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EDITOR

A s cherry blossoms bathe 

Tokyo in pink, new starts 

await us: that of the 

school year, financial year and, for 

new graduates, job year. 

Traditionally, employers across 

the country have sought to hire staff 

in April, directly after high school 

or university graduation. This has 

left young people, who wish to 

become a salaried employee, with 

limited options for volunteering, 

long-term travel, and studying or 

working abroad. 

As demand for talent continues 

to outstrip supply, firms are 

adopting a more flexible approach 

to hiring, resulting in greater 

chances for people who did not 

join a firm directly on graduation. 

We explore this trend (page 33).

For many candidates—

particularly those in the early 

stages of their career and women—

ikubosu (employers who offer a 

parent-friendly workplace) are 

proving attractive. Since research 

shows that work commitments 

restrict men’s ability to care for their 

children, the Japanese government, 

firms and organisations are 

supporting a number of ikubosu-

related initiatives to improve work–

life balance and encourage women 

to return to work (page 28).

Meanwhile, at an International 

Women’s Day event, attendees 

might affect their relationship 

with the UK. While none said they 

would withdraw investments from 

the UK were it to leave the EU, it 

does seem that retaining the status 

quo would be preferable (page 18).

People

This month, Ikea celebrates 10 years 

in Japan. Find out the secrets to the 

firm’s success from Peter List, its 

considered the use of quotas to 

recruit more women for senior 

roles (page 31).

Politics

As we approach the deadline 

for registration to vote in the 

UK referendum on European 

Union membership (page 9), 

BCCJ ACUMEN asked major 

Japanese firms how the result 

kathryn wortley

kathryn@custom-media.com

New logic

On HR, business and disability

British chief executive, and what 

businesses can learn (page 27). 

Following an eight-year ordeal 

that included demotion and 

isolation, few individuals would 

remain cheerful. And yet, Olympus 

Corporation whistleblower 

Masaharu Hamada did just 

that—even before the Tokyo 

District Court found in his favour, 

ordering the firm to reinstate, 

compensate and stop harassing 

him. His forward-looking attitude 

shone through as he shared his 

experience (page 24).

In March, I had the privilege 

of hearing the opinions of three 

Paralympic athletes at an event 

hosted by the British Chamber 

of Commerce in Japan on the 

Tokyo 2020 Paralympic Games. 

Each pointed out that people with 

physical impairments are like 

anyone else: Paralympians are not 

an inspiration because of their 

physical condition. Very true. I 

couldn’t help but be inspired—by 

their love of, and dedication to, 

their sport, refreshing candour, 

positivity, desire to make a 

difference, and leadership. Their 

perspectives on disability offer 

a welcome addition to the wider 

discussion on the potential of 

Tokyo 2020 to leave a lasting 

legacy for Japan (page 22).

Happy reading. 
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AMBASSADOR

W hether you think the UK 

should remain in or leave 

the European Union (EU), 

23 June will be your chance to have 

your say. This is a once-in-a-generation 

opportunity for the British people 

to decide.

The British government is clear that 

we believe the UK should stay in. As 

Prime Minister David Cameron put 

it: “every family, household, business, 

community and nation within our United 

Kingdom will be stronger, safer and better 

off by remaining inside this reformed 

European Union”.

But what do you, as overseas 

electors, think?

At the time of the 2015 general election, 

there were more overseas voters registered 

than ever. Almost 106,000 of them 

registered to vote—three times the number 

that was on the register ahead of the 

previous general election in 2010. While 

this is a real improvement, the number is 

still a fraction of the estimated 5.5mn UK 

citizens living overseas who are potentially 

eligible to vote in the EU referendum.

Millions of British citizens living 

outside the UK could miss out on their 

chance to take part in the referendum on 

the UK’s membership of the EU because 

they don’t know they are eligible to 

vote. That is why we are working with 

partners, such as the British Chamber of 

Commerce in Japan, to spread the word 

and inform British residents in Japan that 

many of them are eligible to vote. And it’s 

now easier than ever to take the first step 

by going online to register.

You can register to vote in minutes 

at www.gov.uk/register-to-vote. 

Thousands of expats have already 

taken advantage of this new system. To 

have your vote count, be sure to register 

by 16 May.

If you can’t or don’t want to register 

online, you can download and post 

paper forms. But remember to return 

your completed form as far in advance 

of the deadline as possible. Once you’ve 

registered, you can choose how you wish 

to vote. You can vote by post, by proxy 

(voting by appointing someone you trust 

to vote on your behalf), or in person at 

your polling station.

To register as an overseas elector you 

must have been registered to vote in the 

UK in the past 15 years. You will also 

need to share your National Insurance 

number and date of birth, and have your 

passport to hand. If you don’t have a 

National Insurance number you can still 

register, but you may have to supply more 

information to show who you are.

If you were too young to have been 

registered when you left the UK, you 

can register as an overseas voter if your 

parents (or guardians) were registered in 

the UK in the past 15 years.

You might be asking yourself, why 

bother to vote? Although you may now 

live in Japan, most expats still have strong 

ties to the UK, whether they are financial 

or social—family and friends. You may 

also decide to return one day. So you very 

probably do have a stake in the outcome 

and how it may affect your life. 

I strongly encourage you to register 

to vote. And please join us in spreading 

the word among friends, family and 

colleagues. Pass the message on that 

your vote matters. 

CAN YOU VOTE 
IN THE EU POLL?

UK expats: register online by 16 May

EU REFERENDUM TIMETABLE

16 May Electoral Commission’s recommended deadline 

by when overseas voters should register

23–27 May Electoral Commission’s window for overseas 

voters’ ballot papers to be sent

27 May Statutory restrictions on publications by 

government and other public bodies begin 

(purdah)

23 June EU referendum

#PassItOn 

#UKExpat  

#YourVoteMatters

by tim hitchens cmg lvo
british ambassador to japan
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MEDIA

UK–JAPAN NEWS

Leaders for new business
Japan and the UK have 
been placed among the top 
four in the Best Countries: 
Entrepreneurship ranking 
by BAV Consulting and 
the Wharton School of the 
University of Pennsylvania, 
U.S. News reported in 
March.

The ranking was created 
based on responses from 
16,000 people about various 
countries’ capabilities in 10 
areas: global connections, 
education, entrepreneurism, 
innovation, access to capital, 
labour, technological 
expertise, business practices, 
infrastructure and legal 
framework.

Meanwhile, in the overall 
Best Countries ranking, 
the UK and Japan were 
placed third and seventh 
respectively.

UK design skills to help 
Japan firm win new deals
Nippon Koei Co., Ltd. has announced that it will acquire 
BDP Holdings, a British design consultancy, for about £102.2mn, 
Nikkei Asian Review reported on 4 March.

The move was designed to utilise BDP’s strong expertise in information 
modelling in the hope of winning contracts for rail construction and 
related development projects in India and South-East Asia. 

BDP generated more than £81mn in sales in 2015, the second-largest 
reported sales figure for a firm in its field. Following the acquisition it 
will be operated as a wholly owned subsidiary.

Germs clean up quake zone
A UK–Japan research project is being scaled up to help clean water 
contaminated with radioactive material at the Fukushima Daiichi 
Nuclear Power Plant, according to a press release issued on 16 March.

The technology—initially developed in the UK—uses a bacterium to 
produce hydroxyapatite, a mineral that captures radioactive elements in 
contaminated seawater, surface water and groundwater.

The work is being undertaken in collaboration with the Japan 
Atomic Energy Agency, with funding from the UK’s Biotechnology and 
Biological Sciences Research Council, Engineering and Physical Sciences 
Research Council and Natural Environment Research Council.

Japan model good for 
teaching children soft skills

Schools in Japan may be better than their British 
counterparts in teaching soft skills, thanks to 
discipline, The Telegraph reported on 12 March.

While the UK government had promoted 
teaching children resilience through sport, 
particularly rugby, Andreas Schleicher, director 
for education and skills at the Organisation for 
Economic Co-operation and Development, 
said there was no reason for rugby being a more 
suitable way of doing this than mathematics.

He added that schools in Asia are successful 
in teaching children cooperation, teamwork, 
resilience and how to manage themselves.

Scholars team up for study on the Bard

Waseda University and the University of 
Birmingham are to undertake joint research 
on the work of William Shakespeare as part of 

the 400th anniversary of his death this year, 
Redbrick reported on 14 March.

The collaboration arose from a British Council 
workshop in 2015 that focused on UK–Japan 
work in research and education. Both universities 
are to contribute £60,000 to a fund that may 
support joint research in robotics, linguistics, 
drama, as well as sport and exercise science. 

Professor Adam Tickell, University of 
Birmingham provost, said: “It is important for 
both the University of Birmingham and our 
country to develop closer engagement with 
our counterparts in Japan, especially in areas 
of shared research strength”. 

Representatives signed a research agreement.

global
connections

access
to capital

education

innovation

labour

business
practices

infrastructure

legal
framework

entrepreneurism

technological
expertise

Best Countries: Entrepreneurship ranking
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New high-speed train

Virgin Trains has unveiled a new high-speed train designed by Hitachi 
Rail Europe that will go into operation between London and Edinburgh 
in 2018, The Telegraph reported on 18 March.

The train—which can travel at 201kph and thus cut the journey 
by more than 20 minutes—is one of 65 trains being built at Hitachi’s 
plant in Newton Aycliffe, County Durham. It is part of an investment 
totalling £3.3bn.

Sir Richard Branson Kt, founder of the Virgin Group, said: “We have 
called the train Azuma because I have been very impressed when I have 
travelled by train in Japan—and the word azuma [is the archaic term 
meaning] east in Japanese. This is a new dawn for rail in this country”.

Japan trails in global study 
of women in senior roles
Japan has been ranked bottom in a study by accounting and advisory 
consultancy Grant Thornton LLP on the proportion of senior roles held 
by women in firms worldwide, The Independent reported on 9 March.

While women hold 25% of senior business roles globally, that total 
falls to 21% in the UK and 7% in Japan, significantly behind the top 
three: Russia (49%), the Philippines (39%) and Lithuania (39%). 

Eastern European nations performed well; researchers said this may be 
due to the legacy of communism, which promoted equality.

GSK leads on diversity
GlaxoSmithKline K.K. announced it was stepping up its diversity and 
inclusion initiatives ahead of implementation of the Promotion of 
Women’s Career Activities Act on 1 April, according to a press release 
issued on 25 March.

The ongoing plan includes encouraging working fathers to take 
childcare leave, promoting flexible working arrangements, and emphasising 
pay for performance rather than the length of time spent working. 

Philippe Fauchet OBE, president of the firm, said: “We are committed 
to creating a workplace where men and women … work together to 
generate innovation, thereby contributing to the needed evolution of the 
employment model in Japan”.

Help given to ship 
plutonium to the US

Two British ships arrived in the village of 
Tokai, Ibaraki Prefecture, to load plutonium 
and transport it to a US government facility in 
South Carolina under a pledge made by Japan 
in 2014, The Telegraph reported on 21 March. 

The shipment will be moved from the site 
of the Japan Atomic and Energy Agency by 
Pacific Egret and Pacific Heron, both operated 
by Pacific Nuclear Transport. The consignment 
is reportedly the largest of its type since 1992.

The 331kg of plutonium—mostly from 
the US with some from France—was used for 
research purposes.

Chefs get local lessons on food tour 

Seven chefs from the UK, who 
travelled to Japan as part of the 
British Hospitality Association’s 
Seven Samurai competition, 
have completed their nationwide 
gastronomic tour, the Daily Mail 
reported on 5 March.

They visited Tsukiji Fish Market, 
food stalls in Osaka, a soy sauce 
factory, a bonito fish smokehouse, 
and a dive site where women hunt for 
abalone. The chefs also undertook training in making tempura, sashimi and dried seaweed.

Having returned to the UK, the chefs are competing to create a dish for All Nippon Airway’s 
new business class menu.

Sir Richard Branson Kt, founder of the Virgin Group, displayed the Azuma in London.
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EXECUTIVE DIRECTOR

W e are often asked if the 

British Chamber of 

Commerce in Japan 

(BCCJ) has a separate group or 

committee for women, young 

professionals or a particular 

industry. The answer is no. Our aim 

is to focus on integration rather 

than separation, to encourage 

interaction rather than division, 

while strengthening UK–Japan 

commercial ties and promoting 

business between members.

That mission has proved 

attractive. The BCCJ is a network 

of 200 firms equating to almost 

900 members. Attendance at our 

40 events per year—designed 

to be hubs for involvement and 

innovation, across gender, age, job 

roles and interests—has increased 

by 106% since 2011. 

Be a shaper

Our Executive Committee (Excom) 

is responsible for chamber 

development through task forces. 

If you want to get involved contact 

info@bccjapan.com. 

Any BCCJ member keen to get 

involved with an industry-specific 

committee is encouraged to join 

the European Business Council 

in Japan, the trade policy arm of 

17 European national chambers 

of commerce and business 

associations in Japan.

Communitarians

Stewards with a shared mission

lori henderson mbe

Your leaders

The nomination period for 

the BCCJ 2016–17 Excom and 

presidential elections opened on 

22 February. By the nomination 

deadline on 25 March, we had 

received 15 nominations. Since 

the number did not exceed 15, 

no election will be held, and the 

following candidates will serve. 

Candidates who served on the 

2015–16 Excom are indicated by 

an asterisk.

• Alison Beale, University of 

Oxford Japan Office*

• David Bickle, Deloitte Touche 

Tomatsu Tax Co.* 

• Jonty Brunner, British Airways*

• Steve Crane,  

Business Link Japan K.K.*

• James Dodds, KPMG*

EXECUTIVE DIRECTOR

• Simon Farrell,  

Custom Media K.K.*

• Philippe Fauchet OBE, 

GlaxoSmithKline K.K.*

• Iain Ferguson,  

Lloyd’s Japan Inc.*

• Emily leRoux,  

Michael Page Japan

• Guy Perryman, Guy Perryman

• Reiko Sakimura,  

Clifford Chance Law Office*

• Noriko Silvester,  

Candlewick Co., Ltd.

