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T he Queen’s actual birthday is on 21 April. She will be 

92. She has been on the throne for 66 years and is the 

oldest and longest-reigning British monarch ever. For 

most of us, it feels as if she has been a constant backdrop to our 

lives: four out of five of the British population were born during 

her reign.

Thirteen British prime ministers have held office during that 

time, starting with Winston Churchill, and 13 US presidents. 

There have been 29 Japanese prime ministers during the same 

period, starting with Shigeru Yoshida, grandfather of current 

Deputy Prime Minister Taro Aso. The Queen is actually the head 

of state of 16 realms, ranging from large countries such as 

Australia and Canada, to small island nations such as Tuvalu, 

in the Pacific Ocean.

Visitors to my residence are greeted by a smiling portrait 

of the Queen, taken by photographer David Bailey CBE in 

2014. As an ambassador, you are the representative overseas 

of Queen Elizabeth II, so you get the opportunity to have a 

private audience at the palace before your posting. For my wife 

Sarah and me it was a very special moment. Her Majesty talked 

warmly of her visit to Japan in 1975 and of her ties with Japan’s 

Imperial Family.

The Queen also has an official birthday on the second 

Saturday in June, chosen because British weather tends to be a 

bit better then. British embassies overseas are allowed to choose 

to host their annual Queen’s Birthday Party around either the 

actual or official birthday. This year we are going for June.

Flying the flag
St George’s Day, meanwhile, falls on 23 April. The choice as 

England’s patron saint, of a Roman soldier from Turkey who 

died in fourth-century Palestine, is not an obvious one. But we 

are not alone. He is also patron saint of seven other countries, 

ranging from Ethiopia to Greece and Lithuania, mainly 

because his name became synonymous with bravery during 

the crusades. He has been our patron saint since 1350.

The red cross flag of St George came to England via the 

crusades. It is much more prominent on churches and other 

buildings in Britain nowadays than it used to be when I was 

BY PAUL MADDEN CMG

BUSY WEEK IN APRIL

And much more in store

DESPATCHES

For most of us, it feels as if  
[the Queen] has been a  

constant backdrop to our lives.
The Red Arrows flew over The Mall in June 2016 for the Queen’s official 90th Birthday. 
PHOTO: ©CROWN COPYRIGHT
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young. Some people say this is a response to devolution in Scotland, 

Wales and Northern Ireland. Others date the change back to 1996, when 

we hosted the UEFA European Football Championship. I remember how 

the flag was everywhere as England made it to the semi-finals, only to lose 

to Germany on penalties, in what has become a tradition.

St George’s Day tends to have less promi nence than the national days 

of the other home nations—St Andrew’s of Scotland, St David’s of Wales, 

and St Patrick’s of Ireland—and there are fewer branches of the Royal 

Society of St George overseas. Perhaps because the English make up 85% 

of Britain, they feel less need to assert a separate identity.

Further landmarks
Shakespeare’s birthday is on 23 April. He was a contemporary of 

William Adams, the first Englishman in Japan, who arrived here 

in the year Hamlet was first performed. Shakespeare continues to 

influence artists in Japan, as all around the world. Whenever I address 

Japan–British societies around the country, I’m sure to bump into a 

Shakespeare scholar from the local university.

And on 25 April, I will be joining my Australian and New Zealand 

counterparts for the Anzac day ceremony at the beautiful, tranquil 

Commonwealth War Cemetery in Hodogaya near Yokohama. 

The Royal Gibraltar Regiment performed a 62 gun salute 
at the Tower of London for the Queen’s birthday in 2017. 
PHOTO: ©CROWN COPYRIGHT

Flags out on St George’s Day. 
PHOTO: TAMWORTH BOROUGH COUNCIL

Liberal Democratic Party politician Nobuteru Ishihara at 
the British Embassy Tokyo’s party for the Queen’s official 
birthday in 2017. • PHOTO: BRITISH EMBASSY TOKYO

www.robertwalters.co.jp www.sc.com/jp



Untitled-1   1 24/11/2016   11:05



Learn from a pro 
at Accordia Golf 
Studio Akasaka!

Build your golfing skill and confidence with 
Canada PGA-certified instructor Todd Baker.

Don’t miss our limited campaign offer  
of ¥8,640 for a 60 minute lesson.

Bic Camera Akasaka-mitsuke Station, 9F  
3-1-6 Akasaka, Minato-ku, 107-0052

www.accordiagolf.com     
ags-akasaka@accordiagolf.com     

PUBLISHER 

I ’d like to warmly welcome two new regular 

columnists and congratulate an old friend. 

British ambassadors to Japan have 

traditionally written the odd piece for 

BCCJ ACUMEN, especially on royal or other 

key events. But this is the first time we have had 

our top diplomatic representative and head 

of mission in Japan sign up for every month, 

starting this issue (page 6). 

British Ambassador Paul Madden CMG told 

me: “There’s always plenty to report from our 

activities at the embassy. From my point of view, 

your readership is a valuable target audience”. 

A previous ambassador once said how pleased 

and proud he was to always see BCCJ ACUMEN 

prominently displayed along side the quality 

inter national press at a Heathrow Airport business 

class departure lounge. 

Reflecting how BCCJ ACUMEN values both 

niche print and mass market digital media, 

Ambassador Madden added: “I’m always 

impressed when I am back in the UK to hear 

people telling me they’ve read the online version”.

No, minister!
Often with a less conciliatory tone is out-

spoken economist and well-known political 

commentator Noriko Hama (page 27). Not 

one to suffer fools gladly, Hama was Mitsubishi 

Research Institute’s first resident economist and 

chief representative in London. Now aged 65 

and based in Tokyo, her strong opinions have 

long ruffled feathers after being published and 

broadcast, including by the BBC. Please read our 

warning and disclaimer on page 4. 

Meanwhile, back at the embassy …
I first met Fernando Bangit at the launch party of 

BCCJ ACUMEN in 2009. I won’t reveal which tired 

and emotional guest spilled a full glass of red wine 

on the thick white carpet of the Ambassador’s 

Residence that lively evening, but it was Fernando 

who quickly cleaned up without fuss. He has since 

greeted me—and thousands of others—at a host 

of embassy events with his trademark smile and a 

welcome tray of refreshments. 

I once lost an item of some value at an 

embassy function. Fernando found it for me. 

A mutual friend from the Philippines passed 

away in 2015, but Fernando and I just nodded 

to each other because it was too personal and 

we were both on duty. 

When I visit the embassy, he always seems 

to spot me before I see him as he cycles or walks 

on errands with a cheery wave, or serves guests. 

Recently, I came late and tired. It was mid-

speech, so I just slumped in a hidden corner 

chair. In seconds, Fernando appeared silently 

with classic fish ’n’ chips and a gin & tonic. 

Before I could thank him, he had gone. He does 

it for everyone. 

Fernando is not the first Filipino to receive a 

coveted queen’s honour, but he is probably the 

only one gonged for service in Japan. Read why 

on page 39. 

Inside 1 Ichiban-cho
It’s people who make places

simon farrell

Fernando is not the first Filipino to receive a  
coveted queen’s honour, but he is probably  

the only one gonged for service in Japan.

|  simon@custom-media.com
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Aeon ends Laura Ashley tie-up
Aeon Co., Ltd. has begun to scrap poorly performing subsidiaries due 
to a missed profit target in its most recent mid-term business plan. One 
of those to be scrapped is Laura Ashley Japan, the Nikkei Asian Review 
reported on 19 March. AEON announced in February that it would not 
renew its licence to operate the brand.

AEON currently owns more than 70% of Laura Ashley’s operations 
in Japan, Taiwan and Hong Kong, and 120 of the shops in these markets 
will close by September.

AEON missed its operating profit target by ¥100bn. 

MEDIA

UK–JAPAN NEWS

These summaries of media reports are in the public domain 

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

Scottish distributor secures 
beer and spirits export deal 

Cherry blossom trees to 
be planted across Britain

Japanese individuals and firms have set a goal 
to plant 1,000 cherry blossom trees across 
parks in Britain as part of a fundraising 
project meant to symbolise bilateral 
friendship between the two countries, 
The Japan Times reported on 28 March. 

The initial plan is to plant between 
50 and 60 trees in four major parks in 
London next autumn.

“We want to honour the Japanese and 
the British predecessors who built cultural 
ties between our countries”, said the creator 
of the project Sandy K. Sano. 

Japan joins Cumbria 
marmalade festival

The Marmalade Festival at Dalemain, near Penrith, 
Cumbria, has attracted 2,700 entries from more than 
30 countries, including Japan, where the preserve is 
popular, the BBC reported on 18 March.

Visitors to the festival included a delegation from 
Japan, with the Mayor of Yawatahama, Ehime Prefecture, 
announcing plans to host a sister festival in his home 
city in 2019.

“I look forward to seeing the ways in which this 
festival will be both a showcase of Japanese–British 
friendship, and a wonderfully unique Japanese event”, 
said the festival’s founder Jane Hasell-McCosh.

Scots seafood nets 
national promotion
Japan’s largest supermarket chain Aeon Co., Ltd. will be arranging 
Scottish-themed tasting promotions at about 90 of its stores across 
Japan, Undercurrent News reported on 29 March.

The promotion will showcase various types of Scottish seafood, 
including Mirinboshi mackerel, lightly salted mackerel, lightly dried 
mackerel, brown crab and whole langoustine. This will mark the first 
time AEON has expanded its Scottish range beyond mackerel by 
including shellfish.

Previous figures show that Scottish seafood exports to Japan increased 
from £3.7mn in 2015 to £5.4mn in 2016.

One of Scotland’s most established exporters of craft beer and spirits 
J.W. Filshill International Limited has secured a Japanese export deal. 
The contract is worth £100,000 and involves four import partners, 
according to a press release issued on 4 April.

The distributor’s exports include those by such craft distillers as 
Summerhall, Orkney and Glasgow, as well as craft brewers Williams 
Brothers, West Beer and Filshill’s own Clan Brewing Co. 

Filshill has enabled 20 craft distillers to export a total of 35 products 
to Japan.

Chris Miller is director of J.W. Filshill International Limited

PHOTO: HERMIONE MCCOSH PHOTOGRAPHY
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Azuma trains arrive in UK

Five-year cricket strategy revealed
The Japan Cricket Association (JCA) 
has published its new five-year strategy 
“Building a Brighter Future”, the 
organisation announced on 13 March.

The strategy involves developing 
national teams, administrators, coaches, 
scorers, umpires and volunteers; educating 
the Japanese public about cricket; offering 
a foundation of junior development; 
creating modified formats of cricket to 
create a unique social experience; and 
creating “Cities of Cricket”. 

The JCA aims to reach five Cities of 
Cricket and 5,000 players. 

Firm to buy stake in 
North Sea wind project
Mitsubishi Corporation will acquire a 33.4% stake in Moray Offshore 
Windfarm (East) (MOWEL) in an agreement with Spanish energy 
company EDP Renewables S.A., Power Technology reported on 
27 March.

The wind project is scheduled to begin construction later this year 
and to be commissioned in 2022. It is expected to be capable of 
supplying power to 1mn households.

The shares will be bought through Mitsubishi’s UK-based subsidiary 
Diamond Generating Europe.

Scot receives karate title

Jim Wood MBE from West Fife, Scotland, 
has been awarded the Shihan title—one 
of the highest honours—from the Japan 
Karate Association (JKA), Dunfermline Press 
reported on 20 March.

Wood, who has studied for 50 years, spent 
25 years teaching the martial art and built 
the first custom JKA Dojo in Dunfermline. 
He has also become a member of the 
prestigious Shihan Kai in Japan.

