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EDITOR

I t’s nice to learn what happens 

to the people and projects 

featured in BCCJ ACUMEN 

after the presses roll. 

In September 2015, we detailed 

how Robin Jenkins, senior lecturer 

at the University of the Arts London 

and volunteer at the Royal National 

Lifeboat Institution, is working for 

a community in Kamaishi City, 

Iwate Prefecture, devastated by the 

Great East Japan Earthquake and 

Tsunami. Along with his team, he 

dreamed of bringing to fruition a 

lifeboat, lifeboat station and coastal 

escape routes.

Now, five years after the 

disaster, Jenkins is back in Japan, 

accompanied by Chris Wainwright, 

professor and pro vice-chancellor 

of the university. A team has been 

working on the boat, which is 

scheduled to arrive in the summer. 

Housed in a shipping container 

that will serve as a lifeboat station, 

it will operate as “a lifeboat in a 

box”. Plans for a nature trail that 

can act as an escape route have 

also been developed.

In broader terms, this work—

the Atlantic Pacific International 

Rescue Boat Project—will become 

a registered charity that will 

provide solutions for at-sea rescue 

and assistance. 

Meanwhile, Wainwright has 

produced—in collaboration with 

In April, the exhibition will come 

to Tokyo (page 48).

Jenkins and Wainwright will 

be sharing updates at a lecture 

for the Japan-British Society on 

4 April. For more information visit: 

www.japanbritishsociety.or.jp

Celebrating contributions
The ancient and modern 

treasures on this month’s cover 

Cathy Milliken—photos of moving 

lights against dark backdrops. 

Designed to explore the disaster’s 

effects, We Are All Stars was 

created because, on the night 

of 11 March 2011, people in 

Kamaishi reportedly remarked on 

the brightness of the stars in a sky 

unaffected by light pollution. Many 

asked if the stars might not be the 

souls of those who had been lost. 

kathryn wortley

kathryn@custom-media.com

Making it count

Value of helping communities

are just a flavour of Japan’s 

global contribution in the fields 

of art, culture, fashion, design, 

technology and innovation. Given 

the UK–Japan connection of some 

of these pieces, it is fitting that 

they should be part of a newly 

refurbished display at the Victoria 

and Albert Museum in London 

(page 46).

The London 2012 Olympic 

and Paralympic Games and the 

Rugby World Cup (RWC) 2015 

were the most successful events 

of their kind to date. In terms 

of land use, east London was 

transformed. While the legacy of 

Tokyo 2020 is not yet decided, Japan 

may look to the UK for insights 

(page 36). On visits to Japan, Neil 

Snowball of RWC 2015 explained 

the importance of community 

engagement if RWC 2019 is to 

truly succeed (page 22), and Bill 

Sweeney of the British Olympic 

Association highlighted partnership 

opportunities with Team GB ahead 

of Tokyo 2020 (page 35). 

Showing the positive societal 

impact that firms can have, Walk 

Japan is socially and economically 

supporting a rural community 

in Oita Prefecture (page 21). The 

firm’s attitude to corporate social 

responsibility runs deep, and is 

testament to what businesses can 

do for the population at large. 
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UK–JAPAN NEWS

High-tech bike parking 

to be available in the UK

An exclusive UK licence has been obtained for an automated bicycle 
parking system developed by Tokyo-based engineering firm Giken Ltd., 
Bikebiz reported on 28 January.

Eco Cycle, which has been used successfully in Japan since 2002, is 
suitable for local authorities, universities, railway stations, and new-build 
high-rise housing and commercial buildings.

The system is able to securely store up to 204 bicycles and any 
belongings left on them. It uses a slotted rack equipped with a robot arm 
to clasp the front wheel of a bicycle and pull it into, or retrieve it from, 
the unit in 13 seconds.

First kei car hits race track

The first kei (lightweight) vehicle that Caterham Cars Ltd. exported 
to Japan has been raced at Fuji Speedway, Shizuoka Prefecture, to 
determine Japan’s best kei racing driver, Forbes reported on 12 February. 

Having been banned from racing for being too fast, the firm put into 
its Caterham Seven a 0.6 litre Suzuki engine to cater for the Japanese kei 
market, of which the firm has a share of 40%. 

Caterham is the first exporter of kei vehicles to Japan, which receives 
one fifth of the firm’s annual production of 500 cars, making the country 
by far the firm’s largest export market.

Japan market still open 

to royalty-driven model

While Jaguar Land Rover Japan cannot make its latest Defender model 
available in the country due to modern stringent environmental and 
safety requirements, importing a new one is easy, Forbes reported on 
31 January.

Production of the car, famously driven by Queen Elizabeth II, finished 
in January. In the US, Defenders made within the last 25 years cannot 
be imported—rules are waived for those aged over 25—but it is possible 
in Japan.

As the regulations do not apply for small private import purposes, it is 
possible to obtain a Defender in Japan without too much paperwork.

Princess Mako graduates 

from Leicester university

Princess Mako of Akishino has received a 
Master of Arts in Art Museum and Gallery 
Studies from the University of Leicester, 
The Independent reported on 23 January.

She accepted her certificate in person, 
alongside her peers, at the graduation 
ceremony in January. Her name was called 
omitting the royal title.

She said her time at the university had been 
“a wonderful experience”, while Professor Paul 
Boyle CBE, president and vice-chancellor, 
said the university “will be proud to count her 
among our alumni”.

Rare kimono included 

in Merseyside exhibition

A collection of handmade, rare kimono, some dating 
from the 1920s and ’30s, has been exhibited in 
Merseyside, the Liverpool Echo reported on 4 February.

The showcase at West Kirby Library, entitled 
“Aspects of Japan”, was assembled by local woman 
Franki Aston (see page 51). The highlight was a 
selection of uchikake (a trailing robe worn over a 
kimono), which are traditionally worn by a bride 
during the wedding ceremony. 

Modern kimono were also on display, along with 
jackets and belts, with some items available for 
purchase and costing more than £300.

The robotic Eco Cycle system • PHOTO: ECO CYCLE

Some of the kimono obi (belts) displayed.
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Travel agents rank town 

in Wales best for beauty 

Some 300 travel agents from 
the Japanese Association of 
Travel Agents have named 
Conwy, in north Wales, as 
one of the most beautiful 
European towns and villages, 
The Telegraph reported on 
29 January.

This market town, which 
features a mediaeval castle, 
was the only British location 
to be included in the 
ranking. It will be promoted 
in upcoming tourism 
expositions and conferences 
throughout Japan, as well as 
in national media.

In celebration, a restaurant 
in nearby Llandudno has 
created “wushi”, a Welsh 
version of sushi, featuring 
lamb, leek, cheddar, cockles, 
sea trout and laverbread.

Hitachi prefers the UK to 

stay in the European Union

Ahead of the referendum on the UK’s membership of the European 
Union (EU) scheduled for 23 June, Hitachi, Ltd. has claimed it 
will continue to invest in the country regardless of the outcome, 
The Telegraph reported on 31 January.

Hiroaki Nakanishi, chief executive of the firm, said: “For us, having 
the UK in the EU is always preferable. But we cannot say Brexit is the 
wrong way”.

The firm’s global rail headquarters is based in the UK, and it opened 
a new factory in Newton Aycliffe, County Durham, in 2015.

M&A deals break record

Japanese mergers and acquisitions recorded in the UK in 2015 were the 
highest level so far this century with deals totalling £6.6bn, according to 
analysis by Deloitte, City A.M. reported on 16 February. 

High profile takeovers include Nikkei’s acquisition of the FT Group 
for £844mn as part of its strategy to increase its international presence.

According to Iain Macmillan, head of global M&A at Deloitte, 
“Japanese acquirers are already compelled to look abroad, faced with a 
shrinking home market compounded by a decline in real earnings and 
an ageing population”.

Renowned single malt 

snapped up before arrival

British whisky enthusiasts have expressed 
disappointment that less than 200 of the 2,000 
bottles of Suntory’s award-winning whisky 
bound for Europe are to arrive in the UK, 
The Independent reported on 3 February.

The Yamazaki Single Malt Sherry Cask 2016 
will be available in London’s top bars but, due 
to popular demand, many retailers have already 
sold their allocation via existing clients.

The 2013 version of the whisky became 
famous when it was awarded the prestigious 
title World Whisky of the Year by 
Jim Murray’s Whisky Bible 2015. 

Foreign chefs to receive help 

in preparing Japanese cuisine

Japan’s Ministry of Agriculture, Forestry and Fisheries is to introduce 
a system to help chefs overseas improve the quality of the Japanese 
cuisine they offer, The Telegraph reported on 24 January.

The voluntary scheme will provide training in Japan to 
remedy common mistakes regarding handling 
of raw fish, use of cooking implements, 
and presentation. Chefs will then be 
issued gold, silver or bronze status. 

Eriko Sekiya, department chief at the 
ministry, said that, in addition to learning 
correct cooking methods, “hospitality towards 
your customers is another really important 
aspect of washoku [Japanese cuisine]”.

Conwy’s attractions appeal to Japan.
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EXECUTIVE DIRECTOR

A head of our Annual 

General Meeting (AGM) 

in April, we are diving 

deep into British Chamber of 

Commerce in Japan (BCCJ) 

metrics, reviewing our learning 

from the 2015–16 financial year, 

and planning our engagement 

strategy for the coming one.

Business intel
One of our nine communication 

channels, the BCCJ website is 

updated on a daily basis. Some 

of the most viewed pages over 

the past few weeks include: 

JETRO Survey; Team GB 2020 

Partnership Opportunities: The 

Impact of EU Re-negotiations on 

Business Opinion; Annual Global 

CEO Survey; and Progress at 

Fukushima Daiichi.

Traffic to www.bccjapan.com 

has surged 18.1% YoY, thanks 

to the growing engagement of 

members (accounting for 65% of 

visits) as well as non-members 

(35% of visits).

Maximising exposure
As well as keeping you 

up to date with news and 

information—including notices 

of chamber events and updates 

from institutions such as the 

British Embassy Tokyo and the 

European Business Council 

Are you engaged?

Raise your profile via BCCJ channels

lori henderson mbe

in Japan—the site promotes 

connections between member 

firms and the wider UK–Japan 

business ecosystem.

New member updates highlight 

potential clients and customers, 

while our marketplace gives access 

to discounted deals and raises the 

profile of firms who post offers.

Our Weekly Round Up 

e-newsletter is circulated to more 

than 200 firms (over 860 members) 

on Fridays, and has an opening 

rate exceeding 40%. Included 

are key UK–Japan dates for the 

diary, including trade shows 

and industry conferences, and 

external requests for the services 

of member firms. Members can 

use this platform to find partners, 

vendors and resources from 

among our captive audience.

EXECUTIVE DIRECTOR

Marketing assets
Our presence on Facebook, Twitter 

and LinkedIn enables us to make 

new connections and become 

ever more closely aligned with the 

activities of member firms. These 

sites keep us plugged into global 

trends and business news, allowing 

us to share information from 

influential Japanese and overseas 

institutions. 

Highlights of BCCJ activities are 

available on YouTube and Flickr, 

with some just-for-fun UK–Japan 

snaps on Instagram. 

As a member, you can reap the 

benefits of our comprehensive 

communications framework, by 

sharing with our team updates 

from your firms, and writing 

industry articles for the BCCJ 

website. Engaging can help 

enhance your firm’s search-

engine rankings, and open up new 

avenues for your business.

To share updates on BCCJ 

channels, email info@bccjapan.com

Elect your leaders
This year’s deadline for 

nominations to the BCCJ Executive 

Committee is on 25 March. All 

members will then be asked to 

vote anonymously in an online 

poll for their preferred candidates 

on 11–25 April, in advance of our 

AGM on 27 April. 
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JAPAN NEWS
BY MARK SCHREIBER

ginza appeals as a duty-free haven 
Nikkei Business (22 February) 

features a special report on how 

the Ginza area has become a 

centre for duty-free shopping by 

foreign visitors. 

Three basic types of duty-free 

shop exist: those found in airports 

that cater to outbound travellers 

exempt from consumption tax and 

duty on cigarettes, alcohol and so 

on (resulting in savings of about 

20%); those that operate in the 

same way, but are outside airports; 

and those in urban centres, where 

customers are exempt solely from 

consumption tax. Previously, only 

Okinawa Prefecture was permitted 

to operate shops in hotels or 

commercial areas according to the 

airport-shop model.

With a change in the law, 

airport-type duty-free shops are 

coming to Tokyo’s Chuo Ward. 

On 27 January, Mitsukoshi 

Department Store in Ginza 

received permission to set up a 

bonded storage area, enabling it 

to start Japan Duty-Free Ginza, 

covering 3,300m2 on its 8th floor. 

“If the share of purchases by 

foreigners exceeds 10%, we have 

to start preparing for them”, said 

Hiroshi Onishi, president of Isetan 

Mitsukoshi Holdings. Currently, 

foreigners’ purchases account 

for a share of over 25% at the 

Ginza branch. 

Following on the heels of 

Mitsukoshi, on 31 March, a duty-

free shop on the 8th and 9th floors 

of Tokyu Plaza Ginza, will open 

for business. With floor space 

of 4,400m2, it will be operated 

by South Korea’s Lotte Co., Ltd., 

which ranks third worldwide in 

duty-free sales. 

A third complex will open in 

2017 as part of the Ginza 6-chome 

redevelopment project, on the 

former site of the Matsuzakaya 

Ginza Department Store. 

A 2014 survey—with multiple 

replies tallied—of foreign 

visitors conducted by the Tokyo 

Metropolitan Government shows 

that foreign visitors ranked Ginza 

as the second-most popular Tokyo 

destination, at 50%. First place 

was Shinjuku/Okubo (55.4%). 

