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British food and drink has 

been growing in popularity 

in Japan, and it is not only 

original, imported products that 

have found a market. 

From English breakfast tea 

and fish ’n’ chips to whisky, there 

are many Japanese firms in Tokyo 

and further afield that have found 

a firm domestic following for the 

British favourites they have created. 

Often spurred on by an interest in, 

or appreciation of, the UK, many 

businesses have even received 

endorsement or certification from 

British firms and associations for 

the quality of their products.

Made in the UK

Now it is the turn of Britons to 

bring products to market that 

are perhaps more traditionally 

found in a Japanese kitchen. This 

issue features the stories of four 

entrepreneurs from the length 

and breadth of the UK who are 

providing a taste of Japan: sake, 

seaweed, fresh fish and wasabi 

(page 18). While the development 

indicates an increasing demand 

for Japanese cuisine across 

the country—which will likely 

continue to grow—export to Japan 

is also forecast, partly due to the 

high quality of the produce.

Whether the creation of these 

products and exploration of the 

understanding (page 28). Their 

efforts are a shining example of 

the value added—and perhaps 

often forgotten—benefits of 

foreign direct investment and how 

it can contribute to grass roots 

internationalisation. 

Meanwhile, in the East of 

Scotland, a plan for the V&A 

Museum of Design Dundee by 

world-renowned architect Kengo 

Kuma is set to revolutionise the 

city. While work is not due to 

be completed on the £80.11mn 

project until 2018, its leaders say 

his modern and inspiring design 

is already helping to bring locals 

confidence and ambition 

(page 32).

Finding a gap

As part of BCCJ ACUMEN’s 

column on members of the 

British Chamber of Commerce 

in Japan, this issue features 

Brian Gregory and his son Justin 

(page 26). Resident in Tokyo 

since 1976, Brian has worked 

across a wealth of industries 

including sales, food production, 

music and fashion. Though he 

may not consider himself an 

entrepreneur, he appreciates the 

art of being one: to react swiftly 

to the demands of the market 

and opportunities available for 

developing a business. 

Support for locals

A firm’s impact on the community 

in which it is based is not solely 

economic, but social, too. Aside 

from providing employment, 

Japanese businesses based in 

the UK, such as Toyota Motor 

Manufacturing (UK) Ltd., 

Hitachi Rail Europe and Calbee, 

Inc., are active in supporting 

education, training and cultural 

Japanese market is the result of a 

connection with Japan or a simple 

realisation of a gap in the market, 

these firms have sown the seeds 

of a relationship between the two 

countries. For example, the sake 

distillery will provide information 

about Japan through a cultural 

centre and Japanese guests were 

among those recently hosted by 

the wasabi farm.

kathryn wortley

kathryn@custom-media.com

Business impact

Investment furthers UK–Japan relations
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On Her Majesty’s birthday
A special message from  

British Ambassador to Japan Tim Hitchens CMG LVO

www.refugeesinternationaljapan.org www.tmf-group.com

www.walkjapan.com

I will draw this year’s Queen’s 

Birthday Party, to be held 

on 11 June, to its conclusion 

by unveiling a symbol: a limited 

edition photograph of Her Majesty 

for her 89th birthday. Taken in 

black and white, by the UK’s 

leading photographer David Bailey 

CBE, with a hint of the mischief 

and humour for which the British 

monarch is famous, it is a mix of 

the traditional and the very up 

to date.

That mix is at the heart of 

Britain in 2015. It gives me great 

pleasure to have been asked to 

send a message to the readers of 

BCCJ ACUMEN on the occasion. 

The UK, like Japan, believes 

strongly in tradition. This year, we 

are proud to be celebrating four 

generations of the royal family. 

We will be showcasing a photo 

exhibition of key moments from 

The Duke of Cambridge’s visit 

to Japan earlier this year and 

welcoming the birth of Princess 

Charlotte—the latest addition to 

the family early last month.

Every year, we receive many 

kind messages from all over Japan 

that show the warmth and affection 

in which the Japanese people hold 

the British royal family. 

This year has been no 

exception, with the duke’s visit 

followed swiftly by the birth of his 

daughter. Tradition and history are 

common bonds that unite our two 

great countries.

But, while the legacies of the 

past are important, so too are the 

promises of the future. I have 

chosen to celebrate the multiplicity 

of forward-looking partnerships 

we enjoy through a year-long 

Innovation is GREAT campaign, 

working closely with British and 

Japanese companies. Our goal 

is simple: celebrate and build 

those links between British and 

Japanese people who, together, 

are designing and producing our 

common future.

We are both lucky enough to 

have a great reservoir of knowledge 

and expertise that allows us to 

design the future in business, 

IT, academia, R&D and the 

creative sectors.

In appreciation of a long legacy 

of tradition and an enduring future 

of innovation and partnership, 

please join me in celebrating Her 

Majesty the Queen’s 89th birthday. 

Long may she reign. And long 

may she keep her wicked sense 

of humour. 

CELEBRATION

www.sc.com/jp

www.wedgwood.jp
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UK–JAPAN NEWS

Bag maker falters 
on export papers

A woman has won a two-year battle to have 
her crocodile-skin handbag returned after it was 
seized by UK customs officials upon arrival 
from Japan, the Daily Mail reported on 27 April. 

Made from the Nile crocodile—a protected 
species—the skin was farmed and legally 
imported from Zambia. However, maker 
Hikiji, which was exporting to the UK for the 
first time, failed to supply the necessary export 
documentation.

Judge Anne Redston said Sabine Smouha 
has acted in good faith and the skin had not 
been smuggled.

A London couple have passed the half-way mark in 
their cycling trip from the UK to Japan, the Daily 
Mail reported on 11 May.

The cyclists resigned from their jobs in spring 
2014 to undertake the 20,000km journey. 
Now, some 14,000km into the ride, the pair are in 
Myanmar, having passed through countries as diverse 
as Poland, Slovakia, Oman and Nepal. 

Aside from commuting to work by bicycle and 
taking part in a couple of short cycling tours, the 
couple did no specific training prior to departure. 
They said the trip would be taken at their own pace, 
adding it was a way to meet people and learn about 
new places.

Couple quit city life for epic cycle

Cultural heritage 
brings tourism boost 

Ranking places UK, 
Japan highly for passports
Immigration service Arton Capital’s ranking of passports from around 
the world has placed British and Japanese passports first and fourth, 
respectively, www.iafrica.com reported on 27 April. 

A passport’s power is calculated based on how many countries the 
holders can access without a visa. 

The UK and the US were tied at the top of the list, with passport 
holders of both countries able to enter 147 countries without a visa. 
Meanwhile, Japanese passport holders can enter 143 countries without 
a visa.

More cash to buy toys
The UK and Japan are among the countries that spend the most on toys 
worldwide, The Independent reported on 23 May.

Data from Euromonitor International shows that the amount 
spent per child grew last year to the equivalent of £600 in Australia, 
putting the country in first place, followed by £550 in the UK and the 
equivalent of £504 in Japan. 

According to the report, “Middle class households are very important 
to the toys and games industry because they largely drive consumer 
spending”. There is also higher spending in countries with older first-
time mothers and more women in the labour force.

Japan has climbed from 14th to 
ninth place in a global ranking 
of tourism competitiveness, 
while the UK comes fifth, 
The Mainichi reported on 
19 May. 

The World Economic Forum, 
which carried out the study, 
attributed Japan’s improvement 
to its “cultural heritage”, 
efficient transport infrastructure 
and a newly launched wireless 
Internet service.

The ranking aims to show 
how well countries can deliver 
sustainable economic and 
societal benefits through 
their respective travel and 
tourism sectors. By indicator, 
Japan ranks first globally for 
its treatment of customers 
and the quality of railway 
infrastructure.

Two cyclists half way through their journey
PHOTO: WWW.PUNCTURESANDPANNIERS.COM

GLOBAL RANKING OF  
TOURISM COMPETITIVENESS

1. Spain

3. Germany

5. UK

7. Australia

9. Japan

2. France

4. US

6. Switzerland

8. Italy

10. Canada
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Ascot to host best fillies Giant fruit breaks 
record held by Kent

A farmer from Fukuoka Prefecture has broken 
the record for the world’s heaviest strawberry, 
which was previously held by a British grower, 
The Telegraph reported on 18 May.

Weighing 250g, 8cm high, 12cm long and 
25–30cm in circumference, the fruit is the 
natural result of multiple Amaou strawberries 
having grown together. 

Grower Koji Nakao’s daughter was the first 
to try the strawberry and said it was delicious.

The previous holder of the Guinness World 
Record is recorded as G Anderson, who took 
his place in 1983.

BBC First to bring top dramas
BBC Worldwide and Sony Pictures Television Networks in Japan have 
launched a branded programme block, according to a 23 April report 
on www.newsonnews.com.

BBC First will feature on AXN Mystery, Japan’s only dedicated 
mystery channel, which will now show top-rated and award-winning 
UK dramas. 

Hiroko Ozawa, general manager of AXN Mystery, said: 
“AXN Mystery has had great success with British dramas, which have 
attracted a strong Japanese following with their high production value 
and unique style of storytelling”.

New jet to be  
shown in England 
Honda Aircraft Company is offering private demonstration flights of its 
new HondaJet as part of a tour of Europe, Pilot reported on 22 May.

Scheduled to take place following the 2015 European Business 
Aviation Convention and Exhibition in Geneva, Switzerland, in May, 
the aircraft will visit Cambridge, Birmingham, Leeds and Farnborough.

Michimasa Fujino, president and chief executive of Honda Aircraft 
Company, said, “The HondaJet is demonstrating its maturity and 
readiness for entry into service”, adding that he was “excited to bring 
the aircraft to Europe”.

Low carbon firms  
seek deals in Tokyo

The UK government’s Innovation is GREAT campaign in Japan moved 
up a gear with a delegation’s showcase of world-leading technology at 
the Society of Automotive Engineers of Japan Engineering Conference, 
according to a press release dated 21 May (see page 46).

Representatives presented cutting-edge low carbon vehicle 
technologies developed with the help of funding from Innovate UK.

Paul Gadd, programme manager for the Low Carbon Vehicles 
Innovation Platform at Innovate UK, said the initiative’s aims are to 
generate new business opportunities and demonstrate that the UK is 
a great place to conduct research and development.

Four horses from Japan are to run in this 
year’s Royal Ascot in Berkshire, marking the 
first contingent from the country since 2011, 
Racing Post reported on 29 April. 

Owner Hidetoshi 
Yamamoto and trainer 
Kazuo Fujisawa will send 
over Prince of Wales’s stakes 
contender Spielberg, as well 
as Lelouch, Pelussa and 
Super Moon. 

Nick Smith, head of 
communications and 
international racing at Ascot 

said, “It is great to have such a strong Japanese 
team coming over this year and a runner or 
two in the handicaps would be quite exciting.”

Royal Ascot attracts high calibre horses. • © 2014 GETTY IMAGES

Low carbon vehicle technologies were on display at the conference.
PHOTO: SAMUEL MADDICOTT, BRITISH EMBASSY TOKYO





EXECUTIVE DIRECTOR
 

The first British Chamber of 

Commerce in Japan (BCCJ) 

Executive Committee 

(Excom) meeting of the new 

chamber year took place on 27 

May. We welcomed five new faces 

to our board of 15, and enjoyed a 

discussion geared to promote the 

interests of BCCJ members in the 

Japan market.

Jonty Brunner of British 

Airways was elected unanimously 

as vice-president. In addition, he 

will continue in a role he has held 

for the past 18 months, that of 

liaison between the BCCJ and the 

European Business Council, the 

trade policy arm of 16 European 

chambers of commerce.

Increased activity 

During 2014–15, attendance at 

BCCJ events increased 24% year 

on year. This year, President 

David Bickle has set ambitious 

targets to further increase 

attendance, thereby enriching 

our networking platform. We are 

set to offer 40 quality events in 

2015–16 and, with the change 

of government in the UK, are 

poised to welcome a series of 

high-profile visitors. 