• David Swan, Robert Walters

• Richard Thornley CBE, 

Individual Member*

• Trevor Webster, 

Individual Member*

David Bickle indicated his 

willingness to serve a further 

year as chamber president and 

Excom chair. He qualifies for, and 

is therefore proposed to serve, 

in these roles. Chris Heffer of the 

British Embassy Tokyo and Matt 

Burney of the British Council 

Japan will continue to represent 

their respective organisations as 

ex officio of Excom.

BCCJ members are invited to 

welcome Excom at our annual 

general meeting on 27 April at the 

Shangri-La Tokyo. Proceedings will 

be followed by a party hosted by 

the BCCJ. Sign up to secure a spot: 

www.bccjapan.com. 
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MEDIA

JAPAN NEWS
BY MARK SCHREIBER

more shops allow photos

china’s online  
market grows

The so-called bakugai (explosive buying) in Japan by Chinese consumers 

is by no means limited to shopping forays by short-term visitors. 

Nikkei Business (21 March) takes note of the rapid growth of 

e-commerce in China by Alibaba Group Holding Limited’s JD.com. 

Others can be expected to open up new opportunities for firms with 

products to sell. In China, the percentage of electronic transactions 

relative to the total is expected to rise from 19.6% this year to 33.6% by 

2019 (projections for over the same period are 7.8–9.8% for the US, and 

11.4–15.3% for Japan). 

Lijun Sun, chief executive of Alibaba, has said that while his firm’s 

sales have been product-oriented until now, he hopes to expand in such 

areas as insurance, loans, medical services and agriculture. In the latter 

field, Sun wants to enable farm households to market their agricultural 

produce online. 

The general rule at shops in Japan 

has been to prohibit the snapping 

of photographs without permission 

from management. But perhaps 

with the ubiquity of smartphones 

and increasing popularity of 

photo-sharing services such as 

Instagram and Flickr, this rule may 

be changing. 

The Nikkei Marketing Journal 

(18 March) noted that more 

businesses are dropping the ban. 

While such photos may enable 

leakage of data to competitors 

or risk violating the privacy of 

customers, shops are beginning to 

acknowledge that the advantages 

outweigh the risks. Some may even 

be incorporating such a practice 

into their marketing strategy. 

Electronics retail giant 

Yodobashi Camera Co., Ltd. is 

said to have become the first 

major retailer to drop the taboo, 

on 16 September, 2015, when it 

announced a new policy would be 

in force at all 22 of its shops. 

The firm’s main rationale for 

banning the taking of photos 

was to conceal their prices from 

competitors. “But since in-store 

prices correspond to the prices 

advertised online, it didn’t make 

sense any more to hide them”, 

said Shunta Kuramochi, assistant 

manager at the Yodobashi-Akiba 

multimedia shop in Tokyo’s 

Akihabara electronics district. 

When asked about another 

concern, that of leaking in-store 

point-of-sale displays to outsiders, 

Kuramochi said: “The logic of our 

shops was to prohibit photography 

but, considering the customers, 

we decided the demerits of not 

allowing them to take photos were 

outweighed by the merits. And if 

competitors imitate us, we’ll just 

have to redesign the store displays 

faster than the imitators”. 

Some customers take photos for 

practical reasons: One 31-year-old 

female employee was quoted as 

saying that, when she’s uncertain 

about what to purchase, she “takes 

photos of products and posts them 

on a social networking site to get her 

friends’ opinions”. Afterwards, she’ll 

also post a photo of the item she 

bought, as a way of telling friends 

she is happy with her purchase. 

“That makes shopping all 

the more satisfying”, she told the 

Nikkei Marketing Journal. “So I feel 

disappointed if I’m not allowed to 

take a photo”. 

According to Timeless Tokyo, 

a marketer of vintage brands, 

setting up a photo spot in its shop 

that encourages customers to 

take pictures, and offering other 

promotional activities, such as 

giveaways, resulted in posts on the 

Internet. The firm boasts its outlay 

for advertising is zero. 

Bic Camera’s outlet on the east 

side of Shinjuku Station took the 

idea a step further. As a way of 

attracting customers to the shop, 

it made one of its female part-time 

workers from Taiwan something 

of a celebrity attraction, by 

encouraging visiting tourists from 

Taiwan to post her photograph on 

their Facebook pages. This is a new 

way of putting staff in the limelight.

Yodobashi-Akiba in Tokyo’s Akihabara district
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uk styled shop opens 

china’s online  
market grows The biggest bottleneck to further expansion has been 

distribution in rural areas, but Sun has earmarked investments 

equivalent to ¥180bn in order to boost the number of local service 

centres (currently operating in every Chinese province except Tibet) 

nationwide from 40,000 by the end of this calendar year to 100,000 

by 2019. 

So how does this affect Japan? Since 2013, China has gradually 

opened up its e-commerce market to overseas transactions; this business 

has been doubling every year. According to projections by the trading 

house Mitsui & Co., Ltd., revenues will exceed ¥10trn within 2017, and 

hit the ¥18trn mark by 2019, accounting for nearly one-tenth of all 

transactions on a value basis. Transactions using smartphones and other 

mobile terminals currently account for 55%, compared with 45% using 

personal computers. These transactions are projected to increase to 

71% by 2019. 

Among the foreign firms that have been setting their sights on online 

sales are Nestlé, for which e-business accounts for 30% of its total 

turnover in China. Other European brands making more effort to include 

e-commerce into their China strategies include French apparel brand 

Lacoste, and Belgian chocolate retailer Godiva. 

Vacuum cleaner manufacturer Dyson Limited, which entered 

the Chinese market in 2012, achieves roughly one-half of its sales via 

e-commerce, particularly from the Alibaba Group’s T-Mall and JD.com. 

A PR spokesman for Dyson in China, told Nikkei Business that “China has 

skipped past the stage of technological evolution that other advanced 

countries underwent, and has become accustomed to virtual shopping 

that transcends the in-store shopping experience”. 

Nikkei Business predicts that the Chinese market is likely to prove 

particularly attractive to small and medium-sized Japanese firms. Thanks, 

in part, to the relative geographical proximity of the two countries, and 

the firms’ ability to bypass wholesalers and agents, they will be able to 

deliver goods to consumers in China in about five business days from 

receipt of an order. However, one possible risk will be an increase in 

customs duties. 

On 19 March, Shibuya-based apparel maker Hit Union Co., Ltd. 

opened its new Fred Perry Japan outlet, which was designed, 

built and decorated following close input from the firm’s 

UK team. 

Located in Jingumae 5-chome in Shibuya Ward, the building 

boasts 370m2 of floor area—more than double the size of the 

shop it has replaced. According to the Nikkei Marketing Journal 

(23 March), Hit Union intends to use its flagship shop to help the 

brand penetrate other Asian countries. 

In addition to the popular line of polo shirts, which will retail 

at around ¥12,000, the store will carry a full line of men’s goods 

ranging from shoes to carrier bags. As a special attraction, it will 

also offer limited edition goods—only 10 of each are available—

priced in the ¥20,000–¥40,000 range and endorsed by popular 

British performers such as Paul Weller and Terry Hall. Tennis 

wear will also be displayed. 

Keiji Tanabe, president of Hit Union, said: “In an age where 

one can purchase practically anything from the Internet, more 

than ever we want people to be able to enjoy shopping for things 

only available in our store”. 

Visiting travellers from China and other Asian countries are 

credited with contributing to recent sales growth, helping to place 

the Fred Perry brand within the top five brands in Japan. The new Fred Perry store in Omotesando • © STIRLING ELMENDORF
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G iven that activity of 

the British Chamber 

of Commerce in Japan 

(BCCJ) in April is perennially 

focused on preparations for its 

annual general meeting (AGM), you 

could be forgiven for thinking that 

this is solely a time for wrapping up 

chamber business and addressing 

important matters of governance. 

Undoubtedly the month marks 

the completion of tenure of the 

incumbent executive committee 

(Excom). The reality, though, is that 

April is not the end of the chamber 

year, but rather the beginning. 

The 2016–17 chamber year

The AGM provides an important 

opportunity to look back on the 

past year, report on progress to 

achieve chamber goals, and enable 

members to voice their opinions. 

But, when we will gather at the 

Shangri-La Tokyo on 27 April, we 

will already be four weeks into the 

2016–17 year.

With a sharp focus on 

business, we will have opened 

the events calendar, on 

5 April, with William Sposato, 

former deputy bureau chief of 

The Wall Street Journal, taking the 

pulse of Abenomics. This will have 

been followed, on 12 April, by 

insights from Bill Emmott, former 

editor in chief of The Economist, 

Another chamber year

Wrapping up and getting started anew

somehow found time, for many 

years, to lead the BCCJ’s events 

task force. More recently, he was 

also our standard bearer for global 

sporting events. 

Championing opportunities 

for British business, he has been a 

powerful catalyst for engagement 

by the international community in 

support of the Rugby World Cup 

2019 and Tokyo 2020 Olympic and 

Paralympic Games. As members 

will now be aware, he decided 

not to stand for re-election to the 

2016–17 Excom. He will be sorely 

missed and, on behalf of the 

chamber, I acknowledge a debt of 

thanks for the contribution he has 

made to the BCCJ.

My gratitude also goes to the 

other members of the 2015–16 

Excom, particularly Susumu 

Kaminaga, Ajab Samrai and 

John Short who also decided not 

to stand for re-election. They, 

too, have made tremendous 

contributions to the success of the 

chamber over the past year. 

Why not get involved?

Finally to address our active 

members—the chamber thrives 

on your participation, and I 

sincerely hope that you are looking 

forward to helping the BCCJ 

continue to flourish in the 2016–17 

chamber year. 

david bickle

@BCCJ_President

into the challenges currently 

facing Europe.

The BCCJ takes great pride in 

providing members with access to 

respected economic and business 

commentators, as well as public 

figures. Last year these included 

Boris Johnson, mayor of London, 

and Yoichi Masuzoe, governor of 

Tokyo. Such events do not happen 

by chance, and are the result of 

hard work and effort put in over the 

years by chamber members, the 

secretariat and other stakeholders.

Special thanks

In terms of shaping our events 

programme, one name stands out 

above all others—Graham Davis. 

Formerly an investment banker 

and director of the Economist 

Corporate Network in Japan, he 

PRESIDENT

DAABON is a family owned and managed company built 

on the passion and commitment of three generations of 

the Davila Family. We employ more than 2,500 people 

directly, and also support local employment by providing 

assistance to over 450 palm and cocoa smallholders.

www.daabonorganic.com



The EU: in or out?
What Japan firms think about Brexit

BY ALAN OSBORN AND JULIAN RYALL

A lmost certainly the vast majority of 

UK-based Japanese-owned businesses 

want Britain to stay in the European 

Union (EU) after the in–out EU membership 

referendum planned for 23 June.

However, few of them have stated this 

publicly and no Japanese firm has yet said it 

would move elsewhere were there a vote to 

leave the union.

Nick Woodford, partner responsible for 

PwC’s Japanese business network in the UK, 

told BCCJ ACUMEN that many Japanese firms 

are looking to expand their operations globally 

because of the frailty of the Japanese economy 

and Japan’s ageing population.

In Europe, these firms have been focusing 

especially on investment in the UK and 

Germany. For some, a “Brexit” (Britain exiting 

the EU) could cause problems. 

Woodford said this would be “quite a 

challenge for companies like Nissan”, given its 

TOP STORY

Nissan Motor Corporation’s plant in Sunderland, northeast England, is a sizeable investment in the UK.
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major plant in Sunderland, northeast England, 

from where the vast majority of the cars 

produced are exported to the EU. A Brexit may 

result in additional trade red tape or even the 

introduction of import duties.

According to Carlos Ghosn KBE, chairman 

and chief executive of Nissan, “Our preference 

as a business is, of course, that the UK stays 

within Europe—it makes the most sense for 

jobs, trade and costs. For us, a position of 

stability is more positive than a collection 

of unknowns”.

And while Nissan said it would not take 

part in the referendum campaign, the firm 

has declined to “speculate” on its response to 

a vote to leave the EU, such as the relocation 

of its manufacturing facilities to mainland 

Europe to take advantage of the benefits of EU 

membership. 

“We obviously want the Nissan UK plant and 

engineering centre to remain as competitive 

as possible when compared with other global 

entities, and each future investment opportunity 

will be taken on a case-by-case basis, just as it is 

now”, Ghosn said. 

A move from Britain would be serious. 

Nissan employs 8,000 people in the UK across 

its manufacturing, engineering and design 

facilities, as well as a further 32,000 indirectly 

through dealerships and its supply chain.

That said, moving such a major plant would 

be difficult. And Woodford said that it and other 

major Japanese investments in Britain were 

often in heavy industry, all costing money to 

close or move. These also include Hitachi Rail’s 

railway equipment manufacturing subsidiaries 

and its nuclear energy project through Horizon 

Nuclear Power, a UK energy firm, as well as 

NuGen, a nuclear energy joint venture between 

Toshiba Corporation and France’s ENGIE.

“These are significant investments in terms 

of money, but also in infrastructure and in 

nuclear plant and physical presence”, said 

Woodford implying that these could not be 

easily or quickly moved.

Such quandaries have been highlighted 

by automotive manufacturer Toyota Motor 

Corporation, which would “keep making cars at 

its plant in the English Midlands [in Derby] even 

if the UK votes to leave the European Union”, 

Akio Toyoda, the firm’s chief executive, told the 

Financial Times in January.

Another Japanese giant—Otsuka 

Pharmaceutical Co., Ltd.—has echoed these 

comments. It wants the UK to stay within the 

EU, but says it will not leave a Brexited Britain. 