He teaches traditional Japanese karate in 
Western Australia and is president and chief 
instructor of JKA Karate-Do Australia.

Two new Hitachi Rail Europe Ltd. trains have arrived in Teesport, 
Middlesbrough, completing a two-month journey from Japan, 
Railway Technology Magazine reported on 21 March.

The five-car trains will form part of Virgin Trains’ new Azuma fleet, which 
will consist of 65 trains and provide an additional 12,200 seats in total. 

The Azuma trains have the potential to reduce travel time on the east 
coast and increase through services from London to Bradford, Harrogate 
and Lincoln.

Economy to benefit 
from Rugby World Cup
According to professional services firm EY, the 2019 Rugby World Cup 
will boost Japan’s economy by £1.5bn, CITY A.M. reported on 21 March.

It is estimated that the World Cup will create 25,000 jobs and attract 
400,000 visitors to the country for the 44-day tournament. Tourists are 
expected to contribute £720mn in direct expenditure across the 12 host cities. 

“The findings of the report outline the enormous economic, sporting 
and social benefits of Rugby World Cup 2019”, said World Rugby 
chairman Bill Beaumont CBE DL.

PHOTO: JAPAN CRICKET ASSOCIATION

PHOTO: HITACHI RAIL EUROPE
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A t the British Chamber of Commerce 

in Japan (BCCJ), we innovate. We 

are continuously looking for in-

te res ting and useful ways to bring value to 

members. So in our 70th anniversary year, 

we are trying something new.

Innovation in action
Next month, we will host two exploratory 

“hackathons” focusing on topics that have cultural 

and commercial significance: the “Rugby Scrum” 

on 24 May and the “Diversity Drill Down” 

on 30 May. These inclusive events will bring 

together people across industries, job functions, 

nationalities and age groups to tackle real issues 

facing businesses and society today. 

The hackathon format is designed to promote 

creative thinking and problem solving by 

providing our members access to individuals and 

organisations who have ideas and backgrounds 

that differ from their own. The outcome for 

participants—BCCJ members and external 

stakeholders—is that they generate solutions 

that could, ultimately, allow us all to challenge 

the status quo.

Intrapreneurship
Over seven decades, the BCCJ has built 

some core competencies—delivering events, 

promoting public–private sector information 

sharing and partnership, and providing 

business-matching services. 

In our jubilee year, we ask ourselves, “What 

should we carry forward into the future, and what 

should we leave behind?” In response, we are 

diversifying internal operations. This will soon 

become visible on our digital communication 

channels, with improved offerings for members 

and non-members alike.

Additionally, the BCCJ office is an agile 

and functional space which can be used to 

host many different styles of events, such as 

workshops, speeches, roundtables, presentations, 

receptions and seminars. Members are invited to 

suggest topics and speakers for the BCCJ events 

programme that we can comfortably host “on 

home turf” at a competitive price point.

Spring cleaning
Going through the BCCJ office archives recently, we 

found a book entitled the BCCJ Handbook. Printed 

in January 1985, it was the first time that BCCJ 

member-firm data had been listed in one place. 

Sir Sydney Giffard KCMG, the British 

ambassador to Japan at that time, said that to 

achieve this “in one of the most dynamic and 

rapidly expanding economies in the world 

requires cooperation and sharing of resources”. 

While the BCCJ is now so much more than a 

place for members to have their respective firms’ 

names and addresses listed, our network remains 

our biggest asset.

Therefore, at the beginning of the chamber 

year do think about re-jigging your membership 

listing and ask if your firm is using all its allocated 

spots in the BCCJ directory. As a reminder, those 

in our Platinum category can list an unlimited 

number of members; Corporate members, 12; 

and Entrepreneurs, two. If you have any vacant 

seats, please consider awarding these to young 

people and women in your organisation. 

Co-creation
At the time of writing, almost 70 members have 

signed up to attend our Annual General Meeting 

(AGM) on 26 April at the Conrad Tokyo.

This year, members will learn in more detail 

about the findings of our Membership Review and 

how these will help inform the direction for the 

coming year. Of course, there will be time for those 

attending to ask questions during the meeting. The 

review has allowed us to reignite conversation with 

a number of dormant companies and individuals, 

and expectations are high. 

What do you want to see more of in 2018? 

Please book your seat for the AGM. And then 

come and innovate together!  

EXECUTIVE DIRECTOR

Innovation Hub
Stay ahead of the times

lori henderson mbe

Craftsmanship to last a lifetime 
Exquisite handmade knives since 1923. 

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

JAPAN NEWS
BY MARK SCHREIBER

Materials summarised from these vernacular press reports 

are the property of copyright holders that are credited.

cheese on a roll
The Nikkei Marketing Journal (5 March) reports 

that last year, Japan’s consumption of cheese 

grew 6%, making it the third straight year of 

increased demand.

According to data supplied by the US 

Department of Agriculture, the 320,000 tonnes 

consumed by Japan represents a 13% increase 

from five years earlier. Japanese statistics for 

2016 show that daily per capita consumption 

of cheese had reached 6.5g, a rise of about 50% 

from 1996. 

While Japanese people tend to favour 

consuming their Camembert accompanied 

by wine or in the form of party titbits, in recent 

years cheese, with its high protein and low levels 

of carbohydrates, has also been popularised as 

a food for dieters. At the same time, more firms 

have been pushing it as a dessert food: from 

last autumn, Megmilk Snow Brand Co., Ltd. 

launched cheese items flavoured with apple 

or berries. 

The article also points out that recipes for the 

use of cheese have been rapidly increasing on 

social networks. A user hashtag #chiizutakkarubi 

focusing on Korean-style dishes prepared with 

cheese currently boasts 160,000 followers a day. 

 

It’s been a popular tradition in Japan to 

welcome the arrival of a new monarch by 

incorporating the nengo (era name) into 

a firm’s name or brand. Examples include 

Meidi-Ya Co., Ltd. (a confectionary firm), 

Taisho Pharmaceutical Co., Ltd. and Showa 

Shell Sekiyu K.K. 

Online newspaper J-Cast News cited a 

survey from Tokyo Shoko Research, Ltd., which 

has found that Japan has 1,270 firms beginning 

with Heisei—the current nengo—in their names. 

Of these, 653 firms, or 51.4%, were established 

in the first nine years of Heisei, which began in 

January 1989. The number of firms with Showa 

in their name is currently 2,640—more than 

twice the number with Heisei. However, this is 

not surprising since the 62 years of the Showa 

era are more than double those of Heisei. 

The article also points out that small 

individual enterprises not officially registered 

as firms are not included in the count of firms 

using Heisei.

In addition, another 143 firms that had 

previously existed under a different name had 

changed their names to include Heisei. 

Broken down by prefecture, Tokyo had the 

largest number of firms beginning with Heisei 

in their name, at 139, followed by Osaka (104), 

Saitama (63) and Fukuoka (61). The prefecture 

with the fewest was Tottori, with just five.

brands look to 
emperors for name

Deli-style items and sandwiches featuring 

cheese have also reportedly been selling well 

at FamilyMart Co., Ltd. and Seven-Eleven 

Japan Co., Ltd. convenience store chains. 

The growing demand for cheese (as well 

as butter) is occurring in the face of falling 

PHOTO: MEGMILK SNOW BRANDS

production of raw milk products, as more of 

Japan’s family-owned dairy farms have been 

shutting down due to the ageing of the farm 

household population. As a result, costs for raw 

materials this year are projected to increase from 

¥4 to ¥5 yen per kilogram of raw milk.

Recipes for the use of cheese have been 
rapidly increasing on social networks.
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One of the star retail players in Japan’s deflation-

ridden economy has been the ¥100 shop. 

Referred to in the trade as hyakkin (“100 average”, 

referring to the retail price of most items) for 

short, the firms are regarded as the winners in the 

long-running deflationary spiral, as opposed to 

the nation’s department stores, the main losers.

While total department store revenue is in 

the neighbourhood of ¥5.95tn—10 times that of 

the hyakkin—Shukan Jitsuwa (29 March) reports 

that, with sales last year of around ¥420bn, 

Hiroshima-based Daiso Industries Co., Ltd. is 

ranked number one overall, with 3,150 outlets 

in Japan and nearly 1,900 overseas, giving it 

an approximately 60% share of the market. In 

second place is Seria Co., Ltd., based in Gifu 

Prefecture, whose revenues increased from 

¥20.4bn in 2000 to ¥145.3bn at the end of fiscal 

2016. In third and fourth places, respectively, 

are Can Do Co., Ltd. and Watts Co., Ltd. 

The writer expresses concern about the 

hyakkin’s future, however. For one thing, from 

murky future for ¥100 shops?
particularly appreciate the cheap prices for fans, 

handkerchiefs and other items bearing motifs 

from old woodblock prints. 

“The current number of inbound visitors is 

about 28mn a year, accounting for an economic 

boost of ¥5tn, and by the year of the Olympics— 

2020—these figures are projected to jump to 40mn 

and ¥8tn, respectively. The hyakkin shops are 

certain to be one of the main beneficiaries, and 

the ones that will do the best will be those putting 

proactive policies in place to meet the demand”. 

Another authority on business management, 

however, noted that consumers who patronise the 

hyakkin tend to be fickle and that the business 

can be unusually capricious.

“We’re already seeing a tendency towards 

merchandise with greater value-added, with 

the product mix including items for ¥200 each”, 

he noted. “A business that succeeds thanks to 

deflation is also one that depends on deflation, 

and that will place even greater demands on the 

people at the helm of such retailers”. 

PHOTO: CUSTOM MEDIA

1 March, 75-year-old Hirotake Yano assumed 

the post of Daiso’s chairman, effectively passing 

control of the company to his son Seiji, who 

became president. An unnamed business 

consultant noted that Daiso appears to be 

planning to go public, and with its large number 

of stores overseas, expects to face more severe 

governance requirements. 

There is a view that the lifespan of firms whose 

business model undergoes minimal evolution—

such as hyakkin shops—may only last 20 to 30 

years. Already there have been recent examples of 

diversification, such as “leisure lands” that allow 

visitors to enjoy themselves for ¥500 for 30 minutes. 

Some 90% of the 70,000 items on display are said 

to be original products not sold in rival stores. 

The huge Arukukitto store operated by Daiso 

in Kinshicho, Sumida Ward in Tokyo, is said to 

average a turnover of ¥120mn per month. 

An authority on retailing told the magazine, 

“Overall, the hyakkin stores are enjoying a huge 

level of support from foreign tourists. They 
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PRESIDENT

O ne of the possible business models 

available to UK firms that wish to do 

business in Japan is to collaborate with 

a Japanese firm. In such cases, the Japanese 

partner might bring customers, valuable contacts 

and local market experience.

Although each situation is unique, the 

British Chamber of Commerce in Japan (BCCJ) 

was delighted last month to host a fascinating 

event for members and guests on successful 

joint ventures, moderated by Hogan Lovells 

partner Jacky Scanlan-Dyas. Also on the panel 

were Dan Hamilton, representative director 

and general manager of Diageo Japan K.K. 

and Akihiro Itoh, assistant general counsel of 

Nissan Motor Co., Ltd.

As an experienced outside legal adviser 

to participants in numerous successful joint 

ventures and alliances, Scanlan-Dyas guided 

participants through the life cycle of such 

transactions. At each stage, however, Hamilton 

and Itoh provided depth and perspective gleaned 

from their own careers spent not only building 

joint ventures, but also operating them.

Providing an opportunity for BCCJ members 

to gain practical business insight like this from 

experienced practitioners is one of the formats 

through which the chamber seeks to provide a 

platform for business exchange and networking. 

