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The TV camera rolled, I blinked in the arc lights and tensed as the 

interviewer put his question. “How did you feel when you heard 

Prince Harry had chosen an elderflower-and-lemon cake for his 

wedding?” I was relieved; that’s a bit easier than dealing with my usual fare 

of Brexit, North Korea and the Salisbury chemical weapon attack. In fact 

we were filming a programme featuring a former chef from Buckingham 

Palace who was visiting Tokyo, and had come to the Ambassador’s 

Residence to showcase British cakes and desserts.

It always fascinates me how other countries take so much interest in 

our royal weddings, even great republics like the United States. 

Of course we do the splendour and the pageantry very well in Britain. 

That’s great for tourism, which is really important for the UK economy. 

But there’s also always something special about a wedding. It reminds 

you of your own happy day and all the good things that have flowed 

from it. Somehow the royals are able to personify that generalised sense 

of optimism for all of us. And Prince Harry and Meghan Markle make a 

particularly handsome and popular couple.

Having experienced combat action in Afghanistan, Prince Harry 

has a special bond with the military—one he reciprocates through his 

support of the Invictus Games, and his work with injured servicemen 

and women. When I was High Commissioner of the United Kingdom to 

Australia, I remember him attending the great gathering of ships from 

30 nations in Sydney’s magnificent harbour for the 100th anniversary of 

the Royal Australian Navy.

BY PAUL MADDEN CMG
BRITISH AMBASSADOR TO JAPAN

FROM TRADE TALKS 
TO WEDDING BELLS

DESPATCHES

I thought of that last month, when I went on board HMS Sutherland, 

which was at the Port of Yokosuka, before heading off for some joint exercises 

with the Japan Maritime Self-Defense Force. 

With other ship visits to follow later this year, we are really seeing 

the closer security ties that Prime Ministers Theresa May and Shinzo Abe 

signed up to last year becoming a reality.

Plans for our new bilateral trade and economic relationship are 

moving forward too, following the March European Council’s agree-

ment that Britain will be able to negotiate and sign new trade deals 

during the Brexit implementation period, starting when we leave the 

EU in March 2019. Those deals would come into force at the end of 

the implementation period in December 2020. Both Japan and Britain 

are looking for an ambitious new agreement, based on the EU–Japan 

Economic Partnership Agreement, which is due to be signed in July 2018. 

The next meeting of the Japan–UK Trade and Investment Working Group 

takes place in London in May 2018.

Prince Harry and Meghan Markle • PHOTO: KARWAI TANG / GETTY IMAGESFrom left: Ambassador Madden with the Rt Hon Mark Field MP, Minister for Asia and the Pacific at the 
FCO, and Tokyo Governor Yuriko Koike • PHOTO: BRITISH EMBASSY TOKYO

It always fascinates me how other  

countries take so much interest in our royal 

weddings, even great republics like  

the United States.
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DESPATCHES

We had Foreign & Commonwealth Office Minister Mark Field and 

senior officials from the Department for International Trade and the 

Department for Exiting the European Union all come through Tokyo in 

April. Whilst the Japanese businesses they met still had concerns about 

how Brexit will work, the initial shock here following the referendum result 

seems to have been replaced by a calmer pragmatism. In fact, we haven’t 

seen any fall-off in flows of new investment from Japan over the past year.

I also enjoyed hosting Health Secretary Jeremy Hunt, who was in Tokyo 

in April for a conference on patient safety. He still speaks impressive 

Japanese, which he learnt during a couple of years working here in his 

twenties, and is a big fan of this country. I invited his former host family 

round for a hisashiburi drink. 

But I think my favourite guest this year has been Dame Darcey Bussell DBE, 

star of the Royal Ballet and TV’s Strictly Come Dancing, who delivered 

the annual Daiwa Lecture at my residence in March. Former Royal Ballet 

lead Miyako Yoshida, as well as Tamiyo Kusakari, star of the wonderful 

1996 Japanese film Shall We Dance, also came round to join us. 

HMS Sutherland leaves the US Naval Base in Yokosuka. • PHOTO: US NAVY / PETER BURGHART

From left: Ambassador Madden, his daughter Francesca, Dame Darcey Bussell DBE   
and his wife Sarah • PHOTO: BRITISH EMBASSY TOKYO

The initial shock here following  

the referendum result seems to 

have been replaced by a  

calmer pragmatism. 

CONGRATULATIONS 
to Prince Harry and Meghan Markle on the occasion of their marriage,  

and to The Duke and Duchess of Cambridge on the birth of Prince Louis!

www.custom-media.comwww.bst.ac.jp

Heartfelt congratulations from The British School in Tokyo! Congratulations from all at Custom Media!



www.britishairways.com www.globalservices.bt.com/jp/en/home

www.cunard.jp www.sc.com/jpwww.candlewick.co.jp/en

CONGRATULATIONS TO THE ROYAL COUPLES! 

www.british-hills.co.jp

Talking Sports Economy
at the British Embassy Tokyo 
A seminar and panel discussion at the British Embassy Tokyo sees industry 

experts from the UK and Japan give their insights into how global sporting 

venues can generate revenue by using the latest technology.

For our full report: BIJ.TV

To be featured on BIJ.TV, please contact: Anthony Head • anthony@custom-media.com • 03-4540-7730



PUBLISHER 

A nother old Tokyo hand has joined that 

great British expat community in the 

sky. Doreen Simmons passed away on 

April 23, aged 85. I used to bump into her at 

Japan-British Society events and Irish pubs in 

Tokyo, and she was always friendly and funny. 

Born in Nottingham, East Midlands, she 

read theology and classics at Girton College, 

Cambridge, when opportunities for women in 

higher education were very limited. 

After living in Singapore, she returned to the 

UK to teach before moving to Japan in 1973. 

Her July 2012 BCCJ ACUMEN interview says: 

“As well as NHK and her main job at the Foreign 

Press Center, Simmons also works at the House 

of Councillors and the House of Representatives, 

as well as the National Diet Library, checking 

English-language materials and occasionally 

helping negotiations with overseas entities”.

NHK had recruited her as a pundit in 1992 

to bring “colour and character”—and her self-

taught specialism—to its new English-language 

sumo service.

She soon became a cult-like figure for foreign 

fans, and a heavyweight fixer for visiting journalists 

when gambling, bullying and corruption scandals 

rocked the tight world of sumo.

Who could forget her classic BBC interview 

in 2011 when she spoke of “scuffles and grunts” 

from the sumo stable opposite her home as 

she took out the rubbish? Despite the ban on 

females in stables, except wrestlers’ wives or 

daughters, Doreen was a regular at her local 

dohyo in Ryogoku, sumo’s spiritual heartland. 

One can only imagine her reaction in early April 

after nurses trying to save a man’s life were 

ejected from a dohyo in Kyoto because women 

were considered “impure”.

A Mensa member, Simmons was also a 

Mastermind contestant, bungee jumper at age 68, 

Irish and African drummer, audiobook voice of 

Miss Marple, tattooed volunteer, and lone 

traveller to remote places such as Mongolia 

several times with Habitat for Humanity.

She regularly worshipped at St Alban’s 

Anglican-Episcopal Church in Shibakoen, Tokyo, 

performed with the Tokyo International Players 

and sang in the British Embassy Choir.

Phil Robertson told me that she was very 

sociable and rarely missed gatherings of the 

Cambridge & Oxford Society or Brits at Lunch 

where her erudition, kindness and wicked 

humour won her many friends and admirers.

In November 2017, the government awarded 

her the Order of the Rising Sun, one of Japan’s 

highest honours. Doreen will be sorely missed. 

 

 

More awards 

Doreen would have been delighted at six more 

Britons being gonged by Japan one week after 

her demise. Recipients earned an Order of the 

Rising Sun for their priceless work as diplomats, 

writers, artists and academics. (See page 19). 

The sun rises and falls
Sayonara, Doreen, and congrats to six Brits

simon farrell |  simon@custom-media.com

She soon became a cult-like 

figure for foreign fans,  

and a heavyweight fixer for 

visiting journalists

PHOTO: PHIL ROBERTSON

Exercise your grey matter and give back with the Knights in White Lycra (KIWL)!

KIWL is an international amateur group of men and women of all ages and abilities seeking to get fit
and give back through sport and other events. KIWL raises funds for disadvantaged children in Japan.

KIWL Annual Pub Quiz
7pm, Wed. May 23 2018, Hobgoblin Roppongi

Empowering Disadvantaged Children

To enter, e-mail info@kiwl.net
Insert “KIWL Quiz” in subject line,

and state the number of participants.
www.kiwl.net  

Play in a team (max. 4) or individually
Prizes for winners and raffle prizes ▪ ¥3,000 entry includes two drinks!
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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”.

London has been ranked top of a list of the best cities in the world 
for university students. Tokyo came in second place, the BBC reported 
on 9 May.

The ranking, from the QS higher education group, looked at access 
to culture, job prospects, the number of world-class institutions, the 
cost of living and affordability.

While London scored high on access to culture and the number of 
institutions, Tokyo won points on its desirability, which takes into 
account factors such as safety, pollution and quality of life.

UK-Japan FTA to be based  
on Tokyo’s trade pact with EU

London tops student city list

Scottish crisps big in Japan

Crisp maker Mackie’s, based in Taypack, Aberdeen-
shire, has experienced an increase in its sales to 
Japan in recent months, according to The Herald 
on 17 April. 

The newspaper reports that the firm sent 20 
containers of crisps to Japan in the two months to 
mid-April, more than had been its aim.

Some 2.5 million packets of crisps were sent 
to Asia by Mackie’s over the past year, with 
Taiwan, Thailand and South Korea among its new 
destinations, along with the existing markets of 
China and Singapore.

Japan and the European Union look set to ink a trade deal in Brussels 
in mid-July, the Nikkei Asian Review reported on 19 April. They expect it to 
come into force before the UK leaves the EU.

The European Commission, which implements EU decisions, aims to 
have the draft approved in late June, with the Japanese Cabinet endorsing it 
around the same time, ahead of the signing in July.

Ratification of the agreement should take place by the end of the year, 
and a later UK–Japan bilateral pact will be based on the EU–Japan deal, the 
report says.

It adds that having an EU–Japan pact in place ahead of the UK’s exit from 
the union would enable talks between Tokyo and London to begin sooner.

James Taylor, commercial director of Mackie’s 
PHOTO: IAN GEORGESON

Car firm to cut hundreds  
of jobs at Sunderland plant
Nissan Motor Manufacturing UK will cut hundreds 
of jobs at its plant in Sunderland due to a collapse in 
sales of diesel cars, the Financial Times reported on 
20 April.

The report said the plant, which employs 7,000 
people, had seen sales of diesel cars fall as a result 
of increased taxes on diesel fuel and confusion 
over possible future government bans of such cars.

A Nissan spokesman nevertheless was quoted as 
saying that the firm expected production volumes 
to increase.

No better post-Brexit deal than 
current single market, says envoy
Japanese Ambassador to the UK Koji Tsuruoka said the UK could have 
no better post-Brexit deal than the current single market, according to a 
report by The Independent on 22 April.

In the article, the envoy was also quoted as saying the UK’s standing 
as a gateway to Europe was the reason many Japanese firms had 
invested there, and “if that is in danger, if that is no longer sustainable, 
of course they will have to look at what they will have to do best”.
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Tennis: UK fails to reach 
Fed Cup World Group
In tennis, Japan beat the UK in the Fed Cup 
promotion play-off, dashing hopes of being 
able to play in the World Group, the BBC 
reported on 22 April.

The deciding doubles rubber saw 
Miyu Kato and Makoto Ninomiya beat 
Johanna Konta and Heather Watson 3-6, 
6-3, 6-3 with Watson having earlier lost to 
Kurumi Nara and Konta beating Naomi Osaka.

The last time Britain competed in the 
World Group was 1993.

Takeda to buy Shire 
A buyout of UK-founded, Ireland-headquartered pharmaceuticals 
firm Shire by Japan’s Takeda Pharmaceutical was agreed, after the 
former had rejected a cash and stock offer in mid-April, the BBC 
reported on 8 May.