For the eighth consecutive 

year, we are very pleased to be 

delivering the British Business 

Awards, which invite firms to 

An effective platform

Business exchange and  
networking high on agenda

lori henderson mbe

showcase the contributions 

they have made to the UK–Japan 

commercial relationship. Details 

of the 2015 event—on the evening 

of 13 November at Palace Hotel 

Tokyo—feature on the BCCJ 

website. An early-bird discount will 

be available on corporate tables 

and seats until 31 July. Could your 

firm sponsor this highlight of the 

UK–Japan business calendar? 

Email info@bccjapan.com for 

details on how to support this 

year’s event.

Foreign chambers

This year, I’m pleased to be 

chairing the Foreign Chambers 

of Commerce in Japan Executive 

Director Network. The group 

held its first meeting of 2015, 

kindly hosted by the American 

EXECUTIVE DIRECTOR

Chamber of Commerce in Japan 

on 2 June. All major chambers 

(defined as those serving over 100 

firms) have seen an increase in 

Japanese corporate membership 

over the past year. This may be 

indicative of Japan’s push to “go 

global”. Chambers also discussed 

ways in which the interests of 

our growing membership body 

of entrepreneurs and small and 

medium-sized businesses could be 

collaboratively supported. I look 

forward to sharing updates over 

the coming months.

On 4 June, led by the Tokyo 

Chamber of Commerce and 

Industry, representatives from 15 

foreign chambers of commerce 

toured what will be the central 

zone for the Tokyo 2020 Olympic 

and Paralympic Games. We 

considered the Tokyo Bay 

development, tourism and MICE, 

counter measures for earthquake 

and tsunami, and conservation.

Well done!

Finally, congratulations to 

Philippe Fauchet, who was 

awarded an Honorary OBE from 

British Ambassador to Japan Tim 

Hitchens CMG LVO on 3 June 

(see page 24). I was honoured to 

attend the ceremony and we are 

delighted to have him serve on 

this year’s Excom. 

icon-partners.com
TEL: 03-4530-9600

GOING THE EXTRA MILE

Our level of understanding, matching accuracy, 
tailored services and timely short-listing and 
introduction of candidates are just some of the 
reasons why Icon Partners leads the industry 
in supply chain management recruitment.

Icon Partners
Supply Chain Talent Specialists

S.C.M.  •  LOGISTICS  •  FACILITIES MANAGEMENT  •  FINANCE

Nominee, 2014 British Business Awards
Company of The Year
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MEDIA

JAPAN NEWS
BY MARK SCHREIBER

fat-busting sector growing

Many Westerners in Japan have looked on 

in envy at the comparatively slim physiques 

that characterise the majority of the country’s 

population. Yet, according to Shukan Diamond 

(30 May), for some people, the outcome is 

a result of blood, sweat, tears—and large 

monetary outlays.

In an exhaustive 44-page report, the 

publication estimates that diet food, medical 

outlays not covered by national health 

insurance, the so-called “health maintenance 

market”, and membership at gyms are worth a 

total of more than ¥2trn annually. 

Medical outlays account for an estimated 

¥1trn, the largest segment of the spending. 

Included are physical examinations, such 

elective surgery as liposuction, “genetic diets”, 

as well as treatments at aesthetic salons and 

“fat farms”. In terms of money spent, the second 

most popular industry is diet-related food and 

supplements, the so-called tokuho or tokutei 

hoken-yo shokuhin (food for specified health 

purposes). These are food and beverages that 

have obtained recognition from the Japanese 

government’s Consumer Affairs Agency for 

having therapeutic properties, such as helping 

to reduce blood pressure, that account for an 

estimated ¥379bn per annum. 

A newcomer expected to make waves is the 

system, introduced in April 2015, that allows 

manufacturers to display functionality on 

food product labels. Under this system, firms 

submit an application and supporting data to 

the Consumer Affairs Agency, which allows 

them to display such claims as that a product 

“aids in the absorption of fats” once the fact has 

been confirmed.

Part of the logic behind the deregulation 

is the growing burden on the national health 

insurance system, due to Japan’s ageing 

population. As a result of deregulation, the 

market for products and services not covered 

by insurance, but which claim to prevent (or 

delay the onset of) health problems, is expected 

to swell from last year’s ¥2trn to ¥9trn by 2020. 

Pushing this growth is data suggesting that, 

out of the total nationwide medical and related 

costs of ¥38.4trn in 2012, roughly one-third—

some ¥12trn—is believed to have been spent as 

a consequence of lifestyle-related disease.

One of Diamond’s reporters, 35-year-old 

Takeshi Shigeishi, enrolled in a two-week 

programme at the Jingumae branch of RIZAP 

in Shibuya Ward, one of the firm’s 44 training 

gyms. The firm claims that 99% of its clients 

are able to lose weight and backs its claim with 

a 30-day, money-back guarantee. It charges 

¥375,840 (inclusive of membership charge and 

consumption tax) for a short-term plan to make 

your body slender that includes two weekly 

supervised training sessions of 50 minutes each, 

as well as diet counselling and other amenities. 

According to Shigeishi, the calisthenics 

were “too rigorous” and the diet rules were 

“too demanding”. Among the prohibited items 

were bananas, potatoes, beer and apples. He 

was nonetheless impressed by the spectacular 

physiques of the trainers, who included a former 

professional boxer and a K1 fighter. By the end 

of the two weeks, he said he was “astonished” 

by the results. His body weight had declined by 

3.7kg, with practically no loss of muscle mass. 

What amazed him even more was the reduction 

of 7.7cm from his stomach and 4cm from his 

waist, requiring him to tighten his belt by two 

notches. When meeting up with acquaintances 

he had not seen for some time, to his delight 

he was often asked, “Have you lost weight?” 

Exchanging a firm handshake with his trainer 

at the end of the two-week session, Shigeishi 

vowed to restrict his consumption of sugars and 

continue his exercise regimen. 

To provide contrast between traditional and 

modern dieting methods, Diamond reporter 

Naoyoshi Goto, age 34, visited a kenko (health) 

dojo—specialising in danjiki (fasting)—on 

Awaji Island in the Seto Inland Sea off the 

coast of Hyogo Prefecture. There, supervised 

fasts lasting up to 20 days are conducted, 

accompanied by Zen Buddhist meditation. 

The publication also introduced 15 smartphone 

applications related to diet and health, 

including a seven-minute exercise session 

available for the new Apple Watch. 

Staff outside a kenko (health) dojo in Hyogo Prefecture
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poll shows severe shortage of staff
At the start of the new fiscal year, Teikoku 

Databank Ltd. announced the results of a 

survey, conducted nationwide over the first 

three months of 2015, which found that over 

half of the firms across a number of sectors 

reported shortfalls of either regular or non-

regular workers. The results were based on 

10,794 valid replies. 

In descending order, with percentages of 

businesses so responding in brackets, firms 

with shortages of sei-shain (permanent staff) 

were data services (59.3%); construction firms 

(54.6%); retailers of pharmaceuticals and daily 

sundries (53.6%); broadcasters (53.3%); as well 

as hotels and ryokan (52.8%). 

The sector of “maintenance, security and 

inspection”, which rose to 10th place from far 

down the listing, is believed to be a result of 

expanded office building demand, reflecting 

favourably on Abenomics policies.

The top five business sectors reporting 

shortages of hi-sei-shain (non-permanent 

staff) were food and beverage services 

(55.0%); hotels and ryokan (54.3%); food and 

beverage retailers (53.9%); worker dispatch 

services (48.9%); and recreation and leisure 

services (48.3%).

The report also notes that about 10% of 

the business sectors surveyed reported an 

excess of workers, and that “the shortages 

can be expected to be alleviated” by 

those workers shifting to sectors with 

greater needs. 

Use of the word puremiumu 

(premium) is not new in Japanese 

as a marketing term. Firms 

such as Meiji Co., Ltd., Prima 

Meat Packers, Ltd., Morinaga 

Milk Industry Co., Ltd., Calbee, 

Inc. and Yamazaki Baking Co., 

Ltd. have adopted the word for 

marketing everything from ice 

cream and sausages to crisps and 

chilled desserts. But the term has 

undergone some evolution of late, 

with its use to identify products 

offering superior features or added 

value growing in popularity. 

When the Nikkei Marketing 

Journal (15 May) surveyed over 

100 consumers on an assortment 

of terms that they felt were most 

appealing when attached to a 

product, “premium” took first 

place with 16.7% of the responses. 

This was followed by kin no (gold) 

with 10.5%; and goku or kiwami 

(ultimate), with 10%. Rounding off 

the top 10 were zeitaku (deluxe) at 

9.6%; honkaku (authentic) at 8.1%; 

otona no (adult) at 7.7%; tokusen 

the language of quality draws customers
(special select) at 7.7%; takumi 

(master or artisan) and roiyaru 

(royal), both at 6.2%; followed by 

ricchi (rich) at 4.8%. 

According to respondents, 

premium invokes the image of 

being higher priced, more tasty, 

or made of superior ingredients. 

Some sceptics, meanwhile, said 

the term is merely used to attract 

attention to the product, with any 

claims of superiority being no 

more than hyperbole. 

The Nikkei Marketing Journal 

also ran an interview with 

Toshifumi Suzuki, chairman 

of 7-Eleven Japan, regarding 

his firm’s strategy vis-à-vis 

the recent surge of products 

labelled premium. 

“Whether food or apparel, 

it is human nature to seek 

items that are slightly better in 

terms of quality”, he said. “If the 

product conforms to customers’ 

preferences, they will not mind 

paying a little more for it. We have 

entered an era in which consumers 

seek more quality”. 

In Suzuki’s view, if a customer 

makes a purchase based on the 

hypothesis that it will taste better 

because it costs more, they will 

be disappointed and won’t buy it 

again if it does not live up to their 

expectations. Accordingly, the 

producer must score a “direct hit”. 

“Consumers are always seeking 

new items”, he said. “In the case 

of food in particular, the tastier it 

is, the easier one becomes tired 

of it. It’s the same with high-

class cuisine: eat it every day, 

and you tire of it. The higher the 

consumer’s standard of living, the 

shorter product lifespans tend to 

be”. Nonetheless, he added that if 

everyone jumps onto the premium 

bandwagon, the trend “can’t be 

expected to continue for long”. 

One way to ensure survival in the 

marketplace is to be able “to offer 

quality products at regular prices”, 

he said.

Many everyday products use 

quality marketing terms.
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I n September 2014, the British 

Chamber of Commerce 

in Japan (BCCJ) hosted a 

ceremony to mark the signing of a 

Memorandum of Understanding 

between the Japan National 

Tourism Organization (JNTO) 

and VisitBritain for the mutual 

exchange of experience and 

information in the field of tourism. 

The development of tourism 

in Japan has the potential to 

make a significant contribution 

to economic growth, and will 

be crucial in maximising the 

opportunities related to the global 

sporting events to be hosted 

here in 2019, 2020 and 2021: the 

Rugby World Cup, the Olympic 

and Paralympic Games, and the 

Kansai World Masters Games. It 

was, therefore, a great honour to 

welcome JNTO President Ryoichi 

Matsuyama back to the BCCJ on 

9 June to discuss the strategies 

underlying the rapid increase in 

inbound tourist numbers, and 

JNTO’s plans for the future.

Insight from new tourism report

This positive outlook is also 

documented in a recent 2015 

report by the World Economic 

Forum that ranks Japan ninth in the 

world for tourism competitiveness 

(see page 10).  It will come as 

no surprise that Japan’s fine 

Tourism boom promises 
economic growth

Potential effects of global sporting events

Past the post

The Knights in White Lycra have 

so far raised almost ¥6.2mn from 

their recent 500km cycle ride from 

Tokyo to Minamisanriku, Miyagi 

Prefecture, in support of projects in 

the Tohoku region. Congratulations 

to all those involved—including 

two stalwarts from the BCCJ 

Executive Committee, Graham 

Davis and Richard Thornley. 

Lend your support

According to Paul Dolan, professor 

of behavioural science at the 

London School of Economics and 

Political Science, helping someone 

else is one of five ways to be 

immediately happier.

So, if you are looking for that feel 

good factor, visit the Community 

pages of the BCCJ website. There 

you will find details of our Books 

for Smiles programme, which 

supports young people leaving 

social welfare facilities in Japan. 

