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Fine Flavors in
the Heart of Tokyo
The Prince Gallery Tokyo Kioicho,
a Luxury Collection Hotel
1-2 Kioicho, Chiyoda-ku, Tokyo 102-8585
03-3234-1111

Sensational sake and seasonal Japanese dishes await 
you amid the crystal-and-ice interiors of Washoku 
Souten. Enjoy the best in luxury at The Prince Gallery 
Tokyo Kioicho, a Luxury Collection Hotel.

The Prince Sakura Tower Tokyo
3-13-1 Takanawa, Minato-ku, Tokyo 108-8612
03-5798-1111

Let our teppanyaki chefs prepare tantalizing Japanese 
beef, fi sh, and vegetables for you at Steak House Katsura. 
Treat yourself and escape to The Prince Sakura Tower 
Tokyo, tucked away in the bustling Shinagawa area.

The Prince Park Tower Tokyo
4-8-1 Shibakoen, Minato-ku, Tokyo 105-8563
03-5400-1111

Whether for afternoon tea or evening cocktails, drink 
in the city views from Stellar Garden, located on the 
33rd fl oor. Find The Prince Park Tower Tokyo nestled 
in picturesque Shiba Park, with Tokyo Tower in sight.
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The Power of Video
Video has never been as powerful and important in business as 

it is today. Making up about 80% of Internet traffic, video will 

increase the chances of your company’s content reaching and 

impressing a wide, varied and influential audience.
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EDITOR

Diversity and inclusion (D&I) lies at 

the heart of the British Chamber of 

Commerce in Japan’s (BCCJ) mission, 

with the chamber regularly hosting events on 

how firms can support minority groups in the 

workplace, and the benefits of doing so. At 

BCCJ ACUMEN, D&I is something that we take 

seriously too, and it was in this spirit that we 

convened a roundtable for this issue to discuss 

the issues facing women in the workplace 

(page 22).

Moderated by Jane Best OBE, chief executive 

officer of Refugees International Japan, the 

conversation covered areas such as childcare, 

education and the role that men have to play 

in bringing about change. And we followed this 

by profiling two of the participants (pages 26 

and 27), as well as taking a look at two other 

women making waves at British firms in Japan 

(pages 28 and 30).

One of the recurring points you hear in 

the debate around working women is the 

importance of role models, who can serve 

as mentors and inspiration for other women 

in their careers. In early April the BCCJ was 

fortunate to host arguably the most high-profile 

female leader in Japan—Yuriko Koike, governor 

of Tokyo. On page 18, we cover her comments 

on achieving a work–life balance, encouraging 

women to work and her plans to maintain and 

advance Tokyo’s status as one of the world’s 

great cities.

Two-way street

In addition to focusing on D&I, this issue also 

homes in on one of the other core aims of the 

BCCJ—championing British businesses doing 

well in Japan.

One of the key people helping UK firms 

achieve their goals in the country is three-time 

British Business Awards winner Steve Crane. As 

a co-founder of the not-for-profit organisation 

Export to Japan, Crane has helped facilitate 

entry into the Japanese market for a number of 

firms, and on page 33 he tells BCCJ ACUMEN 

about the work of Export to Japan and some of 

the organisation’s most exciting projects.

Not every British firm is just taking its first 

steps in Japan of course, with many having 

established strong reputations built over years 

of hard work. But while the scale and extent of 

Japanese investment into the UK is well known, 

what is perhaps less appreciated is the level of 

activity in the other direction. On page 37, we 

take a look at those firms making an impact in 

Japan and their commitment to the market here.

Who dares wins

One particular sector that looks set to make 

a mark in Japan is security and defence. With 

Japan taking a more proactive stance in regional 

security and the UK and Japan enjoying ever-

deeper cooperation in defence, British firms are 

starting to see new possibilities. This has been 

helped by proposed UK–Japan collaboration on 

an air-to-air missile and a joint strike fighter jet. 

To find out more, turn to page 40.

While the economic benefits of arms exports 

more generally are certainly not in doubt, how 

to conduct them in a responsible and moral 

way is a contentious subject. It is an issue that 

Ian de Stains OBE tackles in his If You Ask Me 

column (page 43), looking at how such sales 

are conducted and whether they can live up 

to their ethical billing. 

Strong support
For D&I and UK firms

chris russell  |  russell@custom-media.com
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MEDIA

UK–JAPAN NEWS

These summaries of media reports are in the public domain 

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

Canon buys photo startup
Canon Inc. is buying UK startup Kite, a firm that allows people to 
use photos from their smartphones for albums, mugs and phone 
cases, The Japan Times reported on 29 March.

Best-known for printers and cameras, Canon saw revenue from the 
latter segment decline to ¥667.5bn last year from ¥970.3bn in 2013. 
The firm is looking to address the shift towards taking photos on 
mobile phones.

The deal follows Canon’s acquisition of London-based photo-
sharing service, Lifecake.

Banks to offer better way to 
send money abroad in 2018
The Bank of Tokyo-Mitsubishi UFJ, Ltd. (BTMU) and six other 
international banking groups, including Standard Chartered plc and 
The Royal Bank of Scotland plc, are to launch a faster and lower-
cost cross-border wiring service that uses blockchain technology, the 
Nikkei Asian Review reported on 31 March.

The cost of maintaining the systems used for transfers is expensive, 
and the blockchain will allow banks to create a service that does not 
require costly servers. Advanced encryption will also make data difficult 
to falsify.

BTMU plans to offer the service to individuals in 2018.

TEPCO invests  
in battery firm
Tokyo Electric Power Company 
Holdings, Inc. (TEPCO) has 
made an equity investment of 
£500,000 in UK-based residential 
battery firm Moixa Energy 
Holdings, TEPCO announced in 
a 4 April press release.

“Having previously 
worked with TEPCO, I am 
particularly pleased to be able 
to partner with this leading 
Japanese corporate, to bring 
the Moixa technology to new 
markets”, said Moixa Chairman 
David Thomlinson.

Offering compact and 
affordable smart batteries and 
a cloud-based platform called 
GridShare, Moixa has worked 
with housing associations, 
councils, energy firms and 
network operators to deliver 
more than £5mn of projects.

Royal to study at 
Leeds for 10 months

The youngest granddaughter of Emperor Akihito, 
Princess Kako of Akishino, will begin studying at 
the University of Leeds in September as part of a 
10-month exchange program, the Asahi Shimbun 
reported on 24 April.

The princess’s older sister, Princess Mako, 
also studied in the UK, at Scotland’s 
University of Edinburgh from 2012 to 2013.

Currently a junior at the private 
International Christian University (ICU) in 
Tokyo, any credits Princess Kako earns at the 
University of Leeds could go towards her 
ICU degree.

GSK names local as Japan president
According to an 3 April press release from 
GlaxoSmithKline K.K. (GSK), Kanako Kikuchi, 
previously managing director for strategy, 
marketing and multi-channel, has been 
appointed as the firm’s new president and 
a representative director. Phillipe Fauchet, 
the outgoing president, who serves on the 
British Chamber of Commerce in Japan 
Executive Committee, has been named chairman.

Having spent seven years at the firm, Fauchet 
will now focus on the firm’s global activities.

Kikuchi, who joined GSK in 2013, will 
draw on several years of experience in senior 
roles at a number of pharmaceutical firms. 

The Moixa Smart Battery can be 
installed in homes.
PHOTO: MOIXA ENERGY HOLDINGS

Kanako Kikuchi, new president of GlaxoSmithKline K.K. 
PHOTO: GSK
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Union asks envoy to help
The British trade union Unite delivered a letter to Japanese 
Ambassador to the UK Koji Tsuruoka urging him to intervene in 
a dispute with Fujitsu Limited, the union revealed in a 20 April 
press release.

At the time of handing over the letter, workers had already 
engaged in eight days of strike action, with a further seven 
scheduled. Striking staff were based at sites in Birmingham, London, 
Belfast and Manchester.

The dispute stems from issues over pay, pensions, job security and 
union recognition.

Hitachi train links  
Wales and London
An intercity express train built by Hitachi, Ltd. has made its maiden 
journey in Wales along the Great Western line to Swansea, the BBC 
reported on 25 March.

Starting later this year, the express will connect Wales to London 
Paddington and other English cities. Hitachi has claimed the new train 
has more space and better on-board technology.

The train is designed in Japan and built at Hitachi UK’s site in 
Newton Aycliffe, County Durham, using cutting-edge Japanese 
bullet train technology.

Students of English 
turn to Basil Fawlty

Schools in Japan are shifting from focussing solely 
on grammar and written English, to spoken English, 
using classic BBC comedy series Fawlty Towers as an 
example, the BBC reported on March 29.

Japan’s government and businesses are looking 
to boost tourism up to the Tokyo 2020 Olympic 
and Paralympic Games. In doing so, more English 
speakers will be needed in the hospitality and retail 
industries.

In Japan, English is now taught in school to 
children aged eight or nine. However, Japan 
remains in 40th place out of 48 countries on the 
Test of English for International Communication.

Court denies tobacco firms 
right to appeal over new laws

The UK Supreme Court has refused the tobacco industry permission 
to appeal against new laws requiring standardised packaging for all 
cigarettes, The Guardian reported on 11 April.

Firms including British American Tobacco and Japan Tobacco International 
claimed the law infringes their human and intellectual property rights.

The new packaging will remain the same shape, size and colour with 
two thirds of the front and back surfaces covered in health warning 
images with warnings written on the sides.

Women crash out of Twenty20

The women’s cricket team of Japan failed 
to secure the only qualification spot at 
the International Cricket Council (ICC) 
Women’s World Twenty20 Qualifier—East 
Asia–Pacific, which was held in Sano, Tochigi 
Prefecture from 28 April to 5 May. The winner, 
Papua New Guinea, progressed to the global 
qualifier for the 2018 ICC Women’s World 
Twenty20. Vanuatu and Samoa completed the 
tournament line-up.

Although the youthful Japan team did secure 
victory over Vanuatu, winning by three wickets 
in the second match against them, they also 
suffered crushing defeats by Papua New Guinea.

PHOTO: ICC

PHOTO: ASH
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INTERIM EXECUTIVE DIRECTOR

T he schedule for this chamber year is 

already off to a busy and star-studded 

start, as we welcomed the first female 

Governor of Tokyo Yuriko Koike, who in April 

was included in Time magazine’s “The 100 Most 

Influential People”. It was an honour to meet 

and interview Koike (page 18).

The other exciting business for April was 

to welcome our new Executive Committee 

(Excom), who help us with continually growing 

and improving the chamber. I was delighted to 

see David Bickle re-elected as president of the 

British Chamber of Commerce in Japan (BCCJ) 

and I look forward to working with him and 

each of the Excom members in the year ahead.

Women at work

From the power woman of Japan, we turn to the 

power women of the BCCJ. We recently invited 

female members to the office and asked them 

to tell us what they would like the chamber to 

do, what kind of events appeal to them, and 

what would help engage them more. It was a fun 

evening and produced plenty of great ideas for 

me to develop. I promised that I would deliver 

the three things that were the highest priority 

from the evening’s brainstorming, so expect 

to see more interactive workshop-style events, 

practical self-development sessions, and a 

women’s network at the BCCJ.

The BCCJ prides itself on being a welcoming, 

inclusive organisation that promotes and 

encourages diversity. Feedback from our 

membership is crucial in keeping our events 

programme and activities relevant and valued, 

so please stay engaged and let us know what we 

are doing well (or not!).

Awards

We’re nearly half way through the year, and so 

are already starting to think about the British 

Business Awards (BBA). This year the awards 

will be presented on 2 November in the newly 

renovated ballroom of the Grand Hyatt Tokyo. 

Those of you thinking, “why are they holding the 

BBA on a Thursday?” can relax; the following 

day is the Culture Day national holiday. So come 

and enjoy the evening to the full, knowing you 

have plenty of time to recuperate. Tickets will go 

on sale in June, so keep an eye on our website 

for more details, and in the meantime mark the 

date in your diaries.

Being the 10th edition of the awards, which 

have become the highlight of the BCCJ calendar, 

you can expect a true red carpet experience, 

with fabulous entertainment, delicious food 

and wine, and an award ceremony to celebrate 

the very best of international business 

achievements. We are delighted to welcome 

the iconic British firm Jaguar Land Rover as our 

headline sponsor once again. If your business 

is interested in using this event to showcase 

your brand, please contact me to discuss 

sponsorship options.

Rugby fever

The second week of May was a wonderful 

opportunity to shine the spotlight on a truly 

international sporting competition that will 

be coming to Japan in just over two years—

the 2019 Rugby World Cup.

We held a very well-attended joint event 

with the Australian and New Zealand Chamber 

of Commerce in Japan around the results of 

the pool draw on 10 May (page 53), and will be 

keeping the momentum going with our next 

rugby-focused event on 1 July—a live screening 

of the second British and Irish Lions test match 

against the New Zealand All Blacks. If you are 

not able to get to New Zealand for the real thing, 

this is the next best option. 

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. 

Warm welcome
BCCJ elects new Excom

emma hickinbotham  |   emma@bccjapan.com
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more foreign students fill the jobs gap

MEDIA

JAPAN NEWS
BY MARK SCHREIBER

With the tightening job market, more Japanese 

businesses are turning to foreign students 

studying at Japanese institutions, according 

to the 15 April edition of the business weekly 

Toyo Keizai. Last year, there were 1.08 million 

foreign students in Japan. Those working part 

time in the food and beverage sector are mostly 

people who entered the country on a student 

visa or who are married to Japanese nationals.

“Of the 13 people hired at the time our 

shop was opened, only one was a Japanese”, 

the owner of a Lawson, Inc. convenience store 

located near the port of Yokohama was quoted 

as saying. “In the past, there were many Chinese 

and Koreans, but these days it’s becoming more 

diversified and we’re getting staff from Vietnam, 

Nepal and the Middle East”.

A spokesperson for a fast food chain said, 

“While the ratio of foreigners in outlets 

nationwide is about 10%, it’s more than 20% in 

central Tokyo—roughly the same as for staff at 

convenience stores”.

Lawson had previously tied up with some 

70 schools teaching Japanese conversation, but 

in 2015 began language training for prospective 

workers in Vietnam and South Korea. Lawson 

conducts initial interviews and registration via 

Skype jobs to test an applicant’s Japanese level. 