Astex Pharmaceuticals, an Otsuka  subsidiary, 

joined 50 UK-based biotech and pharmaceutical 

executives in sending an open letter to the 

Financial Times in February detailing their 

reasons for supporting remaining in the 

EU. These include the benefits of a pan-EU 

regulatory system, the UK’s receipt of more 

EU research funding per capita than any other 

EU member country, and the risks to Britain’s 

attractiveness for investment following a 

withdrawal.

“Otsuka favours the UK remaining part of the 

EU due to the common regulatory framework 

and access to a large, single market as well as to 

a mobile talent pool”, Otsuka spokesperson Jeff 

Gilbert told BCCJ ACUMEN.

Gilbert is concerned about the “potential 

disruption” to EU pharmaceutical market 

approvals that may be caused by a relocation 

from London of the European Medicines 

Agency (EMA). Following a Brexit, the EMA 

would have to leave, “because EU institutions 

are required to be domiciled in member 

countries”.

Moreover, in 2017, a unified EU patent 

registration system and unified patent 

code will be implemented. The related 

tribunal to adjudicate Intellectual Property 

disputes in the area of life sciences is 

scheduled to be established in London. 

Again, that would be located elsewhere if 

Britain leaves the EU.

Otsuka’s UK pharmaceutical operations 

employ nearly 400 people in commercial and 

research activities, primarily in west London 

and Cambridge. But the firm would stay in 

Britain, even after a vote to leave the EU.

TOP STORY

Auto manufacturing by Japanese firms is a large industry for the UK.
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“First, our employees are highly satisfied 

working in the UK, and a move to mainland 

Europe would be highly disruptive for many 

of them”, Gilbert said. “Nonetheless, over the 

long run, the issue for any life sciences-related 

business is ensuring that it has unhindered 

access to resources, especially highly talented 

staff in areas such as the sciences, but also 

capital—especially for biotech companies—in 

what is a capital-intensive field.

“Second, the UK has a critical mass of 

pharmaceutical and biotechnology companies, 

leading universities in the sciences, and other 

centres of academic medicine, making the 

country a hospitable environment for drug 

discovery and drug development”, he added.

Such practical constraints on quitting a 

non-EU Britain would not necessarily apply 

to the same extent to Japanese conglomerates 

that, while owning UK businesses including 

manufacturing, operate management and 

ownership hubs in London. These offices and 

registrations could—in theory—be moved to 

the Continent, were there a Brexit. Alternatively, 

these firms could keep their European 

headquarters in place and start shifting 

investments out of Britain into remaining 

EU member states. The most important players 

here are Mitsui & Co., Ltd., Mitsubishi Electric 

Corporation, Sumitomo Mitsui Banking 

Corporation, Itochu Corporation and Marubeni 

Corporation.

“At one level, it would be possible for them 

to continue with European headquarters in 

London because they’re looking at investment 

decisions for the region”, Woodford said. 

“It’s a different matter as to whether they’d 

continue to invest in the UK, but they could 

continue to run their headquarters’ activities 

from the UK—many of the Japanese megabanks 

have got significant presences in London so they 

are very embedded in UK activities”, he added.

Moreover, regarding domestic firms looking 

to global markets for expansion, and newer hi-

tech Internet-based firms, “a Brexit might have 

an impact as they are more mobile”, according 

to Woodford.

Unsurprisingly, some businesses prefer to 

keep their counsel. Suntory Holdings Limited 

has its European headquarters in west London 

and, while stressing that “this is an important 

debate for the UK, and it is crucial that the 

discussion is as informed as possible”, it said 

that, “as the third-largest branded soft drinks 

supplier in the UK, the European Single Market 

plays a significant role in how we operate”. 

Regardless of the decision, Suntory said it 

“remains committed to our staff, suppliers and 

customers across the UK and looks forward to 

continuing to grow our contribution to UK plc 

through innovation, job-creation and skills”.

Of course, in the short term, one sure 

consequence of the referendum is uncertainty, 

and no one likes that. 

“Generally [the approach of Japanese 

firms] is one of concern about the uncertainty, 

leading to the postponing of decisions that 

can be postponed, but I’ve seen no evidence 

of them saying they would leave”, said Chris 

Bryant, antitrust and competition partner at 

the international law firm of Berwin Leighton 

Paisner. Bryant said that it was difficult to 

generalise regarding whether Japanese firms 

really would have an option to leave Britain after 

a Brexit. “It wouldn’t be easy but it wouldn’t be 

impossible”, he said. 

TOP STORY
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A ttitudes to physically impaired people 

have improved as a result of the London 

2012 Olympic and Paralympic Games. 

That is according to 68% of 10,000 individuals 

surveyed by the UK’s Department for Work & 

Pensions in 2014. At the time, Mike Penning, 

then-minister of state for disabled people, said 

the Games had “helped lead to a transformation 

in the representation of, and attitudes towards, 

people with disabilities in Britain. It challenged 

mind-sets and left a positive lasting legacy”. 

Paralympic equestrian Sophie Christiansen is 

among the athletes who agree. “London 2012 

not only inspired a generation”, she said, “it 

challenged the ideas of a generation about what 

disabled people [are] capable of”. 

So why was London 2012 successful in 

creating such a positive legacy of social change?

According to Manami Yuasa, head of arts at 

the British Council Japan, it wasn’t coincidental. 

Aside from a physical legacy of improved 

transport, facilities and services for all members 

of society, the organisers of London 2012 

wanted to integrate the two Games. Central to 

the delivery of the Paralympics, in particular, 

was the goal of transforming people’s attitudes 

to disability, thereby boosting the confidence of 

people with physical impairments. 

Yuasa was speaking at a British Chamber of 

Commerce in Japan event on 25 March, along 

with three Paralympians currently working for 

GlaxoSmithKline K.K. (GSK) (see page 46). 

The athletes attributed London’s success to 

the fact that its Paralympic Games were about 

ability rather than disability. 

“The Paralympics was accepted as a sports 

event—and the Paralympians as athletes”, 

said Rina Akiyama, who won gold in the 100m 

backstroke in London. “There was real interest. 

Sometimes the tickets to the Paralympic events 

sold out before the Olympic ones”. 

Moreover, while the Japanese media tends 

to cover disabled athletes primarily in terms of 

success stories of people who have overcome 

a physical condition, the coverage of the 

London Paralympics had sports as its core; the 

Paralympians were not given special treatment. 

Daisuke Uehara, who took a silver medal 

in ice sledge hockey at the Vancouver 2010 

Paralympic Games, agreed, adding that the 

How to change  
hearts and minds?

London 2012 success can help Tokyo
BY KATHRYN WORTLEY

principle applies to the population, too. He said 

spectators should “be moved by people winning 

in sports, not by them overcoming a disability”. 

People used to tell snowboarder Hisano 

Tezuka—who competed in the last two 

Deaflympic Games in 2011 and 2015—that it 

was dangerous for her to participate in sport 

because she cannot hear. But, since London 

2012, she said that attitude has changed.

A key message from the panellists was 

that individuals with physical impairments 

are like anyone else; they should be thought 

of as differently abled, rather than disabled. 

“Only our consciousness is needed to change 

negatives into positives”, Uehara said. 

Akiyama said that children often set the best 

example. When she began swimming lessons at 

a young age, her coach told the other children in 

the class to take care of her by taking her hand 

while walking to the pool and telling her she was 

nearing the pool wall before she swam into it. 

“I saw that children learn and adapt; they 

know how to provide support and can judge to 

what extent it is needed”, she said. “They created 

a comfortable environment for me”. 

BCCJ EVENT

Rina Akiyama won a gold medal in the  
100m backstroke at the 2012 Paralympics.
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While the athletes suggested people’s 

behaviour towards the physically impaired is 

probably partly rooted in a desire to protect 

them, they said engagement is preferred. 

“Don’t decide on your own that someone 

in a wheelchair, or who is blind or deaf, can’t 

do something. Ask that person”, said Uehara. 

He believes children who have physical 

disabilities need to be given more freedom and 

opportunities to build their confidence.

A Paralympic Games can bring these issues 

and more into the spotlight through not only 

sport, but also culture. As part of the 2012 Cultural 

Olympiad, Unlimited—a programme to promote 

deaf and disabled artists from the UK—was 

delivered by London 2012, Arts Council England, 

Creative Scotland, Arts Council of Wales, Arts 

Council of Northern Ireland and the British 

Council. It commissioned 29 pieces of work to 

support new art, provide mentoring and build 

ties between artists in the UK and abroad.

“It was an opportunity to build the artists’ 

confidence”, Yuasa said. “Before the project, 

artists didn’t have equal opportunities to apply 

for public funding but, since 2012, the number 

of grant applicants is increasing. People now 

know of these wonderful artists. The audience’s 

perspective of disability changed”.

Unlimited generated interest nationally and 

internationally. The British Council supported 

five collaborations with artists across four 

continents. Such was the programme’s success 

that it was extended three years beyond its 

allocated duration, with work to include a festival 

at the Southbank Centre in London later this year.

Though undoubtedly successful, Yuasa said 

projects such as these alone cannot change 

society. Instead, they may act as a springboard 

or catalyst—and building on any improvement 

achieved is vital. Uehara agreed, explaining that 

2020 should “be the start, not the goal”.

The panellists applauded the use and 

development of integrated facilities for 

Olympic and Paralympic athletes. Akiyama 

said that training in the pool alongside Olympic 

athletes had been an inspiration, as they told 

her she had been to them. For the general 

public, too, integration was favoured, as well 

as greater availability of activities in which 

people of any ability can take part, such as 

blind soccer or wheelchair basketball. This 

would improve interaction, understanding and, 

ultimately, inclusion. 

Tezuka recalled the 16 years she had spent 

at a workplace without access to an interpreter, 

and unable to understand what was going on. 

She called on the audience to make their places 

of work comfortable for people of all abilities, as 

she tries to do. People may then naturally apply 

this attitude to other public spaces, too.

“Create an environment in which people can 

move easily, without assistance and with peace 

of mind”, she said. “Tokyo 2020 visitors may then 

also have that experience.

In terms of infrastructure, Japan is more 

advanced than other countries in its provision of 

barrier-free services for blind people, according 

to Akiyama. She pointed out the tactile paving 

strips marking the way at stations, and the 

voice announcements in lifts. However, in her 

experience, Japanese people are reluctant to 

offer help unless they believe a blind person is 

in danger. She was pleasantly surprised by the 

assistance she has received overseas, despite the 

poorer infrastructure. “Japanese people are very 

reserved sometimes; I think their barrier is in 

the mind”, she said. 

Uehara said Japan needs to consider the 

purpose and usability of each facility. “There may 

be a ramp at an entrance, but it is so steep that 

no one can use it”, he said, adding that “in Japan, 

the important thing is that there is a ramp”. 

Matt Burney, director of the British Council 

Japan, said firms have a responsibility to carry 

out audits of their premises to ensure they are 

accessible. In addition, any events they organise 

should be able to accommodate people with 

physical impairments. 

Addressing firms interested in supporting 

Tokyo 2020, he said, “it is important for 

companies not to see the Paralympics, 

in particular, as part of a corporate social 

responsibility agenda, because I think that 

speaks to the charity model of disability”.

Similarly, Jim Fox of GSK said that, rather than 

viewing the Paralympics as part of its CSR work, 

the firm considers it “an opportunity to engage 

and motivate our employees all over Japan, to 

source volunteers and to raise awareness”.

Audience members and speakers called for 

firms and individuals to share ideas and best 

practice in relation to work for Tokyo 2020. The 

takeaway was that much needs to be done for 

the Games to promote diversity and inclusion—

and London 2012 can be a useful model. 

BCCJ EVENT
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W histleblower Masaharu Hamada’s 

eight-year legal battle with 

Olympus Corporation ended in 

February when the Tokyo District Court ordered 

the firm to obey a ruling by the Supreme 

Court of Japan to reinstate him and stop 

harassing him.

Hamada, 55, won ¥11mn in damages from 

the medical equipment manufacturer, which 

was also embroiled in a whistleblower case 

involving Michael Woodford MBE who, in 2011, 

became the first Western salaried employee to 

rise through the ranks to head a giant Japanese 

corporation. 

Hamada insists it was never about 

the money.

Born in Hyogo Prefecture, he studied 

mechanical engineering at the National Institute 

of Technology, Tsuyama College, in Okayama 

Prefecture before joining Olympus in 1985 and 

moving into international sales.

Having held a role in the quality and 

regulatory support division of the firm, Hamada 

was, on 1 April, assigned to a new position.

BCCJ ACUMEN: What are your duties 

now and how is Olympus treating you?

Hamada: I’m now the team leader in the 

education and training department in the 

human resources division, and my duties 

are to train all staff, including those returning 

from overseas offices. 

If I hadn’t blown the whistle on the 

company, then I would probably be a general 

manager by now. I was a team leader 10 years 

ago, before all this happened, and I’ve been 

reinstated as a team leader. 

Even though I no longer have any chance of 

promotion or pay raises, despite the Supreme 

Court ruling in my favour, I will continue to do 

my best to meet my company’s requests. 

Case closed
Michael Woodford’s fellow whistleblower ends Olympus battle

BY JULIAN RYALL
PHOTOS BY ALEXANDER FYFFE

EXCLUSIVE INTERVIEW

Whistleblower Masaharu Hamada of Olympus Corporation’s HR division
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In reality, Japan’s whistleblower protection 

law doesn’t work at all, and it’s completely 

different to the situation in the UK and the US. 

And the money that Olympus was ordered to 

pay me means nothing to them because the 

company controls 70% of the global market for 

endoscopes.

Briefly, what was the chain of events that led 

up to the court case?

I was working in the Olympus headquarters 

in Shinjuku in 2007 when I learned that my 

superior had recruited an employee from a 

special steel company that we worked with 

because of his specialist technical knowledge. 

