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Find Louis Pommery England online.
PLEASE DRINK RESPONSIBLY.

Produced in the distinctive terroir of southern England, where 

chalk is the dominant element of the soil, this English Sparkling 

Wine was made using the thoroughly classic and traditional 

method, building on the internationally renowned grape 

varieties that are Chardonnay, Pinot Noir and Meunier. The blend 

incorporates a majority of Chardonnay, contributing to its finesse 

and elegance, as well as a large proportion of Pinot Noir, which 

produces fruit and structure, and a touch of Pinot Meunier. After 

the necessary ageing time on lees to reach the desired maturity, 

the sparkling wine is disgorged to remove any yeast deposits 

that achieved their purpose and gave the wine all of its fullness.

IT IS THE POMMERY STYLE, 
EXPRESSED THROUGH THE ENGLISH TERROIR

Tasting Notes

At first glance, the colour is a pretty scintillating pale yellow, in which 
the bubbles express themselves perfectly as they continuously rise, 
giving the impression that life exists in this wine. 

To the nose, the key word that comes to mind immediately is freshness 
but also finesse from the emerging aromas of lime. This finesse is 
beautifully coated in the second nose with aromas of blackcurrant and 
white fruit topped with a hint of honey. 

These characters, perceived to the nose, follow through and are 
heightened on the palate, o  ering a beautiful balance and rich harmony. 
Its finish is long and sapid without harshness, with a well-controlled 
dosage conceding no sweet sensation. It is righteous and of great honesty. 
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DESPATCHES

Gradually getting  
back to a “new normal”
by paul madden cmg
british ambassador to japan 
 
photos: © british embassy tokyo

A s I write, in early July, we are seeing increasing signs in both the UK 

and Japan of a world returning more to normal, after a period that 

has seen many Covid-19-related tragedies and massive disruption 

to people’s lives. In both countries, with Japan somewhat ahead, we are seeing 

more schools, offices, shops and pubs opening, and people returning to work. 

It is nice to see the streets looking busier. But it is, of course, a new normal. 

Everyone is proceeding cautiously, and many measures have had to be put 

in place to reduce the spread of infection.

Commercial flights continued to fly between London and Tokyo all 

through the crisis, unlike many international routes. But border restrictions 

and quarantine requirements reduced passenger numbers to a trickle. Japan is 

no longer on the list of countries that the British government recommends 

against travelling to, and quarantine is no longer required for arrivals from 

Japan to the UK. But travellers from most countries—including the UK—are 

still not able to visit Japan. And if permanent residents depart, they are 

unable to come back to Japan for now, which I know is a concern to many 

Britons living here—particularly as we get into the summer holiday season. 

Please continue to check our travel advice, as we are in close touch with the 

Japanese authorities on this and will be communicating any changes in the 

rules as soon as they happen.

At the Embassy, we continued to be busy throughout the crisis, initially 

mainly on Covid-19 work but increasingly with more normal business in 

recent weeks. Our consular section is open for visitors by appointment. At the 

height of the crisis, about 95% of our staff were working from home. Actually, 

we found that the technology worked surprisingly well, and we have all got 

familiar with the new etiquettes of video conferencing. The “chat function” 

on many platforms seems to have made it a bit easier to participate for people 

It is very unusual to be negotiating a major trade deal entirely virtually, but 

there are some benefits. Instead of negotiators having to leap onto planes 

to travel to each other’s country for periodic negotiating rounds, they are 

able to work in a more continuous flow of online meetings. This is very useful 

when you consider that the FTA talks involve more than 20 negotiating groups 

covering different subjects and more than 100 UK officials from a wide range 

of govern ment departments. I’m sure that many ACUMEN readers are finding 

that, in your own businesses, questions are being asked about how the balance 

between international travel and meeting online will change in the future.

My trade and investment team and I have been keeping in close touch 

with major Japanese investors in the UK, as well as British firms here. British 

ministers have engaged directly in video meetings with leaders of the Keidanren 

and heads of big firms. I hosted a webinar for Japanese small and medium-sized 

investors and was impressed to be joined by more than 400 firms. Many were 

very appreciative of the Covid-19 support programmes introduced by the 

British government—from liquidity support by the Bank of England to funding 

for workers who had been furloughed.

… and a virtual visit by the Lord Mayor

Japan usually features on the annual visit programme of the Lord Mayor of the 

City of London, as ambassador for the UK’s financial services industry. This year’s 

incumbent, William Russell, was unable to travel as planned, so in June he made 

a “virtual visit,” replicating many features of the programme he would normally 

have done. He spearheaded seminars on green finance and asset manage ment, 

as well as having virtual meetings with the heads of major Japanese financial 

institutions and Bank of Japan Governor Haruhiko Kuroda. On several of these, 

he was joined by the new Investment Minister in the Department of Interna tional 

Trade, Lord Grimstone. I recalled receiving the minister at my Residence a couple 

of years ago, when he was chairman of Barclays Bank.

The UK and Japan are focused on how we stimulate  

the recovery—domestically and internationally.

who might normally be a bit shy of doing so. 

We have had to reconfigure our open-plan office 

space to ensure adequate social distancing, which 

reduces the overall capacity. But, like other offices, 

we are seeing more and more of our staff coming  

back in.

Virtual negotiations for a new trade deal …

Our biggest focus for the past month has been the 

negotiations for a new free trade agreement (FTA) 

with Japan. There are tight timing concerns on the 

Japanese side, because of the Diet’s schedule, so 

both teams are working flat out.

You may have seen the announcement that 

the Foreign & Commonwealth Office is being 

merged with the Department for International 

Development (DFID), a very significant step 

in reforming the machinery of government. 

It won’t have a major immediate impact on the 

Embassy, as we don’t have any DFID staff. But, the 

increasing coordination of our foreign policy and 

overseas aid will give us opportunities to build on the 

cooperation that we already have with Japan in these 

important areas.

Ambassador Yoshitaka Akimoto 
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Gradually opening up for business

The biggest public day of the year for all our embassies around the world is the 

Queen’s Birthday Party. It can take place either in April (HM’s real birthday) or 

June (her official birthday). Typically, we host up to 600 guests at the Residence. 

This year, sadly, there were no parties. But the Master of Ceremonies at the 

Imperial Palace, Ambassador Yoshitaka Akimoto, came round to present a 

message of congratulations from HM the Emperor. It felt rather strange putting 

my morning suit on to receive him after weeks of working from home in 

casual clothes.

Normally, my Residence is buzzing with up to 20,000 visitors a year for 

seminars, commercial events, receptions and meals. Since March, it has 

been echoingly quiet. I fear it will be some time before we are hosting large 

events again. But the first official visitor, as we began to open up cautiously 

in June, was Defence Minister Taro Kono (above). He expressed good wishes 

for Prime Minister Boris Johnson’s recovery, having worked closely with him 

when they were both foreign ministers. We talked about 

growing UK–Japan cooperation in the defence and 

security fields, including the prospects for collaborating 

on future fighter aircraft programmes. My next visitor was 

England rugby coach Eddie Jones, who dropped round 

for tea and a chat about last year’s wonderful World Cup.

Building back better

Living in Japan, it is hard not to be impressed by the success with which 

the country has handled the coronavirus. I’m not sure any expert has 

been able to say exactly why the impact in Japan was so much lower 

than in many comparably advanced countries. But it appears to have 

been a combination of specific government policies on tracking and 

“cluster busting” and avoiding the three Cs:

• Closed spaces

• Crowded places

• Close contacts

Good underlying public health—particularly low levels of obesity—

and social practices also seem to have played a role.

But I think many organisations and individuals here found the shift 

to teleworking quite challenging, and the experience will have given a 

big boost to reducing some historic practices such as the requirement 

for use of hanko (personal seals) and increasing the use of online 

shopping and cashless payments.

Looking ahead, we are clearly not out of the woods on Covid-19. 

Although the overall incidence and number of deaths in both countries 

have come down significantly, we have to stay alert and maintain 

precautions—even as our eco no mies and societies open up again. 

If spikes reoccur in particular locations, measures may need to be 

retightened. But our economies have taken a hit, and, like many 

countries, the UK and Japan are focused on how we stimulate the 

recovery—domestically and internationally.

It is clear that some of the key pillars of the recovery will include:

• Digital

• Healthcare and life sciences

• Green economy

PM Johnson has set out plans for a major infrastructure programme. 

With an emphasis on sustainability, you increasingly hear the phrase 

“building back better”. 

Cream Tea

I discovered that 26 June was 

National Cream Tea Day in Britain. 

Who knew? So, I decided to make a 

video tweet for the many Japanese 

aficionados of English afternoon tea. 

As a native of the glorious county 

of Devon, I explained the correct 

way of preparing the scone, with the 

clotted cream first, followed by the 

jam. I noted that some misguided 

people in Cornwall mistakenly think 

it is the other way round. To my 

surprise, it turned out to be one of my most popular tweets ever, viewed 

more than 80,000 times. A large number of Japanese took the trouble 

to respond, reminiscing about holidays in the UK and, I’m pleased to 

report, voting 4:1 in favour of the Devon method.

Here comes the sunflowers

A further sign of life returning closer to normal was the long-postponed opening 

of the exhibition Masterpieces from the National Gallery, London, at the 

National Museum of Western Art in Ueno on 18 June. We were lucky enough 

to have a sneak preview the day before it opened officially. There seems to be a 

work by almost every famous painter you can think of, from artists of the Italian 

Renaissance through to the Impressionists. The most iconic is probably 

van Gogh’s Sunflowers (actually one of 12 he painted). But my favourite was 

a huge Turner: Ulysses deriding Polyphemus - Homer’s Odyssey. Inevitably, in 

the current climate, you need to make a reservation—and numbers are strictly 

controlled—but do go along to see it if you can. If you can’t, there is an excellent 

video introduction to the collection by the curator on: www.britishcouncil.jp/

en/programmes/arts/national-gallery-online-guided-exhibition-tour

Sadly, a number of major events in our UK in JAPAN programme, such 

as visits by the Royal Shakespeare Company and the London Symphony 

Orchestra, were lost to the coronavirus pandemic. We hope they will be 

rescheduled in due course. In the meantime, we will be running some of the 

business aspects of the programme digitally, hoping to move towards more 

real-world events in the run-up to the rescheduled Tokyo 2020 Olympic and 

Paralympic Games next year. 
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PUBLISHER

Don’t doubt 
our diversity

W ith many exhibitions, concerts and 

parties cancelled or postponed, we 

have no events pages again this issue. 

Among the most notable survivors, though, is 

Banksy—Genius or Vandal?, in Yokohama until 

27 September when the 70-piece exhibit by the 

controversial West Country artist moves to Osaka. 

Admission is by advance reservation only: 

https://banksyexhibition.jp/en/

Too much

Depending on who you hear, ACUMEN is either 

too English but not north-of-Watford enough; too 

local, too global, too male, too female, too young, 

too old, too soft, too hard, too Tory, too liberal, too 

groupthinky, too woke, too trendy, too old-school; 

too much business or not enough business—which 

shows what a diverse lot we are.

So after our warmly received recent interview 

with Cardiff’s top man in Tokyo and the British 

Council Japan’s new bass-playing boss from 

Edinburgh, we present Belfast’s main representa-

tive here (page 18), along with two award-winning 

young Caledonian business leaders (page 40); a 

BBC-gonged adult actress-turned-activist (page 36); 

a Japanese woman raised in London preserving her 

father’s creative legacy (page 38); a classic Scots-

Japan name of Mariko McTier and her eco-warrior 

business partner from Edinburgh (page 26); plus 

five foreign and local women cyclists who call 

themselves knights (page 32).

Avoid clichés like the plague

That hackneyed old media chestnut, “A flurry of 

diplo matic activity,” came to mind when planning 

this issue. We try to offer views from both sides of 

the borders—from tropical Minami Torishima 

to the wet and windy Shetlands—so please 

welcome former Japanese Ambassador to the UK 

Koji Tsuruoka (page 20). Surprisingly, he seemed 

to have had limited know ledge of British customs 

before becoming ambassador to London in 2016. 

Unsurprisingly, he committed some amusing and 

awkward cultural and linguistic gaffes on his tour 

of duty that ended last year. Unlike our British 

Ambassador in Tokyo, who regularly shares with 

us his busy workload in Despatches (page 6), Koji 

understandably declined to write about official 

business, reminiscing instead about the hectic but 

rewarding social obligations that come with the job.

No touching, please, we’re British

When discussing any good that could come from 

Covid-19, one self-confessed cantankerous old 

Brexiteer said he was secretly delighted the virus 

had apparently condemned “that pretentious 

post-Thatcher continental custom of kissing and 

hugging everyone, every time, even those you 

barely know, even at work”. Exchanging sweaty 

hands with colleagues and anxious strangers at 

work events also got our introvert’s thumbs-down.

I wonder if the expat cocktail party in Tokyo 

will ever be the same again?

Democracy in action

I was recently privileged to witness first-hand a 

most thorough, open and fair democratic election 

at a well-established and reputable "public interest 

incorporated association” with about 2,000 diverse 

and high-profile members from the media, busi-

ness and governments.

First, an election committee was formed and 

every eligible member was officially invited to 

run for office, with no obvious quotas, agendas, 

favourites or horse-trading. Candidates wrote 

one A4 page about themselves and their pledge, 

which was posted prominently at the organisation’s 

premises and on its website. 

They were free to campaign and were invited to 

appear on stage and online, live in front of members 

who grilled them for more than an hour—quite 

mercilessly at times. They put the video of the event 

on their website next day and members continued to 

ask candidates questions until the deadline for voting 

and campaigning. At the annual general meeting, 

the votes were put in a secure box that was taken, 

quite theatrically, to a private room by members of 

the board and staff for counting in front of witnesses. 

