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ANYWHERE, ANYTIME: 
SEE OUTSIDE YOUR HOME

NOTIFIED WHEN IT MATTERS

Alerts you to break-ins or damage in 

real time, and detects people, cars, and 

animals on your property. Customize 

noti� cations and select speci� c areas for 

alerts with the Alert-Zones feature.

PRIVACY AND SECURITY

Sophisticated security system with a 

powerful � oodlight. All video is securely 

stored on the camera’s local microSD 

card using end-to-end encryption.

SEAMLESS EXPERIENCE

Easy Wi-Fi connectivity, full high-de� nition 

video, and pinch-to-zoom. The Time-Lapse 

feature collates a quick movie recap of the 

past 24 hours, and infrared LED lights allow 

discreet monitoring, even at night.

FREE, UNLIMITED ACCESS

No extra fees and no contract required. 

Access your videos and live stream through 

the app—anytime, anywhere.

Created in 2011, Netatmo is a dynamic and innovative French company 

developing consumer electronics for a better and connected lifestyle. 

www.netatmo.com
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ANYWHERE, ANYTIME: 
SEE OUTSIDE YOUR HOME

Security camera detects 
people, cars, and animals
Discreet but effective, the NETATMO PRESENCE 

security camera instantly tells you, wherever you are, 
who and what is on your property.

NETATMO PRESENCE is now available in Japan at:
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EDITOR

T he end of February saw the inaugural 

Premium Friday in Japan, a day when 

firms are encouraged to let their staff 

leave at 3pm. The government hopes that the 

initiative will encourage people to spend and 

travel, although uptake was reportedly muted. 

While all of us would surely enjoy a bit more 

time to get out there and see the world, some 

people are fortunate to be doing so for a living.

On page 18, we chat with Ben Southall, 

an adventurer and digital journalist who has 

been able to use social media to help sustain a 

life of escapades. He tells us how he stumbled 

on these powerful tools and the lessons 

he’s learnt.

Down to business

It is not all fun and games though. Over on 

pages 23 and 26 we get an insight into what the 

upper echelons of business think 2017—with 

its new political administrations and trade 

negotiations—has in store. 

First is John Dwyer, PwC’s global and UK 

deals leader, who gives us the inside track on 

the mergers and acquisitions environment. 

Then we have coverage of the British 

Chamber of Commerce in Japan’s (BCCJ) 

2017 Business Trends from the C-Suite event, 

at which the Japan heads of Jaguar Land 

Rover Limited, Barclays Bank PLC and 

GlaxoSmithKline K.K. spoke on Brexit and 

US President Donald Trump. They gave frank 

assessments of doing business today.

Another BCCJ event features on page 29. 

This time it is a workshop, by BT Group plc’s 

Japan arm, on adaptable workstyles. BT has 

been a pioneer of flexible working, going 

back as far as 1990. As the Premium Friday 

initiative suggests, new attitudes to work 

are increasingly going mainstream. Even if 

implementation is sometimes lacking, the 

BCCJ event made the benefits clear, and 

pointed the way forward.

That was also the case with another BCCJ 

event covered in this issue, this time on the 

issue of mainstreaming equality, diversity 

and inclusion. Although firms often tout their 

commitment to these principles, the results 

don’t always quite live up to the rhetoric.

Thankfully then, Matt Burney, Japan director 

of the British Council and member of the BCCJ 

executive committee, and Neil Shepherd, head 

of HR, gave a clear, practical guide for how firms 

can integrate diversity and inclusion into their 

everyday operations. Find out on page 30 how 

simple tools such as the Access Checklist can 

immediately make your business open to a 

wide range of people, something that helps your 

bottom line, too.

Lighter notes

Guy Perryman MBE returns for his second 

BCCJ ACUMEN column, this time looking back 

on his interviews with Coldplay—who will play 

Tokyo Dome in April—over the course of his 

career. It is easy to forget that the band has now 

been going for 21 years, and with no line-up 

changes. Turn to page 39 to find out how they 

have achieved that remarkable feat and what it 

means for their creative process.

Speaking of creativity, Japanese artisans 

have been putting their own twist on that 

perennial favourite of British breakfast tables—

marmalade. Utilising ingredients such as yuzu, 

these marmalade-makers have been winning 

recognition in the UK, taking several gold 

medals at the Dalemain Marmalade Awards. 

With the 2017 edition scheduled for 18 and 

19 March, we speak to last year’s winners on 

page 44. I wish them the best of luck with their 

entries this time round.

Finally, we may only be a few months into 

the year, but you might already be thinking of a 

break. For those not inclined to engage in Ben 

Southall-esque adventures, on page 41 we have 

a run down of short, luxury breaks in Japan to 

help you recharge and unwind.

Adapt and thrive
Make the most of change

chris russell  |  russell@custom-media.com

from the publisher

simon farrel

After a local government survey in February 

revealed that 45% of Tokyoites polled did not 

know Japan will host the 2019 Rugby World Cup 

(RWC), I found an easy and cheap way to help 

promote the third-biggest global sporting event 

(according to some metrics), while supporting 

good causes and obtaining a historic limited-

edition collectible. 

In February I won a lottery organised by the 

Ministry of Land, Infrastructure, Transport and 

Tourism (I was the only entrant!) to become the 

proud owner in my ward of a vehicle number plate 

sporting the digits 2019 and the official RWC logos.

It is the first time Japan has allowed designs 

on vehicle number plates other than the regular 

format; some 46 of the 2019 plates will be raffled 

in each ward (one for each hiragana), but all 

registered owners of private or commercial 

vehicles (not motorbikes) can buy the RWC logos.

To get the ultimate one over the Joneses, visit:  

www.graphic-number.jp/html/GKAA0101.html

To do so, simply apply for the RWC logos 

online by entering details from your shaken (MOT) 

certificate (Tokyo residents pay ¥8,000), enter a 

weekly draw for the magic 2019 number, or both.

Should you sell your vehicle or change number 

plates, officials will kindly stamp holes in the RWC 

plate to nullify it and then give it to you as a unique 

souvenir of what will surely be a great occasion.

Proceeds go to charities and infrastructure 

investment in the 12 RWC host cities. 

Get an insight into what the 

upper echelons of business 

think 2017 has in store.

MINISTRY OF LAND, INFRASTRUCTURE, TRANSPORT AND TOURISM
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Scottish food, drink exports 
soar due to whisky, seafood
The Scottish Financial Review reported on 15 February that food and 
drink exports from Scotland to Japan surged to £100mn in 2015, the 
latest available data, largely due to the popularity of whisky.

The alcoholic beverage makes up 70% of the total, while seafood accounts 
for 16.71%. Scottish Cabinet Secretary for Culture, Tourism and External 
Affairs Fiona Hyslop said that the government will continue to build on this 
success and strengthen relations with major food distributors in Japan.

A Scottish food and drink fair was held on 15 February for the first 
time at the Isetan department store in Shinjuku, Tokyo.

County Armagh plan for 
first wasabi crop heats up

Wasabi Crop Limited, based in County Armagh in Northern Ireland, 
has announced that its first commercial crop of wasabi will be available 
next year, the Fresh Produce Journal reported on 2 February.

Wasabi is considered one of the world’s most expensive crops. 
Scientist Sean Kitson founded the firm with the aim of tapping into 
demand for the plant. He hopes eventually to export the leaves and 
paste to Japan.

The first full-scale harvest will be next year.

Craft gin takes off

Handcrafted gin made by artisans is catching 
on in Japan, the Nikkei Marketing Journal 
reported on 6 March, with shops and bars 
such as Tokyo’s Good Meals Shop, which now 
serves 200 kinds of gin, increasingly stocking 
the beverage.

Craft gin distinguishes itself from its mass-
produced counterpart through the use of 
special ingredients, giving the drink distinct 
tastes and flavours.

Japan now also has its own craft gin producer— 
The Kyoto Distillery (see page 27). The firm, 
which began operations last year, makes use of 
water and botanicals local to Kyoto.

BoE fines Tokyo banks
The Bank of Tokyo-Mitsubishi UFJ, Ltd. (BTMU) has been fined £17.85mn 
for failing to be open with the Bank of England (BoE) about enforcement 
action it faced in the United States, Business Times reported on 9 February. 

Along with MUFG Securities EMEA plc, which was fined £8.9mn, 
the BTMU has been accused by the BoE’s Prudential Regulation 
Authority of having failed to be open and co-operative regarding 
an enforcement action imposed on the BTMU by the New York 
Department of Financial Services (DFS).

The BTMU was fined $315mn in 2014 for misleading the DFS with 
a watered-down report on its dealings with sanctioned countries. 

MEDIA

UK–JAPAN NEWS

Scholars offer 
Olympic advice

Visitors from Japanese universities met with 
staff from the University of East London (UEL) 
to gain valuable advice for the upcoming Tokyo 
2020 Olympic and Paralympic Games, the 
Newham Recorder reported on 1 February.

Organised by the British Council, talks were 
given by the UEL on how to prepare for the 
Games, with a focus on hosting an Olympic 
training camp, volunteering opportunities, 
marketing and communications, research and 
special Paralympic projects.

The UEL was the first stop on a five-day 
tour of UK universities.

These summaries of media reports are in the public domain 

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

PHOTO: SOFIA KITSON

The Kyoto Distillery is leading Japan’s craft gin revolution.
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Fintech startup gets boost
Tokyo stock exchange operator Japan Exchange Group, Inc. (JPX) 
has invested £791,000 in UK-based fintech startup OpenGamma 
Limited, Tech City News reported on 1 February.

JPX has taken a minority stake, and OpenGamma will use 
the investment to expand its services in the Japanese market. 
OpenGamma’s Chief Executive Officer Peter Rippon said the 
investment would help with the firm’s credibility.

OpenGamma is one of the best-known capital markets fintech 
startups in the UK, and has produced a tool that helps derivatives 
traders calculate risk.

Envoy visits North  
for talks on business
Japanese Ambassador to the UK Koji Tsuruoka visited Greater 
Manchester to explore trade opportunities, the Manchester Evening News 
reported on 21 February.

The trip was co-ordinated by Manchester Investment Development 
Agency Service and showcased the region as an investment and business 
destination to the Japanese delegation.

Hitachi, Ltd. is already active in the region, and has worked on big 
data projects with NorthWest EHealth, the Manchester Academic 
Health Science Centre and the Salford Royal NHS Trust.

Business   |   Lifestyle  |  Arts  |  Events
Products  |  Fashion  |  People  |  Sport  
Travel  |  Food  |  Drink  |  Technology
Science  |  Culture  |  Health  |  Energy 
Music  |  Motors  |  Politics  |  Charity
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Madden blogs about 
emperor and Osaka

Ambassador Paul Madden CMG 
reflected on the first month of his role 
in a 14 February entry on the Foreign & 
Commonwealth Office blog.

Madden wrote of his visit to the 
Imperial Palace to present his credentials 
to the emperor, and of his meeting with 
Prime Minister Shinzo Abe. He also 
detailed his efforts to support British 
business in Japan and strengthen 
UK–Japan ties.

In his first week, Madden visited the 
British Consulate-General Osaka.

Sony moves to Wales 
to make hi-tech cameras

Sony Europe Limited has begun making its 4K HDC-4300 video 
camera in Pencoed, south Wales, the weekly Broadcast reported 
on 20 February. 

The factory is scheduled to make about 25 units per month and 
Wales is the only country other than Japan to produce the camera.

The Sony UK Technology Centre has been producing broadcast 
technology since 1999, shipping more than 13,000 units a year. 
The plant was chosen due to its production capabilities and expertise 
in high-end, high-value and low-volume products.

Video to show settlers’ post-war pains

Named after forget-me-nots, a flower 
recognised as a symbol of constancy, the 
Wasurena-gusa Project has been created to 
preserve the memories of Japanese people who 
settled in Britain soon after World War II, the 
Japan Times reported on 14 February.

Organised by the Japan Association, 
the project’s aim is to record in a series of 
video interviews the history of the Japanese 
community, whose members made Britain 
home beginning in the 1950s. 

The interviews will look at some of the 
hardships that people faced as they arrived in 
Britain, and their reasons for moving there.

PHOTO: KEIKO KEMP

Wales is the only country outside of Japan to make the cameras.
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INTERIM EXECUTIVE DIRECTOR

L ooking up from my computer and 

glancing out of the office window, 

I can see the first buds and blossoms 

on the trees, and sense a hop in the step of 

the many office workers walking along the 

busy Tokyo streets below. Spring is here, 

and as the Japanese phrase mizu nurumu 

(water is warming) so beautifully describes, 

the mind awakens and thoughts turn to new 

prospects and the rewards of a new and 

warmer season.

New leaders

Indeed, spring is a time for new beginnings. 

The nomination deadline for a place on the 

2017–18 British Chamber of Commerce in Japan 

Executive Committee is 16 March. All nominee 

pledges can be viewed on the BCCJ website, 

and between 27 March and 12 April, members 

will be asked to vote anonymously in an online 

poll for their preferred candidates in advance 

of our Annual General Meeting on 20 April. I 

am excited about the election of an executive 

committee that can continue to bring fresh 

perspectives, new motivation and innovative 

ideas to our expanding organisation.

A change for the better

Winds of change can feel unsettling, but they 

are also a breath of fresh air. In February, the 

Japanese government and business lobby 

group Keidanren launched Premium Friday, a 

campaign calling on workers to leave the office 

at around 3pm on the last Friday of each month. 

The reform aims to boost consumption and curb 

long working hours. As a strong advocate of 

work practices that support a work–life balance, 

the BCCJ encourages members to follow suit.

Think differently and be mindful

Japan’s Statistics Bureau published some 

interesting figures this month, announcing that 

3mn Japanese workers switched jobs in 2016. 

Increasingly, mid-career, full-time professionals 

over the age of 45 are changing jobs.

As several BCCJ events have recently 

highlighted, the labour shortage in Japan, the 

demand for global expertise, as well as new 

Spring into action
Fresh perspectives

emma hickinbotham

trends are contributing to this change. Choosing 

the right approach to adaptation and growth 

can have a significant impact on your business.

At a recent BCCJ event on global leadership, 

participants’ attention was drawn to the 

importance of “mindfulness” in business. An 

effective leader was defined as one who sees 

success as making a positive difference in the 

lives of their colleagues, organisations, families 

and society as a whole. Outstanding global 

leaders, it was agreed, stay curious, welcome 

multiple perspectives and are prepared to adjust 

their behaviour.