That was a violation of the competition law—

and unethical—so I informed the in-house 

compliance office. 

Instead of protecting my identity, they 

leaked my name to the head of the personnel 

department and my director. I was taken away 

from international sales and given a special 

position, made solely for me. I had no staff and 

no work. I went to the office and sat at my desk 

every working day for five years. I had no contact 

with other staff or customers and I was isolated.

Why did you blow the whistle?

The company was poaching an engineer with a 

lot of technical knowledge in non-destructive 

testing systems, and that would benefit the rivals 

of his former company, which was wrong. I love 

Olympus, but I thought I had to speak up.

What reaction did you expect, and get, 

from Olympus?

I never expected my name to be leaked; it’s a 

basic obligation to receive the protection of 

anonymity in a case like this. I expected them 

to stop illegal behaviour and apologise. Instead, 

they isolated me and did away with any future 

promotions and pay raises, while they kept 

promoting the employee who poached the 

engineer until he became an executive director.

Having worked many years for Olympus, 

how did this make you feel?

Disappointed. Angry. Shocked.

Was it an easy decision to fight the company 

in court about the way they sidelined you?

I had come to be treated like a redundant 

employee who, in Japan, is said to “sit by the 

window” in isolation. I thought I could keep 

going to work for eight hours a day in order to 

care for my family, and then devote myself to 

my dog and my Harley-Davidson motorcycle 

in my free time. But after five years, I became a 

different man. I thought I had no choice. 

The company was slowly killing me. I went to 

members of the board and asked them to help 

me, but they did nothing. I asked the union to 

act on my behalf, but they just criticised me. I 

realised the union has effectively been bought 

by the company. So I had no choice.

How did friends and family react?

My wife was very worried, of course, and so 

were my two children. My former colleagues 

at Olympus steered well clear of me, but my 

friends from college encouraged me.

It was many years before the courts found in 

your favour; did you ever consider dropping 

the case?

No, never. I knew that if I dropped it, I would 

have nothing and the company would go on 

killing me. The court case was my only escape 

route. I used to talk to myself, to encourage 

myself to keep going. And it worked. I’ve always 

been an optimistic and forward-thinking sort 

of person, and that has helped me throughout 

this ordeal.

How did the Supreme Court’s final ruling 

make you feel?

Relieved. You have to remember this had 

been going on for eight years. I lost the first 

case, but appealed to—and won at—the 

High Court, which said the company’s 

actions were an “abuse of authority over 

personnel issues”. 

Olympus appealed that ruling to the 

Supreme Court, which supported me and 

ordered that Olympus pay compensation and 

reinstate me. But two months later, I remained 

sidelined, and nothing had changed, so I went 

back to court to force them to give me my old 

job back. The company wanted me to move to 

a subsidiary but I refused. Really, I wanted to 

go to the legal compliance division as I want to 

change the culture at the company but this did 

not happen. 

The court found in my favour again, but the 

judge told me I had reached the limit of the 

court. Moreover, it said it’s unlikely that I’ll ever 

get another promotion and that, with only five 

years until I retire, I could not legally force the 

company to put me back in my old job; I should 

stop fighting the company.

Was returning to the firm easy? How did 

colleagues and management respond?

Personally, I have no problems at work because 

I have a strong mind and understand my 

situation. I was right and I took the correct 

action. So I feel completely comfortable in front 

of other employees and I even say hello to the 

president, Hiroyuki Sasa, but he runs away 

whenever he sees me coming.

Has management genuinely changed the way 

in which it responds to whistleblowers?

Yes, I believe so. There have been so many 

newspaper articles about the case in which 

Olympus has been shown to have been wrong, 

and I right. Another member of staff is also 

involved in a court case against the company 

after refusing to accept redundancy. That 

pressure is changing the company and forcing 

it to do the right thing. So they are getting 

better and that makes me happy because I 

love Olympus. 

The issue is finished now, so I would very 

much like to go for a drink with Mr Sasa just to 

let him know it’s all over, but I don’t think he will 

do that. 

EXCLUSIVE INTERVIEW

The whistleblower won a legal battle against Olympus.
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BY LUCY ALEXANDER

T en years ago this month, a low-priced 

flat-pack furniture shop opened in a 

far-flung outer suburb of Tokyo. Staff 

had to restrict access to the new outlet after half 

a million eager customers poured through the 

doors in the first month, giddy on the aroma of 

meatballs and pine shelving units.

Today, the Japanese arm of the Swedish 

home furnishings behemoth has eight shops 

and employs 2,700 people. A new mega-store is 

to open near Nagoya City within two years. 

The Ikea business model is evolving. At 

its heart will remain the maze-like, 40,000m2 

warehouse, into which happy shoppers set foot 

with intent to buy office chairs and children’s 

bedding, only to emerge, dazed, with a trolley-

load of Tupperware, multi-pack tea lights and a 

spider plant.

Online shopping, in Japanese and English, 

is to debut here “as soon as possible”, according 

to Ikea’s British chief executive, Peter List. “As 

convenience and time become more important, 

we need to offer something to those who don’t 

have time”, he told BCCJ ACUMEN. Halfway 

between the two are new, smaller “touchpoint” 

shops where customers can order and collect 

items. The first of its kind opened in October 

2015 in Kumamoto Prefecture.

Ikea is capitalising on a new Japanese interest 

in home furnishings, once unusual in a country 

where people do not tend to invest in their homes. 

The message is that “improving your home will 

improve your life”, said List, 46, who studied the 

Ikea ethos as part of a psychology degree.

In Chiba Prefecture, in 2006, local media 

were sceptical about whether Japanese 

consumers would accept cheaply made 

furniture from a foreign brand. Yet, as anyone 

who has visited an Ikea branch on a recent 

Saturday will know, Japanese shoppers have 

embraced Scandinavian interior style as 

BRITON LEADS IKEA  
INTO BRIGHT FUTURE

Firm exploits interest in making homes better

wholeheartedly as they consume US products 

by the trolley-load at outlets such as Costco.

List attributes Ikea’s success to four 

attributes. First is research: “We listened to the 

market and built networks for a long time before 

we purchased land”, he said. “We studied how 

people live in Japan, and we still visit homes 

across the country every year”. 

Second is commitment: “You can’t make a 

quick buck; you need to invest money and time. 

You need a ‘permanent’ mind set”.

Third is relationship-building: This, List 

believes, is the only way to overcome 

bureaucracy. “The World Health Organization 

has a list of banned substances but Japan 

has banned additional ones”, he said. “If you 

test products in another country, even to 

extremely high standards, sometimes different 

requirements may still apply”. This is where 

connections come in handy.

Finally, there is novelty: Japanese consumers 

expect this. “Unless you develop your products, 

customers will get tired [of them] very quickly. 

We use limited collections of items that you 

won’t get again”.

To this end, List has embraced the Japanese 

concept of kaizen (continual improvement), 

made famous by workers on Toyota Motor 

Corporation’s car production lines. “We are 

always looking to improve, and we use Toyota 

as a model”, he said. One of his key advisors is a 

former manager of the carmaker.

All Ikea Japan’s part-time workers receive 

pay equal to that of their full-time colleagues 

for equivalent work, and women make up 47% 

of managers. Both points are highly unusual 

in Japan. List now finds himself called on to 

explain Swedish egalitarian working practices to 

Japanese government ministers. “They are very 

interested in learning about how we do things in 

Sweden”, he said. “I find it very welcoming”. 

• Research, commitment, 

relationships and novelty are key

• Chief executive’s motto is 

continual improvement

• Working practices of interest 

to Japanese government

RETAIL

Peter List, chief executive of Ikea

“Japanese consumers 

expect [novelty]. Unless 

you develop your 

products, customers 

will get tired [of them] 

very quickly”.
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BY CHRISTOPH SCHIMKOWSKY AND DR FLORIAN KOHLBACHER 

F or decades, work was the highest 

priority for Japanese men: their duties 

in their job were more important than 

their role as father. In recent years, we have 

seen increasing scrutiny of this established 

“breadwinner“ model of masculinity in Japan, 

which became particularly evident in the rise of 

the ikumen phenomenon. 

The neologism, coined in 2008, describes 

fathers who are proactively engaging in 

childcare. After it was picked up in a speech by 

then-Minister for Health, Labour and Welfare 

Akira Nagatsuma in 2010, the trend experienced 

a boom that brought forth guidebooks, 

magazines, TV reports and even several Ikumen 

of the Year contests. 

In 2012, the government plunged in and 

established the Ikumen Project—a large-scale 

support movement, helping men get involved 

in the care of their children—designed to fight 

falling birth rates. 

While the boom lost some of its momentum in 

2014, current public discussion of male childcare 

practices shows greater diversity. Terms such as 

papa tomo (daddy friends) or ikuji (grandfathers 

providing childcare) have gained popularity. 

Ikubosu (work superiors who support 

mothers and fathers in the workforce and 

understand their needs) is another term in 

vogue. Calls for ikubosu are getting louder, 

especially as problems in the workplace are 

considered one of the major reasons preventing 

fathers from being at home more to spend time 

with their children. 

In 2014, only 2.3% of male full-time 

employees took parental leave. A government 

study, in 2011, shows that the reasons for such 

low quotas are mainly work-related (see below). 

Businesses unite

One of the country’s most prominent voices 

in the discussion on modern fatherhood is 

BETTER DEAL AT  
WORK FOR PARENTS

Support for new HR policies

Fathering Japan. Founded in 2006, the non-

profit organisation’s aim is to increase the 

number of “smiling fathers” nationwide. 

It reports that many young men have now 

realised how important it is to spend time with 

their children, yet feel under pressure from 

narrow-minded and unsympathetic managers 

to ignore the fact. 

On its website, Fathering Japan quotes 

participants in NPO seminars and lectures. 

One said: “Parental leave? I can’t even take a 

paid holiday when something is up with the 

children”. Another comment was, “Please do 

something about my stubborn boss”. 

Fathering Japan responded to these pleas by 

adding seminars for employers to their event 

roster. It then founded the Ikuboss Project in 

March 2014. 

At the end of 2014, the organisation 

joined hands with 11 major Japanese 

firms, including All Nippon Airways and 

• Work problems affect fathers’ 

ability to help with childcare

• NPO and business team up 

to support working families

• Policies that support working 

parents can attract talent

HR

$Workplace atmosphere makes
taking it difficult

30.3%
Another person takes care
of the baby (partner, etc.)

29.4%

It would mean trouble for the
company and/or colleagues

25.1%

Loss of income,
economic difficulties

22%

Company is
too busy

$$$$$$

29.7%

Male employees’
reasons for not taking

PARENTAL
LEAVE

Source: Based on a 2011 Ministry of Health, Labour and Welfare survey.
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Mizuho Financial Group, Inc. to found the 

Ikuboss Company Alliance. This alliance strives 

to create a network in which participating firms 

can share knowledge, such as relevant company 

policies and initiatives. 

As an association of childcare-friendly 

firms, the alliance intends to send a message 

to society. With Fathering Japan, it plans to 

organise training events that will foster new 

ikubosu organisations. 

Businesses in Japan are sold on the idea. 

Since January 2015, major Japanese firms 

such as Sony Corporation, Shiseido Japan 

Co., Ltd., and Asahi Breweries, Ltd. have 

joined. With the addition of the Panasonic 

Corporation in March 2016, the group boasts 

59 members. While the alliance is dominated 

by Japanese firms, it also counts among its 

members the British pharmaceutical giant 

GlaxoSmithKline K.K. and other European 

businesses such as the UBS Group AG and 

Zurich Insurance Group.

Moreover, in summer 2015, Fathering Japan 

added a new branch—the Ikuboss Company 

Alliance for Small and Medium Enterprises—

which, as of March 2016, includes 37 firms 

from across Japan.

Government endorsement

The importance of ikubosu has also been 

acknowledged by the Japanese government. 

After a 2011 survey concerning parental leave 

and other care-related systems, the Ministry of 

Health, Labour and Welfare (MHLW) tabulated 

the results garnered from 2,086 respondents. 

Then, as it struggled with low birth rates and 

demographic ageing, the ministry set up the 

Ikumen Company Award in 2013, to celebrate 

businesses with father-friendly policies. 

One year later, the MHLW started to confer 

the Ikuboss Award, which honours family-

friendly managers and work superiors. 

In 2015, the five conferees of the award 

included a manager of a large retail shop who 

was recognised for feats including reducing 

the anxiety of people returning to work after 

taking childcare leave and paying attention to 

employee’s predicaments. 

Another awardee, a hospital director, 

was honoured for establishing a system to 

support employees by reconciling childcare 

and work. 

In addition, managers who take into 

consideration childcare needs are promoted 

in local authorities. In Gunma Prefecture, 

seminars are currently underway that aim to 

change the mind-set of employers. 

Opportunities for recruitment

The current calls for ikubosu offer foreign 

firms an opportunity to shine. They are already 

popular employers among Japanese women 

who hope for better career opportunities than 

those offered by domestic firms. 

But, with the rise of terms such as ikumen 

and ikuboss, family-friendly company policies 

and supportive managers are more important 

than ever in the contest to attract local talent. 

Amending personnel policies and training 

managers to be more considerate of the needs 

of young parents among their employees reaps 

not only status. It is also crucial when recruiting 

young professionals, who are increasingly 

paying attention to the compatibility of their 

work and family life.  

HR

BEST PRACTICE 
ON THE GROUND
BY KATHRYN WORTLEY

Best practice by firms in 

accommodating working parents 

was the focus of a British Chamber 

of Commerce in Japan (BCCJ) event 

in central Tokyo on 29 February. 

“Companies will only be open 

to [flexible working arrangements] 

if it is in their DNA to want to 

do things that help their people 

do better”, said David Bickle, 

president of the BCCJ. “By acting 

as a beacon of best practice 

and by trying to make changes 

ourselves, hopefully we will see 

progress in creating a more family-

friendly atmosphere in Japanese 

companies in general, not just in 

the progressive ones”. 