In delivering on its ambitious objective of 

hosting 40 well-attended events each year, one 

of the strategies the BCCJ uses is to partner with 

trusted organisations and stakeholders to co-

host selected events.

Sharing knowledge
This approach not only enables the chamber to 

curate high-quality knowledge and insight-based 

content for members, but also provides a conduit 

through which they can enjoy access to a greatly 

expanded participant base with whom to extend 

their personal networks.

Notable examples in recent months include 

our event co-hosted with BCCJ member firm 

Finsbury, at which co-founder and Global 

Managing Partner Rupert Younger tackled 

Reputation Capital with the former and 

current correspondents of the Financial Times 

Michiyo Nakamoto and Leo Lewis, respectively.

This was followed by a topical event on 

developments at the London Stock Exchange 

(LSE), featuring LSE Group’s Jon Edwards, 

Chris Wells of event co-host STJ Advisors, and 

moderated by Emi Onosuka of Goldman Sachs.

Get together
I sincerely hope that BCCJ members and their 

guests enjoyed these events and that they 

will be eager to hear more about the BCCJ’s 

achievements during the recently ended 2017–18 

chamber year. In that respect, and on behalf of the 

entire BCCJ Executive Committee, I paraphrase 

one of the great alliance builders of the modern 

motor industry, Carlos Ghosn: “We try to satisfy 

[BCCJ members] in the best way possible, and as 

much as possible make sure that they understand 

our strategy and appreciate our results”. 

So, to hear about recent results and the future 

direction of the BCCJ in its 70th anniversary year, 

I urge all members to attend the chamber’s Annual 

General Meeting at the Conrad Tokyo Hotel on 

26 April. I look forward to seeing you there and 

hope that many of you will be open to exploring 

mutually beneficial opportunities for enhanced 

collaboration with the BCCJ in the year ahead. 

Working together
Benefits and challenges of partnership

david bickle  |  @BCCJ_President

Located in spacious Yebisu Garden Place, 
Poppins Active Learning International School has 
bright and clean facilities with an elegant interior.

PALIS off ers unique lessons based on a 
British curriculum and has a Specialist Teacher 
Programme on yoga, dance, music and more. Summer programme “Be Our Guest” is available from July 1, 2018. 

POPPINS ACTIVE LEARNING INTERNATIONAL SCHOOL
Yebisu Garden Terrace Nibankan, 4-20-2 Ebisu, Shibuya-ku, Tokyo 150-0013
ê 9 minutes from Ebisu Station’s east exit

Tel: 03-5791-2105, Fax 03-5791-2106
Email: palis@paoppins.co.jp www.poppins-palis.jp/en

One of the strategies the 
BCCJ uses is to partner 

with trusted organisations 
and stakeholders to  

co-host selected events.
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ENERGY TO EXPAND
UK firms see greater  
chance in Japan
BY CHRIS RUSSELL

Improvements in technology and data 

analytics, the emergence of new markets 

and the ever-present need to tackle 

climate change have led to a groundswell of 

innovation in the energy sector. Advances in 

everything from battery technology to energy 

management are in place or poised to take 

effect soon, and such changes are expected 

to bring significant benefits to businesses 

and consumers.

The UK has been at the forefront of this shift, 

and the adoption of so-called smart energy 

technology has been incorporated in the 

government’s industrial strategy. Meanwhile, 

Japan liberalised its energy market in April 2016 

and is looking to embrace innovative solutions 

to its energy needs.

UK leadership in the sector, combined with 

growing opportunities in Japan, has seen an 

increasing number of British firms look east. 

Partnership between the two countries in the 

energy sector has been growing steadily over 

the past few years.

That has been particularly visible in terms 

of investment. For example, Moixa Energy 

Holdings Ltd., a home battery company, announ-

ced it would launch GridShare, a technology that 

aggregates the capacity of multiple batteries, in 

Japan through a partnership with the trading house 

Itochu Corporation following an investment of 

£5mn by the latter firm.

“It’s our ultimate goal to manage all different 

types of energy storage system in Japan, starting 

with home batteries and building to include 

electric vehicle and the grid-scale batteries 

through partnerships with car manufacturers 

and utilities”, said Chris Wright, chief technology 

officer at Moixa.

SMAP Energy Limited, which offers software 

for utilities firms to analyse energy consumption 

data, is similarly bullish about its prospects, 

with co-founder and Chief Executive Officer 

Yohei Kiguchi telling BCCJ ACUMEN, “Our goal 

is to be the top energy data analytics solution in 

the market”.

Changing market
As the world’s fourth-largest electricity market, 

Japan offers plenty of opportunity, and this has 

been further increased by the intro duction of 

competition, which has recently seen the likes 

of Tokyo Electric Power Company Holdings, Inc. 

(TEPCO) lose market share to upstart firms. And 

that increased competition is leading Japanese 

firms to seek innovative partners to gain an edge 

over rivals.

“The Japanese energy market is changing, and 

it’s changing a lot”, said Stephan Marty, head of 

international and energy storage at KiWi Power Ltd, 

a demand response and energy storage firm. 

“Basically what the UK and Europe went through 

about 15 to 20 years ago, they’re going through 

that now, so splitting up vertically integrated utility 

companies into the different parts, having more 

Yohei Kiguchi and 
Paul Monroe of 
SMAP Energy Limited

Stephen Marty of 
KiWi Power Ltd
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competition at the retail level, allowing access 

for demand-response assets, and energy for that 

matter, into the ancillary services market.

“It’s still a very interesting market for us 

because of sheer size, and they’re really now at 

the point where everything we’ve been doing 

over here for the past 10 years becomes very 

interesting in Japan as well”.

A way in
The British Embassy Tokyo has been lending 

its own support to energy firms looking to 

Japan, particularly in the areas of demand-side 

response, virtual power plants, energy storage 

and digitalisation. Previous trade missions have 

included Moixa, and the most recent trip, held 

in February, saw five firms participate in three 

sem inars in Tokyo and Osaka, meeting more 

than 250 people, including potential partners and 

investors. Another trade mission is scheduled 

for next year.

“UK policy is leading the way to help 

foster new and innovative technologies and 

business models to overcome the challenges 

faced by the modern electricity grid”, said Tom 

Luff, first secretary, energy and infrastructure 

at the embassy. “The smart meter platform, 

which is expected to extend to all homes by 

the start of the next decade, is already creating 

opportunities for efficient ways of matching 

electricity supply and demand. As the rollout 

continues over the coming years, UK firms 

will test and finesse approaches that can then 

be exported.

“As well as physical products, such as smart 

meters and batteries, there are significant 

opportunities in services and software platforms, 

such as data management to optimise energy 

usage and aggregation”.

Also intending to ease the path into the 

market is the Japan Energy Challenge run by 

SMAP Energy and which counts Summit Energy 

Moixa’s smart battery and solar panel • PHOTO: MOIXA

“[The UK is] seen as the forefront of the 
whole rev olution in the energy space that 

has happened over the past 15 years”.

Corporation, part of Sumitomo Corporation, 

and Enechange K.K., a Japanese energy price 

comparison website, as its partners. Seeking to 

connect European energy startups with Japanese 

firms, it is expected that five British firms will be 

involved in the initiative.

The right team
In complex markets such as energy, finding the 

right partner is crucial, particularly for the kinds 

of smaller firms and startups that are innovating 

within the sector. In this respect, investment from 

Japanese firms can play an important role in 

opening doors and deepening understanding of 

the Japanese market.

“The investment we secured from TEPCO last 

year and meetings we’ve held with the [Japanese] 

Ministry of Economy, Trade and Industry have 

built our market understanding and raised 

awareness of Moixa among companies in Japan, 

including with potential partner companies in 

different consumer, electric vehicle and grid 

markets”, explained Wright.

Similarly, SMAP Energy has benefited from 

its close ties to Japanese businesses through the 

Cambridge Energy Data Lab (CEDL), where 

the firm’s founders met. Enechange, for example, 

was spun out of CEDL after being developed 

based on lessons from the UK’s own price 

comparison websites.

“Our close ties with Enechange 

enabled us to approach virtually any 

Japanese energy retailer”, Paul Monroe, 

co-founder and business manager 

(UK/EU/World) at SMAP Energy, told 

BCCJ ACUMEN. “It vastly accelerated 

our sales development cycle and 

continues to be one of our greatest 

assets to date”.

And last September, KiWi participated 

in the World Smart Energy Week in 

Osaka, an experience Marty described as 

“really positive”. 

The firm is now engaged in 

discussions with potential partners and 

aims to reach a formal agreement within 

the next two years.

The time is now
This confluence of technological development, 

lessons learnt from British leadership in the energy 

sector and the changing Japanese market make 

this a particularly exciting time for UK firms.

“We’ve seen the Japanese energy sector 

evolve in a very similar way to that of the UK, and 

this has allowed us to capitalise on many trends 

well in advance”, said Monroe. “With the scale 

of change currently happening, British energy 

companies should absolutely consider this 

market in their future expansion strategies”.

And there is also a significant appetite on 

the part of Japanese firms when it comes to 

collaboration with British businesses.

“I think that’s how the Japanese are looking at 

this as well”, said Marty. “They know it’s changing, 

and they’re looking at a country where they have 

good connections, where people speak English—

that always helps—and which has gone through 

all this change in the energy market.

“It’s seen as the forefront of the whole rev olu-

tion in the energy space that has happened over 

the past 15 years”.  

KiWi’s Fruit metering 
and control device

PHOTO: KIWI POWER
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C ombined, the scent of tender British pork 

on the grill, the subtle yet refreshing tang 

of mints and the sound of whiskies, gins 

and beers being poured proved irresistible to 

visitors at Foodex Japan 2018, with UK exhibitors 

busy making contacts that—hopefully—will 

have led to deals throughout the event’s four-day 

run at the Makuhari Messe convention centre in 

mid-March.

Eleven UK-based food and drink makers 

displayed their wares at the event, the largest 

of its kind in Asia. Alongside were a similar 

number of Scottish firms on the neighbouring 

pavilion. Of the UK firms, five were taking 

part in the event for the first time, and had 

high expectations of making inroads into the 

Japanese market.

“This is a completely new experience for us 

because we have never done exports to Asia 

by ourselves before, but we do see Japan as 

potentially a very large and important market 

for us”, said Antony Keeble, founder of London-

based Boggle Confectionery Ltd., which makes 

Boggle Mints.

“We only launched the brand in 2017, but 

the mints are already available in Spain, Dubai 

and China, and we are constantly looking at 

other possibilities”, he told BCCJ ACUMEN.

Even though the mints are manufactured 

in the UK—to a recipe that is gluten-free and 

suitable for vegetarians—Keeble says the 

products cannot be found on the shelves of 

British shops, primarily because of consumers’ 

objections to the price point for a premium 

product. That is not, however, an issue in other 

markets, he said.

“From our research, it looks very much as 

if the middle class in Japan is expanding and 

there is a growing elderly population, which 

fits with our product perfectly, because these 

are adult sweets rather than those aimed at 

children”, he said.

Boggle Mints previously has attracted 

attention from distributors in South Korea and 

Taiwan, and Keeble was looking forward to 

striking a similar arrangement with a Japanese 

business that has a firm grasp on the likes and 

dislikes of consumers here.

“It has quickly become clear that quality is 

a very high priority among the Japanese, but 

that is important to us as well, while a lot of 

the people we have been speaking to seem to 

like the fact that we are a family business and I 

operate with my wife”, he added.