After the selected individuals arrive in Japan, 

they undergo eight to 30 hours of training at 

an affiliate of the firm before being dispatched 

to outlets.

The work involved is by no means easy. 

According to a young man from Syria, coming 

from countries with different food cultures, non-

Japanese convenience store cashiers might not 

be sure whether to provide a plastic spoon or 

disposable chopsticks with a meal. Although not 

required to pay school tuition, he still needs to 

meet living costs, so he puts in 16 hours a week 

behind the counter.

“We carry 220 different brands of 

cigarettes, and if the customer doesn’t tell 

me the number I don’t know which brand 

they mean. I’m especially intimidated by the 

older customers. The owner is kind to me, 

but after working in the store for three hours, 

I feel drained”.

The man said he hopes to supplement his 

income in the future by English tutoring, which 

pays better.

Some outlet owners grumble that time 

doesn’t permit them to provide instruction to 

non-Japanese workers while they’re on the job 

and that, due to cultural differences, problems 

arise. For example, workers frequently show 

up late. “We’re getting more complaints about 

service”, one manager added.

Other irritants include staff speaking to 

each other in their own language in front 

of customers and reluctance to apologise 

to customers.

Materials summarised from these vernacular press reports 

are the property of copyright holders that are credited.

How will the “10bn electronic tags at 

convenience stores” campaign being 

pitched by the Ministry of Economy, Trade 

and Industry (METI) change people’s daily 

lives? That was the issue addressed by the 

weekly magazine Shukan Jitsuwa in its 

11–18 May edition.

The programme, in which METI has 

enlisted Japan’s five largest convenience 

store chains, aims to attach to merchandise 

product-identification tags using radio-

frequency identification technology. By 2025, it 

is planned they will cover all of the 100bn items 

sold annually in Japan’s convenience stores. 

Customers will merely need to place their 

shopping baskets on a special platform and the 

charge will be tallied almost instantly. 

“Self-checkout cash registers by which the 

customer scans the barcodes on products, 

pays and then bags his or her own goods 

meti: special product tags at  
konbini to change how we shop

Convenience stores are turning to foreign workers as a result of the tight labour market. • PHOTO: CUSTOM MEDIA
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Matsuya Foods, one of Japan’s big 

three restaurant chains serving 

beef on rice and similar quick 

meals, is hoping to generate 

spinoff business via the web with 

Chinese-style buns. The firm 

has expanded into e-commerce 

with online sales of two types of 

nikuman (buns with meat filling). 

Traditionally, minced or roast pork 

is used for the filling, but Matsuya 

plans instead to use shredded 

beef and vegetables, the staple 

topping for a bowl of rice at the 

chain’s restaurants. To oversee 

preparation, the firm has retained 

a famous Chinese chef, Jin Wanfu.

In addition to a mild type of 

bun filled with beef and vegetables, 

a spicy variety flavoured with 

garlic, ginger and doubanjiang 

(a Sichuan-style hot sauce) will 

be offered via the Yahoo! Japan 

Corporation shopping portal. 

The price of a box of 10 nikuman, 

including shipping, is ¥3,480. 

And there are plans to further 

expand the menu.

The firm’s stated objective 

in starting up an e-commerce 

business is gaining market access 

and expanding its brand image in 

parts of Japan where it does not 

currently operate restaurants.

But online supermarket sales 

have been stagnant, reported 

the Nikkei Marketing Journal on 

14 April, citing a report based on 

a January nationwide survey of 

2,000 adults.

While hopes had been 

pinned on the elderly, working 

couples and child-rearing 

families engaging in online 

were introduced some years back”, a journalist 

covering the retail industry told the magazine.

“But for items sold individually or in small 

bunches, such as fruit and vegetables, in most 

shops it was necessary to respond to a display 

on a touch screen, which elderly people in 

particular found difficult to manage. There 

were also cases where parents allowed their 

small children to play with the machines 

while making purchases, defeating the 

purpose of the technology, which was to 

reduce customer waiting time”.

With the new system, all products carried 

by a shop will bear an electronic tag containing 

pricing and other data, and scanning individual 

items will no longer be required, resulting in 

faster transactions.

“While enabling management to reduce labour 

costs by simplifying these tasks, at the same 

time sales data can be processed, eliminating 

the need for taking inventory. In the future the 

system is likely to catch on quickly”, the journalist 

added. “As total turnover at convenience stores 

has already surpassed sales at the nation’s 

department stores, I think that … there will be a 

growing number of this new type of shop”.

Still, it will probably feel a bit lonely to walk 

into a shop and no longer see a uniformed 

attendant offer a lively irasshaimase (welcome), 

Shukan Jitsuwa’s writer remarked. 

shopping, which includes home 

delivery, only 7.2% of the survey 

respondents made such purchases. 

This is in contrast to deliveries by 

seikyo (business cooperatives) at 

13.2%, and by supermarkets and 

department stores at 96.7%. Other 

sources of retail food purchases, 

such as drug stores, greengrocers, 

butchers and fishmongers, were in 

the 20% range.

The reasons given by respon-

dents for not shopping at Internet 

supermarkets include, “It is 

difficult to choose without seeing 

the merchandise”, stated by 61% 

of respondents; and “Prices are 

higher”, mentioned by 33%. A third 

complaint was “Inconvenience in 

taking delivery”, at 24%.

The main factors in product 

selection were given as 

“affordability”, followed by 

“selection of goods” and “quality”.

Nevertheless, 17.1% of 

respondents said they were 

considering using online 

supermarkets in the future. 

Matsuya Foods is expanding into e-commerce. • PHOTO: CUSTOM MEDIA
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PRESIDENT

T he energy and spectacle of the 

British Embassy Tokyo taiko drumming 

team provided a magnificent opening to 

the British Chamber of Commerce in Japan (BCCJ) 

annual general meeting on 20 April (page 52). They 

are a hard act to follow. I also would like to thank all 

attending BCCJ members for their participation in 

the formal proceedings that followed.

It is an honour to chair the newly elected 

Executive Committee for the 2017–18 chamber 

year, and I am grateful for the opportunity this 

provides to publicly acknowledge the sterling 

work of individuals who enable the chamber to 

function effectively and efficiently. Chief among 

these are the BCCJ office team, and it is hard to 

overstate the importance of their contribution. 

Suffice it to say, they do an exceptional job, and I 

am confident that they will deliver an outstanding 

events programme over the year ahead.

Strength in diversity

This programme will continue to form the 

cornerstone of BCCJ activities. In a variety of 

formats, the events will provide opportunities to 

interact with, and obtain insight from, leaders 

in business and government, and to network 

with peers and participants from across a variety 

of industries and backgrounds. To deliver an 

environment conducive to open and active 

business exchange, however, it is essential that 

our events appeal to participants representing a 

diverse group—in terms of nationality and gender.

Over the past few months, I am delighted to 

have had the opportunity to witness enthusiasm 

for events aimed at particular interest 

groups, including industry sectors, younger 

members and female participants. Although 

not a prerequisite, I am confident that direct 

involvement in, or an affinity for, the UK–Japan 

business relationship will continue to unify the 

interests of what I hope will be an increasingly 

diverse group of participants.

Buying in

The growing importance of this relationship 

was emphasized last month by the presence 

of Japanese Prime Minister Shinzo Abe at 

Chequers, the official country residence of 

the British prime minister. I am sure it is no 

coincidence that he is the first foreign leader 

that UK Prime Minister Theresa May chose 

to host there. In her official statement, she 

highlighted the £40bn that around 1,000 

Japanese firms have invested in the UK, where 

they employ 140,000 people.

In evaluating further investment 

opportunities, Japanese firms will be paying 

close attention to the progress of Brexit 

negotiations. They will also be noting the 

strength of the UK economy, its skilled 

workforce, and low rates of taxation.

Although these factors have enabled 

regions throughout the UK to benefit from 

foreign investment, there are inevitably winners 

in the popularity stakes. High on the list of 

favourite destinations must be Edinburgh, now 

ranked second in the world by Deutsche Bank 

in terms of the quality of life index in its latest 

Mapping the World’s Prices report.

Whilst this alone does not explain 

Edinburgh’s enviable position as one of the 

world’s top fund management hubs, it certainly 

shows that there is much that makes the UK an 

attractive place in which to invest. That cannot 

be easily replicated elsewhere. 

A new year
Strong chamber events diary ahead

david bickle  |  @BCCJ_President



T he election for the governor of Tokyo, 

with the sheer size of its population and 

economy, is never a small matter. But, when 

the capital went to the polls last year, the stakes 

were higher than ever. Not only would the person 

being elected be in charge of preparing for the 

Tokyo 2020 Olympic and Paralympic Games—an 

event already beset by budgetary and other issues—

but on the ballot was Yuriko Koike, a former defence 

and environment minister who would be the city’s 

first-ever female governor if elected.

That Koike succeeded with a crushing 44.49% 

of the vote is significant in itself, but even more so 

given she ran as an independent against her party’s 

approval, and faced a debate around the election that 

was at times sexist. And decisions she has made since 

taking up her post, such as delaying the move of the 

famous Tsukiji fish market, have further burnished 

her status as someone who is shaking up Japan’s 

political scene. 

She has also been vocal about the need to 

empower women, and has spoken at events such 

as the Global Summit of Women, which was held in 

Tokyo on 11–13 May.

It was with much anticipation then that Koike, 

who was named in April on Time magazine’s 

“The 100 Most Influential People” list along with 

UK Prime Minister Theresa May, was invited to speak 

with British Chamber of Commerce in Japan (BCCJ) 

Interim Executive Director Emma Hickinbotham, 

as part of an interview at the Grand Hyatt Tokyo 

on 6 April.

Key issues

Topics that have already become defining 

issues of Koike’s governorship were discussed. 

With the Tokyo Games only just over three 

years away, the conversation began there, with 

Hickinbotham asking what the legacy of the 

Games would be.

Koike started by noting that, even today, the 

legacy of the 1964 Olympic and Paralympic Games 

remains, and includes such infrastructure as the 

shinkansen high-speed bullet trains and part 

of Tokyo’s Shuto motorway network. But while 

1964 heralded a new vision of modernisation for 

the nation, the legacy this time around will be 

quite different.

“In 2025, the population will peak in Tokyo, and 

the second holding of the Games here is going to 

serve as a model for how ageing societies can deal 

with ageing as advanced economies, so that’s one 

opportunity that we see in 2020”, she said.
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Yuriko Koike:  
Call me the  
“Silk Lady”

Inspired by Margaret Thatcher,  
Tokyo governor reveals her plan to leave a legacy

BY CHRIS RUSSELL

PHOTOS: ANTHONY TRAN

BCCJ EVENT
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Since achieving a work–life balance is one of 

Koike’s flagship policies, Hickinbotham asked 

what might be done to ensure that it is a priority 

for businesses.

“Because the way we work and the places 

we work are very important factors in 

our lifestyles, we hear a lot of talk about 

government measures [to address this issue]. But 

budgets are often very low for this type of policy”, 

Koike said. “There has been very little actual 

implementation of that work and life balance”.

But in the case of the Tokyo Metropolitan 

Government (TMG), lights are now switched 

off at 8pm to encourage workers to leave. In 

addition, opportunities for remote working are 

being explored.

“We want to be able to show what kind of 

activities a firm or an employer can conduct”, 

Koike said.

But to achieve a work–life balance—or life–

work balance as Koike prefers to call it—and 

ensure people aren’t overworking, change 

needs to come from the top.

“In life–work balance, the particular 

managers—the general managers, the 

executives—need to go home first, and that’s 

something we’re trying to encourage”, said Koike.

“People stay even if they have nothing to 

do, that’s the problem. They just think that 

longer is better, and that’s more work done. It’s 

like thinking you’re a good salesman if you are 

wearing a tie. It’s the same fallacy”.

With such a monumental task on her hands, 

Koike was asked what her motivation was to run 

for governor.

“We have to get Japan from a situation of 

consensus to a more decision-making mode; 

that’s important for Japan”, she said. “If it takes 

30 years to make a decision, the whole world 

has left us behind by the time we finally make 

the decision.

“As Tokyo governor I think I have 

opportunities to promote the items [on 

our agenda]. That is the reason I wanted to 

become governor.

“I feel like we’ve had a lot of frustration as 

citizens of Tokyo—I want to represent Tokyo 

citizens by helping respond better to what they 

Koike discussed work–life balance, female participation in the workforce and other key topics.

want”, she explained. She added that, since 

coming to power, she has tried to create greater 

efficiency by switching to paperless meetings, 

and is attempting to tackle the issue of Olympic 

venues becoming white elephants.

Hickinbotham concluded by asking Koike 

what she would like her legacy to be.

“First off, that the 2020 Olympics and 

Paralympics were successful”, she said. “Next, 

that due to the Koike administration, things got 

better in Tokyo—there was more transparency, 

things were done in a way that people can 

accept as Tokyo citizens”.

Koike spoke briefly with Emma Hickinbotham and David Bickle before her appearance at the event.
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How will you make sure that the 
Paralympics is a catalyst for change?
Without a successful Paralympics, we cannot 

have a successful Olympics in 2020. We have 

a message that we want to communicate to 

the world, namely, that we have a city where 

everybody can participate in sports and enjoy 

sports, and where the environment is safe for 

people to do so.

As the most aged of economies, we will have 

the chance to show how we can accommodate 

and help [people with disabilities] to participate 

in society.

Specifically, we especially want to eliminate 

steps and differences in height that create 

barriers for wheelchairs. I aim to make the 

Tokyo Metro barrier free, and buses are being 

converted to provide step-free access.

What can be done about increasing the 
female participation rate in the workforce?
The Tokyo Metropolitan Government (TMG) has 

170,000 employees ... The proportion of female 

employees is at 40% or higher now, and so 

that’s a good mark at this point. Those who are 

section chiefs are at 30% and those who are in 

upper management is up to 20%.

So, with other organisations, corporations, 

if you look at the scales of [female participation 

at] each of those, I think that TMG has a lot of 

potential with those proportions of females in 

those positions.

Regardless of gender, if someone is 

capable they have the chance to fulfil 

important roles; and in the future we will 

have a higher rate of women participating 

in upper management at TMG.

You have been called Japan’s “Iron Lady” 
and I’ve heard about your reported 
admiration for former UK Prime Minister 
Margaret Thatcher. 

Can you tell us more about that 
and other people that have influenced 
your career?
I don’t consider myself an iron lady—I am a 

silk lady perhaps instead. 