Also featured is a speech contest 

organised this month by our project 

partner, not-for-profit organisation 

Bridge for Smiles. The contest 

stars participants of the Canayell 

programme, which supports young 

people leaving care to graduate 

from colleges and universities. Buy 

a ticket, be inspired by the dreams 

of the young people—and feel 

good about yourself. 

david bickle

@BCCJ_President

performance is underpinned 

by its outstanding treatment of 

customers, for which the report 

ranks Japan number one in the 

world. Other familiar strengths 

include Japan’s rich cultural 

resources, “unique cultural 

heritage”, and efficient ground 

and air transport infrastructure. 

An area where the country 

performs less well, however, 

is “tourist service infrastructure”. 

This metric measures factors 

such as the availability of ATMs 

that accept Visa cards, and the 

presence of major car rental 

firms. In practice, however, any 

negative impact from a dearth 

of major car rental operations 

is perhaps more than offset by 

the country’s excellent system of 

public transport! 

PRESIDENT

Executive Spotlight 
Expert insight from the leaders driving Business in Japan

To be featured in this series, please contact:

Joy Fajardo  •  joy@custom-media.com  •  03-4540-7730

the first and  
only bilingual  
video channel on 
Business in Japan
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From nori to sake, wasabi 

and the freshest fish, 

enterprising Britons 

are turning their hands to 

producing foodstuffs that are 

more the traditional staples of a 

Japanese kitchen.

And while these entrepreneurs 

the length and breadth of the 

country are tapping into the 

growing appreciation in the UK 

for Japanese cuisine, they are 

also producing such high-quality 

products that their firms are either 

already exporting to Japan or are 

on the cusp of a breakthrough.

In January, the owners of The 

Isle of Arran Brewery purchased a 

site in Dreghorn, North Ayrshire, 

which is to be turned into 

Scotland’s first sake brewery.

The site of a former primary 

school, the repurposed facility 

will include a beer hall, 

a brewing school, a bottling 

plant and a research and cultural 

centre devoted to spreading 

the word about Japan’s most 

famous beverage as well as its 

art and culture. The firm behind 

the project expects to attract 

30,000 visitors a year.

“The whole idea was a result 

of a conversation in a local public 

house on Arran, The Ormidale, 

when we noticed that Japanese 

whisky was on sale even on Arran”, 

said Gerald Michaluk, managing 

director of the brewery. “And we 

wondered if a Scottish sake was 

on sale in Japan, would a bar there 

be as equally well stocked [with 

the drink].

“We contacted our Japanese 

wholesaler, who said it would and 

the idea took flight”, he told BCCJ 

ACUMEN. “I then went on a course 

to learn about sake production 

TOP STORY

Selling sake, sashimi and seaweed to Japan

by julian ryall

Turning  
the tables

Freshly dug produce at the The Wasabi Company’s plant in Dorset • photo: jonathan cherry
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in Japan and, after a few years of 

trials, we are ready to start serious 

production”.

The beer side of the operation 

produces 12 different styles of beer, 

ranging from Indian dark brews to 

its best-selling Arran Blonde and 

exports to Japan, Spain and France, 

with US operations in the pipeline. 

It has high hopes for its sake, too.

“There is increasing interest 

in sake, mainly in London. And 

this, along with Japanese-style 

restaurants, make up our UK target 

market”, he said. Unfortunately, 

one obstacle may be the relatively 

cheap—and often considered 

inferior quality—sake that is 

already being imported from 

the US.

To show the Americans how it 

should be done, the Arran Brewery 

intends to export premium quality 

sake to both the US and Japan.

“We have had several visits 

from other sake makers in Japan 

and Norway and they have 

all complemented us on our 

approach”, Michaluk said.

Testing the Japan market
Alongside sake, there is little that 

is so quintessentially Japanese as 

nori. The only producer of ready-

to-use kelp products in Europe 

is based on another British isle, 

Rathlin Island, County Antrim.

“We set up the company in 

February 2013 and secured the 

full licence for the kelp farm 

in July 2014”, said Kate Burns, 

managing director of Ocean Veg 

Ireland Ltd.

“This year is our first proper 

harvest, but it has taken us two 

years to work out the best way to 

process kelp as a ready-to-use 

freshly frozen ingredient, and 

we have had to commission the 

building of specialist equipment 

to process it”, Burns said. “The 

toughest part of the production 

process is the manual handling, 

between harvesting and being 

prepped for cutting into products.

“The kelp which grows round 

Rathlin is special”, she said. Testing 

has demonstrated that there is 

no heavy metal pollution of the 

products, the rope-grown kelp is 

biofoul free, and microbial analysis 

has also shown the product to be 

pollution-free. 

“The strong tides also mean the 

kelp grows quickly”, she added.

TOP STORY

Ocean Veg produces noodle, 

salad and tagliatelle-cut 

products from Atlantic wakame 

that is blanched, rinsed and 

salad spun.

“As this is only our first full year 

of production, we are not sure 

what our harvest will be on our 

18 ropes, of which seven are wild 

seeded”, Burns said. “But last year 

we had four tonnes on three ropes, 

which were all wild seeded”.

Most of the crop was sold for 

dashi production to a large soup 

stock manufacturer in Ireland, for 

both the Irish and UK markets. The 

firm, which is also selling some 

processed product in Scotland 

and England, has orders from 

Switzerland and is currently 

negotiating with a potential large 

buyer from China.

Burns had initially hoped 

to supply kelp to Japan in the 

aftermath of the disaster at the 

Fukushima Daiichi Nuclear 

Power Plant in 2011, when sale 

of local stock was limited due to 

the public’s fears of radioactivity. 

However, opening the door to the 

market has been more difficult 

than she had imagined.

“We are not currently selling 

to Japan, which has seen quite 

a reduction in demand for sea 

vegetables over the past few years”, 

she said. “While we think there 

may be a market there for quality 

products, we have not been able 

to secure a buyer.

Firms are either already 

exporting to Japan or are on the 

cusp of a breakthrough.
Gerald Michaluk of The Isle of Arran Brewery is certified in sake production.

This former primary school 

in North Ayrshire is to be 

turned into a sake brewery.
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“We understand that the 

decline in Japanese seaweed 

consumption is probably a mixture 

of change in eating habits to a 

more Western diet, unfortunately, 

and also some concerns about 

pollution in the Japanese product”.

Burns has not given up on 

Japan entirely, but the firm is 

focusing its efforts on the market 

for raw laminaria, a species of 

kelp, for production of foods 

with umami flavour in Europe. 

She particularly hopes to take 

advantage of a boom in new, 

innovative and healthy foods.

Remarkably, it appears that 

Japan’s domestic nori industry 

has a Briton to thank for its very 

survival. In 1948, a series of 

typhoons combined with high levels 

of pollution in coastal waters had 

caused the collapse of the local 

nori industry. With little scientific 

knowledge of a crop that had 

become a staple part of the diet, the 

outlook was bleak until Dr Kathleen 

Drew-Baker stepped in.

A scientist based in Manchester, 

in 1949 Drew-Baker published a 

paper in the international weekly 

journal of science, Nature. She 

outlined her discovery that a tiny 

algae known as conchocelis was 

actually a young nori, rather than 

an entirely different species. After 

reading her research, Japanese 

scientists were able to devise 

ways to artificially seed the tiny 

spores onto strings and rebuild the 

nori industry.

Drew-Baker is revered in Japan’s 

nori-growing communities as 

“Mother of the Sea” and Osaka 

hosts a festival in her honour 

each April.

Sushi staples find success
One British firm that is enjoying 

a degree of success in Japan 

is Shetland Catch Ltd., which 

processes mackerel, herring, horse 

mackerel and blue whiting for 

export all over the world.

“We have sold varying amounts 

to Japan since we started in 1989”, 

said John Angus, sales director 

for the Lerwick-based business. 

“We sell to Japanese importers 

who arrange for reprocessing to 

be carried out, usually in China, 

before selling to Japanese retailers”.

While the Norwegian industry 

has benefited from the support of 

a well-funded national marketing 

campaign for many years, UK 

organisations such as the Sea Fish 

Industry Authority and Scottish 

Development International are 

starting coordinated promotions 

of Scottish seafood in the Far East, 

Angus said.

“Our mackerel is caught in the 

same fishing area by the same 

vessels that land in Norway, so 

there’s no quality difference, but 

‘Norwegian origin’ still commands 

the best price and the highest 

profile in Japan”, he added. 

“We hope that in five years our 

product will have price parity with 

Norwegian mackerel in Japanese 

supermarkets”.

There are compelling 

precedents for British firms making 

inroads into a market that can, on 

occasion, be very protective of its 

culinary heritage.

Take, for example, The Wasabi 

Company, which was set up 

in Dorset in 2010 and featured 
Kelp farmers check the status of young laminaria digitata, commonly known as oarweed.

Kate Burns, managing director of 

Ocean Veg Ireland Ltd., and her 

staff examine the harvest.
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in the January 2013 issue of 

BCCJ ACUMEN.

“We have just held our second 

farm invitation day for chefs and 

the press and it was very well 

attended”, said Jon Old, project 

manager for the company. 

“It helped that we were on the 

BBC and The Mail on Sunday have 

done a piece on us, and sales are 

so good now that we’re not taking 

any new customers simply because 

we don’t have enough wasabi to go 

around right now”.

The firm sells directly to 

chefs in the UK, and through 

a distribution company to 

supermarkets and specialist 

stores. It also provides wasabi 

throughout Europe.

“We have also had interest from 

Japan, which is pleasing because 

we met a lot of resistance from 

wasabi growers and Japanese 

chefs when we first started”, Old 

said. “One of the restaurants we 

visited at the very beginning—

that I can only describe as being 

hostile to our approach—sent 

representatives to the recent 

open day and they were very 

complementary.

“That resistance has melted 

away and we’re finding that 

Japanese wasabi farmers are 

coming to us and inviting us to visit 

them in Japan”, he added.

A Japanese trading firm that 

dispatched sales representatives 

to Dorset to sample the company’s 

products concluded that it is 

growing the crop in the most 

authentic way anywhere outside 

of Japan. 

Jon Old, project manager 

of The Wasabi Company, 

with his wasabi crop

photo: jonathan cherry
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By Julian Ryall

The Japanese government 

is missing no opportunity 

to play up the successes of 

its sweeping Abenomics measures, 

with analysts agreeing there have 

been some positives to date 

including the Nikkei nudging a 

15-year high, a move in the value 

of the yen, and unemployment 

figures going in the right direction.

Tom Jackson, first secretary 

and head of the Economic and 

Trade Policy Team at the British 

Embassy Tokyo, shared thoughts 

on Abenomics at a “Brown Bag 

Lunch” event for members of the 

British Chamber of Commerce in 

Japan (BCCJ) on 27 May.

Japan’s colossal national debt—

standing at ¥1.053 quadrillion and 

a shade over 240% of GDP—is one 

key challenge Japan faces, Jackson 

said, adding that, “the issue is 

that this debt is structural rather 

than cyclical.

“Some degree of cyclical 

debt is a recognised part of the 

business cycle, but structural debt 

is more serious and can suggest 

there may be underlying long-

term issues with the economy 

that are potentially serious”, he 

said, pointing out that Japan’s 

annual debt servicing costs alone 

are larger than the total GDP 

of Singapore.

Then there is the budget 

conundrum, he said. The 

government has set a target of 

balancing the nation’s books by 

2020, “but this is enormously 

challenging and it’s not clear how 

Japan will meet its target”.

To make the situation worse, 

the population is shrinking and 

ageing, which has implications 

for tax revenue and expenditure. 

Raising the rate of consumption 

tax in April 2014 was designed 

to go some way to addressing 

that problem. However, it had an 

impact on consumption patterns 

in a way that introduced further 

challenges.

Undaunted, the government is 

going ahead with the second phase 

of the tax rate hike, scheduled 

for 2017.

The fight to overcome deflation 

has been a key element of the 

economic policies laid out by 

Prime Minister Shinzo Abe, with 

quantitative easing put forward 

as the cure. The Bank of Japan is 

currently injecting ¥80trn into the 

economy each year, with the aim of 

lifting inflation to 2%.

“We are just over two years 

in and inflation is still hovering 

around zero”, Jackson said. This has 

led some people to question if and 

when this approach might start to 

have the desired effect.

IS ABENOMICS WORKING?