Other top runners were Asakusa 

(49.2%), Shibuya (41.8%) and 

Akihabara (41.0%). 

Duty-free shops are also likely 

to develop at regional airports 

where low-cost carriers operate. 

According to US firm RnR Market 

Research, the worldwide sales 

turnover of duty-free retailers is 

expected to grow 8.6% YoY from 

2016 to surpass ¥8trn by 2019. 

It is expected that China will be 

central to this figure. Moreover, as 

competition to sell to visitors from 

China intensifies, Miki Tsusaka, 

senior partner and managing 

director of the Boston Consulting 

Group, said Japan might be well 

advised to adopt a system, whereby 

the national government oversees 

duty-free sales, perhaps similar to 

that of South Korea. The position 

of the Japan National Tourism 

Organization, however, is that such 

commerce should be left in the 

hands of the private sector.

China, which wants its travellers 

to spend more money at home, 

in 2014 began an interesting 

experiment on its southern resort 

island of Hainan. It opened a 

70,000m2 shopping centre, where 

60% of the space is reserved for 

duty-free sales. There, both foreign-

bound and Chinese domestic 

travellers pay identical prices for 

purchases. However, no pricing 

competition is evident, and the 

product selection is considerably 

smaller than at overseas duty-free 

shops. Thus, the impact of the 

world’s largest duty-free shopping 

centre on domestic sales is being 

watched with interest.

While China remains the most 

promising long-term growth 

market for Japan, fluctuations in 

the value of the Chinese yuan, 

and uncertainties regarding the 

strength of the Chinese economy 

remain blind spots with potential 

risks. Nikkei Business thus 

concludes that the new airport-

type shops outside airports, 

especially those in the Ginza area, 

are likely to serve as acid tests for 

duty-free business endeavours.

Mitsukoshi Department Store in Ginza has launched Japan Duty-Free Ginza.
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tourism boom brings hotel growth

survey uncovers japan’s best hotels
The Weekly Toyo Keizai (6 February) 

issued its annual ratings of Japan’s 

best hotels, with The Ritz-Carlton, 

Osaka, and the Imperial Hotel 

Tokyo receiving top marks. 

As a basis for international 

comparison, travel journalist 

Yasuhiro Obara reviewed three 

world-famous hotels that offer 

particularly special experiences. 

These are The Hay-Adams in 

Washington D.C. (“Japanese 

guests are specially provided with 

yukata”); the Four Seasons Hotel 

George V in Paris (“the hotel is an 

art museum in itself”) and The 

Savoy Hotel in London (“the place 

that gave birth to the concept of 

a hotel being not merely a place 

to stay overnight, but also one for 

social exchanges”). 

The hotel survey was conducted 

by 36 experts between December 

2015 and January 2016 in Tokyo 

and Osaka. Points were awarded 

for rankings in each city: 10 for 

first, five for second and three 

for third. Survey criteria were 

based on categories of comfort 

(“bathroom lighting of 400 lux or 

brighter”); courtesy (“absence 

of audible background noise 

when reserving by telephone”); 

functionality (“smooth check-in 

and check-out procedures”); and 

safety (“seat cushion height at desk 

adjustable between 17–25 cm”). 

BEST HOTELS—Tokyo
1. Imperial Hotel Tokyo 

2. Park Hyatt Tokyo 

3. Mandarin Oriental Tokyo 

4. Palace Hotel Tokyo 

5. Tokyo Station Hotel 

BEST HOTELS—Osaka
1. The Ritz-Carlton Osaka 

2. InterContinental Osaka 

3. Marriott Osaka Miyako 

4. The St. Regis Osaka 

5. Rihga Royal Hotel Osaka 

BEST HOTEL RESTAURANTS 
—Nationwide
1. New York Grill 

Park Hyatt Tokyo 

2. Les Saisons 

Imperial Hotel Tokyo 

3. Signature 

Mandarin Oriental Tokyo 

BEST HOTEL BARS   
—Nationwide
1. Old Imperial Bar 

Imperial Hotel Tokyo 

2. New York Bar 

Park Hyatt Tokyo 

3. Mandarin Bar 

Mandarin Oriental Tokyo 

Thanks to the upsurge in foreign visitors, as well as a tight 

supply and demand situation for budget accommodation 

utilised by domestic business travellers and foreigners on 

a shoestring budget, cities nationwide are experiencing 

an unprecedented boom in hotel construction.

The Weekly Toyo Keizai (6 February) reports that 

Okinawa Prefecture has been rapidly emerging as a 

popular destination, with the number of visitors from 

Taiwan, South Korea and other nearby Asian countries 

having soared over the past decade to total 1.5mn in 2015. 

The main and an outlying island each will see the opening 

of a new hotel this year, with a total of 400 rooms. At least 

seven more hotels are reportedly on the drawing board 

for 2017–2020. 

One of the main barriers to the growth of tourism in the 

prefecture appears to be a shortage of workers in the travel 

service sector, partly due to a 30% disparity in wage levels 

compared with those in mainland Japan’s urban centres. 

“Unless this problem is addressed, we can’t expect 

more human resources to come here for work”, said 

Taketo Sato, general manager of the Hyatt Regency Naha. 

“Okinawan hotels only have a few of the multilingual staff 

that are taken for granted in Tokyo or Osaka”.
Okinawa Prefecture’s sights are becoming more popular among foreign tourists.
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A ccording to the Invest 

Japan Report 2015 

published by the Japan 

External Trade Organization 

(JETRO), the greatest appeal for 

doing business in Japan is the 

market itself, despite the decline 

in the population. Some 72% of 

respondents to a JETRO survey 

said the size of the market is an 

attraction. 

Other draws are the country’s 

well-developed infrastructure, 

such as transport, logistics, 

information and communications 

technology; firms and universities 

with outstanding technologies and 

products; high quality research 

and development capabilities; and 

the appeal of living conditions, 

including safety and the quality of 

the environment.

In parallel, the number of firms 

listing high business costs as an 

obstacle to doing business in Japan 

is declining. This is helped, in 

part, by the weakness of the yen, 

resulting in rents for office space 

and housing in Tokyo being far 

more competitive than in the past, 

especially compared with other 

Asian business hubs, such as Hong 

Kong and Singapore. 

Consumer spending boost
Although Japan’s shrinking 

population undoubtedly limits 

Japan market

Reasons for its appeal

BCCJ’s role
While the outlook for growth may 

be uncertain, I am pleased to 

say that the British Chamber of 

Commerce in Japan (BCCJ) remains 

committed to serving its members, 

no matter what challenges the 

Japan market may provide. 

We will continue striving to 

bring you the people who matter 

to you in your business. In that 

respect, I hope you will join us 

on 29 March at a BCCJ-organised 

event with Yoichi Masuzoe, 

governor of Tokyo, at which he 

will set out his ambitions and 

plans for the capital to become 

the most business-friendly city in 

the world. The BCCJ is delighted 

to be hosting this event with other 

European chambers of commerce 

in Japan, with the kind support of 

the European Business Council in 

Japan and Philips Japan.

Our events programme will 

continue in April with a renewed 

assessment of Abenomics, after 

which the focus of the BCCJ 

Secretariat will be on preparations 

for the chamber’s Annual General 

Meeting on 27 April at the Shangri-

La Hotel, Tokyo. This will be an 

opportunity to reflect on chamber 

performance over the past year, 

and to announce a new BCCJ 

Executive Committee. I sincerely 

hope to welcome you there. 

david bickle

@BCCJ_President

opportunities for growth in 

sectors focused on the sale of 

consumer products, the market’s 

size is a comfort, providing 

a great source of revenue for 

businesses, particularly those 

with differentiated products and 

services that enable them to 

increase market share. As global 

trade slows, and manufacturing 

industries struggle with over-

capacity, consumer spending 

offers a brighter spot in an 

otherwise uncertain economic 

environment. 

Against that backdrop, it is 

hoped that Japan’s consumers will 

have the capacity, bolstered by the 

consumption of tourists and other 

visitors to Japan, to play a crucial 

role in the near-term health of the 

country’s economy.

PRESIDENT



Dapper or done up to the nines, Brits can be a stylish lot. 

With a modern fashion scene that encompasses names 

such as Vivienne Westwood, Stella McCartney, Paul Smith, 

Anya Hindmarch, Zandra Rhodes and countless others, the UK 

is brimming with talent that puts British couture on the A List.

Handmade  
in the 

UK
Quality products draw Japan buyers

BY JULIAN RYALL

TOP STORY
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Marcus De showed 
their shoe collection.
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UK designers have long been popular in 

Japan, and the quality of items on display 

during the Fashion and Lifestyle Trade Mission, 

organised by UK Trade & Investment (UKTI)—

the business arm of the British Embassy 

Tokyo—in November 2015, went a long way 

to cementing that reputation.

“All our shoes are handmade in Northampton, 

the centre of luxury shoe-making for centuries, 

and that gives us massive cachet in a market 

like Japan, where they really know what quality 

looks like”, Miguel de Almeida, founder of 

Marcus De, told BCCJ ACUMEN.

“If you want to succeed here, the quality and 

the provenance has to be right”, said de Almeida, 

who set up the business in 2013. His family coat 

of arms, which dates back to 1197, is proudly 

embossed within each shoe. It is this attention 

to detail and heritage that the Japanese love, 

he added.

According to de Almeida, it also helps that 

actor Benedict Cumberbatch CBE is a fan. He 

was spotted in a pair of de Almeida’s creations 

at the Burberry show during London Fashion 

Week in December 2015.

TOP STORY

who was taking part in the trade mission 

for a second year. He met a number of 

contacts made during his previous visit, 

and arranged a series of follow-up meetings 

with potential partners after the mission 

had concluded.

“I’m very keen to gain a better understanding 

of the top end of the market here so I can best 

position my brand and make sure I get it right”, 

he added.

The Japanese market is, nevertheless, 

“different and difficult”, de Almeida said. 

“Communication can be a challenge, and I have 

quickly learned that success here is going to 

depend heavily on building up a relationship 

that is based on trust.

“That is going to take a long time, I 

accept, but I would much prefer to build 

for a long-term presence in this—and any 

other overseas—market”, added de Almeida, 

The Fashion and Lifestyle Mission was held at the British Embassy Tokyo.

Japanese buyers browsed the 
displays during the mission.
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While de Almeida was making a return 

visit, Nicolai Schumann was testing the waters 

in person for the first time. But with designs 

by Alice’s Pig already a hit among Japanese 

consumers in terms of online sales, Schumann 

expressed confidence that his firm will build on 

its growing reputation.

“Japanese women really like our designs—

we know that from the inquiries and orders we 

have received via our online store—so we really 

want to get a better understanding of consumers 

in this market and to build relationships with 

Japanese retailers”, said Schumann, director and 

co-founder of the London-based firm.

Quirky and distinctive, while incorporating 

modern British style, Alice’s Pig focuses on 

women’s wear, taking its inspiration from 

Alice’s Adventures in Wonderland, “where crazy 

is normal”, said Schumann.

“The name is a reminder that colliding styles 

and cultures can produce something interesting, 

and that there can be beauty and surprise in 

anything, even in a pig”.

A procession of buyers were stopping by 

Schumann’s display, quizzing him, in particular, 

about the designs.

“We believe that the secret to making these 

items a success is only producing clothing that 

we wear ourselves”, he said. “We always design, 

sew and hand-pick the best fabrics to use in our 

collections.

“We believe that will resonate with Japanese 

consumers, but the important thing is to get that 

message across to sufficient people”, he added. 

“That is why we would be very keen to have a 

Japanese partner”.

“Buyers [in Japan] 
need to have faith 
in the product …”

Fashions (above and below) by Alice’s Pig with Nicolai Schumann of the firm (inset)
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In total, 30 firms took part in the mission at 

the British Embassy Tokyo, including those from 

the fashion, lifestyle and beauty sectors, said 

Jim Pickles, senior international trade advisor 

for UKTI in London.

“British fashion companies have an excellent 

reputation here—think of Burberry and 

Aquascutum, to name just a couple—and I think 

Japanese consumers see there are many cultural 

similarities between the UK and Japan”, Pickles 

said. “The music scene is one that is admired 

and followed by the Japanese, and something 

like fashion is a direct extension of that”.

UKTI used the event to introduce newcomers 

to the market—the third largest in the world with 

annual value of about ¥1.8trn—and key buyers 

in Japan. The country has become the UK’s third 

most important market for fashion, after the 

European Union and the US. And, with more 

than 230 department stores, 500 fashion chains 

and countless independent shops across the 

country, it is a tempting and potentially lucrative 

destination, according to Pickles.

“It is a huge market, but it can be difficult to 

get that initial foot in the door, and building the 

really important relationships can take a long 

time”, he said. “Buyers here need to have faith 

in the product they are buying, to know that 

the company they are buying from is going to 

provide them with the sort of quality that the 

market here demands, and that they will stick 

around for the long haul”.

One of the people making an initial foray 

into the Japanese market was County Antrim-

born Gillian Arnold. Now based in County 

Durham, Arnold is a designer of homeware, 

jewellery, ceramics and art. Speaking to 

BCCJ ACUMEN, she said she had been 

“deeply impressed” by Tokyo and the obvious 

appreciation that Japanese consumers have for 

high-quality home furnishings and decorations.

Also in the homeware sector is Linda 

Bloomfield, who produces hand-made 

porcelain and tableware under her name. She 

was delighted at the interest in her creations, 

but confessed she was perhaps benefitting from 

a recent article about her work in one of Japan’s 

prominent interior and design magazines.