He welcomed the flexible 

working approaches of firms 

such as Google and BT Japan, 

the projects of which were 

showcased.

According to Keiko Hirayama, 

head of search and brand 

marketing at Google, the biggest 

issue in Japan for women is how 

to have a family and a career. 

The firm is therefore promoting 

Women Will, its Asia–Pacific 

project to create flexible working 

arrangements using technology. In 

Japan, however, attitudes to work 

run deep; a practical approach is 

not sufficient.

“Lots of big Japanese 

companies have the technology 

and HR rules to make flexible 

working happen, but the culture 

prevents it”, she said. “We need to 

consider solutions related to both 

technology and culture”.

Google asked three 

organisations to take part in a 

three-month challenge to change 

their work style. Hiroshima 

Prefecture’s goal was to reduce 

overtime hours; KDDI Corporation 

wanted to increase the number 

of female managers; and Nissan 

Motor Corporation were keen to 

have more staff working from 

home. 

At Nissan, some 100 staff 

who had never before worked 

from home were asked to do so. 

On completion of the trial, 66% 

of the participants reported an 

improved work–life balance and 

a change of mind-set.

While Hirayama said the trials 

were difficult, key facts were 

learned, which have been collated 

in a book designed to help other 

firms in Japan. Three further trials 

are planned for later this year.

Under the Women Will umbrella 

is Happy Back to Work, a website 

containing more than 1,000 ideas 

to help working mums. Although 

designed for mums returning to 

work after childbirth or full-time 

childcare, the posts are raising 

wider issues. 

One says: “Let’s stop the idea 

that people who work long hours 

are great”. More than 120 firms 

have pledged online to do this, 

while more than 4,180 people 

support the idea. 

Another post says: “It is not 

a case of Dad helping with the 

housework and childcare, but of 

Mum and Dad doing it together”. 

It is being supported by five 

organisations and more than 

1,000 people. 

The concept of ikumen and 

ikubosu among individuals, firms 

and organisations is not only firmly 

established, but also seems to be 

gaining in popularity. 



www.skillhouse.co.jp
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CUSTOM MEDIA

On 8 March, International 

Women’s Day, business 

leaders, MBA students, 

volunteers, working and stay-at-

home mums, as well as global and 

local entrepreneurs gathered at the 

Tokyo American Club in Minato 

Ward to celebrate the work of 

women around the world. 

Dubbed “Spotlight on Japan: 

Recognizing the achievements of 

women and pledging to accelerate 

gender equality together”, the event 

was the first in a series designed to 

shine a light on important global 

and domestic topics affecting 

business in Japan.

Emily leRoux, founder of 

Mums in Business Tokyo and 

director at Michael Page Japan, 

was co-organiser of the event and 

master of ceremonies. Despite the 

widely reported challenges that 

women face in the workplace, 

the event was a celebration 

of the success of women at 

work, according to leRoux. She 

encouraged attendees to make a 

difference by being role models on 

a personal, professional, charitable 

and community level.

LeRoux’s address was followed 

by a panel discussion featuring 

Jody Ono of Hitotsubashi 

University ICS; Lauren Kawasaki 

of the lifestyle website Best Living 

Japan; Janelle Sasaki of Ernst & 

Young Advisory Co., Ltd.; and 

Lauren Shannon of Odigo Japan. 

Ono cited studies dispelling 

the myth that there are differences 

in the effectiveness of leaders 

based on gender alone. It has 

been shown, she said, that an 

organisation’s structure, rather 

than the gender of its staff, can 

affect the effectiveness of a leader. 

Further, a number of studies 

establish a link between a firm’s 

performance and its diversity of 

board membership. She asked 

if implementing laws on gender 

parity—as has been done in other 

countries—is the best policy for 

Japan, or whether a different path 

might be found.

Kawasaki said that, while 

quotas were not the solution to 

all workplace challenges, she 

was in favour of them. Some 15 

firms in Japan have implemented 

the system. Not only have they 

achieved greater profitability, 

but they have also welcomed 

fresh faces, resulting in an 

CALL FOR GENDER PARITY

Event fetes women’s work success  

improvement in the diversity 

of the talent on their boards. 

Improvements have also been seen 

in the number of products and 

innovations. The great challenge, 

Kawasaki added, is to have more 

women in low- to mid-level 

management positions.

Sasaki met potential and 

current clients from about 

80 organisations last year to 

discuss diversity and inclusion 

services. Some 90% had decided 

to set “aspirational levels” for 

gender parity. It was critical, she 

said, that these aspirations be 

implemented and managed with a 

strategy to ensure buy-in from all 

stakeholders.

Shannon added that, in those 

countries where quotas had been 

adopted in some areas, there were 

knock-on effects. For example, 

firms not required to adopt the 

system did so because it had 

become generally acceptable.

Citing further studies, Ono 

asked whether gender bias, which 

can be unconscious and include 

perceived roles for men and 

women, can be overcome. Sasaki 

said addressing unconscious bias 

in the workplace in Japan—as in 

other countries—is the first step 

towards ensuring gender parity 

and inclusion. This is an area, she 

said, to which her firm is paying 

particular attention, including 

via awareness and skill-building 

programmes for clients.

Shannon, meanwhile, talked 

about the challenges of a lack 

of diversity in the tech start-up 

ecosystem. At Odigo, she has 

convinced the leadership to take 

proactive steps to recruit women 

developers, and to allow mothers 

in the firm to work remotely. 

Kawasaki agreed, adding that, 

in her experience, having a system 

that relies on matrixes, including 

hiring and promotion criteria 

with clear standards, is a sound 

way to ensure fairness across an 

organisation.

In closing, Ono asked 

the audience to consider the 

importance of flexibility in 

the workplace and in society 

at large. This includes the 

need for more options for 

professionals to work reduced 

hours, and greater acceptance 

of entrepreneurship and of the 

choice to raise a family. 

D&I

Female leaders in Tokyo joined a panel discussion at the event.

• Attendees pledged to advance 

measures for equality

• Firms with a diverse leadership 

perform better than those without

• Addressing unconscious gender 

bias in the workplace needed

www.skillhouse.co.jp
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T he saying, “The devil is in 

the detail”, reflects ancient 

wisdom about taking 

careful notice of small things. 

The quite amusing reflection on 

this saying is that it was created 

centuries ago, when we can 

imagine life was substantially less 

complex than it is today. Email 

surges, flat surfaces groaning 

under the weight of paper, 

meetings back to back from dawn 

to dusk, and ring tones, beeps and 

assorted intrusions from digital 

devices we carry 24 hours a day—

this is the modern life. How easy it 

is for us to become overwhelmed 

by all the detail and, in the process, 

unknowingly unleash a number 

of devils.

The usual answer to these 

types of dilemmas is to work on 

our time management, especially 

prioritisation and that other 

partner in crime—delegation. 

Surprisingly, many of the 

executives I train or coach do 

not sufficiently plan their days. 

They do not have written down 

lists of what should occupy their 

valuable time, in order of priority, 

and be executed starting with 

the task of highest importance. 

They are commencing their days 

hammering away on whatever 

random emails landed in their 

inbox overnight. They troop off 

to a barrage of meetings and 

then race back to attack the 

newer emails, which slipped 

through during their absence or 

which could not be dealt with, 

surreptitiously, on their device 

during the meeting.

Stop kidding yourself; your 

time is all you have—and time is 

life. Pause for a moment and let 

that statement sink in slowly. Set 

goals, so you have a direction. 

Set a vision so that you have a 

philosophy about why you are 

doing it all. Boil both down to tasks 

to be completed on a daily basis, 

arranged in a pecking order from 

most to least important, and only 

start with the number one priority. 

We can’t do everything each 

day, but we can do the most 

important thing. Be adaptable 

to change the order, as the day 

unfolds, but stick with the self-

designated tasks. Move unfinished 

tasks to the next day’s list and, 

again, start with the application 

of priorities, as they will vary from 

day to day. Do this every day and 

life becomes a lot more productive 

and the feeling of being in control 

starts to enter your soul.

The other bear trap for 

executives is delegation, which 

is usually poorly understood 

and even more poorly executed. 

Delegation is a misnomer for 

many executives, because the 

correct word is dumping, not 

delegation. This means shovelling 

the “whatever” off your desk on 

to some poor unsuspecting soul’s 

work pile. It means no supervision 

until the date of completion, when 

the teeth gnashing, hand wringing 

and ear steaming come into 

evidence, as you discover either it 

is not ready or, even worse, ready 

but the wrong thing.

Delegation needs two key steps 

to be actually worthy of being 

referred to as delegation. It needs 

a communication piece with the 

delegate, where the purpose of 

the delegation is explained as 

being there to help that person’s 

career, by exposing them to the 

type of tasks they will need to do to 

rise through the ranks. The other 

discipline is checking on progress. 

There is a delicate balance to 

ensure checking doesn’t slip into 

by dr greg story
president, dale carnegie training japan

THE DEVIL IS  
IN THE DETAIL

micromanaging, but nevertheless 

there must be checking. The 

obvious A to B route for any project 

sometimes takes a detour in the 

hands of our subordinates, who 

decide that A to Q makes more 

sense to them. We need to pick 

that up early so we don’t see the 

task wander off piste.

This is all good in theory. 

Annoyingly, our busy life interferes 

with the checking component and 

we easily stray into the territory 

of dumping. Later, we often find 

projects or tasks have gone awry 

and serious effort needs to be 

devoted to recovery. Creating 

templates for follow-up can help. 

Rather than relying on memory 

(an increasingly unreliable ally as 

we get busier), we have a series 

of templates for meetings. The 

template nominates what needs to 

be addressed in the conversation, 

so that nothing gets missed. 

Subordinates get consistency 

of management and realise the 

boss is not dropping the ball, so 

no shortcuts or deviations will be 

slipping though unnoticed. We 

usually only need to make the 

templates once. Keep them handy 

and life gets better very quickly. 

THE LEADERSHIP JAPAN SERIES

PUBLICITY
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I n our increasingly globalised 

business environment, we are 

observing a growing tension 

between historical attitudes to 

education and employment in 

Japan, and the need to keep in step 

with international trends.

The Japanese work environment 

traditionally has been shaped 

by two factors: the recruitment 

of new graduates and lifetime 

employment. The path from school 

to university to employment—

mainly as a salaried employee—

has been rather rigid. Young 

workers have been expected to 

secure employment with the most 

prestigious firm possible, and to 

continue working there for life.

Employees who fail to follow 

this path generally become furita 

(workers in part-time, low-income 

and low-skilled roles, often due 

to their inability or reluctance to 

become salaried workers). 

Historically, Japanese 

employers—and the work 

environment in general—have not 

looked favourably upon this group, 

whose members often struggle to 

catch up with their peers to enter the 

mainstream workforce. However, 

the rapidly changing nature of the 

global employment market and 

the shortage of talent in Japan are 

putting pressure on organisations to 

reconsider their attitudes to hiring.

A slow shift 

Students in many countries enjoy 

a gap year, when they take some 

time off—after high school or 

university—to travel and broaden 

their horizons before taking the 

next step, either in their education 

or a career. 

While in many countries this 

is now often viewed favourably, 

as a valuable opportunity for 

young people, that is not the case 

in Japan; a gap year is almost 

unheard of, and largely not 

understood. Further, as young 

people have wanted to secure 

employment with a reputable 

Japanese firm, there has been little 

merit for them in seeking ways to 

gain experience overseas, either 

by studying abroad or through 

secondment. 

However, we are now seeing 

a slow shift in perception, 

as a result of an increasingly 

globalised business culture. Even 

the government has taken steps 

to encourage a generation of 

global leaders. English lessons 

are compulsory from fifth grade, 

while an increasing number 

of universities are having their 

students study abroad as part of 

their degree requirements. 

Yet, globalisation efforts 

are arguably not yet having a 

major impact on the decisions of 

employees. According to research 

conducted by the Sanno Institute 

of Management in 2015, over 60% 

of new graduates have no desire to 

work abroad. 

Compare this with many South 

East Asian countries, where there 

is a great hunger among employees 

for opportunities to gain 

experience abroad. They believe it 

increases their candidate value in 

this globalised market. According 

to the 2015 Michael Page South 

East Asia Salary & Employment 

Outlook, 25% of organisations 

surveyed provided global career 

opportunities to help attract and 

retain talent. 

Consistency, stability valued

As Japanese firms look outward, 

seeking to compete on the global 

stage, they need workers who 

are able to operate globally, thus 

increasing demand for people 

with these skill sets. This will 

potentially create openings for 

workers, who have not followed a 

INDUSTRY—HR

traditional employment path, to 

find their way into the mainstream 

workforce as firms compete for 

talent that is in short supply. 

Businesses will find themselves 

better able to secure the specific 

skill sets they need by being more 

flexible in their approach to hiring, 

and open to the possibility that 

skills may be gained through such 

non-traditional means as freelance 

or contract work, volunteer 

experience and entrepreneurship.

Firms will need to educate 

themselves on how to evaluate 

candidates with what Japan 

considers a non-traditional 

background, and ensure that such 

staff do not face disadvantages 

or discrimination when they are 

brought into an organisation 

alongside colleagues who have 

followed a more linear path.

Similarly, candidates with 

a non-traditional background 

need to make very clear to any 

prospective employers how their 

experience corresponds with 

employer expectations. They 

should be prepared for their job 

search to take a bit longer than that 

of other candidates.

Working with a recruitment 

firm can prove enormously 

helpful. Specialist staff can advise 

candidates on how best to present 

their job history and experience 

in a positive light, and help match 

them with employers who are more 

open to candidates who have taken 

an unconventional career path. 

by basil le roux
michael page japan

FRESH IDEAS ON HIRING

Chances for non-linear candidates

• Gap years uncommon, 

not understood in Japan

• Few Japanese staff eager 

to work abroad

• Employers should carefully 

assess non-linear candidates

The rapidly changing nature of the 

global employment market and 

the shortage of talent in Japan are 

putting pressure on organisations to 

reconsider their attitudes to hiring.