The original offer, worth £43bn, would have given Shire shareholders 
ownership of about half of the new group. However, Shire claimed 
the offer undervalued the firm and its growth prospects, the report 
said. The accepted offer involved a £46bn deal. The news of the rejected 
offer and the continuing talks saw Shire share prices rise over the 
following days.

Meanwhile, Takeda’s shares tumbled on the Tokyo Stock Exchange, 
while talk of further offers continued, with the figure increasing 
each time until the deal with announced.

In its roundup of Japanese-to-English translations 
for the upcoming months, Nippon.com reported 
on 10 April that the latest novel by celebrated 
author Haruki Murakami will be released in 
English in the UK on 9 October.

The eagerly-awaited Killing Commendatore, 
translated by regular Murakami collaborators 
Philip Gabriel and Ted Goossen, tells the story of 
a painter of portraits who finds an undiscovered 
piece by a famous artist. 

The website says F Scott Fitzgerald’s The 
Great Gatsby has influenced Murakami’s book.

PHOTO: ELENA SEIBERT

English release date set for Murakami novel

First Nova 1 train departs 
for north England, Scotland
The first of a new batch of trains to be sent to the UK left Japan in 
mid-April, bound for a new life serving passengers in Scotland and the 
north of England with TransPennine Express, Rail Professional reported 
on 20 April.

The Hitachi Limited-built Nova 1 trains, which are scheduled to 
arrive in the UK in June, will offer free Wi-Fi in all classes, along 
with a new streaming entertainment system for passengers travelling 
between Liverpool and Manchester to Leeds, Newcastle, Edinburgh 
and other cities.

Skateboarding in doubt
Team GB’s hopes of entering a team in the skateboarding events at the 
2020 Tokyo Olympic Games may have been dashed by a funding crisis 
after Skateboard England lost its Sport England backing, according to 
Japan Today on 19 April.

Skateboarding is set to make its debut in Tokyo, with four medal events 
in the two categories of park and street. The report says that other Olympic 
skateboarding hopefuls in countries such as Australia, Spain and Germany 
are receiving government funding.

The first batch of trains being loaded onto ships in Japan • PHOTO: HITACHI RAIL EUROPE
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The result of the 2018–19 BCCJ Executive 

Committee (Excom) election was 

announced to BCCJ members at our 2018 

Annual General Meeting (AGM) on 26 April.

The meeting, held at the Conrad Hotel Tokyo, 

was attended by more than 80 members and 

British Ambassador to Japan Paul Madden CMG.

In his opening remarks, the Ambassador 

described a successful year for UK–Japan 

relations and a deepening of ties following 

Prime Minister Theresa May’s visit to Japan last 

year. He noted that the UK’s forthcoming exit from 

the European Union presents an opportunity to 

develop ambitious new free trade deals.

The election

It was a pleasure to announce that this year’s 

Excom election attracted a record turnout of 

voters—about 45% of BCCJ members—for 

the online poll. The following 15 individuals 

were elected:

• Alison Beale, University of Oxford Japan Office

• David Bickle, Deloitte Tohmatsu Tax Co.

• Mark Dearlove, Barclays Securities Limited

• James Dodds, KPMG

• Will Farquhar, Aston Martin Japan

• Philippe Fauchet OBE, GSK K.K.

• Iain Ferguson, Lloyd’s Japan Inc.

• Susumu Kaminaga, individual member

• Tove Kinooka, Global Perspectives K.K.

• Florian Kohlbacher, The Economist Group

• Heather McLeish, EY Japan

• Reiko Sakimura, Clifford Chance Law Office

• Noriko Silvester, Candlewick Co., Ltd.

• Richard Thornley CBE, individual member

• Trevor Webster, Taylor Brunswick Japan K.K.

David Bickle was elected as chairperson of  

Excom and BCCJ president for a fifth term.

Chris Heffer, director of UK Trade and 

Investment at the British Embassy Tokyo and 

Matt Burney, director of the British Council 

Japan, will continue to represent their respective 

orga ni sations as ex-officio members of Excom.

Each Excom member serves at least one 

Excom taskforce during this Chamber year. 

Taskforces include: Membership, Events, Com -

munications, Community, Diversity and Inclusion, 

and the British Business Awards. Taskforce heads 

will be decided in the coming weeks.

2020 Vision

The Chamber continues to work to connect 

members with community and business oppor-

tunities surrounding the 2019 Rugby World Cup 

and the Tokyo 2020 Olympic and Paralympic 

Games. The events promote openness and hold 

the promise of long-term rewards for firms that 

are committed to growing their business here.

Drawing on lessons learnt from the work 

of our Global Sporting Events, Diversity and 

Inclusion, and Community taskforces, a new 

and exciting 2020 Vision project is underway. 

You can read more about this in the next issue  

of BCCJ ACUMEN.

AGM Q&A

Questions were asked from the floor about the 

BCCJ’s engagement with the European Business 

Council and our commitment to diversity and 

inclusion. The number of female members at 

the BCCJ has grown steadily over the past seven 

years—a trend Excom will try to continue.

Thank you

On behalf of the BCCJ office team, thank you very 

much to everyone who voted in this year’s election 

and attended the AGM, as well as to the hotel staff.

We also thank the outgoing Excom and the 

Chamber’s independent provider of audit-related 

services, OC & Associates.

Supported by the 2018–19 Excom, we look 

forward to an active and exciting chamber 

year ahead! 

EXECUTIVE DIRECTOR

Votes and vision
Your new Executive Committee 

lori henderson mbe
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MEDIA

JAPAN NEWS
BY MARK SCHREIBER

Materials summarised from these vernacular press reports 

are the property of copyright holders that are credited.

Most people who engage in commercial 

transactions in Japan will agree that the saying 

“genkin banno”—cash is king—still applies. 

Use of personal cheques is a rarity, while credit 

cards and other money substitutes, which have 

made gains over the past several decades, still 

tend to be utilised considerably less than in 

other advanced economies. 

But this may be changing. An online survey 

of 1,676 adults conducted by the Asahi Shimbun 

vernacular newspaper (21 April) reveals that 

the ratio of respondents preferring cash to 

cashless was split precisely down the middle. 

The former gave such explanations for favouring 

cash as “being accepted anywhere”, “keeping 

one more aware of the value of goods and 

services”, and “making one less concerned about 

overspending” (as opposed to when using 

e-money or credit cards). 

cash no longer king in japan
Laboratory Inc. and other organisations are 

projecting it will approach 40% by 2025.

As a walletless society emerges, new ways 

to spend money will inevitably be developed. 

A smartphone app now facilitates splitting the 

restaurant tab after lunch for instance. When 

an establishment called Café de K opened 

for business last November in Sapporo, it 

posted a sign at the entrance stating, “Cash not 

accepted.” Payment there can be made only 

using e-money or a credit card, meaning a 

walletful of cash will be all but useless. 

A survey conducted in 2017 by Dentsu Inc., 

Japan’s largest advertising agency, found that 

78.3% of respondents agreed that they preferred 

cashless transactions. According to another 

survey, 53.8% of teen respondents said they 

prefer making cashless payments—1.5 times 

more than the respondents in their 20s.

Meanwhile, those preferring to eschew 

cash gave as their reasons that they liked being 

credited with shopping points, don’t need to go 

to a bank to get money, and find it troublesome 

to walk around carrying large sums of money. 

The most popular cash substitutes mentioned 

(with multiple replies given) were credit cards 

(827 people), prepaid cards such as Suica and 

PASMO issued by railways (661), WAON issued 

by the AEON retail chain (313), other types of 

prepaid cards (150), Rakuten Edy (132), debit 

cards (77), and smartphones (27). 

Despite the low ranking of smartphones, a 

front-page story of the Nikkei Marketing Journal 

of 23 April forecasts that smartphones soon will 

be used instead of cash. 

While just 20% of consumers used cash 

substitutes in 2011, the percentage has been 

rising sharply since. Surveys by ePayments 

As a walletless society emerges, new ways to 

spend money will inevitably be developed. 
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The drugstore—a term used in Japan to indicate 

what is essentially a variety store with a licence 

to dispense prescription pharmaceuticals—

continues to nibble away at supermarket sales. 

Shukan Jitsuwa (12 April) reports that the 

Japan Chain Drugstore Association last year 

realised total retail revenues of ¥6.5bn, a gain 

of 5.6% over the previous year. The number of 

outlets nationwide increased 2% over the 2016 

figure, to reach about 20,000 nationwide. 

“About 10 years ago, annual sales by drug-

stores were around ¥5tn, which means over 

the past decade they’ve grown another ¥1.5tn”, 

according to a retail industry source. “The 

industry expects that, by 2025, the total will 

reach around ¥10tn, bringing it within striking 

distance of supermarkets’ revenues of ¥13tn. 

It’s even possible that drugstore sales will exceed 

those of supermarkets.”

A number of factors are seen as supporting 

their growth. 

“One is the addition of food and beverages 

to their product mix”, according to the afore-

mentioned source. Drug stores “are located 

on main streets near or leading to residential 

neighbourhoods, and offer extensive parking 

space, which consumers appreciate. While only a 

few of them carry perishable items such as fish 

or meat, recently they’ve begun carrying fresh 

produce such as potatoes or onions”. 

A reporter who covers the retail trade said 

that the Aeon Group, Japan’s largest retailer, 

reported operating losses of ¥1.65bn for its 

fiscal year ending February 2015. In the period 

ending February 2018, the losses had risen to 

some ¥2.16bn. 

In recent years, Aeon has sunk large invest-

ments into shopping malls, which appeal to 

customers who drive. The product mix at these 

shops largely overlaps that of its drugstores. 

“Roads accessing malls are frequently 

jammed, and even at those malls with large 

parking areas, drivers often have to wait for 

a parking space”, the retail industry source 

pointed out. “Initially, they were seen as a 

curiosity and attracted customers. But their 

congestion has alienated many, who stopped 

going there. The drugstores are now exploiting 

a niche linked to neither supermarkets nor 

convenience stores”, he offered.

Another development of interest is the 

Don Quixote discount chain’s acquisition of a 

40% interest in Uny Co., Ltd., Japan’s third-largest 

supermarket chain. With some 200 outlets, 

mostly in Aichi and Shizuoka Prefectures, its 

annual revenues of around ¥800tn were third 

nationwide behind Aeon and Ito Yokado.  

Competition among drugstore chains has 

been intense, with revenues of the long-running 

former leader, Matsumoto Kiyoshi, dropping to 

third place overall in 2017. It was supplanted by 

Tokyo-based Welcia Holdings Co., Ltd., which 

achieved year-on-year growth of 17.9% for the 

fiscal year to February 2017. 

Sales of food accounted for 21.2% of total 

revenues, a level roughly the same as for medica-

tions, sundries and health foods. Sapporo-based 

Tsuruha Holdings Inc., in second place, last year 

grew 9.4%. 

ageing population  
elevates drugstore revenues

Hiroshima-based Times Mobility Networks Co., 

Ltd. announced on 18 April through its website 

that between that day and 13 July, 2018, it would 

start short-term rentals of Jaguar and Land Rover 

models, including the Range Rover Evoque and 

four other sports-SUV versions, and the Jaguar 

F-type. Those holding a Times Club card will 

be able to rent vehicles starting from as little as 

¥7,900 for six hours. 

The campaign was timed to attract drivers 

during the holiday-studded Golden Week 

period of consecutive national holidays and two 

weekends, between 28 April and 6 May. 

According to the firm’s website, on reserving 

a car arrangements easily could be made to take 

delivery of the vehicle at an airport, a shinkansen 

or other railway station, or at a Jaguar Land 

Rover dealership. 

Times operates more than 400 motor rental 

outlets, with a fleet of 28,956 domestic and 

imported models (as of October, 2017), plus 

another 20,033 vehicles available for car sharing.

jaguar land rover rental campaign

PHOTO: CUSTOM MEDIA





PRESIDENT

On 26 April I had the honour of fulfilling 

my final duty as the 2017–18 president 

of the British Chamber of Commerce 

in Japan (BCCJ). This was to deliver my report to 

the BCCJ Annual General Meeting, held at the 

Conrad Tokyo Hotel. The purpose of the report 

is for members to understand what the BCCJ 

has accomplished over the past year, and also 

how the chamber has achieved these results. For 

me, it is this “how”—the process—that makes 

the BCCJ special, and for that we have to thank 

our dedicated office team.