Right now you have Prime Minister May who 

is fulfilling a great role in her government. 

There are also other great female 

leaders throughout the world and there 

are a great many things to learn from each 

of them.

I think more than a person’s gender, 

what they do and what they are about 

is important.

BCCJ EVENT

Female empowerment

Following the conversation with Hickinbotham, 

questions were turned over to the floor.

In light of Japan’s declining workforce, it was 

pointed out by a questioner that this presents 

women with opportunities, but that a lack of 

childcare facilities is a barrier preventing them 

from taking advantage of the chances open to 

them. What would Koike do to enhance the 

number of these facilities?

“I want to help reduce at least some 

of that pressure, and by 2020 we want 

to make it so that we can host 70,000 

children in our daycare facilities”, Koike 

said. “We have to find locations for these 

daycare facilities. One of the things that 

we’ve done is make it possible for Tokyo-

administered parks to be used, for some of 

the structures in a particular park to be used 

as a daycare facility, to avoid the problem of 

obtaining land.

“In addition, we want to encourage the use 

of Hello Work employment services, as well as 

maternity leave and paternity leave, making 

sure that those systems are used. We want men 

to help raise children as well”.

Joanna Roper CMG, the UK Foreign and 

Commonwealth Office’s special envoy for 

gender equality, asked how role models can 

contribute to gender equality.

Koike began by noting that, despite various 

government campaigns, Japan has fallen in 

gender equality rankings (the country was 

111th out of 144 countries in the World Economic 

Forum’s The Global Gender Gap Index 2016, 

down from 101 in 2015).

“It’s not that Japan has become worse”, 

Koike explained, “as much as that other 

countries have become better at utilising great 

female human resources. They realise that it’s 

better for them.

“In Tokyo, we want to make it so that women 

can work as executives; so that women are able 

to realise the great potential that they may have 

been saving up”. 

Koike lunched with BCCJ members.Koike arriving at the Grand Hyatt Tokyo.
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What it takes for women  

to reach the top in business
BY MAXINE CHEYNEY
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22  bccj acumen, may 2017



bccjacumen.com  23

DIVERSITY

There is no doubt that the voices of 

women in business are growing louder 

in Japan. The pressing needs of an 

ageing population, with its related candidate-

short labour market, is just one driver behind 

Japanese Prime Minister Shinzo Abe’s 

“womenomics” agenda , and events such as 

the Global Summit of Women, which was held 

in Tokyo on 11–13 May, have been attended 

by the prime minister as he seeks to promote 

initiatives that will economically empower 

women. But how far have these initiatives 

actually been implemented?

On 19 April, BCCJ ACUMEN hosted a 

roundtable with Maiko Itami, marketing 

manager at EF Education First Japan K.K., 

Xue Wang, senior associate at Allen & Overy Tokyo, 

and moderator Jane Best OBE, chief executive 

officer of Refugees International Japan, to 

discuss the issues at hand. BCCJ ACUMEN 

also later sought the views of Rina Akiyama, a 

member of the GlaxoSmithKline K.K. essential 

training team, and Rachna Ratra, sales and 

marketing director at Robert Walters Japan K.K.

Mind the gap

According to figures from the Organisation for 

Economic Co-operation and Development, the 

2016 employment rate in Japan for men stands 

as the third highest in the group behind Iceland 

and Switzerland, at 82.6%. But this sees a steep 

drop to 66.1% for women.

Both Wang and Itami believe that tackling 

ingrained gender norms, both on a societal and 

business level, is central to addressing the lack 

of women in business.

Much of this involves changing mindsets, 

which for Itami means having the confidence to 

grasp the opportunities.

This confidence does not come easily, and 

changing the mindset of a whole population 

of women is a tall order, but Wang stressed the 

need for a “critical mass” of women to be able to 

change mindsets and cultural norms. 

 “Is it the role of the women to do this?” 

Best asked.

 “It’s not something that any one person 

should do”, said Itami, who added that instead 

there needs to be “a more collaborative way 

of thinking”, something that would involve the 

efforts of not just women, but also men. 

Wang echoed this: “It’s not just women 

that need to champion the younger generation 

to bring about change. It’s the men that are 

currently running the show that really need to 

be the drivers for this”.

Looking after baby

In addition to a cultural shift, concrete 

government policies are also required and 

one key question that Best asked was: “Is the 

government doing enough?” The contentious 

topic of childcare is something both Wang and 

Itami believe is still a serious barrier for women 

wanting to return to work, and requires further 

work by the government. 

From left: Maxine Cheyney, BCCJ ACUMEN staff writer; Xue Wang, senior associate at Allen & Overy Tokyo; Maiko Itami, marketing manager at EF Education First Japan K.K.; 
and Jane Best OBE, chief executive officer of Refugees International Japan.
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Wang is expecting, and so is in a good position 

to assess the environment facing working mothers.

“That seems to be a huge barrier from what I 

hear, in terms of allowing mothers to go back to 

work when they want to because of the lack of 

childcare centres”, Wang said.

One way that the government is looking 

to tackle the shortage of childcare is by 

encouraging men to take a more active role in 

childrearing. The business community is also 

being pushed to enact changes to their paternity 

leave policies. But Wang believes that the 

message still isn’t getting through.

“I would like to see companies taking a 

more proactive role in promoting that, because 

astonishingly I’ve heard on many occasions—

I’ve asked about it—the company doesn’t even 

know that these policies exist”, she explained.

Global goals

One thing that both Itami and Wang believe 

has played a huge role in their careers, and 

should be on the agenda for any woman 

wanting to go into business, is international 

opportunities. “How easy is it for Japanese 

women to find jobs, to find interesting jobs, 

where do they look for jobs and where do they 

network?” asked Best.

When choosing whether to begin a 

career at an international or Japanese 

firm, Itami explained, “the paths go in two 

separate ways”. 

“If you have the chance to study abroad, or 

learn other languages, or know people other 

than Japanese people, then you will be more 

open-minded”, she added. 

Indeed, education plays a significant role. 

Encouraging women to pursue careers, and 

providing them with the tools to do so from the 

start is crucial. 

“The big Japanese corporations could be 

doing a lot more, because when they recruit out 

of university … what you often hear is that women 

“[The government’s] women 

in business agenda is kind of 

set and formed by men”.

Chris Russell, editor of BCCJ ACUMEN, with the roundtable participants.

naturally—I don’t know whether they gravitate 

towards it or they’re directed towards it—but they 

often take on more administrative roles rather 

than the business roles that really allow them to 

grow their career”, Wang said. 

“Without allowing [women] on the path to 

start with, to actually take on more challenging 

roles, there is also no way for women to progress 

to leadership positions in those organisations”, 

she added.

In the view of Wang, there is a need for more 

female leaders in organisations—people who 

can then champion other women pursuing 

similar roles. Itami highlighted the need for 

women to take control of their opportunities 

and “grasp” them.

A lot boils down to the roles of women 

in leadership positions as both mentors and 

drivers of change in business norms. Because as 

Itami pointed out, “[the government’s] women 

in business agenda is kind of set and formed 

by men”. 

Watch the roundtable at www.bij.tv
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A fter accidentally taking a Krav Maga 

class, Maiko Itami is now a participant 

in the Shine On! Kids Executive Fight 

Night. Her drive and determination have 

certainly showed in her career and mind-set.

Growing up one hour from Tokyo in Kanagawa 

Prefecture with Camp Zama, a US Army post, a 

stone’s throw away, Itami would often gaze through 

the fence and wonder how life could be so different 

on both sides. At the age of 15, Itami spent a year 

abroad in the US state of Idaho, on an exchange 

program with EF Education First Japan K.K. (EF), 

where she saw a different culture and way of life.

With a new outlook, she attended a Japanese 

university and majored in anthropology, looking 

at the differences between people based on 

economic power and lifestyle. She wanted 

her own economic independence so joined 

an advertising agency, where she focused on 

understanding consumer needs.

Twenty years later, Itami returned to EF with 

the aim of making an impact in society through 

education.

What are the best and worst decisions 

you have made in your career?

That’s tough, because who I am now is the result 

of the best and worst decisions I have made. 

My best was probably that I took a chance and 

changed industry from advertising to education, 

and I committed to that change.

What has been the greatest challenge in your 

career and how did you meet it?

All the people on my team were new, so we 

had to start from scratch; there was nothing 

to work from. But once I put that aside, I 

thought maybe that’s a chance for me to create 

my own thing. The mentality of enjoying the 

challenge and looking at the positive side 

was important.

How do you achieve a work–life balance?

Something I totally agree with at EF is the “work 

hard and play hard” mentality. People here put 

100% into everything they do. Your body follows 

and that keeps you mentally healthy.

What are some of your present challenges?

Prioritising! I have so many things I want to 

do, but need to decide when to do them 

and what is more important. For this, I feel 

changing the way we work and having an 

“always striving to make it happen” mentality is 

important. I also discovered a golden time, or 

my time, which is in the early morning before 

anyone gets to the office. There are no calls or 

meetings and that time is only for me. I think 

everyone should have a golden time, and use it 

to their advantage.

What challenges do women in Japan face 

when taking on leadership roles?

Some people think that women should not 

be in certain positions, but I also think this is 

jealousy—men are jealous! If I have issues like 

that at work, I will go up to my superiors and ask 

why that is. Women can use this as an advantage 

too; it is good to use diverse sources of power in 

business. You want different perspectives, and 

you can use that female power.

As a woman you have more options than 

men—you can be a mother, an office lady, or 

both, or be by yourself and be an entrepreneur, 

or even create a new option. You can choose 

which part you want to play and it seems to me 

that men only have one direction—especially 

Japanese men—and that’s being a salaryman. I 

feel sorry for men.

But we have to speak up because sometimes 

it is easy to get comfortable not speaking up, 

and in this role I feel I am helping someone to 

speak up. 

What have you learnt about leadership so?

Have you seen Inside Out? I’m not the type who 

likes cartoons, but the characters show that fear, 

joy, sadness, anger and disgust are emotions 

that drive decisions. The combination of those 

five emotions makes you, and helps you to lead. 

And being able to manage my own emotions is 

important so that I can help others.

What is your advice to the next generation of 

female leaders in Japan?

When something comes up, you must grab the 

opportunity. Then it is all about determination 

and commitment to make it work. Be curious. 

In Japan we have a fear of going outside of the 

box. We need to question how things have 

always been done and have more powerful 

women speak up like Tokyo Governor Yuriko 

Koike (page 18). We have to be comfortable 

being diverse.

Who inspires you and why?

I really like Manny Pacquiao—

outside of boxing he is humble 

and has multiple faces: 

basketball coach, senator, 

boxer and father. His way 

of approaching the ring, 

with speed, aggression and 

always moving forward, and 

his stamina, I think are 

amazing. Be it in boxing or 

at work, speed and stamina 

are key. 

DIVERSITY

MAIKO ITAMI

EF Education First Japan K.K. marketing manager  

tells women in Japan to be curious

Maiko Itami, marketing manager 
at EF Education First Japan K.K.
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X ue Wang did not always think she 

would end up in Japan; it was just the 

right opportunity at the right time. 

Now senior associate at Allen & Overy (A&O), 

Wang finds that being pragmatic with the 

opportunities she is given has helped develop 

her career, maintain a good work–life balance 

and prepare for having a baby. 

Wang began to develop an international 

mentality through her education, going to 

international school in Germany, and when 

she studied economics and finance for her 

undergraduate degree at the University of 

Edinburgh, and spent a year in France. She 

then chose to study law, entering into a field 

that presented her with opportunities to travel 

and work abroad, giving her an understanding 

of work life in both Europe and Asia.

She joined Allen & Overy in 2007 and after 

two years in training at the firm, Wang qualified 

into the project finance department and was 

given the opportunity to transfer to Japan to 

work with a large trading house.

What are the best and worst decisions you 

have made in your career?

Moving to Japan was one of the best 

decisions, and going into law was a good 

decision for me. Studying law after my 

undergraduate degree suited my personality 

a lot more, and gave me opportunities to go 

abroad on numerous occasions.

Obviously day to day there are always 

challenges, but what’s really a bad decision? It’s 

more a question of attitude. I think a lot of what 

makes success in your career is what you make 

of your current situation.

What has been your greatest success?

Coming to Asia and building a successful career 

and client relationships in Japan. It is a very 

male-dominated society here and I always 

wondered, is it really going to work? How are 

they going to regard me as a female worker, a 

foreigner, and not really speaking Japanese? But 

it turned out perfectly fine. If you are an expert 

in your area and you are confident in what you 

do, then you can break down any barriers. 

What has been the greatest challenge in your 

career and how did you meet it?

I am probably facing my greatest challenge at 

the moment, in terms of planning for the next 

step and balancing work with having a family. 

In this kind of job, which involves long hours, 

a lot of travel and a lot of working at weekends, 

it can be challenging. But a lot of it is just good 

communication, both at home and at work, 

managing expectations and taking it as it comes.

How do you achieve a work–life balance?

Often what I have seen is that if your other half is 

more understanding about your work schedule 

and willing to share the load at home, then that 

helps an immense amount. But it’s also your 

work environment and how flexible people are 

and how flexible clients are. In that respect I 

am extremely lucky because my bosses have 

a good attitude towards the balance between 

family and work. A&O have a strong agenda for 

promoting more women to progress to a senior 

and partnership level, and have a very generous 

maternity policy. There is also a maternity 

(and paternity) series on our intranet about 

peoples’ personal stories of how to deal with the 

challenges of balancing family and home life, 

which I found very inspirational.

What challenges do women in Japan face 

when taking on leadership roles?

In Japan, I think the main challenges for 

women are the traditional views about gender 

roles which leads to women having to bear a 

disproportionate burden of home responsibilities 

and being overly modest or giving less priority to 

their careers, and the general work culture that 

demands long hours at the workplace.

What would be your piece of advice to women 

in business in Japan?

If you want a career, just have a go and be 

pragmatic about your situation—there is no point 

not trying. If the company is not supportive, 

change companies, change teams, and don’t be 

afraid to challenge the status quo. You also need 

the right support network at home. 

Go abroad and explore some different 

opportunities, too. I’ve met so many women 

here who are extremely clever and qualified, 

but they are happy to sit back and not go for the 

business positions.

It’s more overcoming that cultural barrier. 