What is the state of the bilingual 

recruitment market in Japan?

Nicholls: It’s an extremely interesting market, 

very different from that of the UK where I 

worked in recruitment for 10 years. At RGF, 

we typically deal with multinational firms. A 

high level of Japanese proficiency tends to be 

a minimum requirement for most positions. 

As a result, both candidates and clients tend to 

be bilingual Japanese. It’s a highly competitive 

market with candidates in short supply.

How do recruitment businesses 

differentiate themselves?

Most recruitment businesses don’t have a 

unique selling point. Success, therefore, tends 

to boil down to the quality of people you employ 

and how well you train them. Most recruitment 

firms use the same client and candidate 

sourcing methods.

How important is branding?

It’s one of the few areas in which recruitment 

firms can really set themselves apart. Japan, 

in particular, is an extremely brand-conscious 

country, where big, established brands tend to 

be trusted more than others.

Does RGF benefit from being 

part of the Recruit Group?

Yes, being the bilingual division of well-known 

Japanese enterprise the Recruit Group gives 

us a huge competitive advantage, given its 

high profile and heavily advertised brand. It’s 

especially useful in candidate sourcing. The best 

candidates tend to be extremely picky about 

which agencies they entrust with their next 

career move. At RGF, our professional approach 

combined with the power of the Recruit 

Group brand means that we represent the best 

candidates on the market. 

03-6422-4400

www.rgf-hragent.asia/japan/

THE POWER OF BRANDING

An interview with Matt Nicholls

PUBLICITY

Matt Nicholls, 

managing director 

of RGF
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Recently cited in The Wall Street Journal’s Financial Services section, Leverage is 

an industry-leading Japanese professional service organisation. We provide a full 

range of executive search, management assessment, human capital consulting and 

executive coaching services to foreign and domestic capitalised firms, joint ventures 

and mergers & acquisitions operating in Japan and the rest of Asia. Our combined 

resources and integrated services provide significant value to multinational firms 

facing complex issues in Japan, the rest of Asia and globally.

Leverage LLP

Nihonbashi Kaikan Bldg. 5F

2-8-8 Nihonbashi-Kayabacho 

Chuo-ku, Tokyo 103-0025

William Johns, partner

03-3527-2680

info@leverage-apac.com

www.leverage-apac.com

AREAS OF EXPERTISE

• Executive search

• Management assessment

• Human capital consulting

• Business support

• Executive outplacement

HR Central K.K. Consulting & Outsourcing helps organisations improve their 

profitability and competitive advantage by analysing, designing and installing HR 

solutions across the entire HR value chain of recruiting, retaining and releasing staff. 

We do this by leveraging the collective knowledge and wealth of experience among 

our team and partners in solving real-life HR and business problems. Our motto is 

“HR solutions that work”.

HR Central K.K. Consulting & Outsourcing

Shinjo Royal Plaza Bldg. 702

2-10-15 Kamishinjo, Nakahara-ku

Kawasaki-shi, Kanagawa-ken 211-0045

Jun Kabigting, MBA/MS/HRMP, representative director and president

080-3434-8665

inquiry@hrcentral.co.jp

www.hrcentral.co.jp/consulting

AREAS OF EXPERTISE

• Talent acquisition

• HR consulting and advisory

• HR/Business process outsourcing

• Assessments and profiling

• Learning and development

The A-List of HR & Recruitment

CDS is a leader in bilingual executive search and recruiting services in Japan. 

Founded in 1998, with offices in Tokyo and Osaka, CDS is a trusted partner of clients, 

from large multinational corporations to small start-ups, on search assignments for 

country managers, senior to middle management and specialist roles. 

Highly specialised, research driven and headhunting focused, CDS provides both 

retained search and contingency search solutions, with practices across all major 

industries and functions. 

CDS is part of Recruit, Japan’s largest HR services provider, and is a member of the 

Association of Executive Search Consultants. CDS was recognised by Recruitment 

International Asia as Japan’s Executive Search Company of the Year in 2014 and 2015.

CDS (CDSi K.K.)

New Horizon Ebisu Bldg.

3-14-20 Higashi

Shibuya-ku, Tokyo 150-0011

John Tucker, chief executive officer

03-4550-6980

mail@cds-consulting.com

www.cds-consulting.com

AREAS OF EXPERTISE

Industry practices

• Technology

• Digital media and services

• Consumer goods and retail

• Healthcare and life sciences

• Real estate and property services

• Industrial and manufacturing

• Financial services

• Professional services 

Functional practices

• Finance and accounting

• Human resources

• IT
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Bilingual recruitment 

consultancy Robert 

Walters Japan K.K. has 

announced the results of its 

Global Salary Survey 2016, which 

shows employment trends in 

24 countries.

2015 trends in Japan

• Strong hiring activity across 

Japanese and foreign-owned 

firms: With steadily improving 

opinions about Japan’s 

economic outlook, active hiring 

continued, particularly among 

leading firms. At the same 

time, Japanese professionals, 

previously cautious about 

changing jobs, were actively 

seeking new roles. 

• Demand for bilingual 

professionals in retail and 

consumer goods: Bilingual 

professionals were increasingly 

in demand as the number of 

global firms entering Japan 

grew. Further, the number of 

tourists visiting Japan reached 

an all-time high, prompting 

firms involved in retail and 

hospitality to secure more staff. 

Demand for Chinese-speaking 

retail and sales professionals 

also increased. 

• Higher demand for IT 

professionals in new areas 

of business: The IT-related 

jobs market remained strong 

as firms continued their 

investments in IT. Due to an 

increasing focus on security, 

demand for specialists in all 

areas of network and software 

security increased, in addition 

to demand for IT professionals 

in new business areas, such as 

the Internet of Things (IoT), 

cloud computing, and Big Data.

• Greater shortage of engineers 

in manufacturing: Hiring 

demand grew stronger in many 

areas of the manufacturing 

industry. While for some time 

there had been a shortage of 

engineers, their services were 

even more difficult to secure in 

2015. There was also a shortage 

of professionals in sales and 

supply-chain roles. 

Outlook for 2016 in Japan

Robust hiring activity is expected 

to continue throughout 2016, 

especially among employers 

seeking bilingual professionals. 

But there will be some significant 

variations among industries in 

the salary increases offered to job 

movers during the year. 

The increase is expected to 

be less than 5% in the retail and 

consumer sectors, while higher 

increases of 5–10% are expected 

in the healthcare and financial 

services sectors. The highest 

rises—up to 20%—will be seen for 

key engineering, sales and supply-

chain specialists in the industrial 

sector, as well as for the most 

in-demand security and data-

oriented IT talent.

• Talent shortage grows as 

vacancies–staff gap widens: 

With Japanese fluency required 

for most jobs, opportunities are 

limited for expats who do not 

speak Japanese. The declining 

domestic population, coupled 

with a younger generation of 

less career-focused jobseekers, 

means the talent shortage 

will worsen. 

• Ongoing shortage of 

manufacturing industry 

professionals: Active 

hiring will continue in the 

PUBLICITY

manufacturing industry, 

including auto manufacturers 

and parts makers. Besides the 

shortage of electrical, electronic 

and mechanical engineers, 

demand will continue to grow 

for engineers with experience 

in the appliance and telecoms 

industries to develop such 

next-generation vehicles as 

connected and driverless cars. 

We also expect to see stronger 

competition for application and 

sales engineers.

• Greater demand for a wide 

range of IT specialists: 

Demand will remain high 

among social media and 

gaming employers. In response 

to increasing demand for 

information security, cloud 

services, the IoT and processing 

analysis for large-volume data, 

demand for data scientists, 

analysts and consultants is also 

expected to increase. 

• Experienced bilingual HR 

specialists sought: As firms 

expand headcount, hiring 

talent acquisition specialists 

and internal recruiters has 

become increasingly important. 

Such individuals will be in 

particularly short supply in the 

financial services sector. 

info@robertwalters.co.jp

03-4570-1500

www.robertwalters.co.jp

www.robertwalters.co.jp/en/

salarysurvey.html

ESCALATING TALENT 
SHORTAGE IN JAPAN

Global survey shows strong hiring of engineers, IT professionals
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Skillhouse provides specialty Information Technology (IT) staffing services based on your 

needs. By focusing all of our resources on this area, we are able to apply our proven 

expertise in due diligence, testing, qualifying and matching methodologies to ensure our 

clients have the best IT talent available. Our professional staff are committed to provide 

clients with access to top-quality talent—on time and within budget.

Skillhouse Staffing Solutions K.K.

Tomoecho Annex No. 2 Bldg.

3-8-27 Toranomon

Minato-ku, Tokyo 105-0001

Mark Smith, president

03-5408-5070

info@skillhouse.co.jp

www.skillhouse.co.jp

AREAS OF EXPERTISE

We offer services in temporary and placement staffing, specialising in the areas of 

application, network and desktop services.

Application

• Application developers

• Programmers

• Software developers

• Systems analysts

• Project managers

• Business analysts

• IT managers

• Database administrators

Network

• IT managers

• Systems engineers

• Network administrators

• Network designers

• Systems security 

specialists

• Systems analysts

• Project managers

Desktop

• Desktop support 

engineers

• Help desk engineers

The A-List of HR & Recruitment

Comprised of the combined operations of Michael Page, Page Personnel and Page 

Executive, the Page Group is a worldwide leader in specialist recruitment, with 153 

offices in 35 countries worldwide. We began operating in Japan in 2001 and in that 

time have developed an unrivalled level of local market expertise, which is backed 

by our global strength. In 2015, we received the Recruitment International Asia IT & 

Technology Recruitment Company of the Year Award.

In Japan we specialise in recruiting for both multinationals and local Japanese firms 

on a permanent, contract and temporary basis. We pride ourselves on delivering 

an exceptional quality of service, which is demonstrated by the fact that more than 

90% of our business comes from referrals and repeat clients.

Michael Page

Kamiyacho MT Bldg. 15F 

4-3-20 Toranomon  

Minato-ku, Tokyo 105-0001

Basil Le Roux, managing director

03-5733-7166

tokyo@michaelpage.co.jp

www.michaelpage.co.jp

AREAS OF EXPERTISE

We specialise in recruitment in the following areas:

• Accounting

• Banking & financial services

• Engineering & manufacturing

• Healthcare & life sciences

• Human resources

• IT

• Legal

• Marketing

• Procurement & supply chain

• Retail

• Sales

• Office support

• Temporary/contracting positions

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
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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 has 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

The A-List of Communications & Media

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 eighth 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

Ashton Consulting is Japan’s leading independent communications agency, 

providing first-class counsel and implementation worldwide since 2000.

Staffed by bilingual professionals, we have a strong track record in PR, IR, 

crisis management, M&A, media training and internal communications.

Our flexible scale and terms of engagement allow us to complete one-off projects 

and long-term retainers.

Ashton was named Japan/Korea PR agency of the year at the 2014 PR Week Awards.

Ashton Consulting

Atago East Bldg. 9F

3-16-11 Nishishinbashi  

Minato-ku, Tokyo 105-0003

Dan Underwood, managing director

03-5425-7220

dhu@ashton.jp

www.ashton.jp

AREAS OF EXPERTISE

• Investor relations

• Public relations

• Transaction communications

• Crisis communications

• Social media

• Internal communications

• Public affairs

• Media training

• Translation

• Research
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A year ago, in BCCJ ACUMEN, 

I wrote about the importance of 

understanding the rise in content 

marketing and how to create great content. 

But content can only achieve greatness when it 

accomplishes its marketing and communication 

objectives. In today’s noisy environment of 

content marketing, where everyone with a 

device has become a publisher and marketers 

constantly battle for consumers’ attention, 

how can you succeed? 

Now, more than ever, timing and relevance 

have become crucial, setting the stage for a new 

era in marketing: context marketing.

After all, if content marketing were about 

delivering educational and useful information 

to your target audience, what good would it 

serve if it were not delivered at the apt time and 

in a relevant context? 

Simply put, context marketing is about 

delivering the right message to the right 

audience, via the right medium and, what is 

most important, at the right time. 

We are entering an exciting phase with the 

evolution of the Internet of Things (IoT). As 

sensors continue to be embedded in everything 

from cars to wristwatches, those connected 

devices and wearable technology provide 

invaluable insight on, and unparalleled access 

to, customer behaviour. 

Consumers are in a mode of constant 

engagement, forcing marketers to continuously 

pay attention to their behaviour and understand 

their target audiences better. Brands that 

partner with intelligent content agencies and 

invest time and resources can successfully 

use context marketing to delight and surprise 

customers while building in them brand loyalty. 

Great context marketing turns customers into 

brand influencers as they create their own 

content and share their experiences via a variety 

of media.

Japan is well known for its quirky products 

and services giving rise to the “only in Japan” 

phenomenon. From vending machines selling 

just about anything to seasonal products such 

as sakura-flavoured cola and KitKat—there are 

some 20 varieties of KitKat in Japan, including 

the recent sake-flavoured variety, which has 

been a hit for adults—unusual products and 

guerrilla marketing tactics will continue to attract 

consumers’ attention. But will that be enough?

The four Ps of marketing—Product, Price, 

Promotion and Placement—have long assisted 

brands and marketers in their strategies. 

However, due to rapid advances in technology 

and the future of the IoT being largely unknown, 

catering to an always connected, device-glued 

generation presents marketers with new 

challenges as well as tremendous marketing 

opportunities. 