Boggle mints are designed not to melt—

which has helped their popularity in southern 

Europe and the Middle East—and are served 

by restaurants after meals and in the first-

class cabins of airlines. And after seeing the 

prevalence of vending machines in Japan, 

Keeble has set his sights on exploiting a new 

sales route for his mints.

Regional reach
Jonathan Eckley, senior export manager for 

the Warwickshire-based Agriculture and 

Horticulture Development Board, was attending 

his third Foodex and emphasised the importance 

of an event with regional reach beyond Japan.

“It is important that we are here and we are 

pleased with the access that our pork products 

already have in Japan, although we are always 

keen to build on that”, he said.

Echoing the comments of other exhibitors, 

Eckley said quality and reliability are key 

concerns for potential Japanese partners, with 

British pork developing a reputation as a high-

quality export.

“The UK punches above its weight in 

terms of protein exports, but we can always do 

more and we want to emphasise to Japanese 

consumers that we produce a quality 

product”, he said.

FOOD & DRINK

From farm to fork
Healthy, heritage and high prices help sell UK food and drink here
BY JULIAN RYALL

Tender and tasty British pork was served at Foodex.
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There is also growing optimism that British 

beef soon will be available again in Japan, Eckley 

said. That day “is inching closer”. His confidence 

rests on a whole series of stringent safety 

requirements that have been introduced in the 

UK since the BSE crisis hit the beef industry.

“Our standards from farm to fork are very 

high now and are independently audited to 

ensure those standards remain high. But we 

need to get that message out, and Japan is a key 

target for us going forward”, he said.

Japan will never be a large market in terms 

of volume, according to Eckley, although there 

are some prime British beef cuts that rival the 

best around the world and would be popular 

among, for example, those who enjoy Japanese 

wagyu beef.

“We need to add value to our exports in the 

same way that Japanese beef farmers have done, 

and we are aiming to get across that we produce 

beef with a fantastic taste because it is grass fed, 

not grain fed, and because the livestock are able to 

forage, which helps to give the meat a great flavour”.

Building trust
Along with assurances concerning quality, 

Martin Golding, regional director for Asia and 

the Americas for Tudor Rose International 

Limited, said it is necessary to build trust and 

a solid working relationship with a Japanese 

partner to succeed in this market.

“The Japanese people that we have been 

speaking with are, perhaps, a little more 

cautious than in other markets. They like to 

conduct their own research and learn about a 

firm that they are considering partnering with, 

rather than simply jumping in”, he said. “That 

can be a bit frustrating at times, but we just have 

to accept that is the way it is done here and look 

at that as an investment for the longer term”.

Tudor Rose International represents a number 

of small British food and drink firms that lack the 

resources to tackle a major market such as Japan. 

Golding’s booth displayed products ranging from 

Kestrel Premium Lager to Dorset Cereals.

On the shelf
Marcus Pickering, founder and director of 

Pickering’s Gin, was also testing the waters in 

Japan with a tipple that is enjoying renewed 

popularity around the world.

“Gin is in around the world right now, and we 

can see that it is definitely growing in popularity 

here in Japan as well”, he said. “More cocktails 

are made with gin than any other spirit and a 

good degree of its popularity is a result of that 

versatility, but also the ‘cleanness’ of the drink”.

Pickering’s Gin is already selling well in 

North America, he said, while a number of big 

retailers in Japan have expressed an interest in 

having it on their shelves.

“I would say that gin drinking here is like it 

was in the UK four years ago, and we could very 

well be about to see sales take off here”, he added.

Whisky, on the other hand, has always had a 

devoted clientele in Japan, so one trick to raising 

the profile of a new arrival is to give it a unique 

and fascinating back story, believes Ken Rose, a 

founding partner in Crucial Drinks.

“In the past 100 years, more than half of 

Scotland’s distilleries have closed down and we 

have lost some excellent whiskies”, he said. “And 

that is a tragedy”.

Crucial Drinks was set up five years ago to 

carry out research into these “lost” distilleries, 

identifying the water they used, the source of 

the grain and even the barrels that the Scotch 

was aged in. And when the firm’s experts had 

identified the DNA of the whisky, as Rose 

described it, they then set about recreating the 

drink by blending existing single malt whiskies.

The result is resurrected Scotches such as 

Gerston, which has a peaty and oily flavour, 

along with Lossit, Jericho and Stratheden.

“We have a rich history with these whiskies 

and we know that the Japanese love brands with 

heritage and a back story”, he said. “And the 

reactions we have had from distributors across 

Asia so far has been very positive, so we hope to 

get the same sort of reaction in Japan”. 

“I would say that gin drinking here is like it was 
in the UK four years ago, and we could very 

well be about to see sales take off.”

The UK pavilion was well attended • PHOTO: BRITISH EMBASSY TOKYO

Ken Rose of Crucial Drinks
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H ome to some of the world’s best 

airlines, Japan is giving business 

travellers plenty of reasons to fly 

further. With extra routes, improved services 

and the enhanced global offerings of the various 

airline alliances, going abroad for the sake of the 

company has rarely seemed less of a chore.

Since their inception in the 1990s, airline 

alliances have grown into three competing 

groups, comprising the 13-member oneworld 

(including British Airways Plc [BA] and 

Japan Airlines Co., Ltd. [JAL]); the 20-strong 

SkyTeam (including Air France and Delta Air 

Lines Inc.); and the 28-airline Star Alliance 

(including All Nippon Airways Co., Ltd. [ANA] 

and United Airlines Inc.). As of May 2017, 

such alliances accounted for about 58% of 

global capacity. 

While initially focused on “putting more 

dots on the map”, the role of such alliances has 

broadened to include the quality of passenger 

services, from ensuring alliance customers are 

treated similarly across international airports 

to including priority check-in and boarding for 

“elite” status passengers.

For business travellers, more efficient bookings 

and connections, together with corporate travel 

packages, can save time and money, along 

with the benefit of accumulating frequent flyer 

mileage across a range of airlines. However, 

critics argue that alliances inhibit competition, 

with inconsistencies across airlines and airports 

that can cause problems for travellers, even for 

those within the same alliance. 

Smoother journey
Nevertheless, Moran Birger, BA’s regional 

commercial manager for Japan, points to the 

benefits of the oneworld alliance, which covers 

some 160 countries worldwide.

“We were the first alliance to introduce inter-

airline ticketing, which allows our customers for 

example to book a BA flight and then connect 

onto another oneworld carrier”, he said.

“In addition, our frequent flyer program—the 

Executive Club—not only enables our members 

to collect tier points on BA flights, but also collect 

and redeem various benefits with other carriers 

in the alliance, including more baggage, lounge 

access, priority check-in and boarding. There are 

also other products such as round-the-world fares, 

which you can use in the 13 oneworld carriers to 

keep going around the globe”.

BA currently offers customers four daily 

flights from Japan to London, with its own daily 

flights from Tokyo International Airport (called 

Haneda) and Narita International Airport in 

Chiba Prefecture, along with two additional 

flights under a codeshare agreement with JAL. 

In addition to JAL, BA’s joint businesses with 

oneworld partners Finnair plc and Iberia LAE SA 

have given its Japanese customers connections 

to Central, Northern and Southern Europe. 

Other benefits include an extended choice of 

premium cabin options, reciprocal lounge access 

and guaranteed flat beds in business class on all 

flights between Japan and Europe. 

Even after 70 years of flying between the UK 

and Japan, the British flag carrier is showing 

no signs of complacency. In November 2017, 

BA announced a £4.5bn investment plan aimed 

at improving customer service in all cabins. 

The five-year plan includes the acquisition of 

72 new aircraft and the installation of wifi that 

is available in every seat.

TRAVEL

In November 2017, 
BA announced a 
£4.5bn investment 
plan aimed at 
improving customer 
service in all cabins.

PHOTO: BRITISH AIRWAYS

BA staff members at Narita International Airport. • PHOTO: BRITISH AIRWAYS

A class above
Airlines team up to go the extra mile 

for business travellers
BY ANTHONY FENSOM
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BA is also investing £600mn in its Club World 

business class offering, including new bedding 

and amenity kits, alongside improved “restaurant-

style” catering.

Birger said Japanese travellers had already 

been introduced to the new bedding, with the 

improved catering service expected later this year. 

In 2019, BA customers can look forward to 

new business class seats offering “direct aisle 

access”, meaning no more tripping over your 

neighbour, along with “gate-to-gate” in-flight 

entertainment that works “from the second you 

step on board until you leave.”

However, BA is not the only airline to have 

ramped up its service offerings.

Capacity hike
Air France has announced an 18% increase in 

capacity this year for Japan, on the back of 

improved demand following the so-called “2016 

crisis” that saw Japanese travellers avoid Europe 

following a string of terrorist attacks.

A founding member of SkyTeam, the French 

flag carrier, together with its Dutch brand KLM, 

currently offer 40 flights per week between 

Japan and Europe via Amsterdam and Paris, 

flying out of Haneda, Narita and Osaka’s Kansai 

International Airport.

Asked how SkyTeam differs from its alliance 

rivals, Stefan Vanovermeir, Air France–KLM’s 

general manager for Japan, Korea and New 

Caledonia, highlighted the alliance’s global 

dimensions, as well as the priority given to its 

customers at more than 1,000 airports worldwide.

“From the moment you arrive at the airport 

to getting on board, there’s a clear SkyTeam 

priority segmentation. Wherever you go in the 

world, when you’re boarding or checking in, 

going through security, going through the gate, 

there’s exactly the same concept”, he said.

Vanovermeir also pointed to the airline’s 

specialist corporate business team in Japan.

“As well as cost savings for the client, we want 

to assure them their team member will arrive 

in good shape when they fly with us”, he said, 

noting the airline’s “full flat” beds in business 

class and investment in new aircraft.

Not to be outdone, Star Alliance has also 

expanded its international connections, 

including a new codesharing arrangement 

between ANA, Japan’s largest airline, and 

Shanghai-based Juneyao Airlines.

An ANA spokesperson said Star Alliance 

offered Gold Status members benefits including 

access to member carriers’ lounges around the 

world, in addition to extra baggage, priority 

check-in and luggage handling, along with 

fast-track service at airports including Haneda, 

Narita and London’s Heathrow Airport.

The spokesperson said the alliance had also 

launched a “Digital Services Platform” as part of 

a new digital strategy aimed at enhancing digital 

and mobile services for customers.

Meanwhile, ANA and JAL have expanded 

tie-ups with other overseas airlines outside 

their respective alliances. ANA has codesharing 

agreements with Alitalia, Garuda Indonesia and 

Vietnam Airlines, none of which are members 

of the Star Alliance. JAL has also formed tie-ups 

with 15 airlines from other alliance groups, 

including Air France.

The shift has been attributed to the rise of 

budget carriers, mergers and acquisitions among 

major airlines, and the push to seek profitable 

partners regardless of their alliance allegiance.

Right partner
For Japan’s business travellers, choosing the best 

alliance ultimately depends on travel patterns, an 

alliance’s coverage and the quality of its members. 

British consultancy Skytrax’s 2017 awards 

rated ANA third among the world’s top airlines, 

behind Singapore Airlines Limited and top-rated 

Qatar Airways Q.C.S.C. For business travel, ANA 

was second behind Qatar Airways, while JAL 

ranked 11th.

Among the global airline alliances, Skytrax 

rated Star Alliance top, followed by oneworld 

and SkyTeam.

Tokyo-based business travellers can also look 

forward to better services from 2020, with both 

Haneda and Narita increasing slot capacity for 

international services to support Japan’s tourism 

boom. The Japan National Tourism Organization 

says 5mn foreign visitors came to Japan in 

January and February, an increase of 15.7% on 

the same period the year before.

