cream, we’ve only just begun the 

journey, a journey that has started extremely 

well”, said Bremner. 

He emphasised that Ben & Jerry’s, the 7rst 

fair-trade certi7ed ice cream in the country, 

stands for something, and is aligned with 

Unilever’s commitment to the environment. 

Plus, there’s a strong sense of self-expression in 

the brand’s message. 

Speaking about its potential, Bremner said, 

“0e only limit is our imagination, and the 

desire of Japanese consumers to eat great-

tasting ice cream that’s also fun”.

It was Hirano’s venture in 1964 that kicked 

o8 the Unilever Japan story as it is known today. 

0e Japanese economy was thriving then and 

people were taking another look at the country. 

It was also the year of the Summer Olympic 

and Paralympic Games in Tokyo. 

Now, with the next Tokyo Games looming 

large in 2020—also an important year for 

Unilever in terms of sustainability and growth 

targets—Bremner notes a similar sense of 

optimism. While he doesn’t feel the Olympics 

themselves will generate growth for consumer 

goods, increased con7dence among the public 

about employment and the future “will bode 

well for business”. 

“0e mood will, and is already, changing. 

If this continues, Japan will be an extremely 

positive and bright country”.

A market like no other
Unilever typically customises its products 

according to clusters of consumers, such 

as “the Americas”, rather than for a speci7c 

country. By and large, these clusters have 

common tastes and expectations, Bremner 

explained. 0e exception to this, he said, is 

perfume levels, as each nation tends to have 

varying preferences for fragrance.

In Japan, however, roughly 90% of 

formulations are country-speci7c. Numerous 

factors must be taken into consideration. Most 

people probably recognise that Japanese hair 

di8ers from that of Europeans or Americans. 

0ese di8erences merit signi7cant changes 

in hair care product formulations and altered 

levels of active ingredients. Additional cultural 

elements such as bathing preferences must also 

be taken into account. 

Expectations are speci7c and high here. 

Japanese, for example, expect bath products to 

leave their hair and skin feeling “squeaky-clean”, 

Bremner said. Quality and e9cacy are king, and 

many Japanese products are highly aspirational 

in neighbouring countries such as Taiwan.

“When our global CEO [Paul] Polman came 

here on his 7rst visit, he was very impressed 

with the quality of our products, and his 

message for that year was that Unilever should 

strive to produce Japanese quality at Chinese 

prices. For any business this is an ultimate 

success”, he said.

Origami for packaging
Innovations for the Japanese market don’t stop 

at formulations. Packaging is another area in 

which the local team excels. 

0ere are certain country-speci7c aspects 

that have led to speci7cations for packaging 

not seen elsewhere. In an earthquake-prone 

country such as this, products must be able to 

withstand falling o8 shelves without spilling or 

cracking open.

Such nuances are not only dictated by 

regulations, but also consumer preferences. 

Bremner said learning about the Japanese 

dislike of clicking caps was “mind expanding”.

“0e noise a cap makes when you open and 

close a tube is important. For Europeans or 

Americans, a clicking cap means it is tight-7tting 

and therefore closes well. Here, clicking caps are 

perceived as badly 7tting and defective. 0e cap 

must open smoothly and quietly”, he said. 

In line with the 7rm’s sustainability 

initiatives, this year Unilever Japan removed 

plastic straws from the spouts of re7ll packs. 

Japanese expect some sort of device on 

re7lls to prevent messes when replenishing 

products. Typically, this is achieved with 

plastic straws inserted into re7ll bags 7lled 

with shampoo or body soap, for example. 

Unilever’s latest streamlined spout will 

reduce plastic consumption by about 

400 tonnes annually.

0e other change initiated in Japan that is 

being shared across markets is a redesign of case 

packs to include eight instead of four corners, 

what Bremner calls “origami for packaging”. 

0is innovation has led to reduced cardboard 

consumption yet maintains the rigidity of a case 

pack, as the whole box’s weight is distributed 

across eight points. 

“We try to encourage our research colleagues 

to think through the environmental impact 

of each element, to progressively use less 

materials”, he said. All of Unilever’s paper and 

cardboard for packaging will be sourced from 

sustainably managed forests or from recycled 

materials by 2020. 

With a new product line, renovated 

packaging and other developments, Unilever is 

right on track to achieve its 2020 goals. 

“We try to encourage our research 
colleagues to think through the environmental 

impact of each element, to progressively 
use less materials”.

Ray Bremner OBE sees great potential in Ben & Jerry's.
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The A-List of Finance & Investment

Headquartered in Tokyo, Argentum is one of the largest "rms providing "nancial 
planning and wealth management to expats in Japan. We also have partner of"ces in 
Hong Kong and Malaysia, and operate throughout the Asia-Paci"c region. 

At Argentum we look to build a personalised and long-lasting relationship between you 
and your advisor. Once you become a client we will continue to help and support you 
with advice and solutions as your needs change, wherever you are in the world. 

Please visit our website or call us to talk with one of our experienced advisors today.

AREAS OF EXPERTISE

We specialise in tailored solutions for:
Retirement planning
Regular and lump sum investments
Offshore tax planning 
Children’s education fee planning
UK/US/Australia solutions

Life and health insurance
Properties and mortgages
Portfolio management
Estate planning and asset protection
Company structures and group 
solutions

Argentum Wealth Management
601 Hinoki Azabudai Bldg

3-1-5 Azabudai
Minato-ku, Tokyo 106-0041

Contact: Martin Zotta, CEO
03-5549-9099

advice@argentumwealth.com
www.argentumwealth.com

Black Pigeon generates more than 90% of its talent from research. To respect privacy, 
we meet both clients and talent in person and try to learn as much as possible about 
their requirements. This allows us to be realistic and transparent with both parties, 
and makes the perfect match possible.