This country is a particularly challenging 

environment, and you need a critical mass of 

people who think a certain way 

for things to change.

Who inspires 

you and why?

I would say my ex-boss in 

London. She was head of 

global project finance 

practice, a trailblazer 

and leader in her 

field and she still 

managed home 

and children. 

DIVERSITY

XUE WANG 

Senior associate at Allen & Overy advises women to be pragmatic

Xue Wang,  
senior associate at 
Allen & Overy Tokyo
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RINA AKIYAMA

Determination and perseverance are 

clear traits of Rina Akiyama, best known 

as a London 2012 Paralympic Games 

gold medallist. As a Paralympian and someone 

with congenital blindness, Akiyama has 

certainly trodden a different path to most, but 

she has carved out a career in the Essential 

Training division at the pharmaceutical firm 

GlaxoSmithKline K.K. It is here that she found 

a work environment where she was finally 

treated with necessary, rather than excessive, 

consideration.

What decision most influenced your career? 

It was that I decided not to try doing everything 

alone. I had more fighting spirit than anyone 

else from when I was young and I didn’t 

give up on anything with the excuse of being 

blind. I have challenged myself as much as 

possible no matter how long something took. 

In other words, I tried to do everything myself, 

even things that would be easier if I asked for 

others’ assistance. 

However, when I started to work, I felt things 

should not be done this way, since I needed to 

choose the best way for the firm rather than for 

myself because I would be paid.

In fact, because of my blindness, there are 

quite a few things that I cannot finish perfectly 

by myself, no matter how hard I try. For example, 

if there is a task that takes three hours for 

me to finish, but also can be done faster if I 

finish 80% of the task in one hour, and then 

a staff member who is not visually impaired 

finishes the remaining 20% in 10 minutes, 

then clearly it is better for the firm to choose 

the latter way.

It was because I had good relationships 

with fellow staff that I was able to do this, 

and it worked so well that eventually I was 

able to do a variety of tasks unexpectedly, 

and was given more tasks. At the same time 

I saw that other people—who also have their 

weak points—were relying on those who 

are good at those things, without hesitation. 

Sometimes, they rely on me as well. I realised 

that it’s not a big deal to be assisted with 

my eyesight considering that everyone has 

Member of the essential training team at 

GlaxoSmithKline K.K. says women need to overcome pressure

Rina Akiyama, a member 
of GlaxoSmithKline K.K.’s 
essential training team
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both strong and weak points, and the team’s 

goals will only be achieved with the sum of 

our abilities.

What did you do to win the gold medal at the 

London 2012 Paralympic Games? 

I tried everything that seemed to improve 

my performance and not just increasing the 

amount of exercises. Whenever there was 

something that I could rely on, I made use of it, 

such as acupuncture for body care, high-speed 

swimsuits and supplements.

Of course, I did mental training as well. 

When I look back, this might have been the 

hardest training. In my mind I thought, “I 

cannot be at the top without overcoming the 

great pressure”. I also pushed myself to the limit, 

saying to myself repeatedly that, “There is no 

meaning except winning a gold medal”. Because 

I could overcome this pressure, I was able to 

perform well.

What challenges are you currently facing? 

Improving my English ability. I have dreamed 

about studying abroad in an English-speaking 

country since I was a junior high school 

student, but I could not make it happen 

because I was focused on swimming. But I 

began to seriously think about it again once I 

started working, and since then I have begun 

learning English. Since I am working at a 

UK-based firm, I think that I may need to use 

English one day.

How are you achieving a work–life balance? 

I feel that I cannot perform well at work if I’m 

not enjoying my private time, so I think of them 

as completely separate. I don’t think about my 

work after I leave the office. Of course I would if 

there is a problem, but otherwise I decide not to 

check my company mobile.

Why did you choose to work at GSK?

I was searching for a job before I participated in 

the Paralympic Games, and GSK told me they 

were interested in me even before I featured in 

the Games, while other firms only offered me 

a job after I had won the gold medal. At that 

time, I felt that GSK, more than other firms, 

was treating me as a “normal” job hunter, 

rather than as a Paralympic gold medallist, or a 

blind person.

They have left it up to me how I keep 

up with swimming in the future, and they 

said, “We will make every effort to support 

you for the next Paralympic Games, if you 

wish”. They also said that, when I retire [from 

swimming], they would prepare for me to 

participate in the firm as a working individual, 

and I could return to swimming at any time 

after I retired. While it was not comfortable for 

me to be treated specially, their attitude towards 

disabled people is that they are generous in 

giving necessary consideration, but don’t 

give excessive consideration. This is exactly 

what I wanted.

When discussing work, many firms would 

say, "Please let us know what you cannot do, or 

what your restrictions are”. But with GSK, which 

was hiring a visually impaired person for the 

first time, I was asked, “What skills do you have 

now? What would you like at work?” I felt that I 

could enjoy working here because this firm was 

setting expectations for me. 

Who influences you? What impact do 

they have? 

There are a lot of people who are involved 

in my work. It has been five years since I joined 

the firm and I’m getting pretty used to my job 

now, but there are still many things I learn 

from my superiors. I feel that there are many 

areas where I can improve my skills, such as 

with presentations, facilitating conferences, 

preparing materials, training, responding to 

problems, and so on. 

Meanwhile, such challenges encourage 

me to work hard  to reach the right level. When 

I receive positive feedback about my work 

or behaviour from the people I respect, my 

motivation to work better increases, and I try 

harder so that I can be trusted and relied on. 

“I felt that GSK, 

more than other 

firms, was treating 

me as a ‘normal’ 

job hunter”.

Akiyama won gold medal at 
the London 2012 Paralympics.
PHOTO: TAKAO OCHI
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W ith a young daughter and a 

leadership position as director of 

the sales and marketing division 

at Robert Walters Japan K.K., Rachna Ratra is 

the quintessential example of a woman who 

has found balance between her two roles. And 

despite the weight of her responsibilities, her 

confidence shows in her demeanour.

After coming from New Delhi, India, to Japan 

on the Monbukagakusho Scholarship to attend 

Osaka Gaidai University, Ratra began her career 

journey in Tokyo at an IT startup, before moving 

into recruitment. She is now celebrating her 

13th year at Robert Walters Japan.

Balancing her family with the demands of 

being a leader at work, she is well-acquainted 

with the challenges of being a working mother 

in Japan. Finding strength in a supportive work 

environment and family, and maintaining a 

positive, confident mindset, Ratra has shown that 

career success starts with the right attitude.

What are the best and worst decisions you 

have made in your career?

My first good decision was to come to Japan 

and get an international education. It really 

opened up my mind and I was able to meet a 

lot of people with diverse backgrounds. Next 

was accepting a job offer at Robert Walters 

Japan, a progressive firm that provides equal 

opportunities for everyone, both male and 

female, based on merit. 

In terms of the worst decision of my career, 

I don’t think we always make the best or most 

perfect decisions, but I don’t have any regrets. 

It’s all been a great learning experience.

What has been your greatest success?

Playing a part in growing a new business at 

Robert Walters Japan. When I joined in 2004, 

the sales and marketing team had just been 

created. I was the third person to join the team 

and at that stage we did not have a presence in 

the sales and marketing area in Japan. Now, the 

division has seven teams and a total of nearly 40 

people, covering a range of industries. 

What has been the greatest challenge in your 

career and how did you meet it?

My appointment to the position of director. It 

was quite a big departure from managing one 

team or a couple of teams—suddenly you are 

in a leadership role and it’s quite a big step up 

in responsibility and level of ownership. That 

was five years ago, and in my second year as 

a director I also became a mother, so I had to 

learn to juggle my new responsibilities and 

family life. I was able to do this with the support 

of management, my peers and my husband.

As a working mother, it helps to work for 

a firm that values productivity, contribution 

and performance over the number of hours 

you work in a day. I had the right kind of 

environment to overcome those challenges.

How do you achieve a work–life balance?

I am focused and prioritise my time—I know 

exactly when I need to leave work every day and do 

my best to accomplish what I need to during work 

hours and not let work spill into my personal time. 

In terms of Robert Walters, management 

proved to be flexible and understanding upon my 

return to work. Currently there are six working 

mothers in the division and all of them are very 

successful. I am able to give them the same 

understanding and flexibility that I have received. 

What have you learnt from being a leader?

As a leader, you have to take ownership of 

your successes and failures. It’s about being 

decisive and trusting your instincts. You 

may not always have the ideal solution for 

everything, but you have to take a leap of faith 

sometimes and learn from both your mistakes 

and achievements. 

What challenges do women in Japan face 

when it comes to taking on leadership roles?

There remains a significant imbalance between 

the numbers of men and women in senior 

management positions globally. Firms and 

individuals need to shift their mindset. Many in 

Japan, including women, still believe that women 

should remain at home after having a child. 

Unless that mentality changes, it will always be 

an uphill battle for women. Women also have 

to believe that they can actually take on new 

career challenges. Their families, particularly 

their partners, need to support them and share 

childrearing and household responsibilities. 

What is your advice to the next generation of 

female leaders?

I would say that leadership is 

something that can and should 

be learned. It is something 

you’re continually honing 

and reflecting on to identify 

ways to improve. Have faith 

in your ability to take on new 

challenges and responsibilities 

and don’t hesitate to 

raise your hand when 

a great opportunity 

comes along. 

DIVERSITY

by custom media

RACHNA RATRA

Robert Walters Japan K.K. sales and marketing director  

believes in women’s leadership prospects

Rachna Ratra, sales and 
marketing director at 
Robert Walters Japan K.K.
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M any respondents to the latest 

Business Confidence Survey 

published by the Foreign Chambers 

in Japan—an informal organisation of foreign 

chambers of commerce and business groups 

that includes the British Chamber of Commerce 

in Japan—have expressed improved optimism 

compared to the previous edition, which was 

published in October 2016. Conducted between 

12 and 21 April, the survey saw improvements 

in its indexes tracking growth, performance 

and sales.

Using an index with a scale of +2 (strong 

improvement) to -2 (strong decline), expectations 

for the Japanese economy over the next six 

months reached +0.40, up from +0.10 in 

the previous survey. Optimism about the 

economy over the next 12 months was even 

stronger, registering +0.55 compared to +0.27 

in October.

Optimism was at its strongest for sales, with 

forecasts for this hitting +0.87, an increase of 

0.14 from October. Profitability forecasts also 

showed a high degree of positive sentiment, 

increasing from +0.54 to +0.75.

These figures were underpinned by strong 

performance in the preceding six months, with 

sales performance and profitability growth 

reaching +0.70 and +0.66, respectively. This has 

translated into a bullish attitude among the 

vast majority of survey respondents—77% are 

looking for further growth, compared to 72% 

in October.

But in terms of hiring, however, the majority 

of firms planned to maintain their current 

level (46%) or downsize their workforce (6%). 

Nonetheless, the remaining respondents, 

accounting for 46%, said they were planning 

to expand their staff numbers over the next 

12 months.

Shedding light on those answers, 

respondents were asked what the biggest 

challenge is at the moment in the Japanese 

market. Issues related to human resources—

particularly in relation to hiring and retaining 

staff—were the most widely cited problem.

European respondents were also asked a 

further question—how will Brexit affect the 

UK and the European Union (EU)? Sixty-five 

per cent of those queried thought it would be 

bad for both parties, while 6% thought it would 

be good for both. Those predicting a positive 

outcome for the EU but a negative one for the 

UK totalled 13%, compared to 9% expecting 

the reverse.

The next survey will be conducted in mid-

October 2017 and published later that month. 

Full report:

www.fcc.or.jp/fcij/bcs.html

BY CHRIS RUSSELL

FCIJ: TAKING THE PULSE

How will Brexit affect the UK and the European Union?

• Optimism about the economy 

increased strongly

• Vast majority of firms looking 

for further growth

• Hiring talent cited 

as biggest challenge
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The large touchscreen vending machines 

that are slowly but surely replacing 

previous generations of devices on 

train station platforms and street corners 

across Japan could not function without 

British technology—the screens, which are the 

focal point of these state-of-the-art vending 

machines, are manufactured by Zytronic PLC, 

a firm based in the outskirts of Newcastle.

This is, according to Steve Crane, chief 

executive officer of Business Link Japan Ltd, 

a perfect example of how an innovative and 

forward-looking British firm is ignoring the 

coals-to-Newcastle adage and building a 

viable business in one of the world’s most 

technologically advanced societies.

It is also another success story for Export 

to Japan, a not-for-profit organisation that 

Crane jointly founded in 2000 as a partnership 

between the UK government’s Department for 

International Trade, the British Chamber of 

Commerce in Japan (BCCJ), British Airways 

and Business Link Japan.

“Zytronic has patented a very smart 

type of touchscreen technology that enables 

them to apply it to large panes of glass and 

on much thicker glass”, Crane said. “There 

are very, very few firms in the world who 

have managed to achieve that degree of 

sensitivity in such large screens, which 

also have to be thick to be used in outdoor 

environments.

TRADE
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Partners  
for success

Online platform helps UK firms tap potential of Japan market
BY JULIAN RYALL

“That is their advantage and they want to 

expand globally, with Japan one of the obvious 

target markets”, he said.

Vending machines are famously ubiquitous 

in Japan, and the latest versions incorporate 

cameras and facial-recognition technology to 

identify a customer. Depending on age and 

gender, the screen is able to display images of 

the product that the software concludes is most 

appropriate for that consumer.

Zytronic was initially working with a local 

distributor in Japan and saw opportunities to 

invest further to accelerate its growth in the 

market. Since partnering with Business Link 

Japan, the business has developed to the point 

where a full-time engineering expert is being 

Zytronic PLC make the touchscreens used in new types of vending machines. • PHOTO: ZYTRONIC PLC



Asia Strategy: 
Business Intelligence, 
Public Policy
& Advocacy

Japan's leading political risk, 
policy research and business 
consulting company

Celebrating over 20 years of providing government relations, policy analysis, 

and business and political intelligence solutions in Japan to many of the 

world's best-in-class corporations and alternative investment funds with 

strategic stakes in Japan.

Toranomon 40 MT Building, 9th Floor

5-13-1 Toranomon

Minato-ku, Tokyo

105-0001

Tel +81-3-3438-0833

Fax +81-3-3438-0834

keith.henry@asia-strategy.biz

www.asia-strategy.biz

All Rights Reserved 2016 Asia Strategy.  