There were a number of personnel changes 

over the past year, and it is testament to the 

dedication of all involved that the chamber 

continued to perform consistently well throughout. 

Most notably, Lori Henderson MBE returned 

from maternity leave to resume her leadership 

role as executive director. In doing so, she took 

back the reins from Emma Hickinbotham, who 

had done a marvellous job in her absence. 

Sam Maddicott joined shortly afterwards, with 

responsibilities for membership and marketing, 

and throughout we benefited from the constant 

and stabilizing presence of our office manager—

the indefatigable Sanae Samata. Rightfully, 

their efforts were unanimously applauded 

by members.

 

Sharing successes 

In terms of activities, I am pleased to report 

that the BCCJ now hosts more than 40 high-

quality events per year, with the number of 

attendees having more than doubled from 

1,060 in 2011–12 to 2,339 in 2017–18. This 

audience is increasingly diverse, and drawn 

from across our membership and external 

public and private sector stakeholders. 

Attendance and diversity are key measures of 

performance for the BCCJ, as it is by developing 

a deeper and wider pool of active participants 

that we can provide members with a more 

effective platform for business exchange 

and networking.

Among the highlights, the British Business 

Awards is an event now cemented in the calendar 

as a showcase for UK–Japan commercial success. 

We welcomed a record 350 guests in 2017, and 

attracted coverage in national print and online 

media for our winners. The BCCJ is keen to 

share successes such as these of its members, 

and I am delighted to report that efforts to 

improve the quality of BCCJ online content have 

led to a 20% increase in traffic to our website over 

the past year.

To keep the BCCJ at the forefront of chamber 

activity in Japan, and to ensure that the BCCJ 

office team is appropriately resourced to support 

the needs of members, we have reorganised the 

membership and fee structure to ensure that the 

financial burden of BCCJ operations is shared 

more equitably. In doing so, we have reduced 

the number of membership categories from 

five to four.

These decisions have not been taken lightly, 

and whilst the chamber owes a debt of thanks 

to its office team, there was also a tremendous 

contribution from the Executive Committee 

(Excom). It was a privilege to work with such an 

experienced and capable group of people—an 

honour eclipsed only by the opportunity I now 

have to chair the newly elected Excom in the 

year ahead. 

All change
Amid personnel changes, the BCCJ goes from strength to strength

david bickle  |  @BCCJ_President
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Efforts to improve the quality  

of BCCJ online content have 

led to a 20% increase in traffic  

to our website
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AWARDS

Graham Holbrook Fry KCMG (68) of Cambridge  
Grand Cordon of the Order of the Rising Sun

Contributed to promoting friendly relations and 

mutual understanding as well as strengthening 

economic relations between Japan and the UK

• Former Ambassador of the United Kingdom  

 to Japan  

• Former member of the board at Eisai Co., Ltd. 

• Former member of the Governing Body, School  

 of Oriental and African Studies, University  

 of London

Alan Spence (70) of Edinburgh 
The Order of the Rising Sun, Gold Rays with Rosette

Contributed to developing haiku poetry in the  

UK and promoting mutual understanding between 

Japan and the United Kingdom

• Poet, author 

• Emeritus professor at the University of Aberdeen  

• Edinburgh Makar

Chan Mei Ling Agnes (62) of Hong Kong 
The Order of the Rising Sun, Gold Rays with Rosette

Contributed to improving Japan’s international 

standing and the welfare of children

• Former ambassador of the Japan Committee  

 for United Nations International Children’s  

 Emergency Fund 

• UNICEF regional ambassador for East Asia and  

 Pacific Region 

•  Singer

Kazuo Ishiguro OBE (63) of London 
The Order of the Rising Sun, Gold and Silver Star

Contributed to promoting understanding of Japan 

in the United Kingdom as well as promoting 

cultural exchange and mutual understanding 

between Japan and the UK

• Novelist 

• Nobel Laureate in Literature 2017

Peter Heginbotham OBE (72) of Stockport 
The Order of the Rising Sun, Gold Rays with  
Neck Ribbon

Contributed to promoting friendly relations and 

exchanges between Japan and the UK

• Former Honorary Consul of Japan in Manchester

Jane Mallory Birkin OBE (71) of Paris, France 
The Order of the Rising Sun, Gold Rays with Rosette

Contributed to promoting mutual understanding 

and cultural exchanges between Japan and France

• Singer, actress

Tokyo honours six Britons
The Government of Japan has named six Britons in the 
2018 Spring Conferment of Decorations on Foreign Nationals—
among the 140 recipients, including 21 women—for their 
“outstanding contributions to their respective areas”. 

PHOTO: FRANKIE 
FOUGANTHIN  
(CC BY-SA 4.0) VIA 
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A few weeks ago, I invited some people 

to a discussion meeting. They were 

individuals enrolled in one of my open 

seminars. It was a fairly diverse group, although 

the younger generation was somewhat under 

represented, as is often the case in Japan these 

days. The topic was Japaxit. Or Tokyoxit, if you 

prefer. In short, what did people think about the 

idea of Tokyo exiting Japan? 

The outcome was really quite intriguing. 

Basically, most people were supportive of the 

idea. Especially the non-Tokyoites. They were 

rather thrilled by the thought that, by chucking 

Tokyo out of the country, they would be finally 

freed from the curse of Tokyo-centric economics. 

People would come home. They would stop 

migrating from their places of birth. The local 

communities could come alive once more. At 

the end of the day, what does Tokyo have that 

the local communities covet? It is all gigantic 

offices, huge banks, pretentious shopping malls 

and endless eateries.

What does Tokyo produce that the local 

communities cannot duplicate? Well, it doesn’t 

produce anything much in the first place, does 

it? Its consumption is huge. It imports so much 

of so many things from the regions. But what is 

it actually capable of exporting that might fill a 

critical regional need? 

Tokyo does not have farms, other than those 

of the playing-at-farming variety, indulged in 

by business people in need of relaxation. It does 

have a strong assortment of factories run by 

competent small businesses. But their number 

is limited and they are by and large dependent 

on orders from larger manufacturers outside 

Tokyo. Tokyo does not even supply its own water. 

Well, not all of it anyway.  

 

The next Singapore 

To be sure the vast majority of large Japanese 

firms have their headquarters in Tokyo. But that 

is a matter of convenience. If Tokyoxit makes 

things awkward for them they would surely just 

as easily relocate away from Tokyo as they once 

relocated away from where they originally came, 

wouldn’t they?

Some pro-Tokyoxiters did worry about trans-

port. What if Haneda Airport were to become 

inaccessible to non-Tokyoites? If not total blockage, 

would Tokyo demand exorbitant charges 

for Haneda usage by people from outside 

Tokyo’s borders? Well, there is always Narita 

International Airport, of course. And the many 

airports located up and down the rest of the 

country would surely find a way to coordinate 

their resources to make seamless travel possible. 

Where there’s a will there’s a way.

One Tokyoite was also very much for the 

idea. Somewhat lacking in originality, his idea 

was that, in the event of an exit, Tokyo would 

become the next Singapore and become the 

global city state of everyone’s dreams. This idea 

elicited a lot of derisive boos (albeit in jest) from 

the non-Tokyo team wondering how Global 

Tokyo would feed itself. 

And so the discussions continued. What 

was really most impressive was the degree of 

glee with which the non-Tokyoites speculated 

over the very many aspects of a prospective 

Tokyoxit. Their resentment of Tokyo-centrism 

runs very deep indeed. Being a Tokyoite myself, 

this makes me flinch a bit, but their sentiment 

is entirely reasonable. 

 

Independent currency  

There is, I believe, a very good argument to be 

made for Japan to become a much less centralised 

nation altogether. Why not go all the way and 

become a federation of small but independent 

regional states, each equipped with its very own 

local currency? I often put this idea to people up 

and down the country. For the most part it gets a 

very good reception. Especially in Osaka where I 

feel Tokyoxit will be even more of a hit than with 

my small discussion group. I must try it out on 

them sometime. Indeed, when I raised the issue 

of Osaka having its own independent currency 

on a radio talk show, the host became highly 

excited and immediately suggested the name 

doya! for the Osaka currency. Connoisseurs of 

Japanese regional dialects will know that doya 

in Osaka-parlance means “so there!” 

Speaking of dialects leads me on to think that 

in fact Tokyo itself may be in need of Tokyoxit. It is 

a nice enough city in very many ways. Its practical 

attractions are indeed extremely plentiful. It also 

has its beauties.

But what actually is Tokyo anyway? There is 

hardly anybody around anymore who can speak 

with the authentic Tokyo accent that is the 

descendent of the everyday language of the  

Edo era: Edo cockney if you will. 

In any event there is little doubt that the 

Tokyoxit debate was one of the highlights of that 

particular seminar. Your thoughts? 

OPINION

DREAMING OF TOKYOXIT
A future where the capital has left Japan
BY NORIKO HAMA

What did people think 
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exiting Japan?
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HEALTH

BY SAM ANNESLEY

Welcome to May—the month of 

warmer spring weather, longer days 

and new beginnings. While April 

was an exciting time for many transitioning from 

university to the workforce, and for staff who 

were promoted to higher positions within their 

firms at the start of the new fiscal year, it was also 

for many a time of intense stress and pressure. 

This should come as no surprise: Japan 

is known as the land of karoshi (death from 

overwork). But how much of an impact does 

work-related stress actually have on individuals 

and firms’ bottom lines?

According to research conducted by the 

Japanese government, more than 2,000 citizens 

committed suicide due to work-related stress in 

the year to March 2016, while dozens more died 

from heart attacks, strokes and other conditions 

brought on by having spent too much time at 

work. The government even has emphasised how 

serious an issue this is for the Japanese labour 

market by stating that one in five employees 

are at risk of death from overwork. Further, 

Japan’s workforce is known to be reluctant to take 

time off, with the average employee only using 

8.8 days of their annual leave—less than half of the 

standard amount.

Many of us may have looked at our Japanese 

colleagues and wondered why this state of 

affairs persists. Is it out of a sense of duty to the 

firm? An aversion to home life? Do they simply 

love their jobs that much? 

In the bedroom

Hints can be found in several of the nation’s 

social and cultural aspects. The hierarchical 

nature of Japanese culture puts pressure on 

younger employees to remain at work for as 

long as, or longer than, their superiors, while 

the psychological push to work hard compels 

workers always to do their best, or at least 

appear to be doing so. Often, the spirit that 

compels people to tenaciously do their utmost 

puts worth in the act of trying hard, rather than 

in the completion of a task. 

This can cause a worker’s mindset to believe 

that long hours, not delivered results, show their 

worth and value to the firm. Statistics indicate 

that this is true. 

Recent research reveals that, despite Japan’s 

efforts, the country falls below productivity 

averages set by the Organisation for Economic 

Co-operation and Development. A study by the 

London School of Economics estimates that Japan 

loses $14bn each year in productivity due to 

depression, which is often triggered by stress. 

Thus, an employee earning ¥6mn a year who 

takes leave for stress-related reasons can end up 

costing their firm ¥4mn. The financial costs of 

stress and mental health in the workplace, and 

consequently the potential savings, are real. 

Perhaps surprisingly, the impact of this is 

reflected in the bedroom as well as the board-

room. Japan’s fertility rate is one of the lowest 

in the world, and recent studies have found that 

30–40% of Japanese salaried workers are unable 

to sleep well due to work-related stress. 

A 2016 survey of 7,000 individuals states that 

40% of the male and female respondents were 

getting less than six hours’ sleep a night. More 

stress and less sleep mean that Japanese workers 

STRESS AT WORK

may put in many more hours than their counter-

parts elsewhere in the world, but for less return.

Lights out policy

Steps have been taken to address this issue at 

multiple levels, ranging from the sensible to the 

innovative. Some firms have introduced cats to 

relieve stress in the workplace and others have 

started to play “Auld Lang Syne” at the close of 

business each day to encourage staff to go home. 