The results were then announced to the members 

as they sat for dinner. The quorum was met, but 

not enough votes were received to fill all the board 

seats, so officials announced a second election. 

It was quite an eye-opener to see real democracy 

in action, which could be a model for some other 

NPOs to consider. 

I wonder if the expat cocktail party in Tokyo will ever be the same again? 
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Installation depicting Banksy working in his studio.
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TRADE PACT TARGET: 31 JULY
Talks between the British and Japanese governments 

for a bilateral free trade agreement (FTA) have continued 

despite the coronavirus pandemic, and the two sides 

are aiming for a deal by the end of July, according to 

The Mainichi on 12 July. 

Negotiations began on 9 June and are moving at a 

rapid pace, using the existing Japan–EU FTA as the basis. 

Changes being sought include removal of UK tariffs on 

Japanese autos as well as added benefits for UK financial 

and textile industries. UK–Japan trade totaled about 

£24 billion in 2019, making Japan the 11th largest export 

market for the UK, which is the 12th biggest for Japan.

DRUG FIRMS TALK WITH 
TOKYO ABOUT VACCINE 
British drugmaker AstraZeneca PLC, whose AZD1222 candidate 

vaccine for Covid-19 is supported by the US Government’s 

Operation Warp Speed, is in talks with Japanese pharmaceutical 

firm Daiichi Sankyo Company Limited, as well as the Japanese 

government, to supply the vaccine—if proved effective—for 

use in Japan, according to a 27 June story in The Japan Times. 

AstraZeneca aims to produce 2bn doses and already has deals 

in place to supply the European Union and the United States, 

which has targeted January 2021 for delivery.

Secretary of State for International Trade Elizabeth Truss 

described Britain’s relationship with Japan as “absolutely 

critical” and the UK announced on 17 June plans to join the 

Comprehensive and Progressive Agreement for Trans-Pacific 

Partnership (CPTPP), The Diplomat reported on 24 June. 

Although London and Tokyo continue to negotiate a bilateral 

free trade agreement, the UK’s interest in being part of the 

CPTPP is seen as a path to strengthening relations with 

Japan, as Prime Minister Shinzo Abe has been a proponent 

of their joining.

UK TO JOIN CPTPP

PAYPAY, BOKU TEAM UP 
Japanese e-money firm PayPay Corporation has entered into 

a collaboration with Boku, a world-leading payment service 

provider with headquarters in London, according to a 16 June 

story on the website Electronic Payments International. 

The deal will allow PayPay, which uses QR codes, to provide 

a card-like experience to its 28mn users in Japan.
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DOGS TO BE LET OUT  
AT JAPAN HOUSE LONDON
Japanese architects Ban Shigeru, Kuma Kengo, 

Sou Fujimoto and Ito Toyo are among those 

whose designs will be part of the exhibition 

Architecture for Dogs, Japan House London 

announced on 14 July. Each exhibit captures the 

quality of the relationship between dogs and 

their people. The collection of 16 architectural 

designs for different dog breeds first launched 

at Design Miami in 2012 and has since received 

global acclaim. Japan House London will be the 

first destination in Europe to exhibit Architecture 

for Dogs with a physical and virtual experience 

for guests, which will run for 18 weeks starting 

19 September.

OSAKA HOTEL PICKS 
TOP LONDON TALENT 
Palace Hotel Co. Ltd., which plans to open Zentis 

Osaka—the first property of its new hospitality 

brand—in the third quarter of this year, has turned 

to UK designer Tara Bernerd of Tara Bernerd & 

Partners to create modern interiors.  

(Hospitality Net, 16 June)

AEON PLANS NEW ECO DRIVE
British firm Loop, which delivers products from 

popular food brands in reusable packages, is collabo-

rating with retail giant Aeon Co., Ltd. to bring the 

service to Japan. The campaign will start in Tokyo 

before being rolled out to about 400 Aeon stores on 

Honshu and Shikoku in 2021. (The Guardian, 15 July)

SCOTS STAR SIGNS 
WITH NTT RUGBY TEAM
The Japanese Top League’s 

NTT Shining Arcs will be the 

new home of former Scotland 

captain Greig Laidlaw when 

rugby play resumes in January 

2021. The current season has 

been cancelled due to Covid-19. 

(The Guardian, 6 July)

N E WS  B R I E F S

Following the successful wizardry of Universal 

Studios in Osaka, Seibu Railway Company, Ltd. 

is planning to replace its 93-year-old Toshimaen 

amusement park in Tokyo’s Nerima Ward with 

a new park dedicated to Harry Potter. Time Out 

reported on 12 June that construction will begin 

when Toshimaen closes on 31 August and the 

new attraction will open in the first half of 2023. 

Warner Bros. Entertainment Inc., which owns 

the film rights to the franchise and operates an 

attraction entitled The Making of Harry Potter 

in Leavesden, will rent part of the property from 

Seibu while the Tokyo Metropolitan Government 

will purchase the rest.

NEW HARRY POTTER THEME PARK IN 2023



A s many of us take shelter from the drizzle 

and down pour (a different kind of UK in 

Japan?), the chamber has seen a parti cu larly 

active month. We have welcomed a new partnership 

with the World Economic Series, announced our new 

BCCJ Quaran-time Master class event series, explored 

the future of British Business in Asia with our cham -

ber colleagues in China and equipped members with 

practical advice on cyber-threats in light of a recent 

wave of high-profile attacks. All of these stem from 

digital roots yet arrive in very different formats.

Transforming communications

The BCCJ is now five months into embracing a 

new digital philosophy, using the web as a unifying 

force to share knowledge and collaborate at a 

distance. As a result, we have forged new long-

term partner ships spanning Asia and the UK, 

adopted an agile new tech infra struc ture and seen 

a remark able increase in event attendance as well 

as content reach. It is amazing to think that such 

advancements could only have been accelerated 

at such pace by a Covid-shaped catalyst.

The pandemic has shone a bright light on the 

necessity of digital transformation for business 

longevity. This was highlighted in the BCCJ’s 

Covid-19 Business Impact Survey, where imple-

menting digital solutions was seen as critical to an 

organisa tion’s business continuity plans. My hope 

now is that we continue to embrace such change 

beyond Covid-19 and not be deterred by the early 

frustra tions of getting things to work—some thing we 

have experienced first-hand at the chamber.

Take the never-ending hamster wheel of webinar 

platforms, for example. Larger corporations cannot 

always use some platforms; smaller businesses and 

panellists struggle with others, and others still are 

great—when they work.

New world in development

Connectivity is something at which Japan excels, 

having one of the fastest broadband speeds in the 

world. Yet everyone’s connection always seems to be 

slightly less good than it needs to be, striking fear in 

me as I watch panellists’ connections speeds enter 

dangerous territory, pixels momentarily freezing and 

occasionally dropping off without notice.

But with this, you have to marvel at the undeniable 

benefits that digital platforms bring. They keep us 

connected, allow us to keep moving and—from 

an event and marketing viewpoint—are like finding 

new elements on the periodic table that allow for the 

creation of new interactions.

These tools also provide an exciting glimpse into 

how events and communications can evolve in the 

future. Although it is exciting to see where the tech 

will take us, I don’t think an artificial intelligence-

powered bot will be running the chamber in a 

hurry—but these days you never really know!

How are you using your membership?

Looking ahead, the BCCJ is exploring new ways to 

increase engagement with our membership—the 

lifeblood of the chamber—on many levels. We 

encourage all members to get in contact to discuss 

how you can maximise the benefits. Please feel 

free to contact me at maddicott@bccjapan.com

Recent months have shown us just what a rainy 

season can look like. No doubt many will be looking 

forward to a less-wet summer period, following 

which we invite you to get involved in our second 

Travel and Tourism Think Tank, an event designed 

to incubate new perspectives and fresh ideas while 

encouraging new connections from across the 

travel and tourism industry. We are also excited to 

announce our Responsible Business Forum, followed 

shortly by the next in our Quaran-time Master class 

series, where Tania Coke of RSA Japan will offer 

guests a crash course in expression. 

We have … adopted an agile new tech infrastructure and seen a 
remarkable increase in event attendance as well as content reach.

FROM THE BCCJ HUB

Doubling down on digital
 
sam maddicott, bccj marketing and communications



PRESIDENT

Are you ready for an  
even more digital world? 
david bickle  |  @BCCJ_President

A t the British Chamber of Commerce in 

Japan (BCCJ) Digital General Meeting that 

took place last month, I had the honour of 

reporting on the state of the chamber (page 15). This 

included a summary of operations and achieve  -

ments during the year ended 31 March, and a 

reminder of BCCJ objectives. As described else -

where in this issue of ACUMEN, the chamber aims 

to promote the proliferation of tech nology and 

inno va tion, responsi  ble business, and more diverse 

and inclusive workplaces.

Projects in motion

In practice, we often see these objectives comple-

ment each other through collaboration between 

Japanese and UK firms—especially with respect to 

tech nology, innovation and responsible business. 

This is parti cularly the case with commer cial 

initia tives that could contribute to the UK govern-

ment’s goal of net-zero green house gas emissions 

by 2050. Recent examples include UK investments 

by Mitsubishi Heavy Industries Engineering, Ltd. 

(MHI) and Hitachi Rail (page 23).

In the case of MHI, the Japanese firm will pilot its 

bioenergy with carbon capture and storage (BECCS) 

technology at UK Drax Group’s power station in Selby. 

The biomass-fuelled power station is the biggest 

renewable power generator in the UK and the largest 

decarbonisation project in Europe. According to Drax, 

implementation of BECCS could deliver 16mn tonnes 

of negative emissions per year—a major contri bution 

to clean growth, which is one of the Grand Challenges 

set out in the UK’s Industrial Strategy.

In separate news, Hitachi Rail and the UK’s 

Hyperdrive Innovation have announced an agree -

ment to develop battery packs to power zero-

emission trains. This initiative will create a battery 

manufacturing hub in the north-east of England, 

reinforcing the UK’s battery supply chain and 

contri buting to another of the Grand Challenges: 

that of future mobility, using tech nology to enable 

flexible, environmen tally friendly and less-congested 

transport systems.

Cybersecurity

Continuing the technology theme, the BCCJ hosted 

an important webinar on 9 July to discuss cyber 

risk, featuring Cartan McLaughlin and Tomomi 

Aoyama of Nihon Cyber Defence, and John Noble 

CBE of NHS Digital (former director of the UK’s 

National Cyber Security Centre). The session was 

moderated by Tetsuya Kodama, Japan chairman of 

Barclays Bank plc.

In a process intensified by Covid-19, rapid dig-

italisation is wrapping information tech nology into 

an increasing number of core business processes. 

This, in turn, increases the potential risk of severe 

operational disruption in the event of a cyber-attack. 

The increasing sophistication of mali cious tools in 

the hands of hackers has provided them with new 

ways to target corporations. This includes the power 

to lock down business systems pending payment 

of a ransom. Although potentially dependent on 

cutting-edge technologies, this is a crudely effective 

method of extortion, and a form of coercion that few 

businesses (once ensnared) may be able to resist.

As firms use the experience of Covid-19 to reflect 

on the efficacy of disaster- and crisis-response 

plans, it is important they improve their ability to 

guard against the evolving threat of cyber-attack—

not only through the use of technology to protect 

from the threat itself, but also in terms of their ability 

to respond to and recover from the consequences 

of a successful attack. In an increasingly volatile and 

uncertain world, thinking the unthinkable (and 

planning how to react) is a best practice we all need 

to develop—and quickly. 

In an increasingly volatile and uncertain world,  
thinking the unthinkable (and planning how to react)  
is a best practice we all need to develop—and quickly.

For more info and bookings, contact Custom Media:  
03-4540-7730 or inquiries@custom-media.com

Set your event in motion 
with a dash of London fl avour. 
• Custom rides for staff, visitors 

or clients 

• Vehicle wraps for product launches 
and media promotions

Our creative services draw all eyes to you.
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AGM 2020
Webinar reflects challenges, greets new Excom

BY SAM MADDICOTT

On 4 June, the British Chamber of Commerce 

in Japan (BCCJ) held its Digital General 

Meeting 2020—an online adaption of 

the Annual General Meeting, which had been 

scheduled for 21 April but was postponed due to 

the coronavirus pandemic.

Hosted online while we continue to observe 

the situation around Covid-19, the meeting was 

opened by BCCJ Associate Director Sarah Backley. 

Her comments were followed by an address from 

British Ambassador Paul Madden CMG, who 

reflected on the struggles that businesses and 

individuals are presently facing and shared updates 

from the British and Japanese governments. This 

included news from the Global Vaccine Summit, 

hosted the same day by UK Prime Minister Boris 

Johnson and attended by Japanese Prime Minister 

Shinzo Abe. At the event, leaders from 31 govern-

ments and eight foundations, as well as firms 

and organi sa tions pledged more than $8.8bn to 

immunise 300mn children and support the global 

fight against Covid-19.

President’s Annual Report

BCCJ President David Bickle presented achieve-

ments and developments from the past year. He 

reminded members that the chamber’s fundamental 

purpose is to bring to its members people who 

BCCJ EVENT

matter, as highlighted by a host of distinguished 

speakers who have participated in some of the 

42 BCCJ events hosted over the past fiscal year.

To achieve core BCCJ goals, he said, the chamber 

aims to promote trust and opportunities in bilateral 

UK–Japan business through:

• More diverse and inclusive workplaces

• Proliferation of digital business and innovation

• Responsible business practices

Together, these three themes form the pillars 

of the BCCJ 5.0 project.

The president praised the BCCJ office team for 

embracing virtual event formats and digital commu-

nication channels. He also praised ACUMEN, saying 

that he still enjoyed reading the BCCJ magazine in 

hard copy format as well as online.