Untitled-5   1 1/6/16   5:43 PM

NAVIGAVIGA ATING THE INTEATING THE INTEA RSECTION OF BUSINESS, POLITICS AND POLICY



bccjacumen.com  35

TRADE

appointed to liaise with the Japanese firms that 

are keen to purchase the technology.

“There are eight major vending machine 

manufacturers in Japan and we are talking to 

them all”, said Crane. “A couple of them are 

already on board, but I know we will get all of 

them because this really is the technology of the 

future and they won’t want to be left behind by 

their rivals”.

And, with a foot in the door of the Japanese 

market, Zytronic sees significant opportunities 

for its technology in the form of tabletop displays 

in karaoke parlours, outdoor display screens, car 

dealerships and, with the anticipated arrival of 

the gaming sector in Japan, casinos.

The right links

Originally from Cambridge, Crane was 

working for a software firm in Japan when 

he realised the opportunity that existed to 

bring together British firms with a compelling 

product and Japanese firms with a whole 

host of applications. The resulting business 

incubator was initially located in the British 

Industry Centre in Yokohama, but in 2011 

relocated to its present offices in Gaienmae 

with three members of staff. Today, it has 

17 employees in Japan and a further three 

based at the Corby Enterprise Centre in 

Northamptonshire.

“British firms are incredibly innovative and 

have devised and designed some wonderful 

products and services”, said Crane. “But very 

often they are apprehensive about trying to 

enter Japan—even when they know they could 

fill a gap in the market here—because they are 

worried about costs, regulations or a whole host 

of other issues.

“There is also a common perception 

that it takes a long time to be successful in 

Japan, so boards and investors tend to look 

elsewhere because of the quicker potential 

returns”, he explained.

Much of Crane’s work involves convincing 

those firms that costs can be surprisingly 

reasonable, the language does not have to be 

a barrier, regulations can be met, Japanese 

partners are invariably loyal and it does not 

always take years to turn a profit.

“Our model allows firms that are considering 

this market to start with a very limited project—

they’re effectively dipping their toes in the 

market here to see the reaction from potential 

customers and to get an idea of what they need 

to do to be a success.

“We are able to provide them with honest 

feedback and then help them to build slowly 

and ramp up their business in Japan”.

To date, Business Link Japan has helped 

nearly 70 firms break into the market here, 

many of them in the technology sector, 

including Walker Filtration Limited, Allinea 

Software, Peak Scientific Instruments Ltd. and 

GA Pet Food Partners.

Another example of the success of the 

arrangement is Edinburgh-based Korala 

Associates Limited, a firm that makes ATM 

software and which is close to completing all 

the programming tweaks required before it 

partners with Japanese banks and rolls out the 

future of ATMs.

Typically hosted in a 24-hour shop, the 

firm’s Retail Teller Machine, or RTM, does not 

actually contain any cash—meaning that bank 

staff are not constantly required to be filling 

up the machine—but instead releases a ticket 

that is verified and then exchanged for cash 

at the convenience store counter. This system 

also helps the shops, which often build up large 

amounts of cash and need to frequently visit 

banks to make deposits.

Even more attractive is the fact the 

system operates at one-tenth of the cost of a 

conventional ATM, can be used around the 

clock and will accept cards issued by foreign 

financial institutions.

“This is going to completely revolutionise 

ATMs in this country, reduce costs and solve the 

problem of banks pulling their expensive units 

from rural locations”, said Crane.

Bright future

Winner of no fewer than three of the BCCJ’s British 

Business Awards, for entrepreneur of the year in 

2013 and others, Crane believes the potential of 

Japan for British firms is “simply huge”.

“We are full of innovation in the UK and the 

model that we have devised makes entering the 

Japanese market low cost and low risk”, he said.

“And, given the Brexit decision, I sense that 

more and more firms are realising that they 

cannot rely on their traditional markets in 

Europe and they are looking further afield for 

new opportunities”, he added. “They are looking 

to balance their risk because nobody knows 

how things are going to look in a couple of 

years’ time”.

Since last year’s Brexit vote, traffic to the 

Export to Japan web site has risen, as have the 

number of organisations signing up to take part 

in webinars and finalising contracts.

“I really believe that we are only just scraping 

the surface in the UK at the moment, because 

there really is that much potential”, Crane said. 

“I’m very optimistic and extremely excited”. 

“More and more firms 

are realising that they 

cannot rely on their 

traditional markets”.

Steve Crane, chief executive officer 
of Business Link Japan Ltd. and a 
co-founder of Export to Japan
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Just over 50 years ago the US politician Robert 

F. Kennedy delivered a speech that included 

this now familiar allusion, “There is a Chinese 

curse which says may he live in interesting times”. 

He went on to elaborate his point: “Like it or not, 

we live in interesting times. They are times of 

danger and uncertainty, but they are also the most 

creative of any time in the history of mankind”.

The curse he is referring to is almost certainly 

an apocryphal one, but the thinking behind 

it is every bit as relevant today as it was in the 

1960s. The political climate is turbulent and 

unpredictable, the gap between the wealthiest 

and the poorest is wider than it has ever been, 

rapid technological development is bringing 

about drastic changes in the way we lead our 

lives, and the effects of global warming mean 

that our planet is under threat as never before. 

Interesting times, indeed.

What does this mean for those of us who 

work in the sphere of education?

Tomorrow’s world depends on the young people 

of today and their ability to meet the challenges of 

a future that’s equally inspiring and unsettling. We 

find ourselves at the point of a daunting coming 

together of social and geographical upheaval 

and unprecedented technological revolution, 

and we need to ensure that the next generation is 

adequately prepared to take us forward.

The future

At the British School in Tokyo (BST), we have no 

doubt that our young people—our future—have 

the energy, resilience and intellectual capacity 

to reimagine the way our world works. We are 

determined to give them the capabilities and 

connections that will empower them to make the 

future and their place in it all it should be.

This year, for the first time in its history, 

BST is home to well over 1,000 students. 

There are many good reasons to explain the 

remarkable surge in student enrolment at BST 

in recent years, but foremost among them is 

the widespread recognition that this is a school 

where young people of all abilities and from the 

most diverse backgrounds can find their niche 

and fulfil their potential.

Since 2012, we have seen the number of 

15–18 year-old students on our IGCSE and A 

Level courses more than double to almost 250, 

examination results have improved to the point 

where they match the gold standard set by the 

UK independent sector and our graduates are 

winning places at some of the most highly-

regarded and prestigious universities.

Global outlook

Young people today see themselves as global 

citizens, and, while many of our graduates 

go on to the next stage of their education in 

the UK, there certainly seems to be a steady 

increase in the number who seek to broaden 

their horizons still further by choosing to study 

in other parts of the world. This international 

mindset exemplifies the tolerant, outward-

looking nature of the sort of student we aim to 

nurture here: caring, considerate and capable of 

standing in the shoes of others.

More than a school

BST is so much more than an academic 

institution. All examinations are important, 

and many parents are impressed by the rigour 

and structured progression of our particular 

brand of British education from the age of 

three through to 18, but we all recognise 

that education is not simply about passing 

exams. Sport, music and drama are woven 

into the fabric of school life, and we see both 

community service and adventurous activity 

as real strengths.

Creativity is always highly valued, and 

from their early years in our Nursery and 

Reception classes children are given countless 

opportunities to develop the independence 

and resilience that will enable them to take the 

next step in their lives—wherever it might take 

them—with confidence and a smile. 

PUBLICITY

by brian christian

SCHOOLS FOR 
INTERESTING TIMES
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Japan’s love affair with Britain has been 

an abiding affection. With £40bn worth of 

foreign direct investment, Britain has long 

been Japan’s favourite investment destination in 

Europe, with investments across virtually every 

sector, ranging from cars to technology. 

And Britain is reciprocating. With Japan high 

on the priority list for a trade deal post-Brexit, 

the world’s third-biggest economy may soon 

start seeing even more of the best of British. 

Britain had $16bn (£10.8bn) invested in 

Japan as of the end of 2015, a 70% rise on the 

level just five years earlier, according to the 

Japan External Trade Organization (JETRO). As 

shown by the British Chamber of Commerce 

in Japan’s (BCCJ) membership, more than 

450 British firms have established a presence 

here, ranging from large FTSE 100 multi-

nationals to smaller enterprises. Moreover, 

British exports to Japan are currently worth 

nearly £10bn a year, making Japan the nation’s 

seventh-largest export market on a value-added 

basis, according to Export to Japan (page 33), 

a not-for-profit organisation backed by the 

Department for International Trade.

While British power generation equipment 

and vehicles are two of the most visible 

exports to Japan, other thriving sectors include 

chemicals, food and drink, pharmaceuticals and 

scientific equipment, Export to Japan reports. 

Top earners include financial and insurance 

firms, tourism and media. But growing 

opportunities are also seen in defence (page 40), 

life sciences and sport, such as supporting the 

Tokyo 2020 Olympic and Paralympic Games.

“The names of British firms—large and 

small—can be found everywhere you look”, 

Export to Japan states. “Bass Pale Ale is served 

in Hobgoblin pubs, Burberry coats are in the 

windows of the top department stores, Lush 

Cosmetics seem to have a presence in all the 

main train stations and many high streets. Then 

TWO-WAY STREET
Bilateral UK–Japan FDI flows both ways

BY ANTHONY FENSOM

there are Cath Kidston and Vivienne Westwood, 

Pukka Tea and Chivas Regal, Manchester United 

and Lincolnshire Poacher cheese, Rolls Royce 

and GlaxoSmithKline”.

British businesses’ growing presence is 

helping to transform Japan, from the daily 

products used by households to globalising 

the workforce, along with what Japanese eat, 

drink and wear.

Supersonic success

Iconic British manufacturer Dyson Limited 

has long enjoyed success in Japan, which has 

become a test market for some of its biggest 

international product hits.

Having established its Japan presence in 

1998, its local operation has now grown to 

employ more than 300 people.

“Japan is the first country that embraced 

Dyson technology … They’re tech-savvy and 

forward thinking”, a Dyson spokesperson 

INVESTMENT

The UK–Japan route was one of the first to be flown by British Airways’ new Boeing 787-9 Dreamliner planes. • PHOTO: BRITISH AIRWAYS PLC
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explained when asked why its “Dyson Supersonic” 

hair dryer was launched in Japan first, rather 

than its home market. Other Dyson products 

to have been launched first in Japan include its 

Pure Cool fan.

Dyson’s Japan revenue grew by a healthy 

30% in fiscal 2016, helped by the launch of the 

Dyson Supersonic along with its cord-free stick 

cleaner and air purifiers. Its latest purifier was 

launched at the end of March 2017, a year-

round product offering “three functions in the 

one machine”, which is expected to further 

expand its customer base.

Finding global talent

Japan’s push to develop “global human 

resources” and offset its declining labour 

force has meant big business for trainers and 

recruiters. Among those to have taken up the 

challenge of providing bilingual Japanese 

and English staff is recruitment consultancy 

Robert Walters Japan K.K., which has now 

grown to employ more than 220 staff after 17 

years in operation.

After recording six straight years of record 

growth, more is likely for the firm’s biggest 

international market. David Swan, managing 

director, Japan and Korea, told BCCJ ACUMEN 

that “there simply aren’t enough people in 

Japan meeting the market demand”.

“Many large Japanese firms now require 

bilingual skills, whereas 10 years ago we didn’t 

see such demand … Among both foreign and 

Japanese firms, there is an overall greater 

demand for bilingual skills”, he said.

Swan pointed to data showing an increasing 

talent shortage in Japan, with two jobs available 

for every job seeker in Tokyo and up to six for 

specialist bilingual professionals.

“Scarcity makes our role for a firm 

increasingly important because they rely on us 

to find the hidden talent”, Swan added. 

“Japan at the moment is one of our largest 

businesses in the world, and also the market 

that has the most potential. We believe it will 

remain very positive, due to the scarcity of 

bilingual professionals, against a backdrop 

of the current talent shortage and continuing 

globalisation”.

Flying high

Japan’s ambitious target of attracting 40 million 

visitors annually by 2020, up from 24 million 

in 2016, will not be achieved without the 

assistance of foreign airlines. British Airways’ 

(BA) Moran Birger, regional commercial 

manager for Japan, Korea and Thailand, says it is 

one of the reasons Britain’s flagship airline has 

invested in the route.

“Japan is an important market for British 

Airways, which is why we chose it as one of the 

first markets to fly our technologically advanced 

Boeing 787-9 Dreamliner”, he said.

Dreamliner flights between Tokyo’s 

Narita International Airport and London 

commenced in July 2016, with BA currently 

operating two daily flights from both Narita and 

Tokyo International Airport (Haneda) to the 

British capital, the only airline to do so.

Celebrating its 70th anniversary of Japan 

operations in 2018, Birger said world-class 

events such as the Tokyo 2020 Olympic and 

Paralympic Games would make this nation 

“the centre of the world’s stage again”, giving 

a further boost to the airline and tourism 

industries.

“We and other UK firms bring cultural 

diversity, new ideas, new products and new 

services to Japan”, Birger said. “Many British 

firms have been successful in Japan, and I think 

this is because Japanese consumers respond 

well to the quality that British companies have 

to offer”. 

New approach

Along with new products, British businesses are 

also bringing new approaches to doing business 

in Japan, highlighted by British accounting 

group EY’s report Business and Human Rights: 

Corporate Japan Rises to the Challenge.

According to report author Ashleigh Owens, 

executive director of EY Japan Climate Change 

and Sustainability Services, Japan’s major 

manufacturers’ well-earned reputation for 

quality is no longer enough, requiring a new 

focus on sustainability, “the same thing that 

saved Nike and Nestlé”.

Tokyo is the headquarters of EY’s global 

sustainability practice, which helps clients 

address environmental, social and governance 

issues. For Japanese firms expanding globally, 

addressing such issues as climate change, 

human rights and sustainable procurement can 

even be a competitive advantage.

 “The opportunity is where firms show 

they are adding value beyond domestic legal 

compliance, not only to shareholders, but to the 

countries and the communities in which they 

operate”, Owens said.

With an economy nearly 

twice the size of Britain’s, 

Japan is set to remain an 

attractive destination for UK 

firms, particularly if a mooted 

bilateral trade deal helps further 

strengthen the blossoming 

business relationship. In 

the meantime though, 

British businesses 

will keep on quietly 

transforming Japan.  