Looking forward

In anticipation of the new fiscal year, the 

BCCJ is curious, eager to embrace change 

and committed to evolving in line with BCCJ 

member needs. In the spirit of progress, be sure 

to join us for our special event coming up on 

6 April, when we welcome Governor of Tokyo 

Yuriko Koike. She will speak to members about 

her vision for the capital in the run-up to the 

Tokyo 2020 Olympic and Paralympic Games, 

and her objectives to forge a more equal, 

accessible, international and inclusive city. 

The BCCJ is curious, eager 
to embrace change and 
committed to evolving.
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post-burberry hard times for sanyo shokai 

MEDIA

JAPAN NEWS
BY MARK SCHREIBER

In 2015, Burberry PLC announced 

it would allow its licensing 

contract with Japanese garment 

manufacturer Sanyo Shokai Ltd. to 

expire. This set the stage for Burberry 

to take control of its own operations 

in Japan, after having collaborated 

with Sanyo Shokai for 45 years. 

The loss of ties to a prestigious 

foreign brand, one that Sanyo 

Shokai had come to rely on 

for a significant part of its 

revenues, came as a major 

shock. On 17 February, the 

Nikkei Marketing Journal (NMJ) 

reported that for the fiscal year 

ended in December 2016, the 

firm had announced losses of 

¥11.3bn—the largest in its history.

Following the breakup with 

Burberry, Sanyo Shokai launched 

two of its own brands: Macintosh 

London and Crestbridge.

The manager at a department 

store in a regional city remarked 

that, compared with Burberry, 

“The new brands have less 

than half the brand familiarity. 

It’s going to take time for them to 

catch on”.

The article examines not 

only Sanyo’s woes, but also the 

continued decline in the nation’s 

department stores. Apparel 

generally accounts for about 

30% of their total turnover, and 

the mark-up on such products is 

comparatively lucrative.

Declining demand at 

department stores reflects the 

continuing inroads being made 

by casual wear brands such as 

Uniqlo; demographic changes 

being brought on by Japan’s 

ageing population; as well as 

increasing competition from 

rural shopping centres, which 

appeal to families who come by 

car. As a result, overdependence 

on department store sales at a 

time when they are declining may 

prove fatal.

One of Sanyo’s strategies 

to counter the loss of Burberry 

was to open its own outlets. Its 

first Macintosh London outlet 

opened in mid-2015 inside the 

Kamiooka branch of the Keikyu 

department store in Yokohama. 

But an NMJ reporter observed 

that, while the store’s women’s 

floor bustled with activity, by 

2pm the Macintosh London corner 

had been visited by only seven 

customers, none of whom had 

lingered for long, let alone made 

a purchase.

One obvious stumbling block is 

that the Macintosh London brand 

is seen as a derivative of Burberry. 

And the same can be said for 

Crestbridge. While both the stores 

and the manufacturer were in 

agreement that Sanyo needed to 

do something to fill the void left by 

Materials summarised from these vernacular press reports 

are the property of copyright holders that are credited.

Burberry, the strategy adopted has 

proved to be flawed.

As one department store 

executive put it, “The assumption 

that a majority of customers would 

continue to patronise a successor 

brand was mistaken. This also 

applies to the delay in coming 

up with measures to deal with 

the error”.

In February, Sanyo Shokai’s 

new president, Isao Iwata, who was 

appointed to succeed Masahiko 

Sugiura on 1 January, 2017, 

announced a new vision involving 

diversification of functions into 

an “all-round fashion firm” that 

embraces manufacturing, retailing 

and online sales.

The new mid-term business 

plan puts forward five goals, 

including doubling online sales by 

2019; developing new consumers 

in the 20–30 age segment; more 

frequent release of seasonal 

product lines, shifting from twice 

a year (spring/summer, autumn/

winter) to six times; boosting its 

corporate brands, such as the 100-

year coat; and opening 15 shops, 

mainly in urban business areas.

The NMJ reporters  have 

pointed out, however, that this 

pattern is no different from that of 

most other firms in the sector, and 

that the plan lacks specifics.

Minoru Fukuda, a principal 

at Roland Berger Strategy 

Consultants, remarked, “I don’t 

get any sense of direction. Sanyo 

raised a variety of points, but 

nothing was fixed. Perhaps there’s 

a lot of confusion in-house”.
PHOTO: LADYOUS VIA FLICKR
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delivery firms stretched to breaking point
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The proverb stating that a chain is only as strong 

as its weakest link is about to be tested. In this 

case, it’s the supply chain, as parcel delivery 

drivers are being stretched to the limit and 

their unflagging efforts are no longer taken 

for granted.

As a result, the healthy growth in e-business 

supported by Japan’s parcel delivery network 

may be disrupted as a result of an increase in 

fees or the curtailing of services in the near 

future, the Shukan Gendai warned on 4 March.

Currently Amazon.com, Inc.’s Japan 

operation alone fills about 200mn orders per 

year. But a looming shortage of personnel may 

seriously cut into its business. Exacerbating 

the pinch are special members’ services that 

promise same-day delivery or, in the case of 

some products, delivery within one hour of 

receipt of an order.

From 2005 until 2013, Amazon Japan had 

used Sagawa as its main delivery agent, but 

then shifted to Japan Post, which operates as 

a private entity. The Sagawa drivers couldn’t 

handle the work, and Japan Post employees 

don’t seem to like it any better.

“The most troublesome thing is the size 

of the packages”, complained a Japan Post 

delivery man. “Even when the contents of the 

box are fairly small, Amazon uses a larger box 

than necessary, and many times they can’t be 

inserted into the post box. If the recipient isn’t 

at home to accept it, I have to write out a non-

delivery notice and come back later. That delays 

other deliveries, and my work hours run into 

overtime almost every day”.

While drivers of long-distance lorries, 

according to industry data, earn an average of 

¥4.89mn per year (based on an average of 1,124 

working hours per year), operators of vans and 

small delivery vehicles earn considerably less—

¥3.88mn for an average of 2,380 hours per year. 

That brings their hourly earnings to about ¥1,500 

per hour, or about the same as what a staffer on 

the graveyard shift at a convenience store earns.

Hosei University business professor 

Yuji Namiki argues that, since a commercial 

driver’s licence and familiarity with the 

roads—as well as fluency in the Japanese 

language—are necessary, the worker 

shortage can’t be supplemented by use of 

immigrant workers.

A week to the day following the 

Shukan Gendai article’s appearance, on 

27 February the Nikkei Marketing Journal (NMJ) 

reported that Yamato Transport Co., Ltd.’s 

worker’s union will include a reduction in the 

volume of deliveries in its package of demands 

to management. December last year saw nearly 

double the workload in some cases, as deliveries 

of Christmas and year-end gifts placed a further 

burden on delivery agents.

The NMJ article speculated on what changes 

might be anticipated. They included higher 

delivery costs; suspension of deliveries over 

the New Year’s period; and the reconsidering 

of time-specified delivery requests for evenings 

and night-time.

Another possible change is adding a 

surcharge in cases of non-delivery that require 

an extra trip. Finding ways to minimize 

the latter is of particular urgency, since an 

estimated 20% of all shipments require a second 

trip, but at present this is not covered by an 

additional charge.

A surcharge, however, faces numerous 

stumbling blocks. One is who will be required 

to pay the additional charge. If, for example, the 

initial non-delivery is a seasonal gift, charging 

the recipient would be regarded as impolite. 

Management also fears that demanding a 

surcharge from the recipient is likely to result in 

haggling, placing an additional burden on the 

delivery agent’s schedule.

With the worsening labour shortage, the 

reporter concluded that the only equitable 

solution would be that all three parties—the 

recipient, sender and delivery firm—work out an 

arrangement referred to as sanpo ichiryozon—a 

disadvantageous compromise in which the losses 

are split equally among the three parties. 

PHOTO: MJ-BIRD VIA WIKIMEDIA COMMONS PHOTO: IGNAT GORAZD VIA FLICKR





PRESIDENT

A ccording to Sir Peter Wall, the British 

Army’s former chief of the general 

staff and founder of a specialist 

business consultancy, the best teams depend 

on three ingredients: values, talent (the right 

people with the right skills) and leadership 

(the ability to organise and energise). Although 

interdependent, leadership is arguably the most 

important element, as it can disproportionately 

influence the ingredients.

In particular, leaders are responsible 

for setting the tone of an organisation and 

demonstrating its values by example. They 

must also nurture talent by finding people with 

growth potential and developing them.

The individual members of any team 

will inevitably display a range of abilities, 

and we are reminded by Sir Peter that the 

goal of a leader should be to raise average 

performance levels across the team, rather 

than striving for a collection of superstars. This 

development process is hugely important to 

reinforcing the strength of a team, as anyone 

who has ever been ranked as an underdog will 

understand. To pull together with colleagues 

or teammates and, in defiance of the odds, 

deliver a collective performance that exceeds 

the sum of individual capabilities is a distinctly 

satisfying experience.

If talent, values and leadership are the key 

ingredients in the recipe for team success, it is the 

experience component that helps make success 

sustainable. Experience sharpens individual 

capabilities, matures team spirit and allows 

successful techniques to be identified, which can 

then coalesce into repeatable best practice.

The subject of team building and leadership 

hold particular interest for me, as they are 

central themes in many of the events that the 

British Chamber of Commerce in Japan (BCCJ) 

organises. As a chamber, we seek to provide 

members with access to people in the field of 

UK–Japan business who matter. For me, that 

means people from whom we can learn and 

find inspiration.

Sir Peter describes strong leaders as 

people who take responsibility, inspire, 

get the job done and are resilient under 

pressure. Following the BCCJ’s recent panel 

discussion on developing global leaders with 

representatives of Unilever Japan, the IMD 

business school and Astellas Pharma Inc., 

I have learned to add “mindfulness” and 

“self-awareness” to this list.

Appreciation of these qualities reflects 

an understanding that even the best leaders 

do not have the answers to all problems and 

they should recognise their limitations. This is 

precisely why it is so important for leaders to 

invest time in building strong teams.

While the UK has long enjoyed strong, 

stable and mutually beneficial collaboration 

with Japan across all aspects of the bilateral 

relationship, the importance of these relations 

is set to increase. This is particularly the case in 

the field of business, and the BCCJ will continue 

to promote interaction between members 

and stakeholders to further strengthen these 

mutually beneficial ties.

If you believe strongly in the importance 

of this relationship to both countries and wish 

to contribute your talent, leadership and hard 

work in pursuit of BCCJ goals, then our team 

looks forward to receiving your nomination to 

join the executive committee in next month’s 

election. Until then, I look forward to welcoming 

you at a chamber event as an active and 

committed member of the BCCJ. 

Leading factors
Key aspects of teams and leadership

david bickle  |  @BCCJ_President
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Southall’s Best Life in the World expedition saw him drive from Singapore to London with his wife Sophee through countries such as Pakistan.

One of the many joys of travel is 

serendipity—the chance discovery 

of a favourite restaurant; a random 

encounter that leads to a life-long friendship; or 

a perfect, fleeting moment in which the natural 

world reveals its hidden wonders.

While travelling for pleasure tends to be a 

luxury for most of us—with annual holidays, 

gap years or perhaps travel while on sabbatical 

being the main chances to get away—some 

lucky individuals have managed to make a 

living doing it.

Among them is Ben Southall, an adventurer, 

author and digital journalist from Alresford, 

Hampshire. Since 2000, he has engaged 

in a series of expeditions and adventures, 

most notably in 2009, when he secured the 

“Best Job in the World”. These experiences have 

seen him work with a number of high-profile 

brands and give talks around the world—

including in Japan—on his work and travels.

Southall has also been fortunate in his 

timing. In 2008, he embarked on a solo trip 

around Africa, which he dubbed Afritrex. 

This happened to coincide with the growing 

maturity of social media, and as he began to 

communicate with friends and family using 

these media tools while on the road, he found 

himself inadvertently becoming versed in 

their intricacies just as their real power was 

beginning to be felt.

“It wasn’t so much about being a portal 

for other people”, said Southall. “I knew that I 

needed some way of … keeping in touch with 

[my parents]”.

This took the form of a regular blog, as 

well as photo and video uploads to Flickr 

and YouTube.

LIVING THE DREAM
Driven by desire,  

sought by social media, bought by brands
BY CHRIS RUSSELL

PHOTOS: BEN SOUTHALL

“I liked the idea of updating a website as 

much as possible, because I knew that mum and 

dad would be keen; I knew that friends would 

be keen to see what was going on; and it was 

also acting as a good point of inspiration for 

anybody else who might be planning a trip. But 

that was … secondary to the whole friends and 

family thing”.

When Southall was preparing for Afritrex, 

much of the social media we now take for 

granted was in a very different state—Facebook 

only opened to registration by members of 

the general public in late 2006, Twitter had 

only been launched a few months prior, and 

Instagram didn’t even exist.

As a result, while trying to find up-to-

date, on-the-ground information about his 

destinations, Southall found himself engaging 

in the more social, interactive side of the 

TOP STORY
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Internet through message boards and blogs. 

And one of those sites in particular caught 

his attention.

“It was a young couple that were basically 

doing what I wanted to do, and that was drive 

down the west coast of Africa in a Land Rover. 

So it was a really good reference point for me to 

follow their website, see that they were putting a 

diary or a blog post up once a week and a good 

few photos”, he said.

The best job

While Southall was up and down the coasts of 

Africa, completing five marathons and climbing 

the five highest mountains on the continent, 

the marketing power of social media was 

becoming increasingly apparent. And Tourism 

Queensland, the organisation responsible for 

promoting the Australian state, was planning 

something.

On returning to the UK in December 2008, 

Southall was expecting to settle back into a 

familiar routine. But the following month 

he found himself receiving emails, texts and 

newspaper clippings from friends and families 

about an opportunity in Australia. That turned 

out to be a job advert for the self-proclaimed 

“Best Job in the World”—an advertising 

campaign run by Tourism Queensland 

masquerading as a job advert for a “caretaker” 

of the islands of the Great Barrier Reef. And 

Southall was perfectly suited for it.

“It was only when I got to the end of the trip 

that I realised the spike in audience I’d received 

over the year, and then the credibility of using 

that digital resume to apply for the Best Job in 

the World.

“I’d obviously been doing exactly what they 

needed, so my resume had already been built 

by my year of hard work in Africa for friends 

and family”.