He also detailed the chamber’s approach to the 

challenges that Covid-19 poses for the business 

community. The BCCJ moved swiftly to adjust its 

event content to themes relevant to our member 

companies as they reacted to the crisis, and to 

digitise the format of our events for delivery as 

webinars and podcasts. In rolling out new techno-

logical innovations, and through new collabora-

tions, we have seen a sharp increase in our ability to 

reach more people.

As part of the response, the BCCJ has also 

created a new section on our website—Covid-19 

and Responsible Business—designed to connect 

and highlight innovations from members.

The BCCJ has also:

• Forged new partnerships with British chambers 

of commerce across Asia

• Completed a comprehensive and widely shared 

Covid-19 survey

• Contributed to a position paper to the Japanese 

government detailing initiatives we believe will 

benefit all firms in Japan

New Leaders

Backley welcomed the newly elected 2020–21 

Executive Committee (Excom) and Ex-Officio 

members, all of whom gave a short self-introduction. 

First-time members are indicated in bold.

• David Bickle, Deloitte Tohmatsu Tax Co. 

(President)

• Alison Beale, University of Oxford Japan Office 

(Vice President)

• Haruhiko Tsuyukubo, Rolls-Royce 

Japan Co., Ltd.

• Heather McLeish, EY Japan

• Iain Ferguson Lloyd’s Japan Inc.

• James Dodds, KPMG

• Junko Kubokawa, Croda Japan KK

• Ken Katayama, individual member 

(Microsoft Japan Co., Ltd.)

• Kentaro Kiso, Barclays Securities 

Japan Limited

• Paul Lirette, GlaxoSmithKline KK

• Reiko Sakimura, Clifford Chance Law Office

• Richard Lyle, Intralink KK

• Richard Thornley CBE, individual member

• Sven Palys, Yuzu Kyodai

• Tove Kinooka, Global Perspectives K.K.

Read each candidate’s pledge in our PDF 

election booklet: https://bit.ly/2020-21-excom 

British Ambassador Paul Madden CMG … reflected on the 

struggles that businesses and individuals are presently facing.
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LONDON,  
NEW YORK,  

HONG KONG 
TOKYO?

Can Japan draw firms  
fleeing Hong Kong?

BY JULIAN RYALL

FINANCE

Firms in the global finance sector are keeping 

a close eye on developments in Hong Kong, 

after the Chinese government passed a 

controversial national security law on 30 June.  

The vast majority, however, are reluctant to specu-

late on whether they will relocate at least part of 

their regional headquarters’ operations elsewhere 

as a result of local instabilities.

But that is exactly what the Japanese govern-

ment hopes many will do if Beijing’s new regulations 

make it increasingly difficult for firms or indivi duals 

to remain in the former British colony, which is 

today recognised as one of the world’s leading 

financial hubs.

Time to move?

Hong Kong has been racked by civil unrest in 

recent years as local residents protest the erosion 

of their rights, culminating in the passage of the 

national security law. In response, Britain has 

offered as many as 3mn Hong Kong residents the 

opportunity to settle in the UK and, ultimately, 

apply for citizenship. Australia is giving a further 

10,000 Hong Kong passport holders the right to 

apply for permanent residency.

Beijing has angrily criticised both London and 

Canberra, but a poll by the Ming Pao newspaper in 

late June found that more than 37% of Hong Kong 

residents are actively looking into moving abroad.

Hong Kong is also caught squarely in the middle 

of the ongoing trade war between the United States 

and China, while US President Donald Trump 

signed an executive order in mid-July ending Hong 

Kong’s preferential trade status, ruling out special 

privileges and providing “no special economic 

treat ment and no export of sensitive technologies”.

Speaking on the condition of anonymity, one 

senior executive of a global financial firm with its 

regional headquarters in Hong Kong admitted 

to ACUMEN: “There is serious concern over 

the possible unknown right now, for sure. If [the 

Chinese Communist Party] does not soften its 

approach, then there could ultimately be serious 

effects and businesses migrating away from 

Hong Kong” over the next decade or so, they said.

James Dodds, a partner with KPMG Tax 

Corporation in Tokyo and a member of the 

Executive Committee of the British Chamber of 

Commerce in Japan, points out that there are 

considerations beyond the political and economic 

implications of uncertainties in Hong Kong.

“I am not aware of any firms actively looking at 

moving from Hong Kong,” he said. “On the other 

hand, I think the Covid-19 pandemic is causing 

firms to look at their business models and where 

they locate their staff, among other issues.

“The changes in Hong Kong, and other geo-

political events, are additional factors to take into 

considera tion,” he added. “Clearly, if there are major 

changes in the legal or economic environ ment, then 

firms need to consider the impact—but that does 

not necessarily mean they will change anything.

“Also, if there is change, it does not always need 

to be all or nothing. It could be a gradual movement 

of operations from one country to another”.

Eyeing Tokyo

Doug Tucker, the Hong Kong-based regional 

manager for financial advisers DeVere Group, 

believes it is “too early to say” what the impact 

of recent developments in the city will mean for 

international firms. But if his head office does 

decide to relocate its Asia–Pacific headquarters, 

he hopes Tokyo will be his next destination.

“Tokyo has high-quality and educated employees, 

it is a clean and safe city, and it has a decent legal 

system,” he cited as reasons it edges out Seoul and 

Singapore—even though that city-state has the 

advantage of English being widely spoken. And that 

will be music to Japanese authori ties’ ears.

Initiatives

In June, the government unveiled a series of 

initiatives designed to appeal to foreign financial 

firms, with Prime Minister Shinzo Abe pointedly 

declaring that Japan would continue to welcome 

“foreign talent with specialised and technical 

abilities, including from Hong Kong”.

In the 2019 upper house election, the ruling 

Liberal Democratic Party (LDP) made a point of 

calling for Tokyo to evolve into a global financial hub 

on a par with London and New York. The party set 

up an economic growth strategy group and drew up 

a list of recommendations, which include relaxing 

existing banking regulations, improving governance 

and a placing greater focus on environ mental and 

social issues.

The proposals also include the introduction 

of new work styles, such as telecommuting, as a 

result of the coronavirus pandemic, a fast-track and 

simpli fied system for permanent residency, tax 

breaks, reduced corporate rents and the adoption of 

5G wireless technology.

In an interview with Bloomberg, Satsuki Katayama, 

the minister who heads the LDP panel on foreign 

labour, said: “What Japan offers that Hong Kong 

doesn’t is freedom. If Hong Kong becomes the kind of 

place where people’s Facebook likes are being checked, 

will they put up with that? I think people want to live 

somewhere normal”.

She admitted that Tokyo does have a number of 

disadvantages compared with other cities at present, 

but expressed hope that those might be ironed out 

fairly swiftly. One possibility is a new visa status that 

does not require full residency, Katayama said, along 

with an “offshore” zone that would be separate from 

Japan’s existing taxation system.

To appeal to families, more international schools 

will be given opportunities to set up campuses in 

Tokyo, while additional support will be drawn up 

for visas for assistant staff.

“Since the issue of attracting foreign firms to Japan 

has been looked at several times in the past, the govern -

ment should have plenty of information on the issues, 

so they need to examine why it has not worked in the 

past, such as by speaking to regional head  quarters in 

other locations,” said KPMG’s Dodds. “And then they 

need to decide whether they are willing to make the 

change that would make a difference this time”. 
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TRADE

Japanese firms looking for UK collaborations 

have found fertile ground in Northern Ireland. 

With its highly educated and skilled work-

force, infrastructure designed to spur innovation 

and attractive financial incentives, the region 

is enjoying growing collaborations with Japan. 

Mark Graham arrived in Tokyo last August to take 

over as the Invest Northern Ireland (Invest NI) 

Regional Director of Trade and Investment for 

North-East Asia at the British Embassy Tokyo. As 

we approach the one-year anni ver sary, ACUMEN 

asked him about the state of research and develop -

ment (R&D), foreign direct invest ment (FDI) and 

opportu nities for bilateral business relations.

How has your first year been as regional director?

It’s been great! I’m often asked how I have settled in. 

Apart from the logistics of making the move from 

Shanghai to Tokyo, it’s been a smooth transition. 

I love Japan—I did a three-year stint here 16 years 

ago—and I’ve visited several times a year on busi-

ness ever since.

While this role is my first venture into the 

public sector, there are many synergies with the 

business setup and develop ment roles I’ve been 

doing through out Asia. I also worked very closely 

with the British Consulate-General Shanghai and 

the British Chamber of Commerce Shanghai 

during the 11 years I was there, as well as with 

Invest NI, so I was familiar with how these organi-

sations work in partner ship with industry.

Does Brexit impact investment from Japan?

The UK’s exit from the European Union offers the 

same opportunities to Northern Ireland as it does 

to the rest of the country, to forge and build our 

own trade and commerce relationships globally. 

The Brexit vote itself has not stopped the flow of 

investment to Northern Ireland from both indig-

enous firms and new inward investors, and the 

pipeline remains strong. Investors are attracted to 

Northern Ireland’s base of talent and skills, as well 

as its cost competitiveness and quality of life. Our 

office rents and salaries are considerably lower 

than those in the likes of London and Dublin—

and this hasn’t changed.

In which sectors can Japanese firms benefit most?

There are a number of sectors where we are 

currently working with firms in Japan from either 

a trade or FDI perspective:

Technology

Over the past 15 years, Northern Ireland has built 

a strong reputation in technology sectors on the 

strength of the talent available and the afforda-

bility of doing business. Software engineering skills 

support a number of specialist areas, including data 

analy tics, cybersecurity and advanced networking 

& systems. The region’s attractiveness is evidenced 

by the fact that Belfast is the top destination city 

in Europe for software development invest  ment 

projects, and Rakuten Inc. established their 

Blockchain Lab in Northern Ireland in 2016.

Northern Ireland exports to 

Japan have been on the rise, 

doubling in the past three years.

Northern Ireland has built 
a strong foundation for 
technology R&D.

Bombardier Inc. manufactures aircraft in Belfast.

HOW TO SELL 

TO JAPAN 
Invest NI’s man in Tokyo  

talks about trade and research
BY C BRYAN JONES

NORTHERN IRELAND
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TRADE

Materials handling

Northern Ireland is recognised as a global centre of 

excellence in the design, manufacture and supply 

of materials-handling equipment suitable for a 

broad range of applications, including recycling, 

construction, quarrying and mining.

More than 40% of the world’s mobile crushing 

and screening equipment is made in the region. 

Its materials handling sector is comprised of more 

than 100 firms and employs in excess of 7,000 

people. These firms export to over 100 countries 

and achieve sales of £1.6bn.

Terex, with five manufacturing sites through-

out Northern Ireland, is a key supplier to Japan’s 

construction and recycling industries.

Life and health sciences

Northern Ireland has a thriving life and health 

sciences sector that benefits from a strong colla-

bora tive approach between industry, acade mia 

and clinicians. The region offers expertise across 

precision medicine, clinical trials and digital health. 

Northern Ireland also has clinical specialisms 

within the areas of oncology, cardiology, ophthal-

mo logy, respiratory health and diabetes. Firms 

such as Fusion Antibodies and Randox Labora-

tories have become well established in Japan, while 

a number of others have entered the market.

Food and drink

Northern Ireland’s food and drink producers are 

dedicated to traceability and are passionate about 

quality. Our food and drink products are available 

in more than 70 countries. There are a number of 

Northern Ireland whiskey and gin brands available 

in Japan, and we have benefitted from recent market 

access for beef, with poultry on the horizon.

How do you support Japanese firms?

Invest NI can offer significant financial incentives 

to Japanese firms seeking to set up operations in 

Northern Ireland, as well as provide an eco system 

of sector clusters, supply R&D support and offer 

programmes to ensure the exact skills for investors 

are available. One such example is Assured Skills, 

which is a highly successful government-funded 

training programme which invites firms to specify 

the skills they need. The programme’s Academy 

Model delivers these through bespoke, pre-

employment training at a local college or uni versity. 

It has been used to develop skills ranging from 

data analytics to human resources to cyber security 

and ensures that firms are able to recruit staff who 

can hit the ground running.

Invest NI can also offer funding support to 

businesses looking to undertake R&D projects. 

The funding can help plan, develop and test ideas, 

build and test a prototype or secure intellectual 

property. An R&D grant, along with HMRC tax 

credit, can mean for every £1 spent on R&D, the 

real cost is 44p.

What are examples of collaboration?

Japanese firms were among the earliest interna-

tional investors into Northern Ireland.

Fujitsu Services Ltd. have had a presence in 

Northern Ireland for more than 50 years and have 

been continually expanding. They now have almost 

1,000 staff over three locations providing B2B 

technology solutions.

Ryobi Limited is another long-standing investor 

in Northern Ireland and employs about 500 people 
www.investni.com

in Carrickfergus, manufacturing high-pressure casts 

for use in the automotive industry, supplying the 

likes of Ford Motor Company, Magna PT (formerly 

Getrag), Groupe PSA, Volkswagen and Jaguar-

Land Rover.

More recently, investors are taking advantage 

of the skills in Northern Ireland’s tech industry 

and the ecosystem that supports it. Seeing the 

prevalent interconnectivity in its services, Rakuten 

laid the grounds for their Blockchain Lab, which I 

mentioned earlier. Housed in Belfast, this lab is a 

dedi cated R&D organisation which researches the 

usage of blockchain—especially the increasing role 

that cryptocurrency-based payments play in offline 

retail, P2P payments and e-commerce. Rakuten has 

also just announced that Rakuten Mobile, Inc. has 

entered into an agreement with Queen’s University 

Belfast to establish an edge computing hub at the 

university, providing support over the next three 

years to train researchers and carry out colla bora-

tive research on edge computing at the hub. Edge 

computing is a way of connecting cloud-based 

services and end-user devices.

How are exports to Japan?

Northern Ireland exports to Japan have been 

on the rise, doubling in the past three years. Key 

export sectors are tech and heavy manufacturing. 