AREAS OF EXPERTISE

Black Pigeon is a research-based executive-based executive search "rm 
specialising in:

Marketing/PR/advertising/sales
Creative/design/digital
IT/engineering/"nance

In terms of seniority, we focus on:
Non-managerial/managerial level 
Director/c-level positions

We do both contingency and retainer searches.

Black Pigeon Inc.
Studio Flat 1F
Yoyogi 1-12-2

Shibuya ku, Tokyo 151-0053

Contact: Emdad HOQ, president
03-5304-3884

info@blackpgn.com
www.blackpgn.com

Comprised of the combined operations of Michael Page, Page Personnel and Page 
Executive, the Page Group is a worldwide leader in specialist recruitment, with 153 
of"ces in 34 countries worldwide. We began operating in Japan in 2001 and in that 
time have developed an unrivalled level of local market expertise, which is backed 
by our global strength.

In Japan we specialise in recruiting for both multinationals and local Japanese "rms 
on a permanent, contract and temporary basis. We pride ourselves on delivering an 
exceptional quality of service, which is demonstrated by the fact that more than 90% 
of our business comes from referrals and repeat clients.

AREAS OF EXPERTISE

We specialise in recruitment in the following areas:
Accounting
Banking & Financial Services
Engineering & Manufacturing
IT
Haken/temporary positions
Healthcare & Life Sciences
Human Resources

Legal
Marketing
Procurement & Supply Chain
Sales
Secretarial & Of"ce Support
Retail

Michael Page
Kamiyacho MT Building 15F 

4-3-20 Toranomon  
Minato-ku, Tokyo 105-0001

Contact: Basil Le Roux, managing director
03-5733-7166

basilleroux@michaelpage.co.jp
www.michaelpage.co.jp
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The A-List of Finance & Investment

Premium Value Bank (PVB) provides exclusive investment opportunities across Japan. 
PVB can arrange "nancing and property management for your property as part of 
an all-in-one solution. We can even arrange cover costs for empty rooms. With our 
services, you will enjoy hands off, stress-free investment returns. 

As part of our all-in-one service, we cover all steps of the investment process, 
including: sourcing property, "nancing, renovation, and property management. Our 
company’s strength is our ability to source a wealth of property all over Japan. 

We have up-to-date information about the real estate market as well as the ability 
to explain the Japanese real estate acquisition process and all inquiries in English 
and Chinese. 

We offer free consultations at your convenience. 

AREAS OF EXPERTISE

Consultation 
Sourcing property
Financing 

Property management 
Reform and renovation 
Tax reduction 

Premium Value Bank
Fujikikai Bldg. 3F

1-13-1 Hiroo
Shibuya-ku, Tokyo 150-0012

Contact: Kosuke Tsuda, general manager 
03-5447-6112

tsuda@p-v-b.com 
http://p-v-b.com

Randstad K.K. is the world’s leading HR service provider. Founded in 1960, Randstad 
currently operates in 39 countries, with 4,600 of"ces worldwide including 78 of"ces 
across Japan. With more than half a century of business experience, we share a long-
term vision with client "rms to endure any economic cycle.

Through Randstad’s global network, you will have access to seamless global human 
resources solutions from Europe, the Americas, China, India and other Asia-Paci"c 
countries. Most importantly, we can be found in the local areas where the right 
resources are needed to accelerate your business growth.

Founded in 2006, Rogers Investment Advisors (RIA) K.K. is an award-winning 
specialist in intensive hedge fund due diligence and advises on building portfolios of 
hedge fund strategies in Asia.

RIA is registered with the Kanto Finance Bureau to carry out investment advisory and 
management services for quali"ed investors. 

Our team of seasoned industry professionals in Asia has decades of experience and 
practitioner insights to better identify superior hedge-fund investments. 

Our Tokyo presence and af"liated of"ces enable us to capitalize on our local knowledge 
and networks to source the best hedge-fund managers investing in Asian markets.

AREAS OF EXPERTISE

AREAS OF EXPERTISE

Randstad Japan covers a wide range of HR needs of various sectors, including the 
"nancial industry, with speci"c knowledge and tailor-made solutions.

Temporary staf"ng: analyst and trader assistant, call center, middle- to back-of"ce 
assistant, executive and group secretary
Permanent placements: from middle management to business professionals
Other: outsourcing and outplacement services

Proven manager selection, portfolio 
construction and investment 
monitoring skills
Extensive on-the-ground experience 
in Asia for manager identi"cation 
and screening
A systematic, repeatable investment 
discipline that creates superior risk-

adjusted returns
Deep knowledge of alternative 
asset management and Asia 
region-speci"c investment 
characteristics
Access niche best-in-class 
investment strategies not offered by 
global service providers.

New Otani Garden Court 21F 
4-1 Kioi-cho

Chiyoda-ku, Tokyo 102-8578

Contact: Paul Dupuis
03-5275-1876

professionals@randstad.co.jp
www.randstad.co.jp

Rogers Investment Advisors KK
32 Shiba Koen Building 7F

3-4-30 Shibakoen
Minato-ku, Tokyo 105-0011

Contact: Edward Rogers
03-4520-5580

info@rogersia.com
www.rogersia.com
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Careers are cut o! at the 

knees and businesses 

destroyed when people 

problems are allowed to fester. 

Getting the people part right is not 

just fundamental, it is critical in 

any business. Ironically, we are all 

taught to believe that “hard skills”—

our technical expertise—is the 

main requirement for success. The 

reality is that if the people skills part 

is not working well, no amount of 

technical expertise will compensate 

for the damage being done to 

the business.  Poor, mediocre or 

uninspiring leadership is easy to 

spot. However, there are other types 

of problematic leadership which 

are not so immediately obvious, but 

which must be fixed.

Smart, capable people 

get promoted and are given 

responsibility for others.  "is 

is usually because they have 

demonstrated a mastery of the 

“hard skills” areas of the business. 