Asked about the future of airline alliances, 

BA’s Birger suggested they were far from finished.

“We’ll definitely be looking to work with 

more carriers, either through an alliance, 

codeshare or joint venture”, he said. “I think 

the alliances will continue to grow and, 

most importantly, customer choice and the 

destinations will grow, as we continue to make 

it as simple and as smooth as possible for our 

customers to get from point A to point B”. 

TRAVEL
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OPINION

Startling revelations or, rather, the lack 

of them, have had Japanese TV viewers 

riveted to their screens watching public 

broadcaster NHK’s live coverage of parliamentary 

debates over what people increasingly think of 

as Moritomogate. Moritomo Gakuen is a private 

school operator whose top management allegedly 

talked the Ministry of Finance into selling them 

state-owned land on the (very) cheap.

Nobuhisa Sagawa, at the time director-

general of the ministry’s Financial Bureau, 

was called on to testify about the issue in the 

Budget Committees of both houses of the 

Diet on 27 March. He and the ministry have 

admitted to the wide-ranging falsification of 

official documents, removing mentions of 

Prime Minister Shinzo Abe, his wife Akie and 

Finance Minister Taro Aso in connection with 

the dubious transaction. 

What everyone wants to know is the extent 

of politicians’ involvement in the affair and, 

most specifically, Abe’s connection. Did he or 

did he not try to influence the sale’s proceedings 

because Yasunori Kagoike, former head of 

Moritomo, was a self-proclaimed ardent admirer 

of the prime minister and friend of Akie? Did 

Abe lean on the ministry to rewrite the records in 

order to hide embarrassing revelations? 

In his testimony, Sagawa has consistently 

denied such allegations, but he has left many with 

the strong impression that he was protesting 

too much.

All in all, the matter looks just like some-

thing straight out of my all-time favourite 

BBC programmes, Yes, Minister and its hilarious 

sequel Yes, Prime Minister. Sagawa would have 

done well to take a good look at the episode 

Official Secrets to learn all about exemplary 

bureaucratic behaviour in the event of having to 

cook up official minutes to suit what the prime 

minister has since said in public.

Divided they stand
Heaven only knows the path the affair will have 

taken by the time this column appears in print. 

Critics may hope that the issue will open the 

way for a change of government. 

But much will depend on the opposition’s 

collective tenacity and ingenuity in asking 

the right questions. Or the wrong questions, 

depending on whose side you are. Here the 

situation looks somewhat more promising than 

previously. At least the parties of the current 

opposition are showing remarkable solidarity in 

their investigative zeal. 

The snap general election called by Abe last 

October triggered a massive reshuffle of the 

opposition’s structure. The Democratic Party 

of Japan (DPJ), now a shell of its former self, 

fragmented into four groupings. 

Party time
There were those who ran off to join Yuriko Koike’s 

brainchild, the Party of Hope (or, as I call it, the 

Party of Sinister Ambitions). Some chose to remain 

as the DPJ, while others ran as independents, and 

a good chunk of them decided to form a new party. 

This, the Constitutional Democratic Party of Japan 

(CDPJ), went on to win the position of largest 

opposition party in the October election.

Conventional wisdom had it that the DPJ’s 

fragmentation would lead to a further weakening 

of what had already been a very wobbly opposi-

tion. But that does not seem to have been the 

case. Now that the previously warring factions 

within the DPJ have become entities in their own 

right, they are able to relax and help each other 

out. It is the case of a divorced couple being able 

to be nice to each other after the separation.

Existing opposition parties also seem 

enlivened by the new development. There is 

good coordination among the parties in putting 

pressure on the government. The attack looks 

well orchestrated and actually quite resilient. 

In short, it looks very much like being a case of 

“divided we stand”.

No landslide
The October election was the result of Abe’s urge 

to seize an even greater majority than he already 

had at the time. Despite being sure he could 

secure a landslide and improve on his majority, 

he actually ended a handful of seats short of the 

pre-election number.

The emergence of the CDPJ was for him a 

very nasty surprise. Yukio Edano, the party’s 

leader, is proving to be much too popular with 

the electorate for Abe’s liking. 

Meanwhile, although Abe thought the Party 

of Hope would become an ally disguised in 

opposition clothing, the departure of Koike has 

the party looking quite comfortably allied with 

the other opposition parties. 

Divided, the opposition stands eager to 

continue probing Moritomogate. Thus, snap 

elections can bring unexpected shocks to those 

who call them. As UK Prime Minister Theresa 

May knows only too well. 

YES, PRIME MINISTER?
Moritomogate looks like BBC comedy
BY NORIKO HAMA

The parties of the current  
opposition are showing  
remarkable solidarity in  
their investigative zeal.

Moritomo Gakuen’s school, Mizuho no Kuni, under construction in 2017. • PHOTO: L26 VIA WIKIMEDIA
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BY MAXINE CHEYNEY

Now in its 43rd year, the United Nations’ 

International Women’s Day (IWD) 

highlights the conversation around 

global gender parity, particularly the increasing 

pace of change in this area. 

However, there is still a lot to do, both in 

the UK and Japan. According to the World 

Economic Forum’s Global Gender Gap Report 

2017, of 144 countries surveyed, the UK ranks 

15th—and Japan 114th.

On 8 March, in celebration of the IWD, the 

British Chamber of Commerce in Japan (BCCJ) 

and the British Embassy Tokyo hosted a panel 

discussion to continue the dialogue and reveal 

the thoughts and advice of senior executives at 

large multinational firms.

Opening the event, which was sponsored 

by Barclays Bank PLC, British Ambassador 

Paul Madden CMG noted that, despite Japan’s 

dire ranking, things are progressing.

“There are many ways that we can help 

share our experience and contribute to Japan’s 

initiatives to improve gender equality”, Madden 

said. “British businesses in Japan are taking a 

leading role in promoting diversity and equality 

in the workplace”.

Barclays Securities Japan Ltd. Chief Executive 

Officer and BCCJ Executive Committee member 

Mark Dearlove moderated the discussion by 

a panel, comprising:

• Rachel Huf, managing director and head 

of legal at Barclays Asia

• Rachel King, minister counsellor 

of economic affairs at the British 

Embassy Tokyo

• Naomi Hill, vice president of global 

financing at IBM

• Yuka Okumura, HR director at 

GlaxoSmithKline K.K.

• Fulvio Guarneri, then-chief executive 

officer of Unilever Japan.

PLEDGE FOR PARITY

International Women’s Day event outlines barriers at work

Parity 
In Japan, one of the key benefits to working 

towards gender parity is finding solutions to its 

ageing and declining population. Bearing this 

in mind, Dearlove asked the panel what their 

firms are doing to support their workforce in 

achieving gender equality. 

Hill outlined some of the efforts being made 

at IBM, including remote working, flexible 

working, maternity benefits and childcare. “Over 

the past six years more than 40% of our graduate 

intake in Japan has been female”, she said.

Business culture and structure in Japan can 

be barriers to achieving workplace parity. Hill 

revealed that since 2008 IBM Japan has reported 

directly to headquarters, making it easier to 

implement global policies. “This gives you the 

ability to make sure that you are looking for 

parity and best practices more easily”, she said.

At Barclays, Huf noted that internal mentoring, 

partnering with organisations and implementing 

policies around maternity and child adoption 

are ways that firms can help. As of September 

last year, the firm introduced non-primary 

caregiver leave. “Policies don’t work unless you 

make them work in practice and people actually 

adopt them”, she added. 

Quotas
One topic that is under scrutiny in the diversity 

dialogue is the need for quotas. Dearlove asked 

panellists how appropriate or necessary quotas 

are to balance the gender gap. 

“I think there can be a role for quotas in 

affecting rapid change and achieving the sort 

of critical mass that is needed to produce 

sustainable change”, King said. She named 

France, Germany and the Netherlands as 

countries that have adopted quotas for women 

on company boards with some success. 

“But I think there are real drawbacks, ques-

tions of tokenism, the risk that women or other 

minority groups ... [may find] that their role is 

devalued through the use of a quota”, she added. 

On balance, she believes that targets—rather 

than quotas—backed up by real policy are vital.

As an example, she mentioned the UK’s 

recent review of the composition of FTSE100 

boards and how the approach to changing the 

situation has involved using targets, not quotas.

BCCJ EVENT
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“The sorts of policies that have backed 

that up have included the publication of the 

composition of boards and also an active role 

of pressure groups”, she said. There is now more 

than 25% representation of women on FTSE100 

boards in the UK. 

Okumura emphasised the importance of 

looking at data, too. “I think targets encourage 

people to be more aware of where we are and 

where we want to be”, she said. “I don’t have a 

strong opinion about quotas, but at least looking 

at the data and understanding it and setting a 

little target to encourage others is really effective”.

Guarneri added that more important than 

quotas is providing an infrastructure and 

ecosystem that will allow women to have equal 

opportunities. He mentioned a corporate 

kindergarten and various financial incentives. 

“Quotas, I think, are just a way to prove that a 

system is inefficient”, he advised.

Huf, on the other hand, believes there are 

scenarios where quotas are the best option.

“Where I think they are necessary is where 

targets are not working, and I think it’s in 

situations where [targets are] not merit-based, 

or there may be unconscious biases that need to 

be addressed when people are actually selecting 

balance”, she said. 

Modelling
Role models are another important factor in 

driving change. However, Hill emphasised that 

these role models must be the right ones, and 

they must be relatable. 

King relayed her experience while working 

at Her Majesty’s Treasury. She recalled that the 

second-most senior civil servant was a woman.

“What was really important was not just 

the fact that she was a woman, but that she did 

the job differently, she was in charge of public 

spending and she was much more consultative 

than had traditionally been the case in the 

finance ministry”, she said.

By adopting a different attitude, King felt 

she set an example to male and female staff. “I 

really believe it has led to better policymaking 

and to a better environment within 

government”, she added.

Huf noted that having role models is 

particularly important for firms trying to 

attract potential staff. She notes that graduates 

are interested in seeing people who they can 

relate to in real positions. “It’s not the gender, 

it’s actually what people do, it’s their values”, 

she explained.

While the UK may be steps ahead of Japan 

in this space, King believes there is still room 

for the UK to learn from Japan, particularly 

from some local initiatives, such as Mayor 

of Yokohama Fumiko Hayashi’s policies to 

increase local childcare provision. And in 

Japan there is also much to learn; Okumura 

specifically highlighted the role of government.

“I’m impressed that the UK government is 

supporting parents coming back to work after a 

certain amount of leave”, she said. “I think right 

now in Japan we are depending too much on 

corporations and firms on that particular part—

so each firm has its maternity leave system and 

programmes for those coming back to work, but 

it’s really nice that the government is supporting 

that in the UK”. 

“Targets encourage 
people to be more 
aware of where  
we are and where  
we want to be.”

British Ambassador to Japan Paul Madden CMG Guests made their pledges for parity.

From left: Rachel Huf, Rachel King and Naomi Hill
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Thirty-five years ago, Finnair Plc was the 

first European airline to fly non-stop 

scheduled flights from Europe to Japan. 

Since then, the airline has seen great success 

in the Asian market, especially in Japan—their 

number one destination in Asia in terms of sales. 

BCCJ ACUMEN sat down with President and 

Chief Executive Officer Pekka Vauramo to talk 

about the firm’s growth in Japan, their interest in 

the UK–Japan route and future prospects.

Promising Growth
With a current growth rate of about 20%, Finnair 

is expanding at a strong rate, and they expect their 

long-term growth to be somewhere near 10%. 

“Growth means that we will have new aircraft 

and more destinations, and we add more frequent 

flights to more destinations—we will do both”, 

Vauramo said.