First Derivatives, a Newry-based company which 

provides a range of products and consulting 

services, has an office in Tokyo serving finance, 

technology and energy institutions. As I outlined 

earlier, Northern Ireland has exceptional expertise 

in materials handling, and Terex is a key supplier 

to Japan’s construction and recycling industries. 

Health tech enjoys a strong scientific research base.

Japanese consumers can now enjoy beef, whiskey and gin from Northern Ireland.
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For 43 years, I served my country to help 

foster strong international relations— 

a rewarding journey that would ultimately 

lead me to appreciate first-hand the strong bond 

between Britain and Japan.

After joining the Ministry of Foreign Affairs of 

Japan in 1976, I did my overseas study at Harvard 

University and then served at embassies in Moscow, 

Washington, DC, Jakarta and London. From 

June 2016 to November 2019, I had the honour 

of being posted to London. It was my first and 

only ambassa dor ship and was the pinnacle of 

my diplo ma tic life. I retired from govern ment 

service in December 2019 and am thankful that 

I could end my career in the UK.

Learning London

Prior to my posting, I had no experience of the UK. 

I had to learn everything from scratch. Diplomats 

like to discover the unknowns, and the UK provided 

me with the last challenge in my final duty.

Because I had trained in the United States and 

had worked with US counterparts throughout my 

career, I assumed I could communicate smoothly 

with the British. I discovered this was not the case. 

While Americans are mostly straightforward, the 

British way has more sophistication, and you must 

learn it to communicate effectively.

Soon after the Brexit referendum, I was invited 

to lunch by a trading house that has been doing 

business in China and Japan for a long time. An 

elderly gentleman hosted me to an excellent lunch 

in one of the firm’s executive dining rooms. When 

the conversation moved to Brexit, I said that many 

Japanese firms operating in the UK have invested at 

the invitation of the British government, that the UK 

is the gateway to Europe and that their businesses 

depend on free access to the European market. 

Because of this, they feel betrayed by Brexit. He 

was visibly disturbed and said, “Never say betrayal, 

that’s too strong a word”.

Diplomats are expected to be polite and never 

offend. I had proved that I was not a diplomat, even 

after having been one for 40 years. I realised that 

I had to learn the British way of communication to 

continue conversing with British people.

MY HAPPY  
THREE-AND-HALF  
YEARS IN LONDON

BY KOJI TSURUOKA, FORMER JAPANESE AMBASSADOR TO THE UK

After a few months in London,  

I realised that British 

communication is similar to  

that found in Kyoto.

DIPLOMACY
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After a few months in London, I realised that 

the style of communication is similar to that found 

in Kyoto. There is a famous way in which Kyotoites 

ask a guest to leave when they have overstayed. The 

host will say, “Would you like some hot water?” 

No tea is offered. The offer of hot water means the 

host doesn’t intend to have you any longer. You are 

expected to get the message and leave immediately. 

I was raised in Tokyo and am not good at this, so 

I had to learn the British way. Kyoto and the UK—

England in particular—have much in common.

A matter of dress

Britain is a country that respects tradition and 

ceremonies. Dress code is strictly observed, 

especially for royal functions. A few times a year, 

ambassadors are invited to Buckingham Palace for 

official functions.

The dress code for the Christmas banquet is 

white tie with decorations, which is the highest 

formal attire for official ceremonies. The only 

exception allowed is national dress. Japanese 

ladies are famous for wearing colourful kimono 

and it would be inappropriate for them to wear 

a Western-style evening dress or gown.

But what men should wear is not so simple. 

Japanese men no longer wear men’s kimono, and 

they may not even have one. The challenge of 

wearing white tie Western style is the decora tions 

you are expected to wear. There are customary 

rules for wearing decorations: you may always 

wear your country’s decorations and you may 

also wear decora tions bestowed by the host of the 

event, but you are not to wear other decorations.

For example, if you have served as ambassador 

in a kingdom, such as Sweden or the Netherlands, 

you are likely to have been awarded a decoration; 

but you cannot wear it at Buckingham Palace.

As I do not have decorations from Japan, the 

UK or anywhere else, it was difficult for me to wear 

Western-style white tie. One reason is that, when 

the dress code is white tie, the Palace staff are also 

dressed in white tie but the serving staff don’t wear 

decorations. Like me, they probably don’t have 

any. If I, being Asian, wore white tie then the guests 

would take me as a serving staff and ask for a glass 

of sparkling wine. I would not be able to serve them, 

as I don’t know where I could find one.

To avoid embarrassing the guests and myself, 

I had to wear men’s kimono. I wore the same 

kimono at my presentation of credentials to the 

Queen, and I later found out that I am the only 

Ambassador to do so—at least in modern times. 

My successor wore a morning coat.

The year after I wore kimono, the Buckingham 

Palace banquet had many Ambassadors in national 

dress. I was told that I encouraged the trend.

Diplomatic links

Golf is my favourite pastime. You must walk the 

18 holes, up and down, and burn the calories you 

have gained attending lunches and dinners. The 

Japanese community in London regularly meets 

over golf, and it is an effective forum in which to 

discuss any issue.

The Japanese addiction to golf is longstanding, 

but there were times when Japanese golfers were 

not allowed to play in the UK. Yet, even in the most 

restrictive times, there was a private club that kept 

its doors open to them: the Maidenhead Golf Club, 

near Heathrow Airport.

This historical club, which was founded in 

1896, has a well-maintained 18-hole course 

and has always welcomed Japanese golfers. It 

encountered financial difficulty in the past and 

the Nippon Club made substantial donations to 

help business continue.

Maidenhead Golf Club hosts several events 

each year to which the Japanese community is 

invited, and I participated in all these to show my 

gratitude for the strong friendship the club has 

sustained with the community over many years. 

I enjoyed competing with the Club Captain and 

professionals, and I was able to score a win over 

them with my Japanese partner—the first victory 

by the Japanese side in a long time.

Although Maidenhead is a lovely club, it is not 

a prestigious one. The British Ambassador to Japan 

is offered honorary membership at a number of 

presti gious golf clubs in Tokyo. Being in London, 

I made it my objective to become an honorary 

member of a prestigious golf club.

One of the most prestigious is Sunningdale 

Golf Club near Windsor. It was created in 1900, has 

two fantastic championship courses and—most 

importantly—is very exclusive: members only. 

I became friends with some members at social 

occasions and asked them to help me obtain an 

honorary membership. It took a while but, finally, 

in September 2019, after playing with the Captain, 

I was admitted. This is the greatest achievement of 

my private life in London. A few days after, I was 

told my term in the UK would soon end. What a pity!

Building bonds

My last years as a diplomat were indeed most 

satisfying, and I am deeply grateful to the British 

people who welcomed me to the UK.

As this is not the appropriate place to look back 

on my professional work in London, I have written 

about my personal life during my term. I hope 

readers do not misunderstand this to mean that all 

I did in London was socialise and play golf.

I would like to close by confirming that I enjoyed 

my professional life very much, and I hope that I 

was able to bring our two countries closer together. 

Japan and the UK are friends bound by common 

demo cratic principles, a market economy, the 

rule of law and respect for human rights—things 

that can only be maintained and strengthened 

by promoting rule-based international order. The 

world is facing unprece dented challenges, and the 

Japan–UK collabo ra tion is indispensable—not only 

for our countries, but for the world as a whole. 

My last years as a diplomat were indeed most satisfying, and I am 

deeply grateful to the British people who welcomed me to the UK.
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The manufacture of five 100% electric trains 

for East Coast Trains began on 15 June, 

signalling the start of a new phase of train 

building and a jobs boost at Hitachi Rail’s Newton 

Aycliffe factory in County Durham.

The construction of the new intercity trains 

for East Coast Trains Limited incorporates a more 

extensive manufacturing programme than that 

used for previous fleets. The increased scope will 

see the highly skilled workforce create a new state-

of-the-art fleet from empty aluminium shells.

Despite the impact of Covid-19, Hitachi Rail has 

continued to work diligently and safely to prepare 

the factory, and is now ready to start filling the 

East Coast Trains order.

The five trains—known as Class 803s—will 

begin carrying passengers between Edinburgh 

and London in autumn 2021, offering passengers 

a high-quality, cost-effective and more sustainable 

alternative to flying between two of the UK’s 

capital cities.

Ross Nagle, COO Rolling Stock UK at Hitachi 

Rail, commented that, “Building these East Coast 

Trains signifies a new and exciting chapter for 

Hitachi Rail’s UK factory. It is an important step 

as we increase our manufacturing capabilities 

“Building these East Coast 
Trains signifies a new  

and exciting chapter for  
Hitachi Rail’s UK factory”.

and upskill our workforce at Newton Aycliffe. This 

includes investing £8.5mn in new welding and 

painting facilities.

“The increased skills of our workforce make us 

well placed to deliver a number of highly signifi cant 

orders over the next 12 months and consoli date our 

place as a strategic North East manufacturing hub”.

East Coast Trains will have the first service 

of the day from London to Edinburgh, making it 

an attractive alternative to flying. The trains will 

travel entirely in electric mode, resulting in zero-

emission intercity travel.

The rolling stock is part of the award-winning 

Class 800 series, which currently make up some of 

the UK’s most reliable new fleets and are improving 

passenger satisfaction.

This year, Hitachi Rail is due to fill more intercity 

train orders, which will benefit from their £8.5mn 

investment in welding and painting at the factory.

The firm is a fully integrated, global provider of 

rail solutions across rolling stock, signalling, service 

and maintenance, digital technology and turnkey 

solutions. It boasts a presence in 38 countries across 

three continents and more than 12,000 employees.

Helen Wylde, managing director at East Coast 

Trains said: “It’s great to see our new 100% electric 

trains being assembled by the skilled team at 

Newton Aycliffe. We are delighted that these trains 

will be at the cutting edge of low-emission rail 

transport, underlining the benefits of using our rail 

service for travel between the two capital cities”.

Ross Shepherd, chief technical officer, Beacon 

Rail Leasing Limited, added: “We are delighted to 

see the start of the manufacture of our all-electric 

Class 803 fleet in the UK. It is a sign of the strong 

team work and commitment to safety across the 

project that this has been achieved in these extraor-

dinary times. The Class 803 demonstrates Beacon’s 

commitment to delivering environment-friendly 

rail travel across Europe”.

Beacon is a rolling stock leasing company 

head quartered in Luxembourg and focused on 

serving European and UK markets. Beacon’s 

current portfolio includes 346 locomotives, 1,000 

freight wagons and 575 passenger vehicles on 

lease across Europe. 

HITACHI SIGNALS  
NEW RAIL ERA  

IN DURHAM
London–Edinburgh east coast trains  

to roll in autumn 2021
BY SIMON FARRELL
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TASTES OF  
SUMMER

British gourmet seasonal  
cuisine and wine for Japan 

BY C BRYAN JONES

W hile summertime activities may be 

curtailed this year due to the corona-

virus, the flavours at the heart of the 

British summer are out in full force, and available in 

Japan. From delightful seafood to mouthwatering 

desserts—and vaunting vintages to pair them 

with—ACUMEN has set the table with the help of 

top culinary brands.

Quintessential summer

Just as Japan cherishes shun—the concept that 

there is a peak time of year during which to 

consume certain ingredients—Britain has its own 

best seasonal bites.

“Picnic sandwiches and barbeques are at 

the heart of British summer fare for me,” said 

Alex Harrison, a private sales executive at London-

based wine and spirit merchants Berry Bros. & Rudd 

(BB&R), which have been serving the UK since 1698 

and hold two Royal Warrants.

Brad Greatrix, winemaker at 

West Sussex’s Nyetimber, said, 

“A light garden salad and freshly 

caught seasonal fish, such as British 

turbot, paired with our Nyetimber Classic Cuvee MV, 

feels as quintessentially British as can be”.

He suggested following that up with “a classic 

English dessert of Eton mess—a delicious combina-

tion of strawberries, cream and meringue which, 

when accompanied with our demi-sec, Nyetimber 

Cuvee Chérie MV, is a perfect balance of sweetness 

and acidity”.

Greatrix noted that sparkling wine has a long 

association with the British summer sporting 

calendar and is, for many fans, a fundamental 

aspect of enjoying the events. “At Nyetimber, our 

usual summertime calendar sees our wines being 

served at all manner of functions and events—

from opera and music festivals to polo and tennis 

tournaments. The crisp acidity and freshness of 

The best method for preparing 

Scottish salmon for summer is 

as sashimi … next is carpaccio.

our Nyetimber wines offer a perfect aperitif when 

served chilled before a meal or as the ideal wine 

to toast with at weddings”.

Hiro Kawasaki, sales representative for the 

Scottish Salmon Company, highlighted the healthy 

fish as a key part of a summer menu. “The best 

method for preparing Scottish salmon for summer 

is as sashimi,” he said. “Next is carpaccio, with sliced 

onion, lemon and some herbs”. Both dishes appeal 

highly to the Japanese palate.

Vranken Pommery Japan Co., Ltd.’s 

Ken Moroi recommended pairing 

their Louis Pommery England with 

fresh, tangy and creamy foods. 

“Crisp fried garlic chips and salted 

squid with lemon mayonnaise is a 

great choice,” he said. “Also cured salmon with 

avocado cream, fennel and orange compote, herb 

salad or, for dessert, goat cheese panna cotta with 

roasted cherry tomato and basil chutney”.

Sweet tooth

Returning to desserts, Yoshinari 

Matsuki, a Japan repre sentative for 

the Shortbread House of Edinburgh, 

told ACUMEN that while Scottish 

shortbread is a well known souvenir among 

Japanese visitors, the true taste may be less so.