"e challenging part is that often 

these admirable and highly 

evaluated skills are individual to 

that person.  "ose working for 

them, by de#nition, do not possess 

the same capability level. Also, 

individual expertise may not be 

replicable or transferable to others.  

Another additional problem is 

that having the requisite hard 

skills is not enough. You can’t do 

it all yourself and so leaders need 

to be able to delegate, to leverage 

the capacity and ability of others. 

"is requires expertise in the soft 

skills—particularly leadership, 

communication and people skills.

As famous baseball coach Yogi 

Berra wryly noted, “Leading is 

easy.  Getting people to follow you 

is the hard part”.   The vast majority 

of companies mention they need 

more out of their people. They 

especially look to the leader groups, 

particularly middle management, 

to provide this capability.  Most 

often they complain that those 

responsible for others are not 

getting sufficient leverage from the 

whole team and are not producing 

sufficient outcomes.

Global Research Reveals Surprises

"e breakdown occurs when 

individual technical expertise 

does not provide enough of what 

followers want from leaders. 

Recently, global research was 

conducted on what drives followers 

to be loyal,  motivated and engaged 

about their organisations. "is 

research was duplicated in Japan 

and the three key factors were 

found to be same: 

1. The quality of the relationship 

with the immediate supervisor

2. The employees belief in the 

direction the senior leadership 

were taking the organisation 

3. Their sense of pride in working 

for the organisation

All three pivot points refer 

to “soft” not “hard” skills. They 

are indicating issues about 

communication and people 

skills.  This is often the weak point 

for technically oriented people. 

They are often very detail driven, 

high “task focus” individuals. 

Communicating with, leading, 

enthusing and motivating others are 

expertise areas where they struggle.  

If the lynchpin for engagement 

and motivation hinges on expertise 

in these areas and those given 

responsibility for leading are 

underperforming, then the full 

potential of the team will never be 

realised. If the full potential of the 

people is not being realised (and 

given people are usually the biggest 

PUBLICITY

expense line in any organisation), 

the “opportunity cost” is very, 

very high.  This is like a leadership 

“cancer “, quietly killing the 

organisation.

Engagement Levels Count

If your competitor has a more 

engaged team, then the outcomes, 

the quality of idea generation, 

teamwork, accountability, 

coordination, attention to quality, 

and going the extra mile for the 

client will be superior. They 

outperform you in innovation, 

because they are getting more 

people to care more. They are 

inspiring them to want to be an 

integral and valued part of the 

improvement process. They will 

soon be eroding your market 

share and will ultimately destroy 

your business.  

The four major business skills of 

leadership, communication, sales 

and presenting are all soft skills. 

Hard skills alone are just not going 

to do it. Companies and individuals 

who want to succeed need to invest 

to completely marshal the full 

power of all their potential—their 

“people power”.

By the way, don’t talk to anyone 

about training until you read:

Stop Wasting Money On Training: 

How To Get the Best Results From 

Your Training Budget.  

To receive your free report, pick 
up your phone now and call  
0120-948-395 (or 03-4520-5469)  
for a free 24 hour recorded   
message.

STOP DESTROYING YOUR BUSINESS

Leadership "cancer" is quietly killing organisations
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by anne good

I have read several articles and 

surveys recently on employee 

engagement that made me 

think: “How do we keep our 

sta8 engaged?” 

Gallup conducted a survey way 

back in 2005 called “Grim News for 

Japan’s Managers”, which revealed 

that only 9% of people here are 

engaged in their work. Engaged 

sta8 work with passion and have a 

connection to their employer. 

It said that a full 67% of 

workers were not engaged. 0ese 

individuals “check out”—they put 

in the time but are not interested in 

their tasks or making a connection 

with the company. Finally, a 

staggering 24% were actively 

disengaged, meaning they were 

not just unhappy, but were acting 

out their unhappiness towards 

other employees. I thought this 

must have improved since 2005 

but, sadly, it has not.

A more recent survey, carried 

out in 2013 by consulting 7rm 

Aon Hewitt, shows that things have 

not got any better in Japan. In the 

survey, employees were divided 

into four groups according to 

levels of engagement. 0e results: 

9% were highly engaged, 25% 

moderately engaged, 33% passive, 

and another 33% were actively 

disengaged.

Interestingly, India and South 

Korea came out on top, with 20% of 

sta8 being highly engaged.

Feeling con7dent, valued, 

appreciated, inspired, enthused 

and empowered are the key 

emotions that lead to engagement. 

Fostering these emotions requires 

building strong relationships 

with sta8 and treating them as 

valuable individuals. 0e more 

engaged employees are, the more 

productive they will be.

Ask yourself the following 

questions to understand whether 

your sta8 are among the 9% highly 

engaged group or the 66% passive/

actively disengaged set.

Do you know what 

your employees are 

passionate about?

Do you know what they value 

most in life?

Do you know their career 

aspirations?

Do you o8er them inspirational 

leadership?

Do you lead by example (ie, are 

you highly engaged)?

ENGAGE YOUR STAFF

Right people, wrong job or just wrong people?

What are you doing to 

acknowledge their work?

Do you support and coach 

them so they can realise their 

personal goals?

Do you give your sta8 

recognition? 

Here are a few strategies to try.

Ensure clear two-way 

communication

Walk the :oor and ask sta8 how 

they are doing

Reward and recognise 

achievement

Understand that each employee 

is di8erent and celebrate those 

di8erences

Foster and develop strengths

Work on weaknesses only if it 

will help sta8 develop 

Lead by example

Involve sta8 in decision-

making; don't just present 

66% of staff are "checked out"

India and South Korea have 
highest engagement levels

Leading by example is key to 
motivating staff

LEADERS

decisions, changes and 

re-organisations after they 

are 7nalised

Provide a challenging 

environment

O8er to mentor the rising stars

Meanwhile, as an employee, here 

are some questions you may want 

to ask yourself and/or the boss.