Larger firms such as Dentsu Advertising Ltd have 

tackled the issue even more directly by adopting 

a strict lights out policy at 10pm. 

The Ministry of Health, Labour and Welfare 

introduced a mandatory annual stress test 

in 2015 for firms with 50 or more full-time 

employees. While the test is not mandatory for 

the individual employee, it can be a powerful 

tool to flag at-risk staff at an early stage, thereby 

allowing the introduction of support systems to 

help avoid greater costs in productivity further 

down the line. 

Tokyo English Life Line (TELL) can administer 

the stress test in both English and Japanese, and 

has a range of other tools that can help firms tackle 

stress in the workplace, and ultimately improve 

the firms’ bottom line. 

While introducing a petting zoo to your work -

place may not be a realistic option, it is important 

to note that the impact of stress can be greatly 

reduced through proactive engagement with the 

issue, and that there are many options available.  

Staff in Japan face costly impact

• Average Japan employee uses 

less than half their annual leave

• Some 30–40% of workers lose 

sleep to stress

• Japan loses $14bn each year in 

productivity due to depression

An employee earning ¥6mn 

a year who takes leave for 

stress-related reasons can 

end up costing their  

firm ¥4mn.

Tel: 03-5774-0992
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HIDDEN JAPAN
Nikko’s secrets still a source  

of wonder and exploration

PUBLICITY

Special offer to all BCCJ ACUMEN readers. For more details, please visit http://bit.ly/japan-unveiled

View of Lake Chuzenji from the British Embassy Villa Memorial Park

Traditional set meal

In her celebrated diary, “Unbeaten Tracks 

in Japan”, 19th-century English writer 

Isabella Lucy Bird noted, “Nikko means 

‘sunny splendour’, and its beauties are celebrated 

in poetry and art all over Japan”.

Nikko’s spectral mountains and forests, 

majestic rivers and lakes, as well as centuries-old 

culture—“which strains one’s capacity for admira-

tion”, according to Bird—continue to lure visitors 

seeking to escape from the cares of modern city life. 

In spring, BCCJ ACUMEN enjoyed a two-day 

cultural, culinary, and out-of-doors experience in 

Nikko, Tochigi Prefecture, a visit complemented 

by the local version of omotenashi—traditional 

Japanese hospitality. 

British legacy 

A highlight of the trip was the visit to Lake Chuzenji 

and its surroundings, a summer resort area that 

reached eminence in 1912–26, between the Meiji 

and Showa periods. 

Along the lake’s banks can be found the 

restored villas of dignitaries, including the 

British Embassy Villa Memorial Park. 

The exquisitely preserved house was estab-

lished in 1896 as the private summer home of 

British diplomat Ernest Satow, who found the 

area ideal for pursuing his passion for mountain 

climbing and plant collecting. 

Visitors can tour the villa and its exhibition, 

Satow’s Nikko, whilst sipping tea and enjoying 

scones, and the immaculate lakeside views.

Time permitting, a 30-minute boat tour 

of the lake is recommended. Hardy explorers 

are encour aged to take on the hiking trail that 

skirts the lake.

Land of the gods

Looking out from the villa’s porch, beyond Lake 

Chuzenji, one can see the Nikko mountain range, 

including Mt Nantai, traced out on the horizon. 

It is not surprising that the area, thought to be a 

sacred place created by the gods, has for generations 

been revered by ascetic Buddhist monks. They 

sought refuge there in part because of the location’s 

appearance of other-worldliness.

Tokugawa Ieyasu (1542–1616), founder of the 

Edo shogunate, chose these ranges for his final 

resting place. He is enshrined at Tosho-gu Shrine, a 

UNESCO World Heritage Site. 

The resting place of royalty as well as the 

birthplace of schools of Buddhism and Shinto, 

Nikko has during the intervening years become a 

sanctuary for pilgrims and explorers in need of an 

idyllic getaway.

Carved in time

Nikko is synonymous with religion and ritual, 

and one manifestation of that duality is in art, 

particularly kibori woodcraft. 

Nikko-bori (Nikko woodcraft) is best appre-

ciated by observing the myriad shrine carvings in 

the region, including those of the Tosho-gu Shrine, 

not to mention the ornaments and household 

ware displaying aspects of the tradition. 

On seeing the woodwork of Nikko shrines, 

Isabella Bird observed that, “The fidelity, form and 

colour in the birds, and the reproduction of the 

glory of motion, could not be excelled”.

For a hands-on experience, we visited 

Murakami Toyohachi Shoten, a retailer of 

lacquered crafts with a workshop where such 

goods are made. We received a generous 

welcome followed by an on-site tutorial on 

woodcarving using traditional tools.

Divine dining

When in Nikko, you would be remiss were you not 

to sample shojin-ryori, the meat-free, heavenly 

cooking commonly practiced by Buddhist monks.

A set meal consists of sumptuous seasonal 

vegetables, a delectable serving of sesame tofu with 

a hint of ginger, soft yuba skin (soy milk skin), 

a Japanese omelette, rice, soup, pickles and dessert, 

all of which can be washed down with green tea. 

Presented as though they are works of art by 

kimono-clad and ever-affable staff, you can enjoy 

shojin-ryori at Gyoshintei, a rustic, traditional restau-

rant surrounded by a stunning, Zen-style garden.

Royals and rebels

For a different yet equally rewarding dining 

experience, we enjoyed lunch at the illustrious 

Nikko Kanaya Hotel. 

Established more than 140 years ago, the hotel 

has hosted dignitaries including Edward VIII, the 

duke of Windsor, British academic Arnold Toynbee, 

and even the German-born theoretical physicist 

Albert Einstein. Isabella Bird herself was a guest.

For accommodation, the thought of staying in 

the same room as Einstein had at the Nikko Kanaya 

Hotel (room 15) crossed our mind. But, in the end, 

we were overjoyed with the Chuzenji Kanaya Hotel, 

a traditional resort hotel that offers a wide range 

of creature comforts. 

In 2020, Nikko’s long-standing international 

profile will receive a boost when the Chuzenji 

Kanaya Hotel is joined on the banks of Lake 

Chuzenji by the Ritz-Carlton. Now that is some-

thing for today’s Isabella Birds to note. 
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British Airways has been flying the flag into 

Japan for 70 years—and has big plans for 

the service that it provides in the air and 

on the ground in the decades to come

Demand is high among both business and 

leisure travellers flying between Japan and Britain, 

said Moran Birger, regional manager for the 

UK’s leading airline for Japan, South Korea and 

Thailand, while an ambitious £4.5bn investment 

programme over the next five years is designed to 

take British Airways to new heights.

“Business is very good”, said Birger. “And that, I 

think, is demonstrated by the decision last year to 

add extra flights between Tokyo and London with 

our joint venture partner, Japan Airlines, so that 

there are now four flights every day on the route”.

British Airways operates two of those daily 

flights, one from Haneda Airport and the other 

from Narita International Airport, providing 

a good mix of business and leisure travel 

options, he added.

“We are responding to the demands of the 

market by adding these flights and the growing 

capacity demonstrates the popularity of the route” 

Birger said.

Wi-Fi rollout

Business travellers like being able to fly into 

Haneda, because of its convenient access to the 

heart of Tokyo, while Japanese tourists choose 

British Airways because they enjoy British courtesy 

and service, he said, meaning that the flight is 

an important and integral part of their vacation.

And with the enhancements that are in the 

pipeline, there will be even more reasons to fly with 

British Airways, Birger believes.

NEW HIGHS

PUBLICITY

The airline plans to purchase no fewer than 

72 new aircraft in the coming few years, including 

variants of the state-of-the-art Airbus A350 and 

Boeing 787-10s. At the same time, 128 of its 

long-haul jets will be undergoing extensive refits 

that will equip them with the latest seats and 

entertainment systems.

Wi-Fi is being rolled out later this year—the 

airline has been assessing the very best capabilities 

before installing the service—and power points will 

be made available on all aircraft.

Some £600mn is being lavished on the airline’s 

Business Class, including a collaboration with 

London-based The White Company to provide 

luxurious pillows and duvets for seats that morph 

into completely flat beds.

On-board meals are also undergoing a revolu-

tion, with the addition of more options throughout 

the aircraft.

On the ground, British Airways has introduced 

The First Wing for first class passengers. This 

dedicated walkway, from check-in to the lounges 

at Heathrow’s Terminal 5, has all the luxuries that a 

traveller could expect but also the added bonus of 

a dedicated check-in area and security screening, 

meaning that a passenger can go from the terminal 

entrance to sipping champagne in the departures 

lounge in a matter of minutes.

Looking ahead

More in-flight changes are planned for 2019, 

including a new business class seat and cabin 

layout that gives every seat access to the aisle and 

use of the entertainment system from gate to gate.

It is all a far cry from March 1948, when the first 

flying boat in the livery of British Overseas Airways 

Corp.—the predecessor of British Airways—took 

off from Poole in Dorset for a seven-day journey 

that included stops in Alexandria, Karachi, 

Bangkok and Hong Kong before arriving in Japan. 

The first British Airways aircraft touched down at 

Haneda in 1973.

“Japan is an extremely important market for 

us and, in the last 70 years, we have learned 

a great deal about Japanese passengers’ needs”, 

said Birger. “We also believe there is great scope 

for development of this route as well, and we 

anticipate Japan opening up even further to 

tourism in the coming five or 10 years—helped, of 

course, by the Rugby World Cup next year and the 

Tokyo 2020 Olympic and Paralympic Games.

“So we are not just celebrating the last 70 years; 

we are very much looking forward to the next 70”, 

he added. 

British Airways aiming higher with Japan

British Airways has been flying to Japan for 70 years.

The first-class section on a British Airways 787

A passenger can go from 

the terminal entrance to 

sipping champagne in the 

departures lounge in a 

matter of minutes.
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On 25 May 2018, the European General 

Data Protection Regulation (GDPR) will 

enter into force, creating for the first 

time a unified legal system on data privacy for the 

European Union’s  (EU’s) 28 member countries. 

The effect will be much broader though, since the 

GDPR will apply to all firms providing services or 

selling goods in the EU or to EU residents.

The GDPR distinguishes between data con-

trollers and data processors. Under Japan’s 

Act on the Protection of Personal Information 

(APPI), data processors are not specifically iden-

tified. The APPI, significantly revised with effect 

on 1 April 2017, now has stricter obligations to 

monitor and control subcontractors. Thus, for 

example, if the subcontractor is outside Japan, 

a contract needs to be put in place to ensure 

compliance or, alternatively, international 

agreements such as the APEC Privacy Frame-

work should be used.

The GDPR applies wherever the processing 

takes place as long as the data processor is in the 

EU or the data concerns EU residents. In certain 

circumstances, data controllers or processors 

located outside the EU may have to appoint a 

representative in the EU.

In both systems, transfers of personal data 

to third parties are restricted but there are 

important differences. In Japan, the principle is 

that the consent of users should be obtained in 

advance. In the EU, consent is a possibility but 

only as an exception and, even then, subject 

to the condition that the transfer should be 

necessary. The main principle is either a decision 

by the EU Commission that specific countries 

provide an adequate level of protection, or 

a system of contracts to ensure appropriate 

safeguards. The EU and Japan have been 

discussing, but have not yet agreed to recognise, 

each other’s system. 

Privacy Shield

There are a number of other differences, such as 

in the EU, transfers of data within groups can be 

handled through a set of binding corporate rules 

which create specific rights for third-party users. 

These rules are validated by any one of the 28 

EU privacy authorities. This system does not 

exist in Japan, where group entities are treated 

as third parties. 

The EU and US have an arrangement called a 

Privacy Shield that allows transfers to certain US 

entities, again a system that does not exist in Japan.

For transfers with outside parties, standard 

contractual clauses including mandatory 

principles stipulated in the GDPR make it 

possible to transfer data back and forth without 

individual consents. 

For international data transfers, the EU system 

is more structured than the Japanese one at 

present, but this may change over time as the 

Japanese system evolves. 

Another characteristic of the GDPR, widely 

reported in the press, is of course the level of fines 

which for major breaches may reach €20mn, or 

4% of worldwide turnover, whichever is higher. 

The APPI’s maximum fines are a meagre ¥500,000. 