Some 35,000 applications later, the pool 

of contenders was gradually narrowed down, 

and Southall was crowned the winner. And, 

although the best job wasn’t quite as paradisical 

as the advert suggested—one of the main perks 

was the chance to stay in a multimillion-dollar 

villa, yet due to work Southall spent only a 

few nights in it—he was nonetheless afforded 

the opportunity to pursue his wanderlust 

dreams and expand his digital media resume 

even further.

Lessons learnt

But it hasn’t just been fun and games since 

Southall landed his job as caretaker of the 

Great Barrier Reef. In addition to various 

expeditions—which include a 55,000km drive 

from Singapore to London in his trusty off-

road, all-terrain Land Rover Defender named 

Colonel Mustard—and breaking Guinness 

World Records, he has honed his social media 

skills, written a book—The Best Job in the World: 

How to Make a Living From Following Your 

Dreams—and founded the video production 

firm Cinomad. 

Along the way, Southall has learnt that 

authenticity is key.

“[Having a lot of followers] is a great asset to 

have”, he said, “but I think it is more important 

if you can keep your credibility in the brand that 

you are, and you keep delivering on the sort of 

qualities that you exude.

“I’ve got people that I know I had following 

me when I was doing Afritrex that are still 

following now, and those are still probably some 

of the most engaging conversations I have.

“I just love the great outdoors. I love the 

world. I find it is my best classroom and, 

therefore, if I keep learning in that world and 

I keep doing those same sort of things, that 

audience comes along for the ride with you”, 

he added. “That’s almost more valuable from a 

marketing perspective than just sheer numbers 

of people”.

While Southall’s initial contact with social 

media was largely driven by his own sense of 

adventure, working with brands and tourism 

organisations has been one of his main focuses 

TOP STORY

Tourism Queensland hand Southall the keys to his luxury villa.

Southall has dived the length of the Great Barrier Reef.

“I just love the 

outdoors. I love the 

world. I find it is my 

best classroom”.
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in recent years. And it is a markedly different 

experience from that in the days of Afritrex.

“It was very easy in those days to get 

sponsorship. But sponsorship was, literally, 

‘We’ll give you one of our products, because 

we’d like to see you using it. Just take a 

photo or two that you can send us, and 

we’d like to test our product in the field’”, 

explained Southall.

“I was a bit pioneering in those days to be 

able to go and do those sorts of things, whereas 

now everybody is a videographer, everybody 

is a photographer, everybody’s got their social 

media channels, so companies are wanting a 

lot more bang for their buck on what they’re 

actually giving you”.

When working with brands, good 

preparation, naturally, is essential to a 

successful campaign. That is not only in terms 

of logistics and deliverables—Southall and his 

wife and business partner Sophee often work in 

testing conditions outdoors and on the road—

but also ensuring that the campaign is going to 

have the maximum reach.

“Building people up to the start of a project 

is very important”, said Southall. “Working with 

the partners to utilise their channels is the other 

most important thing.

“That’s where you start to build people’s 

desire and jealousy in a way that they want to go 

and do that sort of thing themselves”.

All of this is now informing Southall’s latest 

venture—Best Life Adventures. This will see Ben 

and Sophee lead other people on expeditions of 

the sort that helped them make their name and, 

they hope, break a few world records along the 

way. When it comes to promotion, their skills 

as videographers and photographers are going 

to be key.

“The big bit now is turning it into a story that’s 

sellable and usable by all the other people that 

are involved in the journey as well”, said Southall.

“[People on the trip] want bragging rights. 

At the end of the day, nobody does it just for the 

sake of themselves—they want to turn around to 

their colleagues, their peers or their family and 

use it on Facebook.

“It’s a great sales tool for Best Life Adventures 

down the line”. 

TOP STORY

Southall drove around Africa in 2008 in his trusty Land Rover Defender named Colonel Mustard.

In 2013, Southall and two others set a world record for the fastest ascent of the tallest mountain in each state in Australia.
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W hat in retrospect now seems like 

a much simpler time than now, 

2015 represented a bumper year 

for mergers and acquisitions (M&A), with total 

deal value topping $4trn. And although at a 

lower level, deal value remained healthy in 

2016 despite the twin shocks of the UK’s Brexit 

vote and the election of Donald Trump to be 

president of the United States, two events that 

are poised to reshape the international order 

to which firms and investors have become 

accustomed.

As the consequences of Brexit and Trump’s 

presidency begin to unfold, the outlook for 2017 is 

much more uncertain, a topic John Dwyer, global 

and UK deals leader at PwC, discussed with 

BCCJ ACUMEN during a visit to Tokyo in January.

“There’s more political risk in the 

developed territories than we’ve seen for 

some considerable time”, he said. “You have 

uncertainty in regard to the political regimes 

in Europe and in the United States, which 

is not something we’ve seen [recently], as 

people can usually rely on those regimes as 

being something a little more predictable than 

they are now”.

Brexit backdrop

Despite predictions of swift economic collapse 

following a vote to leave the European Union, so 

far the UK economy has proved resilient. Indeed, 

according to Dwyer, M&As saw an uptick of 16% 

in the final quarter of 2016 compared with the 

same quarter in the previous year.

“We have about 2,500 people involved in 

the execution of transactions in the UK—they 

have never been busier”, he said. “It wasn’t an 

expectation that we went into when Brexit was 

announced during the summer”.

But this was as much about the weakening 

of the pound following the referendum 

decision as it was a vote of confidence in the 

economy. And with the negotiations only just 

now getting underway, albeit unofficially, with 

Prime Minister Theresa May setting out her 

Brexit objectives in January, the deals outlook 

for the UK, and the rest of Europe as well, is 

looking cloudier.

In part, that is because of the timescales 

involved for the negotiation process—officially 

two years as stated in Article 50 of the Lisbon 

Treaty—and what it means if an agreement 

hasn’t been reached within that time.

“I suspect that we will see an environment 

of uncertainty, which will cause a slowdown of 

investment into not just the UK, but into Europe 

generally”.

Until greater certainty emerges about the 

when and how of Brexit, the size, participants 

and destination of M&A deals is likely to shift 

significantly from what has been witnessed over 

the past few years.

“What we will probably see is the more 

sophisticated investors, who are used to 

dealing with change and uncertainty—and 

I’m not suggesting corporates aren’t. But I 

think private equity will be opportunistic at 

this time.

“We’ll see against the Brexit backdrop 

probably a good stream of mid-market deals 

led by private equity, but also you wouldn’t be 

surprised to see Canadian pension funds, some 

of the [sovereign wealth funds] involved. Against 

that, I think you’ll see a tail-off in the larger 

deals, pending a bit more clarity on where [the 

Brexit negotiations are] going to land”.

But even with the uncertainty, there is still an 

extremely large amount of global capital available. 

The scope for M&A activity thus remains 

significant, even if it requires tapping into new 

markets. And the likely beneficiaries of that will be 

India and South-East Asia, as well as Japan.

“As political risk associated with Europe and 

the United States increases, money supply in 

terms of doing deals in other regions increases”, 

Dwyer explained. “If you look around, South 

and South-East Asia are probably the next 

biggest impact, and I suspect that Japan will 

come into the lens”.

The elements driving that include the 

relative weakness of the yen, making Japan a 

more appealing destination for inbound deal 

making; the 2015 introduction of the corporate 

governance code, which has made the country’s 

business more transparent and, thus, more 

easily understood by investors; and portfolio 

optimisation by Japanese firms, resulting in the 

spinning off of non-core assets, which are then 

snapped up by private equity firms.

“There’s definitely a view that, in order to get 

growth, Japanese companies are going to have 

to invest a lot, and we are definitely seeing that”, 

Dwyer said. “Disposals of non-core Japanese 

companies to private equity and others will fuel 

some of that growth abroad”. 

OPINION

NEW 
GLOBAL 
ORDER
Dealmaker sees UK political 
risk and Japan growth
BY CHRIS RUSSELL
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A s the saying goes, prevention is better than cure. But while firms 

have long played a role in assisting with employee healthcare, 

either by paying into government-backed schemes or providing 

private insurance, few take a proactive role in ensuring their workers 

stay healthy.

That is starting to change, and one of the firms leading the way 

is GlaxoSmithKline K.K. (GSK), which on 31 January announced a 

new policy for its employees that will enable them to access up to 

40 preventive health services at low to no cost. The policy will extend to 

GSK staff globally.

“As a global healthcare company, GSK is deeply committed to 

supporting the health and wellbeing of its own employees and [their] 

families, as much as the health of the patients and consumers we serve”, 

said Philippe Fauchet OBE, president of GSK Japan and a member of the 

Executive Committee of the British Chamber of Commerce in Japan. 

All staff are eligible for the new policy, irrespective of role, location 

or position, and it will open up access to HIV and cancer screenings, 

vaccinations for diseases such as hepatitis and tuberculosis, and prenatal 

care for women, among other benefits. All of the available measures 

are in line with World Health Organization recommendations, and 

each preventive healthcare service is offered through different health 

programmes depending on the country.

Globally, there has been a rise in non-communicable chronic 

diseases, which include cancer and diabetes, and it is easier to prevent 

these than to cure them once the disease is diagnosed. The benefits of 

focussing on preventive health services, which are critical at any stage in 

life, are tangible and will help to create a more productive, healthy and 

happy workforce.

“This is a major investment and reinforces our ongoing efforts to 

maintain a highly motivated, engaged and resilient workforce”, Fauchet 

explained.

And for firms that are competing for highly talented workers, an 

attractive and comprehensive healthcare package could become a 

key selling point. While the GSK’s initiative comes at low to no cost to 

employees, it offers the firm a potential advantage in its efforts to hire 

and retain the best possible staff. 

Fauchet explained that they “know Partnership for Prevention is 

a very unique and competitive initiative in the industry, and should 

contribute to the attractiveness of GSK”.

The cost of healthcare is often a barrier, even for those who are on 

government-backed schemes. Although Japanese social insurance, for 

example, offers employees the option of paying only 30% of the standard 

costs at any medical institution, this can still make people reluctant to 

pay out for preventive care. Further, even in systems that make healthcare 

available free of charge at the point of use, as is the case with the UK’s 

National Health Service, not all preventive schemes are included.

In addition, Japan has a culture of long work hours and few holidays, 

putting pressure on both mental and physical health. Stress, poor diets 

and a lack of physical exercise, which can be exacerbated by hours 

spent sitting at a desk, can all contribute to health problems. Moreover, 

people may be unaware of the problems they are storing up for the 

future, and the actions that they could take now. In this regard, firms 

can play a leading role in educating their workforce through their 

healthcare policies.

Poor health also has an impact on firms. In the UK, for example, 

131 million days were lost due to sickness-related absence in 2013, 

according to the Office for National Statistics. In addition, Cancer 

Research UK states that 42% of cancer cases are preventable.

Policies such as that of GSK provide a mechanism enabling 

staff to avoid having to take sick leave by being able to prevent 

becoming sick in the first place. This, in turn, reduces the economic 

impact of absenteeism.

Ultimately, the policy will support healthy behaviour and productivity 

at work, while the idea of investing in people will help to ensure long-

term sustainability. And, for a firm in the healthcare sector, looking after 

its employees also serves to reinforce the valuable brand image.

“Our mission to help people ‘do more, feel better and live longer’ 

starts inside our company”, Fauchet said. 

HEALTH

Before the cure
Preventive health schemes for staff bring benefits
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BY CHRIS RUSSELL

F rom Brexit to the election of US President 

Donald Trump, 2016 was a year of shocks 

that challenged conventional wisdom 

and accepted patterns of business. Although 

previously the post-World War II international 

order largely had seemed secure, it has 

begun to fray.

With the resultant uncertainty, the response 

of the global business community will be 

decisive regarding what comes next. And to 

get an insight into what top executives are 

thinking, the British Chamber of Commerce 

(BCCJ) in Japan held its 2017 Business Trends 

from the C-Suite event at the Grand Hyatt Tokyo 

in Minato Ward, on 1 February. On the panel 

were Magnus Hansson, chief executive officer of 

Jaguar Land Rover Japan; Philippe Fauchet OBE, 

president of GlaxoSmithKline K.K. and 

member of the BCCJ Executive Committee; 

and Mark Dearlove, chief executive officer of 

Barclays Japan.

Uncertainty was a watchword during the 

discussions. From a business perspective, much 

of the ambiguity is tied to questions related to 

future trading conditions, and this encompasses 

Trump’s proposed, but ill-defined, border 

tax, and the UK’s as yet undecided post-Brexit 

relationship with Europe. Regarding these 

matters, Hansson commented that, “We need 

clarity on this as quickly as possible”.

However, with political developments 

rocking several Western democracies, that 

clarity might not come soon. But by contrast, 

Japan—a country that from 2007 to 2012 saw a 

new prime minister each year—has become a 

paragon of political stability.

“When I look around the world and see 

what’s happening with Brexit, with Europe, etc., 

actually Japan looks like a pretty good place to 

be, and a pretty good place to be involved with”, 

said Dearlove.

Currency valuations are also adding to the 

unclear situation, particularly since the topic 

is becoming increasingly politicised as Trump 

seeks to reset the US trade relationship with its 

major partners, including Japan.

“In our business, volatility is good for us; but 

uncertainty is a real challenge, and I think that’s 

what we face now”, said Dearlove.

“I also wonder, these days—given that the 

markets are so big and so liquid—how much 

jawboning can actually affect currency”, he said, 

noting that the yen–dollar exchange rate could 

see significant swings.

These currency debates are also affecting 

the UK’s situation, with the collapse of sterling 

having followed the referendum decision last 

year. In Fauchet’s view that, combined with the 

current strength of the dollar, could see British 

firms, “become easy targets for some predators 

with a lot of money and some support from their 

president. So [this situation] may create some 

protectionism trends around the world”.

Protectionism

In the present unclear trade environment, 

the motor manufacturing industry has emerged 

as a particularly contentious and vulnerable 

2017 BUSINESS TRENDS 
FROM THE C-SUITE

sector. Three Japanese automakers use the 

UK as a base in which to build motors, before 

exporting them to the rest of the European 

Union (EU), and Trump has specifically 

identified Japan as an unfriendly market for 

US manufacturers.

Hansson noted that this is because of 

the sheer scale of capital and employment 

in the sector. In addition, it is familiar to the 

general public.

“It stirs emotions and it’s a topic that fits 

particularly well the points that President 

Trump wants to make. And it’s something 

that fits particularly well with his overall 

rhetoric—simple answers to complicated 

questions”, he said.