What can I do to better align 

my individual e8orts with the 

company’s goals and strategy?

I want to do a better job of 

being accountable for my work. 

What would be the best way for 

me to proactively update you?

I have some ideas on how we 

can improve things around 

here. I’d like to share them 

with you and also get your 

recommendations about who 

else I should share them with.

What else do I want to learn?

What motivates me?

I’m looking for a bigger 

challenge. I’ve got some ideas 

for other projects I could take 

on, including … What do 

you think?

If you have a mentor at work, 

discuss these questions with that 

person, or consider calling upon 

the services of a coach to help you. 

Coaching makes a real di8erence; 

just ask the world’s top athletes.

Let’s hope we can raise 

that statistic of highly engaged 

employees in Japan—sooner rather 

than later! 
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by julian ryall

Tokyo-based Londoner is one 
of world's top sword experts

Katana also important as 
heirlooms and in religion

Only 300 active swordsmiths 
remain in Japan

Mastery of language critical 
to Martin's success

CULTURE

rom the kissaki tip through 

the gentle curve of the blade, to the 

intricately designed tsuba hand 

guard and hilt, the traditional 

Japanese sword can be a work of 

art as well as a fearsome weapon.

For Paul Martin, who grew up 

in London’s East End, it was seeing 

the classic 1974 gangster 7lm 

!e Yakuza that piqued his interest 

in Japanese martial arts and 

history. 0at fascination—and a lot 

of studying—eventually led him 

to becoming head of the British 

Museum's collection of Japanese 

arms and armour.

"0e Japanese sword has many 

roles to play other than merely 

being a weapon", said 48-year-

old Martin, now one of the most 

respected international authorities 

on katana (Japanese single-edge 

swords) in the world. "It has 

spiritual importance, and is used 

in religious ceremonies, weddings, 

funerals and birth rites.

"0ese swords are important 

within families and are often 

handed down through the 

generations, but collectors 

appreciate them for the beauty of 

the workmanship that has gone 

into them", he told BCCJ ACUMEN. 

"Looking at one of these swords 

is not like looking at a painting, 

where what you see is what you 

get", he added. "A lot of what you 

get out of a 7ne sword is in the 

eye of the beholder. Some swords 

just speak to you when you look 

at them".

Martin's rise to prominence in 

the 7eld of Japanese swords has 

been an unconventional one. He is 

a skilled martial artist, three times 

having been crowned lightweight 

karate champion of England, 

and is a fourth dan (out of eight 

grades attainable) in kendo. 0en, 

by chance, Martin took a job in 

1993 as a security guard at the 

British Museum. 

Studying Japanese in his spare 

time, he began to speak with 

Japanese visitors to the museum 

and take a closer interest in the 

items that made up the Japanese 

collection. 

When a curator's position 

came up, his enthusiasm for, and 

knowledge of, the subject sealed 

the decision in his favour.

0e museum has around 250 

Japanese swords, the vast majority 

of which were donated by a single 

British collector who lived in Japan 

in the Meiji Era. 

A number of the items stand 

out, Martin said, including a 15th 

century dagger made by Kanefusa 

that was a present from Emperor 

Meiji to Lord Redesdale after 

the English lord had witnessed 

a seppuku, or ritual suicide by 

disembowelment. Another 

valuable item in the collection is 

F

MAKING THE CUT
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CULTURE

an 11th century tachi blade, a type 

of sword used by samurai. It was 

forged in what is today known as 

Okayama Prefecture by Yoshikane, 

a well-known swordsmith. 

Some of the best collections 

of Japanese swords outside 

the country are held at the 

Metropolitan Museum of Art in 

New York and the Museum of Fine 

Arts in Boston. 

Martin considers himself 

fortunate to have been able to 

study under Victor Harris, at the 

time the only Japanese-trained 

sword specialist in the UK and 

the head of the former Japanese 

Antiquities department at the 

museum. Inspired by his mentor, 

Martin studied the Japanese 

language, martial arts and swords 

even more diligently. 

Martin still works for the British 

Museum, on a project basis, but 

realised that he needed to be 

in Japan on a more permanent 

basis to study. He spent six years 

here before recently completing 

a two-year Master of Arts in 

Asian Studies at the University of 

California, Berkeley.

Based in Japan once again, 

Martin is acting as a consultant 

to overseas collectors of high-

quality swords, the majority of 

whom have great admiration 

for the items but are unable to 

speak Japanese. 

He is also busy writing books, 

producing DVDs and appearing 

on television documentaries 

about Japanese weapons and 

history, including programmes 

for the Discovery Channel and the 

History Channel. 

Another independent DVD 

project titled Forgive, Don't Forget 

follows the e8orts of the son of a 

former US serviceman as he tries 

to trace the original Japanese 

owner of a sword that his father 

took back to America as a souvenir 

after World War II.

"My main aim is to introduce 

Japanese swords to the rest of 

the world, from the Japanese 

perspective", Martin said. 

"In doing so, I hope to help ensure 

that antique swords are cared 

for and preserved both in Japan 

and abroad, but I also want to 

promote the dwindling number 

of craftsmen in Japan who make 

these remarkable pieces and to try 

to support their traditional crafts 

for future generations".

Of the some 300 swordsmiths 

who are active in Japan, around 

80 are carrying on the work of 

their forefathers full time. 0eir 

work—interrupted in the years 

right after the war, when the 

occupation authorities outlawed 

anything that was considered 

militaristic—had been revived 

by 1954.

"I really want to act as a bridge 

between Japan and the West, 

showing all the workmanship 

and generations of skills and 

knowledge that have gone into 

these blades", Martin said. "In that 

way, I hope more people will have 

an even better appreciation of 

these craftsmen’s work". 

www.thejapanesesword.com

“!e Japanese sword 
has many roles to play 

other than merely 
being a weapon”.