Geographical position has become the new 

piece of the marketing puzzle. Consumers are 

willing to share their location to receive relevant 

content that is of value to them. For example, 

an individual may want to go with their friends 

to a good restaurant in their immediate vicinity 

or take advantage of great deals in a shopping 

centre while window-shopping. Fast food 

chains and retailers in Japan are embracing 

social media channels such as LINE to push 

deals to savvy consumers; digital coupons 

are fast becoming the most valuable form of 

mobile marketing. 

However, context isn’t solely about 

location, relevance or timing. It is important 

for marketers to understand our customers—

where they are, what they like, and how we can 

serve them better. To be successful, therefore, 

marketers not only need to create great content, 

but also analyse consumer data, and provide a 

contextual marketing experience that informs 

and pleases their customers. 

INDUSTRY—MEDIA

CONTENT WITH CONTEXT

A fresh look at marketing’s four Ps

• Right message, at the right time, 

in the right place is key

• Internet of Things provides 

insight into customer behaviour

• Proximity marketing can charm 

consumers, drive sales

by robert heldt
custom media k.k.



40  bccj acumen, april 2016

The importance of tourism to national 

economies is not well understood by 

many governments and people across 

the world. There remains more to do to ensure 

that the industry is always a topic of discussion 

at top tables alongside trade, financial services 

and other sectors, with adequate funding from 

government.

The industry employs—directly and 

indirectly—more than 260mn people 

worldwide. This is forecast to exceed 330mn 

by 2023. Tourism comprises many sectors, 

including hospitality and hotels, aviation, land 

transport, cruises, retail, restaurants, tourist 

promotion organisations and travel agencies. 

Moreover, it is a driver of supply chains 

ranging from luxury goods and food to aircraft 

manufacturers and engineering expertise. 

Travel creates jobs, generates exports, and 

stimulates investment.

Travel and tourism contribute to 

international relations—while also being closely 

linked to art and cultural developments—

helping people gain a better understanding 

Tourism value
A key to unlock economic growth

BY MARTIN BARROW CBE GBS

of other cultures. It therefore helps promote 

harmony among nations. Travel by youth is a 

key element in this area.

The impact of tourism has become more 

recognised, largely due to the work of the World 

Travel & Tourism Council, a forum for business 

leaders in the industry, and the World Tourism 

Organization, the United Nations agency 

responsible for the promotion of responsible, 

sustainable and universally accessible tourism.

In Japan in 2003, Junichiro Koizumi, then-

prime minister, launched the “Yokoso! Japan” 

TRAVEL 

In 2013, Martin Barrow (second from left) and Japanese residents in London promoted Japan by re-enacting the 1863 arrival of the Choshu Five in the UK.



of all Internet 
traffic in 2017 
will be video

74%

2013 Company of the Year

with our unique video creations. We are an 

award-winning, bilingual, content-creation and 

communication agency. Make an impact with us.

www.custom-media.com  |  www.bij.tv Contact us:     
unique@custom-media.com   

Boost your message...

design • digital • communication • publishing

sourCes: brainshark.Com | videobrewery | syndaCast 2015

93% of marketers use video for

online marketing, sales 

or communication

TOP 3
B2B and B2C marketers worldwide

name video as a

most effective social media

marketing tactic

online
video social 

media

campaign to increase inbound tourism from 

around 5mn to 10mn by 2010. That figure has 

since been exceeded; 19.7mn visitors were 

welcomed in 2015. In 2009, this campaign was 

replaced by “Japan. Endless Discovery”. More 

recently, a Cool Japan Fund was established 

to enhance the strength of the country’s 

brand overseas.

I was appointed a Cool Japan Ambassador by 

the Cabinet Office in 2016, but my relationship 

with Japan began in 1964, when I arrived by 

ship from Vietnam. I had been on a trip around 

Europe on a gap year between school and 

university. Once I started travelling, the travel-

bug got me and I went overland to Asia, working 

in various places along the way before arriving 

in Japan. 

I had no preconceptions; immediately 

I loved it and spent two months travelling 

nationwide. Everywhere I went people were 

so kind and hospitable. Although I did not 

speak a word of Japanese, everyone was 

keen to help, enabling me to enjoy many 

contrasting traditions.

From my personal as well as professional 

experience working closely with the Japan 

National Tourism Organization and the 

Japan Tourism Agency, I believe that the 

country has five core elements as a global 

tourist destination. 

Omotenashi (spirit of hospitality)

People will go out of their way to help visitors. 

Omotenashi will certainly be at its best during 

the Rugby World Cup 2019 and the Tokyo 2020 

Olympic and Paralympic Games. 

Tradition, nationwide

Culture abounds, from spectacular temples and 

hot springs to tea ceremonies and Japanese 

traditional cuisine, which was added to the 

Representative List of the Intangible Cultural 

Heritage of Humanity.

Cool Japan

Cool covers everything from sushi to manga 

to technology. Akihabara is the gadget centre 

of the world. Sushi may be traditional but, for 

millions worldwide, its unfamiliarity is cool.

Nature: beauty from south to north

More than 80% of Japan is countryside, offering 

plenty of opportunities to enjoy outdoor sports 

and activities.

Good value and access

There are reasonably priced hotels, food options 

and transport across the country. The fall in the 

value of the yen has made Japan competitively 

priced. In particular, set meals are incredibly 

good value compared with their equivalent in 

other countries.

According to British research firm 

FutureBrand’s Country Brand Index 2014–15—a 

global study of country brands that measures 

strength of perception—Japan was ranked first 

among 75 countries. This survey assesses quality 

of life, values, heritage and culture, business 

potential and tourism. 

Japan has incredible potential. While 

the growth in visitor numbers is very 

encouraging, it must be matched with efforts 

to grow the overall value of the sector, as a 

key contributor to the Japanese economy. 

Challenges remain, but I am pleased that across 

central and local governments there is now 

much more teamwork in making improvements 

to the overall offering. This includes everything 

from simplifying visa procedures to adding 

English-language signage and improving 

Wi-Fi availability. 

TRAVEL 
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T he subtle movement of the 

puppet’s head and its lifelike 

gait, the perfect harmony 

between its actions, the narration 

and the music—all have taken 

generations to perfect. And the work 

that goes into each performance of 

Bunraku puppet theatre draws on 

that heritage. 

Now, the National Theatre is 

bringing this quintessentially Japanese 

art to a non-Japanese audience with 

a special performance. Sonezaki 

Shinju—a 300-year-old masterpiece 

that depicts the tragic tale of two 

young lovers—will be preceded by an 

introduction to Bunraku by Daniel 

Kahl, a well-known commentator on 

Japanese cultural and social issues.

“I hope to provide some insight 

into the great effort that goes into 

presenting a Bunraku play—not only 

the technical aspects, but the years 

of training devoted to an exacting 

traditional art”, he said.

“The beauty of Bunraku perhaps 

lies in the little things: the nuance of 

the slight tilting of the puppets’ heads 

and the almost imperceptible waver 

of the narrator’s sing-song”, he added. 

“This is what makes Bunraku unique 

and simply wonderful”.

With companies, performers 

and puppet-makers designated as 

Living National Treasures of Japan 

by the government, Bunraku has a 

long and established history, having 

reportedly been first performed 

around 300 years ago.

Traditionally, the main characters 

are manipulated by three puppeteers: 

one for the legs, one for the left hand 

and one for the head, face and right 

hand called the omozukai (lead 

puppeteer). In the world of Bunraku, 

a decade of intense practicing is 

required to make the movements 

of the feet appear truly human, 

while another 10 years is considered 

adequate to skilfully operate the left 

hand. Only then can a puppeteer 

consider moving on to controlling the 

puppet’s head.

The puppet-masters, who often 

appear on stage veiled in black, are 

assisted by the tayu (chanter), who 

provides the voices of all the characters 

in the play and serves as the narrator. 

The third, and equally important, 

component is the music. With the 

three-stringed shamisen, musicians 

convey not only the meaning of the 

play, but also the personality of the 

characters.

“Bunraku is unique amongst 

all the various puppeteering arts 

around the world”, said Kahl, adding 

that it is “arguably the most life-like, 

most realistic form of puppetry in 

the world”.

“I think Bunraku has survived 

so long perhaps because it evokes and 

stimulates human emotion at least as 

well as human-acted plays and, in 

some cases, even more so”, he said.

The performance at the National 

Theatre, a five-minute walk from 

Hanzomon Station, will be in 

Japanese, but audio guides will be 

provided to translate the dialogue 

and lyrics into English, Chinese 

and Korean. 

PUBLICITY

THE DELIGHTS OF BUNRAKU

English guide brings culture to life 

THE NATIONAL THEATRE
4-1 Hayabusa-cho

Chiyoda-ku, Tokyo 102-8656

23 May; 6:30pm

Adults: ¥3,900; students ¥1,300

Telephone bookings in English: 0570-07-9900

(from 7 April, 10am–6pm)

Online bookings: http://ticket.ntj.jac.go.jp/top_e.htm
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V intage prints from Masahisa Fukase’s highly acclaimed 

photobook, Kurasu, (published in English as Solitude of Ravens) 

have been exhibited for the first time in the UK at the Michael 

Hoppen Gallery in London. Featuring ravens and other bleak subjects 

photographed between 1976 and 1982, following Fukase’s divorce from his 

second wife, the images explore the themes of isolation and tragedy. 

Given that the birds are widely considered a harbinger of dark times, 

there have been wide interpretations of Kurasu, ranging from a personal 

reflection of difficult times to a commentary about Japan facing the 

aftermath of World War II. 

Yet, regardless of what people take the photos to mean, the collection 

brought Fukase widespread recognition in Japan, Europe and the US; it is 

regarded as the most important—and sought-after—photographic work 

created in post-war Japan. In 1976, it brought Fukase the 2nd Ina Nobuo 

Award from Nikon Salon for the best exhibition. In 2010, Kurasu was 

Famed photos on display
Hokkaido artist’s work debuts in London

by kathryn wortley
photos courtesy of michael hoppen gallery 

© masahisa fukase archives

awarded the title Best Photobook Published between 1986 and 2009 by the 

British Journal of Photography.

Born in Hokkaido Prefecture in 1934, Fukase graduated from the Nihon 

University College of Art in 1956 and became a freelance photographer 

before setting up a photographic school in the mid-1970s. To shoot 

Kurasu, which began as an eight-part magazine series, he travelled to his 

home prefecture as well as to Ishikawa Prefecture and Tokyo. 

He photographed the ravens in almost total darkness, experimenting 

with colour film and multiple exposure printing. The success he 

achieved—given the technical challenges—and the style of the images 

continue to inspire creative individuals.

Fukase’s many works have been exhibited widely across the US, France 

and the UK. There has been a revival of interest in him since his death in 

2012. In February 2016, Bukubuku (bubbling), regarded as his last great work, 

was exhibited for the first time since 1992 at the Tate Modern in London. 

ART

Erimo Cape, 1976

Kanazawa, 1977 Nayoro, 1977

Seikan Ferryboat, 1976
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ARTS
1

UNTIL 8 MAY

Sweeney Todd: The Demon Barber 

of Fleet Street

Set in the 19th century, this 

musical thriller details a London 

barber’s plan to take revenge on a 

corrupt judge by conspiring with 

a baker in desperate need of meat 

for her pies. Having opened in the 

West End in 1980, the production 

won the Tony Award for Best 

Musical and the Olivier Award for 

Best New Musical. 

Tokyo Metropolitan Theatre

1-8-1 Nishi-Ikebukuro  

Toshima-ku, Tokyo 171-0021

Various show times

Adults: ¥13,000

»www.hpot.jp/stage/st2016

03-3490-4949

2

UNTIL 22 MAY

Paris Haute Couture

This fashion exhibition features the 

work of a wide range of renowned 

designers including Christian 

Lacroix, whose work was inspired 

by that of 19th century English 

designer, Charles Frederick Worth, 

the father of haute couture. The 

showcase will explore the history 

of fashion from the late 19th 

century to modern times. 
ARTWORK: EVENING ENSEMBLE “COUP DE 
ROUILS” AUTUMN–WINTER 1991, CHRISTIAN 
LACROIX. OWNED BY PALAIS GALLIERA MUSÉE 
DE LA VILLE DE PARIS
© KATERINAJEBB @ MFILOMENO.COM

UK EVENTS IN JAPAN
COMPILED BY 
KIYOKO MORITA

Mitsubishi Ichigokan 

Museum, Tokyo

2-6-2 Marunouchi, Chiyoda-ku 

Tokyo 100-0005

10am–6pm (until 8pm Fridays and 

16–20 May, except 29 April; until 

7:30pm Saturdays) 

Closed Mondays (except 2, 16 May)

Adults: from ¥1,700

»www.mimt.jp/paris-hc/eng/

03-5777-8600 (Hello Dial)

◉ Free tickets

We are giving away five pairs of 

tickets to this event.

3

12–13 MAY 

Mystery Jets

This performance of English indie 

rock band Mystery Jets will be the 

group’s first in Japan in five years. 

Established in 2003, the band have 

toured Europe and Asia, and are 

considered mavericks of the British 

music scene. 

12 May

The Live House Soma 

Osaka-ya Jumbo Bldg. B1F

2-1-13 Higashi Shinsaibashi  

Chuo-ku, Osaka

13 May

Liquidroom

3-16-6 Higashi, Shibuya-ku, Tokyo

7:30pm (doors open 6:30pm)

¥6,000 (standing only)

»www.creativeman.co.jp/

artist/2016/05mystery/

0570-200-888 (Osaka)

03-3499-6669 (Tokyo)

1

2

3
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◉

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

your name, address and telephone number by 30 April to: 

coordinator@custom-media.com.

Winners will be picked at random.

4

FROM 13 MAY 

Macbeth

Directed by award-winning creator 

Justin Kurzel, this British, French 

and US adaption of the William 

Shakespeare tragedy competed at 

the Cannes Film Festival in 2015. 
© STUDIOCANAL S.A./CHANNEL FOUR TELEVISION 
CORPORATION 2015

Toho Cinemas Chanter  

(among other locations)

2-5-1 Yurakucho 

Chiyoda-ku, Tokyo

Various show times

Adults: from ¥1,800 

»www.macbeth-movie.jp/

050-6868-5001

◉ Free gift

We are giving away two 

exclusive pamphlets related 

to this screening.