“As a matter of fact, the United States actually 

… has more barriers to importation than Japan 

does”, he said, citing the so-called “chicken 

tax”—a 25% tariff on light trucks imported into 

the United States—that is a hangover from a 

chicken-related trade war in the 1960s.

“That is obviously something the 

president isn’t too keen to talk about, but it’s 

true”, he added.

From Japan’s perspective, this makes 

Trump’s comments confusing.
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“If you come back to the basic point—‘Is 

Japan closed or not?’ No, it’s not”, said Hansson.

Indeed, every market has regulations that 

firms need to contend with, such as those on 

fuel economy, he pointed out.

“The real difficulty in Japan, which I’m sure 

all of us have experienced, is the difficulty to 

compete in Japan, and that’s a completely 

different thing.

The reason for the much lower sales of US 

cars “is, frankly, nothing more than a total lack 

of effort”, he said, pointing to a lack of product 

localisation, poor fuel economy—an important 

point for Japanese consumers—and weak 

distribution and marketing efforts.

“How many American cars are sold in Europe? 

Not many. Same problem: lack of effort”.

Brexit

With the UK’s looming exit from the EU and 

probably also the single market, UK-based 

firms are having to contend with the emergence 

of new barriers to doing business. For the 

finance sector, that means the loss of so-called 

passporting rights, which allow banks and other 

firms to sell their products and services across 

the European Economic Area from London. 

That could see banks heading for the exit, but 

Dearlove argued that London would retain its 

preeminent status as a financial hub.

“If you think about the infrastructure that 

goes around the city, whether it be the financial 

services industry, the lawyers, the accountants, 

a lot of business is done under English law, 

[which makes it] quite difficult to pull up and 

move”, he said. “Also the UK, with the weakening 

of the pound, is a pretty interesting place to do 

business”.

Nonetheless, firms are still in wait-and-see 

mode, with Brexit negotiations yet to begin 

in earnest.

“As we say to all of our customers, you need 

to have contingencies to prepare for the future”, 

Dearlove added.

The automotive industry has its own worries. 

UK-based manufacturers, including Jaguar Land 

Rover, have depended on the EU for supply 

chains, harmonised regulations and access 

to non-British workers with specific technical 

expertise.

“There’s no beating around the bush—we’re 

extremely concerned”, said Hansson. “But, on 

the other hand, strong businesses are able to 

respond to changing situations”.

Taking a stand

With so many contentious debates and policies 

in the UK and US, as well as in continental 

Europe, BCCJ ACUMEN asked the panel 

whether firms should take a clear public stance 

on business and ethical issues.

“My personal opinion is the company should 

be vocal”, said Hansson, pointing to assurances 

given by the UK government to Nissan, a vocal 

opponent of Brexit. “It probably does make sense 

to clarify what’s important for your enterprise”.

In addition, some of the new Trump 

administration’s policies, such as the executive 

orders banning visitors from some Muslim 

countries, mean that firms are finding 

themselves dragged into wider social debates.

“I think you have to balance the best 

interests of your employees, your shareholders 

and your long-term plans, but we are an equal 

opportunity employer and we want to attract the 

best and brightest”, said Dearlove.

“When it comes to the diversity [and lesbian, 

gay, bisexual and transgender] agenda, those are 

lines that I don’t think we’d compromise on. And 

there are certain things that certain governments 

may choose to do, and we should take a stand 

against those sorts of things”. 
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WIN A BOTTLE OF UNIQUE CRAFT GIN!

KI NO BI Kyoto Dry Gin
INSPIRED BY TRADITION

CRAFTED IN KYOTO

KI NO BI is carefully blended at Japan’s first and 

only dedicated artisanal gin distillery. The Kyoto 

Distillery—located deep in the heart of traditional 

sake country—features British expertise, Japanese 

craftsmanship and local exotic botanicals—juniper, 

hinoki, citrus, herbs, ginger and even bamboo 

leaves and green tea.

Our experts suggest KI NO BI is served: 

 · straight

 · on the rocks

 · in a very dry martini with fresh yuzu peel

 · mixed 1:2 with Fever Tree tonic water

in Champagne fl ute with fresh yuzu peel, 

or naked

Custom Media and The Kyoto Distillery have several bottles of 
KI NO BI Kyoto Dry Gin to give to BCCJ ACUMEN readers.

 · To enter, simply tell us what you like about BCCJ ACUMEN and answer this 
question: How many botanical groups help make KI NO BI Kyoto Dry Gin?

 · Find the answer here: https://kyotodistillery.jp/en-GB/
 · Send your entry to: publisher@custom-media.com
 · Lucky winners will be picked at random.

Privacy Policy: We will not share your personal data 
with a third party. 
¥5,000 + 8% consumption tax, 700ml, 45.7% alc



Lakeland College Japan (LCJ) is a branch campus of an 
American college conveniently located in Shinjuku. 

Students can earn an Associate of Arts degree in Tokyo recognized 

by both an American accrediting agency and the Japanese Ministry of 

Education.

Our program allows students to easily transfer as third-year students 

to competitive universities in America and around the world that they 

may not have been eligible to enter directly after high school.

Free Dial: 0120-30-5571 • Tel. 03-3325-0425

5-7-12 Shinjuku, Shinjuku-ku, Tokyo 160-0022

Email asklcj@japan.lakeland.edu

• Small Class Sizes 

• Multicultural Student Body (40% International Students) 

• A Wide Assortment of Undergraduate Courses

As part of its community outreach, LCJ also offers non-degree 

bearing courses in evening and Saturday Open College classes. 

Among the courses being offered are: Japanese, Chinese, Korean, 

Spanish, Russian, Translation, Film Appreciation, Ageing, PowerPoint 

plus others.

http://lcj.lakeland.edu

Lakeland University, Japan Campus is a branch 
campus of an American university conveniently 
located in Shinjuku. 

Students can earn an Associate of Arts degree in Tokyo recognized 

by both an American accrediting agency and the Japanese Ministry 

of Education.

Our program allows students to easily transfer as third-year students 

to competitive universities in America and around the world that they 

may not have been eligible to enter directly after high school.

Free Dial: 0120-30-5571 • Tel. 03-3325-0425

5-7-12 Shinjuku, Shinjuku-ku, Tokyo 160-0022

Email admissions@japan.lakeland.edu

• Small class sizes 

• Multicultural student body

  (35% international students from over 30 countries) 

• A wide assortment of undergraduate courses

• Intensive English language program available

As part of its community outreach, Lakeland University, Japan 

Campus also offers non-degree bearing courses in evening and 

Saturday Open College classes. Among the courses being offered 

are: Japanese, Chinese, Korean, Spanish, Russian, Translation, Film 

Appreciation, Ageing, and PowerPoint.

http://luj.lakeland.edu

• Highly quali�ed, caring professors

Nishimachi International School  |  2-14-7 Moto Azabu, Minato-ku, Tokyo 106-0046
03-3451-5520  |  admissions@nishimachi.ac.jp  |  www.nishimachi.ac.jp

Conveniently located in central Tokyo, Nishimachi offers a co-educational education 
in English for students K-9. All students study Japanese daily. Nishimachi’s mission is 
to educate all students to be internationally minded and independent thinkers.

Nishimachi’s rigorous academic reputation is internationally well-known and is based 
on our unique history, English-Japanese language programs, and multicultural 
approaches to learning.

Nishimachi International School  |  2-14-7 Moto Azabu, Minato-ku, Tokyo 106-0046
03-3451-5520  |  admissions@nishimachi.ac.jp  |  www.nishimachi.ac.jp

Conveniently located in central Tokyo, Nishimachi offers a co-educational education 
in English for students K-9. All students study Japanese daily. Nishimachi’s mission is 
to educate all students to be internationally minded and independent thinkers.

Nishimachi’s rigorous academic reputation is internationally well-known and is based 
on our unique history, English-Japanese language programs, and multicultural 
approaches to learning.
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BY CHRIS RUSSELL

A s one of the first firms to embrace 

flexible working, BT has more 

experience than most. Starting in 

1990—long before the advent of broadband 

Internet, Skype and other tools now considered 

fundamental to the practice—the firm began 

offering flexible working on a limited basis. That 

was subsequently rolled out on a wider scale 

during the 2000s and then, in 2015, BT unveiled 

Worksmart, a global programme that has 

extended it even further.

The hard-won insights and lessons from 

this process were shared at BT Japan’s Tokyo 

office by Kaoru Iino, head of marketing for 

the country, as part of a seminar held in 

conjunction with the British Chamber of 

Commerce in Japan on 30 January. Joining 

Iino was Peter Knowles, senior consultant at 

BT Advise, the firm’s professional services and 

consultancy arm, who participated from the UK 

via the firm’s video conferencing technology.

But while BT might have been a trendsetter, 

flexible working is now on the agenda for a 

range of firms, and Iino, who works part time, 

pointed to three drivers of new workstyles.

Three drivers

First, the definition of work has shifted, from 

full-time employment to a “focus”. Second, 

the rise of asset-light or even asset-less firms, 

such as Airbnb, Uber and Alibaba, has led to 

more agile business practices and increased 

competition. Finally, a shortage of high-skilled 

talent has forced firms to change the way they 

secure and retain workers.

“These three drivers are pushing companies 

to adopt workstyle innovation”, said Iino.

Furthering the case for flexible working are 

several business drivers. Among them, Knowles 

identified property rationalisation, productivity 

improvement, recruitment and retention, 

sick absence reduction, corporate social 

responsibility, carbon footprint reduction and 

business continuity.

BT and the firms it assists have seen 

significant results in these areas—for example, 

absenteeism has been reduced by 63% among 

BT’s flexible workers, and they are 20% more 

productive than their office-based counterparts. 

The firm has also seen big savings in CO2 

emissions and property costs.

“Flexible working is a bit of a silver bullet 

because it does support each of those different 

business drivers in its own way”, said Knowles, 

adding that these were also a way of explaining 

and justifying the change to employees.

Indeed, spelling out the policy and 

implementing it in a way that suits employees is 

the key challenge for firms.

“The technology is sorted nowadays—whatever 

you want to do, you can do”, said Knowles. “The 

problem is about getting your employees to want 

and embrace the new styles of working”.

In part, that is about ensuring that the policy 

is seen to be implemented fairly. 

“I am approved as a flexible worker, but 

sometimes people in different departments 

may not be allowed [to be flexible employees] 

because of their role and responsibilities”, 

explained Iino. “So we have to clearly analyse 

internally the definition and the requirements 

so that everyone feels it’s an equal system”.

FLEXIBLE WORKING

Can you compete without it?

There are also several practical 

considerations, ranging from the highly 

mundane—how home-based employees will 

have access to stationery and mechanisms for 

reporting faulty equipment—to ensuring that 

workspaces can be used easily and effectively.

“When you walk into a BT building, you 

see colour-coded plans—what are hot desks, 

what are flexi desks, where are the meeting 

rooms—because you may never have visited 

that building before”, said Knowles.

Barriers to best behaviour

Other barriers stem from ingrained behaviours. 

Some staff might be so accustomed to having 

their own desk that they are reluctant to give it 

up—such behaviour might indicate that the role 

benefits from a fixed desk. Meanwhile, issues 

of presenteeism make employees worried they 

won’t be able to advance in their careers if they 

can’t clearly be seen to be at work. This last issue 

is particularly relevant in Japan, where staff 

routinely stay late to show dedication.

“You have to have something in your 

performance reviews that says, ‘Actually, 

presenteeism isn’t the way that we manage 

people—it’s on output, deliverables, tasks, etc.’”, 

explained Knowles.

For some, the prospect of flexible working 

might imply the loss of the friendship and 

camaraderie they share with their teammates. 

To address that, Knowles and his team conduct 

two regular meetings each week, one to discuss 

business and the other to chat socially.

But he pointed out that flexible working can 

facilitate new interactions.

“You talk to other people that you 

wouldn’t necessarily have talked to across 

the organisation”, he said. “So collaboration is 

greatly improved by having different types of 

flexible workspace rather than fixed desks”. 

BCCJ EVENT
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BY MAXINE CHEYNEY

F or many firms, equality, diversity and 

inclusion (EDI) have been viewed as 

a human resources (HR) concern. But 

now firms are beginning to see the benefits of 

incorporating EDI into their business functions, 

and the importance of reflecting changing 

attitudes in society.

The British Council is spearheading efforts 

to mainstream EDI in its everyday work. On 19 

January at the organisation’s office in Iidabashi, 

Tokyo, the British Council’s Japan Director, 

Matt Burney, and Head of HR, Neil Shepherd, 

addressed members of the British Chamber of 

Commerce in Japan (BCCJ) regarding both the 

tools that can be used to mainstream EDI and 

the organisation’s approach.

The need

For the British Council, building EDI 

considerations into its business functions plays 

an important role in building cross-border 

relationships and strengthening bilateral 

partnerships through trust and cultural 

understanding. 

To this end, the organisation is working with 

a range of partners in three main areas: art;  

English learning and assessment; and education, 

addressing EDI considerations in each. 

“Taking EDI seriously and mainstreaming 

it also achieves impact for the UK, because it 

articulates what we believe the UK is about”, said 

Burney, who is a member of the BCCJ Executive 

Committee.

He highlighted the organisation’s work with 

the British Embassy Tokyo on common interests 

and challenges, such as ageing, and mentioned 

art as a way to create positive change. 

Importantly, Burney also explained the 

social model of disability in relation to the Tokyo 

2020 Olympic and Paralympic Games.

“It’s not the individual with the physical 

impairment or physical condition that is 

disabled. It’s society, institutions and facilities 

around those individuals that, in failing to put in 

place reasonable adjustments, are actually the 

disablers—the disabling agents”, he said.

In this regard, the relevance of Japan’s focus 

on EDI was enforced by Burney: “Given the fact 

MAINSTREAMING EQUALITY,  
DIVERSITY AND INCLUSION

that we are working against the backdrop of the 

Tokyo 2020 Olympics and Paralympics, there is 

a real desire in Japan to take forward this social 

model of disability”.

“It is society”, he added, “that has to change, 

in order give people the opportunities to realise 

the talents they have been born with”.

To that end, the British Council is working 

with officials of the Games, and is hosting a 

range of workshops and events to engage with 

them, to help move forward with the social 

model of the disability agenda that Burney 

described.

The toolbox

The British Council’s policies are what ensure 

that it has consistent principles and standards, 

and combats discrimination. 