Paul Martin is a fourth dan in Kendo. PHOTO: MATTHIAS LEY

Swordsmith Matsuda Tsuguyasu, right, explains sword cleaning. PHOTO: TOM KISHIDA

 has three DVDs of Jon Braeley's  (in association 

with Paul Martin) to give away. To apply, please send us an email by 31 March to:  

editor@custom-media.com. Winners will be picked at random.
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by julian ryall
photos: british sub-aqua club 

usiness is buoyant in Japan for the 

British Sub-Aqua Club (BSAC), with the UK's 

governing body for underwater activities playing 

on its Britishness and royal patronage to expand 

in the Japanese market.

Based in Ellesmere Port, Cheshire, the 

organisation was set up in 1953. It employs 20 

full-time administrative sta8 at its headquarters 

and 7rst dipped its toe in the waters of Japan's 

diving sector in 1987.

BSAC initially signed a franchise contract 

with Peoples Co., part of the Mycal Group 

of 7rms, before BSAC Japan became fully 

independent in 2011. 0e partnership model 

that was pioneered here was subsequently 

replicated in the organisation's entry into 

both South Korea and 0ailand.

"Despite the very di9cult market conditions, 

we have maintained and increased our real 

market share", said Deric Ellerby, BSAC Japan 

liaison o9cer and a member of the organisation 

since 1970. "We are dedicated to continuing 

this trend but are always driven by our need 

to maintain our standards and reputation for 

quality and safety.

"0e royalty or licensing income is a useful 

alternative income source for BSAC in the UK, 

and BSAC-trained Japanese divers further 

enhance our global presence and reputation", 

Ellerby said. "Currently, we are probably 

the second- or third-largest diver certi7er in 

Japan, but in terms of reputation for safety and 

quality we believe we occupy the number-

one ranking".

BSAC supports more than 1,100 branches 

in the UK and around the world. 0e 

organisation has long enjoyed royal patronage, 

Business model for Japan used in 
South Korea and Thailand

More than 1,100 global branches

Royal patronage and British pro"le are key

SPORT

B

Going 

swimmingly

British Sub-Aqua Club-trained divers practice in Okinawa's pristine waters.

Cheshire diving club boasts growing membership here
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with Earl Mountbatten and the Duke of 

Edinburgh as past presidents. 

0e Prince of Wales currently holds that title, 

and both his sons, William and Harry, are BSAC-

trained divers. 

"BSAC UK is driven and developed by people 

who are motivated only by their passion for 

diving and the underwater world", said Ellerby, 

who has also served as the organisation's 

chairman, national diving o9cer and secretary, 

among other posts. "0ese people bring an 

unrivalled depth and breadth of professional 

skills, knowledge and experience to the constant 

updating of our programme, an input that 

would be impossible to tap on a salaried basis".

He also reserves special praise for Shunichi 

Hosokawa, the head of BSAC's operations 

in Japan and such an important part of the 

organisation that he has been granted the rare 

distinction of honorary life membership. 

Asked the best destination for diving in 

Japan, Ellerby unhesitatingly nominates 

Tokashiki, a small island in the Okinawa 

archipelago that is famous for its coral 

formations and just an hour by ferry from 

Naha's Tomari Port.

A number of US-based diving training 

agencies provide competition on a global basis, 

but Ellerby is con7dent that the training BSAC 

provides is second-to-none.

"We have the oldest international diver 

training system, developed to safely certify 

divers for the North Atlantic", he said. 

"As a non-pro7t distributing organisation, 

we are less subject to certain types of 7nancial 

pressure. And as a national governing body 

with strong royal patronage, we have a unique 

organisational pro7le that is well appreciated 

in Japan and Asia in general".

BSAC has used the British Embassy Tokyo 

to hold annual meetings, simultaneously 

promoting the "British pro7le" of the 

organisation, he added. Ellerby is also currently 

serving as liaison o9cer for BSAC in South 

Korea and is president of the organisation's 

0ailand operations.

"Attending events at the embassy gives 

valued prestige to our clients and strong 

reinforcement to our credentials", he said.

"We may not be the largest British export to 

Japan but our presence in a very wide market 

place of many key, young, relatively a?uent 

Japanese professionals undoubtedly provides a 

great boost to Britain's image.

"Not forgetting a further help to 

Britain's balance of trade, the sale of our 

intellectual property has been worth some 

£2mn in hard cash over the years and an 

unquanti7able amount of positive image 

publicity", he said.

And as a further statement of intent, all BSAC 

Japan products prominently carry a Union Jack.

When asked about the recent incident in 

Bali, in which seven Japanese divers went 

missing, Ellerby said, “0e sport is not without 

its dangers. 0is sad accident underscores 

the emphasis all divers need to place on risk 

management.

"Undersea exploration must go hand in 

hand with appropriate learning, skill and 

experience. Our thoughts are with the survivors 

and the family and friends of those who were 

tragically lost".

0e club recently became a member 

organisation of the BCCJ, with Ellerby 

describing membership as "a natural and 

positive consequence of BSAC Japan's core 

identity with its British roots and linkage". 

www.bsac.com; www.bsac.jp

SPORT

“Currently, we are probably the second- or third-
largest diver certi#er in Japan, but in terms of 

reputation for safety and quality we believe we 
occupy the number-one ranking”.

BSAC employs 20 full-time staff at its Cheshire headquarters.

Deric Ellerby, BSAC Japan liaison of"cer
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1

FROM & MARCH

For No Good Reason

0is documentary is about British 

cartoonist Ralph Steadman, 

famous for his political caricatures 

and picture books. Directed 

by Charlie Paul and narrated 

by Johnny Depp, the 7lm was 

nominated for a Grierson British 

documentary award at the 2012 

BFI London Film Festival.

Photo: © ITCH FILM LTD 2013

!eatre Image Forum 
(among other locations)

2-10-2 Shibuya

Shibuya-ku, Tokyo

Adults: ¥1,800

» www.zazie7lms.com/steadman/

03-5766-0114

◉ Free gift
We are giving away two collectors 

booklets about the 7lm.