“It seems a little coals-to-Newcastle to me 

because the Japanese make such wonderful 

and lovely ceramics, but there are enough 

differences between what I do and what 

is already available here to make my work 

interesting to consumers”, she said.

The magazine article elevated her profile so 

much that a Japanese shop ordered some 90 cake 

stands—a large amount for a solo potter to create, 

and an order that took three months to complete.

“Japan might take a long time to crack as 

a market because of the need to build trust 

and relationships, but if you have a good 

distributor and are able to communicate your 

plans then it can also be a very rewarding one”, 

Bloomfield added. 

Gillian Arnold makes her homeware, jewellery, ceramics and art by hand.

Linda Bloomfield is a solo potter.
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L ong-term Tokyo resident Martin Webb 

is founder and chief executive of 

Communion, a communications firm 

focused on high-end brands. Having set up his 

business just two years ago, he shared some of 

the questions commonly asked of him, and his 

insights on the retail industry.

Given Japan’s stagnant economy, why is it 
an important market for global brands?
Despite over a decade of negligible growth, 

Japan is the world’s second-largest market for 

luxury goods. It’s also the largest single market 

for many brands in the fashion and accessories 

categories, including major British brands such 

as Paul Smith, Vivienne Westwood, DAKS and 

Aquascutum.

Tokyo is the top destination for affluent Asian 

travellers, so having a strong retail presence 

in the city is essential to establish credibility 

for brands in the mid- and high-end segments 

across greater China and South-East Asia.

What is the key to long-term success for retail 
businesses in Japan?
More than anything, building a healthy business 

in Japan requires forging strong partnerships, 

not only with distributors and retailers, but 

also with the media and influencers, whose 

cooperation is indispensable for brands seeking 

to operate profitably here.

What is your background in Japan?
I’ve been working in the fashion and lifestyle 

sector in Tokyo since 2000, initially in 

journalism. After a stint at The Japan Times 

I worked for a fashion PR agency in 2007. In 

2009, one of my clients at that agency, Marc 

Jacobs, hired me as director of marketing 

and communications after the Louis Vuitton 

Group bought back the business from their 

local partner.

Why did you set up Communion?
Founding my own PR agency has long been 

a dream of mine, and it finally crystallised as 

Communion in March 2014. In the two years 

since we began operations, we’ve grown into 

a team of 10 spunky, young, bilingual PR 

professionals with a fantastic showroom and 

office space in the Aoyama area of Tokyo. We’re 

working with a lot of prestigious brands, including 

Cartier, Ferrari, Marc Jacobs, Vivienne Westwood, 

Michael Kors, La Maison du Chocolat, Seiko, 

BCBGMAXAZRIA, Kiehl’s, Louis XIII, Ardbeg, 

The Woodmark Company and Jawbone.

What services do you offer retail businesses?
When I was running marketing for Marc Jacobs 

Japan, I was very frustrated at having to engage 

with three different agencies for each of our 

three key functions: advertising, PR and digital. 

I wanted to create an agency that would be able 

to cover all three, thereby providing the client 

with a far more efficient service. 

After two years—and a string of successes— 

I think I’ve proven the potential of that business 

model, and am looking forward to continuing 

to steadily grow the team along with our select 

portfolio of clients.

What is your competitive advantage?
This is a rapidly shifting market. Retail 

firms seeking long-term success need a 

communications partner that speaks the language 

of marketing, and understands the mindset of 

European luxury and premium brands.

I believe Communion’s formula of a non-

Japanese chief executive; a holistic approach 

that combines print and digital media; and 

unrivalled expertise in social media operations, 

makes us the ideal partner for small and 

medium-sized UK brands seeking to forge a 

strong presence in the Japanese market.

Please take a look at our website to get a 

better idea of what we do. 

www.communion.co.jp 

PUBLICITY

BUSINESS MODEL  
REAPS REWARDS

Helping UK brands communicate in Japan

Martin Webb, chief executive of Communion

The Showroom at the Communion office in Minato Ward
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BY KATHRYN WORTLEY

A ccording to Paul Christie, 

chief executive of Walk 

Japan, the best things 

take time—and need to be 

constantly improved.

“Some of our tours can take 

three years in gestation”, he told 

members of the British Chamber 

of Commerce in Japan at its Small 

is Great VIII event in central Tokyo 

on 28 January. “We spend a lot of 

time making sure that, from day 

one, they are very good. From 

then on, they are a living thing: 

they are changing and adapting all 

the time”.

This drive for perfection is 

undoubtedly among the reasons for 

the travel firm’s success. Founded 

by two academics in 1992, Walk 

Japan was struggling following the 

end of a relationship with a big 

operator—until Christie joined as 

a partner. “I was convinced that I 

could build [the business]”, he said.

And that is what he has done. 

Having begun by offering one 

walking tour on the Nakasendo 

Way—one of five routes created 

in the Edo Period (1603–1868) to 

connect Tokyo and Kyoto—the 

firm is now ranked by National 

Geographic as one of the 200 Best 

Adventure Travel Companies on 

Earth. It offers more than 20 trips, 

from gentle rambles to challenging 

hikes, as well as kayaking, golf, 

snow shoeing and photography.

Aside from independent 

international tourists, customers 

include overseas school groups 

and UK-based travel agencies. 

Perhaps most indicative of the 

firm’s success, however, is that 

these tours—created with a view 

to “introducing the real Japan, 

geographically and culturally, 

that often remains inaccessible to 

most visitors”—also are attracting 

Japanese participants. While 

Christie admits that they are often 

surprised to learn that a non-

Japanese is promoting the country, 

they often express interest in 

joining when he explains the tours. 

“You have to be passionate 

about anything if you are going to 

put your life and soul into it”, he 

said. “What we’re saying is that 

what’s written on the package 

is what you’re going to get, and 

the package is much bigger than 

you realise”. This is the reason, 

according to Christie, that 

customers say the tours exceeded 

their expectations.

SETTING THE STANDARD 
FOR GOOD BUSINESS

Entrepreneur shares his work ethic

He is keen to set standards and 

good practice, rather than follow 

them. For example, Walk Japan’s 

leaders complete first aid training 

even though they are not required 

to do so. The firm also fosters 

good relationships with, and 

among, staff.

“If guides in Japan know 

something, they keep it to 

themselves to have a competitive 

edge”, Christie said. “But our 

tour leaders share a lot. By doing 

that, they do a better job, our 

company does a better job, and our 

customers have a more complete 

experience”.

When faced with bureaucracy, 

he is understanding and patient: 

“We’re not going to change Japan, 

we’re working with it”.

With an increasing number and 

range of tours, buoyed by a weak 

yen and the growing popularity of 

Japan as a tourist destination, the 

• Passion required to deliver 
quality, exceed expectations

• Important to work with 
bureaucracy, not fight it

• Firms have a responsibility 
to contribute to wider society

future looks bright, and Christie 

is focused on the long-term. “I’d 

rather we pull down the growth 

rate or even flatten it, if necessary, 

to make sure that our core qualities 

remain”, he said.

One of these is a strong 

sense of corporate social 

responsibility. Located in an 

old farmhouse that Christie 

converted into an office, Walk 

Japan is economically and socially 

transforming the small rural 

community of Kunisaki in Oita 

Prefecture. Aside from showing 

that a successful international 

business can operate anywhere—

provided there is Internet 

access—the firm is ploughing 

fields, harvesting crops, building 

infrastructure, employing locals 

and planting trees.

“Businesses must have a 

responsibility to wider society”, 

Christie said. 

BCCJ EVENT

Walk Japan is supporting a rural community in Kunisaki, Oita Prefecture, by planting rice amongst other activities.
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BY KATHRYN WORTLEY
PHOTOS: WORLD RUGBY VIA GETTY IMAGES

W ith World Rugby’s announcement 

that the Rugby World Cup (RWC) 

2015 was the biggest and best 

tournament to date, it is not surprising that the 

next host, Japan, is keen to lap up tips for success. 

According to Bernard Lapasset, chairman, 

“England 2015 has been the most competitive, 

best-attended, most-watched, most socially 

engaged, most commercially successful Rugby 

World Cup” so far, with an “amazing atmosphere 

in full and vibrant stadia” and “excitement 

around the host nation and in Cardiff”.

In February, Neil Snowball, chief operating 

officer of RWC 2015, shared his team’s insights 

while visiting Tokyo to conduct the formal 

hand-over from England to Japan.

TOKYO CALLED  
TO GET IN THE GAME

Community engagement key for Rugby World Cup success

For Snowball, who was among those kicking 

off the Webb Ellis Cup’s international tour at 

the British Embassy Tokyo two years ago, and 

credits the Japan rugby team with “setting 

the [RWC 2015] tournament alight”, Japan is a 

special place to be. 

“Being here brings it home what an 

unbelievable time you have ahead of you”, he 

told an audience at the British Chamber of 

Commerce in Japan (BCCJ) event, “Rugby World 

Cup—The Community Legacy” (see page 50). 

And, while he admitted that it would not be 

easy to host the tournament in 2019 with 

the Tokyo Olympic and Paralympic Games 

to be held the following year, he said the 

opportunities are extensive.

• Challenges, chances in hosting 
successive global tournaments

• Rugby World Cup 2015 delivered 
significant community legacy

• BCCJ firms can provide advice, 
support based on UK effort

BCCJ EVENT

“Get people 
with event 
experience—it 
doesn’t matter 
what nationality 
they are …”

Rugby supporters flocked to fan zones located in and around host cities.
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According to Snowball, some of England’s 

success can be attributed to the know-how 

gleaned from London 2012 and the Glasgow 

2014 Commonwealth Games: “We were able to 

hoover up a lot of that experience and talent”, he 

said. “But doing it the other way around here, 

will be a challenge. 

“Get people with event experience—it doesn’t 

matter what nationality they are—otherwise it 

could be a long and painful journey, and the 

event itself may not be as good as it could be”, 

he said, adding that it is necessary to have “a 

very clear vision” about what the event is about.

For RWC 2015 organisers, the answer was 

community. As the 13 venues were spread 

geographically, there were more opportunities 

for local people to attend matches. Moreover, 

matches were allocated to the venue and the 

city. Fan zones, which drew 1.5mn people, were 

then set up in and around those cities. Speaking 

of the fan zones, Snowball said, “when you arrive 

in the city, you feel it is embracing the world 

cup; it is not just about what is happening in 

the venue”.

As Japan’s cities and prefectures own the 

venues, he added, organisers are in a stronger 

position than was England to adopt this practice. 

Doing so requires community activation, which 

England achieved in three ways.

First was the domestic trophy tour that 

involved guest appearances in schools, 

universities and rugby clubs. “[The Webb Ellis 

Trophy] is such a beautiful object, and people 

want to be seen with it”, he said. “It was the selfie 

of 2015”. 

Second was a volunteer network that gives 

back to the community. While organisers could 

have simply drawn on the database of London 

2012 volunteers, it was planned that volunteers 

at local rugby clubs would make up 75% of the 

6,000 people required—and that goal was nearly 

reached. “We wanted to reward the people who 

commit time and effort to their rugby clubs 

every weekend”, he said. These people provided 

support at train stations and on walking 

routes, as well as in logistics, accreditation and 

delivery roles.

Third, organisers created the Festival of 

Rugby: a community brand that touched 1mn 

people across the UK through a range of events, 

from car boot sales and bake offs to mini rugby 

tournaments and group match-viewings. 

The organisers’ efforts, however, were not 

solely on engagement before and during the 

tournament, said Snowball. Before he took up 

his role in 2012, the Rugby Football Union—the 

BCCJ EVENT

“When you arrive in 
the city, you feel it is 
embracing the world 

cup; it is not just about 
what is happening in 

the venue”.

Fan zones offered large 
screens and seating.

>>
Matches brought fans together.
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governing body for rugby union in England—

had established legacy plans. 

An All Schools programme—delivered by 

real estate and investment services firm CBRE; 

rugby kit supplier Canterbury; and Gilbert, the 

firm that created the official ball of RWC 2015—

introduced rugby to 750 schools in England. A 

Back to Rugby programme targeted 16–24 year 

olds who had once played the sport but had 

given up. O2, a communications firm, supported 

a programme for touch rugby that, according 

to Snowball, is “a great way of keeping people 

involved in the game”. After the tournament, the 

equipment used was distributed by the British 

Army to 1,500 clubs in England and Wales. 

“I think [community] is where the BCCJ can 

really help: to look at what worked in the UK, to 

offer that advice and support, and to really make 

the most of the opportunities”, said Snowball.

Yet, opportunities also extend to commerce, 

tourism and media. For example, while 

Birmingham normally has 10,000 visitors 

from South Africa in a year, the city reportedly 

welcomed 15,000 on the weekend of South 

Africa’s match there. The resulting economic 

impact of that weekend is estimated to have 

been £35mn, but indications are that this figure 

will be exceeded. 

England and Cardiff, meanwhile, 

welcomed 380,000 international visitors from 

149 countries. While many Europeans took 

advantage of the transport links and came 

purposefully for the matches, host cities 

adopted the mantra that attendees should 

“come a day early and stay a day late, and they 

all worked towards that”, said Snowball. 

Japan, on the other hand, will have to make 

use of packages to attract visitors. “If [the 

travel firms] price it sensibly, and in a way you 

can follow your team, I think that would be 

sensational for the whole of Japan”, he added. 

As a developing rugby nation, Japan can 

learn from England about how to build up 

excitement. RWC 2015 organisers produced 

videos about the sport, including one team talk 

that had 1.8mn online views, while ambassadors 

hosted events nationwide. 