In pursuit of this, it uses a range of tools. 

Shepherd sought to explain the three main ones, 

namely, the diversity assessment framework 

(DAF); equality screening and impact 

assessment; as well as the Access Checklist.

DAF is designed as a way to give a 

comprehensive picture of where each country’s 

operations are in terms of progress with 

mainstreaming EDI. 

“What we try to do is treat the audit as 

the beginning of the process”, Shepherd said, 

explaining that further action must be taken 

based on the results. 

Burney agreed—“This is a process and not 

an event”—and explained that it does take time 

for EDI to make its way into regular operations. 

The equality screening and impact 

assessment form was described by Shepherd 

as a “tool that forces you to do a risk analysis 

and stakeholder analysis before you implement 

any policy”.

Used whenever the British Council changes 

or implements new policies, it covers all 
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elements of the policy to ensure there are no 

discriminatory elements.

Finally, the access checklist is used to 

“ensure that external venues have been 

screened to identify possible access issues 

in advance”.

Available in addition to these three 

processes are equality monitoring, e-learning 

opportunities and even a “living library” that 

enables employees to “borrow” a person to 

learn from their experiences.

Business benefits

Burney outlined seven areas on which the 

British Council focuses: work–life balance, age, 

disability, ethnicity, race, gender, religion and 

sexual identity. 

In addition, the British Council’s EDI 

goals have three drivers: a moral and human 

rights driver, a legal driver—to mitigate the 

risk of discrimination in HR policies—and a 

business driver.

“It is diverse companies that are the more 

successful companies”, Burney said. “If you 

take EDI seriously, [it] will have a positive 

impact not just on our organisational culture. 

It won’t just mitigate the risk of legal threat; 

it’s not just the right thing to do but, actually, it 

grows your business. 

“I think we all have a tendency to recruit 

and create teams in our own image, but 

actually those teams don’t tend to be the most 

successful teams”.

That is because EDI helps foster creativity 

and innovation by bringing together diverse 

viewpoints. It also helps with communication 

and an understanding of customers.

Burney and Shepherd stressed the 

need to get to a point where businesses 

realise that they cannot function without 

mainstreaming EDI and, thus, make it a part 

of their DNA. 

“For me, the business benefits are the 

hooks that are going to catch a lot of people”, 

Shepherd pointed out. “If people feel that 

there is no benefit to their main job, then it’s 

an uphill struggle”.

When asked about the necessary budget 

for mainstreaming EDI, Burney stressed the 

EDI budget should not be a separate one. 

“Otherwise people see it as an agenda, and it’s 

not an agenda. It’s actually what we do, and it 

underpins everything we do”. 

BCCJ EVENT

Diverse teams perform better, the guests heard.



I t’s never been easier to keep 

an eye on your property. Your 

smartphone puts a powerful 

link to your home in your hand. 

When tied to the Netatmo Presence, 

your phone can tell you what is 

happening on your property day 

and night, wherever you might be.

The Netatmo Presence is an 

elegantly designed, web-enabled 

combination HD security camera 

and floodlight that simply replaces 

any existing outdoor light fixture. 

Deep learning and a revolutionary 

algorithm inside the camera 

enables it to detect cars, people 

and animals, and lets you choose 

which type of detection triggers 

a notification.

Installation is straightforward, 

and a step-by-step guide is 

included in the box. If you 

prefer to see the installation in 

action, Netatmo has a detailed 

walkthrough video on its 

YouTube channel.

Remote control

Once the Presence has been 

installed, download the app to 

your smartphone or tablet and 

take control. From the app, you 

can control the Presence and keep 

tabs on activity on your property 

through live streaming video.

In addition to live streaming, 

you can watch footage from 

specific events that are within 

your pre-defined parameters. 

A list below the video player 

provides access to each event in a 

clean and clear manner. Tap the 

event, such as an animal entering 

your property, to watch the full 

footage of that activity. Rotating 

the phone provides full-screen 

playback, and you can easily skim 

through footage.

HD anywhere

The Presence features a full-HD 

camera that records video onto a 

microSD card. Video can also be 

synced to your Dropbox account 

or private FTP network, and bank-

level end-to-end encryption is used 

for the highest level of protection.

One interesting feature is 

the ability to record discreetly at 

night using infrared, particularly 

useful when monitoring animals 

that would be scared away by a 

floodlight. However, if you wish to 

record brightly lit full-color video 

at night, the floodlight can be 

turned on manually with a simple 

toggle in the app, or set to switch 

on when motion is detected.

Alerts

Any time an event meets your 

pre-defined parameters, you can 

receive a notification on your 

smartphone. To help control the 

frequency of messages, you can 

decide which events you would 

like to know about. For example, 

if you are only concerned about 

people entering your property, and 

don’t need to know when animals 

come or go, you can choose not 

to be notified when animals 

enter the area.

Alert Zones is another feature 

that lets you fine tune detection 

and notifications. Using the 

smartphone app, you can draw a 

box within a scene to limit the area 

that triggers the Presence. If the 

camera’s field of view includes 

your driveway, deck, the street and 

neighbor’s driveway, for example, 

and you only want to know if 

someone tries to enter your car, 

you can limit the Alert Zone to 

just the car.

No hidden costs

Unlike some other security 

cameras, no subscription service 

is required to store and review 

footage. The Netatmo Presence 

comes with an 8GB microSD card 

in the box—enough capacity to 

store about three hours of HD 

video—and supports cards up to 

32GB. Syncing to your Dropbox or 

private FTP network can be done 

at no additional cost, and Netatmo 

never has access to your data.

The Netatmo Presence 

represents the next step in 

connectivity that puts you 

PUBLICITY

SECURITY AND 
PEACE OF MIND

Netatmo Presence puts you in control of your home, remotely

in control of your home and 

property—without you needing 

to be there. The sense of security 

and peace of mind that it provides 

is priceless, and it’s fun to use 

to boot.  

Installation video:  
bit.ly/presenceinstall
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The A-List of HR & Recruitment

Allegis Group

Akasaka 2.14 Plaza Building 2F

2-14-32 Akasaka, Minato-ku

Tokyo 107-0052

Scott Wallace, general manager

03-4588-7444

contactus.jp@allegisgroup.com

www.allegisgroup.com/en-jp

Through a deep understanding of the requirements, we provide clients with the highest 

quality talent solutions, while also creating opportunities for individuals to realise 

professional and personal success.

AREAS OF EXPERTISE

• Aston Carter: Sales and marketing, human resources, finance and accounting, 

administration

• Aerotek: Clinical sales and marketing, regulatory affairs, reimbursement and 

pricing, engineers, quality assurance, medical doctors, nurses, pharmacists

• TEKsystems: IT-related technical roles

Robert Walters is one of the world’s leading specialist professional recruitment 

consultancies for permanent and contract recruitment.

Robert Walters Japan possesses the distinct advantages of size and a proven track 

record, allowing you to tap into an unparalleled global network that enables clients and 

candidates to come together in the most efficient and productive way possible.

Our Tokyo and Osaka-based offices are active in building integrated partnerships with 

clients and bilingual professionals. We consistently deliver the most relevant match of 

skills and culture—our ultimate goal.

AREAS OF EXPERTISE

• Accountancy & finance

• Banking & financial services

• Legal

• Compliance & risk

• Engineering

• Chemical

• Automotive

• Manufacturing & components

• Energy & infrastructure

• General management & consultancy

• Human resources

• IT & online

• Sales & marketing

• Retail

• Luxury & consumer goods

• Healthcare

• Supply chain

• Logistics

Robert Walters Japan K.K.

Shibuya Minami Tokyu Bldg. 14F  

3-12-18 Shibuya  

Shibuya-ku, Tokyo 150-0002

David Swan, managing director

03-4570-1500

info@robertwalters.co.jp

www.robertwalters.co.jp

RGF is the market leading, bilingual recruitment arm of the Recruit Group, the 4th 

largest HR services business in the world. We specialise in placing mid-career bilingual 

professionals in multinational businesses or Japanese firms with a global outlook. RGF 

works across all market sectors and disciplines and is the preferred recruiting partner 

for a wide variety of blue chip clients.

AREAS OF EXPERTISE

• HR and GA

• Office Administration

• Finance and Accounting

• Sales and Marketing

• IT

• Digital and Web services

• Manufacturing and Engineering

• Consulting

• Healthcare

RGF HR Agent Japan

Ebisu East Building 2F

1-13-7, Hiroo, Shibuya-ku

Tokyo 150-0012, Japan

Matt Nicholls, managing director

03-6422-4400

m-nicholls@rgf-hragent.jp

http://www.rgf-hragent.jp
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Storytelling in sales is our ability to express 

ourselves in a way that is engaging and 

persuasive. We capture the attention of 

the buyer because we have taken the client to 

an unexpected world. This might be because 

the real essence of their problem has just now 

been revealed to them. The salesperson who 

can direct the discussion to elucidate hidden 

insights for the client is the storyteller par 

excellence. 

The content of the story can also be a 

description of a place better than where the 

client finds themselves today. This discussion 

shows the path forward for the client to realise 

their goals.

To understand that better place, the 

salesperson needs to set up a dialogue—one 

where the questions asked unveil a story from 

the client of what success would look like. 

Examples, cases and proof where this solution 

has worked before must be employed and 

brought to life if the storytelling is to have an 

impact. The ability to describe this better place 

in vivid imagery is what separates average 

salespeople from the masters.

The delivery of this storytelling is not just 

a constant babbling by the salesperson, but is 

punctuated by periods of silence. The client is 

given the chance to talk without having their 

sentences finished for them or interrupted by 

a segue, observation, joke or distraction. Often 

sales people are loquacious, ill-disciplined 

speakers, who are in love with the beauty of 

what they are saying. Counter-intuitively, being 

a skilled storyteller requires the salesperson to 

have the patience to encourage the client to tell 

their own story.

The words chosen by the salesperson are 

important. The majority of the conversation 

with the client should consist of the client 

talking. The quota of words allowed for 

the master salesperson is, therefore, very 

limited. They only use clear, concise language 

because they know they need to give up 

the floor to the client as much as possible. 

Short sentences of enquiry that draw out rich 

information are the golden path to sales success. 

It sounds a snap, but to do this takes a lot 

of practice.

SALES STORIES

The true sign of a master at selling

When the client hesitates, pauses for more 

insight or information, or outright rejects 

what they are being told, then the salesperson’s 

level of communication skill really becomes 

apparent. The balance between speaking to add 

light and employing silence to gauge reaction is 

a critical competency.

When salespeople hit resistance, there is 

a natural tendency to want to overwhelm the 

client and their objection with a thunderstorm 

of data, facts and statistics. They want to 

dominate the discussion through sheer force of 

personality. This is never going to fly. “A person 

convinced against their will, is of the same 

opinion still” is an old saw, and we salespeople 

forget it at our peril.

Our way of telling the story makes a huge 

difference. We need to match the personality 

style of the person we are talking to—

their energy level, pacing and the degree of 

detail they require. All of this must go into the 

mix of telling the story for the client. If they are 

a very detail-orientated person, then we need 

to get with the programme. If they are action 

orientated, we must become the same. We like 

to do business with people we like and we like 

people who are on our wavelength.

In sales we need to foster the ability to be on 

as many wavelengths as possible. Our clients 

will be of various personality types, so we need 

to move graciously between each, and without 

losing our core beliefs in what we are doing. 

The telling of stories draws out the facts of the 

situation, which are needed to understand the 

correct and best solution for the client. It also 

gives us the capacity to package our solution in 

such a way that it is highly appealing to our buyer.

This storytelling skill separates the 

professional from the amateur. Nobody wants 

to buy from the latter, so let’s become more 

professional and tell our story well for the client. 

TRAINING

by dr greg story
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S ocial media is no longer just a place 

where people go to have fun, hang out 

with friends or let them know what they 

are up to. Since helping an international airline 

establish its social media presence in Japan 

five years ago, Custom Media has seen a rapid 

rise in firms, brands, as well as government 

and non-government institutions reach out 

to get professional help with their social 

networking channels.

The enormous amount of data generated 

on social media has made platforms such as 

Twitter and Facebook into marketing giants. 

Every day on average 500mn tweets are sent, 

4.75bn items are shared by Facebook users and 

9,000 snaps per second are sent on Snapchat, 

culminating in a whopping 2.5bn snaps per day 

and growing. Analysing and understanding how 

to work with all this data has sparked growth in 

social media consulting specialists.

But what does all this mean for businesses? 

This data offers firms valuable, real-time 

insight into consumer behaviour and trends. 

With the right approach, social media can 

help businesses build brand awareness, boost 

loyalty and increase sales. Besides, conducting 

targeted marketing campaigns has become 

much easier, with measurable outcomes 

simpler to track.

Social media is no longer an option—it has 

become a necessity, enabling firms to reach 

and engage with their customers. Just as it is 

important for firms to have a business plan, so 

it is crucial that social media be part of their 

marketing plan.

Social media is a great marketing tool to help 

grow your business. Embrace it. The more your 

firm uses it, the better you can get to know and 

delight your customers.

So where do you start? Here is a quick six 

step guide to getting your social media right.

1. Strategy

Establish a plan detailing how your firm will 

be using social media to achieve its business 

objectives. Clearly define what those objectives 

are: building brand loyalty, increasing customer 

satisfaction, generating leads or driving web 

traffic/e-commerce on your site. You might 

want to consider a specific purpose for each 

channel—some firms exclusively use Facebook 

for hiring. Your strategy should include a crisis 

communication plan for when things do not 

work out as expected.

2. Audit

Conduct a social media audit of your current 

activity, if any. List all the channels your firm 

uses with the relevant data: number of followers/

fans, and daily, weekly and monthly average 

content activity and your fan engagement 

rates—how many likes, shares, comments, etc.

Once you have this data, take time to 

research your competition. How they are using 

social media, what channels they are on, what 

type of content they are sharing, how active they 

are and what kind of engagement rates they get. 

Use this data to establish your benchmarks. 

(i) Business goals—are these designed to 

increase sales by x%? 

(ii) Social media goals—are they designed to 

build brand awareness? 

(iii) Key performance indicators—what growth 

are you expecting in followers, engagement 

rate and by when.

3. Voice

Create social media guidelines and a brand 

persona so your employees know the tone 

of your messaging. Your engagement style, 

whether fun or serious, formal or casual, will 

relate to how you build your community and 

what type of content you will share.