2

$" MARCH'"( APRIL

Love Never Dies

Andrew Lloyd Webber’s stage 

sequel to !e Phantom of the 

Opera was 7rst performed in 

London in 2010. Be transported 

to New York’s playground, Coney 

Island, where the masked phantom 

has been hiding among the freaks 

for 10 years, yearning for his one 

true love and musical protégée, 

Christine Daae. Performed 

in Japanese.

ARTS
Nissay !eatre
1-1-1 Yurakucho

Chiyoda-ku, Tokyo

Adults: from ¥9,000

» http://lnd-japan.com/

03-3490-4949

◉ Free gift
We are giving away 

10 Phantom masks.

3

$ APRIL

Nozomu Hayashi Lecture

0is event, delivered in Japanese, 

will celebrate the publication of 

Nozomu Hayashi’s latest book, 

Letters from England. Hayashi is 

a literary scholar who struggled 

during his studies at the University 

of Cambridge and the University of 

Oxford. During this time, he wrote 

about 100 letters to his family 

in Japan.  

Junkudo Bookstore Ikebukuro
2-15-5 Minami-Ikebukuro

Toshima-ku, Tokyo

7:30pm

Adults: ¥1,000 (with one drink)

» www.junkudo.co.jp/mj/store/

event_detail.php?fair_id=3995

03-5956-6111

UK EVENTS IN JAPAN
COMPILED BY 
KANA SHIMOYOSHI

$

#

(
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Deep Purple

0is English hard rock band was 

formed in Hertford in 1968 and 

played their 7rst Japan gig in 1972. 

Deep Purple returns this year to 

promote its 19th studio album, 

Now What?!, 18 years after their 

last visit.

Photo: JIM RAKETE

9 April: Aichi Arts Center, Nagoya

10 April: Orix !eater, Osaka

12 April: 4pm doors, 5pm start

Nippon Budokan
2-3 Kitanomaru Koen

Chiyoda-ku, Tokyo

Adults: from ¥9,000

» www.udo.jp/Artists/DeepPurple/

index.html

03-3402-5999

5

$), "# APRIL

Tokyo Symphony Orchestra

Jonathan Nott is an English 

conductor who will be the music 

director of the Tokyo Symphony 

Orchestra for the 2014 season.  

Enjoy the concerts welcoming 

him to his post and opening 

the new season: T. Takemitsu’s 

Ceremonial—An Autumn Ode and 

G. Mahler’s Symphony No. 9 in 

D major.

Photo: © K. MIURA

19 April: 6pm

Muza Kawasaki Symphony Hall
1310 Omiya-cho

Saiwai-ku, Kawasaki, Kanagawa

20 April: 2pm

Suntory Hall
1-13-1 Akasaka

Minato-ku, Tokyo

Adults: from ¥2,000

» http://tokyosymphony.jp

044-520-1511

◉ Free tickets
We are giving away one pair 

of free tickets to the 19 April event.

6

$)'"( APRIL

Faster/Carmina Burana

Two ballets will be performed as 

a set, choreographed by David 

Bintley. Faster was produced in 

celebration of the 2012 London 

Olympic and Paralympic Games, 

in honour of the motto of the 

Games: "Faster, Higher, Stronger”. 

0is is the 7rst time the work will 

be performed in Japan. Carmina 

Burana fuses medieval German 

songs and British pop culture.

Photo: BILL COOPER

New National !eatre, Tokyo
1-1-1 Hon-machi

Shibuya-ku, Tokyo

19 April: 6pm

20, 26, 27 April: 2pm

25 April: 7pm

Adults: from ¥3,150 

» www.nntt.jac.go.jp/

performance_en/ballet/140419.

html

03-5352-9999

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

address and telephone number by 31 March to:

coordinator@custom-media.com.

Winners will be picked at random.

*Prices subject to change after 1 April in accordance with tax increase.

&

%
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community

1  |  BCCJ
Attending the “Bending Adversity: Lunch with 

David Pilling” event, held on 10 February at 

the Grand Hyatt Tokyo, were (from left): BCCJ 

Executive Director Lori Henderson MBE; David 

Pilling, Financial Times journalist; and Paul 

Hunter, secretary-general of the International 

Bankers Association of Japan, who moderated.

PHOTO: SARA FIRTH

2  |  BCCJ
Sue Kinoshita, director of UK Trade & 

Investment Japan, moderated the “BIS’s Martin 

Donnelly: Innovation and Gender” event at the 

Conrad Tokyo on 13 February.

PHOTO: NINA OIKI

3  |  BCCJ
Attending the “Leadership Beyond the 

Boardroom” event on 18 February were 

moderator and BCCJ President Emeritus 

Philip T Gibb OBE (left) and presenter 

Richard Boggis-Rolfe, global chairman of 

Odgers Berndtson.

4  |  EMBASSY
Martin Knapp, a professor at London School 

of Economics and King’s College London, 

spoke at the UK–Japan Symposium on Health 

Economics, held at the British Embassy Tokyo 

on 30 January.

PHOTO: FCO

5  |  ANNIVERSARY
0e British School in Tokyo held its 25th 

Anniversary Launch Party at Stellato on 

23 January. Attending were (from left): 

Ryo Koyama, student; Alla Takemura, 

peripatetic music teacher; Mami Nakada, 

student; and Jessica Cessna Hashimoto, 

peripatetic music teacher. 
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community

6  |  SPORT
Running the Tokyo Marathon on 23 February 

were (from left): Angela Ortiz, of O.G.A. for Aid; 

Tom Newhall, of the University of Tokyo; and 

Lori Henderson MBE. 

7  |  MUSIC
VisitBritain Japan organised a concert with 

UK band Stone Foundation on 15 February at 

the Paul Smith store in Daikanyama.