The whole country came alive with 

advertising, according to Snowball, who said 

many business opportunities exist for firms in 

this area. While RWC 2015 was not able to have 

domestic partners, RWC 2019—along with six 

global partners—is likely to have “a whole raft 

of local partners, which will be international 

companies”, he said. 

BCCJ EVENT

“I think 
[community] 
is where the 

BCCJ can really 
help: to look at 
what worked in 

the UK …”

A giant rugby ball in the wall of 
Cardiff Castle attracted fans.



Luxury Apartment Rentals
Home Purchase & Sales
Commercial Investment
Property Management

Visit: HousingJapan.com | Email: bccj@housingjapan.com | Call: 03-3588-8860
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CUSTOM MEDIA

Becoming a partner in 

a law firm requires 

certain character traits: 

assertiveness, dynamism and 

strategic thinking. And, if that 

firm is Freshfields Bruckhaus 

Deringer LLP, a London-

headquartered multinational with 

a 273-year history, a sharp mind 

and international background 

are equally apt. With such a 

personality, as well as degrees in 

law from The University of Tokyo 

and Harvard University, Akiko 

Yamakawa was an ideal person 

for Freshfields to choose, in 2015, 

as a partner in their Tokyo office. 

Yet, according to Yamakawa, 

her journey has not been 

straightforward.

“I always thought that being a 

partner would not be that different 

[compared with before]. But I was 

quite surprised”, Yamakawa told 

BCCJ ACUMEN. While the new 

position came with a number 

of challenges and benefits, she 

considered it important to take 

on the role, since it was the next 

logical step in her career.

“At some point, I had to step 

up and become involved in 

management”, she said. “Once 

you are there, it is not as scary as it 

looked before”.

Yamakawa’s area of expertise 

is dispute resolution, as well as 

employment and labour law. She 

advises multinationals on topics 

such as large-scale redundancies, 

and gives presentations on matters 

including money laundering, 

touching on the UK’s anti-

bribery act.

In addition, through the 

Tokyo Employment Consultation 

Center—a government initiative 

to boost Tokyo’s business 

competitiveness—she provides 

free advice to, and conducts 

seminars for, foreign firms on 

employment law-related rules.

“UK-based firms with 

operations in Japan can visit the 

centre and obtain free advice in 

English”, she said. “The service 

mainly deals with non-contentious 

issues, so you can use it for matters 

such as reviewing work rules and 

offer letters, and obtaining advice 

on structuring compensation”.

Born in Tokyo, Yamakawa lived 

in London—due to her father’s 

work—from the age of four to nine. 

She then returned to Japan where, 

in 1997, she graduated in law. At 

that time, large Japanese firms 

were beginning to recruit women 

for non-administrative work via 

their regular employment stream, 

which had been the preserve of 

male graduates.

Unsure whether she wanted to 

be a lawyer, a journalist or enter 

the workplace as a regular stream 

LAW OF NATURE

Japanese lawyer finds calling in London-based firm

recruit, Yamakawa followed in the 

footsteps of many of her peers. She 

chose to become a lawyer because 

of the relative independence and 

career assurance it would provide, 

and joined a domestic law firm, 

where she worked for a year.

But when one of her colleagues 

relocated to Freshfields, and told 

of its dynamic and international 

environment, Yamakawa felt a tug 

towards her international, and 

partly British, upbringing. In 2000, 

she joined the firm.

After three years, Yamakawa 

was on the road once again—this 

time to read a one-year Master 

of Laws at Harvard University, 

and complete the New York 

bar exam. Following that, she 

spent 10 months at Freshfields’ 

London office.

Back in Japan, Yamakawa 

feels she has “a pretty established 

practice as an employment lawyer”, 

which begs the question: how does 

she find life in a leading global law 

firm, and in one of the industry’s 

most competitive disciplines?

The job itself can be quite 

competitive and brutal, she 

admitted, but it can also be 

humane, especially when dealing 

with individuals in employment 

• Demanding role requires 
competitive edge, people skills

• Lawyers should not be daunted 
by management positions

• Advice available to foreign 
firms on employment law

disputes. She said the job suits her 

skills and personality, as litigators 

are typically competitive.

“Litigation is basically a fight 

between two parties and, by 

nature, I do enjoy that”, she said. 

“If I receive a brief that counters my 

argument, my thoughts are, ‘I want 

to fight this’. That kind of nature, 

I feel, has always been in me”.

However, Yamakawa’s strengths 

also lie in being able to empathise 

with, and understand, people. 

This is a key skill in delivering 

her main area of work; 75% of 

her time is spent dealing with 

employment issues.

“The reason I went into 

employment is that there is a 

strong human element to it”, she 

said. “After all, when you are 

dealing with real people, you need 

to have a real interest in them”. 

BCCJ MEMBER SPOTLIGHT

Akiko Yamakawa of Freshfields

“When you are dealing with 
real people, you need to 

have a real interest in them”.
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IN THE RIGHT HANDS

Specially trained masseuses provide wellbeing 

BEAUTY AVENUE SOCIÉ GINZA

Hulic Ginza Sukiyabashi Bldg. 5F

4-2-11 Ginza

03-5159-4136

www.socie.jp/ba/ginza.html

SOCIÉ HOTEL OKURA

Hotel Okura Tokyo Annex 2F

2-10-4 Toranomon

03-5562-9780

www.socie.jp/shop/1306

SPA TOKIONE AT TOKYO STATION

The Tokyo Station Hotel B1F

1-9-1 Marunouchi

03-5220-1111

www.thetokyostationhotel.jp/spa.spa.htm

W ith 55 years of experience in providing beauty 

and relaxation treatments by hand, SOCIÉ is 

leading the market in Japan. We aim to offer 

exclusive products and memorable experiences to stimulate 

mind, body and soul. Our specially trained masseuses 

have perfected head-to-toe treatments for women, offering 

courses that relax and reinvigorate the body and face, while 

combating signs of ageing. 

For relief from stiffness and fatigue, try our body massage 

with comfort oils. It will normalise tissue, as well as relieve 

strains in muscles, tendons and ligaments.

Our facials help maintain skin firmness and elasticity 

by treating the basic causes of skin damage. They typically 

begin with a shoulder and neck massage, followed by facial 

cleansing and peeling to remove make-up and clear pores. 

A massage to rebalance the skin, a facial mask and finishing 

treatments with lotions follow. 

In particular, our facial ageing care treatment will help 

hone and lift skin, reducing the appearance of fine lines and 

under-eye bags. 

Providing an exceptional journey in the spirit of 

omotenashi (hospitality), our spas include Beauty Avenue 

SOCIÉ Ginza, SOCIÉ Hotel Okura, and Spa Tokione at 

Tokyo Station. 

We invited four professional ladies to these salons to try 

our treatments, and then asked each of them five questions:

SOCIÉ is offering special facial and 
body treatment packages this spring.

www.socie.jp/cp/en

spring  

campaign

30% off
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Jacky Scanlan-Dyas
Partner in an international law firm

1.  The venue is fantastic. The service was impeccable, and the 

staff were friendly and courteous. They all made the effort to 

communicate in English. The jacuzzi is gorgeously lit with dimmed 

blue lights. 

2.  I received an anti-ageing facial.

3.  The therapist applied several creams and used different massage 

techniques and rollers to encourage the creams to penetrate the skin. 

4.  The treatment lasted much longer and was more relaxing than what I 

have generally experienced.

5. I recommend the treatment for a relaxing experience at the end of a 

long week, or to get skin glowing before an evening out.

Emma Hickinbotham
International affairs officer

1.  The spa was very bright and clean, with plenty of friendly staff in 

reception. I was offered a drink while I filled in a short form in 

English. The relaxation room looked out over Ginza through floor-to-

ceiling windows; it was so relaxing and quiet.

2. I had a lifting facial. The treatment started with a shoulder massage 

that was very good; the therapist asked if I was happy with the 

amount of pressure. Next came the facial, which was heavenly.

3. I haven’t had many treatments in Japan with which I could compare 

this experience, but the scent and feel of the products were great, 

and my skin felt fabulous the day after my treatment, too. 

4. The therapist explained each stage of the treatment, and made a bit 

of conversation, but it wasn’t too much. After the treatment, I was 

free to use the spa facilities, and they provided me with a make-up 

kit to use before I left. This was a nice touch. 

5. I would definitely recommend the spa; it was very luxurious 

and the extra facilities, such as the relaxation room, made the 

whole experience so much nicer than just going in and out for a 

facial. The lady who did my treatments spoke English. I will visit 

again, for sure.

Sally Erith
Brand strategist

1. I was greeted warmly, and given a hot towel and a cup of herbal tea. 

The venue décor is immaculately finished, and the level of English 

ability was good. I was taken into a little sanctuary, offering beautiful 

views over Shinjuku Park, with comfy chairs as well as a jacuzzi and 

sauna in which to unwind.

2. I received a full body oil massage. Prior to the treatment I had a short 

consultation regarding what areas of pain I had, to decide on the 

amount of pressure.

3. The masseuse was incredibly good, not only at finding and removing 

knots, but also in giving me both advice on why certain parts of my 

body are tight, as well as information about stretches and treatments 

that can help. She really knew her stuff.

4. It was a real bonus to have access to the relaxation area after the 

treatment. And you can stay as long as you like, with something to 

drink provided. 

5. I would recommend this treatment to anyone with lots of aches and 

pains that need soothing. It’s not cheap but, given the access to the 

facilities, you can easily make a whole afternoon of it.

1. What were your first impressions?
2. What treatment did you receive?
3. How did they compare with those you have received at other spas?
4. What stood out about the service you received?
5. Would you recommend the treatment to others? 

Emily Le Roux
Director at a recruitment firm

1. The welcome, as soon as I arrived, was very warm and friendly. Staff 

took some time to explain the details of the treatment, and were 

careful to recommend the best solutions.

2. My therapist was excellent. She had already been informed that I 

have tense shoulders, mainly from computer work. I received a full 

body relaxation massage, with particular attention to tight shoulders 

and sore calf muscles—from running.

3. I have experienced treatments in the UK, Japan and also while on 

holiday in other parts of Asia, and the treatment was one of the best I 

have had. My therapist applied significant pressure where required, 

and I could really feel the difference during and after the massage. 

She also gave me great advice on how to combat dry skin.

4. I feel that I had a customised body massage, rather than a therapist 

going through a routine. There was a lovely rest area in which 

to change and reapply make-up, with a beautiful selection of 

cosmetics to try.

5. Definitely, especially to people who are experiencing tension, sore 

muscles or fatigue. I think the spa takes a personal interest in its 

customers, and wants everyone to walk out feeling rejuvenated.
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BY DR GREG STORY

T here are a number of common 

structures for giving presentations, and 

one of the most popular is opening, key 

points, evidence and closing. We consider the 

length of the presentation, the audience and the 

purpose of our talk. Then we pour the contents 

into this structure. Generally, in a 30-minute 

speech we can only consider a few key points, so 

we select the most powerful, and then look for 

the evidence that will persuade our audience. 

This is where a lot of presentations suddenly 

snatch defeat from the jaws of victory.

The structural flow is a simple one. The 

analysis of the occasion is straightforward but, at 

this next stage, we can get confused about what 

we are trying to achieve. We might become so 

engrossed in the evidence assembly component 

that we forget the crucial why aspect of this 

effort. We are not here to produce mounds of 

statistics, battalions of bar charts or proffer 

reams of text on a screen. Technically oriented 

presenters love to bludgeon their audience with 

detail, usually forcing the font or scale to be 

so small—in order to fit it on—that it is barely 

visible on screen.

No, the why is all about persuading the 

audience to agree with our conclusion or way 

of thinking. This requires communication skill 

rather than archaeological or archival skill. Line 

charts, pie charts and comparison tables are 

trotted out to do battle with the perceptions 

and biases of the audience. The errors include 

a presentation style in which the actual detail 

is impenetrable, and so is not fully accepted. 

The tendency to imagine that this superb, high 

quality data will stand by itself and not require 

the presenter to do much is another grave error. 

“I don’t have to be a good speaker, because the 

quality of my information is so valuable”, is a 

typical, if somewhat pathetic, excuse.

Another common error is to invest the 

vast majority of the available time for the 

presentation preparation on the accompanying 

slides for the talk. Digging up the data, tweaking 

the detail, creating the charts, arranging the 

order and so on, keeps us quite busy. So busy, 

DELIVERING WITH CLARITY

What we say and how we say it

in fact, that we forget to practice the delivery of 

the talk. We find ourselves peering down at our 

audience, presenting the content for the first 

time while at the podium. We are practicing 

on our audience—and this is definitely not 

best practice.

How should we fix this approach? Some 

examples of evidence are really powerful if 

they are numbers but, instead of drowning our 

audience with too many figures, we can select 

a gripper and use a very big font to isolate 

one number. We then talk about that number, 

explaining what it means. If we want to use 

line charts or trend analysis, then one chart per 

slide is a good rule. We don’t split the visual 

concentration of our audience. We speak about 

the significance of a trend, knowing that our 

audience can see the trend line for themselves.

To improve our communication 

effectiveness, we go one step further, to tell 

stories about these numbers: who was involved, 

where, when and what happened. We recall 

stories more easily than masses of data, so 

the evidence and context are more easily 

transferred. This helps to get us around to 

the why of our talk, the key point we want the 

audience to absorb.