5

21 MAY–3 JUNE 

Roberto Devereux—Donizetti

This final opera in Donizetti’s 

Tudor Trilogy features the story 

of Queen Elizabeth I, who is 

forced to sign the death warrant 

of the nobleman she loves. It 

will be transmitted live from The 

Metropolitan Opera in New York.
© KRISTIAN SCHULLER/METROPOLITAN OPERA

Togeki  

(at other locations until 27 May)

Togeki Bldg. 3F, 4-1-1 Tsukiji  

Chuo-ku, Tokyo

Various show times

Adults: from ¥3,600

»www.shochiku.co.jp/met/en/

03-3541-2711

◉ Free tickets

We are giving away three pairs 

of tickets to the performance 

at Togeki.

6

25 MAY–11 JUNE

Measure for Measure 

Although classified as one of 

William Shakespeare’s comedies, 

the play’s main themes include 

justice and the dichotomy 

between corruption and purity. 

It is directed by Yukio Ninagawa, 

who is particularly known for his 

Japanese-language productions of 

Shakespeare plays. Performances 

will be in Japanese.

Sainokuni Saitama Arts Theater

3-15-1 Uemine, Chuo-ku 

Saitama-shi, Saitama

Various show times

Adults: from ¥5,500

»www.saf.or.jp/arthall/stages/

detail/3376

0570-064-939 (ticket centre)

6

5

4
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COMMUNITY

1  |  BCCJ NETWORK

The British Chamber of Commerce in Japan 

(BCCJ) Global Sporting Events Champions 

Network held its inaugural meeting in central 

Tokyo on 18 March. 

2  |  BCCJ EVENT

Suzanne Price, representative director of 

Price Global, Daisuke Uehara, Paralympic 

ice sledge hockey player, and Rina Akiyama, 

Paralympic swimmer, spoke at “What about the 

Paralympics?” in central Tokyo on 25 March 

(see page 22).

3

Yoichi Masuzoe, governor of Tokyo, addressed 

guests of “2020 vision: open for business” in 

central Tokyo on 29 March.

4

Lady Barbara Judge CBE (fourth from left), 

director of LIXIL Group Corporation, met 

members of the British and American chambers 

of commerce in Japan after speaking at an event 

jointly hosted by the chambers in central Tokyo 

on 30 March.

UK–Japan events

1

2 3 4
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COMMUNITY

5  |  BUSINESS

The University of St. Andrews’ Julie Ramsay, 

director of admissions, and Dr Anne Mullen, 

vice-principal international, had a meeting 

with Lori Henderson MBE, BCCJ executive 

director, during the university’s mission to 

Japan in March.

6  |  EDUCATION

Representatives from the University of Essex 

were among those from 36 British universities 

and colleges at the British Council Japan’s 

Education UK Spring Exhibition 2016 in 

central Tokyo on 28 March.

7  |  MEDIA

Mariko Oi, reporter for BBC News, delivered the 

Princess Chichibu Memorial Lecture, entitled 

“Reporting about my home country to British 

and global audiences”, to members of the 

Japan–British Society on 25 February.

8  |  MUSIC

Pupils of the British School in Tokyo performed 

Bugsy Malone at the National Olympics Memorial 

Youth Center in Tokyo on 16–18 March.

5 6

7 8
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by jack brooks

On applying for the Japan 

Exchange and Teaching 

(JET) Programme in 

2008, I never realised that my 

experience on it would kick-start 

a career in the UK that was to 

involve business links between 

the two countries. I was looking 

for a bit of an adventure when I 

flew to Tokyo in 2009. That, in a 

few years, I would be working in a 

London office promoting trade and 

investment for Japan was the last 

thing I envisaged. 

I arrived in stifling summer 

heat and went to work as an 

assistant language teacher in 

Sakado City, Saitama Prefecture. 

Conveniently close to Tokyo, but 

with a definite countryside feel, I 

could get the best of both worlds. 

I worked at the local senior high 

school, and periodically visited 

other high schools.

For three years, I helped 

students with their English, and 

tried to become as involved 

as possible in school activities 

and in promoting international 

communication. I have always 

been interested in a career in 

international relations. By living 

and working in Sakado, I was able 

to promote the UK to students, 

and encourage them with their 

language skills. 

I also visited several schools for 

deaf, blind and disabled students. 

Working with those young 

people remains one of the prized 

memories of my years in Japan. 

I spent time at a local English 

speech society where, together 

with mainly retired professionals, 

we wrote and presented speeches 

on a wide variety of topics. 

For anyone involved in the 

JET Programme, it represents so 

much more than an opportunity 

to explore a country culturally 

different from one’s own. Whether 

at school with the students 

and teachers, at a local festival 

or through involvement in 

WHERE ARE THEY NOW?

Understand cultures for business success

community activities, language 

immersion is a positive experience 

for those on both sides.

When I returned home, in 

2012, I moved to London with 

the aim of further study, but 

was offered a role in business 

development at the Japan External 

Trade Organisation (JETRO) in 

London. My responsibility is to 

promote Japan to British and 

other European firms in the UK. 

We provide government support 

to businesses that are seeking to 

expand and set up in Japan. 

I really feel that understanding 

business cultures from around 

the world is incredibly useful 

when working in an international 

environment. My three years 

on the JET Programme working 

in a Japanese environment is 

hugely beneficial for my job. For 

clients, too, my experience has 

been useful; when discussing 

life in Japan, I draw on it as well 

as on the skills and knowledge I 

have picked up from working at 

JETRO London.

Sometimes I attend events in 

the UK at which the globalisation 

of Japan is discussed in the 

context of trying to increase 

foreign direct investment 

into Japan. An increasingly 

international workforce is such 

a positive thing and, without 

a doubt, JET Programme 

participants across Japan are 

contributing to communities at the 

grassroots level. 

Many students whom I taught 

when they were in high school 

are now studying in Europe and 

can speak English really well. That 

is great news, not only for them, 

but also for Japan. Moreover, for 

those returning to the UK from a 

period on the JET Programme, I 

believe the skills gained—whether 

Japanese language proficiency, 

interpersonal skills or presentation 

abilities—are a huge asset for 

employers and organisations. 

JET

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

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

grassroots international exchange between Japan and other nations. 

This column features former JET Programme participants who keep the 

idea of fostering mutual understanding firmly at heart.

Jack Brooks (centre) picked fruit with locals in Saitama Prefecture.
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by ian de stains obe

TERROR AND THE  
THREAT OF IT

Events in Europe and Asia

IF YOU ASK ME

The dust had barely settled 

after the terrorist attacks in 

Brussels, Belgium, in March 

when the debate began. Politicians 

and concerned citizens pointed the 

finger at Europe’s growing migrant 

crisis, claiming that groups such 

as Islamic State—which claimed 

responsibility for the attacks on the 

Brussels Airport and a downtown 

metro station—are infiltrating 

radicalised recruits into an ill-

prepared Europe. 

The bombings, which killed 

more than 30 people and 

left several hundred injured, 

prompted new questions about 

European solidarity and security. 

Across the Continent, political 

parties such as the right-wing 

Alternative for Germany equate 

the migrant problem with 

terrorism. In the UK, Nigel Farage, 

leader of the UK Independence 

Party, was quoted as saying that 

“we’ve reached a point where 

we have to admit to ourselves 

… that mass immigration and 

multicultural division has for now 

been a failure”. 

EU membership referendum

The latest atrocities will also add 

fuel to the “Brexit” (Britain leaving 

the European Union) campaign in 

the run up to the referendum, on 

23 June, on the UK’s membership 

of the EU (see pages 9 and 18). 

Prime Minister David Cameron and 

other senior government figures 

have argued that Britain is safer in 

the EU because of measures such 

as the European Arrest Warrant, 

which is valid in all member states. 

But others, most notably Sir Richard 

Dearlove KCMG OBE, former head 

of M16—the Secret Intelligence 

Service—claim that Britain would 

be safer outside it. According to 

Dearlove, a Brexit would make 

it easier to deport terrorists and 

control British borders.

International cooperation

Meanwhile, as more information 

emerges regarding those deemed 

responsible for the Brussels 

bombings, Belgian authorities 

have admitted that they failed to 

act on a tip from Turkey on a man 

who turned out to be one of the 

suicide bombers.

The man, who was arrested in 

Turkey last year on suspicion of 

terrorist activity, was a convicted 

Belgian national, and his brother—

also a suicide bomber—was on 

the wanted list in connection 

with last year’s multiple attacks in 

Paris that left 130 people dead and 

scores wounded. 

This is the first high-level 

acknowledgement that the 

authorities could have done more 

to avert the bombings. It comes 

amid recriminations in the EU 

about failures among various 

police forces and intelligence 

services to share information. It is 

only in the aftermath of Brussels 

that we begin to see the extent of 

the true connection between this 

atrocity and those in Paris and 

elsewhere globally.

Sabre ratting on the peninsula

In March, North Korea launched 

a series of missiles in clear 

violation of United Nations (UN) 

resolutions banning the nation 

from all ballistic missile activity. 

In recent months the country’s 

leader Kim Jong-un has intensified 

nuclear activities, conducting 

a fourth nuclear test in January 

and launching a long-range 

rocket in February, prior to the 

missile launches. 

South Korea has said that it is 

fully prepared for Pyongyang to 

carry out a fifth nuclear test. This 

is despite the recent UN Security 

Council Resolution and the 

toughest sanctions ever imposed 

on North Korea, in addition to 

unilateral sanctions by a number 

of nations. 

Utilising US ties

Meanwhile, South Korea is heavily 

involved in military exercises with 

the US. The annual eight-week 

series of joint exercises are a thorn 

in the side of the North Korean 

regime, which has ironically lodged 

its own protest with the UN, calling 

the exercises “a grave threat” to 

the country. 

This year’s exercises involve the 

aircraft carrier USS John C. Stennis 

and a strike group of almost 8,500 

pilots and sailors, three destroyers, 

a tanker and dozens of fighter 

jets, reconnaissance planes and 

helicopters. 

All of this is designed to be a 

deterrent, but even war games 

of this scale, sanctions and 

international isolation appear 

not to have convinced Pyongyang 

to abandon its nuclear weapons 

programme. And the regime is 

keeping up its propaganda efforts, 

too. A video recently posted online 

purports to show government 

buildings in Seoul being struck by 

missiles from the north, and ends 

with the warning that “everything 

will turn to ashes”.

As the Korea Joongang Daily has 

stated, Seoul “must not make light 

of the North’s nuclear threats, nor 

should we be shaken by is bellicose 

threats. The government must 

prepare for a worst-case scenario 

and make the North realise there is 

no way out of its self-imposed trap, 

except abandoning weapons of 

mass destruction”. 

The latest atrocities [in Brussels] will also 

add fuel to the “Brexit” (Britain leaving 

the European Union) campaign.



Guru shares  
how to tidy up
Restore order in your life
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BY IAN DE STAINS OBEBOOK REVIEW

One look at my study is enough 

to spark shock, horror and 

despair. I can think of many 

words to describe it, but joy is 

definitely not one of them. Books 

compete for limited space, piles 

of paperwork cover all available 

surfaces, notebooks with ideas 

for future articles lurk in corners, 

as do the scrapbooks that keep 

the published ones. It’s a perfect 

picture of chaos. And yet I know 

where everything is.

Every so often I make an 

effort to tidy things up: papers 

get rearranged, surfaces get 

dusted and books get put in their 

proper places. The effect is to 

make things appear less chaotic 

but, in reality, I have simply 

reorganized the chaos. Nothing 

has fundamentally changed. 

Marie Kondo, Japan’s famous 

decluttering guru, would argue 

that I am not tidying at all and, 

reading her latest book, I have 

to agree. 

Here is an illustrated guide 

to her acclaimed KonMari 

Method with step-by-step folding 

illustrations for everything from 

shirts to socks, plus drawings 

of perfectly organised drawers 

and closets. There is guidance 

on tidying specific categories, 

including kitchen equipment, 

cleaning supplies and digital 

photos, as well as great advice for 

people like me who can’t bear 

throwing away books and papers. 

And what is her basic rule of thumb 

with regard to the latter? Discard 

everything.

Following the bestseller status 

her previous book found with the 

British public, Kondo recently 

undertook a publicity tour in the 

UK. She sets out six basic rules 

for tidying the house. She claims 

they will spark joy in your life and 

change it forever: once you have 

truly cleared up according to these 

rules you will never again resort 

to clutter. 

While accepting that the 

KonMari Method takes time and 

effort, she is convinced it’s the 

right way to go. The first rule is to 

commit to tidying up using this 

method: a big commitment. The 

second step is to imagine your 

ideal lifestyle: what would your 

house be like if everything was as 

you wished it to be? One of the 

characteristics Kondo notes of 

people who are forever “tidying 

up” is that they tend to store 

everything without discarding 

anything: a sure-fire recipe for 

disaster. So, the third rule is to 

finish discarding before tidying. 

It is also important to tidy 

by category not location. Trying 

to tidy room by room doesn’t 

work because items in the same 

category remain scattered in other 

parts of the house. 

There is also a preferred order 

to sorting by category: clothes, 

books, papers, miscellaneous 

items, and sentimental items. This, 

Kondo believes, is crucial to the 

entire process. And, finally, does 

each item spark joy? This is the 

criterion for deciding whether to 

keep something or discard it.

The book is—appropriately—

extremely well organised and 

easy to read. It makes its case 

very strongly.  

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

To apply, please send an email by 30 April to: editor@custom-media.com. 

The winner will be picked at random.

Vermilion 

£12.99
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