“Most of those are produced for the mass market, 

whereas our shortbread is known as a high-quality 

biscuits in the upper market,” he explained. “Our 

original recipe, handmade process and raw materials 

are very special, producing a texture and taste that 

is better than other biscuits. Making shortbread by 

hand is really important for the taste and texture. 

It takes time and effort, but the resulting biscuits are 

completely different from those made by machine”. 

Shortbread House of Edinburgh products are 

available in Japan through select retailers.

Rose Bakery, which has locations in Maru-

nouchi, Ginza, Shinjuku and Haneda International 

Airport Terminal 1, as well as Dover Street Market 

in London, holds a British Fair each autumn to 

promote British food in Japan. This year they have 

moved the event up to summer, from 1 July to 

31 August.

“This year we decided to do it in summer 

because we would like to introduce British 

summer pudding in Japan,” said representative 

Miho Imamura. “At this fair, we also focus on 

FOOD AND DRINK
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British pastries, such as Welsh tea cake, Eton 

mess and trifle. Not many people in Japan know 

about British summer foods because they do 

not have a place or opportu nity to try them. 

We would like to share the quintessential British 

summer food and pastries with the Japanese 

people, as well as a story that will enable them 

to imagine the brilliant British summer scenery”.

Rose Bakery is also selling a special item, the 

British Gift Box, only in July and August through 

their online shop: https://rosebakery.thebase.in

Pairings

As the English sparkling wine category is still 

relatively unknown to the majority of wine 

drinkers in Japan, Nyetimber is leading the way to 

demonstrate the exceptional quality of sparkling 

wines produced in England and to maintain their 

position as pioneers of the genre. Greatrix said the 

firm is working with more and more of Japan’s 

top sommeliers, restauranteurs and industry 

professionals, to grow the under standing of what 

these wonderful wines have to offer.

He also gave pairing advice: “Typically, the 

delicate fruit flavours and subtle complexity of 

Nyetimber wines pair best with foods that are also 

light and fresh, elevating both rather than either 

overpowering the other. As such, a wide range 

of seafood can work perfectly with our wines. 

That said, when looking to pair our wines with 

meat or poultry, our Nyetimber Rosé MV offers a 

richness that can stand up to the bolder character 

of these foods”.

BB&R’s Harrison also suggested wine pairings 

for those planning summer meals. “Rare roast beef 

and ham sandwiches would pair well with a light 

red, such as our Berrys’ Own Beaujolais-Villages or 

Bourgogne Côte d’Or Pinot Noir, as would Scotch 

eggs and pork pies,” he said. “For barbeques, 

I would recommend our Berrys’ Australian Shiraz 

with hamburgers, sausages, steaks and chops”.

Different times

Of course, this summer is an unusual one for the 

firms, with Covid-19 precautions placing stress 

on business and trade channels. The closure 

of restaurants, for example, has had an impact 

on Nyetimber.

“We have always had a strong focus on gastro-

nomy and fine dining, and are proud of the relation -

ships and listings we have at some of the world’s 

leading restaurants. The pande mic has dramatically 

affected a large proportion of these valued 

customers, which has resulted in us losing one of 

our most important sales channels, almost over-

night,” explained Greatrix. “We’re hugely sympa thetic 

to the difficulties facing these accounts, and this has 

driven us to explore new ways of supporting them 

and their customers. Offering virtual staff trainings 

or creating educational content, which we continue 

to share on our social media channels, are examples.

“Ultimately, at the core of our business are the 

grapes we grow in our vineyards across the south 

of England, and the wines they go on to produce in 

our winery in West Sussex. These have still required 

the daily fastidious attention and care needed to 

craft our award-winning wines, and our teams 

have been working tirelessly to maintain these 

exceptional standards despite the impact Covid-19 

has had on day-to-day life”.

Harrison said that recent months have 

been mostly good for BB&R: “As a result of the 

pandemic, it goes without saying that how wine 

is being consumed has shifted. Off-premise and 

business-to-consumer sales are strong, and we 

are just coming off a very success ful Bordeaux en 

primeur campaign, so we are feeling optimistic”.

Office closures and travel restrictions have 

impacted Rose Bakery, according to Imamura. “Our 

shops are located in the centre of Tokyo. Because 

many people are still working at home, and few 

tourists are visiting Tokyo right now, it has had an 

impact. We are also decreasing the number of seats 

in the restaurants to support social distancing,” she 

said. “It is a very tough situation, but we are trying 

new things such as takeaway menus, Uber Eats and 

the online shop”.

Food as therapy

In addition to being delicious, food can 

also offer a needed escape from the 

stress of daily life—especially in this 

age of Covid-19. Don Roxburgh, founder 

of Wholesum Japan Company, recom mends 

starting your own small garden, where you can 

grow ingredients for British summer recipes. 

“Even if it’s just a couple of planters on your balcony, 

it can help. I made the time for it this year and have 

found tending it to be a source of enjoyment and 

calm,” he said. “The garden doesn’t produce a lot of 

vegetables, but the pleasure we obtain from eating 

those we have grown ourselves is worth it. It has 

also enhanced our appreciation of how difficult 

farming actually is”.

He also encourages people to take another 

look at what they are eating before reaching for 

the medi cine bottle, or paying for expensive 

supplements. “Careful eating of quality, whole-

some food may cost a little more in the short term, 

but the long-term benefits to quality of life are 

substantial”.  

FOOD AND DRINK

FREE BRITISH SUMMER FOODS!
ACUMEN has a special giveaway for lucky readers. You can win top-shelf 

wines from Berry Bros & Rudd, Nyetimber and Louis Pommery England, 

crackers from Wholesum Japan and more! 

To enter, please send an email with your name, address and telephone 

number by 17 August to: coordinator@custom-media.com

Winners will be picked at random.

View details of available items: bccjacumen.com
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Each day, Japanese consumers empty 69mn 

PET bottles. Multiply that by 365 and you get 

25bn—enough to circle the world 128 times. 

And that’s the number today. It’s growing all the 

time. Slowing—and ultimately reversing—this 

trend is critical if we are to repair the environment 

and leave a healthy world for future generations. 

Using refillable bottles is one way to reduce plastic 

consumption, and mymizu is on a mission to 

help people live more sustainably in ways that 

are fun, easy and good for the planet. ACUMEN 

spoke with co-founders of mymizu (and its parent 

organisation Social Innovation Japan) Robin Lewis 

and Mariko McTier—a judge at the British Chamber 

of Commerce in Japan’s 2019 British Business 

Awards—about what drives their passion for 

sustain  ability and how mymizu is partnering with 

the business community.

Please tell us about your job and recent successes.

Robin: Our work is quite varied. One moment we 

are working on developing a collaboration with a 

corporate partner, the next we are managing our 

data base of mymizu refill points. Then we might 

be preparing to run a sustainability seminar or 

ideathon. No two days are the same! We have 

more than 20 team members (full-time, part-time, 

interns and volunteers), so a lot of our time is spent 

working with these brilliant individuals to further 

our mission.

To highlight a few recent successes, we were 

chosen as joint winners of the annual UK-based 

Chivas Venture competition, considered one of 

the world’s top social business competitions. We 

were also the first Japanese organisation to win 

the coveted iF World Design Guide Social Impact 

SUSTAINABLE

Prize, and we recently launched collaborations 

with some major firms, including Audi Japan and 

Ikea, as well as local governments such as Kobe City, 

which we’re excited about!

Mariko: Our work has also started to be highlighted 

by major news agencies, such as NHK, Asahi 

Shimbun, and Nippon TV, and this is a critical 

part of achieving our mission—to make it more 

normal to talk about the social and environmental 

challenges we face, as well as the things we can do 

to tackle them.

How did you become so passionate about this?

Mariko: I was lucky to have the opportunity to delve 

into topics such as climate change and a whole 

range of social and environmental issues—as well as 

getting to interview those who are working to tackle 

these challenges—when I worked as a journalist 

in London. When at the British Embassy in Tokyo, 

I was again lucky to work with innovative start-ups 

and businesses, and as program manager for the 

Innovation is GREAT campaign I was inspired by 

some of the amazing work I saw, whether it be from 

social entrepreneurs, innovative government or 

business initiatives—often a combination of all the 

above. But I also felt that there was a great amount 

of opportunity being wasted here in Japan. There is 

so much potential—highly educated people, cash-

rich businesses, a strong technical history and a 

generally peaceful society to build on—but I felt 

like a lot of it was going to waste.

As program manager for the 

Innovation is GREAT campaign,  

I was inspired by some of the  

amazing work I saw, whether it be 

from social entrepreneurs, innovative 

government or business initiatives.

PASSION FOR 
#PLASTICFREE

Creative ways to save the Earth
BY SIMON FARRELL
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www.mymizu.co | www.socialinnovationjapan.com | shop.mymizu.co

Robin: The Great East Japan Earthquake and 

Tsunami of 11 March, 2011, and the subsequent 

nuclear crisis in Fukushima, made me question 

what is really important, and also fuelled my 

interest in sustainability, climate change and so on. 

I spent more than half a decade working in human-

itarian aid and international development after the 

earth quake. I was based in Japan but worked in 

countries such as Nepal, Haiti and Mozambique—

mainly in post-disaster situations. These experienc-

es shaped my perspective and made me realise 

just how impor tant social and environmental issues 

are to our success—and our survival.

How can BCCJ members and others help?

Mariko: In so many ways! I would invite readers to:

• Download the (free!) mymizu app

• Track your refills using the app and join us in 

demonstrating just how much demand there 

is for #plasticfree hydration

• Introduce mymizu to your favourite shops  

and cafés using the in-app menu in English 

or Japanese

• Check out our online store if you’re looking for a 

great, sustainable bottle to start your refill journey

• Get in touch if there are any ways that we can 

work together!

What other plans do you have?

Robin: We are building a network of teams to 

help build momentum and scale our activities. 

In fact, we established a team in Singapore earlier 

this year and plan to continue localising our 

move ment across Japan and the world. We are 

also continuously creating new partner ships with 

like-minded firms, establishing alliances with 

local govern ments and working with civil society 

groups to grow the movement for sustainability. 

For instance, we are planning a new and exciting 

project with a major beverage-maker to help 

reduce plastic consumption. Watch this space!

What are some of the products you sell online?

Mariko: We launched a new product line on 

Earth Day (22 April) that supports the cleaning of 

the oceans. Our goal with the store was to further 

our work to protect the environment through 

the sale of mymizu-branded reusable bottles (in 

partner  ship with MiiR, a registered B corporation 

based in Seattle, Washington) and organic cotton 

T-shirts. Profits from the sale of these items are 

used to fund beach clean-ups (one purchase = 1kg 

of ocean-bound waste cleaned up), the running of 

the free mymizu smart   phone app and educational 

activities to promote sustainable living.

How was World Oceans Day this year?

Robin: It was great! We had to shift away from our 

plans to hold large-scale events and clean-ups on 

8 June due to Covid-19. Instead, we released a series 

of videos made by our mymizu Ambassadors—

world record-holding freediver Ai Futaki and 

four-time Japanese stand-up paddle champion 

Kenny Kaneko—about the importance of our 

oceans to celebrate the special day! We also held a 

bilingual online quiz about oceans, sustainability 

and marine plastic pollution, as well as launching 

a blog series with a piece on microplastics.

How has the virus affected you?

Mariko: We’ve faced many challenges, such as 

cancellations and postponements of projects and 

events due to the coronavirus pandemic. We also 

onboarded two new full-time staff fully remotely, 

which was a new experience for us! But, on the 

bright side, we’ve been able to do so many things 

that we weren’t able to do before. We’ve been able 

to build community nationwide—and even across 

borders—by hosting weekly events online and 

connecting with our community in new ways. 

The mymizu app helps you locate refill stations.
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Founded in 2002, Infinity Books closed its 

bricks-and-mortar door to go online only 

as the pandemic ravaged local and global 

sales in April, but has now bounced back to regain 

its claim to fame as Tokyo’s last remaining English-

language bookshop. We asked the founder and 

owner, blunt Yorkshireman Nick Ward, about the 

state of the industry and his wide collection of used, 

rare, first edition, signed and out-of-print books 

for sale at his magnet for the quirky that also hosts 

events, music and language lessons in Azumabashi, 

Sumida Ward.

Please tell us about yourself and Infinity Books.

I’m from Harrogate, in Yorkshire. My parents were 

both unconventional people, so I didn’t grow up 

with a sense that there was a future planned out for 

me, or with any great pressure from them to live 

their dreams. I worked at a few things after I got 

out of school, then left when I was around 20 and 

travelled the world as a backpacker.

About 30 years ago, I ended up in Tokyo, where, 

in time, I got married and had a son, who seems 

to be making his way quite well now, in his mid-

twenties. I started teaching English—like many 

people do, and I still do—and then got into running 

a pub for a while, The Fiddler, in Takadanobaba, 

and then dealing in books.

What are the main challenges you face 

in business?

Just staying in business—especially the past few 

months. I have a lot of online sales, and the post 

office has had problems, which mean I’ve had 

problems. There’s also the need to organise the 

business to fit with the online firms who bring you 

customers. With a bookstore, you used to be able 

to put a price on a book, stick it on a shelf and 

wait for some one to come in and buy it. That still 

happens, but it’s a small part of the trade now.

Please describe your shop, its atmosphere, 

visitors and tell us any quirky anecdotes.

It’s Infinity Books and Event Space, filled with 

shelves packed with used books, a counter and 

tables at the back. Until Covid-19, we had a regular 

sche dule of music, poetry, comedy and other 

events. I’m trying to get that started again. We have a 

group of regulars and semi-regulars, who, I’m happy 

to say, are quite friendly to people who wander in, 

either to browse the shelves or stay a bit for a chat 

or a drink. Most of my quirky anecdotes involve my 

quirky regulars, who don’t think that they’re quirky; 

so I probably shouldn’t talk about them here.

What is a typical day for you?