The main risk in Japan concerns reputation, with 

violators named and shamed in the press.

Right to be forgotten

A less well reported feature of the EU regulation 

concerns the rules of profiling. Monitoring the 

behaviour of persons in the EU falls fully within 

the GDPR, and that data is protected the same 

way. Further, EU residents have “the right not 

to be subject to a decision based solely on 

automated processing, including profiling”. 

Human intervention can be demanded and 

objections may be raised regarding an automated 

decision. The consequences of this new rule may 

be quite broad.

Also already largely reported is the right to be 

forgotten, or the right to obtain erasure of negative 

personal information. The EU Commission hopes 

that the market to new entrants will be further 

opened through application of the right to data 

portability, namely, the right to receive data in a 

structured and commonly used format, and the 

right to ask for transmission of data to another 

controller. A new right to restrict data processing 

can also be used when there are issues with the 

processing. None of these rights exist in Japan.

The GDPR is in fact only half of the intended 

regulation. There has been a delay in an 

accompanying e-privacy regulation, which deals 

with the protection of communication by and 

among operators. It includes rules on cookies and 

spam, and probably will not go into effect before 

mid-2019 or the end of that year. 

For firms operating in both Japan and the 

EU, ensuring compatibility with both systems 

never has been easy, but is even less so under the 

new system. 

BY JEAN-DENIS MARX AND KENSAKU TAKASE
PARTNERS AT BAKER & MCKENZIE

DO YOU KNOW GDPR? 

Comparing the Japanese and European data privacy regimes

LEGAL

Jean-Denis Marx Kensaku Takase

The GDPR will apply to all 

firms providing services or 

selling goods in the EU or to 

EU residents.
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To mark the 70th anniversary of the 

British Chamber of Commerce in Japan 

(BCCJ), a series of articles looking at its 

history has been featured in BCCJ ACUMEN. 

In the latest article, Sir Hugh Cortazzi GCMG, 

former British ambassador to Japan (1980–84), 

looks at the close ties between the UK and Japan.

Development of trade

Shakespeare declared that “There is a history 

in all men’s lives”. The British men and women 

who travelled to Japan over the past 160 years 

and the Japanese who journeyed to Britain 

made the history of British relations with Japan. 

They were a varied and interesting set of people. 

Among the first to arrive in Japan, starting 

in 1859, were the merchants. Development of 

trade between Britain and Japan was the prime 

reason for British interest in the reopening of 

Japan to the West in the mid-19th century and 

remains central to British policy towards Japan. 

British Foreign Secretaries and Japan is a book 

underlining this that Dr Antony Best, associate 

professor at the London School of Economics, 

and I have jointly edited and is to be published 

later this year.

Trade depends on many factors including 

science and engineering, culture in the broadest 

sense and the English language.

The people whose lives we at the Japan Society 

have recorded and reviewed in a series of 15 

volumes published since 1991 are inevitably 

only a selection of the many thousands of 

British and Japanese who have contributed 

to mutual understanding.

I doubt whether any of the readers of 

BCCJ ACUMEN will want, or have time, to read 

more than a selection of the portraits we have 

published. Readers will rightly choose to look at 

accounts of people in their own fields of interest. 

Movers and shakers

I am reluctant to highlight particular portraits 

as preferences and interests vary so greatly. But 

there are a number of portraits and essays in 

these volumes that are, I believe, particularly 

relevant to the concerns of members of the BCCJ. 

I would like first to point to some essays that 

deal with trade and investment issues. Volume 

X of Britain and Japan: Biographical Portraits, 

published in 2016, contains a chapter titled 

“Selling electronics to Japan”, by Ivor Cohen and 

Peter Bacon. This shows how, with determina-

tion and persistence, it is possible to sell coal 

to Newcastle. Another export-related article, 

by Peter Ackroyd, in the same volume deals 

with the wool trade. Volume IV in the series 

contained studies of some of the colourful 

businessmen who established the first British 

Trading firms here—namely William Keswick 

of Jardine Matheson, John Samuel Swire and 

Frederick Cornes

Volume X also includes some pieces about 

Japanese investment in UK manufacturing, 

BY SIR HUGH CORTAZZI GCMG

BRITAIN AND JAPAN:  
A CLOSE RELATIONSHIP

Documenting the figures behind the two countries’ ties

HISTORY

The series dealing with people, events and 

organisations involved in relations between 

Britain and Japan comprises:

Britain and Japan, 1859-1991: Themes and 

Personalities, 1991

Britain and Japan: Biographical Portraits, 

Volumes I–X, 1994-2016

British Envoys in Japan, 1859-1972, 2004

Japanese Envoys in Britain, 1862-1964, 2007

The Growing Power of Japan 1967-72: 

Analysis and Assessments from John Pilcher 

and the British Embassy in Tokyo

Japan Experiences: Fifty Years, One  

Hundred Views—Post-War Japan Through 

British Eyes, 2001

which has contributed so much to revival and 

the revitalisation of depressed areas. 

Of particular interest to members of 

the BCCJ is the account of NSK’s investment 

at Peterlee, County Durham, where the first 

manager was the late Sukeyoshi Yamamoto, 

who worked closely with the BCCJ. Other 

Japanese manufactur ing investments in Britain 

covered in this volume include Mitsubishi 

Electric Corporation, Alps Electric Co., Ltd. 

and Chugai Pharmaceutical Co., Ltd. 

Automobile manufacturing was a main 

feature of volume VI in the series, with its 

detailed account of the eventually successful 

efforts to persuade Nissan Motor Company Ltd. 

to invest in Sunderland. This was accompanied 

by a personal contribution from Shoichiro 

Toyoda and portraits that I wrote of Soichiro 

Honda and Sony’s Akio Morita. 

Sukeyoshi Yamamoto and Toshio Arata of NSK Ltd.
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Never too short
Making your name in the world of films

BY JULIAN RYALL

A man with a blackened eye is being frog-marched across the 

courtyard of a grim-looking prison by a guard issuing guttural 

instructions in Russian. The door to his cell closes behind him 

with a resounding clang and he tentatively greets the other inmate, who 

sits reading with his back to the door. 

On the lower bunk of the sparsely furnished cell is a red box, which the 

newcomer wants to open. The man already in the cell cautions him not to, 

but the warning is ignored.

The outcome of the film, titled Room 8, comes out of the blue and involves 

a drawer full of matchboxes—and the story has absolutely nothing to link it 

in any way to Bombay Sapphire gin. 

If anything, this is a dark tale of shadows and shades of grey. It is not at 

all the sort of thing to which, in the past, a premium spirit such as Bombay 

Sapphire would have attached its name to promote sales. 

But advertisers are broadening their minds in some very significant 

and creative ways, says Jani Guest, the joint founder of London-based 

Independent Films and the executive producer of Room 8. The film was 

commissioned by Bombay Sapphire as part of their groundbreaking 

Imagination Series of short films. 

The advent of new media and the explosion in the variety of delivery 

systems and sources of programming has driven interest in abbreviated 

versions of the traditional feature film and longer variants of the 45-second 

television advert, she told BCCJ ACUMEN.

And both will be celebrated at Tokyo’s annual Short Shorts Film Festival 

& Asia, one of the region’s largest short film festivals, which will run for 22 

days from 4 June at various venues. These include Omotesando Hills and the 

Laforet Museum Harajuku. 

The theme for the 20th anniversary of the festival is Cinema Smart, and 

organisers are anticipating that as many as 20,000 people will attend the 

250 screenings during the event. The winner of the Best Short in the official 

competition will be submitted as a contender for an Oscar.

Becoming brave

Clearly the short form has come a long way in a brief period of time, according 

to Guest, whose firm has produced more than 650 commercial campaigns. 

She was a speaker on a panel that, at the 2017 film festival, examined both the 

concept of branding through short films and visual creativity. 

“We are finding that clients are increasingly becoming brave enough to 

fund these sorts of projects because they have a growing understanding of 

the power of the narrative”, she said. 

“Back in the 1990s, when I was starting out in the film industry, the 

opportunity for up-and-coming film-makers was through music videos, 

FILM

Still from Room 8 • PHOTO: INDEPENDENT FILMS LTD.
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where they learned their skills before moving on to commercials and, 

eventually, feature films”, she explained. 

That is changing, however, as there are fewer opportunities for new faces 

to build careers through music videos—primarily due to reduced budgets— 

so the emergence of short films offers anyone with a creative bent “an 

opportunity to cut their teeth in the industry”, said Guest, who is originally 

from San Francisco but moved to London in 1995, when the opportunity 

arose to work for Propaganda/Satellite Films. By 1990, it was widely regarded 

as the best video and film production firm in the world, and was then behind 

nearly one third of all music videos released in the US. 

After the firm folded in 2001, Guest stayed on in London and co-founded 

Independent Films. In the intervening years, she has built a roster of talent that 

contains some of the biggest names in the industry, including Guy Ritchie, 

Gary Freedman, Mark Osborne and Cary Joji Fukunaga. 

Independent is one of the very few production firms to have won both a 

Cannes Lion Grand Prix and a British Academy Film Award (BAFTA). Room 8 

gave the firm a BAFTA in 2013, the only time to date that a branded short film 

has won such an award. 

“As a producer and a viewer, I have found that most people gravitate 

towards works that make them feel something, but these branded shorts are 

often not actually selling something but, rather, inviting the viewer to share in 

the visual world that is being created”, Guest said.

Limited screen time

The Bombay Sapphire project was unusual in as much as the film was 

completely divorced from the brand behind it. Other similar projects include 

the hugely successful Write the Future ad for Nike’s World Cup Football 

campaign in 2010, and the more recent BMW campaign that featured 

stunning driving sequences in works by Ang Lee, Alejandro Gonzalez 

Inarritu and John Woo. 

For Guest, the appeal of the short form of telling a tale lies in commu-

nicating the story in a limited amount of screen time, as well as in the 

creative process required to develop the narrative to communicate 

the message. 

Perhaps the biggest challenge, however, lies with the firm that is behind 

a branded short, as it is difficult—if not impossible, in some cases—to 

determine the degree to which a film has achieved product exposure. That, 

in turn, can influence future projects, although larger firms are more often 

willing to sink money into a title with fewer guarantees of airtime. 

“There are so many different ways to get a brand’s message out and so 

many different platforms that just did not exist 20 years ago, that I see a 

degree of confusion among brands that feel they have to create content for 

all those platforms”, Guest said. “But this all magnifies the importance of 

having a really good and clever idea at the outset, the need to be creative 

from the very beginning of a project.” 

FILM

“There are so many different ways  

to get a brand’s message out  

and so many different platforms that  

just did not exist 20 years ago”.

Jani Guest • PHOTO: INDEPENDENT FILMS LTD.

In June, BRANDED SHORTS 2018 will 

unveil this year’s lineup, including 

the BRANDED SHORTS screening 

programme and talk events. 

www.shortshorts.org/2018/en/branded
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MAD DOGS AND ENGLISHMEN  
(AND WOMEN) 

Land Rover, Austin and rugby fans plan overland odyssey to watch world cup in Japan 
BY JULIAN RYALL  

PHOTOS BY SARAH GEORGE

A s the crow flies, it’s about 9,500km from 

England’s green and pleasant West 

Country to Tokyo’s concrete jungle. 

And driving on the rutted and uncharitable 

roads of central Asia, Siberia and Mongolia will 

feel an awful lot further for two teams of intrepid 

classic vehicle enthusiasts who aim to drive 

overland to attend matches in the Japan 2019 

Rugby World Cup. 

Chris Blakey, a retired teacher from Melksham, 

Wiltshire, will be setting out at the head of a 

procession of seven Austin 7s—a marque that 

used to be made in Japan—while agricultural 

engineer Mark Farrell and his wife, Sue, will 

launch their assault on the Far East from 

Hemyock, Devon, aboard a repurposed—and 

repainted bright amber—Land Rover Pulse 

Ambulance that previously saw active service 

with the British Army. 

Blakey, 67, said the first seed for what has 

evolved into “Celebrate the Seven—Austin Seven 

Trans-Siberian Challenge”, with its own website, 

was planted in his mind as he drove a godson to 

Paris for an England rugby match against France 

in his 1937 Austin 7 Special.