Dyson has used Japan as a test market for some of its products. • PHOTO: DYSON LIMITED

David Swan, managing 
director, Japan and Korea 
at Robert Walters
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The two nations are collaborating on a new version of MBDA’s Meteor air-to-air missile. • PHOTO: MBDA MISSILE SYSTEMS

T he UK and Japan have signed an 

agreement to jointly develop a state-of-

the-art fighter jet, utilising both nations’ 

advanced technologies as well as knowledge 

obtained by British forces in combat situations.

The agreement is the latest demonstration 

of the burgeoning defence and security alliance 

between London and Tokyo, which includes 

collaboration on the development of a next-

generation air-to-air missile, amphibious 

capabilities, countermeasures against 

improvised explosive devices, cyber security 

and, potentially, the sale of helicopters and other 

military hardware to the Japanese armed forces.

The closer alliance dates back to 2010, when 

the Japanese government altered the nation’s 

Basic Policy on National Defense, which had 

been in place since 1957, but no longer reflected 

the challenges of the Asia–Pacific security 

situation. In the new environment, the concept 

of a Dynamic Defence Force switched the focus 

of defence policy to a more proactive ability to 

defend Japan’s territory and to contribute to 

international peace and stability.

That was taken a step further in 2014, when 

the Cabinet concluded that the constitution 

does grant Japan the right to exercise collective 

self-defence in certain circumstances that are in 

the interests of the nation’s security.

In the same year, the government lifted 

the ban that had prevented Japanese defence-

related firms from exporting products that 

could be classified as arms. Under the new 

regulations, known as the Three Principles on 

Defense Equipment and Technology Transfer, 

defence-related equipment may be exported 

to support international peace and stability. 

Japan consequently has set up equipment-

related cooperation agreements with the UK, the 

United States, France and Australia, to encourage 

mutual development of new, advanced systems.

Underlining the commitment to collaborate, 

an agreement was announced in March 

between the UK Ministry of Defence and Japan’s 

Acquisition, Technology and Logistics Agency 

for the joint development of a new fighter.

Taking flight

The fighter jet project is still in its infancy and 

British firms in the defence sector are playing 

their cards very close to their chests about 

the opportunity. But a statement by the Japan 

Ministry of Defense states that the two countries 

will “exchange information and advanced 

aviation technology”, as well as conduct a joint 

feasibility study on the planned new fighter.

That agreement enables British firms to 

move on from the decision taken in December 

2011 for Japan’s next-generation fighter. When 

the Japanese government selected the US-made 

F-35A Lightning II, there was understandable 

disappointment among the British firms 

that were part of the rival bid promoting the 

Eurofighter Typhoon. Those firms included 

BAE Systems Ltd. and Rolls-Royce plc, while 

questions were asked by some experts about 

the Japanese decision to yet again purchase 

US equipment.

Speaking to BCCJ ACUMEN shortly after the 

2011 decision, Gareth Jennings, senior aviation 

specialist with IHS Jane’s, said, “Japan’s decision 

to buy the F-35 comes as something of a surprise 

to many analysts as of all the contenders, it 

seems the most unlikely fit for the country’s 

performance and timetable requirements”.

In particular, while the Eurofighter Typhoon 

was developed to be an interceptor and fighter 

aircraft first—arguably the primary requirement 

of the Japan Air Self-Defense Force (JASDF), 

given the rapid expansion of China’s air force 

and its increased belligerence in and around 

Japanese air space—the emphasis in the 

design of the F-35 is on interdiction and strike 

capabilities, Jennings said. And that hybrid 

approach impacts its capacities as a fighter.

The F-35 deal is, however, considered a 

short-term solution and Japan is expected 

to go ahead with an order for as many as 100 

fifth-generation air superiority fighters by the 

2030s. There is a good possibility that, instead of 

developing an entirely new domestically built 

aircraft or purchasing an existing aircraft, Japan 

will opt to partner with a foreign firm to develop 

a new platform.

The Royal Air Force (RAF) has played its part 

in highlighting the capabilities of existing and 

DEFENCE

DEFEND 
AND 
SECURE
UK–Japan defence ties 
open door for British firms
BY JULIAN RYALL
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potential future aircraft, with four Eurofighter 

Typhoons landing at JASDF’s Misawa Air Base 

last October to take part in the first joint 

exercise involving foreign military forces other 

than those of the United States. The fighters 

were from No. 2 (AC) Squadron, based at RAF 

Lossiemouth in Moray, north-east Scotland, 

and were accompanied by a Voyager tanker-

transport aircraft from RAF Brize Norton, 

Oxfordshire, all of which took part in the 

Guardian North 16 exercises.

Flying the flag again in late April, two 

Merlin helicopters from the Royal Marine 

Commando Helicopter Force arrived in the 

Kyushu port of Sasebo aboard the French Mistral-

class amphibious assault ship Jeanne d'Arc, 

along with a 60-strong Royal Marine contingent. 

The aircraft—built by Westland Helicopters 

and Agusta of Italy and also used by Japanese 

forces—took part in the first ever four-nation 

exercise involving forces from the UK, France, 

the United States and Japan. The forces conducted 

exercises at US islands in the Pacific in early May.

Japan and the UK are also moving ahead 

on the development of an advanced version 

of the Meteor beyond-visual-range, air-to-air 

missile, developed by MBDA Missile Systems, 

a European defence consortium that is 37.5% 

owned by BAE Systems.

The Meteor is already in service with the air 

forces of the UK, France, Germany, Italy, Spain 

and Sweden, and is being tested by the US for 

its F-35 aircraft. The agreement with Japan will 

see advanced technologies integrated into the 

missile, making it more accurate.

Announcing the lucrative deal in January, 

UK Defence Secretary Michael Fallon said, 

“Japan is our closest security partner in Asia, 

and I want to significantly deepen defence co-

operation between our two nations.

“We will do that through joint exercises, 

reciprocal access to our military bases, military 

personnel exchanges and cooperation on 

equipment, including a new air-to-air missile”.

Long haul

Another BAE division was last year awarded a 

contract to produce new Assault Amphibious 

Vehicles for Japan’s military, underlining the 

need for Japanese forces to enhance their abilities 

to land on an island held by enemy forces. The 30 

new vehicles have improved engines and drive 

trains, as well as upgraded suspension, meaning 

they exceeded the Japanese forces’ original 

performance requirements. Japan will take 

delivery of the vehicles by year end.

As well as BAE Systems and Rolls Royce, 

major multinational defence contractors, such 

as Thales Group, have large UK identities and a 

significant interest in the Japanese market.

There are also several dozen smaller, 

specialist firms that are investigating Japanese 

options. These include communications 

equipment and body armour—an area in which 

British firms are acknowledged world leaders—

to systems that enable troops to detect, identify 

and protect themselves from, nuclear, biological 

or chemical contamination, such as respiratory 

equipment, as well as technology to detect, 

disable and destroy land and sea mines.

One such firm offering consultancy expertise 

in the security sector is Lutra Associates, based 

in Dorset.

Chief Executive Officer Tim Otter has 15 

years of experience operating in the Japanese 

market and recently took part in a trade mission 

to Japan, during which he held talks over 

detection and filtration systems designed to 

provide protection against chemical, biological, 

radiological and nuclear attacks.

An Aegis-class warship, for example, needs 

a filtration system to protect its crew; another 

system stored on the ship, ready for installation 

when the previous filters expire after three 

months; a third set in the supply chain; and a 

final system in storage. Should such systems be 

required for every warship in the Japanese fleet, 

then it is a very large contract that needs to be 

filled, Otter said.

“The key to doing business in Japan is 

persistence and building relationships”, he 

said. “That is what is required to be successful 

there, and anyone wanting to get a foot in the 

market just has to do it. You have to go to Japan 

prepared for the long haul”. 
In April, two British Merlin helicopters visited Sasebo, Nagasaki Prefecture aboard a French assault ship.  
PHOTO: BRITISH EMBASSY TOKYO

Last year, BAE Systems won a contract to supply 30 Assault Amphibious Vehicles to Japan. • PHOTO: BAE SYSTEMS LTD.
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LEADERS WHO 
CAN’T LISTEN

THE LEADERSHIP JAPAN SERIES

Dynamic, powerful, driven, single-

minded leaders get stuff done. They are 

resourceful, disciplined, patient, highly 

demanding of themselves—and often poor 

listeners. They are so focused on making things 

happen, getting decisions executed and pushing 

through work that conversations become 

monologues rather than dialogues. They are so 

into their thing that they want to talk about that 

and not much else. Often, they are the founder of 

the business or someone sent in to turn it around.

“Crash through or crash” is tattooed on 

the inside of their brain. In Japan, if you are 

an entrepreneur, then you have additional 

hurdles to overcome. The process sets up a style, 

a default operating procedure, that has you 

pushing like crazy to get anything done.

Poor listening can lead to lost opportunities, 

as vital information is not being processed. 

Rather than carefully listening to the client, the 

dynamic leader wants to tell them about a whole 

range of exciting things to come. The powerful 

desire to drive through is not free. Missing clues, 

hints and subtle references is costly.

Because these leaders are so focused on 

results, they have low self-awareness. They 

are oblivious to the signals, and don’t see 

the listener’s frustration with this energetic, 

passionate assault. The other person wants their 

moment in the sun, too; but they don’t get it.

Slow down and listen

In sales, we say “selling isn’t telling”—and 

leaders are salespeople. They are selling a 

vision of the future, a direction, a corporate 

culture, a business plan, a set of values. Just 

hammering people with content by occupying 

all the airwaves and trying to beat them into 

submission doesn’t work.

Another sales quote is: “A man convinced 

against his will is of the same conviction still”. 

And this is what happens. Steamrolling over 

the top of the listener may make the leader 

feel bolshie and good, but the listener is not 

really sold.

What should leaders be doing? Slowing 

down is against their dynamic nature, but a 

lot is revealed when they do. The listener is 

given more chances to comment. When we 

are talking at someone, we only know what 

we already know. When the other person can 

contribute, and make it a dialogue, we have 

the chance to learn new things or gain new 

perspectives. We also build the relationship. 

We are showing respect for the other person, 

and they appreciate it. They become a supporter 

because they have a sense of engagement 

with the issue rather than feeling like a casual 

observer of something that has very little to do 

with them.

Asking questions is a simple but important 

way of engaging the other person. When they 

are feeling engaged, they are more cooperative, 

more loyal, more resourceful. And this is 

particularly the case with staff.

Engage and empower

In Japan, trying to get things done requires 

Herculean strength and perseverance. You have 

to push hard, and that can become a bad habit. 

We also need to grow bigger ears and listen 

more. That means we must shut up and let the 

other person speak. If we have been powering 

through work, driving everything, then the 

staff have been trained not to contribute. They 

become very passive, just waiting around for the 

next feeding session from the rampant boss.

Asking questions must become the new 

operating procedure rather than a one-time 

dalliance. It has to be done consistently to 

demonstrate to the staff that they count and their 

opinions are valued. They must see this process 

repeated before they will have the confidence to 

lodge an opinion. The reaction to the opinion is 

also critical. If we cut them off, criticise or dismiss 

what they say, they learn their opinion isn’t 

important. They keep it to themselves after that.

There is a balance between being dynamic 

and being inclusive. We can’t do it all on our 

own. We need clients, we need advice, we need 

insight. We must empower—not overpower—

our staff. The power-right-on-through model 

can become the default if we are not careful. It 

usually happens without us even knowing it. 

This is where our poor self-awareness starts to 

hurt us. Stop what you are doing and listen. Are 

you really listening? Are you getting suggestions 

from your team, or is it an idea-free zone at your 

shop, with a monotone, muzak-like soundtrack?

Engaged employees are self-motivated. The 

self-motivated are inspired. Inspired staff grow 

your business—but are you inspiring them? We 

teach leaders and organisations how to inspire 

their people. Want to know how we do it? 

Contact me at greg.story@dalecarnegie.com. 

Poor listening can lead to lost 

opportunities, as vital information is 

not being processed.
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by ian de stains obe

ARMS AND THE MAN

Can the UK have an ethical weapons export sector?

IF YOU ASK ME

A s the UK looks to develop 

bilateral trade deals 

worldwide following 

Brexit, attention is focusing on 

just what that trade will be. Prime 

Minister Theresa May’s recent 

visit to the Middle East was a 

sharp reminder that arms are a 

prominent element.

As reported in the news 

magazine The Week, the Stockholm 

International Peace Research 

Institute records that the UK is 

the world’s sixth-biggest arms 

exporting nation, putting it behind 

the United States, Russia, China, 

France and Germany. In 2015, 

exports from the defence and 

security sector totalled some £12bn, 

a sizeable share of the estimated 

£500bn export total. Contributing 

firms range from major names such 

as BAE Systems Ltd. and Rolls-

Royce plc (which makes engines 

for military aircraft rather than for 

automobiles), to small businesses 

scattered throughout the UK.

London is very supportive of this 

sector. There is even a dedicated 

section of the Department for 

International Trade (DIT) called the 

Defence and Security Organisation 

(DSO), staffed by experts in London 

and in embassies around the 

world. The DSO is also involved in 

organising the world’s largest arms 

fair, which this year will be held 

in London in September. The DIT 

points out that the arms industry 

directly sustains more than 200,000 

jobs, many in the high-tech sector.

And what of the customers? 

The United States is a major 

market, and so is the Middle 

East. The Week reports that about 

two-thirds of exports have gone 

to the region, with Saudi Arabia 

accounting for more than half the 

sales. These include fighter jets, 

worth £1.7bn; missiles (£990mn); 

and bombs (£62mn). Given that 

there is suspicion that some of 

the hardware has been used in 

the Yemen civil war, the pressure 

group Campaign Against Arms 

Trade has launched a civil review 

that is aiming to halt UK arms sales 

to the country.

This raises the question of 

whether it is possible to have an 

ethical arms export industry. The 

UK government claims that its list 

of legal criteria for arms exports 

is “one of the most robust” in the 

world. Exports cannot be made to 

nations that deny United Nations 

or European Union embargoes. 

There are also rules against exports 

to those that support terrorism or 

organised crime.

But it is a fine line, and it 

is uncertain when arms might 

be re-exported to undesirable 

locations. There have been times 

when the UK has revoked export 

licences, for example after the 

Arab Spring when it appeared 

British weapons, ammunition 

and other equipment had been 

used against civilian protesters. 