Over the past few months, I’ve been basically in the 

shop, cataloguing and mailing out books that I hope 

the post office manages to deliver. I haven’t really 

had a typical day for a while; probably nobody has. 

I think everyone would be happy to see the world 

go back to boring old normal.

FOR QUIRKY  
BOOKWORMS

Naming a book shop Infinity  

is inviting the inevitable. Or is it?
BY SIMON FARRELL

You run into a lot of people 

who will … offer ideas for 

books you probably would 

never have read yourself.
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What are your favourite books?

I don’t know … pornography with rabbits? There 

aren’t very many of those, though, so I can’t really 

say. One nice part about dealing in books is that 

you run into a lot of people who will talk about 

what they’re reading and offer ideas for books you 

probably would never have read yourself.

Which books sell well?

Not the rabbit pornography, that’s for sure. The 

more serious end of the bestseller market, I guess; 

but it’s very hard to predict.

What’s the most expensive book you ever 

bought or sold?

A signed first edition by Ernest Hemingway.

What makes a great book?

The easy answer is a book that everyone says is a 

great book. The more difficult answer—probably 

the one that applies to me, and most people who 

go into used-book stores—is a book that starts out 

as a fun escape from reality and ends up having 

made your reality a deeper and wider place.

Is there a book you are itching to write?

I have a lotion to soothe that itch. The longer I stay 

in this business, the more respect I have for anyone 

who can keep their arse on the chair long enough 

to write a whole book.

What does your shop offer that major chains or 

onliners can’t?

I’m in Tokyo, so the major English-language chains 

aren’t here. And it’s a used-book store, so the books 

are cheaper. The English- and other-language new-

book stores here also have limited space, so once 

a book is past its sell-by date, it’s gone. In Tokyo, 

it’s also hard to find translations into English of, 

say, French or German or Spanish or Italian books, 

because a Japanese person who wants to read 

Don Quixote—Do I have that in stock, I wonder?—

will either read the Spanish original or a Japanese 

translation. As far as online goes, that’s great if you 

know exactly what book you want, but browsing 

is not so interesting. So, in a bricks-and-mortar 

bookstore, you’re more likely to find something 

that you weren’t looking for, which I guess is a 

philosophy of life for me.

info@InfinityBooksJapan.com 
www.infinitybooksjapan.com 

080-3412-2564

Do you get to read every book you stock?

No. I don’t even have time to read all the books 

I want to. We also have small sections of books in 

other languages, which I can’t read.

Where do you buy your books and how many 

do you stock?

I only stock used books. People send me a list of 

their books from all over Japan, then I evaluate 

for cash or in-store credit. Presently, I have 

15,000 books.

What would make your job even better, more 

enjoyable or lucrative?

People reading more and buying more books, 

I guess. If anyone has any brilliant ideas, I’d love to 

hear them. Also, once we get our events started up 

again, people coming out to them, or coming to 

me with ideas for events they might want to hold, 

would be great. I don’t charge for the event space, 

but I do like it when people buy a drink or two while 

they’re here. That’s kind of the point. 

Until Covid-19, we had 

a regular sche dule of 

music, poetry, comedy 

and other events.
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W hen you’re getting your self esta-

blished in Japan, one of the first 

things you do is open a bank 

account. As long-term residents of Japan 

well know, this seemingly simple task is full 

of formalities and extra steps. 

But it doesn’t have to be this difficult, and 

that’s where Sony Bank’s new service comes into 

the picture. Sony Bank is not a new player in the 

banking field: they were founded in 2001 with 

an aim of offering their customers better and 

simpler banking using advanced technology—

ahead of many traditional banks in Japan. 

English online banking for 

the international community

In 2018, acknowledging the growing number 

of English-speaking international residents in 

Japan, Sony Bank decided to take steps to meet 

materials and customer support in English. The 

majority of those surveyed said that what they 

were looking for from their bank was the ability 

to take care of their everyday transactions without 

needing to visit a bank branch in person. 

Taking this feedback into account, Sony Bank 

began work on their English online banking 

service, which was unveiled in March of this 

year. As Noriko Rzonca, executive officer at 

Sony Bank’s Digital Transformation Department, 

pointed out, there are three keywords that their 

service is based on: “easy” to use and obtain; “fair,” 

in that it offers all of the same services to all of 

its customers; and “smart,” letting customers go 

almost entirely cashless.  

Ease of use

To make the account-opening process as smooth 

as possible, Sony Bank created Open Account, 

these customers’ needs. They teamed up with 

Jarman International KK, a consulting com pany 

that specializes in helping Japanese businesses 

effectively reach international customers. The 

team studied a sample group of approximately 

50 international residents from predominantly 

English-speaking countries, who had lived and 

worked in Japan on average longer than 11 years. 

The purpose of the study group was to point out 

the main banking issues international residents 

in Japan have and find solutions. Sony Bank also 

conducted a survey of dozens of international 

residents in Japan to find out the most prominent 

issues that they faced in banking. 

What they discovered is that residents found 

the paperwork involved with opening a bank 

account too complicated. They felt that the need 

for hanko was an inconvenient formality, and 

they commented on many banks’ lack of English 

New English Online 
Banking for Japan’s 

International Community
Sony Bank’s new service offers a rich set of features

Sony Bank is providing a 

valuable service to Japan’s 

international community.

Noriko Rzonca, executive officer, Sony Bank’s Digital Transformation Department
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an English-language smartphone app, that 

allows customers to open their account, with 

no need for Japanese language ability, hanko 

or complicated paperwork. After the user 

instals the Open Account app, they can use it 

to scan two documents: their residence card 

with a valid address in Japan and their health 

insurance card (Social Health Insurance card or 

National Health Insurance card). Open Account 

uses optical character recognition to extract the 

information needed from these documents to 

set up the account.

One of the first things that strikes you when 

you visit Sony Bank’s English website and use 

the Open Account app is the quality of the 

English. It is easy to understand, particularly 

when it is compared with what you might find 

in other Japanese banks’ material. As Rzonca 

explained, this was a conscious decision. “We 

partnered with external consulting agencies 

and design firms with a group of internationals. 

All the English content on our website and the 

Open Account app is not directly translated from 

Japanese—this can easily lead to confusion or 

misunderstanding. Instead, it has been created 

and checked by native English speakers”. 

Sony Bank’s English website has an easy-to-

understand guide that explains how to use the 

bank’s products and services as well as a regularly 

updated blog that covers financial topics that 

international residents in Japan will find useful. 

The website also includes online live chat and 

email support in English. 

The world in your wallet

Once the bank account has been created, within 

approximately 10 days, the customer receives 

their Sony Bank WALLET, a cash card with Visa 

debit functionality that supports up to 11 different 

currencies as well as cashless payments. The 

it wherever you go”. Of course, Sony Bank WALLET 

can also be used for cashless payments wherever 

Visa is accepted.  

Manage your finances in English

The Japanese-language website of Sony Bank 

offers several other financial services and, in the 

future, Sony Bank will roll out these services for 

their English-speaking customers. But just as they 

did when they prepared to launch their English 

service, Sony Bank is committed to base what 

they offer on careful research and listening to the 

feedback of international residents. “We’ll continue 

to conduct customer research this year and hear 

what our customers’ needs are. After that we will 

develop our plan for additional products and 

services accordingly,” Rzonca said. They also invite 

customers to provide feedback via their English 

help desk.  

Even though the service is brand-new and 

there are a lot of improvements that the company 

is trying to make, Rzonca is proud that Sony Bank 

is providing a valuable service to inter na tional 

residents in Japan: giving them the autonomy 

to bank the way they want, when they want. “I 

understand that our customers are busy people. 

The most important thing I want them to know 

is that they don’t need to go to the bank for every 

transaction they want to make,” she said. “Their 

business and their finances are completely under 

their control, and almost anything they want to 

do from a basic banking perspective, they can 

do it online.

“What we most want potential customers to 

know is that Sony Bank is always here for you, 

and that opening a bank account and using 

our English online banking are things you can 

do on your own. You don’t need to get support 

from your Japanese friends to handle banking 

transactions. You can do it yourself in English”.  

For more details about Sony Bank’s English online banking, scan the QR code.
Important Matters Concerning Foreign Currency Deposits
Foreign currency deposits entail some risks such as loss of principal. When conducting foreign 
currency transactions, please be sure to make the investment decision on your own after confirming 
the “Important Matters Concerning Foreign Currency Deposits” on Sony Bank's English website.

card can also be used to withdraw Japanese yen 

from about 90,000 partner ATMs inside Japan, 

including Seven Bank, Aeon Bank, E-net, Lawson 

Bank, Japan Post Bank, Mitsubishi UFJ Bank and 

Sumitomo Mitsui Banking Corporation. 

Inside Japan, every Sony Bank customer 

can enjoy a minimum of four fee-waived cash 

withdrawals in Japanese yen per month at partner 

ATMs, and yen deposits at partner ATMs are always 

free. Sony Bank also offers a rewards program, 

Club S, which provides extra benefits that include 

additional fee-waived cash withdrawals. There 

are three levels within Club S—Silver, Gold 

and Platinum—and unlimited fee-waived cash 

withdrawals from partner ATMs inside Japan are 

available for Platinum-level customers. Using 

Sony Bank’s English online banking, it’s easy to 

check your balance and make fund transfers. 

Rzonca said that one valuable benefit of 

Sony Bank WALLET is the ability to make cash-

less payments and withdraw cash in multiple 

currencies. It can be used in 11 currencies directly 

from your currency accounts. This is particularly 

useful for customers who are travelling from 

Japan back to their home or to other countries. 

Customers can easily shift their funds around to 

different currencies using English online banking, 

and save up various currencies as needed. She 

presented one example of how this would come 

in particularly handy: “Let’s say you know that 

you’re going to the US in the next three months. 

You can save up US dollars in your foreign currency 

account in advance of your trip. And when you 

withdraw cash or make payments using Sony Bank 

WALLET, it comes out directly in dollars from your 

foreign currency account. If you have a sufficient 

dollar balance in your account, the only fee you 

will incur is for ATM usage. You can check in to a 

hotel with this card, rent a car or do your shopping 

with it where Visa is accepted. You can truly rely on 

BENEFITS 

Open your account 
with an app

No hanko  
needed

English  
help desk

About 90,000 
partner ATMs 
inside Japan

ATM

Can be used in 
11 currencies 

directly from your 
currency accounts
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Many younger Knights in White Lycra 

(KIWL) followers ask where the name 

comes from. The more seasoned among 

us know it’s a play on words, derived from the 1967 

hit “Nights in White Satin” by English rock band 

The Moody Blues. Had it not been for a drunken 

karaoke session in 2013, we might have called 

our selves some thing entirely different. Good job 

we were not singing Madonna’s “Like a Virgin” 

at the time!

Being inclusive

I have often wrestled with our name. Does it infer 

a secret society of middle-aged men in spandex? 

Does it discourage women from joining? First 

impressions count. I recall receiving a message 

from one lady who did not donate because she 

thought our name was not inclusive. I explained 

the play on words to her and immediately can-

vassed the opinions of our KIWL ladies.

Given the reaction of this potential donor, I was 

surprised by theirs. “Joan of Arc was a knight,” one 

replied. Another added, “I would be offended if 

you did not call me a knight”. And still another said, 

Gender does not come into it when we are  

supporting each other to ride 150km a day.

CHARITY

LADIES IN WHITE LYCRA
BY ROB WILLIAMS, CHAIR AND CO-FOUNDER OF KIWL

“Getting fit and supporting marginalised children 

in Japan is more important than a name”.

I was reassured by their responses, and the 

natural shortening of our name to KIWL also seems 

to lessen the confusion. We are fully inclusive: men 

and women of any ability who wish to get fit and 

give back are welcome. And they don’t need to 

cycle; we host events for runners, golfers, walkers 

and even quiz buffs!

Lady knights

We have had some high-profile women in the KIWL 

peloton over the years:

• Julia Longbottom, former deputy British 

ambassador to Japan

• Angela Ortiz, author, philanthropist and 

founder of Place to Grow

• Kozue Oka, executive director of NPO 

Mirai no Mori

And these are just three of the many brilliant 

ladies from various backgrounds who have become 

knights to help children in need.

There is no shortcut to sufficient fitness, and 

preparing to complete a 500km cycle ride in four 

days requires a commitment to stringent training 

regimes. The time demands can be a challenge for 

mothers, but we welcome and support these true 

knights and are grateful to have them as part of 

our family.

Meet the 2020 riders

This year KIWL is proud to have two new “Couch 

to 500” superstars: Emi Tsuneizumi from Japan 

and Neha Shrivastava from the UK, both of whom 

have taken up cycling this year to be part of the ride! 

Neha Shrivastava (in black) took part in her first 150km training ride on 20 June.
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They are accompanied by second-year participant 

Miho Sainoki from Malaysia, who is part of the 

Custom Media team, and four-year veteran Ai 

Faithy-Perez of Japan.

I asked each about their views of the group as 

they prepare for this year’s KIWL 500, scheduled 

for 1–4 October. Here are some of the answers.

How is it being part of a largely male group?

Being a woman in KIWL has never had any effect 

on my experience, because we all know that—first 

and foremost—KIWL is a charity group with a 

unifying cause. I have never felt any discomfort or 

discrimination, nor was I out of place. Gender does 

not come into it when we are supporting each other 

to ride 150km a day and up mountains!

How can KIWL attract more women?

Knowing where to start as a beginner was a 

challenge, but once the training rides begin it is 

soon clear that experienced KIWL members are 

incred ibly supportive—irrespective of ability 

or gender. Promoting KIWL as a diverse group 

in publica tions such as ACUMEN is positive. 

We need to spread the word and ensure that 

women know the group is fully inclusive, very 

supporting and most welcoming.

Why are you participating?