Most important, we practice the delivery 

over and over until we are comfortable we 

have the cadence right. We recall the study of 

psychology expert Professor Albert Mehrabian 

(1939– ), on the importance of not just what 

we say, but how we say it. This includes 

emphasising particular words, adding gestures 

to strengthen key points, engaging our audience 

by using eye contact, allowing pauses so ideas 

can sink in, and reducing distractions so our 

words are absorbed.

Structure, rehearsal, storytelling and 

congruent delivery combine to create a 

powerful success formula for presentations. 

• Audience, purpose, length of 
speech need to be considered

• Stories are more easily 
recalled than data

• Rehearsing delivery, 
persuading audience are key

TRAINING
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R ichard Thornley knows a thing or two about good 

engineering. An engineer by training, he has 

worked for several world-class brands, including 

Rolls-Royce. Living in Japan since 1996, he is representative 

managing director of Bell Helicopter Co. Ltd.

“People who ride helicopters, because they don’t have 

much time, love fast cars”, Thornley said. So what does he 

make of the 2016 Lexus GS F?

Before stepping into the slick new model, he looked under 

the hood. “What a meaty engine”, he said, taking in the GS F’s 

V8, five-litre engine.

“There is not much room left beneath this hood for 

anything else”, he added. “It looks really powerful. And the 

car itself is sportier than I had imagined”.

The GS F’s low profile, and front and side grills caught 

Thornley’s eye as he walked around the car.

“These wheels are fantastic”, he said, pointing out the 

car’s 10-spoke forged alloy wheels. “I’ve never seen anything 

like it”.

As he pulled out from the Westin Hotel in Tokyo’s Ebisu 

district, some passersby gathered to take photos of the car. A 

light purr emerged from the engine as the GS F’s eight-speed 

Sport Direct Shift came alive. Slick in the afternoon sunlight, 

the five-passenger performance sedan moved like liquid blue 

motion into light traffic.

“The seat really hugs you”, he said. “It would hold you 

around any corner. And it feels really low, giving you a real 

connection with the car and road”.

Indeed, the GS F’s driver-inspired cockpit is complete 

with low-set seating designed to place the driver closer to 

the vehicle’s centre of gravity. From the design of the sporty 

steering wheel and paddle shifter, the dashboard displays, 

and even the racing pedals, everything has been engineered 

to connect car and driver as never before.

“The dashboard looks like something from the aerospace 

industry”, Thornley remarked.

According to Thornley, who has experience driving 

Italian, German and Japanese cars, he has had some issues 

PUBLICITY

THE LEXUS EXPERIENCE

Test-driving the 2016 Lexus GS F

Richard Thornley 
test drove the 
2016 Lexus GS F.
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Discover the Lexus driving experience at International Gallery Aoyama; 

explore the Lexus lifestyle at INTERSECT BY LEXUS.

LEXUS International Gallery Aoyama

2-5-8 Kita-Aoyama, Minato-ku, Tokyo

03-5786-2711

www.bit.ly/lexusiga

INTERSECT BY LEXUS-TOKYO

4-21-26 Minami-Aoyama, Minato-ku, Tokyo

03-6447-1540

www.bit.ly/iblexus
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concerning reliability with his Italian model, but German and 

Japanese cars are very competitive.

His relationship with Japanese brands goes back to when 

he was a graduate student in Bath, Somerset. He last sat in a 

Lexus during a test-drive 10 years ago. Has anything changed 

about the Lexus since that experience?

“The styling has changed”, he said. “The navigation system, 

for example, is very big. That screen is huge. And I like the 

carbon weave, too, which I prefer to the old mahogany—it 

feels younger and stronger”.

As traffic was light in the Azabu-Juban area of Tokyo, 

Thornley opened up the throttle even while driving in the 

fuel-saving Eco mode.

“It feels quite lively, and the sound from the exhaust is 

excellent”, he said.

When he reached Takeshiba Pier, just around the corner 

from Hamamatsucho Station, he managed a short burst of 

speed in Sport S mode. “That’s a nice little pick-up. It’s very 

impressive. The car clearly has bags of power”, he said.

With a top track speed of 270kph, the GS F can do zero to 

60 in 4.5 seconds, delivering 467 horsepower.

“When I drive, I usually go long distances, to places like 

Hakuba in Nagano. If I had this car, I could see myself in the 

third lane mostly”, he said.

On this occasion, Thornley settled for the tight bends and 

curves that lead up to the Rainbow Bridge. “Now that is some 

impressive Japanese engineering”, he added. 

PUBLICITY

CULTURE OF DESIGN
Exceptional design is a cornerstone of the Lexus brand. As such, the luxury 
automaker endeavours to support up-and-coming designers and the creative 
community at large.

Now in its fourth year, the Lexus Design Award (LDA) is an international 
competition targeting designers whose ideas could shape a brighter future. This year, 
of 1,232 applications, Lexus selected four finalists under the theme “Anticipation”—
anticipating the needs of people and society. These innovators are paired with 
leading designers in their industry, who help turn their prototypes into reality.

The finalists and their prototypes are then featured as part of the Lexus exhibit 
at the annual Milan Design Week. As the culmination of LDA, one Grand Prix winner 
is chosen. Last year it was Sense-Wear, a line of garments and accessories that 
stimulates all five senses.

And it is no coincidence that Lexus chooses to participate in an Italian design 
event. “We study the fashion sector, looking at high-end Italian designers and their 
stores, to get inspiration”, said Atsushi Takada, general manager of the Lexus brand 
management division.

“Germans and Japanese are very good at making products. But in terms of 
culture and lifestyle, Italian brands are the leaders”, Takada said. That is one reason 

the firm chose to locate its INTERSECT café in Tokyo’s fashionable Aoyama district.
Lexus has recently introduced another aspect of community engagement: Dining 

Out. For this event, the brand sends a Michelin-starred chef to rural Japan, to prepare 
a special menu in collaboration with local housewives and restaurateurs.

At the most recent event—which was held for an exclusive audience on one night 
only—the brand partnered with resident ceramics artisans in Arita, Saga Prefecture, 
to produce exclusive flatware for the night.

“I think all these things are the role of a luxury brand”, 
Takada said. “We have to contribute to culture. Even if 
it doesn’t contribute to our sales immediately, in the 
long term it will benefit our brand image and sales”.

The GS F has a V8, five-litre engine.

Atsushi Takada of the Lexus 
brand management division
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A t the British School in 

Tokyo (BST), we take great 

pride in the outstanding 

examination results achieved 

by our hard-working students, 

and we are equally proud of the 

prestigious list of schools, colleges 

and universities all over the world 

where they have gained hard-

won places. 

However, we also understand 

that academic performance is just 

one element of a much broader 

educational picture. Their strength 

of character, sense of fairness and 

consideration for others, and broad 

range of skills and enthusiasms 

will count for as much as their 

exam results when these young 

people begin to make their way in 

the world beyond school. 

There is no denying that good 

public examination grades offer 

reassuring verification of the 

quality of teaching and learning. 

It goes without saying that schools 

failing to deliver the results that 

their students deserve will quickly 

find themselves exposed, but it is 

equally self-evident that education 

must always mean more than 

exam preparation. At BST we work 

hard to make sure that the children 

entrusted to us are given every 

opportunity to become happy, 

caring young adults: willing team-

players, who are also prepared 

to step aside from the crowd and 

be leaders; intelligent risk-takers 

driven by curiosity and a thirst for 

learning; as well as interested—

and interesting—human beings. 

We argue that we should 

challenge and support our 

students in a way that encourages 

self-confidence and resilience, 

as well as a sense of adventure. 

Underpinning all that we set out to 

do is our deep-seated conviction 

that one of the very worst things we 

can do to children is to fence them 

in with low expectations, which 

hold them back. Young people 

grow in self-belief, derive greater 

personal satisfaction and begin to 

develop real character when we 

expect more from them than they 

expect from themselves. 

Here, within the safety of a 

caring environment, we set our 

students demanding challenges, 

and we are prepared to see them 

fail occasionally. We aim to instil 

in them the confidence to risk 

stepping outside their comfort 

zone. We are happy to afford them 

the privilege of making mistakes 

because mistakes are precious 

gifts to someone who really wants 

to learn. 

It is for this reason that so many 

of our key objectives lie far beyond 

the boundaries of the classroom. 

On the sports field and in the 

concert hall, in the mountains and 

on stage, BST students acquire 

skills, develop interests and face 

challenges that will equip them 

with the attributes they will need 

to thrive in adulthood. 

Through community service, 

cultural exchanges and a wide-

ranging series of residential trips, 

expeditions and educational visits, 

PUBLICITY

they learn how to stand in the 

shoes of others—how to appreciate 

beliefs and values that differ from 

their own. In our extensive work 

experience programme, through 

internships and with the benefit 

of advice from our high-powered 

network of business leaders, expert 

practitioners and professionals, 

our students begin to develop 

a genuine appreciation of the 

demands and delights of the world 

that awaits them when their school 

days are over.

Established more than 25 years 

ago, BST cares for more than 900 

young people aged 3–18. Although 

our curriculum is based squarely 

on the globally respected British 

model—and all instruction is in 

English—we are truly international 

in our outlook, and our diverse 

student body represents 60 

nationalities. To learn more, please 

contact our admissions team, who 

will be happy to arrange a visit. 

admissions@bst.ac.jp 

by brian christian
principal

THE PRIVILEGE OF 
MAKING MISTAKES

Giving young people opportunities

BST students work collaboratively in class.A BST student took part in fieldwork in Cambodia.
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BY JOANNA LUNDT

TIE-UPS TO IMPROVE BUSINESS

Reasons to partner with Team GB and Tokyo 2020

• Reciprocal visits, MOU have 
built ties in relation to Games

• BCCJ committed to support 
partnerships for Tokyo 2020

• Partnerships with Team GB can 
enhance company brand

OLYMPICS

On 9 February, at the British Embassy 

Tokyo, UK Trade & Investment (UKTI) 

hosted a briefing for British Chamber 

of Commerce in Japan (BCCJ) members and 

guests. Bill Sweeney, chief executive of the 

British Olympic Association (BOA), shared 

insights on Team GB—the brand that represents 

athletes from the UK—and partnership 

opportunities ahead of the Tokyo 2020 Olympic 

and Paralympic Games.

In 2015, the Home Office and Japan’s 

National Police Agency signed an agreement to 

contribute to the delivery of a safe Tokyo 2020. 

Close bilateral ties were further cemented on 

8 February, with the signing of a Memorandum 

of Understanding between the BOA and 

the Japanese Olympic Committee. This will 

allow the BOA to use facilities for their pre-

Games training.

David Bickle, president of the BCCJ, said 

the chamber is committed to supporting 

partnerships during the Games by creating 

sustainable opportunities among BCCJ 

members and UK firms. This may be in the 

form of consulting, services, corporate social 

responsibility or brand association.

“The BCCJ’s global sporting events 

mission aims to achieve the best possible 

organisation, business and community results 

before, during and after the events”, he said. 

“The BCCJ’s successful platform for key 

stakeholders—and our events programme—

underpins this mission, supporting maximum 

knowledge transfer between London 2012 and 

Tokyo 2020”.

Sweeney noted that, unlike most other 

government-funded country teams, Team 

GB is independent and privately funded. 

It is, therefore, the BOA’s responsibility to 

acquire support from commercial brands, 

events, licensing and fundraising. As a result, 

explained Sweeney, success is “the strong, 

independent voice for British Olympic sport”.

From 15 medals in Atlanta 1996 (36th in 

the medals table) to 65 medals in London 2012 

(3rd in the medals table), Team GB’s on-field 

performance is going from strength to strength.

The team, said Sweeney, “is inspiring a 

generation”. The Games are the most followed 

sporting event in the UK, and the fan base is 

the most diverse, with equal representation 

among age groups and a split of 54% female and 

46% male.

Partnership opportunities with Team GB—

which has three partnership philosophies—are 

about brands that can make each other better.

First is marketing partnerships. “It’s not 

about whom to get the most money from, but 

about shared value”, Sweeney said, adding that, 

a partnership with Aldi has proved to be of great 

mutual benefit. “Aldi is now the most loved 

marketing brand in the UK … the supermarket 

has a mission to bring healthy produce to 

the people”.

Second is flexibility; partnerships should 

be strategic. “Partnerships with sports brands 

can sometimes result in domination by that 

brand, but Team GB needs to be seen”, he said, 

pointing out the reasons behind unexpected 

tie-ups such as that with furnishings firm DFS, 

which claims to be “supporting the rest and 

relaxation of Team GB athletes” on the road 

to Rio 2016.

Less is more is third. Sweeney said long-

term relationships with partners—beyond 

four years—are important because continually 

building partnerships from scratch places 

a great drain on shared knowledge and 

resources. The BOA, said Sweeney, appreciates 

partnerships that develop value and provide 

long-term assets.

“The creation of digital partnerships are 

equally important”, he added. For example, 

shared social media campaigns via online 

competitions allow Team GB and partners to 

reach a wide audience, providing them with rich 

content, and resulting in increased interaction, 

reach and traffic. “From category exclusivity 

to intellectual property, from exclusive media 

access to bespoke marketing assets, the benefits 

are immense”, he said.

Partner events create value for partners, 

Team GB and fans. Sweeney said concepts such 

as Team GB House, Fan Zones, the Olympic ball 

and the Athletes’ Parade resulted in excellent 

marketing results and huge popularity.

Partners and Team GB can “enhance their 

brand, multiply customer loyalty, improve 

B2B relationships, develop CSR relationships 

and raise national awareness”, said Sweeney, 

adding that potential also exists in two 

sectors not yet represented: banking and 

telecommunication. 