“So many nice people were interested in the 

car and we had such a great time—and with the 

next Rugby World Cup in such an exciting part of 

the world it seemed an opportunity too good to 

pass by”, he told BCCJ ACUMEN.

“For all those who have an interest in social 

and cultural relationships, the Baby Austin really 

is the key to opening so many doors and creating 

so many new friendships”, he said. “Its diminutive 

size and classic childlike profile bring out the 

smiles in both young and old. 

“When on the same day a group of teenage 

schoolboys yell out ‘sick car mate’ and a lovely 

elderly lady stands and applauds, you do realise it 

brings a little joy to many lives”, he added.

Blakey’s car has undertaken a number of 

lengthy journeys around the UK and Europe, 

and was rebuilt by its previous owner to take 

part in the Peking to Paris rally in the early 1980s, 

although that event was cancelled. 

 

13,000km in eight weeks 

After setting his heart on the challenge, Blakey 

reached out to other Austin 7 owners through 

classic motoring events and club magazines until 

seven cars had been signed up to take part. 

The drivers intend to start their odyssey at 

Twickenham, Middlesex, which hosted the last 

Rugby World Cup final, by accepting a rugby ball 

to deliver to Japan. At present, the planned route 

will follow the Trans-Siberian Highway through 

Russia from St Petersburg to Vladivostok, from 

where it will continue to Japan by sea. 

The drivers will visit a number of rugby 

clubs during their journey across Russia, 

giving out sporting gifts designed to promote 

goodwill. Blakey estimates it will take eight 

weeks for the cars to complete the gruelling 

13,000km adventure. 

“I have always believed that travelling slowly 

offers the greatest opportunity to appreciate 

your surroundings, build real relationships 

and feel at one with the natural world”, he said. 

“This has been achieved throughout my life so 

far by walking, canoeing, climbing, sailing and 

cycling. Whilst the Austin 7 is a faster motorised 

way of journeying, it must also be one of the 

slowest—so I am sure we will make some lovely 

new friends”.

One of the people who anxiously will be 

awaiting the cars’ safe arrival in Japan will be 

MOTORING

Chris Blakey (second left) and the Austin 7s will stop at locations across Russia to help support rugby for young people.
PHOTO: CELEBRATE THE SEVEN
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MOTORING

“I think it is a crazy journey to attempt. Previously, Austin 7s 

tackled the Andes, so it is a tough little car and I believe they will 

be able to reach Japan safely—but it will not be easy”.

En-suite: View of inside the Land Rover Sue and Mark Farrell enjoy a cup of tea with Amber. Mark Farrell at the wheel

Junichi Sugimoto, who owns an Austin 7 and is 

a member of the Japanese Austin 7 owners’ club. 

“More than 100 Austin 7s were imported 

into Japan before World War II and most of their 

owners were doctors who used them on their 

daily rounds”, he said. “The cars were ideal for 

Japan’s narrow roads at that time. 

“Unfortunately, many of the cars were 

lost during the war, although a few were later 

rescued by enthusiasts and rebuilt”, he said. 

Sugimoto said that, in Japan, a firm following 

is enjoyed by many British cars, such as the 

sporty MGs that were brought over by US 

officers after WWII, as well as the luxurious 

Rolls Royces, Bentleys, Jaguars, Land Rovers 

and Aston Martins for which Britain was 

famous. Indeed, an article in the May 2014 

issue of BCCJ ACUMEN entitled “Memory Lane 

for Motors” features about 40 preserved or 

renovated British vintage classics and antiques 

of many sizes, ages and types at the inaugural 

Great British Rally in Tokyo.

But Sugimoto has serious reservations about 

Blakey’s ambitious endeavour.

“I think it is a crazy journey to attempt”, he 

said. “Previously, Austin 7s tackled the Andes, so 

it is a tough little car and I believe they will be able 

to reach Japan safely—but it will not be easy.

“I cannot begin to imagine how many spare 

parts they will need to carry or how many hours 

they will need to drive, but those are the greatest 

challenges—but it is not something I would want 

to attempt in my Austin 7!”

 

Amber, the amber-lance 

Preparations for the journey to Japan—albeit 

along a different route—are also under way in 

East Devon, where Mark and Sue Farrell will mark 

their “partial retirement” on a trip they have been 

planning for 26 years. 

UK cars made in Japan

The first UK–Japan vehicle production joint 

venture is believed to have been in 1918, when 

Wolseley Motors Limited licensed three models 

to what is today’s Isuzu Motors Ltd. The deal 

included the Midland firm’s training, equipping 

and managing the factory in Japan.

 Managing Director Sir Herbert Austin KBE 

later formed the Austin Motor Company, Ltd. 

In the 1930s, according to some accounts, 

Austin suspected Dat Motorcar Co. (Datsun) 

of infringing its patents. Austin later licensed 

Dat to make the Seven in Japan, creating the 

origins of the Datsun brand owned today by 

Nissan Motor Corporation. 

 After WWII, Datsun is said to have closely 

patterned its cars on the Austin Devon and 

Somerset models. 
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St Alban’s Nursery, close to Tokyo Tower, offers a 

select program of learning and self-discovery for 
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but still located in the quiet, leafy surrounds of 

St Alban’s Anglican-Episcopal church, the nursery is 

open to children of all denominations and cultures, 

focusing on the individuality of each child in a caring, 

very personalized atmosphere, under the warm 

leadership of program director Gilma Yamamoto-

Copeland and her staff.

- large enclosed outdoor playground

- parents welcome at all times

Akasaka 2-18-12, Minato-ku 107-0052, Tokyo 
info@moominkindergarten.com  www.scandihub.com/kindergarten

 

 

PLAYFUL LEARNING
Offering a balance between growth, development, and learning for children 1-6 years, 
based on the best early childhood educational practices from Finland.

   • Hands-on, inquiry-based, whole-child education
   • Highly qualified educators who enjoy great autonomy
   • Learner-centered environments and Finnish pedagogics
   • Collaboration, problem solving, and learn-through-play philosophy
   • Time spent outdoors every day, regardless of  the weather

Open year round. Summer & Afterschool Creative Club in English 
and Spanish, including Science and Technology (3-12 years old).

START THE JOURNEY
WITH US

© Moomin Characters ™ 

Can You Rely on 
Your IT Support
 and IT Security?

TOKYO    HONG KONG    SHANGHAI    SINGAPORE

� Onsite Support and Managed Services
� On-Call and Remote Support
� IT Security Vulnerability Assessments 
   and Remediation
� Data Center Support Operations
� IT Infrastructure and Data Center Design
� Relocations and Re-stacks
� IT Strategy Analysis and Consulting
� Business Continuity Planning
� Technology Upgrades
� Cloud Solutions
� ISO-27001 Certified

EIRE Systems

EIRE Systems provides the 
highest level of IT services.

International Best Practices.
Local Expertise.
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before catching the ferry from Vladivostok to 

northern Japan.

And they accept there may be a few potholes 

that need to be negotiated. 

“I am consumed with thoughts about the 

trip every day and it can be a bit daunting—but 

as with any journey, the hardest part is thinking 

about it. Once you’re going, you’re going, and 

that’s a mile you don’t have to do again”.

“We have also both been inspired by a good 

friend, Jude Zebedee, who cycled on her own 

around the world with all her possessions on 

her bike—which keeps reminding us to keep it 

simple and not to take too much stuff”.

Magnus Hansson, CEO of Jaguar Land 

Rover Japan Ltd., said: “Land Rovers are 

rugged, dependable and a universally well 

known and respected brand—ideal for this 

kind of long-distance overland challenge. 

Mark, 58, served as a volunteer during the 

2015 Rugby World Cup in England, driving 

officials and VIPs to matches at the stadium of 

the Exeter Chiefs, where the Farrells are season 

ticket holders. 

“I purchased our overland vehicle in 2016 

from a military disposal company, concluding 

the deal on an online auction which was very 

tense”, said Mark. “It’s a Land Rover Pulse 

Ambulance—so we have christened her ‘Amber, 

the amber lance’ ”.

The vehicle has been appropriately repainted 

eye-catching amber, but choosing the colour 

was a tough task considering the environment 

ahead. Green was considered too military; white 

too reminiscent of the Red Cross; black too hot 

in the day, dark at night; while grey and silver are 

often associated with poor visibility, especially in 

fog or rain. 

Mark has carried out major internal modifica-

tions, including designing a cosy interior with two 

single beds that fold up to give rear seating for two 

passengers. Water and gas storage tanks have been 

fitted so they are largely self-sufficient en route, 

while side windows, a roof rack and storage for 

equipment and provisions have all been added

 

Taking on the ’stans  

“Sue and I have talked for years about doing 

an overland trip and, with us both nearing our 

retirement from full-time employment, it was 

Sue who suggested that we should drive to Japan 

for the next Rugby World Cup, while we were 

attending a game in 2015”. Amber’s ambitious 

route will take Mark and Sue, a doctor, through 

central Europe and into Turkey, before they cross 

into Turkmenistan, Uzbekistan and Kazakhstan. 

They will then go to Mongolia and Russia 

History of a motoring legend

Between 1923 and 1939, Sir Herbert Austin KBE’s firm made some 290,000 Austin 7 vehicles, of 

which there are believed to be about 8,000 remaining worldwide. They came in a variety of models that 

included saloons, tourers, sports cars and vans. The Austin 7 has been driven up mountains, through 

rivers, around racing circuits, into war zones and history books. It is still being used for adventures 

all over the world.

 In 1929 Gladys de Havilland became the first woman to drive an Austin 7 around the world. 

This was followed by Hector MacQuarrie who, after battling with a crossing of Australia, eventually 

completed his own round-the-world journey despite the loss of his Austin 7 with the sinking of the liner 

SS Tahiti in 1930.

 In 1959, John Coleman followed TS Schiffley’s journey from Buenos Aires, Argentina, to New York, 

United States. His actual car is proudly on display at the British Motor Museum in Gaydon, Warwickshire.

Bringing a foreign vintage  

or antique vehicle into Japan 

is not unheard of, but  

driving it straight off  

the ferry onto the road  

is unknown territory. 

Both routes start and end with ferries and take drivers overland via Helsinki or Calais to Vladivostok. 

St. Petersburg
Helsinki

Devon
Calais

Istanbul

Ashgabat

Tashkent

Astana

Twickenham

Tokyo

Finland Russia

Ukraine

Turkey

Kazakhstan
Mongolia

China

Moscow Omsk
Krasnoyarsk

Irkutsk

Vladivostok

MOTORING



Choose one of our proper British pies, add creamy mash potato, 
peas and our homemade gravy for a delicious lunch.

You can also order the same for take home!
Fluffy scones, apple crumble, sticky toffee pudding and our range 

of jarred products are also available for delivery!

We also provide catering for office meetings, staff parties, etc.
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Members of Japan’s Austin 7 owners club are looking forward to welcoming the convoy. 
PHOTO: CELEBRATE THE SEVEN

Sue and Mark Farrell with the Land Rover.

Goals: on and off the pitch 

Celebrate the Seven aims to: 

• Promote the Austin 7 around the world 

• Inspire young Austin 7 drivers and engineers 

• Bring together the Austin families of the  

 UK and Japan 

• Provide links between two Rugby World Cup  

 host nations 

• Support rugby for young people across Russia 

• Raise money for good causes 

We applaud the Farrells for planning this great 

adventure and wish them a pleasant journey.”

The Farrells’ departure date has been set for 

28 March, 2019, symbolically the day before Brexit, 

and they aim to arrive in Japan in the first week of 

September and stay in Tokyo with Mark’s brother, 

Simon Farrell, the publisher at Custom Media 

of BCCJ ACUMEN. The couple has already 

purchased tickets for the matches in Shizuoka 

Prefecture where Ireland, Scotland, Japan, 

South Africa, Georgia and Australia will play. 

 

Border bureaucracy 

Between the punishing road trip and the first 

rugby match, however, the drivers will face 

one final major hurdle: border bureaucracy. 

Bringing a foreign vintage or antique vehicle 

into Japan is not unheard of, but driving it 

straight off the ferry onto the road—as both 

teams hope to do—is unknown territory. 