There is a satisfaction in knowing that you are 

helping yourself and others. We must train hard, 

but we have such great camaraderie and will 

eventually get gratified by visiting the children’s 

home in Fukushima at the end of the ride. I want 

to help disadvantaged children across Japan. 

That is a big motivating factor.

Why is helping children important to you?

Being a parent has made me more nurturing, so 

it is easy for me to want to make a difference in 

a child’s life. I never want anyone to be denied 

the fullness that life can offer because they did 

not experience the comfort, support and love of 

their parents. I hope we can help empower the 

children and give them the tools they need to be 

successful adults.

How might KIWL help others choose to give?

Being Japanese, I realise that making donations 

and fundraising are not so common, so I hope 

my participation will raise awareness and make 

people see that taking action to improve the world 

and themselves is very positive. Also, meeting the 

children in the home helps to expand their global 

outlook and lets them know that people the world 

over care for them and their future.

How has KIWL helped you grow?

Meeting the other knights, who come from all over 

the world, on our training rides helps broaden my 

perspectives. They are all so friendly and supportive. 

Being part of a team—and the camaraderie that 

fosters—helps me understand my limitations and 

gives me opportunities to grow. There is nothing 

quite like descending a mountain on a bicycle 

in the rain to learn about yourself! Being a KIWL 

veteran has also taught me that I was capable of a 

huge physical achievement that, beforehand, I did 

not believe I could accomplish.

What are you most worried about?

Being strong enough, come October, to ride long 

distances for four consecutive days. And also the 

possibility of having an accident!

What are you most looking forward to?

Seeing Sado Island and the countryside in the 

company of lovely people in tight-fitting clothing! 

I am also looking forward to lunch every day and 

being able to stuff my face every hour without 

worrying about my waistline!

So, there you have it—the sisters really are 

doing it for themselves and, more importantly, 

for others less fortunate. Covid-19 may still deal 

us a blow, but the Knights shall ride on, and we 

will be back next year what ever happens! To have 

already raised £50,000 for marginalised children 

in care during such a tough year is quite an 

achieve  ment, and we know it has already made 

a difference in their lives. I deeply thank our 

sponsors and individual donors for helping us 

to this outcome. 

www.kiwl.net

First-time rider Emi Tsuneizumi

From left: Misae Nishimura, Ai Faithy-Perez, Iyo Koda, Miho Sainoki and Andrea McCarthy enjoyed the 2019 KIWL 500.
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STUDENTS TAKE  
NEXT STEPS

The British School in Tokyo honours 

graduates and students moving up

The start of summer signals the end of 

another school year. For some students, 

however, this is a period of transition to 

the next stage of life.

Year 13 students graduated from the British 

School in Tokyo (BST) on 12 June, and we are 

thank ful to have been able to have a low-key 

cere mony for them despite the challenges of the 

corona virus pandemic. The speeches from the 

teachers and students were motivational, filled 

with nostalgia, emotion and power, and were 

a reminder that each graduate will always be a 

part of BST. We wish them all the best in their 

future endeavours.

Year 6 students will be moving on to secondary 

school and are currently in the process of meeting 

their new tutors, learning about their new curricu-

lums and familiarising themselves with the next 

step. Head of Secondary James Thomas and  

Deputy Head of Secondary Duncan Grey led a 

very informa tive webinar about the transi tion 

process for Year 6 students and parents. 
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I t’s been more than a year since Yumi Ishikawa, 

33, sparked the #KuToo social media campaign 

against gender discrimination in Japan. She 

did so with a tweet complaining about being forced 

to wear high heels at her part-time funeral parlour 

job. That tweet generated an overwhelming and 

sympathetic response from many women, as well 

as relentless online harassment, often from men, 

that continues to this day.

Since then, Ishikawa has published a book 

about her experiences, helped launch a line of flat 

shoes and was named to the BBC 100 Women 2019 

list as one of the most inspiring and influential 

The term feminist in Japan has a negative connotation …

like a pushy, selfish woman who gets hysterical easily  

and can’t talk logically.

INTERVIEW

FIGHT FOR 
RIGHTS

#KuToo activist Yumi Ishikawa is one of 

Japan’s two BBC 100 women of 2019 
BY MALCOLM FOSTER

women in the world—one of only two Japanese, 

the other being sumo wrestler Hiyori Kon, who was 

interviewed in the May/June issue of ACUMEN.

“It’s been half miserable and half wonderful,” 

said Ishikawa, a former pinup model and actress, 

about her life since she unwittingly started the 

move ment in January 2019. Echoing the #MeToo 

campaign against sexual harassment, she used 

#KuToo in her tweets—a play on the Japanese words 

for shoes (kutsu) and pain (kutsuu).

Ishikawa said her goals are much larger than 

getting firms to give women more flexibility in 

workplace footwear. The focus on high heels is 

symbolic of the sexism that women face on many 

levels in Japan and the assumptions about their 

roles in society. She cited professional expectations 

that women wear makeup and contact lenses 

instead of glasses in public, and the belief that 

women will quit their jobs once they bear children, 

as well as do most of the housework.

“Women need to realise they do have choices,” 

she said. “We need to create a society where women 

can take control of their future”.

But the torrent of criticism she’s faced has made 

her realise that “many Japanese don’t think there’s 

any discrimination here. They can’t see that reality”.

Dismissed

Ishikawa has been called a fraud and a fabricator 

who launched the campaign because she couldn’t 

get enough attention as a swimsuit model who 

sometimes posed nude. Her book, the title of which 

has been rendered #KuToo: Serious Feminism 

Starting from the Shoes in English, was published 

in November. It has been savaged in dozens of 

one-star reviews on Amazon Japan’s website, with 

one reviewer calling it a “terrible” book “with thin 

content” that has been mostly made up.

“I was struck by how much harassment you 

have to endure if you’re going to speak out about 

discrimination against women, and how that’s a 

huge problem in Japan,” she said. “We need to stop 

those voices who are trying to shout us down and 

create a society where people in the future won’t 

have to suffer as much as I am”.

The persistent Twitter bashing has triggered 

some panic attacks for Ishikawa recently, for which 

she has sought medical help.

She is heartened by some modest progress. 

The Ministry of Health, Labour and Welfare added 

a line to a pamphlet given to employers saying that 

forcing women to wear high heels and contacts 

instead of glasses could be considered power 

harass ment—although there’s no way to enforce 

this. Such practices may not be spelled out explicitly 

at many firms, but they are often assumed.

Ishikawa called it “a good first step,” but longer-

term she wants the govern ment to pass a law 

banning firms from requiring women to wear 

high heels or heeled court shoes. In June 2019, 

she submitted a peti tion to that end that has 

garnered more than 32,000 online signatures.

Ishikawa's online 
petition gained 
strong support.
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We need to stop those voices 
who are trying to shout us down 

and create a society where 
people in the future won’t have 

to suffer as much as I am. 

Japan Airlines Co., Ltd., SoftBank Group Corp. 

and NTT DoCoMo Inc. have relaxed dress codes 

requiring female employees to wear high heels. 

She’s also heard from many women who say 

that, because of her campaign, they are no longer 

expected to wear heeled court shoes to work.

New flats

Last year, Ishikawa was 

contacted by a shoe 

manufacturer about lending her input and the 

#KuToo moniker to a new line of flat shoes for 

women. The resulting KuToo Follower line of 

footwear is essentially a collection of smaller 

versions of typical men’s leather dress shoes, 

which have not been sold in Japan until now. They 

aren’t very popular, she said, because they aren’t 

sold in many shoe shops yet, although they are 

available online.

Ishikawa said she’s gotten positive feedback, 

too, and is glad that her activism has drawn more 

attention to sexism in a society where it is ingrained 

and largely ignored.

“A lot of people told me they never realised 

this was discrimination against women,” she said. 

“Others say it’s prompted them to think for the 

first time about their rights”. Some men have also 

expressed support, saying they had no idea that 

wearing high heels was often not optional—and 

that they can hurt, she said.

Behind Britain

Ishikawa said she was surprised to be selected 

by the BBC and wondered if fairly widespread 

coverage of her in the foreign press was a reason 

why she was chosen.

Her impression is that there’s greater awareness 

about gender discrimination in the UK than in 

Japan. In 2016, Briton Nicola Thorp launched 

a similar petition regarding footwear—which 

collected more than 150,000 signatures—after 

she was sent home from work for refusing to 

wear high heels. A parliamentary investigation 

found discrimination in dress codes in British 

workplaces, but laws were not revised as they were 

deemed adequate.

“In Japan, it seems like government officials 

want us to change social attitudes before they will 

do any thing,” Ishikawa said. “So, it feels like we 

need to keep up the activism before there are going 

to be any legal changes”. Also, hardly any Japanese 

celebrities have lent their support to the #KuToo 

cause, she said.

Last year, Japan’s rank in the World Economic 

Forum’s gender equality ranking slid to 121 out 

of 153 countries, down from 110 out of 149 the 

year before.

Took away my dignity

Some people have attacked Ishikawa for being 

hypocritical because, in her twenties, she was a 

gravure model who posed in sexy magazines 

and played roles in erotic movies. Ishikawa said 

that while she has regrets about some of those 

experiences, they are also a major reason for her 

views today.

“I felt like a lot of those experiences took away 

my dignity,” she said. “Women’s views didn’t matter. 

They are actually part of why I became a feminist”.

The explosion of the #MeToo movement 

in 2017 prompted Ishikawa to realise she felt 

exploited, and she stopped modelling for men’s 

magazines. She has posed nude for a book of 

feminist essays, “but this was for women, to 

celebrate our bodies, not for men”.

The term feminist in Japan has a negative 

connotation, Ishikawa said, like a pushy, selfish 

woman “who gets hysterical easily and can’t talk 

logically. That image is so different from reality. 

Most feminists I know are smart and level-headed”.

Sexism in Japan is partly entrenched in the 

way men and women are socialised to speak, 

Ishikawa said. So, throughout her campaign, she 

has intentionally used more masculine language 

“to destroy the image of how a typical Japanese 

woman is meant to behave”—softer and more 

submissive. “I didn’t use very gentle words, and 

the bashing I got for that was really bad.

“Some of my friends told me that no one will 

listen to me if I use that kind of language, and 

that it would harm the general image people have 

of women,” she added. “But had I used gentler 

language, I think people might take it that I want 

something done for me, and I wouldn’t be viewed 

as an equal. I wanted to show men that you and 

I are equal”. 



38  bccj acumen, july/aug 2020

W hen Emiko Jozuka dived into her 

father’s archive of 300,000 photo-

graphs, she found herself sifting 

through five decades’ worth of incredible auto-

mo tive heritage. In 1966, Joe Honda launched an 

international career photographing everything 

from Formula One and NASCAR to Motocross 

and the Paris-Dakar rallies.

As the first Asian to document this scene, 

Honda acted as godfather to motorsports photo-

graphy in the continent, fuelling interest in Japan, 

where the sport had previously been almost 

unknown. In 2017, Jozuka established an initia-

tive focused on conserving Honda’s vast archive 

of 35mm film photographs and sharing it with a 

broader audience.

This December, she will hold an exhibition, 

supported by Tokyo-based award-winning profes-

sional photography atelier Shashin Kosha, at the 

Foreign Correspondents’ Club of Japan to cele brate 

Joe Honda’s legacy. ACUMEN spoke with Jozuka, 

a CNN journalist, about her 80-year-old father’s art 

and her vision for it.

How did you start archiving your father’s work?

I grew up in a flat that was strewn with all these 

photographs and would hear my parents talking 

about car brands, drivers, dates and motor sport 

INTERVIEW

LIFE IN THE FAST LANE
Emiko Jozuka is preserving her father’s legacy  

as Asia’s godfather of motorsport photography 
BY SIMON FARRELL

jargon that meant nothing to me. Understandably, 

my father didn’t want to pull me into that world, 

and I initially dismissed it as a boring, male-

dominated industry. Because he was so modest, 

I was also oblivious to the huge impact he’d made 

on the automotive and photographic commu nity. 

He was always just ‘dad’ to me.

After graduating from university, I spent two 

years in Turkey reporting on everything from 

art and politics to conflict and human rights. 

Once I came back to the UK, I found I had a new 

perspective on things that had once felt familiar—

my father’s art for one. I realised he’d acted as an 

influential interpreter of the automotive industry. 

Most importantly, he’d used motorsport culture as a 

means of expressing his creative vision. Appreci-

ating that made me eager to know more about the 

people, culture and technology portrayed in the 

images, and my father’s artistic practice.

Why is his work important?

Honda was the first Asian photographer to capture 

the international world of motorsport and present 

it to audiences in Japan, where the sport gained 

a devoted fanbase. But, beyond that, his archive 

travels from the grit and glamour of motor racing’s 

golden years through its evolution into a techno-

lo gical arms race funded by big business. The cars 

were only ever one part of a larger human narrative 

he wanted to tell. His images range from the 

visceral to the purely functional—immortalising 

the raw experiences, memories and developments 

of the interna tional world of motorsport at a pivotal 

moment in history. The archive gives a unique 

perspective on his life of global adventure and how 

technological changes impacted both the photo-

graphic medium and the motorsport industry over 

the past five decades.

What is the Joe Honda Initiative and its mission?

In 2017, I founded the Joe Honda Initiative 

to reanimate his memories and legacy—one 

Emiko Jozuka

Born in Japan, Emiko Jozuka grew up in the UK. She is a multimedia journalist 

for CNN Digital Worldwide. In 2018, she won a grant from the Pulitzer Center on 

Crisis Reporting to cover Japan’s demographic plight. Jozuka has also worked at 

WIRED and VICE Media Group, where she reported on the intersections of people, 

culture and technology. Jozuka has lived in Turkey, where she volunteered with 

non-governmental organisations, worked as a production member on the indie 

Kurdish film scene and reported from Istanbul, the Turkish–Syrian border and 

the predominantly Kurdish region of southeast Turkey. She has a bachelor of arts 

in modern languages, literature and film from the University of Cambridge and a 

master’s degree in visual, material and museum anthropology from the University 

of Oxford. She is fluent in English, French, Japanese, Spanish and Turkish.