A look at debt, deflation and economic growth

Given the nature of the 

Japanese economy, he asked 

if Japan’s 2% growth target is 

realistic. There is a school of 

thought that suggests a more 

realistic rate of growth for a 

mature economy like Japan might 

be in the region of between 0.5% 

and 1%.

Even the seemingly positive 

recovery of the Nikkei to levels 

not seen in 15 years needs to be 

viewed with an element of caution, 

Jackson said, pointing out that the 

growth is being driven in part by 

monetary expansion. So, is there 

a danger that this could create the 

seeds of a bubble?

Critically, the third of Abe’s 

much-vaunted economic “arrows” 

needs to strike the bullseye. Should 

it fall short, Japan “will face major 

challenges in reaching its targets”, 

Jackson believes. Unfortunately, 

it will probably be a few years 

before anyone can judge whether 

the structural reforms Abe has 

been promoting have managed to 

take hold.

Discussions with BCCJ 

members touched on the need for 

Japanese firms to overcome their 

aversion to risk and, at the same 

time, invest more of their money 

in the domestic market and raise 

wages. Together, these moves 

should have the effect of increasing 

consumption.

Womenomics was also a focus 

of debate, with members expressing 

their frustration at the opportunities 

that are available to female 

employees here. It is unsurprising, 

they added, that so many of Japan’s 

brightest and best young women go 

abroad for a career.

Concluding the session, 

Jackson expressed his appreciation 

for the insights provided by the 

British business community in 

Japan, which will be helpful in 

forming a detailed picture of the 

Japanese economy. 

“There are lots of opportunities 

here and we want to keep Japan at 

the forefront of people’s minds in 

the UK”, he said. 

BCCJ EVENT

Speaker Tom Jackson

A more realistic rate of growth 

for a mature economy like 

Japan might be in the region 

of between 0.5% and 1%.
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AWARD MADE FOR SERVICES 
TO LIFE-SCIENCES INDUSTRY

Queen recognises BCCJ Executive Committee member

L earning that he was to receive the Most 

Excellent Order of the British Empire 

came as a “great honour” to Philippe 

Fauchet, president and representative director 

of GlaxoSmithKline K.K., although the news that 

he had been nominated for the award had also 

come as a shock.

Fauchet accepted his Honorary OBE from 

British Ambassador to Japan Tim Hitchens CMG 

LVO in a ceremony at the British Embassy Tokyo 

on 3 June. The citation states that he has been 

recognised for his “contribution to the British 

life-sciences industry in Japan”.

When contacted to ask if he would consent 

to his name being put forward to the Queen for 

the award, Fauchet said he was initially stunned. 

“I asked, ‘Why me, why not someone else?’” 

he told BCCJ ACUMEN. “But very soon I felt 

honoured that someone appreciated my work 

enough, and the work of GSK, to nominate me”.

Fauchet’s award was announced on the 

website of the Foreign & Commonwealth Office. 

This is probably the only time that his name will 

appear alongside that of Angelina Jolie—who 

received the honorary damehood DCMG in 

October 2014—he joked. 

The OBE is an “order of chivalry of British 

democracy” that is awarded to individuals who 

have rendered helpful service in a wide range 

of areas. The majority of the awards, which 

were established in 1917 by King George V, go 

to British nationals, with a smaller number 

presented to foreigners who have made a 

significant contribution to British society.

French-born Fauchet joined GSK in January 

2010, although he had previously worked in 

Japan and South Korea for other firms in the 

life-sciences sector. 

He also chaired the European Federation 

of Pharmaceutical Industries and Associations 

Japan from 2012–14, and was recently elected 

GONG

Philippe Fauchet, president and representative director of GSK, with his Honorary OBE
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for the first time to the board of the British 

Chamber of Commerce in Japan (BCCJ).

His un-British accent notwithstanding, 

Fauchet hopes the close ties that he 

personally—and GSK as a company—has built 

with the BCCJ, the British embassy and across 

the broader life-sciences sector in Japan, will 

benefit all stakeholders in the future. 

“One of the first things that I did after joining 

GSK was to visit the embassy to meet the 

ambassador, who was then Sir David Warren”, 

Fauchet said. “Before that time, I felt we did not 

communicate with the embassy enough. But 

the embassy is effectively a home for a British 

company like ours.

“I wanted to build that friendship and, in 

doing so, help the British life-sciences sector in 

Japan”, he added. “We are ambassadors of our 

business here and we should be proud of the 

good things that are happening in the UK”.

A firm believer in ichi-go ichi-e, the 

importance of taking advantage of a once-in-a-

lifetime encounter, Fauchet wants to build an 

increasingly strong network within the British 

community and in the Japanese business world, 

with which he has interacted for about 30 years. 

Half of that time he has spent in Japan. 

Fauchet is also impressed with the BCCJ’s 

presence and performance. 

“I have already found it to be a dynamic and 

charming team that is working hard to promote 

British interests in Japan”, he said. 

The BCCJ is spearheading a number of 

important initiatives, Fauchet said, adding that 

as a life-sciences firm with a long commitment 

to corporate social responsibility projects, he 

hopes GSK can bring together British firms’ 

talents to contribute to the Tokyo 2020 Olympic 

Games and, more specifically, the subsequent 

Paralympic Games. 

Fauchet intends to pass on the news of his 

award to GSK’s employees in Japan after the 

presentation ceremony, in large part because he 

believes it is as much theirs as his. 

“I’ve been recognised on behalf of all GSK 

and for the company’s activities here in Japan, 

and I want to tell our employees that”, he said. 

“And while I do feel honoured, in a way 

this puts pressure on me to deliver even more”, 

he said with a smile. “We have to deliver to 

continue to justify this honour”. 

GONG

UK Trade & Investment team members, Kaori Arai (left) and Sue Kinoshita attended. Members of the BCCJ were among those who joined in a toast.

British Ambassador to Japan Tim Hitchens CMG LVO presented the award on 3 June.
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It’s hard to miss Brian Gregory. 

He’s tall, broad at the shoulders 

and constantly wears a 

similarly broad grin. But it’s his 

natty line in suits that really make 

him stand out from the crowd. 

Today, he’s wearing a purple-

and-green checked jacket over a 

green jumper.

“I’ve never been a conformist”, 

he says, recounting a tale from 

his youth, when he used to share 

a house in Harrow, London, 

with a cousin of Elton John. They 

regularly borrowed from the pop 

star’s famously eclectic wardrobe 

before going clubbing. 

Gregory’s life has always, it 

appears, been colourful. 

“I first came to Japan in 1976 

for a two-month holiday because 

my brother was here with IBM 

at that time”, said 65-year-old 

Gregory. “I never intended to 

stay, but at the end of those two 

months it just made sense not to 

go back.

“Tokyo was different enough 

to be interesting, but not too 

difficult to get by in, and that’s 

true today as well”, he said. “It has 

a good balance between East and 

West, but I soon moved out of 

Roppongi—which was even then 

the area where foreigners lived—

FINDING GAPS  
IN THE MARKET

Brian Gregory: A personal passion for business

and I got myself a small tatami-mat 

room in Shinjuku”.

Born in Edgware, Gregory grew 

up in East London and had a stall in 

Petticoat Lane where he sold used 

clothing at the tender age of eight. 

Fresh out of school, he joined 

the Bank of China and was issued 

with a copy of Chairman Mao’s 

Little Red Book on Communist 

philosophy and a lapel pin bearing 

Mao’s image. 

Gregory soon developed a 

love of travel and flitted with 

friends around Europe, from 

the French Riviera to Italy and 

Denmark. February of 1968 saw 

him in the French Alps for the 

Winter Olympics.

Back in London and bored 

with life as a stockbroker, he 

joined a travel agency and was 

able to marry his passion for travel 

with earning a living. Still in his 

early twenties, Gregory set up an 

advertising agency, managed the 

Ghanaian pop band Osibisa, and 

ran a service delivering potatoes 

and eggs. 

Once again succumbing to 

wanderlust, Gregory arrived in 

Japan and quickly gained an 

appreciation for a country that has 

been his adopted home ever since. 

MEMBER SPOTLIGHT

“When I first arrived, you could 

go for a month outside Roppongi 

and not see another foreigner, 

and none of the signs were in 

English”, he said. “It wasn’t always 

easy, but it certainly made things 

interesting. And even today, this is 

an interesting city”.

After a crash course in Japanese 

supplemented by a number of 

diverse part-time enterprises—

translating computer manuals, 

growing shiitake mushrooms, 

helping a firm develop an early 

flash-freezing technique for 

seafood products—he worked for 

a small trading business dealing in 

food exports. 

Sensing that there were more 

opportunities in imports, Gregory 

teamed up in 1983 with the 

chairman of a construction firm 

who was looking to diversify. He 

was soon raking in monthly sales 

of ¥50mn.

In those days before the 

Internet, much of Gregory’s 

business was done through mail 

order catalogues. He diversified 

into manufacturing and the 

fashion sector, importing Armani 

products, for example, before 

Europe’s fashion houses realised 

the opportunities that existed 

in Japan. 

Gregory finally went solo in 

April 1989 and set up SCT Inc., 

working by himself from his home 

in the Nerima district of West 

Tokyo before opening an office-

showroom in Aoyama, Minato 

Brian Gregory • photo: julian ryall

“[In 1976] Tokyo was different enough to 

be interesting, but not too difficult to get 

by in, and that’s true today as well”.

• Industry work includes music, 

sales and food production

• Moved into imports after 

sensing opportunities there

• Runs a family business 

with wife and son



Ward. Today, the office is back 

to within walking distance of the 

family home. His wife, Keiko, does 

the accounts and his daughter, 

Carianne, works as an auditor for 

Philip Morris. 

Gregory’s son, Justin, joined the 

family business after a promising 

professional baseball career was 

cut short by injury and has been 

working alongside his father for 

five years now. 

“He is a real asset to have 

around because he thinks from a 

different perspective than his old 

man, who may be a little stuck in 

his ways”, Brian said.

“Distribution systems are 

changing and I think that young 

people are more able to adapt 

to those rapid changes and 

to take better advantage of 

new technologies in this area”, 

he added. 

“These are the sorts of skills that 

he is bringing to the company, as 

well as a good eye for new products 

and business opportunities that 

are relevant to the times”.

Gregory expects that 29-year-

old Justin will one day take over the 

firm, but he believes that he will 

inevitably make his own business 

decisions. These might take it in 

a different direction, with new 

products and services in the future. 

“It’s up to him where he wants 

to take it”, Brian said.

Providing industrial-use ink-

jet printers for paper mills are a 

major component of Gregory’s 

business, although SCT Inc. also 

imports fertiliser for around 300 

golf courses across the country 

and in South Korea. The firm also 

imports fashion brands, skincare 

and cosmetics products, as well 

as accessories for mobile phones, 

while it exports for a number of 

large toy firms and Abashiri 

Okhotsk Blue Ryuhyo Draft. In 

addition, it provides licensing 

for a number of 

businesses, including 

Rover and, in the 

past, represented 

Royal Mail. 

“I don’t 

consider myself to 

be an entrepreneur 

as that suggests to 

me someone who 

really has a dream of 

something that they 

want to do and they 

set out to do it”, Brian 

MEMBER SPOTLIGHT

says with a shrug. “My career has 

always been more about making a 

living, paying the bills and putting 

the kids through school”.

Just never expect to see him in 

a grey suit. 

Brian Gregory with son Justin

“Distribution systems are changing and 

I think that young people are more able 

to adapt to those rapid changes . . .”

Contact us
Tokyo Club Building 11F
3-2-6 Kasumigaseki, Chiyoda-ku,  
Tokyo 100-0013, Japan
T. 03-3596-0123     E. japan@tmf-group.com

tmf-group.com

TMF Group helps global companies of all sizes to expand and invest 
seamlessly across international borders. We focus on providing specialised 
and business-critical financial, corporate secretarial and human resource 
administrative vehicles and investment funds in different geographic locations.

With operations in more than 80 countries providing high-value business 
services, TMF Group is the global expert that understands local needs.