8  |  ART
Yasashii Hankachi: Gentle Heart Project was 

held until 23 February at Tokyo Midtown Design 

Hub, showing handkerchiefs made by designers 

to support children in Tohoku. 

PHOTO: , 2011, PRINTED ON 

COTTON, EACH 45X45CM ©JAGDA 

9  |  FASHION
0e Embassy of Japan in the UK hosted the  

“超日本 – J BLOW – 2014” event on 12–21 

February to celebrate London Fashion Week.

PHOTO: EMBASSY OF JAPAN IN THE UK

10  |  FILM
Philomena, a 7lm based on UK novel 

!e Lost Child of Philomena Lee, opened in 

Tokyo cinemas on 15 March.

PHOTO: ©2012 PHILOMENA LTD, PATHE 

PRODUCTIONS, BRITISH FILM INSTITUTE AND 

BRITISH BROADCASTING CORPORATION. 

ALL RIGHTS RESERVED

&

"

'

#)!



48  bccj acumen, march 2014

by anthony s. drennan, dmd

I am often asked if water is 

:uoridated in Japan. 0is is a 

big concern for my patients 

with younger children and 

particularly for many people who 

have bene7ted from the e8ects of 

water :uoridation in their home 

countries. As an aside, 42 out of 50 

states in the US have :uoridated 

water, while less than 9% of the UK 

:uoridates its water. Less than 1% 

of water is :uoridated in Japan. 

Basically, Japan does not 

:uoridate its water system; I am 

then asked if :uoride tablets, drops 

etc, are necessary as supplements. 

My current patients who are 

reading this article may recall that 

I usually don’t recommend such 

extra care.

Until now, caries prevention 

has focused on enamel caries, 

with no speci7c approaches 

to preventing dentinal caries. 

Fluoride helps to strengthen the 

enamel portion of the teeth but it 

does not aid as much in slowing 

the growth of the decay once it 

reaches the secondary layer. You 

may be wondering, then, where I 

place my biggest emphasis when it 

comes to preventive oral care. 

In this world of probiotics, 

saliva tests and fancy electric/

ultrasonic toothbrushes, I still 

believe in good old manual 

brushing. Only brushing will rid 

the mouth of the plaque bio7lm 

that houses the multitude of 

bacteria responsible for converting 

carbohydrate-rich food and drink 

into acids that can demineralise 

the teeth.

Plaque, or as my paediatric 

patients enthusiastically describe 

it: “the sticky gooey stu8 that 

grows on teeth”, is composed of 

bacteria that include Streptococcus, 

Lactobacillus and Actinomyces 

parasites. 0ese bacteria feed 

on food and drink particles in 

the mouth for their own energy, 

through a process of fermentation.

Lactic acid is a by-product 

of this fermentation process, 

and as it has a pH below 4, it 

NO FLUORIDE, 
NO PROBLEM

is capable of demineralising 

enamel. 0e acidi7cation of the 

bio7lm provides an environment 

conducive to the proliferation of 

acidogenic and aciduric bacteria, 

strains that prefer a low-pH 

environment.

As long as a low-pH 

environment remains, enamel 

demineralisation will persist. If 

the bio7lm is left undisturbed 

and acid production continues, 

this will lead to even more 

demineralisation and eventual 

formation of cavities. 

Less than 1% of water in Japan 
is #uoridated

Fluoride supplements are 
unnecessary 

Dry brushing also recommended

Tooth brushing is still accepted 

as the most common practice 

for reducing oral plaque bio7lm. 

Despite the introduction of a 

variety of toothbrush designs and 

bristle con7gurations, no singular 

brush model has been found to 

be superior for plaque removal. 

Personal preference for one brush 

over another is how people decide 

which brush to use. 

I have been recommending the 

following brushing technique.

1. Patients should brush dry: no 

water, no toothpaste. 

2. Brush dry until your teeth 

feel clean. Run your tongue 

on all four surfaces of your 

teeth and check for roughness 

or stickiness. Follow up by 

brushing in any areas that still 

feel less than 100% clean, and 

rinse with water. 

3. Add toothpaste onto your 

brush and then follow the 

same routine.

4. Please also remember to :oss 

prior to brushing. You will 

be amazed at the amount of 

food debris that is lurking in 

between your teeth!

My patients who follow 

this regimen tell me that they 

brush longer and more evenly 

throughout their mouths. Give 

it a try and don’t be surprised 

if your hygienist or dentist asks 

if you’ve changed your home 

care routine! 

HEALTH

Tooth brushing is still accepted 
as the most common practice for 

reducing oral plaque.
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by ian de stains obe

Tokyo was recently brought 

to a virtual standstill on 

two occasions by record 

snowfalls, both in terms of the 

amount of precipitation and the 

areas most a8ected. 

After the most recent downfall, 

the slope from Seijo Station to the 

riverside where we live was closed 

to tra9c and the walk along the 

river to the nearest station, Kitami, 

was treacherous.

To be fair, NHK had issued 

severe storm warnings the 

previous day; the science of 

weather forecasting these days is 

incredibly sophisticated. So people 

to some degree could prepare, 

but, even then, how many were 

expecting the severity?

0e same might be asked 

about the millions of people 

who live along the US eastern 

seaboard, which in recent weeks 

has also seen snowstorms of 

unprecedented ferocity. Blizzards 

unheard of in more than a century 

have resulted in the deaths of 

numerous people, extremely 

high winds contributing to the 

resulting destruction. Airports 

were thrown into confusion, 

passengers frustrated by repeated 

cancellations and diversions. Even 

Washington DC was brought to a 

near-standstill.

Meanwhile, on the US West 

Coast, residents are facing an 

entirely di8erent, but nevertheless 

worrying weather situation. 

California has seen very little rain 

over the past three winters, and 

lakes and dams are running dry. 

0e most severe drought in living 

memory is having a devastating 

e8ect on the state’s agricultural 

output; almond growers—almonds 

are California’s most important 

farming export—have been among 

the hardest hit. 