There are many more women in leadership positions  

within F1 and the automotive industry, shaping its future. 



bccjacumen.com  39

INTERVIEW

photograph at a time. In the short term, we aim to 

preserve my dad’s artistic endeavours, introduce 

them to new audiences and attain much-needed 

support to catalogue and conserve his life’s work 

and legacy. On this front, my work with the Initiative 

has already allowed me to collaborate with many 

inspiring people. For example, Takuji Yanagisawa, 

president of Shashin Kosha, has been advis ing 

me on the planning and logistics of executing an 

exhibition. The long-term goal is to establish a 

founda tion that democratises access to motor-

sports, photo graphy and art.

What aspects of Honda’s archive have you 

found most interesting?

As a Japanese person who grew up in the UK, 

I have always welcomed anything that helped me 

get more deeply in touch with my native country’s 

history. My dad’s career paralleled the rise of 

Japan’s economy and the entrance of Japanese 

manufacturers and firms onto the international 

stage. It’s been fascinating to see their influence and 

how different business players worked together to 

advance the motorsport industry. Interestingly, in 

the 1980s and 1990s, camera manufacturers such 

as Olympus and Canon were major sponsors of F1 

teams, their logos displayed across the car’s livery.

My father’s photography also brings to life the 

relationship between Japan and the UK in Formula 

One. He documented automotive manufacturer 

Honda Motor Company Ltd.’s first forays into 

F1—shots of British F1 driver John Surtees driving 

Honda Racing’s RA300 F1 car in 1967 and working 

alongside Honda engineers in the paddock area. 

I even found a close-up shot of Prince Charles 

speaking with one of the drivers. I’d love to find a 

space to showcase those stories in the future.

What intrigues you about the automotive and 

motorsport industries today?

The automotive industry is a world away from what 

it was when my dad started documenting it in the 

1960s. When I reported on the Singapore F1 last 

year, I was struck by the contrast between today’s 

slick formal press conferences and my dad’s images 

of drivers in the 1960s hanging out in their garages 

with members of the press before the races. The 

informality of those days is gone.

On the plus side, we’ve seen British six-time F1 

World Champion Lewis Hamilton push the needle 

on sustainability and diversity in the sport. There 

are many more women in leadership positions 

within F1 and the automotive industry, shaping its 

future. Ultimately, I’m most interested in under-

Joe Honda

During a five-decade career, Honda dedicated 

himself to photographing motorsport around 

the world, including Formula One, NASCAR, 

Motocross and the Paris-Dakar rallies. He is 

now recognised as Asia’s godfather of motor-

sport photography and journalism, and is 

credited with igniting widespread interest in 

motorsport in Japan. In 1968, he became the 

first Asian representative of the International 

Racing Press Association (IRPA). Honda’s 

eclectic style draws inspiration from sculpture, 

graphic design, French Impressionist painting 

and documentary photographers such as 

Eugene Atget and Henri Cartier-Bresson. He 

has published dozens of books on the history 

and politics of the automotive industry and 

exhibited in prestigious galleries such as the 

Canon and Nikon salons.

We’ve seen British six- time F1 World Champion Lewis Hamilton 

push the needle on sustainability and diversity in the sport. 

standing motor sport’s legacy and connecting the 

dots between its past, present and future. As for the 

auto  motive industry, beyond the latest models, 

what’s fascinating for me is how this particular 

mode of transporta  tion has evolved over the 

decades, shaping cultures, human societies and 

urban landscapes along with it. 
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Honda experimented with blur effects and nature to create images that reflected his love of Impressionism. (France, 1972)

Honda (center) flanked by International Racing Press Association President Bernard Cahier and Jack Brabham OBE. 
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JMEC

The Japan Market Expansion Competition 

(JMEC) is a seven-month “mini MBA” for 

young executives to learn how to write a pro-

fessional business plan. It is organised in association 

with the British and 17 other chambers of commerce 

in Japan, as well as a smorgas bord of luminary 

partners, lecturers, business leaders and advisers.

Alumni from the past 26 years include leaders 

and decision-makers from some of Tokyo’s best-

known and successful firms, and it was none other 

than Robert Heldt, president of ACUMEN publisher 

Custom Media K.K.—himself a winner of JMEC 14 

and of this year’s judges—who recommended I 

should give it a go. Co-workers and friends warned 

me that I’d have no weekends, no free time, no life 

and would probably end up fall ing out with those 

with whom I did end up spending time. They were 

right. But it was an expe rience that I would do again 

tomorrow if I could.

SCOTS-LED TEAMS  
WIN TOP JMEC AWARDS

BY JAMES GREER

Intense start

The first part of the programme comprises a series of 

lectures and workshops which provide a who’s who 

of Tokyo’s international business scene. The good 

parts include getting to learn so much, so quickly, 

from such experienced teachers while also having 

the opportunity to get to know them. Less popular 

was the 9am-sharp kick-off, with 8:50am sign-in. 

This made the morning coffee break a real lifeline. 

These coffee-shop-discovery expedi tions—along 

with team activities and small breakout groups—

helped us to forge lasting friendships!

The study days were intense, running until 

5:30pm, but the end of classes was marked by 

programme directors Trond Varlid and Betsy 

Rogers delivering the closing proceedings with 

liquid refreshments and snacks to aid the weekly 

networking session. These were chances to meet 

new friends and uncover business opportunities. 

FIRST PRIZE

Team 12: Jonathan Ho, Yasuko Yoshino, 

Hiroshi Koyama, Takenori Nishimura, 

Hailan Huang

Project Client: AlgaEnergy—

MareVitae® Cosmetics

SECOND PRIZE

Team 13: James Greer, Miyuki Sasaki, 

Toshifumi Suzuki, Bogna Baliszewska, 

Ngo Van Nguyen

Project Client: Sun Tamaniwa Farm

THIRD PRIZE

Team 3: Geoffrey Kayiira, Nonoka Tajiri, 

Shunsuke Akiyama, Noriko Kubodera, 

Javier Lopez Gimenez

Project Client: AlgaEnergy—

Macami Food Condiments

BEST PRESENTATION

Team 6: Amanda Marshall, Yuta Nagasaki, 

Tatsuro Oshimoto, Derrick Sugiyama

Project Client: Global Dreamers Lab

BEST MARKET RESEARCH

Team 2: Xing Zhang, Shisa Hoshino, 

Hajime Watanabe, Jinghui ‘Sunny’ Huang|

Project Client: Herniamesh

BEST EXECUTIVE SUMMARY

Team 8: Charles Feuchter, Yuka Miyazaki, 

Diah Wasis Wulandari, Yusa Kawauchi, 

Yuichi Fujimori

Project Client: Ardex

Clockwise from top left: Team 12’s Jonathan Ho, Yasuko Yoshino, Hiroshi Koyama, Hailan Huang, Takenori Nishimura
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Having to restrict my Friday-night visits to the 

yakitori stand near Kamiyacho Station to study 

and prepare meant these moments came to signal 

the beginning of my weekends.

Getting underway

The second part is when everything changed. 

The 70-plus participants were split into teams of 

four or five that would spend the next five months 

devising a business plan for a single client. The day 

our teams were announced felt like a mixture of 

Christmas and exam results day. I was fortunate 

to be part of a team with familiar faces, and it 

was genuinely thrilling to open our assignment 

together and to meet our mentor, Jay Johannesen, 

whose experience, guidance and serenity in the 

face of conflict were to become an essential part 

of our lives.

Classic JMEC projects have involved a new 

market-entry product for Japan, whereas the task 

The winning team was led by another Scot, Jonathan Ho, 

so it was a great night for the UK all round.

jmec.gr.jp

our team got was more unusual: to attract tourists to 

and remonetise a crumbling bubble-era ski resort 

in Yamagata Prefecture. Back in January, with the 

Tokyo 2020 Olympic and Paralympic Games around 

the corner and projections for huge numbers of 

inbound tourists, we were naturally ecstatic. But we 

soon learned an essential business lesson: always 

be prepared for the unexpected.

Hitting our stride

A real highlight for the team was getting to go on 

a reconnaissance trip to the hotel and explore the 

snow-drenched town of Yonezawa. Arriving 

at 5am to find that even the station was closed 

was pretty unfortunate. Being Scottish, I am 

used to bitter cold, deep sludge and heavy snow. 

Thankfully, it was the mildest winter in years, 

and there was a Seven-Eleven nearby where we 

managed to do our first bit of onsite research by 

interviewing the staff and dog walkers.

We really got to know each other on that trip, 

which would serve us well when the intensity 

increased. There’s nothing quite like thinking 

someone has fallen through a rotted floor and 

been consumed by a bear to cement a friendship.

I’m told many JMEC teams have a breakdown 

halfway through, and, true to form, we had our 

moments. Perhaps my team suffered this slightly 

more than others, relating to the fact that we 

ended up going through several weeks of feeling 

that our task was verging on the ridiculous—even 

impossible—as the coronavirus began to grip 

the country.

Soon enough, rather than meeting in person 

each Saturday, our weekends and evenings became 

extended conference calls dedicated to arguing the 

merits and demerits of giving up (this is possible 

and, in some cases, the best outcome for the client) 

or forging a new path forward.

In the end, the team went with the latter and 

came up with a plan for a fully branded line of 

packed salads, as well as a conversion of the prop-

erty to a sustainable vertical farm. We were relieved 

that the client liked the idea, and the closing few 

weeks were highlighted by calls with him discussing 

the feasibility of our technical discoveries.

It turned out that my friends were right, and 

Golden Week was a fierce, sleepless battle in which 

we fought to condense our research into the plan. 

There was even a healthy dash of shouting at each 

other over Zoom calls. We owe Jay and our team 

consultant, Gabriela Mandrea, many thanks for the 

support they gave through this stage.

Final steps

After submitting the plan, we had to immediately 

regroup, put our differences aside and work out 

how to finalise a presentation for the judges and 

the client.

We knew the competition was fierce, so were 

thrilled to be awarded second place at the virtual 

awards ceremony. That the client is putting our 

plan into action—with our ongoing advice—

makes all the hard work worth it, and the prizes 

were icing on the cake of the JMEC experience.

The winning team was led by another Scot, 

Jonathan Ho, and three other Brits—Mark Stephen 

Horbury, Elliot Langston and Sophia Tsoi were 

involved—so it was a great night for the UK all 

round. Now we are all looking forward to finally 

meeting again once it becomes possible. 

From left: Team 13’s Ngo Van Nguyen, James Greer, Bogna Baliszewska, Miyuki Sasaki with consultant Gabriela Mandrea

From left: Team 3’s Geoffrey Kayiira, Nonoka Tajiri, Shunsuke Akiyama, Noriko Kubodera, Javier Lopez Gimenez



In service sector

On the other hand, 27% of Japan’s 

workforce toils in the service and retail 

sectors. This compares to 18% in the US, 

17% in the UK and 14% in Germany. 

Another 19% of Japan’s workforce is made up of office assistants and clerks. 

This is about twice that of the US and UK.

STATS

UK vs JAPAN
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Products include antiseptic 
spray, dishwashing detergent, 
household liquid cleaner and 
laundry detergent.
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Products include butter biscuits, 
chocolate candy bar, Coca-Cola/
Pepsi, frozen pizza, ice cream 
and potato crisps.
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Products include a basic 
Blu-ray player, color digital TV, 
electronic game console and 
family board game.

Entertainment

Percent of people in each country who think 

the government is handling the issue of 

coronavirus “very” or “somewhat” well

Who can overall

According to a study by researchers at 

the University of Edinburgh and other 

institutions, the share of workers in 

fields which enable telework: 
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Cost of a set of related products in pound sterling
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Custom Media is developing this shared marketplace at no cost or obligation to you.
Our only goal is to help as many other SMEs to survive this human and economic crisis.

To pledge your offer or request more details: connect@custom-media.com
https://connect.custom-media.com/connect-special-offers

Please be aware that some Connect offers are only available on a limited-time basis.

Here is a selection of some of our most popular offers. Visit Connect to find
even more, and read fascinating interviews with our resilient community members!

Coaching and training 
o� ers to keep your 
skills sharp

Travel domestically
and experience the
great outdoors

Help care for 
abused animals Donate sanitizer

to those in need

Provide opportunities 
for refugees Nurture children

in orphanages

Have time to spare 
this summer? Why not 
volunteer for these 
worthy causes?

An excellent selection 
of beverages to keep 
you cool this summer

20% o� 
Get A G.R.I.P.
Live Sessions Free ikigai 

consultation call 

Free tourism 
consultation Free 30-minute

Japanese
culture class

¥10,000 o� 
your reservation 20% discount on a 

Hakuba adventure

10% o� 
all bookings 20% discount

on walking tours

Connect is an absolutely FREE digital platform that helps entrepreneurs, small 
businesses, and other local companies get the word out about their products and services. 

Connect also introduces volunteers and interns to local NPOs and great companies. 

30% o� 
all wines Discounts on

mixed wine cases

10% o� 
all sake products ¥1,500 o� 

all online orders 

CM Connect-ACUMEN_FP.indd   1CM Connect-ACUMEN_FP.indd   1 2020/07/15   16:372020/07/15   16:37



Time for an upgrade 
Time for MORI LIVING

An English-speaking concierge who helps you 

book a table at one of Tokyo’s hottest restaurants. 

Starting the day off with a delicious, freshly made 

breakfast. On-site gym facilities that let you keep 

fit around the clock. With MORI LIVING’s serviced 
apartments, there’s no reason to settle for less. www.moriliving.com
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