Business is social
Six easy steps to get social media right

BY ROBERT HELDT

4. Train

Choose the right, experienced people for 

your team to manage your channels. I’m 

often surprised at how many firms leave this 

important brand communication task to 

interns. Train your employees to manage your 

channels, provide them with clear guidelines 

and a list of do’s and don’ts when engaging with 

your fan base.

5. Content

Create a content strategy. What type of content 

will you share? For example, text, infographics, 

photos, videos. Does this content add value to 

your customers? Does it encourage them to 

engage, like or share? Establish a calendar of 

activity—define how often you will post content 

and on which channels.

Tips: i) Keep your posts short and to the 

point. ii) Use eye-catching visuals. iii) Post 

interesting content which will be of use 

to your customers, not just sales-focused 

product or brand promotions. iv) Encourage 

user-generated content from your audience. 

iv) Stay current—embrace video and other 

new features.

6. Analyse

Regularly check to ensure your messaging 

is on brand and flag content that does 

not meet your guidelines. Examine your 

progress on a monthly or quarterly basis, 

establish quantitative and qualitative 

reporting to measure growth or decline in 

fan base and insight on engagement. Use 

social media listening tools to monitor 

and analyse activity. There are many free tools 

such as Adobe Social, Agorapulse, Hootsuite 

and Meltwater. Select one that achieves 

your goals. 

MEDIA
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The A-List of Media

McCann Worldgroup Japan is the largest international agency group in Japan and has 

been building brands for both multinational and local clients for over 57 years.

We are part of a leading global marketing firm with 24,000 employees in 120 

countries, providing best-in-class strategic and creative services in advertising, 

relationship management, promotion/event marketing, design, PR, worldwide 

production and all forms of digital marketing.

We have particular strengths in healthcare and global B2B services, and a presence in 

both Tokyo and Osaka. 

In addition, we are the only international agency that can plan and buy media 

independently with a media-neutral perspective.

McCann Worldgroup Japan

Shin Aoyama Building East

1-1-1 Minami-Aoyama

Minato-ku, Tokyo 107-8679

Miyoko Ohki, corporate communications

03-3746-8111

contact@mccannwg.com

www.mccannwg.co.jp

AREAS OF EXPERTISE

• Advertising

• Digital marketing/relationship 

management

• Event marketing/promotion/retail

• Shopper-based design consulting

• Healthcare professional/direct-to 

consumer communications

• Communication planning and media 

buying

• Public relations

• Brand consulting/design

• Sustainability communications

Custom Media is an award-winning media, design and market-entry agency 

specialising in innovative print and digital publishing, including magazines, 

marketing collateral, websites, apps, videos and other communications.

Celebrating our ninth year, Custom Media specialises in providing bilingual solutions 

(English and Japanese) for an increasingly integrated business environment.

We are a diverse and dynamic team: international, talented and modern in our 

approach. We create content that not only tells your story, but also engages your 

audience. Our clients include real estate developers, universities, manufacturers of 

consumer goods, airlines, hotels, foreign chambers of commerce, government bodies, 

NGOs, financial institutions and NPOs.

We are the producers of BIJ.TV, the first and only online bilingual video channel 

dedicated to successful business in Japan.
Custom Media K.K.

Daiwa Azabudai Bldg. 6F

2-3-3 Azabudai

Minato-ku, Tokyo 106-0041

Joy Fajardo, client services manager

03-4540-7730

joy@custom-media.com

www.custom-media.com

AREAS OF EXPERTISE

• Print: bilingual magazines, 

brochures, newsletters, white 

papers, annual reports, etc.

• Communications: advertising, 

branding, copywriting, editing, 

investor relations, public relations 

and proofreading

• Digital: company websites, video 

production (BIJ.TV) and social 

media consulting

BCCJ 2013 Company of the Year

Modis Design was founded in 2006 to provide superior-quality multilingual 

communication services in Japan. We are passionate about communications design 

and provide innovative solutions that help our clients reach global, multicultural 

audiences. Our international team of communication strategists, content developers 

and localisation experts have experience across a wide range of delivery platforms, 

and we are always eager to extend our skills to new opportunities and challenges. Our 

client list is extensive, including many firms that are household names in Japan and 

overseas. Whether you’re going global or staying local, we ensure your message is on 

target and delivered effectively and engagingly.

Modis Design Inc.

Yoshida Bldg. 405

4-1-31 Kudankita 

Chiyoda-ku, Tokyo 102-0073

Cal Lyall, managing director

03-5213-4840

info@modisdesign.com

www.modisdesign.com/en

AREAS OF EXPERTISE

Text Design

• English/Japanese copywriting

• Multilingual translation

Graphic Design

• Print (brochures, reports, magazines, 

exhibition materials)

• Digital (websites, content  

for devices)

Interactive Design

• Animation

• Video

• Editing

• Voiceovers

Strategy Design

• Internal communications

• Training and e-learning development
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I wonder if you’ve ever met someone with 

the same name as you, or bar one letter? I 

have, but only this one time, and it was a 

funny experience. I’d had a few years to get 

used to seeing Coldplay’s bass player Guy 

Berryman’s name whenever I read about the 

band, but he had no idea about me. When 

we met for the first time and I introduced 

myself, he was totally gobsmacked. The band 

loved it and Chris Martin insisted on getting 

both of us to re-introduce ourselves over and 

over again. It was a good laugh and a great 

icebreaker.

Once things calmed down, we got talking 

about the band and their music. They had just 

completed the X&Y album and I was curious 

about the studio recording process—at what 

point do you stop and say the record is done? To 

quote George Lucas, “A movie is never finished, 

only abandoned”.

Coldplay agreed, and said if you keep on 

tinkering in the studio you’ll never release 

the music. They acknowledged an album is 

a snapshot of a band’s life, so the recording 

process must not drag on; and a band is only 

as good as their last album, so you must keep 

moving forward. All four members remarked 

that suddenly there’s a moment in the studio 

when they are desperate to go out and play the 

songs live, and this is the moment when the 

recording is done.

Do they think about the audience while 

recording? Martin compared creating an album 

to building a house. With all the members inside 

looking out, it feels and looks good, but they 

have no idea how other people see it.

Well, millions around the world have liked 

what they have seen (or listened to) because 

Coldplay, now one of the most successful bands 

on the planet, have mastered the business of 

music. In doing so, they’ve followed in the 

footsteps of The Rolling Stones and U2, who 

became brands in their own right. But were 

they always ambitious and in possession of a 

master plan?

Buckland and Martin, when they first met in 

1996 at University College London, thought just 

getting a record deal was the “promised land”—

they had no idea one day they would play a 

stadium in Japan. Fast forward to 2017, and their 

upcoming stop at Tokyo Dome will have followed 

massive gigs around the world. In 2016, these 

included career highlights for the band, such as 

headlining Glastonbury Festival and performing 

at the halftime show of the American Super Bowl.

When I first interviewed Coldplay, we 

talked about the melancholy feeling in their 

songs, which always build to a euphoric high. 

Interestingly, they talked about the difficulties of 

being in a band and the power of group dynamics. 

If they are too polite to each other, the music ends 

up sounding soulless—just like a bunch of session 

musicians going about their business. But when 

they go through incredible downs, uncomfortable 

silences, argue over tense dinners and then jam, 

the sound becomes harder, more real emotionally 

and ends on a high. They said that no matter what 

happens between the four of them, they always 

“kiss and make up” and find an “up to end on”.

Today, Coldplay spend much less time 

together, as family commitments and living in 

different countries affect the way they interact 

and create. With no line-up change in their 

21-year run, Buckland said the secret to that 

success is appreciating each other. All four 

bring something to the group the others can’t 

so, together, they are better than they would be 

individually. He said, laughing, that he respects 

the others and hopes they respect him.

But I noticed a little seriousness, or even 

a hint of uncertainty, in that comment. And 

maybe therein lies the key to Coldplay’s 

success—a need to be liked and respected. And 

a need to stay together.

Experience, maturity and challenges bring 

changes to your perception of life, and Buckland 

said now more than ever what he enjoys most 

about his role in Coldplay is performing live, 

where he can lose himself and just play. And 

when asked about the power of music in 

difficult times, he said, “A good song can always 

make you feel a bit better—even if it’s only for 

five minutes”. 

BEHIND THE MIC

IN THEIR PLACE
Coldplay on creativity and longevity

BY GUY PERRYMAN MBE

I’ve interviewed Coldplay twice, both times in 

very different situations. The first was in 2005 

with all four members at a Tokyo hotel, and then 

in 2016 I had a phone conversation with their 

guitarist, Johnny Buckland.



What is the state of Japan’s luxury 

recruitment market?

It’s a mature, candidate-driven market with all 

major brands having been here for at least 10 

years, but the increasing importance of digital 

marketing combined with a retail landscape, 

which is shifting to accommodate more 

sophisticated shoppers and increased levels of 

tourism, present unique recruitment issues.

 

What are the latest trends in the industry?

Everyone has been talking about Ginza Six, the 

largest retail facility in the Ginza area, for much 

of the past year. More than 240 global brands, 

including key players such as Christian Dior 

Couture, Valentino S.P.A., Yves Saint Laurent, 

and Van Cleef & Arpels are opening freestanding 

stores. We have seen a huge amount of 

recruiting activity focused on both the retail and 

corporate sides related to this project. 

 

What differentiates RGF in such a 

competitive market?

Being part of Recruit, the number-one 

recruitment company in Japan, definitely helps 

attract brands and talent. Japanese candidates 

are extremely selective about the agency with 

which they work. RGF has unique relationships 

with key decision makers in Japan and at the 

European headquarters of major luxury brands, 

giving us access to unique and exclusive roles 

not shared with most Japan-based agencies.

 

What advice would you give to a brand that 

wants to attract the best talent?

Luxury brands work hard to develop their image 

for consumers, but should also develop an 

employer brand. Using a preferred recruitment 

partner with a unique talent pool to attract 

prospective employees makes the recruitment 

process easier and helps brands hold on to their 

top talent. 

 03-6422-4400

 www.rgf-hragent.asia/japan/

LUXURY RECRUITMENT

An interview with Alex Zoboli, senior manager at RGF Japan

PUBLICITY

Alex Zoboli 
Senior manager 
at RGF Japan

We aim at being more than just 

“camera people”. 

Good photos are the result of 

good work, good relations and 

good people, so  our team of 

specialists are your partners to 

best answer your visual needs.  

Events • Architecture • Food • Products • Weddings • Photo & Video Production

www.life14.com

contact@life14.com

03.6380.1437

Classic, sleek and innovative, a customised notebook can 

enhance your brand identity and make events memorable. 

Have a notebook made for: 

• Special events, such as product launches

• Training and development tools

• Corporate and holiday gifts

• Loyalty and incentive programmes

Contact Megumi Okazaki:   

megumi@custom-media.com

03-4540-7730

Now 
accepting 
orders for 
less than 
100 units!
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A fter a long working 

week compounded by 

a miserable commute, 

grey winter skies and the feeling 

that the weekend is going to pass 

in the same way—and just as 

quickly—as most of those that 

have gone before it, we all need 

something different: a change of 

scenery and—most importantly—

to pamper ourselves.

Given the number of top-class 

hotels that now dot Tokyo or 

are within a short train journey 

or flight, the weekend break or 

“staycation” has never been easier. 

Or more luxurious.

“The term ‘staycation’ only 

cropped up a few years ago, and 

the concept was a result of the 

financial crisis that struck in 2008”, 

said Emilie Achilles, international 

marketing communications 

executive at the Grand Hyatt Tokyo. 

“But now it has become something 

of a global trend and we have 

seen a definite increase in people 

coming for short-stay visits”.

To tap into the trend, the hotel 

has come up with a number of 

innovative packages, such as the 

Marie Antoinette Stay, which ran 

until 26 February.

For a cool ¥1mn, a guest could 

enjoy luxury that the former 

Queen of France would have 

recognised. Included was a night 

in the presidential suite—complete 

with its own outdoor heated pool 

and gardens—a rose bath, a bottle 

of Dom Perignon Champagne, 

in-room nail art incorporating real 

diamonds and pearls, a 60-minute 

treatment at the hotel’s Nagomi 

Spa, welcome sweets and a pair of 

tickets for the Marie Antoinette art 

exhibition at the nearby Mori Arts 

Center Gallery.

But a more modest stay at the 

Hyatt still will get the city’s kinks 

out of your system.

The 200m2 Ambassador Suite 

may lack the pool, but has much 

else to recommend it, as do the 

Chairman, Diplomat and Grand 

Executive suites, which range in 

size from 100m2 to 120m2.

The hotel has a further six 

categories of rooms, the smallest 

of which is a very comfortable 

42m2. These rooms come with 

full blackout blinds, 32-inch flat 

screen televisions, complimentary 

Wi-Fi, audio-visual equipment, as 

well as rain showers and a bath tub 

designed to soak away the stresses 

of the city. Guests checked into 

Grand Club rooms and suites 

also have access to the 5th floor 

Nagomi Spa and Fitness.

The Grand Hyatt has seven 

distinctively different restaurants, 

ranging from the contemporary 

Italian café Fiorentina—the outside 

terrace is a nice European touch—

to the French Kitchen, Chinaroom 

and Shunbou, which delivers a truly 

stunning take on kaiseki traditional, 

multi-course Japanese meals.

To end the evening, try Maduro, 

a luxurious bar with nightly live 

entertainment and an extensive 

selection of cigars to go with 

the drinks.

Across town, Hilton Hotels 

& Resorts took over its Odaiba 

property in October 2015, and 

has since embarked on a major 

renovation and upgrade of the 

hotel’s facilities. Yet it maintains 

TRAVEL

Welcome break
No shortage of luxury staycation options in Japan

BY JULIAN RYALL
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www.club360.jp

For readers of ACUMEN . . .
mention this ad and receive your
first boxing class free!

• Personal coaching sessions and 
group classes taught by professional 
fighters and coaches. 

• Spacious boxing studio

• 5-star weight area, pristine showers, 
Wi-Fi lounge and much more!

• Just a 3-min walk from Roppongi Hills

✓ No registration fees

✓ A variety of classes to choose from

✓ No monthly membership fee

Address: B1 CMA3 Bldg. 3-1-35 Moto-Azabu, Minato-ku • Nearest stn: Roppongi
Hours: Open 7 days a week • Tel: 03-6434-9667

BOXING & KICKBOXING AT CLUB 360
”Of� cial training facility of Executive Fight Night!”