Our Japan office was established in 2007 with qualified experts offering our 
clients unrivalled services in:

	Accounting and Tax
	Human Resources and Payroll
	Corporate Secretarial

Thinking of doing business
in Japan? Talk to us
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by sarah parsons

Look at any region of the UK and you will 

find Japanese firms’ headquarters and 

manufacturing facilities, mergers and 

acquisitions, R&D projects carried out jointly 

with British firms and many academic links. All 

these are contributing to unprecedented growth 

in both the British economy and employment 

figures. According to UK Trade & Investment’s 

Inward Investment Report 2013/14, Japan is the 

UK’s key investment partner in Asia, having 

delivered 116 projects across the country in 

2013–14 and created 3,040 new jobs. Moreover, 

half the cars manufactured in the UK in 2014 are 

by Japanese makers. 

Recent case studies

Hitachi, Ltd. recently set up their global 

headquarters of Hitachi Rail in London, and 

production at their factory in Newton Aycliffe, 

County Durham—the firm’s European rail 

ADDED VALUE OF 
INWARD INVESTMENT

Japanese firms support education and community links 

manufacturing base—is due to start in 2016. It 

will create 760 jobs and thousands more in the 

wider supply chain. 

In the field of M&A, in 2014, Japanese global 

firm Suntory Beverage & Food formed Lucozade 

Ribena Suntory when it acquired two popular 

British brands. Advertising giant Dentsu Inc. 

continues its buying spree in the UK after having 

acquired, in 2013, Aegis Group PLC, a leading 

provider of media-buying and market research, 

in one of the industry’s biggest acquisitions ever. 

Snack manufacturer Calbee, Inc. recently 

made its first European investment in Flintshire, 

Wales, and has just unveiled their first product 

to be manufactured at the factory.

Some of this activity may have been 

prompted by Prime Minister Shinzo Abe’s 

growth strategy and an economic need for 

Japanese firms to globalise, moving out of a 

relatively uncompetitive domestic market. 

FDI

Japan is the UK’s key 

investment partner in 

Asia, having delivered 

116 projects across the 

country in 2013–14 and 

created 3,040 new jobs.

Representatives 

of Toyota UK, their 

suppliers and 

the University of 

Nottingham joined 

an event in the East 

Midlands to promote 

links between firms and 

the local community.
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However, there is no doubt that the strategic 

positioning of the UK, its openness to inward 

investment, the strength of its workforce and 

leading expertise were also key considerations 

when making these decisions.  

The benefits of this inward investment are 

not solely economic; there are also social, 

cultural and educational ones. Living in the East 

Midlands myself and working with Japanese 

firms across the country, I have seen links 

develop at a grass roots level that have had 

regenerative effects on local communities. 

Skills for young people

One area of activity is investment in education 

and training. Hitachi Rail Europe and Gestamp 

Tallent Ltd., in partnership with the University 

of Sunderland, are sponsors of University 

Technical College South Durham, due to open 

in 2016. This college is part of a government 

initiative to support young people developing 

their skills in manufacturing and engineering 

and so fill the skills gap in this area. 

Equally committed to the skill development 

of its Newton Aycliffe-based workforce, in 

January the firm transported a part-assembled 

train carriage from Kobe, Hyogo Prefecture, to 

the Port of Tyne in the North East of England. 

This facility will be used as a training unit, 

allowing apprentices, technicians and engineers 

to gain in-depth knowledge and expertise about 

the building of trains.

Toyota Motor Manufacturing (UK) Ltd. 

is also at the forefront of developing young 

people’s skills and career prospects. The 

firm runs projects in science, technology, 

engineering and mathematics in schools around 

their manufacturing facilities in Derbyshire 

and Flintshire, as well as an Apprentice 

Development Centre at its Burnaston plant in 

Derbyshire. This centre works in partnership 

with a local college and extends apprenticeships 

to a wide range of businesses. 

Rob Gorton, corporate planning manager 

at Toyota UK, spoke at a “Local Growth, 

Global Links” seminar in London in March. 

Co-organised by the Japan Local Government 

Centre and the UK’s Society for Local Authority 

Chief Executives, the event explored the benefits 

of working with global businesses in the UK and 

building links with regions abroad.

Gorton said Toyota’s approach to working 

with the community is based on the two pillars 

of investment in the local environment and 

engagement with stakeholders. The firm’s 

commitment to Derbyshire—including an 

investment of £2bn and a workforce of 3,000—

began in 1992.

Meanwhile, Fujitsu Ltd. recently launched 

its Education Ambassador Programme, 

which partners with schools, colleges and 

universities across the UK to enable students 

and educators to improve their digital skills. 

It has been named in The City & Guilds Top 

100 Apprenticeship Employers. 

International exchange

The cultural links that have developed from 

Japanese investment into the UK run deep in 

communities, especially where local councils 

have nurtured the relationships, in some 

cases by developing a twinning arrangement. 

Derbyshire’s twinning with Toyota City, in 

Aichi Prefecture, has resulted in trade and 

cultural delegations, as well as business and 

school exchanges, while Japanese language 

classes have been introduced at some local 

Derbyshire schools. 

Gateshead in Tyne and Wear and Komatsu 

City in Ishikawa Prefecture, run successful 

youth exchange programmes and other 

joint projects involving the arts, music 

and education. 

In Flintshire, Toyota’s presence has resulted 

in the local council supporting annual cultural 

exchanges since the 1990s. 

Ian Budd, chief officer of Flintshire Council, 

recognises the importance of these ties, which 

may well have played an important part in 

attracting Calbee to the area. In an article 

entitled “Flintshire’s Business & Cultural Links 

with Japan”, he says: “We know that we are far 

better and understanding partners when we 

promote cultural exchange and intellectual 

cooperation between our peoples”.  

FDI

The cultural links that have 

developed from Japanese 

investment into the UK run 

deep in communities.

I have seen links 

develop at a grass 

roots level that have 

had regenerative 

effects on local 

communities. 

Hitachi Rail Europe’s training carriage arrives at the Port of Tyne in North East England.
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by kathryn wortley

Foreign firms in Japan are 

experiencing success 

and are optimistic that 

economic considerations will 

allow this to continue, according 

to the latest Foreign Chambers 

in Japan Business Confidence 

Survey. Conducted on 14–24 

April, the poll is considered an 

important barometer of foreign 

business in Japan. Some 2,000 

firms that are members of 15 

foreign chambers of commerce and 

business organisations were polled.

Across the board, respondents 

reported improved sales during 

the past six months compared with 

the previous survey carried out 

in October. On an index using a 

scale of +2 (strong improvement) 

to -2 (strong decline), firms in the 

finance sector reported the most 

improvement at +0.92 (previously 

+0.60), closely followed by those 

in sales and trading at +0.70 

(previously +0.53). 

Reflecting this improvement, 

some 56% of firms polled reported 

strong or some improvement in 

profits over the past six months, 

with those in the service sector 

showing the biggest change at 

+0.74 (previously +0.50). Over half 

the respondents attributed the 

change in business performance to 

their own efforts.

BRIGHT ECONOMIC 
FUTURE EXPECTED

Firms show good performance, optimism

No doubt buoyed by success, 

respondents remain positive 

about the economy. For the next 

six months, the index is +0.69, 

compared to +0.33 in October, 

and further growth is expected 

over the coming 12 months, with 

an index of +0.74, previously 

+0.42. Some 78% of respondents 

report seeking further growth, 

while 18% expect to sustain their 

current level. 

• Sales and profitability 

reported higher

• Firms bullish on their 

approach to future growth

• Respondents want more 

competitive economy

When asked about an 

optimal exchange rate that 

would profit Japan and foreign 

firms, respondents from among 

members of European chambers 

of commerce suggested an 

average rate of ¥124.9/€1, while 

others suggested an average rate 

of ¥109.6/US$1. 

Among the respondents who 

choose “Other” when asked 

what type of structural change 

should be emphasised in Japan, 

popular suggestions were bringing 

more women into the workforce, 

increasing levels of immigration 

and internationalisation.

The next survey will be 

conducted in October. 

Full report:  

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

This survey is sponsored by 

Asian Tigers.

SURVEY

Opinion on what type of structural change should be emphasised in Japan

Full relocation and mobility services 
                      to and from anywhere in the world.

Specialists in the art of moving 
                       Non obligation, free estimate and quotation
                                                Experienced and trusted movers.

Customer Hotline: +81 (0)3 6402 2371 
Email: sales@asiantigers-japan.com              www.asiantigers-japan.com
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Harmony of  
nature and design

Kengo Kuma hits the spot for new UNESCO city of Dundee

by kathryn wortley
photos: © v&a dundee/kkaa
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A building should be 

in tune with history 

and nature, according 

to world-renowned architect 

Kengo Kuma, and the first one he 

has designed in the UK is to be 

no exception. 

Located on the banks of the 

River Tay, the V&A Museum of 

Design Dundee will connect 

the waterfront to the city, with a 

portion of it floating on the river. 

While Kuma said designs for 

waterfront redevelopments tend 

to be too commercially orientated 

and not convey the nature of 

individual sites, he believes this 

project will be different.

“For the V&A, I aim for a place 

that not only invites people to the 

waterfront, but also shows respect 

for the nature and people of 

Scotland”, he told BCCJ ACUMEN.

“I was greatly inspired by the 

landscape of Dundee, where the 

water, cliff and earth struggle 

with each other. That is what I 

understand as the core of Scotland 

and I wanted to express it in the 

architecture”.

Kuma said his connection 

to Scotland—beginning with a 

visit nearly 20 years ago—and 

the similarities between Scottish 

and Japanese people made it 

natural for him to apply to design 

the building. 

With the establishment, in 

2014, of Dundee as the first and 

only UNESCO City of Design in the 

UK, expectations are high for the 

V&A Dundee. Delivered by Design 

Dundee Ltd., the project is a 

partnership involving the Victoria 

and Albert Museum in London, 

Dundee City Council, the University 

of Dundee, Abertay University and 

Scottish Enterprise—a public body 

of the Scottish government. 

The £80.11mn building is not 

only to act as an international 

centre of design, hosting major 

exhibitions, but is also expected 

to give the economy a £11.4mn 

boost by contributing to the 

development of the broader 

hospitality and tourism industries 

in the region. It will have access 

to Scotland-related objects from 

the V&A’s vast collections as well 

as objects loaned from collections 

of national significance across the 

country and beyond.

The partners hope it will 

have a great impact on both the 

city and the country, creating a 

place that celebrates heritage, 

inspires contemporary talent and 

encourages future innovation. 

Already, the design of the building 

has been attributed to having 

started this process. 

Speaking at a ground-breaking 

ceremony at the site on 5 March, 

Cabinet Secretary for Culture, 

Europe and External Affairs Fiona 

Hyslop said, “Kengo Kuma has 

set out a spectacular vision for 

V&A Dundee that heralds a bright 

future for Dundee as the UK’s first 

UNESCO City of Design”.

Phillip Long, director of the 

V&A Dundee, said the design of 

the building symbolises the city’s 

new confidence. 

“As the building develops, 

day-by-day it will demonstrate 

Dundee’s growing ambition in 
Phillip Long of V&A Dundee, Councillor Ken Guild of Dundee City Council, Cabinet 
Secretary Fiona Hyslop, Doug Keillor of BAM Construction Scotland, and Kengo Kuma

The V&A Museum of Design Dundee (right) will connect the waterfront and the city. 

CREATIVE

>>
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a very real and physical way”, 

he added.  

In Dundee for the ceremony, 

Kuma said he was pleased with 

how the city is developing in terms 

of design.

“It’s always a pleasure to visit 

Scotland, a country I love very 

much”, he said. “When I first 

arrived for the competition site 

visit in 2010, Dundee was a very 

different place. Already you can 

see the connection between the 

beautiful waterfront setting, the 

environment and the city is so 

much stronger”.

This harmony between 

buildings and their location is at 

the heart of Kuma’s work. Giving 

a keynote address on 21 May at 

real estate exhibition MIPIM in 

Tokyo, he said innovative cities 

are the result of the heritage of 

the past. He cited the 1755 Lisbon 

earthquake and the subsequent 

fires and tsunami as an example 

of a trigger that resulted in the 

adoption of wide roads and open 

boulevards in Paris. 

In the US, too, he attributes the 

concentration of concrete buildings 

in Chicago to a change in people’s 

demands, following the Great 

Chicago Fire, which destroyed 

9km2 and left 100,000 residents 

homeless. The concept was then 

transferred to New York, where 

the first skyscrapers were built and 

cities began to be made of steel.