Despite having valid British certificates of 

roadworthiness for the vehicles, insurance, 

and international driving licences, the drivers 

and vehicles will be under tight scrutiny. 

Japan’s notoriously tough shaken system of 

testing vehicles every two years demands strict 

environmental, safety and other standards. 

Every vehicle will also need a police-issued 

parking certificate, which means the drivers 

will have to produce ownership papers, as 

well as parking permission, access maps and 

vehicle measurements—all in Japanese and 

notarised—in a procedure that could take days 

or weeks. Both teams are hoping authorities 

will waive requirements, fast track approval or 

issue a temporary permit so that they can get 

back on terra firma and not miss the kick-off.

And once the tournament is over and the 

exit requirements have been completed, the 

Austin 7s will be shipped back home while 

the Farrells might opt for somewhere in the 

Americas and make it a round-the-world trip. 

Between the punishing road 

trip and the first rugby match, 

however, the drivers will  

face one final major hurdle: 

border bureaucracy.

This 80-year-old Austin 7 will join the Twickenham to Tokyo convoy. • PHOTO: CELEBRATE THE SEVEN

To sponsor, advise or help, please email:

Austin 7: christopherblakey@hotmail.co.uk

Land Rover: mark.farrell140959@gmail.com

MOTORING
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EMBASSY

SPORTS ECONOMY FORUM 
Transforming stadium and arena into a profitable facility

BY MONA IVINSKIS

W  ith the 2019 Rugby World Cup and 

2020 Olympic and Paralympic 

Games approaching, Japan has a 

lot to organise and restructure. The Japanese 

government is aiming to boost the national 

economy by using sport stadiums and arenas 

in a more effective way, and the UK is seen as a 

model for success in the field.

With this in mind, a forum was held at the 

British Embassy Tokyo on 14 March with the aim of 

finding potential businesses with sports facilities 

and delivering excellence and leadership from 

the UK. Two UK speakers were invited to provide 

insight to a mostly Japanese audience.

Ambassador Paul Madden CMG’s opening 

remarks were followed by words from Hiromichi 

Moriyama, deputy director of the Industrial 

Structure Policy Division, Economic and 

Industrial Policy Bureau, at Japan’s Ministry 

of Economy, Trade and Industry. Andy Young 

from New Resolution, a firm helping stadium 

and venue owners maximise their opportunities, 

was Arena Director of The O2 Arena in 

Greenwich, south east London, when it first 

opened and head of event services for the 

London 2012 Olympic and Paralympic Games. 

Generate revenue  

Young focused his presentation on informing the 

keen audience how major venues can generate 

more money, and provided examples from his 

experiences at Wembley Stadium and The O2 

Arena. “The people you employ are assets and 

resources. It’s only right that you think about 

maximising their use”, he said. 

He highlighted the fact that a key feature 

of both places is that they were designed 

specifically to make money. “A stadium or 

arena provides lots of vast space. By designing 

[the space] carefully, it’s possible to use it 

in many different ways and to think of it as a 

commercial asset”.

Programming the venue is another key 

aspect that Young emphasised. It is important 

that a venue allows for ease in the setting up and 

dismantling of a variety of events, and provides 

good hospitality, allowing visitors to spend more 

time at a venue and spend more money there. 

He said it was crucial to consider investors in 

the hospitality industry.

“If you are effective in selling tickets, and 

you provide an excellent service to the customers 

who arrive, those guests will return”, said Young, 

claiming this to be the basic principle adopted 

when The O2 Arena opened. Event organisers 

will be delighted if the event sells quickly, and 

this will give them confidence to host more 

events. In short, the more events one hosts, the 

more tickets one sells, he said.

Young emphasised the need for clarity when 

defining strengths, weaknesses, opportunities 

and threats in the local market.

“Wembley is unique, so is The O2. You can’t 

just copy their model, it has to be appropriate. 

You have to understand the market context. 

You have to understand your own costs and 

revenues, so that you can be adventurous with 

your rentals, because you may need to take 

some risks when bringing events in that may be 

in their infancy”, he said.

If you increase the amount of time that 

people spend in a venue, this will also generate 

more revenue. As Young concisely put it, “If you 

cross a meal time, people will eat”. 

 

Technology innovation 

The second speaker was George Vaughn, who is 

head of technology for the Ascot Racecourse. He 

has been involved in technology innovation and 

implementation at Twickenham Stadium, south 

west London as Senior Project Manager at RFU 

over the last 10 years. 

Vaughn looked to see what various sectors 

were doing to engage people with technology. 

He looked particularly at the airport sector, 

the retail sector—mainly shopping centres—

Panel members Yoshiyuki Mano, Andy Young, George Vaughan, Shingo Okamura and Masafumi Yano

... a major venue should host 

a variety of events, especially 

when thinking about investors 

in the hospitality industry.

Andy Young used Wembley Stadium as an example.
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Wembley Stadium• PHOTO: WEMBLEY STADIUM Twickenham Stadium • PHOTO: GEOGRAPH

and restaurants in the hospitality industry. 

“We needed to bring that experience into the 

venue sector”.

He put all aspects that he considers related 

to technology in the hospitality industry under 

one umbrella, which he calls The Three Pillars: 

connect, communicate and conduct. 

For people to connect, Wi-Fi is crucial in 

hotels and in other locations, and should now be 

seen as an essential service, Vaughn said. “If you 

have connectivity in your venue, it allows those 

visitors, those fans to connect from their seat and 

to become potential marketers”. 

And when visitors use different social media 

channels, such as Facebook and Twitter, venues 

can utilise this communication for their brand to 

promote it.

In terms of making payments, Vaughn 

stressed the benefits of changing to contactless. 

At Twickenham Stadium, they look at how 

people pay in venues to analyse how they 

could improve payment efficiency and costs. 

Impressively, although Twickenham is an old 

stadium, it is now fully contactless, and is the 

first venue in the world to be so.

At Twickenham, they use technology to gain 

live information for avoiding queues by driving 

people to different levels using their Internet 

Protocol television. By connecting every till to 

a back-end system in real time, they know the 

source of all the sales, and these live analytics 

lead to improved operations, Vaughn explained.

Examples of other ways to bring in technology 

and new markets to the venue range from 

E-sports, such as video games, to drone racing to 

offering virtual dimension tickets for watching 

booked-out events at home. 

“Whether we like it or not, technology is 

driving change. It’s moving at such a pace now 

that it’s likely to move faster than we can evolve 

with it. The general experience that people have 

in the venue has to mirror what is going on 

outside in everyday life. We are one of the last 

sectors to embrace that fully”, Vaughn added.

 

Future Challenges  

Following a tea and coffee break, the speakers 

went back to the stage for a panel discussion. 

Regarding what challenges Japan might face, 

Vaughn pointed out that, in the UK, venues are 

increasingly being managed by third parties. 

This means that investment in venues is easier 

than if they were fully managed in a public sector 

environment. “For Japan, I think the challenge is 

how can you form partnerships and how can you 

build a local economy to support those parties and 

get a return when more people enter the market.”

Both speakers also highlighted that Japan 

should consider how it will make a legitimate 

career for people in the events and venue sector. 

“I think one of the challenges for Japan is 

that the events and venue sector is not seen as 

a strong career path and, perhaps, that part of 

the service sector is not elevated yet to being 

something that will draw the best talent—but also 

something people would aspire to be involved in. 

If that changes, it builds capability”, Vaughn said. 

 

Reflecting 

When asked by BCCJ ACUMEN about his thoughts 

on the forum, Young only had encouraging 

words. “I thought it was really successful. I think 

the feedback from the audience was positive. The 

questions were intelligent and really applied to the 

context for Japan. The audience know that there 

are challenges here—it sounds as if they’re really 

facing up to that. So I thought it went well”. 

Regarding his impressions of Japanese sports 

facility management, Young praised the forum 

organisers and attendees. “My first impressions 

are that, having set up a forum, to have so many 

people attend [was wonderful]. And I sense it’s 

not always usual for Japanese people to ask loads 

of questions—and yet we had lots of questions. 

That’s really positive”. 

The UK can support Japan in terms of 

management capability, said Young. To work 

together effectively there needs to be an open, 

transparent relationship where the Japanese 

firms are confident that their British counter-

parts are there to share information, to do so in 

a contractual way which makes it fair for both 

parties. “A lot of intellectual property needs to be 

shared for Japan to be effective in delivering the 

world cup and the Olympics and future events.”

Vaughn was equally as optimistic about the 

forum as Young, and believes that there is a 

huge appetite for change in the Japanese events 

industry. “I see a lot of similarities to where the 

UK was, perhaps 20 years ago, and it’s evolved 

very quickly. The benefit that Japan has, certainly 

from a technology perspective, is that technology 

now is developing so much faster that it may not 

take that long—if there is an appetite—for them 

to actually come up to speed”. 

The general experience that 

people have in the venue has 

to mirror what is going on 

outside in everyday life.

Watch the event video produced by  

Custom Media for the British Embassy Tokyo:  

bit.ly/2KqQgv9

Sports Directory: 

https://british-mc.com/sportseconomy/
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“I make gin for a living” is quite a conversa-

tion opener and icebreaker—literally, 

sometimes, I’d imagine for someone in the 

drinks business. And that is exactly the world in 

which British gin distiller Alex Davies spends his 

time. I sat down for a chat with him in Kyoto after 

having a personal guided tour of the KI NO BI 

craft gin distillery.

The buzzword craft has re-invigorated the 

drinks industry globally, and Japan, too, has 

been swept up in the boom. 

The word craft generally comes with the 

image of a hand-crafted product and premium 

price, but has no precise definition within the 

industry. Thus it has been used liberally by 

major drinks firms, in the process misleading 

consumers about the true meaning and value 

of the term. For this reason, creating a genuine 

craft product with a unique story is extremely 

important to boutique brands, and is something 

KI NO BI is doing with a passion.

KI NO BI Gin is the brainchild of David 

Croll, long-time member of the British Chamber 

of Commerce in Japan and the recipient of the 

Entrepreneur of the Year award at the BCCJ 

British Business Awards in 2010. 

After having spent 20 years importing Scotch 

whisky into Japan, Croll decided to turn things 

around and create something special from 

Japan and, most important, from Kyoto, the 

undisputed cultural capital of Japan. Following 

a chance meeting in the UK and discussions, 

Croll brought Davies to Japan in 2015 to head up 

an as yet incomplete distillery.

Japanese ingredients

For Davies, coming to Japan to create a product 

from scratch was somewhat daunting, but 

immensely exciting. He had not previously been 

involved with Japanese culture or business. 

“The first thing that went through my head 

was ‘I don’t know any Japanese ingredients’. It 

was a huge and very steep learning curve”, he 

explained, “where I had to spend a lot of time 

eating and drinking, just getting to know all the 

flavours Japan and Kyoto have to offer”.

The explosion of new flavours that Davies 

was discovering and the chance to create a 

global first meant he could have gone off in a 

multitude of directions—but the attention to 

detail was key. 

“You’re only as good as your weakest link. So 

we had to make sure everything that went into 

the bottle, and everything that went into the 

design surrounding the liquid had to be perfect”. 

And a mandate for that perfection was to 

source as many of the ingredients as possible 

from Kyoto Prefecture. 

“We source the water from a Fushimi sake 

brewery called Tsukino Katsura—very famous 

for the ground water—30min away from the 

distillery. Lemons, yuzu [a round, yellowish citrus 

fruit with fragrant, acidic juice] and ginger come 

from Ayabe; red shiso [a plant of the mint family, 

native to eastern Asia] from northern Kyoto, tea 

from Uji [a small city situated between Kyoto and 

Nara] and hinoki wood from Kyoto”, Davies said. 

The woodblock print label design was a collab-

oration with a Kyoto atelier, founded in 1624, that 

makes beautifully crafted karakami paper.

Distilling gin in Kyoto is something that had 

never been done before and has created it’s own 

unique set of challenges—jumping through 

bureaucratic hoops to get a distilling licence and 

meet tax and fire authorities’ rules. 