Club360-MAR_FP.indd   1 3/9/17   5:48 PM
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what is arguably one of the most 

spectacular locations in Tokyo.

The curved design of the 453-

room hotel means that every one of 

its guest rooms has a view of Tokyo 

Bay from a private balcony. Those 

on the west of the property enjoy 

the most striking vista, with a view 

that takes in the Rainbow Bridge, 

Tokyo Tower, Tokyo Sky Tree 

and the profile of the entire city. 

Particularly impressive as the sun 

is going down, the rooms are at a 

premium for the summer fireworks 

festivals that light up the bay.

Meanwhile, the newly 

refurbished Executive Lounge 

serves breakfast, afternoon tea, as 

well as light snacks and cocktails 

in the evening. On a fine day, 

be sure to get there early to take 

advantage of one of the outdoor 

tables. After the sun has gone 

down, the barman in the classically 

appointed Captain’s Bar pours a 

sublime gin and tonic, while an 

impressive selection of whiskies 

is readily available. The hotel 

also has a fitness centre, spa and 

sauna, as well as a number of 

excellent dining options, including 

sushi, teppanyaki and a tempura 

restaurant.

Hilton has a number of other 

properties around the country—

including in the town of Niseko in 

northern Hokkaido—while Kansai 

residents in need of a city break 

need look no further than Osaka, 

where a Hilton hotel can be found 

in the heart of the city.

Guests are invited to relax with 

a soothing massage in the spa, 

unwind in the indoor swimming 

pool, and enjoy cocktails and a 

view at Windows on the World. 

Then they may end the day at the 

award-winning restaurant, Genji.

The InterContinental Group 

operates a selection of hotels 

across Japan, and this year 

celebrated the 70th anniversary 

of the opening of their 

first property. The ANA 

InterContinental Tokyo has 

become something of an icon 

in the city, its rooms being a 

blend of contemporary design 

and modern facilities, with all 

of them benefiting from subtle 

Japanese influences.

The hotel has an outdoor 

pool, the THANN Sanctuary Spa 

Akasaka; a health and fitness 

centre; a shopping arcade; and 

more than a dozen drinking and 

dining establishments that include 

a two-Michelin-starred restaurant 

overseen by renowned chef 

Pierre Gagnaire.

But convenient getaways need 

not be limited to your home city. 

Still part of the InterContinental 

family, the Manza Beach Resort 

enjoys an altogether different 

outlook—across the coral reef that 

fringes the natural harbour off the 

village of Onna-son, on the north-

west coast of Okinawa.

Appearing stark against the 

blue of the Pacific, the startling 

white hotel occupies a spit of land 

that forms one protective arm of 

the bay—and gives it unparalleled 

views. The hotel recently upgraded 

its facilities, and now every room 

has a view of the ocean and the 

area’s spectacular sunsets. And 

because it is in the far south 

of Japan, where the climate is 

warmer, the beach is open from 

1 March until the summer there 

ends in early November.

The island of Yakushima, 

a UNESCO World Heritage 

Site, is not as far south, but it 

does have both an exceptional 

environment and hotel, perfect 

for a short break.

The Sankara Hotel and Spa 

cleverly combines top-end luxury 

with the requisite environmental 

responsibility. Cutting edge in 

every aspect—from the restaurants 

to the suites, spa facilities, pool 

and the 24 individual villas—the 

property nevertheless retains the 

atmosphere of a family-run inn, 

albeit an impressive one. When the 

visitor steps into the main lobby, 

they face the facility’s vast doors 

that open onto an infinity pool, 

where the Pacific Ocean serves as 

the backdrop.

The hotel’s villas each have 

a balcony overlooking the 

surrounding forest or the ocean, 

and Balinese day beds that are 

ideal for lounging. In addition, 

there are three junior suites, a villa 

suite and the full Sankara Suite.

At more than 125m2, the top-of-

the-range property enjoys a private 

spa and an open-air bath that 

looks out over cedars.

With such luxury to be found 

throughout Japan, there is no 

reason not to treat yourself. 

TRAVEL

FROM LEFT: ANA INTERCONTINENTAL, SANKARA HOTEL & SPA, HYATT, SANKARA HOTEL & SPA
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W ith the winners of the 2017 World’s 

Original Marmalade Awards set to 

be announced on 18 and 19 March, 

Japanese marmalade-makers will be looking to 

surpass their success last year, when they won a 

crop of new admirers and took no fewer than six 

gold medals. That prompted the founder of the 

event to suggest that they would be perfectly at 

home among the big names in the UK’s quality 

preserve sector.

“We are delighted to have had so many 

entries from Japan [in 2016], and the number of 

gold winners suggests that the people of Japan 

have a particular understanding of marmalade, 

which is a sophisticated preserve”, said Jane 

Hasell-McCosh, founder of the awards, which 

are held at her home, Dalemain Mansion, in the 

Lake District.

“It seems to work well with Japanese cuisine, 

and with many entries using Japanese fruits to 

produce fresh, new flavours, they could take the 

British market by storm”, she told BCCJ ACUMEN.

The awards, which in 2016 marked their 11th 

year, attracted nearly 3,000 entries, including 

160 from outside the UK. Among them were 

preserves from South Africa, the Bahamas and 

South Korea. But it was the Japanese entries that 

really caught the judges’ eyes.

Atsuko Hayashi, owner of The English Kitchen 

in Itabashi Ward, Tokyo, was returning for the 

third straight year and improved on the gold 

award she won in the amateur category in 2015 

by claiming no fewer than two golds, a silver 

and a bronze.

“When I took the gold award [in 2015] I 

thought it was the happiest day of my life, but 

because I took gold in both the amateur and 

artisan categories, I can say this is the happiest 

day of my life”, she said.

Hayashi’s combination of yuzu, daidai (bitter 

orange), lemons and navel oranges won the 

artisan award and was described by the judges 

as rich in colour, elegant and with “beautiful 

peel”. The yuzu and daidai juice entry in the 

amateur competition was “delicious with 

good texture—an amazing marmalade”, the 

judges agreed.

“I have been making marmalade as a hobby 

since I was in my 20s, but only began in earnest 

about five years ago”, 53-year-old Hayashi said. 

“A friend who lives in the UK sent me some 

handmade Seville orange marmalade and it was 

delicious, so I decided to go to Britain in January 

2011 to learn how to make marmalade with 

different types of citrus fruit”.

The secret to a top-notch spread, Hayashi 

believes, is the delicious and richly scented 

Spread the 
good news
Japan’s marmalade artisans 
could take UK market by storm
BY JULIAN RYALL  
PHOTOS: HERMIONE MCCOSH PHOTOGRAPHY

skin of oranges from Izu, which are both bitter 

and sour. The other challenge is to set the 

heat perfectly while the ingredients are being 

simmered and before the sugar is added.

And, inspired by her victory in 2016, 

Hayashi quickly began making plans for a new 

marmalade for this year’s contest.

The Tatsuta family, who set up the Tatsuta 

Jam shop in Ikeda City, Osaka, in June 2013, also 

won a gold award for their yuzu marmalade, 

with judges declaring it “too tasty to resist”.

The victory also ensured that their 

marmalade was stocked at Fortnum & Mason’s 

in Piccadilly, London.

“We shouted and jumped up and down when 

we heard we had won”, said Ikuko Tatsuta, who 

FOOD

Entries came in from all over the world, including Japan.
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handles the firm’s sales. “It was just incredible. 

And then when we heard that our marmalade 

would be on sale at Fortnum & Mason, it was 

just an incredible honour”.

Tatsuta’s father, Masahiko, started making 

marmalade about 25 years ago, using the 

fruit of the bitter summer orange tree in the 

garden of his parents’ home in Tokyo. Every 

year, he would work with his wife to make 

new varieties and share them with friends 

and family.

Devastated by the death of his wife in 

May 2012, Masahiko Tatsuta seized on a 

proposal from Ikuko to set up a preserves shop. 

Today, the family firm makes a wide range of 

jams—including fig, rhubarb and persimmon 

varieties—but have won a firm following for 

their marmalades.

“All the fruit and other ingredients are 

grown in Japan, all are totally additive-free—

no colourings, preservatives or chemical 

flavourings—and we avoid fruit that has been 

treated with pesticides”, said Ikuko.

Remarkably, the Tatsuta family were 

competing in the 2016 awards for the first time. 

Not long after, they had already started work on 

a new recipe for the 2017 event.

Yuzu marmalade also struck gold for Nobuko 

Ono, founder of Yamayu Sweets in Fujieda City, 

Shizuoka Prefecture. As well as 15 varieties 

of marmalade, 35 kinds of jam and five citrus 

curds, Ono makes a selection of tasty scones 

and cakes.

“My mother made strawberry jam and 

marmalade for the family every year, so I started 

making it as well, and now I love it”, she said. In 

addition to winning a gold award for her yuzu 

marmalade—“well spread, lovely peel in a slightly 

cloudy gel, clean fruit aroma, light, elegant, tangy 

taste”, the judges declared—Ono won silver 

awards for her lime and amanatsu marmalades.

“It’s important to always use fresh fruit that 

will create a fragrance and preserve the beauty 

of the fruit”, she said. “I make marmalade 

carefully and with all my heart—and it’s also 

important to enjoy making marmalade”.

Another first-time participant, Ono said 

she has been inundated with requests for her 

award-winning preserve, but hopes to get to 

work on a new recipe soon.

Unfortunately, marmalade still lags 

behind jam as the spread of choice among 

Japanese families, but Ikuko is confident that it 

will catch on.

“It’s not so popular here because we 

Japanese are often given jam or marmalade in 

our school lunches at elementary school—but 

it is so bad”, she admitted. “That makes people 

believe that all marmalade is not nice.

“But Japanese people love to eat and, once 

we realise that a food such as marmalade can be 

good, we start to explore and make it better”, she 

said. “That’s what we enjoy”. 

FOOD

Atsuko Hayashi, owner of The English Kitchen in Tokyo, is presented her award by Tim French, head buyer at Fortnum & Mason.

Paddington Bear did his bit to draw attention to the awards.

“When we heard 

that our Marmalade 

would be on sale at 

Fortnum & Mason, 

it was just an 

incredible honour”.



Akiko Suwanai will 
perform with London’s 
Philharmonia Orchestra 
in Japan in May
PHOTO: TAMIHITO YOSHIDA
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“A rt is the essence of life”, Jun-Ichi 

Nihei, managing director of Japan 

Arts said, explaining the premise 

behind the firm. Recognising that the appeal 

of classical arts—from solo and orchestral 

performances to ballets and operas—is timeless, 

Japan Arts promotes international exchanges 

that bring classical performances to Japan’s 

doorstep, and gives Japanese performing 

artists international exposure by arranging 

overseas engagements.

“Japanese artists are developing more 

and more, both in their technical and 

communication abilities”, Nihei said. “They 

are now more flexible and fluent when 

collaborating with those in foreign countries”.

Unlike many Japanese entertainment 

agencies, Japan Arts works with a variety of 

artists globally. Its overseas business began in 

Europe and then, in 1988, it turned to the US 

market and brought the Metropolitan Opera 

from New York to Japan. Now the firm is active 

in the US, Europe and Asia. For example, the 

Bolshoi Ballet is scheduled to perform in Tokyo, 

Sendai, Osaka, Otsu and Hiroshima in June this 

year as part of its 60th anniversary tour.

“Classical music has a very conservative 

market”, Nihei observed.

In Japan, he explained, the fan base remains 

a constant 3%, perhaps because the music does 

not match the tastes of younger generations, 

since “classical music takes time to enjoy”.

As people get older, Nihei believes the 

appeal of classical music increases, bringing 

satisfaction of the mind. It is therapeutic and 

in many ways provides emotional support. “It 

makes our life more beautiful”, he added.

Featured in Japan each year are some 2,000 

performances that include soloists, piano 

recitals and orchestral concerts, which means 

there is something for everyone. 

The firm approaches its work with the 

necessary degree of flexibility, as it works with 

international musicians. 

The Philharmonia Orchestra

“The UK is a very special country for the classical 

music market”, Nihei said, highlighting the 

array of world-class orchestras based in the 

UK. In particular, he highlighted London’s 

Philharmonia Orchestra, which will tour Japan 

from 14 to 21 May.

The Philharmonia Orchestra is one of the 

most celebrated orchestras of the 21st century, 

and its current line-up includes solo violinist 

Akiko Suwanai and solo pianist Seong-Jin Cho.

“The most striking point about this concert 

is the combination of the orchestra and the 

principal conductor and artistic advisor, 

Esa-Pekka Salonen, who is also a composer”, 

said Nihei. His ability to read the score for 

an orchestra means he brings magic to the 

performance, making the music feel like a new 

discovery for the audience.

Sponsorship opportunity

The nature of classical concerts—where they 

do not use microphones or PA systems—

means that venue size and capacity are 

limited, affecting potential income. The costs 

involved in bringing such performances to 

Japan are also high, as this can involve flights 

and accommodation costs in major cities, so 

sponsorship vital.

In addition, to meet the expectations of 

a discerning audience and recreate the full 

experience, Japan Arts invite the original 

accompanying orchestras along with the 

performers where necessary, such as with ballet 

performances. This is the challenge for Japan 

Arts, who feel they cannot compromise on 

delivering the true value of art, and, ultimately, 

this drives up the total cost. 

Nihei added that he would like to see 

tickets more widely available, but that 

this would depend on keeping tickets at 

affordable prices. 

In order to encourage sponsorship, benefits 

to corporate donors include complimentary 

tickets, space in the lobby to entertain their 

guests and VIPs, as well as opportunities to take 

patrons backstage to meet the performers, see 

the set and take a tour of signs autographed 

by celebrated previous artists from Japan 

Arts’ history.

It is also an opportunity for corporate 

sponsors to provide tickets to younger 

generations. And Japan Arts can arrange custom 

concerts for sponsors.

To become a sponsor for the upcoming 

Philharmonia Orchestra concert tour, contact 

Japan Arts for more information. 

PUBLICITY

VALUE OF THE ARTS

Benefits for business through access to timeless classical music

www.japanarts.co.jp

03-3499-7720

Jun-Ichi Nihei, managing director of Japan Arts
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ARTS
1

8–28 APRIL

Hamlet

John Caird, honorary associate 

director of the Royal Shakespeare 

Company, returns to Japan. This 

time he is directing Hamlet. Caird 

was born in Alberta, Canada, but 

grew up in Oxford, England, and 

after studying acting he went on 

to be an actor, and later a stage 

manager. He has directed many 

other works in Japan—where his 

first production was the highly 

acclaimed Les Miserables, in 1987.