As regards Helsinki–Japan traffic, the airline 

has an impressive track record. When Finnair 

first started, they offered one flight weekly, but 

today the number has shot up to 31 flights, an 

increase of almost 43% over the past four years. 

And by adding Japan Airlines’ (JAL) seven flights a 

week thanks to their alliance, Finnair now boasts 

38 weekly flights between Helsinki and Japan.

Optimal gateway
Although Helsinki offers convenient access to 

anywhere in Europe, Finnair’s network is primarily 

built on the fact that Helsinki has the shortest 

distance between European destinations and 

Northeast Asia. This means that the airline can 

travel from Helsinki to big cities in Asia and return 

their aircraft within 24 hours. 

“We can fly with the same aircraft to the same 

destination every day”, said Vauramo. “And we get 

an extremely high utilisation rate from the aircraft.

“We fly to more than 100 destinations in Europe, 

to 20 destinations here in Asia and to four or five 

FLYING HIGH

Finnair cements its place as a leader in Europe–Japan travel

PUBLICITY

destinations in North America, so we concentrate 

on Europe to Asia primarily”.

After Paris, Helsinki serves as the second-

biggest gateway from Japan to Europe, and for 

travellers to the UK who fly through Helsinki, there 

are comfortable benefits. Besides the convenience 

factor of a mere 35-minute connection, flying 

through Helsinki is the shortest and fastest flight 

to and from Japan that passengers can catch.

“Even for cities such as London, Helsinki is 

the fastest way to go”, Vauramo remarked.

Through Helsinki, UK passengers are offered an 

increased number of destination choices, includ-

ing Fukuoka, Nagoya, Osaka and Manchester.

Teamwork
Regarding the significance of the oneworld 

alliance, Vauramo emphasised the role of 

airline cooperation.

“Of course, people like to choose direct 

flights if there are direct flights, but there are so 

many combinations of cities and destinations 

that people’s schedules dictate their needs, 

and the natural way to serve those needs is to 

cooperate within an alliance”.

For Japan flights, Finnair is allied with JAL, 

British Airways and Iberia.

Personal service 
When asked about planned upgrades, Vauramo 

explained how they choose their next steps.

“When we finalised our cost-cutting 

programmes, we studied what people value in 

an aircraft and, to our surprise, what people 

value most is the personal service that they get 

on board”. 

With personal service ranked above flight 

prices, meals on board or the aircraft itself, 

Finnair plans to personalise their service 

through staff training so they offer something 

personal and don’t just follow a script. 

“We work together with our people; we 

are not fighting with our people, as many 

airlines tend to fight. I don’t think it’s a good 

combination to fight with your own people and 

request good service”.

Other areas that have seen an upgrade include 

on-board meals and the service in Helsinki Airport. 

On every Narita–Helsinki flight, passengers can 

enjoy a signature menu specially designed by Rika 

Maezawa, chef at the restaurant Nanakusa.

“That localisation is something we do in 

different markets—we’ve done the same in 

China and London”, Vauramo said. 

Adding to the top-notch Finnair service 

are Japanese translations and guides in 

Helsinki Airport.

“Our growth is definitely focused on travel 

between Asia and Europe, and vice versa. That is 

the Finnair growth strategy”, Vauramo concluded. 

“Even for cities such as London, 
Helsinki is the fastest way to go.”
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W ith anticipation and excitement in 

the air, the executive steps into the 

spotlight to face the opportunity of 

a lifetime—not in the boardroom, but in the ring 

to duke it out in front of a cheering crowd while 

fighting for an extraordinary cause.

On 25 May, one of the most thrilling 

international events in Tokyo will take place: 

Executive Fight Night (EFN) VIII! Eight years 

ago, the event was born from the vision of Eddie 

Nixon, Dave Thomas and Nathan Schmid. 

Not only does EFN give 16 stressed-out 

executives a chance to showcase their boxing 

talent, but it also offers the chance to raise 

millions of yen for charity. The fighters join a 

rigorous 12-week training programme run by 

professional trainers and fighters at Club360, 

culminating in a Vegas-style fight night at the 

Grand Hyatt Tokyo. 

Big support
EFN has raised more than ¥50mn to date to help 

local Tokyo charities. Non-profit organisation 

Shine On! Kids (SOK), which supports children 

with cancer and serious illnesses in Japan and 

their families, is the EFN’s charity partner. This 

year’s theme is “Fighting for Fighters”, connecting 

the strength and determination of both the 

fighters and the children they are supporting.

Funds raised from EFN VIII will support 

SOK’s Facility Dog Program, which places a 

specially trained therapy dog together with a 

nurse to work full-time at a children’s hospital. 

As Japan’s first, full-time, animal-assisted 

therapy programme at a children’s hospital, 

SOK’s Facility Dog teams improve outcomes and 

the children’s approach to medical treatment by 

accompanying kids during scary procedures and 

visiting them regularly during their hospital stay.

SOK’s fourth facility dog will arrive later this 

year to work at a major Tokyo children’s hospital, 

PUBLICITY

EXECUTIVE FIGHT NIGHT VIII

Fighting for Fighters

and funds raised at EFN VIII will go towards a fifth 

dog, expected to be placed in 2019.

In the ring
This year’s group of 16 fighters includes four 

from the UK: 

• Charles Simpson of Meitan Tradition

• Reginald Azubuike of EIRE Systems

• Thomas Kingwell of Robert Walters

• Dr Thomas Lomax of Tokyo Medical 

and Surgical Clinic.

Kingwell, a long-term corporate supporter of 

both EFN and SOK, confessed that he did a bit of 

boxing as a teenager. When his colleagues told him 

about what a fantastic event EFN was, he jumped at 

the suggestion to try-out and support a great cause. 

He says he looks forward to getting lots of pledges 

from his Robert Walters workmates!

Meanwhile, Lomax has volunteered as the 

ringside doctor since EFN’s inception. After watching 

a few of his patients through the years get fit for the 

event, Lomax decided to start boxing training more 

than a year ago in anticipation of EFN VIII. He said 

it was hard going at first, but he is motivated by 

supporting a local medical charity. Lomax said he 

hopes that, as a participant, he can help to raise 

the profile of the event and maybe even encourage 

some of his patients to push themselves to get fitter!

The big day
A powerful part of the EFN happens well before the 

big night, when the 16 fighters meet some of the 

children they are supporting at a special “Fighters 

Meet the Fighters” event at Club360. The children 

learn about the fighters’ home countries and 

cultures, as well as practice English conversation 

and even a tiny bit of boxing. The fighters also 

deepen their understanding of SOK’s activities, 

connect with the children and become more 

motivated to fight even harder for them.

EFN VIII will feature a live auction, raffle and 

other non-stop entertainment! Don’t miss this 

chance to cheer on the fighters, make an impact 

on children’s lives by supporting SOK and enjoy 

an extraordinary night at the Grand Hyatt’s 

newly renovated ballroom. 

Find out more and get your ticket: www.executivefightnight.com
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In BCCJ ACUMEN’s ongoing series of history 

articles marking the 70th anniversary of 

the British Chamber of Commerce in Japan 

(BCCJ), a key issue has been securing sources 

of information, as unfortunately much of the 

chamber’s archive has been lost over the years. 

But thankfully, Robin Maynard MBE, a BCCJ 

honorary individual member and formerly the 

Lloyd’s general representative in Japan and of 

Sedgwick Far East Ltd., kindly sent in two copies 

of the chamber’s magazine pre-BCCJ ACUMEN.

Dated November–December 1986 and 

January–February 2000, respectively, the issues 

offer a glimpse of changing bilateral ties and the 

wider business world.

A different world
One of the most notable shifts is the tone of 

the discussion around UK–Japan business and 

trade. Whereas today the focus is on partnership 

and mutually beneficial investment, much of 

the 1986 issue is concerned with barriers to 

doing business in Japan, although there are 

indications of the fruitful economic relationship 

that was to come.

For example, it includes an address by the 

late Paul Channon, then-secretary of state for 

trade and industry, to the chamber. In this he 

gave updates on the launch of the Uruguay 

Round, which would eventually lead to the 

establishment of the World Trade Organization, 

discussed UK–Japan trade imbalances and also 

found time to lament protectionist tendencies in 

the United States (sound familiar?).

“What is essential is the need to show real and 

substantial progress in opening and liberalising 

the market”, he said of the issues he would raise 

with the Japanese government.

Elsewhere, then-ambassador Sir Sydney Giffard 

KCMG set out in a speech to the Keidanren the 

basis of British foreign policy, before finishing with 

an extended appeal to the assembled business 

people to open Japan’s markets and consider 

buying British products.

“At first, you may also think that such matters 

are far removed from the grand considerations 

of foreign policy about which you kindly invited 

me to speak. But on reflection we see that they 

are not”, he said, noting these matters will shape 

the voting preferences of the worker in the UK. 

“What kind of world will he vote for? A small, 

protected world, or a large, open one?”

Paying respects
By contrast, the magazine issue from 2000—by 

this time titled Insight—focuses heavily on the 

work of Lloyd’s, featuring a speech from then-

chairman Max Taylor to the BCCJ and an article 

looking at the insurer’s history in Japan, as well 

as the backgrounds of the outgoing general 

representative in Japan, Masahiro Yagiu OBE, 

and his replacement, Robin Maynard. Insofar 

as these articles address UK–Japan economic 

relations, it is in cautiously optimistic terms.

“Despite the scope for greater competition, 

the market penetration for foreign insurers 

remains very low, though this seems likely to 

change as competition increases”, the latter 

article states.

In addition to member news and a review 

of the new Toyota Prius (“hybrid cars like the 

Toyota Prius are likely to be the wave of the 

future”), the magazine offers 12 dos and don’ts 

for doing business in Japan. Among these are 

“personal posture is important”, “do not be 

afraid of silences” and “do pay self-evident 

respect to Japan’s extensive history, unique 

culture and enormous economic achievements”.

Sign of the times
Giving a sense of the changing times are the 

publications’ adverts. A publicity piece titled 

“PC Productivity” in Insight, for example, 

promises to “help readers become effective in 

their use of Personal Computers by focusing 

on time-saving tips and tricks”, in this case by 

explaining how to use the Categories feature in 

Outlook. And the late Ian de Stains OBE opens 

his editor’s letter in the same issue by saying, 

“Perhaps now we can finally forget about Y2K!”

Some things, however, haven’t changed. In a 

speech published in the 1986 magazine, Gregory 

Clark, then a professor at Sophia University, is 

quoted as saying, “The foreigner is well placed 

to make use of that vast, untapped Japanese 

resource—the intelligent and underemployed 

Japanese female”. Although unlikely to be 

framed in such terms today, the underlying 

issue continues to be relevant (page 29). 

BY CHRIS RUSSELL

TURNING THE PAGE

Old issues of BCCJ magazine reveal evolution of UK–Japan ties

HISTORY

Much of the 1986 
issue is concerned 
with barriers to doing 
business in Japan.
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In many ways, this is a difficult time for those 

of us who work in the world of international 

education. Almost by definition, institutions 

such as the British School in Tokyo (BST)—home 

to children of more than 60 nationalities—are 

progressive liberal organisations where diversity 

and inclusion are celebrated and where the 

outlook is unashamedly global.

Our mission to help young people to grow 

up learning what it feels like to stand in the 

shoes of others runs counter to the silo effect of 

social media where so many choose to hear only 

the voices of those who share their opinions. 

Meanwhile, our values can often seem at odds 

with some of the strident voices that dominate 

current political and social debate. 