While disasters have shaped 

designs, architects and builders 

often have assumed they could 

overcome the powerful force of 

nature. This is not possible, he 

said; nature and history are to 

be respected.

Gravitating to Tokyo due to its 

relative proximity, the residents 

of Nakagawa, Tochigi Prefecture, 

had lost sense of their hometown 

until Kuma got involved in a 

local project. His design for the 

Bato Hiroshige Museum of Art 

incorporates a large void in the 

middle of the structure. This allows 

visitors and locals to connect with 

the nearby mountain and shrine: 

important, but much forgotten, 

parts of life. The building blends 

into the natural environment, 

using traditional, locally sourced 

materials such as cedar, stone and 

Japanese washi paper. 

Kuma asked the audience to 

consider what kind of cities Japan 

wants to make following the Great 

East Japan Earthquake. Yet, he 

believes the work of Japanese 

architects need not be limited to 

domestic projects.

“Japan is a densely populated 

country with little habitable land”, 

he said. “Japanese people therefore 

have nurtured a sustainable culture 

under this physically limited 

environment, which, in many 

ways, is symbolised by architecture 

and engineering. I think Japanese 

architects and engineers can 

contribute a lot to the rest of the 

world, particularly in this field”.

The V&A Dundee, one such 

contribution by Kuma and his firm, 

is due to open in 2018.

“We look forward to forging 

even closer links between the 

people and cultures of Japan and 

Scotland over the coming years as 

we create our first British building”, 

he said. 

CREATIVE

Wood is the main material to be used in the V&A Dundee’s main hall.

Kengo Kuma visited the construction site in Dundee in March.  

“I aim for a place that not only 

invites people to the waterfront, 

but also shows respect for the 

nature and people of Scotland”.
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The popularity of corporate team-

building programmes is on the increase 

as ever more large and small firms alike 

realise the benefits that they can bring. 

The aim behind such programmes is, 

primarily, to forge among colleagues strong 

cohesive bonds, which lead to higher 

morale and productivity. 

Being in a fun situation out of the office 

generally enables individuals to relax and 

open up, paving the way for new and deeper 

relationships to develop. During the programme 

teams enjoy various activities and challenges 

that promote development of skills in 

problem solving, creative thinking, effective 

communication and leadership, as well as the 

honing of interpersonal abilities. It is often 

during team-building activities that individuals 

recognise their strengths and learn to appreciate 

those of their colleagues. 

Japan is no exception to the team-building 

culture. Indeed many Japanese firms hold at 

least three out-of-office social events each 

year. For international corporations in Japan, 

effective communication through the cross-

cultural barriers that can exist is paramount. 

Giving individuals a common ground and 

goal to reach can reduce these cross-cultural 

divisions and unify peers. Moreover, it gives 

individuals a fresh perspective on one another 

and their team’s potential, which can transfer 

into the workplace. Activities involving brain 

storming, physical challenges, trust and 

cooperation exercises are great ways to achieve 

this goal. 

Evergreen Outdoor Center in Hakuba, 

Nagano Prefecture, is one such place that 

prides itself on its calibre of team-building 

programmes. It has the magnificent Northern 

Japan Alps as the setting and over a decade 

of corporate team-building experience in 

the outdoors. Being an outdoor centre, 

all activities are led and facilitated by 

experienced and qualified guides who 

have a copious amount of skill-specific 

and local knowledge.

Evergreen’s location in the heart of the 

Japan Alps allows team-building programmes 

to comprise the very best activities: from 

adrenaline-inducing ones, such as canyoning, 

rafting, mountain biking and rock climbing 

to more relaxed pursuits, such as kayaking, 

canoeing, hiking and even workshops in yoga 

and African drumming. Being so far from 

the city, there are opportunities aplenty to 

enjoy these activities in a beautiful natural 

environment.

One of Evergreen’s most popular team-

building components is the Hakuba Adventure 

Challenge. Introducing a healthy, competitive 

dynamic, individuals are divided into teams 

and set a series of challenges to overcome. 

From the physical challenge to the mental 

to the creative, abilities in problem solving, 

teamwork, communication and leadership are 

key to a team’s success. Once the tasks have 

been completed and the winners declared, 

the day often finishes with a hearty BBQ and 

celebratory drinks. Aside from being great fun, 

this challenge usually creates special memories 

for all who take part. 

Working and living in a foreign country with 

an entirely different language and business 

culture make it essential that we take time to 

establish strong, authentic connections within 

our workplace and break the cultural barriers 

that can sometimes restrict our potential. A 

great team-building programme, such as one 

provided by Evergreen, will bring out the best 

in people and, by extension, the firm. After all, 

a happy team is a productive one. 

PUBLICITY

by nadine robb

TEAM BUILDING 
SUPPORTS BUSINESS

Bringing out the best in your people 

Programme teams enjoy canyoning. Challenges are realistic and practical.
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Walk Japan offers authentic and enjoyable tours to discover the country and its 

people, society and culture. We have pioneered and specialise in off-the-beaten-track 

tours of Japan. Since 1992, we have been introducing little-known areas of this richly 

varied country. We do this in an informative way, making sense of sights and customs 

that frequently remain elusive to many visitors.

Avoiding tourist buses, our tours bring this fascinating country up close by allowing our 

guests to mix in with its people and way of life.

Walk Japan

529-1 Matamizu, Ota 

Kitsuki

Paul Christie

090-5026-3638

pchristie@walkjapan.com

www.walkjapan.com

activities or services

We have over 19 regularly scheduled tours and create many private custom tours each 

year. Tours include:

Walking tours

• Nakasendo Way

• Kumano Kudo Pilgrimage

• Basho Tour

• Hokkaido Hike

• Okinawa Voyage

Short-stay tours

• Kiso Road

• Tokyo Tour

• Kyoto Tour

• Yakushima Adventure

Custom tours

• Golf

• Yoga retreats

• Winter photography

• School residentials

The A-List of Leisure & Travel

Elana Jade is Tokyo’s most exclusive organic beauty salon, where boutique luxury and 

personalised service is unsurpassed. 

This Australian-owned salon has been successfully operating since 2009, and is 

superbly situated: a five-minute-walk from Roppongi Hills on the Azabu-Juban main 

shopping street. 

Generously sized, our enclosed treatment rooms provide a private and relaxing haven, 

where guests come to escape the hustle and bustle of city life.

activities or services

All products used in Elana Jade’s treatments are guaranteed to be organic, non-

perfumed and are delivered by highly trained, English-speaking staff. 

Specialising in: 

• Waxing

• Facials

• Anti-ageing treatments

• Massage

• Men’s treatments

• Pre-natal treatments

Elana Jade

Latorie Memorial Blg. 3F

1-5-19 Azabu-Juban 

Minato-ku, Tokyo 106-0045

Elana Gilbert

03-6438-9895

salon@elanajade.com

www.elanajade.com

Located right at the base of the majestic Northern Alps in Hakuba Village, we 

have been operating guided tours and leading groups in the outdoors for over 15 

years. We offer many adventurous activities suited for families, school groups and 

speciality team-building programmes. From wild river and trail adventures to mellow 

excursions on the lake, our friendly professional guides will show you the best of 

Hakuba’s natural areas. 

Evergreen Outdoor Center K.K.

4377 Happo-one

Hakuba-mura

Nagano-ken

Dave Enright, director and chief guide

0261-72-5150

tours@evergreen-outdoors.com

www.evergreen-hakuba.com

activities or services

Green Season: 

• Canyoning, white-water rafting, canoeing, kayaking, mountain biking, 

rock climbing, hiking and trekking

Winter Season: 

• Ski and snowboard school, backcountry and off-piste tours, snowshoeing, 

x-country skiing, avalanche safety courses, and daycare services 
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by dr greg story

The Master of Ceremonies 

(MC) goes to the 

microphone to get the 

programme underway but the 

audience are simply oblivious, 

caught up in their own riveting 

conversations. The situation is 

much worse at receptions, where 

alcohol is already flowing and the 

people at the back are generating a 

roar that drowns out the speakers. 

Apart from bona fide members 

of imperial families, everyone is 

fair game in the “let’s ignore the 

speaker” stakes. Cabinet ministers, 

eminent speakers and famous 

personalities all struggle to get the 

attention of the crowd. When it 

is our turn, what can we humble 

beings do about this?

Here are some ideas that may 

shut down the noisy rabble and 

provide a proper platform for the 

speaker to be heard. 

Make sure to turn off the 

background music well before you 

are ready to start. Surprisingly, this 

is often forgotten by organisers. 

Speakers should not try to compete 

with irritating white noise in the 

background, so check this will 

be done before you are due to 

launch forth. 

Preferably always have 

someone else introduce you. 

Their job is to quiet the room in 

preparation for your presentation. 

This doesn’t always go to plan 

though, because it can be a 

lucky draw on who introduces 

you. Usually, they are not skilled 

speakers themselves and so they 

may do a lame job at best.

If you are the MC about to 

introduce the programme speaker, 

avoid the charisma by-pass 

problem of having no presence in 

the room. Even a giant of a man 

boasting a hulking frame will 

have absolutely no success if he 

draws up to the microphone and 

in a tiny, faint voice tries to call 

the assembled masses to order. 

An imposing physical presence is 

no guarantee of cutting through 

the clatter. 

If you worry about speaking 

behind high podiums and 

appearing to your audience as a 

stylish coiffure just peaking above 

the water line, always arrive early 

and ask the event staff to provide 

a small raised dais for you. We 

always want the audience to see 

our face easily. Even better, dismiss 

the podium altogether, because 

now we can use our body language 

to maximum effect.

HOW TO COMMAND UNRULY, 
ALCOHOL-FUELLED CROWDS

Voice projection is key for 

cutting through the noise of the 

crowd. Today’s microphone 

technology is very good, so you 

don’t need to have a stentorian 

voice. Placing the microphone 

too close to your mouth creates 

dissonance, making it harder 

for the audience to hear you. 

Mysteriously, some speakers have 

the opposite problem and hold 

the microphone so low that there 

is almost no sound being heard. 

These errors are easily avoided 

if you just hold the microphone 

about a hand’s spread in front of 

your mouth and speak across the 

top of the microphone mesh.

When you face a challenging, 

noisy crowd, make sure to hit 

the first few words very hard. 

To get things going, start with 

a strong greeting—“Ladies and 

gentleman”—with power invested 

in the first word. Remember to 

draw that first word out slightly for 

effect. Now include a small pause 

• Turn off music and have 

someone introduce you

• Building anticipation and 

curiosity helps quiet a crowd

• Hold the microphone at the right 

distance, project your voice

before a strong finish to the phrase. 

This will generally shut down 

the room and gather everyone’s 

focus on the speaker. If it doesn’t 

produce that “hear a pin drop” 

silence, then speak again with 

strong voicing of the next phrase, 

“May I have your attention please”.

I have seen speakers use 

assorted cutlery to bang on a glass 

to create a chime that signals it 

is time for everyone to be silent 

and listen. It works. However, 

one word of warning: don’t speak 

while pounding. Let the chime 

effect work and, when the peer 

pressure builds to a point where 

you have achieved silence, put 

the glass down, pause and then 

start. Why pause? This builds 

anticipation and curiosity, both 

of which work in our favour when 

trying to get attention to what we 

are saying.

Similarly, you can also use 

powerful music to drown out the 

crowd’s babble and make them 

listen to what is coming next. Just 

a short piece will do, as it signals 

action is about to commence and 

people will switch their gaze to 

you at the front of the room. After 

the music ends, again use a slight 

pause and then start.

We can’t be effective 

communicators if people are not 

listening, so our first task is to quiet 

the room. Using these techniques 

will produce the right break in 

the chaos for your message to 

be heard. 

TRAINING
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by michael downey
bbc world japan

R eaders of BCCJ ACUMEN 

will have no doubt heard 

quite a few Japan stories, 

especially those involving the 

Japan Exchange and Teaching 

(JET) Programme. Many of you will 

have travelled along a similar path 

and have your own set of equally 

fascinating tales to tell. But I hope 

that you will indulge me and allow 

me to tell my own story and how I 

arrived at the BBC in Tokyo.

My tale begins in secondary 

school, when a good friend of mine 

introduced me to Japanese anime. 