Bill Sweeney of the British Olympic Association

Partnership opportunities 
with Team GB … are about 

brands that can make 
each other better.
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BY JULIAN RYALL

F or several reasons, the 

London 2012 Olympic 

and Paralympic Games 

has gone down as one of the most 

successful in the history of the 

event. Organisation of the sporting 

events was widely praised, athletes 

from the host nation performed 

well, the public were engaged 

and excited, and the sun shone—

mostly. Then, after the athletes, 

spectators and media had gone 

home, work began on the second 

transformation of east London. It is 

this work, protecting the long-term 

legacy of the Games, that has won 

just as much applause. 

With less than five years 

until the opening ceremony for 

Tokyo 2020, the three members 

of the panel examining legacy 

creation and planning strategies 

in Olympic cities have agreed that 

it is critical for steps to be put into 

motion very soon for the legacy of 

the 2020 Games to be ensured a 

similar success. 

“If the sporting events take 

centre stage, then the city is 

the theatre backdrop for where 

everything takes place”, said 

Andrew Altman, co-founder of 

Fivesquares Development, a real 

estate development and consulting 

firm, and former chief executive of 

the London Legacy Development 

Corporation for the 2012 Games. 

“This is an unrivalled opportunity”.

Addressing the Urban Land 

Institute Asia Pacific Summit 

in Tokyo in June 2015, Altman 

explained that, “the legacy of the 

Games in London was fundamental 

to the very DNA of how everything 

was organised in London. We had 

to have integration of the policy 

framework, the financial framework 

and the institutional framework, all 

set up in the correct way to ensure 

the legacy would be a success.”

In truth, the redevelopment of 

east London was the culmination 

of a 40-year project that was 

designed to improve public 

facilities and housing, at the same 

time as enhancing the city’s global 

competitiveness. Since the fixed 

date for the opening of the Games 

served as the deadline for the 

completion of all the work, hurdles 

previously in the way of the 

region’s redevelopment needed to 

be overcome swiftly. And, indeed, 

a way around each one of the 

roadblocks was found.

The transformation of 243 

hectares of largely brownfield 

industrial sites into the stunning 

Olympic Park in the space of 

seven years is nothing short of 

“remarkable”, Altman agreed. 

And for Altman’s organisation, 

planning took place back-to-

front, with the prime emphasis 

on identifying which sporting 

facilities would be retained after 

the event, how the athletes’ village 

subsequently would be turned into 

public housing, as well as which 

public transport facilities would 

TOKYO LEARNS FROM 
EAST LONDON REVAMP 

Real estate expert shares Games legacy

• Legacy creation plans critical 
to Tokyo 2020 project

• Games venues turned into 
housing, facilities after 2012

• Rise of Tokyo in global index 
expected as result of Games

REAL ESTATE

Queen Elizabeth Park in east London was transformed following the 2012 Games.
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GAMES MAY HELP DEVELOP TOKYO WATERFRONT

The transport infrastructure 
required for the Tokyo 2020 
Olympic and Paralympic Games 
is already largely in place—a 
legacy of the city having hosted 
the 1964 Games—so the impact 
of the event will be slightly 
different to that of London. That 
is according to Hiroo Ichikawa, 
professor of urban policy and 
planning at Meiji University and 
executive director of The Mori 
Memorial Foundation.

Yet four years before the eyes 
of the world are focused on Tokyo 
for the largest sporting event 
Japan is to host to date, little 
debate has taken place over what 
the legacy of the Games will be, 
he added.

“The legacy remains a very 
popular idea, but not many people 
have given a great deal of thought 
to what it should be yet”, Ichikawa 
told BCCJ ACUMEN. He is a 
member of the Tokyo Metropolitan 
Government’s Council for 
International Promotion, advising 
on the future shape of the city.

“In London, there was a 
dramatic change in the urban 
space and landscape of east 
London, with many improvements 
in the industry of the city and its 
facilities”, he added.

“But Japan is not yet at the 
point where we have started that 
discussion”, he said. “I hope those 
discussions will be held after the Rio 
de Janeiro Games later this year”.

Nevertheless, Ichikawa said 
the Games coming to town are 
an “excellent opportunity” to 
redevelop the Harumi waterfront 
district of the city. Largely derelict 
today, the artificial island east of 
Ginza will be the location of the 
athletes’ village, and subsequently 
be turned into private apartments.

Equally, he hopes the Games 
will have an impact on the green 
space in the city.

A gauge of just how far Tokyo 
has come as an international 
city will be the results of future 
rankings in the Global Power City 
Index, Ichikawa said.

“The index ranks a city 
according to Economy; 
Research and Development; 

Cultural Interaction; Liveability; 
Environment; and Accessibility”, he 
explained. “London overtook New 
York after the changes introduced 
for the 2012 Games, and has 
held on to that position ever since. 
Tokyo is currently officially in fourth 
place, but I believe it is already 
ahead of Paris in third place”, 
he added.

“I think that with improvements 
in accessibility and cultural 
interaction, Tokyo can climb to 
second place around the time of 
the Games, and that will be a strong 
legacy of the city’s urban policies”.

The silver medal, behind 
London’s gold, would still be an 
achievement of which to be proud, 
Ichikawa believes.

be dismantled and temporary 

sporting facilities transformed into 

additional flats.

The location of the basketball 

stadium, for example, has been 

repurposed for 1,000 units of 

affordable housing, while the vast 

global media centre has been 

turned into a base for research 

and technology start-ups. 

Meanwhile, the spectacular 

main stadium, used for the 

opening and closing ceremonies, 

has been tweaked, and is to 

become the new home of West 

Ham United Football Club.

“We had a very clear schedule, 

but we had to include the bottom 

line of legacy planning from the 

very start”, Altman said. “It could 

not be an afterthought; it had 

to be considered from the very 

beginning”.

As a consequence, 75 pence 

in every £1 spent on the entire 

project went to long-term 

projects. But the financial returns 

are not immediate, Altman 

pointed out.

“We had a lot of discussions 

with the British government and 

we explained that there would not 

be any immediate returns on the 

public money that was being spent 

for the Olympics”, he said. “The 

returns would be 20 or 30 years 

in the future, with an increase in 

residents to a part of the city that 

is now more attractive—and more 

tax revenue. Those things are only 

felt over time”.

And so it has proved. Property 

prices in the district immediately 

around the Olympic Park have 

soared 60% since 2005.

With not a great deal of time 

left until Tokyo 2020, and given the 

scale of the task at hand, Altman 

said organisers need to be devising 

specific plans for the footprint that 

will remain after the final curtain 

comes down. 

REAL ESTATE

A Queen Elizabeth Park Boat Tour operates in the east London area.
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In the UK, finances permitting, 

most people would buy a 

building or complex of flats 

for investment, rather than for 

personal use. That, however, is 

not the case in Japan. In Tokyo, 

flats of about 70m2, with a price 

often exceeding ¥70mn, are in 

great demand. Besides those who 

might let the space for use as 

offices, property purchasers are 

not likely to rent for the purposes 

of investment. Their capital 

return, if any, therefore is limited 

generally to the cash they receive 

on selling the property. Even so, 

many Japanese tend to use that 

capital to purchase another long-

term home.

The central Tokyo market for 

flats, particularly around Tokyo 

Bay, is competitive and attracting 

the interest of Japanese as well as 

foreign high-net-worth individuals 

(HNWI), especially from other 

Asian countries. Since these HNWI 

do not consider the property as 

a long-term home, they pay a 

high price and expect to make a 

profit when they eventually sell 

the property. 

Moreover, not only are the 

prices of these Tokyo flats lower 

than those of high-grade flats in 

Hong Kong and Singapore, but 

HNWI are attracted by the yen’s 

depreciation as the government 

targets inflation, and the economy 

is expected to pick up ahead of 

the Tokyo 2020 Olympic and 

Paralympic Games.

Remarkably, HNWI from 

other Asian countries seem not 

to focus on possible returns from 

rental income. Even though they 

purchase property solely for the 

purpose of investment, some 

investors believe that letting the 

property would damage its future 

value, and that a unit should 

remain vacant to ensure its 

good condition. 

Even considering the rapid 

yield compression over the past 

two or three years, in central 

Tokyo the current average 

net yield for investments in 

rental flat complexes is 4–4.5%. 

By comparison, the net yield 

generally would be under 4%—or 

even under 3%—for the affordable 

letting of individual flats.

Domestic investors, meanwhile, 

tend to seek income gains and 

stability from rental revenue, rather 

than future capital gains, when 

they buy real estate, including flat 

complexes. A low net yield is the 

reason such flats in central Tokyo 

are not a popular investment 

option for domestic investors, 

although they are for HNWI from 

other Asian countries. 

Tourism impact
While there is a low net yield 

from the central Tokyo market 

for flats, profits can be expected 

from investing in flats for use 

as hotel accommodation. This 

may be possible in Japan if the 

relevant regulations are met, and 

permissions and neighbourhood 

consensus are obtained. 

Investors, boosted by the 

increasing number of foreign 

tourists, are therefore eyeing hotel 

properties. The hotel business is 

recovering well, in Tokyo as well 

as in most of Japan’s major cities. 

The average daily occupancy 

rate currently in both Tokyo and 

Osaka’s hotels is said to be more 

than 80%. In addition, besides 

the more numerous tourists, 

their longer stays also are helping 

rejuvenate the hotel business.

Particularly interesting is the 

fact that investors can expect a 

INDUSTRY–REAL ESTATE

high net yield on investment in 

flats for hotel use in locations 

outside these two main 

urban centres.

In the past, with the Japanese 

mostly preferring short, domestic 

trips, investment was not a 

motivation for people to buy flats 

in resort areas. Rather, they used 

the flats themselves or for friends 

and relatives. Now, however, the 

Japanese are increasingly realising 

that these flats could see greater 

occupancy were they let to the 

growing number of foreign tourists. 

On Airbnb websites, 

accommodation in famous resort 

areas has an expected monthly 

revenue similar to that in central 

Tokyo. While depopulation is 

the main threat to investment 

in residential properties outside 

Tokyo, hotel flats would not face 

this issue—unless the number 

of tourists falls. In fact, in some 

regions, flats are undervalued 

if one considers the return on 

investment were they used for 

tourists. Thus, were an area’s initial 

investment cost one-tenth that 

of Tokyo, and the revenue return 

half that of Tokyo, it would be 

considered a good investment. 

The net yield would easily 

exceed 5%, even considering the 

cost—management contract—of 

operating flats as a hotel. In this 

market, domestic investors and 

HNWI from other Asian countries 

eye the investment property 

similarly. 

by takashi nakazawa
japan valuers co., ltd.

MARKET GROWTH

Economy and tourism bring opportunities

• Buying for personal use, rather 
than to let, common for Japanese

• Asian investors in particular 
finding Tokyo market attractive

• Good yields possible by using 
flats as hotel accommodation
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Housing Japan is a real estate firm that helps home renters, buyers and investors find 
the right property in Tokyo. We provide comprehensive brokerage services, together 
with our own technology platform, to make the process of buying, selling or renting in 
Tokyo smooth, smart and stress-free.

Housing Japan
CR Kamiyacho Bldg. 7F

1-11-9 Azabudai
Minato-ku, Tokyo 106-0041

Mitsuo Hashimoto, president
03-3588-8860

info@housingjapan.com
www.housingjapan.com

AREAS OF EXPERTISE

Housing Japan assists with everything you need, from searching, inspecting and 
comparing properties to moving in. In addition to helping with all the paperwork 
required, we can assist with tax, legal issues and the arrangement of local 
property services.

The NSR Group is a Japanese- and US-owned global entity that provides a wide 
range of professional services. We offer worldwide staff augmentation with a 24-hour 
commitment to our clients. In addition, we offer translation and language services, 
localisation for mobile applications, and electronics product design engineering 
support services.

NSR Japan Co., Ltd.—NSR Group
Nagoya Fushimi Square Bldg. 4F

1-13-26 Nishiki Naka
Nagoya, Aichi Prefecture 460-0003

Hiro Shinohara, chief executive/president
052-218 -882

info@nextsr-j.com
www.nextsr-j.com

AREAS OF EXPERTISE

We can offer country-to-county human resources, and talent with multinational as well 
as multilingual backgrounds and skills.

Each service programme is customised for the client’s specific needs and business 
situation. We offer human resource solutions for your business.

Our focus is 100% on the delivery of a high-quality service according to the client’s 
business needs in the required time, budget and location.

Our unique international database and network helps us to locate qualified candidates 
very efficiently.

Please contact us for customised information package or service proposals.

In over 50 years, we’ve come a long way. 

The Crown Worldwide Group firms all share a common quality—the experience 
and insight to accomplish anything, from the complex to the routine.

Crown World Mobility provides strategic assignment management and Crown 
Relocations complete relocation services for multinationals and government 
organisations. Crown supports employees on the assignment and relocating 
of private individuals. 

Crown Records Management is a significant force in corporate information 
management. Helping clients maximise the value of their corporate memory, 
Crown manages secure archiving and retrieval of information in physical and 
electronic format.

Further divisions encompass storing and managing wine collections, project 
management of oil and gas equipment, hotel refurbishments, and warehousing 
and distribution of luxury goods.

The Crown Worldwide Group, headquartered in Hong Kong, was established 
in 1965 in Japan. We have over 265 locations in almost 60 countries.

Crown Worldwide Group
Teiken Tokyo Bldg. 2F

2-17-13 Takanawa
Minato-ku, Tokyo 108-0074

Dennis Muldowney, general manager
03-5447-2301

tokyo@crownrelo.com
www.crownworldwide.com
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Quintessentially Lifestyle & Travel is a global private and corporate concierge. Whether 
it is for business or pleasure, our private membership and corporate services are 
designed to cater for our members’ preferred level of assistance, and tailored to their 
personal requirements.