But time and time again, I see cause for 

optimism. Like their peers around the world, 

our teenagers make mistakes—of course they 

do—but when I hear them discussing some of 

today’s major issues, when I see their willingness 

to stand up for what they believe is right and to 

challenge prejudice and ignorance, I know that 

the next generation is on the right track.

Something special
Let me share some specific examples. Earlier 

this term I was privileged to hear a small group 

of 16- and 17-year-olds lead an assembly on 

sexuality, equality and diversity. Before an 

audience of their teachers and their peers, they 

expressed their ideas with mature eloquence 

and sincerity, and with an air of authenticity 

that would put many of their elders to shame.

Just a few weeks later, I sat in as four would-

be journalists interviewed the England Blind 

football squad, here in Tokyo to compete in the 

IBSA Blind Football World Grand Prix as part 

of their preparations for the Tokyo Paralympic 

Games in 2020. I was impressed by the way 

in which they had prepared for the interview, 

completing the background research and 

working together to devise a coherent set of 

questions, although with this particular group 

that came as no real surprise.

What I did not expect was the level of enga-

ge ment between these talented international 

sportsmen and those four young students—at the 

age of 14 they demonstrated empathy and insight 

far beyond their years. As one of the players said 

to me afterwards: “That was something special. 

There were none of the usual daft questions we 

sometimes get from professional journalists. 

They seemed to try to understand what it means 

to live with disability and genuinely wanted to 

know more”.

My final example links several groups of 

students from different age groups. Four years 

ago as part of our 25th anniversary celebrations, 

we worked in partnership with the United World 

Schools’ Teach the Unreached programme to 

build a school in remote rural Cambodia. The 

BST community came together to ensure that 

the fund-raising campaign was a success, and 

the school was duly built. We have since been 

fortunate enough to be able to work with, and 

get to know, the people of Dor Village on five 

unforgettable trips.

The remarkable thing about this project is 

that, after the initial campaign, all the annual 

fundraising to give more than 200 children the 

opportunity to receive the education that should 

be theirs by right has been student led. Having 

seen for themselves the gap between the poorest 

and most privileged, they were determined to 

make a difference.

A better world
Good exam results are important, as are all the 

opportunities in sport, music and the arts, but at 

the BST, I believe we offer so much more. Here 

our students have a voice and they know it will 

be heard—they are caring, thoughtful young 

men and women, and they want to play their 

part in making this a better world for everyone. 

I have every confidence they will do just that. 

PUBLICITY

BY BRIAN CHRISTIAN

THE KIDS ARE ALRIGHT

How the British School in Tokyo gives its students a voice
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Not just a caring father and husband, 

but also a reliable, supportive and 

outstanding employee, Fernando Bangit 

is a true inspiration. His dedication proves that 

hard work pays off. For his exceptional service to 

the British Embassy Tokyo, the Queen conferred 

upon him an Honorary British Empire Medal.

He has done almost every support job 

possible at the embassy, and has consistently 

tried his best to be a helpful colleague in all 

types of situations, from assisting the set-up of 

events to dealing with emergencies.

Hard work
Born in the province of Pampanga in the 

Philippines, Fernando joined the embassy in 

1991 as a part-time employee. In the following 

year, he started working there full-time. But the 

road to joining was not an easy one. 

“It was very tough because I did not speak 

any Japanese, but luckily with perseverance I 

had convinced the head gardener Shiokawa-san 

and the technical work supervisors to hire me, 

even if only for a few hours a week to sweep 

leaves and pull weeds”, he said. Sir Graham Fry, 

then the head of chancery, kindly sponsored 

Fernando’s visa.

Regarding the influence on his private life, 

Fernando revealed that working at the embassy has 

not only impacted his life in positive ways, but that 

it also became a significant part of his life.

“Working for the embassy certainly made 

me feel more secure in my life. Having such a 

supporting community allowed me to work and 

raise my family in a healthy environment.”

His two sons, who were born and raised in 

Japan, went to an international school in Tokyo. 

Today, his eldest son is working in Fukuoka for a 

financial investment firm, while his younger son 

is finishing high school and is hoping to go to 

university in the UK. 

“I am very grateful and thankful that I work here 

and live inside the compound as well”, he added.

Doing his best
During his many years at the embassy, Fernando 

has gathered countless memorable moments, 

experiencing the embassy in good times, as 

well as bad. 

The year “2011 is one of the most memorable 

years, because of the earthquake and tsunami”, 

he said. “It was tragic, but it also showed hope, 

seeing how quickly everybody at the embassy 

responded to the crisis. I hope that it will never 

happen again, but I will always be prepared to 

help and contribute the best I can”.

Fernando has seen how the embassy has 

transformed over the years, and he recalled 

certain changes.

“There used to be a shop called Gate House 

Shop in the embassy compound. It opened 

on Fridays for British staff to purchase British 

products that were not available in Japan.

“It is long gone, as you can find quite a few 

British products easily nowadays and also via 

online shopping”, he added.

Great service
Fernando has also seen, served and met his fair 

share of famous visitors at the embassy, with 

Princess Diana in 1995 and then-prime minister 

Tony Blair and Prince Andrew in 1998 among 

the most prominent.

“I waited on Prince Andrew during the 

whole event, and recently Prince William in 

2015”, he said.

When he’s not working at the embassy, 

Fernando helps his wife, Flor, with the catering 

business she runs, and is always searching 

for new ways to innovate and improve their 

services, while also providing waiting and 

event support. 

For Fernando, the hardest part of his job is 

when his efforts and good intentions become 

futile. Yet, when these efforts make even just 

a little difference, he views this as the best 

part of his job. The same can be said for his 

involvement in his wife’s catering firm. 

Upon receiving the award, Fernando felt 

embarrassed, as he believes there are more 

deserving colleagues than him. However, his 

friends and colleagues at the embassy fully 

supported him and showed their genuine 

happiness for him.

“I am very grateful for all the appreciation”, 

he said. 

BY MONA IVINSKIS

GONGED FOR GOOD WORK

Queen’s honour for long-serving worker at the British Embassy Tokyo

EMBASSY

Minister and Deputy Head of Mission David Ellis 
presents the award to Fernando Bangit.

Fernando and Prince William
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Two of Japan’s most feted garden designers 

brought home awards from last year’s 

Chelsea Flower Show, with the judges and 

critics praising their clever use of plants, space and 

traditional Japanese elements in their designs. 

The acclaim was often fulsome, with Robin Lane 

Fox, the gardens critic for the Financial Times, 

describing Kazuyuki Ishihara’s Gosho No Niwa 

garden as the best in the entire show.

Ishihara—who is no stranger to gold medals 

handed out by the Royal Horticultural Society—

used an existing beech tree as a backdrop to his 

design, creating a Japanese-style garden in which 

water cascades on one side, surrounded by six 

varieties of yellow- and purple-leaved acers.

“The moss, rocks and even the glass-fronted 

garden building work together without gimmicks”, 

wrote Fox. “On the garden’s reverse side, the 

back of the high wall is irrigated and planted with 

mosses, white Solomon’s seal, white Spiraea, 

variegated Cornus and much else. This spongy 

natural wall is the best backing in the show.

“Ishihara will design private or corporate 

gardens and if I wanted a tour de force in a 

shaded bit of London, I would give him free 

range”, was his conclusion.

Heart and mind
Speaking to BCCJ ACUMEN, Ishihara said he had 

taken the official imperial residence in Kyoto as his 

inspiration, pointing out that neither that palace 

nor his garden is surrounded by a high wall. It was 

believed, by those who formerly resided in the 

palace that, since its garden would not be attacked, 

walls were not required for protection. It is from 

this belief that Ishihara derived the English name 

for his garden: No wall, no war.

“I wanted to get across the idea that the 

residence was never targeted, but was a symbol 

of peaceful existence [when Kyoto was Japan’s 

capital]”, he said.

The biggest challenge last year was incor-

porating the moving water into the overall 

design, said Ishihara, who has competed at 

Chelsea 12 times since 2004 and won no fewer 

than nine awards. Other key features that caught 

the judges’ attention included plant-encrusted 

rockwork, moss that represented the passage of 

time and cleverly sited bonsai.

The garden-going public also flocked to 

Ishihara’s design, with many discovering that a 

small patch of grass behind the garden provided 

the perfect spot for a picnic under London’s 

plane trees and overlooking a little corner of 

Japan in the UK.

And, aware that he will once again have 

a reputation to live up to at the world’s most 

famous garden show this year, Ishihara—

described by the Gardenista web site as “the 

dapper genius of small spaces”—confirmed 

that he was already considering designs for the 

event not long after the 2017 show. Preparatory 

work is already well under way on this year’s 

entry, called “Omotenashi no Niwa”, which has a 

better ring to it than the translation: “Hospitality 

BLOOMIN’ GENIUS!
Can Japan’s dapper master of small spaces be best at Chelsea show again?

BY JULIAN RYALL

Kazuyuki Ishihara‘s Gosho No Niwa garden
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Garden”. The design will incorporate acer trees, 

moss iris and pine trees as its main components.

“Every year, taking part at Chelsea gives 

me great pleasure, and this year—because I 

believe Japan is a country where people think 

with both their minds and their hearts—I 

plan to incorporate both heart and mind into 

my garden”.

Spirit of Zen
Shuko Noda was also competing in the artisan 

category and his design was rewarded with a Silver 

Gilt prize, his second in two entries at Chelsea.

“Hagakure”, meaning hidden leaves, was 

inspired by the 300-year-old samurai text book 

of the same name (The Book of the Samurai in 

English) from Noda’s home prefecture of Saga. The 

volume teaches society’s values and a positive way 

of life. Noda himself studied the book as a boy.

“Hagakure is a spiritual code that describes 

how life and death exist side-by-side, and how 

none of us can predict when we will have a new 

encounter or have to say farewell to life”, Noda 

told BCCJ ACUMEN.

“This garden provides something for each of 

life’s five senses and is a place where each one of 

us can be thankful for the opportunities that life 

provides”, he added.

“I wanted British people to observe a garden 

that feels quiet and rich in the spirit of Zen”, he 

said. “The visitors are imagined to be a busy, 

stressed-out, urban-dwelling family, and this 

garden will provide a restful break, healing and 

tranquillity from that daily life and give them 

new energy for tomorrow”.

Green-fingered Noda had intended to take 

his team from Saga to London to create the 

garden, but budgetary restraints meant that he 

worked with a British crew, although he had 

nothing but praise for the “good chemistry” 

that developed during the build. The secret, he 

confided, was to communicate, remain positive 

and “make an effort to keep smiling”.

Plants incorporated into the design included 

white-flowered Cornus kousa, intended to 

remind visitors of the white of a monk’s clothing, 

accentuated by Iris japonica and hydrangeas. 

The garden also featured a tatami mat bench in 

the shade of a tree, providing an oasis of serenity 

away from the hustle and bustle of everyday life.

Noda said he was “very happy” after learning 

of his award, and immediately informed family 

and friends in Japan by phone.

“The Chelsea Flower Show is the most 

famous and authoritative show in the world; the 

examination standard is high but fair”, he said. 

“In addition, the event brings together the very 

best designers and their staff, so we are mutually 

inspired by each others’ work, attention to detail 

and techniques”.

And, like Ishihara, Noda is also making plans 

to return to west London.

“We will not compete this year, but I do plan 

to go back again, maybe in 2019 or 2020”, he said. 

“And next time, I aim to bring together a ‘Team 

Japan’ instead of just a ‘Team Saga’.

“We want to be more ambitious by forming a 

team of talented gardeners from all across Japan”, 

he added. “The size of our dreams can only grow 

from now on, so be ready for something truly 

special next time”. 