We would set the VCR to record 

late-night sci-fi channel airings of 

B-grade shows and study intently 

the unfamiliar art styles and mature 

themes that were in stark contrast 

to the Saturday morning television 

we usually watched. We soon 

realised, however, that we would 

need a teacher in order to really 

understand the language. With that 

in mind, we petitioned the school 

to hire one and, with a small band 

of like-minded peers, we succeeded 

in beginning a 10-year legacy at 

Chatham Grammar School for 

Boys in Kent: a Japanese GCSE 

course. My experience culminated 

in a short trip to Japan that would 

forever alter my life path.

Five years later, after a gap 

year spent deep in the Japanese 

countryside at a care home run by 

Leonard Cheshire Disability, the 

UK’s leading charity supporting 

disabled people, and having 

graduated with a first class degree 

WHERE ARE THEY NOW?

A journey towards assimilation

in Japanese and philosophy from 

the University of Leeds, I found 

myself very apprehensive. Despite 

my success and newfound ability 

to read manga, I desperately 

wanted to employ my Japanese in 

the workplace, but was faced with 

the immense hurdle of trying to 

find a job in Japan. 

The JET Programme offered a 

golden ticket back to the country. 

I was appointed one of only six 

coordinators of international 

relations from the UK, and was 

stationed in Okazaki, Aichi 

Prefecture, in 2009–12.

The staff at the local council 

welcomed this fresh-faced 

graduate with open arms and 

gave me the freedom to pursue 

many projects. I had the honour 

of interpreting for sister-city 

government delegations and 

hosting a variety of classes, 

including teaching local residents 

British English pronunciation. 

I remember earnestly the 

time my samurai aspirations 

were fulfilled in a central role at 

the municipal festival. Donning 

full vermillion samurai armour, 

I played the part of Ii Naomasa 

(1561–1602), one of the four 

legendary guardians of the 

Tokugawa Shogunate, parading 

down local streets atop a horse 

named Rabbit. It was during those 

few hours grinning on horseback 

that I learned there are few 

better ways to foster grassroots 

internationalisation than to stick a 

JET

Now in its 27th year, the Japan Exchange and Teaching (JET) Programme 

has welcomed more than 55,000 people from 62 countries to deliver 

grassroots international exchange between Japan and other nations. Ninth 

in our series, this column features former JETs, both in the UK and Japan, 

who keep the idea of fostering mutual understanding firmly at heart.

A festival brought opportunities to interact with local children.



JET

foreign national right in the thick 

of a buzzing Japanese festival. 

Another lesson was that growing a 

full-bodied manly moustache takes 

me much longer than a month.

The time spent maturing my 

Japanese on the JET Programme 

proved invaluable to my future 

career development. Afterwards, 

I went through the Japanese 

job-hunting scenario alongside 

university students, and after a 

laborious five-stage interview 

process, I landed my next job 

at BEENOS Inc. working for 

www.tenso.com, a forwarding firm. 

Then I moved on to work in digital 

marketing at DMM Corporation 

before arriving in my current role 

as digital business manager for 

BBC World Japan.

Michael Downey rides Rabbit through the town.

It is an exciting time to be 

working for the BBC. For some 

20 years, the commercial side of 

the company has had a presence 

in Japan as a cable television 

channel, broadcasting breaking 

news around the clock in Japanese. 

However, fast-paced developments 

online see people increasingly 

looking for news in the online 

environments with which they 

feel most comfortable. Video is 

at the heart of the BBC’s digital 

strategy to react to the changing 

environment, and here in Japan 

we have set our ambitions towards 

the launch of a Japanese language 

version of www.bbc.com.

I am fast approaching my 

eighth year in Japan. Curiously, 

it feels as though things have 

already weaved themselves into 

a full circle. I have arrived at a 

point where I can finally give 

something back to the UK, using 

my knowledge of a language 

and culture I love. The JET 

Programme was an invaluable 

part of my journey towards 

assimilation here. It serves as a 

shining example showing just 

how crucial bridges between the 

UK and Japan are to building a 

strong foundation of trust and 

understanding, which ultimately 

fosters better relations and 

prosperity for both sides. 

I can finally give something back 

to the UK, using my knowledge of 

a language and culture I love.

www.custom-media.com

#customsolution

2013 Company of the Year

Custom Media is an award-winning media, 

design and market-entry agency specializing 

in innovative print and digital publishing—

magazines, marketing, websites, social media, 

apps, videos and communications.

Contact us:     
unique@custom-media.com   

nocluehowtodothishashtag 

thingwhatareyousupposedto 

writehowisthisdifferentthan 

facebookwhatintheworldis 

hashtagworthywhyamidoing 

thiswhowillreadthis
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Suits from $395 (¥47,000) 
Blazers from $275 (¥32,500)
    

       
 

Tuxedos from $595 (¥71,000)
Trousers from $135 (¥16,000) 

       
 

Overcoats from $650 (¥77,500)
Ladiesʼ suits from $395 (¥47,000)
       
 

Shirts from $69 (¥8,200) 
— minimum four shirts

Other superfine quality suits from $550 (¥65,500) to $2,600 (¥309,500)    All prices in USD (excluding shipping); delivery within two weeks
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K azuyuki Ishihara wanted to create a garden for 

everyone to show that green and tranquil places can 

transcend class and wealth. Not only did he succeed 

in his aim, but the celebrated designer has been awarded 

a gold medal in the Artisan Gardens category of the Royal 

Horticultural Society’s Chelsea Flower Show. Organised 

by the society, a UK charity established to share the best in 

gardening, the event that took place on 19–23 May attracted 

entrants from around the world. 

Ishihara received inspiration for his creation from 

reflecting on the Edo period, a time in Japan when 

horticulture became accessible to the general population. 

Far from his first gong, the award marks his continuing 

success at the UK’s most prestigious garden show, 

where he has collected both silver and gold medals in 

previous years. 

This year’s offering, built by Ishihara Design Laboratory 

and sponsored by Cat’s Co., Ltd., features a traditional-style 

house, path and water feature. The proximity of the building 

and the greenery allows for a number of distinct views 

incorporating each, while the two aspects unite to form a 

single, cohesive space when looking out onto the garden from 

inside the house. 

DESIGN

Japanese designer awarded 

at UK garden show

by kathryn wortley
photos by rhs/tim sandall  © rhs

Edo-inspired  
creation gets gold
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3

1

ARTS
1

UNTIL MAY 2016

The Haunted Tower—Perfect 

Popular Culture

This special exhibition is based on 

Rampo Edogawa’s novel Yureito, 

the roots of which can be traced 

back to British writer Alice M 

Williamson’s 1898 work, A Woman 

in Grey.  

©NIBARIKI ©MUSEO D’ARTE GHIBLI

Ghibli Museum, Mitaka

1-1-83 Shimorenjaku

Mitaka-shi, Tokyo

10am–6pm (closed Tuesdays, 

except 11 August, 22 September, 

3 November, 5 January, 2016 etc.)

Adults: ¥1,000

Tickets must be bought in advance; 

exclusive sales at Lawson Ticket 

in Japan

»www.ghibli-museum.jp/en/

exhibition/

0570-055777 (Japanese only)

2

FROM 20 JUNE

Mr. Turner

Starring Timothy Spall OBE as 

J M W Turner (1775–1851), the 

film explores the last 25 years in 

the life of the English romanticist 

painter, and has been nominated 

for four academy awards. Turner is 

regarded as the artist who elevated 

the status of landscape painting.

© CHANNEL FOUR TELEVISION CORPORATION, 

THE BRITISH FILM INSTITUTE, DIAPHANA, 

FRANCE3 CINÉMA, UNTITLED 13 COMMISSIONING 

LTD 2014.

Bunkamura, Le Cinema 

(among other locations)

2-24-1 Dogenzaka

Shibuya-ku, Tokyo

UK EVENTS IN JAPAN
COMPILED BY 
KANA SHIMOYOSHI

Various show times

Adults: ¥1,800

»www.bunkamura.co.jp/cinema/

lineup/15_turner.html

03-3477-9264

◉  Free gift

We are giving away five mini 

sketchbooks related to this 

production.

3

27 JUNE–6 SEPT.

KYOSAI—Master painter and his 

student Josiah Conder

This showcase of work by artist 

Kawanabe Kyosai (1831–89) and 

British architect Josiah Conder 

(1852–1920) is held in the building 

designed by Conder in 1894. 

The exhibition is being held to 

celebrate its fifth anniversary. 

A lover of Japanese art, Conder 

studied painting with Kyosai.
ARTWORK: Kyosai Kawanabe’s In Front 
of the Paris Opera in The Strange Tale 
of the Castaways: A Western Kabuki by 
Mokuami Kawatake, 1879
PHOTO: TOKYO GAS, GAS MUSEUM

Mitsubishi Ichigokan Museum, 

Tokyo

2-6-2 Marunouchi

Chiyoda-ku, Tokyo

10am–6pm (until 8:00pm on 

Fridays and on final week of 

exhibitions)

(closed Mondays; open on 20 July 

and 31 August)

Adults: ¥1,500

www.mimt.jp/kyosai/

03-5405-8686

◉ Free tickets

We are giving away five pairs of 

tickets to this event.

2
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4

◉

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

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

coordinator@custom-media.com.

Winners will be picked at random.

4

FROM 4 JULY

Shaun the Sheep: The Movie 

Created by Nick Park CBE at 

Bristol-based studio Aardman 

Animations, this film tells the 

story of Shaun and his flock. On 

a rescue mission to get the family 

back together, their trip to the city 

results in a lot of adventures.

PHOTO: National roadshow from 4 July at 

Shinjuku Piccadilly; Distribution and PR 

by Tohokushinsha Film Corporation 

© 2014 AARDMAN ANIMATIONS LIMITED 

AND STUDIOCANAL S.A.

Shinjuku Piccadilly  

(among other locations)

3-15-15 Shinjuku

Shinjuku-ku, Tokyo

Various show times

Adults: ¥1,800

»www.aardman-jp.com/shaun-

movie/

03-5414-0694 (Tohokushinsha)

◉ Free gift

We are giving away five folders 

related to this production.

5

3, 10 AND 11 JULY

New Japan Philharmonic, 

Subscription Concert

Daniel Harding, principal 

guest conductor of the London 

Symphony Orchestra and 

Music Partner of New Japan 

Philharmonic, will conduct this 

special concert. Music to be 

featured includes Gustav Mahler’s 

Symphony No. 2 in C minor, 

“Resurrection”.

© JULIAN HARGREAVES

3 July

Suntory Hall

1-13-1 Akasaka

Minato-ku, Tokyo

Adults: from ¥8,200

10 and 11 July

Sumida Triphony Hall 

1-2-3 Kinshi

Sumida-ku, Tokyo

Adults: from ¥5,100

3 and 10 July: 7:15pm

11 July: 2pm

»www.njp.or.jp/en/

03-5610-3815

6

15 JULY–2 AUGUST

Troilus and Cressida

Perhaps one of William 

Shakespeare’s most contemporary 

tragic comedies, Troilus and 

Cressida will be directed by Hitoshi 

Uyama and performed in Japanese. 

PHOTO: SHINJI HOSONO

Setagaya Public Theatre

4-1-1 Taishido

Setagaya-ku, Tokyo

Various show times

Adults: from ¥5,500

»www.setagaya-pt.jp/theater_

info/2015/07/post_405.html

03-5432-1515

5

6
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COMMUNITY

1  |  EDUCATION

British Ambassador to Japan Tim Hitchens 

CMG LVO (centre) attended the Ministry 

of Education, Culture, Sports, Science and 

Technology’s central training, run by the British 

Council, in Chiyoda Ward on 27 May.
©KENICHI AIKAWA

2  |  TECHNOLOGY

Delegates from businesses and agencies, along 

with representatives of Innovative UK, attended 

the Society of Automotive Engineers of Japan 

Engineering Conference 2015 on 20–22 May 

(see page 11).
PHOTO: SAMUEL MADDICOTT, BRITISH EMBASSY TOKYO

UK–Japan events

3  |  OLYMPICS

Former Mayor of London Ken Livingstone 

joined a panel discussion entitled “Global 

Events Legacy: Experience & Lessons Learned 

from other International Cities” at MIPIM Japan 

in Minato Ward on 21 May.
PHOTO: PHOTOLIFE.14

2

1

3
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4  |  EVENT

The junior group of the Japan British Society 

joined a taiko performance at their yozakura 

(night cherry blossom viewing) party at the 

British Embassy Tokyo on 10 April.