Quintessentially Lifestyle
Level 15, Cerulean Tower 
26-1 Sakuragaoka-cho

Shibuya-ku 
Tokyo 150-8512 

Noriko Ogawa, chief executive
03 4589-9410

qjapan@quintessentially.com
www.quintessentially.com

AREAS OF EXPERTISE

From last-minute restaurant reservations, bespoke travel itineraries, and opera 
and theatre tickets, to meeting, incentives, conference and exhibition services and 
corporate events, we can help.

Communion is a communications agency that provides media and influencer relations, 
events, advertising and social media services to select brands from the fashion and 
luxury industries. Boasting a spacious showroom in Aoyama, Communion’s young, 
internationally minded team is proud to serve a select group of prestigious brands 
including Cartier, Ferrari, Vivienne Westwood, Michael Kors, La Maison du Chocolat, 
Seiko, BCBGMAXAZRIA, Kiehl’s, Melissa, Louis XIII, Ardbeg, The Woolmark Company 
and Jawbone.

Communion
5-4-30 Minami-Aoyama

Minato-ku
Tokyo

Martin Webb, chief executive
03-5468-5278

info@communion.co.jp
www.communion.co.jp

AREAS OF EXPERTISE

• Fashion PR
• Influencer marketing
• Media planning and buying
• Social media operations
• Event planning and production
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One of Japan’s top 

buzzwords in 2015 was 

bakugai. The term, 

which means explosive buying, 

was coined to describe record-

level shopping sprees of inbound 

Chinese tourists.

The amount of this frenzied 

spending is staggering when 

compared with outlays of tourists 

from other countries. On each trip, 

Chinese visitors spend, on average, 

more than ¥285,000 per person, 

according to the Consumption 

Trend Survey conducted during 

the second quarter of 2015 by the 

Japan Tourism Agency. In contrast, 

the average spent, per person, by 

other foreign visitors is ¥177,428.

Driving the feverish 

consumption across the retail 

spectrum—from cheaper, everyday 

goods to high-end luxury items—is 

a lack of access to many of the 

products at home. Furthermore, 

due to the Chinese tax system and 

favourable exchange rates, many 

goods are often far cheaper in 

Japan than are the equivalent or 

similar products in China.

Adding to the appeal of 

Japan as a tourist destination 

are close geographic proximity, 

a safe and clean environment, 

a lower customs tax rate, eased 

visa restrictions and excellent 

customer service.

Eagerness—on the part of 

retailers—to provide tourists 

with an exceptional shopping 

experience is driving the hottest 

trend in retail recruitment at 

present. For the past two years, 

we have observed unprecedented 

numbers of requests from all 

over the country for bilingual 

sales associates who are fluent 

in Japanese and Mandarin, and 

have local retail experience. 

Demand for these candidates has 

risen—and continues to rise—

across the board, from high-end 

international retailers to smaller 

local businesses.

The issue for retailers is finding 

these candidates, of whom 

there is a very small talent pool. 

Frequently, candidates we find 

who speak Asian languages, in 

addition to Japanese, have come 

to Japan as part of a study abroad 

arrangement. They are often 

seeking opportunities in Japanese 

firms, which may then act as a 

bridge between operations in 

Japan and their home countries.

These expat candidates are 

unlikely to seek retail work, which 

is more often sought by local 

workers who are passionate about 

the industry. This means there is 

a very limited pool of candidates 

from which to draw and, from a 

recruitment perspective, securing 

them has become very difficult.

Those who possess the skills 

required, therefore, can be much 

more selective about the employer 

they choose. As a result, we are 

observing a lot more opportunity 

for movement in the market, 

opening a window for workers to 

secure modest increases in salary: 

the standard is 10%.

While luxury international 

retailers and high-end brands 

may offer candidates additional 

benefits, such as clothing 

allowances and employee 

discounts on products, their 

operations are often on a much 

smaller scale than businesses with 

headquarters in Japan. In addition 

to having larger operations, 

Japanese firms are more likely to 

attract candidates seeking a long-

term relationship.

Multinational businesses 

headquartered in Japan, 

meanwhile, are likely to hire 

international or bilingual students, 

INDUSTRY–RETAIL

and offer them training and 

development programmes that will 

help them launch a career.

The shopping sprees of 

Chinese tourists may be the most 

publicised, but the demand for 

retail talent is not exclusively for 

speakers of Mandarin. As Japan 

prepares for the Tokyo 2020 

Olympic and Paralympic Games, 

increasing promotion of the 

country has created a global influx 

of tourists.

The combined effect is a more 

optimistic hiring market across 

what has generally been seen 

as a struggling sector, forced to 

cut costs to razor thin margins, 

and besieged by increasingly 

tough competition from the 

e-commerce industry. Rising to 

these challenges, retailers are 

looking for professionals, such 

as merchandisers and store 

operations managers, who can 

improve efficiency and increase 

the revenue of local businesses.

As many brick-and-mortar 

retail businesses now have online 

shops, they are competing, in 

terms of sales revenue and talent, 

with e-commerce firms that are 

solely online. Merchandisers, 

operations managers and store 

managers will be able to command 

above-average salary and bonus 

levels due to their role as key 

players in driving sales revenue.

We expect the retail landscape 

to continue to be very interesting 

and endure a lot of movement. 

by cindy liu
michael page

CHINESE TOURISM  
DRIVES BILINGUAL NEEDS

Recruiters aim to fill new sales roles

• Demand for sales associates 
fluent in Japanese and Mandarin

• Qualified candidates can be 
selective about employer

• Greater optimism and movement 
in retail hiring market

Eagerness—on the part of 
retailers—to provide tourists with 

an exceptional shopping experience 
is driving the hottest trend in retail 

recruitment at present.
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by michael bauld

I find it pleasantly surprising 

how many former Japan 

Exchange and Teaching (JET) 

Programme participants I meet in 

my daily life; two of my colleagues 

and one of my neighbours were 

on the programme. When I was 

young, the thought of working in 

another country was a completely 

alien concept—who would want 

to do that? I often used the excuse 

that I would never work abroad 

as a reason not to study in French 

class: a regret I am reminded 

of when those around me use 

the language.

In hindsight, such an attitude 

grew from a narrow view of 

the world, and it was the JET 

Programme that was instrumental 

in widening it.

After reading European 

medieval and East Asian history 

at the University of Edinburgh, 

one of my tutors suggested I 

consider the JET Programme as 

an option after graduation. My 

interest in Japan had been growing 

for years, and my curiosity was 

starting to displace my long-held 

caution. When I got the acceptance 

letter from the programme, the 

“new me” was already yearning 

to go.

My placement as an assistant 

language teacher (ALT) in 

Mizusawa City, Iwate Prefecture, 

was not what I had imagined, 

since it is a rural area and perhaps 

more traditional than the country’s 

metropolitan centres. Yet, because 

I had lived in the countryside for 

a large chunk of my life, I was 

not as shocked by the setting as 

were others. It allowed me to 

become involved in the life of 

my new community in a way that 

programme participants in much 

larger cities could not.

As was the case for many on 

the programme, being an ALT 

was my first full-time job, and an 

incredible learning experience. 

The three years I spent teaching 

enabled me to gain a great deal: 

from how to present complex 

information in a simple way—the 

WHERE ARE THEY NOW?

From caution to commitment: finding a global view

essence of teaching—to cultivating 

good professional relationships 

with colleagues, despite language 

and cultural barriers. The skills 

which I acquired became the 

foundation for many that I 

continue to develop.

After returning to Edinburgh 

in 2009, I began working in 

marketing and then moved into 

fundraising, which I currently 

do for the National Trust for 

Scotland, a conservation charity. 

The voluntary sector relies on the 

support of people who understand 

why a cause is important, and my 

role largely involves conveying the 

value of the charity to the wider 

public. What better preparation for 

this than encouraging high school 

boys, at a rural agricultural school, 

that English is a valuable skill for 

their future?

On my return home, I was 

not the same person who had 

left in 2006. I met my amazing 

wife, made incredible global 

friendships, and achieved my goal 

of studying Japanese to right the 

wrong I had started in French class 

years earlier. In many ways, the 

programme has helped widen my 

view of the world and of my future 

in it.

Even though my job is 

not international in scale, I 

keep a global perspective by 

volunteering as chair of the JET 

Alumni Association Scotland, 

which I joined in 2011. It is a 

fantastic group of hard-working 

volunteers, who have become my 

firm friends. Together we have 

run photographic exhibitions, 

organised Japanese lessons 

and cultural events, and helped 

host a reception at the Scottish 

Parliament.

Being part of the alumni 

community is the final great 

benefit for participants, whether 

or not they join one of the many 

alumni associations in the UK. 

I feel privileged to be part of the 

global network of a programme 

that, at the prime age of 30, shows 

no sign of slowing down. 

JET

Now in its 30th year, the Japan Exchange and Teaching (JET) Programme 
has welcomed more than 62,000 people from 65 countries to deliver 
grassroots international exchange between Japan and other nations. 

This column features former JET Programme participants who keep the 
idea of fostering mutual understanding firmly at heart.

Michael Bauld with members of the Mizusawa City International Centre
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W ith some 550 newly curated 

exhibits, including iconic pieces 

commemorating UK–Japan 

relations, the Toshiba Gallery of Japanese Art 

has re-opened its doors at the Victoria and 

Albert Museum (V&A) in London, one of the 

world’s premier museums for art and design.

The refurbished gallery, which was 

re-opened on 4 November 2015, showcases 

craftsmanship and artistry from ancient and 

modern Japan. Items include:

• a boy’s kimono, bearing images of Mt. Fuji 

and Tower Bridge, celebrating the first 

airplane flight from Japan to Europe that 

landed in London in 1937

• the first Walkman, made by Sony 

Corporation in 1979; an experimental image 

of celebrated novelist Yukio Mishima, taken 

in 1961 by photographer Eikoh Hosoe

• gravity-defying shoes inspired by geta 

(wooden clogs), by master craftsman and 

shoe designer Noritaka Tatehana.

Speaking to BCCJ ACUMEN about the 

refurbishment, Rupert Faulkner, senior curator 

of Japan at the V&A, said the museum’s Toshiba 

Gallery is the UK’s “most important showcase 

for Japanese art and design”.

“It has been a key hub for the promotion of 

understanding of Japanese culture in the UK, 

and attracts visitors from all over the globe”, 

said Faulkner, adding that it was the venue of 

the Return Banquet hosted by the Emperor and 

Empress of Japan during their visit to the UK 

in 2007. 

An example of the gallery’s Anglo–Japanese 

links is Kitty and the Bulldog, a display 

Art & design,  

old & new
V&A tribute to icons of ancient & modern Japan

CUSTOM MEDIA

PHOTOS: © VICTORIA AND ALBERT MUSEUM, LONDON

CULTURE

Suit of armour in Haramaki style, 19th century
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exhibited in 2012. Nine Lolita outfits were 

showcased, including examples referencing 

Alice in Wonderland, Goth and Glam Rock and 

punk festivals.

The gallery was established in 1986 with 

funding from the Toshiba Corporation. 

According to Noriaki Hashimoto, corporate vice-

president of Toshiba Corporation, “The Toshiba 

Gallery of Japanese Art has, since 1986, offered 

people from around the world a showcase for 

one of the world’s finest collections of Japanese 

art and design. All of us at Toshiba hope that the 

newly refurbished gallery continues to fascinate 

visitors to the V&A and to strengthen ties 

between Britain and Japan”. 

Among the artefacts are a TV set and alarm 

clock  in the shape of an astronaut’s helmet, 

designed after the first moon landing, and 

a Hello Kitty kettle. Lacquerware, ceramics, 

textiles, metalwork, paintings, posters and 

illustrated books are also on display. 

Highlights include the intricately decorated 

Mazarin Chest, from around 1640, that 

according to the V&A, is “one of the finest pieces 

of Japanese export lacquer to have survived 

from this time”. There is also a life-size, life-like 

figure—known as an iki-ningyo (literally, a living 

doll)—of a samurai dressed in armour, which 

dates from the mid-1800s. 

The oldest object among the exhibits is a 

round-bottomed stoneware jar, of the kind 

buried with the dead for their use in the afterlife, 

from the period ad 500–600.

According to the V&A, refurbishment 

of the gallery was undertaken as part of the 

museum’s FuturePlan: an ongoing project to 

create beautiful, contemporary settings for its 

internationally renowned collections. 

CULTURE

The Mazarin Chest, c. 1640  

Sweet Lolita of “Baby the Stars Shine Bright”, 
Tokyo, 2011–2012 

Boy’s kimono commemorating first aeroplane 
flight from Japan to Europe, 1937 

Hello Kitty Kettle, T-fal, Japan, 2013 Heelless shoes by Noritaka Tatehana, 2014 

Pair of geta, 1930-40 
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ARTS
1

UNTIL 10 APRIL

Sagamiko Illumillion 

The Kanto region’s largest festival 

of light, the event takes the UK 

as its theme this year, its seventh 

anniversary. Illuminations will 

feature Buckingham Palace, an 

English garden and Paddington 

Bear. A range of British cuisine 

will be available.

Sagamiko Resort Pleasure Forest
1634 Wakayanagi, Midori-ku

Sagamihara-shi, Kanagawa 

5pm–9:30pm (last admission 9pm)

Adults: from ¥800 

(evening admission) 

»www.sagamiko-resort.jp/

illumillion

042-685-1111

◉ Free tickets
We are giving away two pairs of 

tickets to this event.