“I wanted British 
people to observe 
a garden that feels 
quiet and rich in 
the spirit of Zen”.

Kazuyuki Ishihara

Shuko Noda meeting Princess Beatrice
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ARTS UK EVENTS IN JAPAN
COMPILED BY 
KIYOKO MORITA

1

FROM 21 APRIL

Hampstead

The film Hampstead is a 2017 

British drama written by Robert 

Festinger and directed by Joel 

Hopkins. The film stars Diane 

Keaton, Brendan Gleeson, James 

Norton, Lesley Manville, Jason 

Watkins and Simon Callow.
© 2016 RELIANCE ENTERTAINMENT 

PRODUCTIONS 6 LIMITED. ALL RIGHTS RESERVED.

Cine Switch Ginza
(Among other locations)

Hata Bldg. 

4-4-5 Ginza

Chuo-ku, Tokyo

Various times

Adults: ¥1,800

www.synca.jp/london

03-3561-0707

2

27 APRIL–26 MAY

Jekyll & Hyde & So on

In his play Jekyll & Hyde & So 

on, based on the English novel 

Strange Case of Dr Jekyll and Mr 

Hyde, Koki Mitani, a well-known 

Japanese playwright and director, 

transforms the horrific atmosphere 

of the original novel with his 

unique comical style. 

Tokyo Metropolitan Theatre
1-8-1 Nishi-Ikebukuro

Toshima-ku, Tokyo

Various times

Adults: from ¥7,500 

hpot.jp/stage/snjh2018

03-3490-4949 

◉ Free gift
We have five plastic ticket holders 

to give away.

3

28 APRIL–25 JUNE

Paddington Bear

Since the 1958 publication of 

Michael Bond CBE’s first book, 

A Bear Called Paddington, more than 

150 titles have been published in a 

variety of formats, and Paddington 

Bear has become popular around 

the world. Bond passed away in 

June 2017, and this exhibition is 

being held in memory of his work. 
© P&CO. LTD. 2018

The Bunkamura Museum of Art
2-24-1 Dogenzaka

Shibuya-ku, Tokyo

10am–6pm (last entry at 5:30pm)

Open until 9pm on Fridays 

and Saturdays

Closed: 8 May and 5 June

Adults: ¥1,400

www.bunkamura.co.jp/

03-5777-8600

◉ Free tickets
We have five pairs of free tickets 

to give away. 

3

2

1
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◉
To apply for free tickets and 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

28, 30 APRIL 

The Dream

This is Frederick Ashton’s delightful 

interpretation of Shakespeare’s 

A Midsummer Night’s Dream. It is 

a ballet of British aesthetics and 

lyricism. Serenade will also be 

performed for the first time by the 

Tokyo Ballet. 
PHOTO: KIYONORI HASEGAWA

Tokyo Bunka Kaikan
Ueno Koen 5-45

Taito-ku, Tokyo

3pm

Adults: from ¥4,000

www.nbs.or.jp/english/stages/2018/

dream-serenade/intro.html

03-3791-8888

5

29 APRIL

Casino Royale in Concert

Casino Royale, the 21st James 

Bond film, will be screened for 

the first time in Japan with the 

soundtrack performed live by the 

Tokyo Philharmonic Orchestra 

conducted by Nicholas Buc. 
© 2018 DANJAQ, MGM. 007 GUN LOGO AND 

RELATED JAMES BOND TRADEMARKS, TM DANJAQ. 

ALL RIGHTS RESERVED.

Tokyo International Forum Hall A
3-5-1 Marunouchi

Chiyoda-ku, Tokyo

1pm (Doors open at 12pm)

Adults: from ¥7,800

http://007crconcert-japan.com

0570-550-799

6

17–20 MAY

The Who’s Tommy

This is a rock musical with music 

and lyrics by Pete Townshend 

and a book by Townshend and 

Des McAnuff. It is based on The 

Who’s 1969 rock opera Tommy. 

After witnessing a killing, young 

Tommy loses the ability to see, hear 

and speak. His family struggle to 

raise him until they discover an 

unexpected skill that will propel 

him to fame and fortune, and 

ultimately to become a superstar. 

The Pocket
Pocket Square

3-22-8 Nakano

Nakano-ku, 164-0001

Various times

Adults: ¥4,500

www.tokyoplayers.org/the- 

whos-tommy

090-6009-4171

◉ Free tickets
We have one pair of free tickets 

to give away.

4

5

6
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UK–JAPAN EVENTS

1  |  BCCJ EVENT
From left: Jacky Scanlan-Dyas, partner at 

Hogan Lovells; Dan Hamilton, general director 

at Diageo Japan K.K.; and Akihiro Itoh, assistant 

general counsel for Nissan Motor Co., Ltd., at 

Successful Joint Ventures on 29 March at the 

ANA InterContinental Tokyo.

2

Will Jasprizza, managing director, Japan of 

Intralink KK, and Renata Naurzalieva, project 

manager, attended Successful Joint Ventures.
PHOTO: CUSTOM MEDIA

3  |  CHARITY
Sam Madicott, membership and marketing at the 

British Chamber of Commerce in Japan (BCCJ); 

Lori Henderson MBE, executive director of the 

BCCJ; and her daughter Hope at the charity 

cycling team Knights in White Lycra’s Imperial 

Palace Walk on 6 April in Tokyo.
PHOTO: CUSTOM MEDIA

4  |  INVESTMENT
From left: Trevor Webster, managing partner 

at Taylor Brunswick Japan K.K.; Jason Pearce, 

head of technical sales at Old Mutual Wealth 

Limited; Riya Sri-Raviculan, wealth manager 

at Taylor Brunswick; Greg Smith, managing 

partner at Taylor Brunswick Hong Kong; and 

Matthew Lamb, chief executive officer of Pacific 

Asset Management, LLC, at the Shangri-la Hotel, 

Tokyo on 13 March.

PHOTO: LIFE.14 

5  |  FILM
Cast and crew of Samurai and Idiots –  

The Olympus Affair, a documentary on the financial 

scandal exposed by Michael Woodford MBE, 

appear for the Japan premiere on 4 April at the 

Foreign Correspondents’ Club of Japan.

3

4

5

1 2
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BCCJ ACUMEN readers are welcome to email recent UK–Japan event photos 
with captions and credits for the editor to consider: publisher@custom-media.com

6  |  AWARD
On 20 February, Japanese Ambassador to 

the UK Koji Tsuruoka presented the Grand 

Cordon of the Order of the Rising Sun to 

Lord Hague of Richmond PC in recognition 

of his contribution to strengthening and 

developing relations between Japan and the 

United Kingdom.
PHOTO: EMBASSY OF JAPAN IN THE UK

7

On 27 February, Ambassador Tsuruoka presented 

the Order of the Rising Sun, Gold Rays with Rosette 

to Robert Ketchell, chairman of the Japanese 

Garden Society, for his contribution to introducing, 

preserving and restoring Japanese gardens.

PHOTO: EMBASSY OF JAPAN IN THE UK

8 & 9  |  JET
New participants from 12 countries of the 

Japan Exchange and Teaching Programme 

were welcomed at a reception on 9 April at 

Hotel Le Port Kojimachi, Tokyo.
PHOTO: COUNCIL OF LOCAL AUTHORITIES FOR 
INTERNATIONAL RELATIONS

10  |  EMBASSY
Steve Crane, chief executive officer of Business 

Link Japan Ltd, and Robert Heldt, president of 

Custom Media K.K., recorded a podcast for Export 

to Japan about social media marketing in Japan at 

the British Embassy Tokyo on 26 March. 
ê Hear it at bit.ly/2Hu3ypF

8 9

6

10

7
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KEEP ON 
MOVING
Dame Darcey Bussell DBE aims 
to get the UK and Japan dancing
BY GUY PERRYMAN MBE

“E veryone should dance every day”—that is the battle cry from 

Dame Darcey Bussell DBE, who was recently in Tokyo to give a 

lecture at the British Embassy Tokyo about her stellar career in 

the impossibly difficult world of professional dance.

And dance every day she did from the age of 11 until she pirouetted 

her way to the pinnacle of British dance, becoming principal dancer of 

The Royal Ballet at the age of 20 in 1989. A wider audience now know 

Bussell as one of the judges on Strictly Come Dancing, the wildly popular 

BBC television dance contest series. 

Perfect poise
I was very lucky to have had a private conversation with Bussell to dig 

deeper into her past career, her motivations and now, excitingly, how 

she is motivating others to enjoy the benefits of dance. When we met 

at a Tokyo hotel lobby she cut an elegant figure with perfect poise, 

unsurprising considering her lifelong career on stage and in the spotlight.

However, I was surprised to learn that as a young child Bussell was 

a rebel in ballet class and spent most lessons hiding under the piano. I 

wondered what was the factor that changed her?

“At about 11 or 12 I suddenly decided that I could make something 

of this. I enjoyed the whole process of perfecting the steps in class 

and trying to impress my teacher. That was a massive transition for 

me because I just wanted to do things my own way and didn’t like to 

conform, but weirdly as I was given the disciplines and the boundaries 

I found that I created a lot more strength and understanding and 

appreciation of what I was trying to produce.

“I loved those boundaries, and classical ballet gave me this amazing 

focus to work for. And then at 14 I just said, ‘That’s it, I don’t want to do 

anything else’. I had this one vision and I had to make it work”.

Pleasure and pain
With the dedication, training, time, pain and tears that go into any 

professional dancer’s career, and even more so in ballet, I suggested to 

Bussell that one needs an ego to want to get on the stage and succeed.

“Oh yes, I think there has to be a very strong personality there. I 

was incredibly stubborn, wouldn’t give in to anything. I was told one 

time to give up altogether at the Royal Ballet School, and maybe it was 

something I did need to hear at that time, to get my act together and go 

for it, or give up now”.

I asked what made all of the pain worthwhile. “When you’re on stage, 

there is massive adrenalin, you don’t feel pain. It is a real high, it was a 

drug, albeit a pretty good one”, she said with a laugh, adding, “It’s like 

an out of body experience, looking down on yourself, but also you’re 

incredibly focused. It’s live, so you’re not always going to get that special 

moment again. The exhilaration of finishing and knowing you put 100% 

into that role, you feel how lucky you are to be a performer in that field”.

It was not only the desire to succeed that motivated Bussell, but also 

the beauty of the art and the music. In our conversation she mentioned 

music a number of times and I was curious whether, when Bussell hears 

music, she immediately wants to dance, or if it evokes a form of dance?

“It evokes an emotion without fail, straight away. Whether it’s just 

a rhythm and you feel that inside you or you just hear the strings of a 

violin, you notice every instrument. When I listen to a piece of music I 

love, it feels like the instruments of my body. But sometimes it stops you 

altogether and you just want to listen and be quiet and still”.

I get the impression that Bussell does not stop to be quiet and still 

for long. Since retiring from professional ballet in 2007, she continues 

to have a number of prominent roles in the world of dance, including 

currently as president of the Royal Academy of Dance.

Get moving
But Bussell’s passion project is DDMix—Diverse Dance Mix—a fitness 

programme she created to encourage everyone to dance. DDMix 

includes many dance styles from an array of cultures, is non competitive 

and not for performance. Instead, it is “to get people moving without 

being intimidated by the word ‘dance’”. It is now in more than 200 

schools across Britain, but Bussell’s dream is to have DDMix officially 

part of the curriculum in every school.

If Bussell wins her latest battle in the UK and, eventually, Japan—and 

with her determination I’m sure she will—you and I shall be dancing 

every day. I am ready and waiting in the wings. 

BEHIND THE MIC

PHOTO: CHARLOTTE MACMILLAN
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