Countless workers have been 

laid o8 as farmers face possible 

bankruptcy. President Barack 

Obama has put in place 7nancial 

measures that will support such 

things as food programmes for the 

most severely a8ected residents.

Similar emergency measures 

are being deployed in the UK, 

where the south of the country 

has been attempting to cope with 

:ooding on an almost biblical 

scale. 0e southern coast has been 

bu8eted by never-before-seen 

waves. Extremely high winds have 

brought down trees and power 

lines; at one point over 40,000 

homes were without electricity. 

Virtually the entire 0ames 

estuary has been :ooded as never 

before, the historic river breaking 

its banks even as close to the 

capital as Kingston in Surrey. 

Prime Minister David Cameron 

has gone on record as saying that 

past British governments should 

have done more to prepare for 

and prevent such devastation. 

0e Queen has personally 

contributed to the relief e8orts and 

Princes William and Harry have 

volunteered alongside members 

STORMY WEATHER

It’s time to face the 
reality of climate change

of the armed forces to shift 

sandbags in an e8ort to stem the 

:oodwaters. 

But to those thousands of 

people who’ve seen their homes 

ravaged by the deluge, these must 

seem mere gestures. And while 

it is important to focus on the 

humanitarian impact of these 

weather events, it should not 

be forgotten that an enormous 

economic impact resonates even 

with those far removed from the 

a?icted areas.

Yet, for all this, there are still 

people who refuse to accept that 

climate change is a reality, people 

who believe global warming is the 

invention of liberal do-gooders. 

What more will it take to persuade 

people that if we continue to treat 

our planet as we do currently, 

it will soon be too late—if it is 

not already—to save us from 

annihilation?

It is not as if this were 

something new. Centuries 

ago William Shakespeare 

expressed concern, giving 

Titania, Queen of the Fairies in 

A Midsummer Night’s Dream, 

the memorable lines:

IF YOU ASK ME

“Therefore the winds, piping to us in vain,

As in revenge have sucked up from the sea

Contagious fogs which, falling in the land,

Have every pelting river made so proud

That they have overborne their continents. 

The ox has therefore stretched his yoke in vain,

The ploughman lost his sweat, and the green corn

Hath rotted ere his youth attained a beard.

The fold stands empty in the drowned field, 

And crows are fatted with the murrain flock.

The nine men’s morris is filled up with mud,

And the quaint mazes in the wanton green

For lack of tread are indistinguishable”. 
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BOOK REVIEWS BY IAN DE STAINS OBE

0is impressive study covers an 

extraordinary stretch of Japan’s 

history, from around 600BC to 

AD700, embracing both the Yayoi 

and Kofun periods.

0e Yayoi period (generally 

de7ned as 300BC–AD300) is 

named after the area of Tokyo 

in which relics of the age were 

discovered. 0ese were principally 

items of pottery, which were 

evidently created using a potter’s 

wheel. Earlier, throughout the 

Jomon period (13,000–400BC), 

pots had been shaped by hand.

0e Kofun period, which 

followed the Yayoi, is named for 

the burial mounds that proliferated 

at that time, and is generally 

considered the era when the 

imperial house of Japan was 7rst 

established.

Dr Koji Mizoguchi is a 

professor of social archaeology 

in the Graduate School of Social 

and Cultural Studies at Kyushu 

University. He is considered 

one of the country’s leading 

archaeologists, particularly in 

connection with the Yayoi period 

and mortuary archaeology. 

Scholars in the 7eld probably 

know him from his many articles 

focusing on the post-colonial 

archaeologies of East Asia, with 

special emphasis on Japan. In 

January of last year, he was also 

elected president of the World 

Archaeological Congress.

0is book—at over 350 pages—

is a masterful examination of the 

process by which Japan developed 

from a rice-growing feudal society 

(with a technique adapted from 

the Korean Peninsula) into a 

national state. It touches, too, on 

the mythological origin of the 

imperial family as set out in the 

two oldest chronicles, the Kojiki 

and the Nihonshoki. 

0roughout the volume, 

the author employs a variety of 

sociological, anthropological 

and archaeological theories 

and methods to document a 

remarkable transition from what 

was a collection of hunter-gatherer 

communities to a true nation and, 

arguably, the creation of what we 

now consider the Japanese race.

0e book is 7rst and foremost 

a scholarly exploration of the 

aforementioned periods and a very 

detailed one at that. As such, it is 

not an easy read. It demands close 

attention and could have bene7ted 

from some judicious editing, in 

terms of removing redundancies 

and in making the language 

more natural. 

0at said, what we get 

within the pages of this detailed 

publication is most probably 

Mizoguchi’s true voice.

0e book is neatly conceived 

in 12 chapters and is heavily 

annotated throughout. It is also 

richly illustrated and contains 

a large number of carefully 

constructed tables designed to 

support the research that has gone 

into the body of the work.

0e relatively high cost of this 

publication is a re:ection of the fact 

that it is de7nitely not meant for 

the mass market. It is not a volume 

for the dilettante. But we should 

be glad that the publisher saw 7t 

to include it in the Cambridge 

World Archaeology series. Serious 

scholars and others with a genuine 

interest in the history of ancient 

Japan will 7nd much food for 

thought between the covers. 

History in the making
Scholarly volume sheds light on key periods  
in evolution of Japan into nation-state

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

To apply, please send an email by 31 March to: editor@custom-media.com. 

0e winner will be picked at random.

Koji Mizoguchi
Cambridge University 
Press
£75
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We are delighted to celebrate our 
golden anniversary in Japan and are  
proud of our history and success.

What makes us really happy has been 
the opportunities for our brands to delight 
millions of Japanese consumers over the 
past 50 years.

We thank you for your loyal support and look 
forward to the next half century together.

www.unilever.co.jp

Thank You, Japan!
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in Japan
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