2

UNTIL 10 APRIL 

Leonardo da Vinci—Beyond 

the Visible 

This exhibition marks the Japan 

debut of Leonardo da Vinci’s 

celebrated work, Madonna of the 

Yarnwinder, on loan from the 

Duke of Buccleuch via the Scottish 

National Gallery in Edinburgh. 

Beyond the Visible celebrates 

150 years of diplomatic relations 

between Japan and Italy.
ARTWORK: Madonna of the Yarnwinder, 
Leonardo da Vinci, c. 1501
© THE BUCCLEUCH LIVING HERITAGE TRUST

UK EVENTS IN JAPAN
COMPILED BY 
KIYOKO MORITA

Edo-Tokyo Museum
1-4-1 Yokoami

Sumida-ku, Tokyo 130-0015

9:30am–5:30pm  

(7:30pm on Saturdays) 

Last entry 30 minutes prior to close 

Adults: from ¥1,450

»www.davinci2016.jp

03-3626-9974

◉ Free tickets
We are giving away five pairs of 

tickets to this exhibition.

3

4–14 APRIL

We Are All Stars

A selection of photos by 

internationally renowned British 

artist Chris Wainwright, this 

showcase focuses on the aftermath 

of the Great East Japan Earthquake 

and Tsunami, and its lasting 

effects on places and people in 

the region. We Are All Stars is 

the result of a collaboration with 

musician, director and composer 

Cathy Milliken. 
© CHRIS WAINWRIGHT

Nihonbashi Institute of 
Contemporary Arts
Publicus x Nihonbashi B1

13-1 Odenmacho, Nihonbashi

Chuo-ku, Tokyo 103-0011

10am–6pm

Free

»http://events.arts.ac.uk/

event/2016/4/4/We-Are-All-Stars-

Exhibition/03-3663-0518

1

2

3
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◉
To apply for free tickets or gifts, please send an email with 

your name, address and telephone number by 31 March to: 

coordinator@custom-media.com.

Winners will be picked at random.

4

4–25 APRIL 

The Mystery of Edwin Drood 

This musical is based on the 

unfinished Charles Dickens novel 

of the same name. It debuted 

in 1985 as part of the New York 

Shakespeare Festival, and won 

five Tony Awards, including Best 

Musical and Best Leading Actor. 

Written with multiple endings, 

a vote by the audience will 

determine the conclusion. 

Theatre Creation 
1-2-1 Yurakucho

Chiyoda-ku, Tokyo

Various show times

Adults: from ¥9,000 

»www.tohostage.com/edwin/ 

03-3591-2400

5

9 APRIL 

Sir Neville Marriner with Academy 

of St Martin in the Fields 

Born in 1924 in Lincolnshire, 

Sir Neville Marriner CH CBE is the 

life president of the Academy of 

St Martin in the Fields. Together, 

they are renowned for the 1984 

film Amadeus, which won eight 

Academy Awards including Best 

Sound. This will be their last 

Japan tour.
© MARK ALLAN

Tokyo Opera City Concert Hall
3-20-2 Nishi-Shinjuku

Shinjuku-ku, Tokyo

2pm

Adults: from ¥18,000

»www.pacific-concert.co.jp/

concert/view/503/

03-3552-3831

◉ Free tickets
We are giving away three pairs of 

tickets to this performance.

6

FROM 16 APRIL

Youth 

Starring Sir Michael Caine CBE 

and Rachel Weisz, this comedy 

drama film tells the story of a 

retired orchestra conductor who 

receives an invitation from Queen 

Elizabeth II to perform at the 

birthday celebrations of Prince 

Philip, The Duke of Edinburgh.
© 2015 INDIGO FILM, BARBARY FILMS, PATHÉ 
PRODUCTION, FRANCE 2 CINÉMA, NUMBER 9 
FILMS, C-FILMS, FILM4

Wald 9 Cinema Shinjuku  

(among other locations)

Shinjuku-sanchome East Bldg. 9F

3-1-26 Shinjuku

Shinjuku-ku, Tokyo

Various show times 

Adults: ¥1,800 

»http://gaga.ne.jp/grandfinale/

03-5369-4955

◉ Free tickets
We are giving away five pairs of 

tickets for the preview on 5 April.

6

5

4
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COMMUNITY

1  |  BCCJ EVENT
Alison Beale, British Chamber of Commerce in 

Japan (BCCJ) Executive Committee member, 

Neil Snowball, chief operating officer of England 

2015, and Lori Henderson MBE, BCCJ executive 

director, attended “Rugby World Cup—The 

Community Legacy” in Minato Ward on 

25 February (see page 22).

2  |  BCCJ EVENT
Keiko Hirayama of Google, David Bickle, BCCJ 

president, and Lori Henderson MBE, BCCJ 

executive director, attended “Diversity Beyond 

Gender: the Family Friendly Workplace” at 

Roppongi Hills Mori Tower in Minato Ward on 

29 February.

3  |  TRADE
West Midlands delegates on a trade mission 

to Japan led by David Mulholland (centre), UK 

Trade & Investment Japan’s marketing officer, 

attended a networking reception at the British 

Embassy Tokyo on 1 March.
PHOTO: FRANCESCA HENRIQUES

4  |  EMBASSY
Olympic medal winner Koji Murofushi, 

Lord Coe CH KBE, chairman of the British 

Olympic Association and former chairman 

of the London Organising Committee of the 

Olympic and Paralympic Games, and British 

Ambassador to Japan Tim Hitchens CMG 

LVO attended the event, “London’s Olympic 

Legacy and lessons for the future”, at the 

British Embassy Tokyo on 8 February.

5  |  LGBT
BCCJ member company Hogan Lovells hosted 

a panel discussion “The Changing Landscape 

of LGBT Rights in the Legal Workplace” at their 

office in Chiyoda Ward on 23 February.

1

2

3

4 5

UK–Japan events
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COMMUNITY

6  |  FASHION
Franki Aston organised an exhibition of 

rare kimono and associated accessories at 

West Kirby Library, Merseyside, in February 

(see page 8).

7  |  EDUCATION
Secondary-age students of The British School 

in Tokyo (BST) took part in a residential trip to 

Hakuba, Nagano Prefecture, on 26–29 January.

8  |  SPORT
Members of the BST swimming team, which was 

placed second at the Kanto Plains Swim Meet in 

Tokyo on 7 February.

9/10  |  FUNDRAISER
Dancers and singers performed at the Black 

Card Cabaret 2016—A Night in Hollywood, 

in support of Refugees International Japan, 

at the Shangri-La Hotel, Tokyo on 5 February.

6 7 8

109
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by ian de stains obe

MONKEY BUSINESS

What does 2016 hold for Abe and Cameron?

IF YOU ASK ME

W ith the start of the 

lunar New Year on 

8 February, we are 

now in the Year of the Monkey, 

the ninth of the 12 animals in 

the recurring 12-year cycle of 

the Chinese zodiac. According 

to Chinese astrology, each year 

is also associated with one of the 

five elements: metal, water, wood, 

fire or earth. The element and 

sign combinations recur every 

60 years, and both the sign and 

element of your birth year are 

said to affect your personality and 

destiny. This year is that of the 

Fire Monkey.

People born in the Year of the 

Monkey are generally considered 

to be witty and intelligent 

with magnetic personalities. 

However, the combination of 

mischievousness, curiosity and 

cleverness can make them appear 

to be naughty; they are masters of 

practical jokes.

Some notable people born in 

the Year of the Monkey include 

Leonardo da Vinci, Federico 

Fellini, Sir Mick Jagger, George 

Lucas and Diana Ross. Julio 

Iglesias is also a Monkey, as were 

Gustav Mahler, Aubrey Beardsley 

and Dame Elizabeth Taylor DBE.

Most astrologers hold that 

a monkey year is one in which 

anything can happen: “Things 

will get accomplished, but largely 

through personal and individual 

efforts.” That may be of some 

comfort to Prime Minister Shinzo 

Abe as he heads towards the 

Upper House election, expected 

in July. He must be hoping for 

some of the monkey magic to rub 

off as Abenomics lately has taken 

something of a bashing.

Recently released figures 

show that GDP fell 1.4% in the 

last quarter of 2015, and the 

Bank of Japan’s January move to 

introduce negative interest rates 

has also led to a rise in the yen 

and a fall in stocks. The Nikkei 225 

plunged dramatically to below 

the 15,000-point level before 

rebounding but, even then, it 

closed at a level far lower than it 

had last year, at 19,033.

Critics say this is a clear 

indication that Abenomics 

is turning out to be a failure. 

Kyodo News recently reported 

on a survey that showed the 

support rate for Abe’s cabinet 

had fallen 7 percentage points 

to 46.7% compared with the 

previous month.

However, this may not be 

entirely due to dissatisfaction over 

Abe’s economic policy. At the end 

of January, Akira Amari, minister 

of state for economic and fiscal 

policy, relinquished the post after 

allegations of graft made against 

him and his aides. Meanwhile, 

in February, Kensuke Miyazaki 

of the Liberal Democratic Party 

resigned after admitting to having 

had an affair while his wife—also 

an LDP Diet member—was about 

to give birth.

Prime Minister David Cameron, 

too, must be hoping the stars are in 

alignment as he has signalled the 

countdown to the UK referendum, 

on 23 June, to determine whether 

the country remains in the 

European Union (EU). Cameron 

made the announcement after his 

return from a marathon summit 

in Brussels, where he claimed to 

have negotiated “special status” for 

the UK in the EU. The unanimous 

agreement came after two days 

and nights of talks during which 

European leaders resisted the 

major reforms Cameron was 

seeking. But, in the end, Cameron 

said he was satisfied and could 

now campaign to persuade the 

British people to remain in a 

reformed EU. He cited a seven-

year “emergency brake” on 

welfare payments to EU migrants, 

and said that Britain would 

be “permanently out of ever-

closer union”.

However, Cameron’s battles are 

really just beginning. While he may 

feel that he triumphed in Brussels, 

at home he faces the Eurosceptics 

of the Conservative Party and a 

hostile tabloid press that is largely 

calling for what is being termed 

a Brexit.

Opinion polls are divided and 

suggest that the British public 

is precariously balanced on 

whether to stay in or to leave the 

EU. One of Cameron’s closest 

friends and allies, Michael Gove, 

justice secretary, has said he will 

support the UK leaving the EU, 

as has Boris Johnson, mayor of 

London. Meanwhile, leading 

figures from some of the country’s 

largest FTSE 1000 companies 

have signed a letter supporting 

Cameron’s position.

The Year of the Monkey is a 

time for taking risks, a year when 

“inventive minds, sheer guts and 

bravado will win out”. Cameron will 

be hoping that his Brussels “special 

status” deal will fit the bill. 

2016 is the Year 
of the Monkey.
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BY IAN DE STAINS OBEBOOK REVIEW

This is a big, brash, boastful 

book filled with every kind 

of record you can imagine—

and many you can’t—but 

which make for fascinating, if 

sometimes unbelievable, reading. 

Guinness World Records 2016 

marks the 62nd year of the 

publication, which itself holds a 

world record: it is the best-selling 

copyrighted book of all time, 

having sold 100mn copies in 100 

countries in 37 languages. It also 

has the rather dubious distinction 

of being one of the most frequently 

stolen books from libraries in the US.

Despite its undeniable success, 

the book’s origins are rather 

humble, and the first edition—of 

1,000 copies—was actually given 

away as a marketing exercise.

The idea for a book that 

gathered together world records 

came to Sir Hugh Beaver KBE, 

then-managing director of 

Guinness Breweries. At a shooting 

party in County Wexford, Ireland, 

in 1951, he became involved in 

an argument over which was the 

fastest game bird in Europe. He 

realised there was no publication 

that could confirm this, and it 

occurred to him that there must be 

many other such questions being 

debated and argued about in pubs 

across the country.

So, in 1954, two brothers, 

Norris and Ross McWhirter—both 

of whom were reputed to have 

encyclopaedic memories—were 

commissioned to produce what 

would become The Guinness Book 

of World Records, with the first 

issue appearing the following 

year. Then, in 1955, the book 

appeared in the US and sold 70,000 

copies. Since then, it has been a 

household name.

The 2016 edition, at 255 

pages, is quite substantial and 

the contents impressive: earth, 

animals, humans in action, 

extreme exploits, modern world, 

construction, science and 

engineering, media and leisure, 

adventurers and sport. Bonus 

content is available on the website.

In this Olympic year—Rio 

will be host to the 31st modern 

Summer Olympiad—it is not 

surprising to find a spread 

devoted to the Games. In it, we 

discover that the 2008 Games 

hold two records; one for the most 

countries taking part (204) and one 

for the longest distance travelled 

by the Olympic torch relay 

(136,794km).

Some records beg the 

question, why would anyone 

want to try? For example, the 

most iron bars bent with the 

head in one minute. The honour 

goes to Alexander Muromsky 

of Russia who, in October 2014, 

buckled no fewer than 11 iron 

bars in just 60 seconds; there is 

no note of whether this gave him 

a headache.

Japan and its residents claim 

27 records this year, including 

most expensive Christmas tree; 

smallest printed book; lightest 

phone; largest curry chain; 

oldest person; most expensive 

car crash, and most sold 

pudding. How many of them can 

you identify?

Guinness World Records 2016 

is a delight to browse through; 

there is so much information on 

every page, much of it unexpected. 

Whether you are simply curious 

or an avid participant in pub 

quizzes, it is a wonderfully eclectic 

resource. 

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. 

The winner will be picked at random.

Jim Pattison Group
£20.00

Japan and its 
residents claim 
27 records this year …  
How many of them 
can you identify?
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