But even then, it is reported 

the sale of unrelated military 

equipment continued.

For some time now, Japan and 

the UK have worked towards closer 

defence and security co-operation. 

Last year, for example, Royal Air 

Force fighters took part in joint 

exercises with the Japan Air Self-

Defense Force, while BAE Systems 

(the former British Aerospace) is 

rumoured to be in discussions with 

Mitsubishi Heavy Industries, Ltd. 

over the joint development of a 

fighter jet (page 40).

Post-Brexit and given Japan’s 

more relaxed approach to defence-

related sales, we can perhaps look 

forward to closer negotiations 

and an ever closer relationship 

between the two nations. 

UK firms sell arms around the world. • PHOTO: DND/CAF
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WHAT LEADERS CAN DO
• Focus on growth not deficiencies
An important EI competency is the ability to work 

towards and achieve personal goals designed 

to actualise potential. Leaders who encourage 

and enable this will have more energised and 

productive teams.

• Minimise anxiety
We are hard-wired to give disproportionate 

attention to threats. An employee who worries about 

demotion, or worse, after the annual performance 

review will spend time and energy fretting and 

marshalling options, rather than on work-related 

tasks. Equally, negative feedback, however valid, 

will be counter productive if not delivered with 

sensitivity and counterbalanced by an affirmation of 

strengths and successes.

• Encourage realistic goal setting
People often avoid setting goals because they already 

feel overwhelmed, but goals can also be about 

priorities and to what you will say “no”.

• Empathise
In The 7 Habits of Highly Effective People, Stephen 

Covey writes: “Unless you’re influenced by my 

uniqueness, I’m not going to be influenced by your 

advice”. Our identities need validation just as our 

bodies need food. Hungry workers struggle to absorb 

information or follow instructions.

BY ROB RUSSELL

R esearch shows that 

exchanging a one-hour 

commute for living within 

walking distance of work provides the 

same boost to our sense of emotional 

well-being as falling in love.

Commuting is stressful, and 

many of us don’t have the option of 

walking to work. In addition, work 

itself is often stressful, as a number 

of high–profile cases of karoshi—

death from overwork—in Japan 

since the 1980s have highlighted. 

And, again, we can’t always choose 

less pressure or shorter hours.

However, we do have control 

over how aware we are of our 

emotional responses to potentially 

stressful situations, and how we 

manage them. These skills lie at the 

heart of the set of abilities known 

as emotional intelligence (EI), and 

there is a growing body of research 

showing that people with strong 

EI are healthier, happier and more 

productive.

Our two brains

Broadly speaking, our brains are 

divided into old and new parts. The 

reptilian/mammalian brain deals 

with survival responses (fight–

flight), emotions and memory. 

The new, uniquely human, brain is 

responsible for language, abstract 

thought and imagination.

EI can be defined as the 

involvement of the new brain in 

reacting to the demands of the old 

one. People vary in their EI ability 

but, unlike the relatively fixed 

cognitive intelligence—IQ—and 

personality, EI skills can be learned 

and developed even further. This is 

most commonly achieved through 

training and coaching.

Emotions and health

When we sense a threat or 

emergency, stress hormones (for 

example cortisol) are released, 

raising our blood pressure and 

enabling the delivery of oxygen and 

glucose to our muscles to help us 

run or fight. Our blood also becomes 

sticky to minimise loss after injury.

This is ideal if followed by 

appropriate action. But, when 

triggered by such things as an angry 

reminder of a looming deadline 

and followed by hours of sitting 

before a screen, the emergency 

chemicals never get burned 

off. Instead, they cause calcium 

SMART AND HEALTHY

Emotional intelligence reaps rewards at work

deposits, which damage arteries 

and can lead to heart attacks and 

strokes. This, incidentally, is one 

reason that exercise is such a boon 

to city dwellers’ health.

Cultural factors

EI is largely universal. However, 

there are important cultural 

differences between Japanese and 

non-Japanese, specifically the 

British. One key to understanding 

these differences is the Confucian 

concept of ‘socio-somatics’. 

Anthropologist Junko Kitanaka 

defines this as “a political vision 

of society in which the health of 

individuals is believed to derive 

from a harmonious social order”.

To maintain harmony in the 

workplace, Japanese—and Tokyoites 

in particular—will strive to keep their 

feelings to themselves, and refrain 

• EI leads to better health 

and productivity

• Can be taught

• Four steps for leaders to take

from complaining, questioning 

authority or showing disloyalty. 

Perhaps the famously long Japanese 

lifespans attest to an underlying 

truth in the notion that socio-

somatics is a sound basis for health.

In contrast, British workers are 

more likely to vent their feelings as 

they arise and much more likely 

to answer calls from headhunters 

and move on when a job becomes 

stressful or stifling. They are also 

more likely to use all of their 

annual leave, take sick days, seek 

compensation for work-related 

illness and see work–life balance as 

a priority. In short, the motto of the 

British could be: Look after your 

own health and happiness, and 

that of the organisation will follow.

Leaders of multicultural teams 

will want to use their EI abilities to 

take the best from both worlds. 

HEALTH
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“I hate beginning a song, the middle is only 

slightly less painful … Facing a blank page 

is a big risk”, quite shocking words from 

one of the world’s most prolific and successful 

songwriters. So said Sting when we met at a 

Tokyo hotel back in 2003 to discuss his music. 

However after a pause he did add, “Finishing a 

song is quite wonderful”. Whew!

When I think of some of the poetic lines he’s 

penned I don’t imagine someone sweating over 

a blank page. Take for example those in Love 

is the Seventh Wave; Be Still My Beating Heart; 

If You Love Someone Set Them Free; Walking on 

the Moon and The Bed’s Too Big Without You. 

Even the world’s most romantic stalker song—

Every Breath You Take—has a lyrical beauty.

When asked about the word love and 

whether it’s personal or a bigger love he’s 

talking about, Sting answered, “Love is a 

word that constantly needs to be redefined to 

maintain its power. We need to re-emphasize 

love, understanding, compassion, education 

and kindness. Those simple gestures that can 

change the world”.

Love is not the only topic Sting has captured 

in music and in conversation. He has always 

been concerned about the environment and the 

state of the world.

“I don’t separate the environment from 

politics. It’s the same problem. It's created 

by imbalances of resources, economic power, 

military power”, he said.

He is well aware that he is a pop star and 

not a politician, but hopes his music can have 

some value.

“My forum is my songs, it’s where I have 

some expertise. Trying to put some meaning 

into a pop song makes me feel as if I’m not 

wasting my time”.

Enjoying music is never a waste of time, 

and Sting has been entertaining us for almost 

get a raft of messages and smiles whenever it’s 

played, proof of the talent of a great wordsmith 

and songwriter.

And so we get back to the difficulty of writing 

songs. Sting writes the music first and believes 

if it’s structured correctly it begins to tell a 

story. That abstract narrative is then translated 

into something people can understand. He 

compares his music to mini operas with 

characters. He feels like a dramatist, preferring 

not to write confessional songs but instead is 

rather “more interested in writing about other 

peoples problems”.

He said it is the most painful thing to write 

music, so he consciously plans long tours to 

avoid writing as much as possible. And he 

admitted that walking out on stage with 20,000 

people pleased to see you is a wonderful feeling 

“that’s incredibly hard to give up”.

His pain is our pleasure. Sting has been 

performing live in Japan since 1980 and noted, 

as with many international artists, that this 

country is an important destination, not only 

economically but also on a deeper level. He 

said the Japanese people “understand” his 

music. His final comment in our conversation 

is another thing I’m sure readers of this 

magazine will relate to. It was also about 

Japan: “I hope to keep coming back. 

Keep inviting me”. 

40 years. I was a fan of The Police in my teens and 

remember in 1981 Tony Blackburn announcing 

on BBC Radio 1 the Ghost in the Machine album 

going to number one in the UK charts, their 

third successive album to do so. Early Police 

always takes me back to those times with my 

school pals when our turntables and hairstyles 

were inspired by this trio of blonde, spikey 

haired new wave stars.

So meeting Sting was quite a moment for 

me all those years later. He was a gentleman and 

very quietly spoken. I am forever grateful for 

the roads my radio career has taken me down 

and for the people I’ve been privileged to meet. 

I’ve wanted to interview all three members 

of The Police for many years and managed to 

complete the second part of the equation in 

2008 when I spoke with guitarist Andy Summers. 

That’s another story that I’ll share with you one 

day. I’m yet to meet Stewart Copeland, one of 

the world’s most incredible drummers.

I’m sure a number of people reading this 

magazine are legal aliens who like to take tea. 

And so you might relate in part to the lyrics in 

Sting’s Englishman in New York, which was 

written about another very British icon Quentin 

Crisp. It’s one of the most requested songs on 

my radio programme and always gets a nod 

of approval whenever I play it on the air or at 

events. It hits a certain spot with people and I 

PAIN AND 
PLEASURE
Sting’s love of Japan 
BY GUY PERRYMAN MBE

BEHIND THE MIC
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The A-List of Counselling and Training

Dale Carnegie Training Japan

Akasaka 2-chome Annex 5F

2-19-8 Akasaka

Minato-ku, Tokyo 107-0052

Contact Dr Greg Story, president

Phone 03-4520-5470 

inquiry-alist@dale-carnegie.co.jp

www.dale-carnegie.co.jp

Know the Book? You Will Love the Course!

Dale Carnegie pioneered corporate training. Businesses in 97 countries benefit 

from his breakthrough ideas, including 90% of Fortune 500 companies. 

How to Win Friends and Influence People has become a timeless classic and 

consistent worldwide bestseller.

The reason is simple—people’s interactions are make or break points in business. 

Whether it’s getting a team behind the leader’s goals, gaining cooperation within a 

team or making the sale, the human dimension is the critical factor.

Constant client feedback and refinement for 104 years has made us the choice for 

business solutions and organisational change. We have been assisting firms in Japan, 

in English and Japanese, for the last 53 years. 

AREAS OF EXPERTISE

• Team member engagement

• Customer service

• Sales effectiveness

• Persuasion power

• Human relations effectiveness

• Leadership development

• Process improvement

• Presentation effectiveness

• Stress management

• Global employees 

Tokyo Counseling Services (TCS) offers Tokyo and Kanagawa residents convenient 

access to a team of highly experienced, trained, qualified, licensed and nationally 

recognised mental health professionals.

Tokyo Counseling Services

Ma Maison, 2-30-21 Daizawa 

 Setagaya-ku, Tokyo, 155-0032 

Japan

Andrew Grimes, owner and chief executive officer

03-5431-3096

tokyocounselingservices@gmail.com

http://www.tokyocounseling.com/english/

AREAS OF EXPERTISE

• Counselling and management support for stress, low self-esteem, depression, 

anxiety disorders, panic attacks, compulsive behaviour, eating disorders, anger 

management, and alcohol and substance abuse. 

• The TCS team is made up of professional experts in individual counselling, couples 

and marriage counselling, divorce support, international marriage counselling and 

international family issues.

• Skype counselling

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

consultancies for permanent and contract recruitment.

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

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

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

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

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

skills and culture—our ultimate goal.

AREAS OF EXPERTISE

• Accountancy & finance

• Banking & financial services

• Legal

• Compliance & risk

• Engineering

• Chemical

• Automotive

• Manufacturing & components

• Energy & infrastructure

• General management & consultancy

• Human resources

• IT & online

• Sales & marketing

• Retail

• Luxury & consumer goods

• Healthcare

• Supply chain

• Logistics

Robert Walters Japan K.K.

Shibuya Minami Tokyu Bldg. 14F  

3-12-18 Shibuya  

Shibuya-ku, Tokyo 150-0002

David Swan, managing director

03-4570-1500

info@robertwalters.co.jp

www.robertwalters.co.jp
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Brits 
on bikes
BY CHRIS RUSSELL

F ounded by Britons Robert Williams and 

Nick Rees in 2012, Knights in White Lycra 

(KIWL) is a charity cycling team, 

comprising riders of all ages and abilities, that 

arranges annual cycle rides and other events 

to support community projects in Japan. That 

has seen the team raise money for regeneration 

projects in the Tohoku region, and now it 

rides to support the non-profit organisation 

Mirai no Mori, which organises camps for 

disadvantaged children.

To date, KIWL have raised more than 

¥30mn—a figure they expect to increase 

significantly when they set out on their annual 

ride on 25 May. This year, they are targeting a 

figure of ¥7mn, and to raise that they need all 

the sponsorship they can get.

Thankfully then, with its strong British 

connection, KIWL has received solid support 

from British Chamber of Commerce in Japan 

(BCCJ) members. Among those supporting 

the cycle team are Robert Walters Japan K.K., 

Jaguar Land Rover Japan Limited, Thomson 

Reuters Markets K.K., Harvey Nash Japan K.K., 

Icon Partners K.K., UBS Securities Japan Co., 

Ltd. and Custom Media K.K., which publishes 

BCCJ ACUMEN.

Much of the sponsorship has been driven 

by personal connections—Williams has long 

played an active role in British social life 

in Tokyo as a co-organiser of the monthly 

Brits at Lunch and often attends BCCJ events.

“We’ve known Rob Williams from attending 

many BCCJ events over a number of years, so 

when he told us in 2012 about starting KIWL, we 

did not hesitate to help promote this great cause”, 

said Simon Farrell, publisher of BCCJ ACUMEN 

and co-founder of Custom Media.

KIWL enjoys a close relationship with its 

sponsors, given that many employees of sponsor 

firms participate in the rides and other events.

In 2016, Team Thomson Reuters went out in 

force as five of us joined the charity cycling from 

Tokyo to Iwate—550km over four days—raising 

more than ¥7mn”, Ayaka Tsuchiya, a relationship 

manager at the financial information firm, wrote 

in an email.

And in the case of Robert Walters, it was 

participation by their consultants that led the 

firm to sponsor KIWL.

“We find that it is easiest to solicit 

companies who have employees 

participating in the ride”, explained Williams. 

“That is why we like to accept new riders 

every year, as it brings new sponsorship 

opportunities. Not only on a corporate 

level, but also individual riders gain a lot of 

sponsorship for their efforts from colleagues, 

friends and family”.

Others have been able to participate in ways 

beyond taking part in the cycle ride.

“Rob [Williams] approached me three years 

ago to ask if I could help find a sponsor to supply 

a support vehicle from among my logistics 

company contacts”, said Jeremy Sanderson, chief 

executive officer of Icon Partners. “At that point, I 

offered to sponsor a vehicle through my firm and 

drive it myself”.