Through perseverance, patience, introduc-

tions and respect for the local ways, KI NO BI 

has built trust in Kyoto. “I think we’re extremely 

privileged to be working with a lot of very old, 

respected and very well-established companies. 

Now that we’ve established ourselves in the 

industry and we’re producing the product that 

people are recognising as being very Kyoto 

and very high quality, a lot of these companies 

are offering to work with us more and more”, 

Davies said.

Scientist, perfumer, chef

Over time, Davies is also realising what works well 

for his craft of combining British and Japanese 

traditions. I asked what Japanese ingredient he 

was enjoying working with the most. 

“Hinoki and the way it works with juniper. 

It allowed us to make the base part of our 

distillation a Japanese element. Hinoki plays 

such a big role in Japanese life. It is used for 

onsen baths, at Noh theatres and in Osaka castle. 

So many places use hinoki”.

After having seen the distillery—a fabulous 

Victorian-looking laboratory 

—and chatted with Davies about ingredients, 

flavours and aromas, I saw him as scientist, 

perfumer and chef using all of his senses to 

create the ultimate product. 

I wondered which sense he values the most. 

“Possibly instinct. Of course you need to 

have an educated palette. Everyone can train 

a palette, but understanding how to design 

a concept and knowing how to bring that to 

fruition, about recognising different flavours 

that will work with each other, I think instinct is 

a big part of that.” 

Finally I couldn’t resist asking Davies if, 

after a long day at work, does he go home and 

have a drink? 

“Yes I do. It’s good to stay familiar, keep your 

palette on point”. 

Judging by the success of KI NO BI and its 

distinctive craft, it seems his instinct and palette 

are bang on point. Cheers and kampai to that! 

David Croll

Distilling equipment at KI NO BI 

BEHIND THE MIC

BRITISH SKILLS,
JAPANESE TASTES
On the trail of craft gin in Kyoto
BY GUY PERRYMAN MBE
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ARTS UK EVENTS IN JAPAN
COMPILED BY 
KIYOKO MORITA

1

17 MAY–3 JUNE

Henry V

This production marks the 20th 

anniversary of The New National 

Theatre Tokyo. The play is the 

final part of a tetralogy, preceded 

by Richard II, and Henry IV parts 

1 and 2. Urai Kenji, who played 

Prince Harry in Henry IV, will 

return as the new king, Henry V.

The New National Theatre

1-1-1 Hon-machi, 

Shibuya-ku, Tokyo

Various times

Adults: ¥8,640

www.nntt.jac.go.jp/special/henry5

03-5352-9999

◉ Free gift

We are giving away two exclusive 

pamphlets for this play.

2

FROM MAY 18

Peter Rabbit

Live-action/computer-animated 

comedy film directed by Will Gluck, 

based on the stories of Peter Rabbit 

created by Beatrix Potter. The film 

stars James Corden, Domhnall 

Gleeson, Rose Byrne, Sam Neill, 

Daisy Ridley, Elizabeth Debicki, 

and Margot Robbie. 

TOHO Cinemas Hibiya

(and other locations)

1-1-2 Yurakucho, Chiyoda-ku, Tokyo

Various times

Adults: ¥1,800

www.peterrabbit-movie.jp

050-6868-5068

3

25–27 MAY

Birmingham Royal Ballet Japan 

Tour—La Fille mal gardée

Performances of Sir Frederick Ashton’s 

mix of spectacular classical ballet 

with finely wrought English comedy, 

directed by David Bintley. In this 

ballet, Lise—the only daughter of 

Simone, a widow and owner of a 

prosperous farm—is in love with 

Colas, a young farmer. But Lise’s 

mother has far more ambitious plans 

to marry her off to Alain, the son of a 

wealthy vineyard proprietor.
PHOTO: ROY SMILJANIC

Tokyo Bunka Kaikan

Ueno Koen 5-45, Taito-ku, Tokyo

Various times

Adults: From ¥6,000

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

birmingham/reeds.html

03-3791-8888

3

2

1
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◉

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

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

coordinator@custom-media.com

Winners will be picked at random.

4

FROM MAY 26

Phantom Thread

In 1950s London, Reynolds Woodcock 

is a renowned dressmaker whose 

fastidious life is disrupted by a young, 

strong-willed woman, Alma, who 

becomes his muse and lover. 
© 2017 PHANTOM THREAD, LLC 

ALL RIGHTS RESERVED

Cine Switch Ginza

(Among other locations)

Hata Bldg. 

4-4-5 Ginza Chuo-ku, Tokyo

Various times

Adults: From ¥1,800

www.phantomthread.jp

03-3561-0707

◉ Free gift

We are giving away two exclusive 

pamphlets related to the film.

5

4–24 JUNE

Short Shorts Film 

Festival & Asia 2018

Nearly 10,000 films from more 

than 130 countries and regions 

around the world were in the 

running. The cream of the crop—

some 250 titles—were selected 

for screening at the festival. To be 

screened in the Academy Award 

Program and Anniversary Program 

of the festival are the UK films 

The Silent Child by Chris Overton, 

which won the Best Short Award at 

the Oscars this year, and The Phone 

Call, starring Sally Cecilia Hawkins. 

All programmes are in English 

and Japanese.

Omotesando Hills Space O

(and other locations)

4-12-10 Jingumae, 

Shibuya-ku, Tokyo

Various times

Admission is free

www.shortshorts.org/2018

03-5474-8330

◉ Free gift

We have five original tote bags to 

give away.

6

21–25 JUNE

The 28th Barakura Flower Show 

This special annual event at the 

Barakura English Garden features 

lectures by prominent British 

speakers, as well as a variety of live 

performances by British musicians. 

There will also be fish and chips 

provided by Rugby’s Brownsover 

Fish Bar, which has been voted 

the provider of Britain’s best fish 

and chips. 

Barakura English Garden 

5047 Kuridaira, Kitayama, 

Chino-shi, Nagano Prefecture

Opening times: 9am–6pm

Adults: ¥1,800 (at the door) 

www.en.barakura.co.jp/events

0266-77-2019

◉ Free gift

We have five pairs of tickets for this 

event to give away.

4

5

6
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UK–JAPAN EVENTS

1  |  BCCJ AGM

The British Chamber of Commerce in Japan 

held its Annual General Meeting (AGM) on 

26 April at the Conrad Tokyo. The event was 

attended by 80 guests and included an address 

by British Ambassador Paul Madden CMG.

2

David Bickle was elected to be BCCJ president 

for a fifth term.

3

BCCJ Executive Director Lori Henderson MBE 

announced the results for the election members 

of the Executive Committee.

4 

BCCJ members were treated to a buffet and 

drinks at the AGM after the formalities were over.

5

BCCJ members took the opportunity to network 

over refreshments.

3

4 5

1

2

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

with captions and credits for the editor to consider: publisher@custom-media.com
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6  |  HONOURS

Dr David W Hughes received the coveted 

Order of the Rising Sun, Gold Rays, from 

Ambassador of Japan to the UK Koji Tsuruoka, at 

the Embassy of Japan in London on 22 February. 

Hughes has been promoting the understanding 

of traditional Japanese music in the UK.
PHOTO: EMBASSY OF JAPAN IN THE UK

7

Ambassador Tsuruoka bestows another 

Order of the Rising Sun, Gold Rays with 

Neck Ribbon, on Dr Peter Francis Kornicki, 

emeritus professor of Japanese studies at the 

University of Cambridge on 6 March. He was 

honoured for his contribution to the promotion 

of Japanese studies in the UK.
PHOTO: EMBASSY OF JAPAN IN THE UK

8  |  INNOVATION

From left: Iris Wang, founder of Brentano, a luxury 

fabric brand, with Custom Media’s senior graphic 

designer Michael Pfeffer, Innovasia, K.K.’s 

marketing manager Aoi Nishino and Custom 

Media’s senior project coordinator, Yoshiki 

Tatezaki, at an event in Daikanyama, Tokyo 

on 10 April.
PHOTO: INNOVASIA K.K.

9  |  CHARITY

Jane Best OBE, CEO of Refugees International 

Japan (left), and volunteer Stacy Ryan staged a  

charity fund-raising racing simulation event at 

the House of Aston Martin in Aoyama, Tokyo.
PHOTO: REFUGEES INTERNATIONAL JAPAN

10

Knights in White Lycra held its first Futsal Cup, 

raising ¥100,000 for NPO Esperanza, which 

provides football coaching for children and 

adults with cerebral palsy, while also teaching 

English language. Tournament winners were 

the British Embassy FC Bulldogs. 
PHOTO: KNIGHTS IN WHITE LYCRA
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BOOK REVIEW BY ROBERT HELDT

BCCJ ACUMEN has three signed copies of this book to give away.

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

Winners will be picked at random.

Sink or swim in sales
Japan Sales Mastery: Lessons from thirty years in Japan
Dr Greg Story
Dale Carnegie Japan
¥2,000

A bestseller in Amazon Japan’s Sales and Selling category

Evident throughout the book is the passion for professionalism in 

sales that Dr Greg Story exudes. As president of Dale Carnegie Japan, he 

is dedicated to helping salespeople and leaders succeed. He shares his 

vast knowledge and wealth of experience from his own journey starting 

out in sales, leading teams, observing, training, coaching and mentoring 

thousands of salespeople and leaders in Japan for 30 years.

 

Action steps 

Japan Sales Mastery is well structured, with chapters outlining best 

practices, what to do, what to avoid, and how to prepare for each stage 

of the sales process from start to finish. It is filled with relevant examples 

from which both novices and experienced salespeople can learn. At the 

end of each chapter there are easy-to-follow action steps that can be put 

into practice right away.

There are many good books out there on sales, but what makes this 

one special is that, in addition to being a great sales book, its focuses on 

the intricacies of selling in Japan. 

Story masterfully breaks down the cultural nuances of selling to 

Japanese buyers, helping the reader understand the various types of 

buyers, their expectations, and complex internal processes. 

He provides valuable tips on how to behave in each situation, and 

what to expect when facing uncertainties or dealing with difficult 

buyers. The book also touches on the importance of networking: how 

to do it correctly, and how to stand out and make a good impression. 

He wraps it up nicely with a vital, yet often forgotten aspect of sales: 

presentation skills. 

The six impact points of persuasion power—eyes, face, voice, gestures, 

pause and posture—will certainly get you thinking about your pres-

entation skills, whether in front of a large or small audience.

With the right attitude and mastering the techniques in this book, you 

can train yourself to be a successful sales professional. Good luck! 

www.bit.ly/japansalesmastery

Finally, a book on mastering sales in Japan! I wish this book had existed 

13 years ago, when I started my career in sales here. It would have made my 

journey a lot easier. 

My employer interviewing me at the time had a firm message: you 

are either a salesperson or you are not. All new sales team members were 

given two weeks to prove they were a salesperson. If not, you didn’t have 

a job. It was a sink or swim atmosphere, without any professional training, 

coaching or mentoring: you had to carefully observe your seniors, go on 

a couple of sales calls with them, do a couple of role-plays and you were 

ready to start selling.

Luckily, I survived, thanks to my previous experience in the hospitality 

industry—where I received professional training on customer service and 

gained the required people skills—coupled with determination, discipline 

and self-confidence.

I vowed not to do the same to my sales team who I ensure get prof-

essional training internally and externally from Dale Carnegie Training.
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FT Weekend advert for BCCJ 2017



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 Renjishi, a kabuki masterpiece 
depicting the strength of the relationship between a father 
and son, featuring powerful dance performances and 
sacred lions played by Nakamura Matagoro as the spirit of 
the parent and Nakamura Kasho as the spirit of the child.

Discover 
KABUKI

Appreciate 
kabuki theatre 
in English with 
free audio and 
live subtitles

NATIONAL THEATRE 
Friday, June 15 
2:30pm—4:25pm and 6:30pm—8:25pm
*End times are estimates and may vary

Book now! 
TEL. 0570 07 9900 | 03 3230 3000
10:00am–6:00pm in Japanese and English

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

Price 
1st  Grade ¥4,000 / 2nd Grade ¥1,800
* Special discount available for students and disabled guests. 

Please inquire at the Box Office for details.

NationalTheater_Kabuki-2018_v5.indd   1 2018/05/01   12:00