5  |  CULTURE

Reception students took part in the British 

School in Tokyo’s International Day on 7 May.

6  |  MUSIC

Students of the British School in Tokyo 

performed at the school’s Secondary Plugged 

Rock Concert on 8 May.

7  |  SPORT

From left, Mara Yamauchi, former diplomat 

and British Olympic marathon runner, and 

Adharanand Finn, editor and freelance writer, 

gave a lecture on Japan’s long distance running 

culture, hosted by the Japan Society of the UK, 

in London on 29 April.

8  |  MUSIC

From left, Ian Byrne Brito, Lisa Ueda and Nigel 

Blomiley performed in aid of children from 

Fukushima at a recital in London, hosted by the 

Daiwa Anglo-Japanese Foundation, on 5 May.

9  |  DESIGN

Gordon Hatton, architect and vice-president 

of Pembroke Real Estate Japan, greeted guests 

at an open house event for the firm’s property 

Azabu Gardens in Minato Ward on 9 May.
PHOTO: PHOTOLIFE.14

COMMUNITY
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by roberto de vido

In the UK and US, Men’s Health 

Week this year falls on 15–21 

June. Why is there a focus on 

men’s health? Well, if you are a 

man, or are acquainted with one, 

you know we can be stubborn. To 

give one example, a study carried 

out in 2010 by UK insurance firm 

Sheila’s Wheels, reported that the 

average British man drives an extra 

444km a year because he refuses to 

ask for directions when he is lost. 

For some, that attitude applies to 

health, too. We are fine, thanks: 

we don’t need to visit the doctor 

about that nagging cough and, if 

we feel blue now and then, we’ll 

tough it out. You are not going to 

see us cry.

It is well known that women 

live longer than men, in part as a 

result of genetic differences (in the 

propagation of the human species, 

men are somewhat more disposable 

than women), but also because 

men tend to have less healthy 

lifestyles. Men are more likely than 

women to smoke, drink alcohol to 

excess, and be overweight.

Men are also, for reasons that 

are not fully understood, much 

more likely than women to take 

their own lives. According to a 2013 

study by the British government’s 

Office of National Statistics, nearly 

80% of those who committed 

suicide in the UK were men, while 

in Japan the figure was about 70%. 

Suicide is the leading cause of 

death among men aged 20–49 in 

the UK and 15–39 in Japan.

One theory is that men who 

consider suicide are more likely 

to be “social perfectionists”, who 

keenly feel pressure to please 

others and are sensitive to social 

signals of failure. But women can 

be social perfectionists as well, 

so how does that explain the 

gender difference in suicide rate? 

Some men can, on occasion, be 

emotionally repressed; “Of course 

I’m not crying. I’ve got something 

in my eye”.

We men like to tough things 

out, but occasionally we face issues 

we are not equipped to handle on 

our own. Few men would consider 

trying to treat their own brain 

or prostate cancer, yet most are 

reluctant to seek help for a mental 

health issue, believing they can 

solve it themselves. 

Only about 25% of those who 

experience mental health issues 

reach out for support. One of the 

most significant barriers is the fear 

of being judged negatively. This is 

especially true in the workplace, 

SO YOU THINK  
YOU’RE A TOUGH GUY?

Why men should look after their mental health

where many people are reluctant 

to show weakness. 

But toughing it out has its own 

costs. According to the Office for 

National Statistics’ 2014 report 

Sickness Absence in the Labour 

Market, over 15mn workdays per 

year are lost to mental health 

issues such as stress, anxiety 

and depression. In Japan, the 

problem is no less great. A 2013 

study by the National Institute 

of Occupational Safety and 

Health, Japan, found the cost of 

mental health issues to labour 

productivity in 2008 was estimated 

at ¥6.6trn. 

In an ideal world, 

employers would not only 

facilitate communication and 

understanding about mental 

health issues in the workplace, 

but employee health and welfare 

would rank higher among 

organisational priorities than they 

do in most firms. However, as we 

don’t live in an ideal world, we 

must assume responsibility for 

taking care of ourselves: not only 

our bodies, but also our minds. 

Think back to the last time 

you read about a well known 

entertainer or sportsman taking his 

life. Your social media feeds very 

likely included comments such 

as, “How could he do that? He had 

everything!” 

He had money and fame, 

perhaps, but not his health. We all 

feel depressed from time to time. It 

is as normal as feeling happy. But 

when feeling depressed becomes 

depression, it is a serious issue, 

and an illness. While not one that 

can be seen with the naked eye or 

diagnosed with an x-ray or an MRI, 

it is no less an illness.

One in four people will suffer 

a mental health problem at some 

point in their lives, and depression 

is the fourth most commonly 

suffered illness worldwide. The 

good news, though, is that many 

mental health illnesses can 

be treated. 

Mental health care 

organisations such as TELL offer 

a wide range of support and 

counselling services. Invaluable 

advice and support can also be 

found among friends, family and 

trusted colleagues. 

Five months after you broke 

your New Year resolution to get to 

the gym more often, June’s Men’s 

Health Week serves as a reminder 

to take better care of yourself. 

And, if you get lost, don’t be afraid 

to ask for help. 

HELP
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by ian de stains obe

THE DISUNITED KINGDOM?

Election results spell change for British politics

IF YOU ASK ME

It’s all over bar the shouting. And there’s sure 

to be plenty of that in the days and weeks 

ahead. But a big question remains, how did 

everyone get it so wrong? With pollsters and 

commentators believing no single party was in 

a position to win a majority in the UK general 

election held on 7 May, there was a virtually 

unanimous view that there would be a hung 

parliament. There was a flurry of speculation 

about who would get into bed with whom, of 

fiendish coalitions, of power-broking north 

of the border with Nicola Sturgeon, leader of 

the Scottish National Party (SNP), assuring 

Labour Party Leader Ed Miliband that she 

would make sure he would be in Number 10 

by joining forces. 

In the end, while the SNP soared to great 

victory in the polls—they won 95% of Scottish 

seats from just 50% of votes—Miliband saw 

his party severely defeated. Within hours of 

the verdict, he had tendered his resignation, 

as had Liberal Democrats Leader and former 

Deputy Prime Minister Nick Clegg, and a 

grimacing Nigel Farage, leader of the UK 

Independence Party (though not too long 

afterwards he returned to the leadership of 

the embattled party).

Prime Minister David Cameron’s victory 

was unexpected but decisive. The Conservative 

Party won a majority in the House of Commons 

of 12 seats, having won 331 seats to Labour’s 

232. Many of these seats were at the expense of 

their former coalition partner, the Lib Dems, 

who clung on to just eight of the 57 seats they 

had held.

The make-up of the House is interesting: 

almost 29% of MPs are women (none are Lib 

Dems), 41 MPs are from ethnic minorities, and 

there are said to be 32 lesbian or gay MPs.

According to The Telegraph this was “a 

stunning victory”. It is more than a century 

since a governing party in the UK increased 

its share of the vote after being in power for 

more than 18 months. Now, according to The 

Week, it is possible to walk from Land’s End in 

Cornwall to the Scottish Borders without leaving 

Conservative constituencies. 

But here is where the shouting begins. 

The SNP landslide—the swing from Labour to 

SNP in Glasgow North East was, at 39.28%, the 

biggest in UK history—gives Sturgeon a voice 

that cannot be ignored in Westminster. While 

she is unlikely to reopen the question of a 

referendum on independence for Scotland, she 

is almost certain to demand further autonomy 

and devolved power. Cameron will have his 

work cut out for him there.

His biggest challenge, however, will be over 

Europe and his determination to seek changes 

in the terms of the UK’s membership of the 

European Union (EU) ahead of a promised 

referendum on this issue before the end of 2017. 

For Cameron personally, this is less of an issue 

than it might have been since he has said he 

will not stand for election again. In a sense he 

has nothing left to lose. Nevertheless he faces 

serious questions in Brussels. Many of the UK’s 

partners in the EU are tired of London’s regular 

complaints and demands for special status. 

Diplomatically, most say that of course they 

would prefer to see the UK as a member state, 

but privately, some EU bureaucrats would not 

be sorry to see us go. Already Cameron has 

begun to sound out his EU colleagues on what 

he sees as the best deal for the UK.

However, it is not only our European 

friends that Cameron has to deal with. Within 

his party there is still a significant Eurosceptic 

phalange; the same rebels who managed to 

bring down the John Major government of 

the mid-1990s.

Cameron may be forgiven for celebrating 

an unexpected victory, but he must also be 

reminded that the honeymoon period doesn’t 

last forever. 



Speak the speech,  
I pray you
The life of an actor
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BY IAN DE STAINS OBEBOOK REVIEW

I first saw Michael Pennington, 

who has directed Twelfth Night for 

the Haiyuza Company in Tokyo, 

on stage in the celebrated Royal 

Shakespeare Company 1965 

production of David Warner’s 

Hamlet at Stratford-upon-Avon in 

Warwickshire. Pennington played 

Fortinbras, a minor character. 

It was not to be too many years 

before he would play the tortured 

Dane (Hamlet). And in between, 

he played a score of other leading 

roles on stage and television. 

Behind the scenes, too, he 

directed a variety of productions 

from those of Henrik Ibsen, 

considered the father of modern 

realistic theatre, to symbolic 

writer Anton Chekov. In addition, 

together with British theatre 

director Michael Bogdanov, he 

founded the English Shakespeare 

Company of which he was joint 

artistic director until 1992, and 

which toured extensively within 

Britain and overseas.

Somewhere, amid all of the 

rehearsals, the touring and the 

performances, he found the time 

and energy to write a number of 

highly entertaining books—user’s 

guides to Hamlet, Twelfth Night, and 

A Midsummer Night’s Dream among 

them. In all, including the current 

volume, Pennington has written an 

impressive total of eleven titles.

I came to this new volume with 

mixed feelings: not by any means 

about the author’s abilities, but 

about the intent. Despite being 

trained in what is arguably the 

world’s best drama school, the 

Royal Academy of Dramatic Art 

in London, I am not sure that 

anyone can tell anyone else how 

to be an actor. As Peggy Lee sings 

in her magnificent album, Mirrors, 

“either you got it or you ain’t”. And 

if you can’t learn it in three years 

with leading teachers of the time, 

how are you ever going to through 

a book?

That said, the book is hugely 

entertaining and will appeal not 

only to aspiring actors but to 

anyone who has ever wondered 

what it is like to appear in a TV 

soap, what actually happens on a 

film set, and what theatre wings are 

really like. Pennington is such an 

engaging writer; he brings all of his 

observations into sharp focus and 

he is not afraid to share his wisdom 

accumulated over the years, 

whether that is how to approach 

the audition or how to pace oneself 

throughout rehearsals.

In one part, he highlights most 

effectively the “actors’ nightmare”. 

It is literally decades since I 

gave up the theatre and yet I still 

have the occasional night when 

I experience a dream that all 

performers seem to share. 

I am at the theatre and am 

ready to go on, but I cannot find 

my costume; or I am at the theatre 

and have found my costume, 

but I don’t remember what play 

I am supposed to perform in. 

Alternatively, I am costumed, 

know the play, but have no clue 

about what lines to speak. I wake 

in a tangle of bedclothes, speaking 

gibberish, relieved to find I am not 

about to go before an audience. 

I wonder why I ever thought I 

wanted to act for a living.

I’ve enjoyed numerous 

conversations with Pennington and 

I appreciate this, his latest book. It 

has a wonderfully idiosyncratic A–Z 

that is a sheer delight. 

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

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

The winner will be picked at random.

Faber and Faber

£17.99



www.azabugardens.com

For leasing inquiries: 03-3437-2753 • Pacific Development & Management Co., Ltd.

For general inquiries: 03-6434-7031 • Azabu Gardens, 3-7-5 Moto-Azabu, Minato-ku, Tokyo 106-0046

An extension of Moto-Azabu’s premier 

residential property opened in spring 2015. 

With this expansion, Azabu Gardens will 

offer new amenities for all 58 units.
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