Tokyo Metropolitan Theatre

1-8-1 Nishi-ikebukuro

Toshima-ku, Tokyo

Contact venue for times

Adults: from ¥7,000

» www.geigeki.jp/performance/

theater139/

0570-010-296

◉ Free gift

We have three programmes 

to give away.

2

18 MARCH–11 JUNE

Treasures of the Natural World: 

Best of London’s Natural 

History Museum

The Natural History Museum in 

London has curated a special 

exhibition of 370 handpicked 

artefacts and specimens. This 

international exhibition will 

premiere in Tokyo, where it will 

run for three months. Housed at 

the National Museum of Nature 

and Science, the themes of the 

exhibition include specimens 

UK EVENTS IN JAPAN
COMPILED BY 
KIYOKO MORITA 
AND SOPHIA KIRTLEY

and documents contributing 

to scientific history and 

progress, mysterious artefacts 

and items relating to notable 

historical figures.
PHOTO: ©THE TRUSTEES OF THE NATURAL 

HISTORY MUSEUM, LONDON

National Museum of Nature 

and Science

7-20 Ueno Park

Taito-ku, Tokyo

9am–5pm

Adults: from ¥1,600

http://treasures2017.jp

03-5777-8600

◉ Free tickets

We have five pairs of tickets 

to give away.

3

14–26 MARCH

Lucia di Lammermoor

A new production of this 

Italian opera will premiere at the 

New National Theatre, Tokyo. 

Jean-Louis Grinda directs, 

Giampaolo Bisanti conducts and 

Olga Peretyatko plays the role of 

Lucia. Originally written by in 

1835, the opera is based on Sir 

Walter Scott’s novel The Bride of 

Lammermoor and takes place 

in 17th Century Scotland in the 

Lammermuir Hills.

New National Theatre, Tokyo

1-1-1 Hon-machi

Shibuya-ku, Tokyo

Contact venue for times

Adults: from ¥5,400 to ¥27,000

» www.nntt.jac.go.jp/english/

productions/detail_007993.html

03-5352-9999

1

2

3
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◉

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

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

coordinator@custom-media.com

Winners will be picked at random.

4

7 APRIL

Lion

The film tells the true story of 

Saroo Brierley, who used the 

power of Google Earth to track 

down his birth family in India. As 

a young child, he ended up in an 

orphanage and was later adopted 

by a couple living in Tasmania. The 

film won Best Adapted Screenplay 

and Patel won Best Supporting 

Actor at the British Academy Film 

Awards in February.
PHOTO: ©2016 LONG WAY HOME HOLDINGS PTY 

LTD AND SCREEN AUSTRALIA

Toho Cinemas Miyukiza

1-1-3 Yurakucho

Chiyoda-ku, Tokyo

Various times

Adults: from ¥1,800

» http://gaga.ne.jp/lion/

050-6868-5063

◉ Free gift 

We are giving away three 

plastic files with the film’s logo.

5

9–22 APRIL

Othello

One of Shakespeare’s best-known 

tragedies, Othello tells a timeless 

story of love and jealousy. This 

adaptation for Italian opera was 

composed by Giuseppe Verdi and 

took seven years to complete. The 

opera will be directed by Mario 

Martone and conducted by Paolo 

Carignani. The part of Othello 

will be sung by Carlo Ventre, and 

that of Desdemona by Serena 

Farnocchia.
PHOTO: ©SAEGUSA CHIKASHI

New National Theatre, Tokyo

1-1-1 Hon-machi,

Shibuya-ku, Tokyo

Contact venue for times

Adults: from ¥4,320 to ¥23,760

» www.nntt.jac.go.jp/english/

productions/detail_007994.html

03-5352-9999 

◉ Free tickets

We have two pairs of tickets 

to give away for 12 April.

6

20–21 MAY

Philharmonia Orchestra

The Philharmonia Orchestra 

London visits Tokyo to play 

masterpieces by Strauss and 

Beethoven. Founded in 1945, the 

orchestra currently has 

over 70 members. Esa-Pekka 

Salonen has been Conductor 

Laureate since 2009 and this will 

be his fifth season in the role. 

The orchestra will also be joined 

by Akiko Suwanai on violin and 

pianist Seong-Jin Cho.
PHOTO: ©CLIVE BARDA

Tokyo Metropolitan Theatre

1-8-1 Nishi-ikebukuro

Toshima-ku, Tokyo

Contact venue for times

Adults: from ¥9,000

» www.japanarts.co.jp/concert/

concert_detail.php?id=540&lang=2

03-5774-3040

◉ Free tickets

We have one pair of tickets 

to give away for 20 May.

6

5

4
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COMMUNITY

1  |  BCCJ EVENT

Emma Hickinbotham, interim executive 

director of the British Chamber of Commerce 

in Japan (BCCJ); Andy Barrow, three-time 

Paralympian and former captain of the 

Great Britain wheelchair rugby team; and 

Tim Hollingsworth OBE, chief executive officer 

of the British Paralympic Association at the 

ANA InterContinental Tokyo on 7 March.

2  |  BCCJ EVENT

Yuka Shimada (left), head of HR and board 

director at Unilever Japan, and Naoshi Takatsu, 

managing partner of Japan & North East Asia for 

IMD, discussed how to cultivate strong global 

leaders on 27 February at the Shangri-La Hotel 

Tokyo in Marunouchi, Tokyo.

3  

Tove Kinooka, co-founder of Global Perspectives 

K.K., and Dr. Greg Story, president of Dale 

Carnegie Training Japan, at the BCCJ’s Global 

Leaders: Rewards for Your Business event.

4  |  BCCJ EVENT

Kenichi Ikeno, head of UTS and a member 

of the Japan–British Society (JBS), and Matt 

Burney, Japan director of the British Council 

and member of the BCCJ Executive Committee, 

at a joint event held by the BCCJ and JBS 

about Brexit, Donald Trump and the changing 

international order on 2 March at Mistubishi’s 

headquarters in Marunouchi, Tokyo.

5  |  MEDIA

Naoko Kinoshita, veterinarian at Aeon Pet 

and Julian Ryall, Japan correspondent for 

The Daily Telegraph and senior writer for 

BCCJ ACUMEN, attended the Imperial Hotel 

Tokyo’s annual media party on 6 March.

UK–Japan events

1

4 5

3

2
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COMMUNITY

6  |  INTERNATIONAL WOMEN’S DAY

Joanna Lundt, membership and marketing 

co-ordinator at the BCCJ, presented her pledge 

on gender equality on 8 March.

7  |  CHARITY

On 26 February, David Shirt, Japan head 

of Macquarie Group, ran in the Tokyo 

Marathon, raising more than ¥600,000 for 

Refugees International Japan.

8  |  EDUCATION

In February, 12 Year 11 students from the British 

School in Tokyo (BST) visited the Dor school 

in Cambodia, where they took part in activities 

with local children.

9  

BST secondary students took part in the school’s 

annual swimming gala on 17 February.

10  

Year 10 students from BST completed a four-day 

farm stay in Miyazaki Prefecture.

BCCJ ACUMEN readers are welcome to email recent UK–Japan event photos 

with captions and credits for the editor to consider: russell@custom-media.com

6

7 8

9

10



Craftsmanship to last a lifetime 
Exquisite handmade knives since 1923. 

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

SUCCESS
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Business or pleasure
InterContinental Hotels Group delivers on the expectations of the discerning 

traveler, offering everything you need for success and comfort—whether for 

business or pleasure.

Hans Heijligers, 
CEO of IHG ANA 
Hotels Group Japan



by ian de stains obe

TALE OF TWO VISITS

UK and Japan contact with Donald Trump 

gets contrasting responses

IF YOU ASK ME

Prime Minister Shinzo Abe 

appears to have earned 

brownie points following 

his recent trip to the United States 

for talks with President Donald 

Trump. Ahead of the visit, there 

was much scepticism in the 

Japanese media about the possible 

outcome, but afterwards a Kyodo 

news poll showed that 70% of 

Japanese people were satisfied 

with the results of the talks, and 

Abe’s personal approval ratings 

rose to around 62%, up slightly 

from a month earlier.

One of the most important 

issues for Japan is defence. Trump 

promised that the United States 

was “committed to the security 

of Japan and all areas under its 

administrative control”. This 

was seen as a reference to the 

American guarantee to defend 

Japan in any confrontation with 

China over the disputed Senkaku 

Islands—known in China as the 

Diaoyu—in the East China Sea.

Trade also featured. During 

the election campaign, Trump 

accused Japan of unfair practices, 

particularly over automotive 

exports. During the meetings 

in the United States, the two 

countries decided on a new 

economic dialogue focusing 

mainly on three areas: monetary 

policy, co-operative projects 

and trade.

The two leaders delegated 

responsibility for this dialogue to 

Vice-President Mike Pence and 

Deputy Prime Minister Taro Aso 

(who is also minister of finance). 

Pence was a supporter of the 

Trans-Pacific Partnership, a major 

trade deal strongly championed by 

Abe. But in one of his earliest acts 

as president, Trump pulled out.

No date has yet been set for 

Pence to visit Japan and for talks 

to begin. 

A different reaction

Meanwhile, in the UK there is 

furious debate over another 

proposed visit. When Prime 

Minister Theresa May visited 

Washington in January, she 

invited Trump to pay a state visit 

to the UK. Many MPs feel this was 

premature and are calling for the 

invitation to be cancelled.

A state visit, they argue, is a rare 

privilege that, since the 1950s, has 

only been given to two other US 

presidents—George W Bush and 

Barack Obama—who were well 

into their terms in office. An online 

petition against a Trump state visit 

gathered more than 1.8 million 

signatures saying a formal visit 

“would cause embarrassment to 

her majesty the queen”.

State visits differ from official 

visits, as they see foreign guests 
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welcomed with royal pomp and 

military ceremony. Most stay at 

Buckingham Palace as guests of 

the queen, and one opposition 

MP, Paul Flynn, said a state visit 

would make it appear as if the 

queen were “approving the acts 

of Donald J Trump”. He said that 

the president had displayed an 

“Orwellian” disregard for the truth 

and behaved “like a petulant child”.

No date has yet been set for 

the proposed visit, which is 

supported by an opposing petition 

that garnered 300,000 signatures. 

Speaking in favour of the visit, 

the Conservative Party politician 

Jacob Rees-Mogg questioned 

whether Flynn had complained on 

the occasion of Emperor Hirohito’s 

state visit in 1971.

The invitation to Trump has 

proved to be highly controversial, 

especially following his executive 

order barring citizens of seven 

majority-Muslim countries from 

entering the US. There have been 

protests and demonstrations 

in several UK towns and cities, 

and London Mayor Sadiq Khan 

has urged the government to 

reconsider. Even John Bercow, the 

House of Commons speaker, has 

come out against the invitation, 

although by convention, the role is 

politically neutral. He has said that 

Trump should not be invited to 

address parliament.

The British government, 

however, insists that the visit will 

go ahead later this year. 

The invitation to Trump 

has proved to be highly 

controversial.

Prime Minister Theresa May met with US President Donald Trump in January.
PHOTO: JAY ALLEN/CROWN COPYRIGHT



54  bccj acumen, march 2017

BY IAN DE STAINS OBEBOOK REVIEW

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.

Japan street life
Blurred photos capture 
a country transformed

Daido Moriyama is a Japanese 

photographer noted for his 

images depicting the breakdown 

of traditional values in post-war 

Japan. He was born in Ikeda, 

Osaka Prefecture and studied 

photography under Takeji Iwamiya 

before moving to Tokyo in the 

1960s to work as an assistant to 

Eikoh Hosoe.

In 1968, Moriyama published a 

collection of photographs, Nippon 

gekijo shashincho (Japan: A Photo 

Theatre), that showed darker sides 

of urban life and less-seen parts 

of cities. Through the photos, he 

attempted to show how life in 

certain areas was being left behind 

that in others, which had become 

industrialised. This set the tone for 

the great body of his work, with his 

photographs often being blurry 

and out of focus.

Moriyama has said this of 

his work: “Black and white tells 

the story of my inner world: the 

deepest feelings and emotions 

I feel every day as I walk though 

the streets of Tokyo or other 

cities, like a vagabond wandering 

aimlessly. Colour describes what 

I encounter with no filters and I 

like to record that as my eyes see 

it. The former is full of contrasts; 

it’s pungent and totally reflects 

my loner personality. The latter 

is polite and thoughtful of others, 

which is the way I present myself 

to the world”.

The volume under review 

is a perfect example of this 

approach. As the title suggests, 

the photographs are in colour, 

but they maintain the grainy 

and sometimes out of focus style 

of his black and white photos. 

Many of those in the book appear 

unremarkable at first, but with 

a little contemplation, a pattern 

begins to emerge, and there is the 

sometimes arresting inclusion of 

a nude figure in an incongruous 

setting. Of these, Filippo Maggia, a 

visiting fellow at the Royal College 

of Art, writes:

“Women, as seen by Moriyama: 

lovers for all of a night, or models, 

or faces glimpsed on the street or 

on a bus, or captured on film as 

they pass by on a sidewalk. Your 

bodies followed through the fields, 

or at night through the streets of 

Tokyo; hands, hair, hips, breasts 

and derrieres of the women who 

have been at Moriyama’s side 

all these years, faithful travel 

companions, as it were, on an 

adventure with no beginning and 

certainly no written ending in 

store. An adventure just to be lived, 

then and never again”.

This a handsomely produced—

and seriously heavy—book 

that will appeal to lovers of 

photography and those simply 

fascinated by the street life of 

Japan. Maggia’s opening essay 

is an added plus.  

Daido Moriyama in Color: Now, and Never Again
Edited by Filippo Maggia
Skira
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The British & Irish Lions pick the best players from the 
four home nations to compete on the global stage. At 
Robert Walters, we know how that feels.

We help businesses recruit exceptionally talented 
professionals for different disciplines and geographies. 
It’s our job to build winning teams that compete on a 
global scale. 

That’s why we are proud to be sponsors of the 2017 
British & Irish Lions Tour to New Zealand.

Visit www.robertwalters.co.uk/lions to read blogs
from our rugby ambassadors, hear about upcoming
events and learn more about our sponsorship of the 
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Specialist Professional Recruitment
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a successful team or manage your long-term career,
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