Making a difference

Among sponsors, specific motivations differ, but 

they all ultimately come down to the difference 

CHARITY

The Knights in White Lycra as they prepared to set off on their 2016 trip.

Rob Williams (right), with supporters at the 
Imperial Palace Cycle, Jog or Walk event in April, 
where they raised more than ¥500,000.



We aim at being more than just 

“camera people”. 

Good photos are the result of 

good work, good relations and 

good people, so  our team of 

specialists are your partners to 

best answer your visual needs.  

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

www.life14.com

contact@life14.com

03.6380.1437
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CHARITY

that can be made through the projects with 

which KIWL works.

“Supporting children in need is a no brainer, 

and Mirai no Mori touches the hearts of all who 

get involved”, said Tsuchiya. “Their influence is 

not only remarkable, but life changing”.

And the nature of KIWL, as well as the 

projects it supports, dovetail with the wider 

corporate social responsibility (CSR) initiatives 

of firms, making sponsorship even more 

appealing.

“We have always championed educational 

equity challenges in Japan, as well as driven 

diversity acceptance in Japan’s workplaces 

through our business and CSR initiatives”, 

said David Swan, managing director of 

Robert Walters Japan. “We also have a history 

of supporting sports teams and events, as we 

believe sports provide people the opportunity to 

acquire important abilities such as endurance, 

teamwork and leadership.

“Therefore, it was only natural for us to 

see great value in becoming a sponsor of the 

Knights in White Lycra”.

For many, sponsoring KIWL becomes a 

repeat commitment. Thomson Reuters, for 

example, have supported the team for four years 

and are a gold-level sponsor.

“We approach previous years’ sponsors 

and many repeat their sponsorship because 

companies clearly see value in supporting 

us and the causes we ride for”, said Williams. 

“Indeed, many companies find it a positive 

association because we promote health 

and fitness, we welcome men and women 

of any ability and all ages, and we support 

local grassroots NPOs where the money 

we are capable of raising actually makes a 

positive difference”.

Looking ahead, KIWL is trying to expand its 

sponsorship base. Up until now, it has typically 

approached foreign firms, but that is beginning 

to change.

“A future goal is to encourage Japanese firms to 

sponsor us”, said Williams. “We are delighted that 

in our 5th year we have secured the sponsorship of 

our first ever Japanese company”. 

KIWL is seeking sponsorship for their 

25–28 May ride from Tokyo to Ichinoseki.  

To find out more, visit www.kiwl.net

In December, the team delivered presents to a Tokyo children’s home.Williams on a training weekend in Shimoda, Shizuoka Prefecture.

The 2016 riders at the starting line in Tokyo.



50  bccj acumen, may 2017

ARTS
1

5 APRIL–28 MAY

The Work of Walter Crane:  

Book Design and Illustration

The Chiba City Museum of Art is 

currently exhibiting the work of 

Walter Crane, an English illustrator 

born in 1845. He’s best known 

for his colourful illustrations of 

children’s books and is thought 

to be one of the most influential 

children’s picture book creators of 

his generation. He worked closely 

with the textile designer, poet and 

novelist William Morris.
PHOTO: ©BEAUTY AND THE BEAST. 1876/PRIVATE 
COLLECTION

Chiba City Museum of Art

3-10-8 Chuo

Chuo-ku, Chiba

10am–6pm  

(until 8pm on Fri & Sat)

Adults: ¥1,200

http://www.ccma-net.jp/

043-221-2311

◉ Free tickets

We have five pairs of tickets to 

give away.

2

22 MAY

James Arthur

Singer-songwriter James Arthur 

won the popular UK singing 

contest The X Factor in 2012. The 

first song he released after his 

win, Impossible, was the most 

successful single by any winner to 

date, selling 1.4mn copies.

Arthur was nominated for the 

British Artist Video of the Year and 

British Single of the Year at the 

2017 Brit Awards.

UK EVENTS IN JAPAN
COMPILED BY 
KIYOKO MORITA 
AND SOPHIA KIRTLEY

Akasaka Blitz

5-3-2 Akasaka

Minato-ku, Tokyo

Doors open: 6pm

Show starts: 7pm

Adults: from ¥7,800

http://udo.jp/concert/

JamesArthur

03-3402-5999

3

3–9 JUNE

The Merchant of Venice

Written by William Shakespeare 

at the end of the 16th century, 

this comedy tells the story of 

merchant Antonio who acts as 

guarantor for his friend Bassanio 

to Jewish moneylender Shylock. 

This screening is part of a special 

series dedicated to plays directed 

by the late Yukio Nanagawa, 

who was famous for his grand 

productions of Shakespeare and 

Greek tragedies.

Shinjuku Wald 9

3-1-26 Shinjuku

Shinjuku-ku, Tokyo

Contact venue for times

Adults: from ¥2,500

http://hpot.jp/stage/nt

03-5369-4955

◉ Free tickets

We have five pairs of tickets to 

give away.

3

2

1
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◉

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

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

coordinator@custom-media.com

Winners will be picked at random.

4

6–8 MAY

Sting

Singer and bassist for late 1970s 

new wave band The Police, Sting 

went on to launch his own solo 

career in the 1980s, drawing on 

rock, jazz and new age influences.

He has performed in Japan before, 

both with The Police and as a 

soloist (see page 45). This year 

he will perform at the iconic 

Budokan and is joined by special 

guests Joe Sumner and The Last 

Bandoleros.

Nippon Budokan

2-3 Kitanomaru-koen

Chiyoda-ku, Tokyo

6:30pm

Adults: from ¥12,000

http://udo.jp/concert/Sting

03-3402-5999

5

9 JUNE

A Monster Calls

Based on the children’s novel of 

the same name by English author 

Patrick Ness, the film tells the story 

of a young boy, Conor O’Malley, 

whose mother is terminally ill. 

One night the boy is visited by a 

tree-like monster, who tells him 

three stories. There is a fourth 

story, which young MacDougal 

must tell. In 2012, the novel won 

two annual prizes: the Carnegie 

Medal literary award and the Kate 

Greenaway Medal.
PHOTO: ©2016 APACHES ENTERTAINMENT, SL; 
TELECINCO CINEMA, SAU; A MONSTER CALLS, AIE; 
PELICULAS LA TRINI, SLU.

Toho Cinemas Miyukiza

1-1-3 Yurakucho

Chiyoda-ku, Tokyo 

Adults: ¥1,800

http://gaga.ne.jp/kaibutsu/

050-6868-5013

◉ Free gift

We have three A Monster Calls 

sketchbooks to give away.

6

26 MAY

Madama Butterfly  

(From the Royal Opera House)

Italian opera composer Giacomo 

Puccini first brought the 

highly popular production of 

Madama Butterfly to the Royal 

Opera House in London in 1905. 

Its 2017 incarnation, which 

features acclaimed soprano 

Ermonela Jaho alongside many 

other fine singers, will be screened 

in cinemas across Japan.

Madama Butterfly, relating 

the story of Butterfly and 

Pinkerton, takes place in 

19th-century Nagasaki.
PHOTO: ©BILL COOPER

Toho Cinemas Nihonbashi

Muromachi Coredo 2, 3F

2-3-1 Nihonbashi Muromachi

Chuo-ku, Tokyo

Adults: from ¥3,600 

Students: ¥2,500

http://tohotowa.co.jp/roh/

◉ Free gift

We have five decorative magnets 

depicting the Royal Opera House 

to give away.

4

5

6
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COMMUNITY

1

BCCJ President David Bickle presented 

his annual report to BCCJ members.

2

BCCJ Executive Committee members 

Simon Farrell (left), publisher of BCCJ ACUMEN, 

and Trevor Webster, managing partner at the 

Taylor Brunswick Group.

3

A performance by the British Embassy Tokyo’s 

taiko drummers preceded the formal business.

4

Attendees enjoyed the drumming and gardens.

BCCJ AGM

1

3

42
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COMMUNITY

1  |  SPORT

Bill Beaumont CBE, chairman of World Rugby, 

and Shinzo Abe, prime minister of Japan, posed 

with The William Webb Ellis Cup at the 2019 

Rugby World Cup pool draw in Kyoto on 10 May.

PHOTO: WORLD RUGBY VIA GETTY IMAGES 

2  |  BCCJ EVENTS

Executive Committee (Excom) members 

Florian Kohlbacher (left), director of the 

Economist Corporate Network, North Asia, and 

Philippe Fauchet OBE, outgoing president of 

GlaxoSmithKline K.K., at the BCCJ’s lunch event 

with Tokyo Governor Yuriko Koike on 6 April at 

the Grand Hyatt Tokyo (page 18).

3  

Yuji Honda, head of strategy and legacy for 

the 2019 Rugby World Cup (RWC) Organising 

Committee; Sam Pearson, partnership 

development director at CSM Sports & 

Entertainment; and David MacCallum, 

commercial director for Asia at the STH Group, 

spoke at a RWC Pool Draw event on 10 May at 

the Roppongi Hills Club jointly held by the BCCJ 

and the Australian and New Zealand Chamber 

of Commerce in Japan.

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

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

UK–Japan events

1

2

4

53

4  |  DIVERSITY

Mental health charity TELL participated in this 

year’s Tokyo Rainbow Pride festival on 7 May.
PHOTO: TELL JAPAN

5  |  SPORT

On 30 April, 16 students from the 

British School in Tokyo were invited by the 

Japan Cricket Association to participate 

in matches during breaks in the 2018 

International Cricket Council Women’s World 

T20—East Asia–Pacific Qualifier 2017 in Sano, 

Tochigi Prefecture (page 11).
PHOTO: BRITISH SCHOOL IN TOKYO
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BY IAN DE STAINS OBEBOOK REVIEW

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

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

The winners will be picked at random.

There must be dozens—if not 

hundreds—of books out there on 

Tokyo. Almost everyone in Japan 

with aspirations to be a writer has 

produced one. But there always 

seems to be an appetite for more, 

especially for one as insightful and 

well written as Stephen Mansfield’s 

latest offering. He has broached 

the subject before (Tokyo: A 

Cultural and Literary History), but 

in this volume has proved himself 

beyond doubt. His photojournalist 

eye and facility with language 

make this British-born, long-term 

resident of Japan an ideal observer 

of, and commentator on, Japan.

Here is his wonderful 

introduction to the book, which 

is subtitled Disasters, Destruction 

and Renewal: The Story of an 

Indomitable City:

“The flocks of Grus japonensis, 

the red-crowned crane, wading 

in the winter salt flats and tidal 

marshes were not alone among 

avians nesting or sojourning along 

the swampy inlets of the bay. There 

were kestrels, egrets, Mongolian 

plovers, curlews, hawfinches, and 

the Japanese crested ibis, but it was 

the migratory crane—omnivorous 

consumer of crabs, snails, 

salamanders and dragonflies—

that would acquire special 

distinction as a Taoist symbol of 

immortality and fidelity, before it, 

too, like the city destined to rise 

here, would pass through cycles 

of growth, near extinction, and 

transformation”.

Tokyo has a long history and 

Mansfield manages to cover it 

succinctly in his book, which 

spans its earliest days through 

to the present, recounting how 

often the city has faced almost 

complete destruction—everything 

from natural disasters to regime 

change—only to rebuild itself and 

rise again.

Not surprisingly, Mansfield 

touches on the Great Kanto 

Earthquake of 1923 that within 

minutes levelled two-thirds of 

Tokyo and much of neighbouring 

Yokohama. The second tremor 

and resulting fires only added to 

the damage.

“Builders at the Imperial 

Palace, tasked with reconstructing 

damaged sections of the old 

fortifications in the aftermath 

of the earthquake, would come 

across a number of skeletons 

standing erect within the walls. 

Known as hito bashira (pillar men) 

the gruesome sight, adding to the 

already phantasmagoric character 

of the city, recalled an ancient 

custom whereby human sacrifices 

were incarcerated within river 

embankments, bridges and castles 

in the belief that such offerings 

would appease the gods and 

reinforce the structures”.

In Tokyo, there is quite a story 

to tell and Mansfield manages to 

do it with great skill. He paints a 

picture of a city that is perhaps 

unrivalled in its uniqueness. As he 

puts it, “Tokyo … does not need a 

past for its future to flourish”. And 

so it would seem.

The book is wonderfully 

illustrated and has a most helpful 

bibliography. Rather more 

unusually, but equally useful, it 

has a filmography, which is quite 

extensive. 

Tokyo: A Biography
Stephen Mansfield
Tuttle
$15.95



Home Gym Package Plans 

Value Home Gym Package 
·POWER PERSONAL Essential 
(Chrome)¥480,000 

·BIKE FORMA¥450,000 
·ACTIVE SITTING¥31,000 
《Total¥961,000》

..... 一 ¥912,950

Call: 0120-576-876 
Mail: jp_ hh@technogym.com 

Let Technogym create your customized home gym design or propose specific products 
for your workout space. 

Stylish Home Gym Package 
·WELLNESS RACK¥105,000 
·MYRUN¥500,000 
·UNICA¥1,130,000 
•GROUP CYCLE¥450,000 
·ACTIVE SITTING¥31,000 
《Total¥2,216,000》

Visit: Seafort Square Center Bldg. 18F, 2-3-12 Higashishinagawa, Shinagawa-ku, Tokyo 

一 ¥1,994,400

..... 



PART 1
Learn how to appreciate kabuki in English with the 
guidance of a kabuki actor and a TV personality

PART 2
Uncover the mystery of Kenuki
From the Kabuki Juhachiban—the 18 best kabuki plays

Featuring Nakamura Kinnosuke as Kumedera Danjo 
and Kataoka Takataro as Koshimoto Makiginu

Discover 
KABUKI

Appreciate 
kabuki theatre 
in English with 
free audio and 
live subtitles

NATIONAL THEATRE 
Friday, June 16, 2:30pm and 6:30pm 

Book now! 
TEL. 03 3230 3000 
 10:00 –18:00 in Japanese and English

http://ticket.ntj.jac.go.jp/top_e.htm

Price 
1st  Grade 3,900yen / 2nd Grade 1,500yen
* A special discount price is available for students and 

disabled guests. Please inquire at the Box Office for details.

NationalTheater_ACUMEN_v4.indd   1 2017/05/11   10:03
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