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Know when our loved ones are home

home camera with face recognition

Welcome-ACUMEN-singlePages.indd   1 7/6/15   6:34 PM



discrete but effective, the neTaTmo welCome security camera instantly tells you, 
wherever you are, who is home or at the door, with revolutionary face-recognition technology.

Privacy and security
Customise privacy settings by disabling recordings and notifi cations for individual people. 

all video is securely stored on the camera’s local sd card.

Seamless experience
easy wi-Fi connection, full high-defi nition video and extra wide view, both day and night. 

an outstanding camera with a sleek, minimalist design

Free, unlimited access
no extra fee and no contract required. 

access your videos and live stream through the app - anytime, anywhere.

Created in 2011, netatmo is a dynamic and innovative French company 
developing consumer electronics for a better and connected lifestyle.

www.netatmo.com

Identi� es face of family members and regular visitors
You know as soon as kids or eldery parents arrive home.

monitor domestic help, babysitter, tradesmen, carers, deliveries.

neTaTmo welCome 
is now available in Japan at:

Welcome-ACUMEN-singlePages.indd   2 7/6/15   6:34 PM



www.azabugardens.com

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

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

An extension of Moto-Azabu’s premier residential 
property opened in spring 2015. With this expansion, 
Azabu Gardens will offer new amenities for all 58 units.

Premium residences of 3, 4, or 5 bedrooms, ranging 
from 165–300m2, are available for leasing from 
¥1.4 million per month.

Acumen-ad.06.2015_v3.indd   1 7/8/15   3:31 PM
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Each year the Queen’s Birthday Party is 

held at the British Embassy Tokyo under 

a different theme. 

This year’s event celebrated tradition 

and innovation. First, it celebrated four 

generations of the Royal Family with a photo 

exhibition of the Duke of Cambridge’s recent 

visit to Japan and, second, it showcased 

British entrepreneurship, the nation’s spirit of 

innovation and its burgeoning partnerships 

with Japan—all of which is being brought 

together this year under the UK government’s 

Innovation is GREAT campaign. 

This special message explores the growing 

opportunities for UK–Japan collaboration and 

what is in store for the innovation campaign 

in Japan.

The UK is known for its entrepreneurship 

and spirit of innovation. A well-established 

business environment and governance, 

government support and incentives help make 

creative ideas come to life. 

Our discoveries, inventions and ideas have 

a profound impact on the world. Famous 

entrepreneurs include Sir James Dyson CBE, 

Sir Paul Smith CBE and Sir Richard Branson 

KBE. Famous British inventions include the 

worldwide web, the idea and prototype for the 

linear motorcar, the automated teller machine, 

the wind-up radio, which has helped share vital 

information in protecting against infectious 

diseases, and the wonder material graphene. 

Great ideas flourish in Great Britain. 

The UK—a country with just under 1% of 

the world’s population—is home to 29 of the 

world’s top 200 universities, more than 4% of the 

world’s researchers and 11% of Nobel laureates. 

The UK boasts the most productive research 

base in Europe: our top-ranked universities and 

forward-thinking research councils conduct 

high quality science that feeds the innovation 

AMBASSADOR

GREAT British  
tradition and  
innovation
A special showcase at HM the Queen’s Birthday Party

by british ambassador to japan tim hitchens cmg lvo
photos: © british embassy tokyo/alfie goodrich

British Ambassador to Japan 

Tim Hitchens CMG LVO (left) and 

Will Butler-Adams OBE, chief 

executive of Brompton Bicycles, 

at the British Embassy Tokyo
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pipeline. We are also the top destination for 

inward R&D investment in Europe.

But we can harness those strengths even 

more by working with our top partners. Japan is 

the second-biggest contributor of foreign direct 

investment into the UK. It has also generated 

many great business ideas and technologies, 

and has great strength in sophisticated 

manufacturing. Moreover, Japan is now seeking 

collaboration in the context of open innovation. 

When the UK and Japan work together, we are 

world leaders. Publications of our joint research 

are cited 2.5 times more often than the global 

average. We are part of each other’s success. 

More cars are produced in Nissan’s plant in 

Sunderland, England, than in the whole of Italy.

International collaboration is a priority 

for the UK. Over 10% of the UK’s total science 

budget contributes to international research 

collaboration; 40% of UK research council 

grants have an international component; and 

40% of UK research staff and 50% of UK PhD 

students are from overseas. More than 8,000 

researchers are exchanged between Japan and 

the UK each year, while many links—between 

university and business, as well as international 

business collaborations—already are bearing 

fruit. In the UK, there is a thriving business–

university collaboration, valued at over £3.5bn 

per year. Investment from firms such as Hitachi 

and Toshiba in UK universities shows the value 

of this expertise. UK universities have a strong 

record in nurturing world leaders: they are 10 

times more likely than US tertiary institutions to 

have educated a future head of state.

Sustained investment by the government 

in UK science and innovation systems ensures 

we have the facilities and capability to remain 

global leaders: £5.9bn over the next five years, 

including £3bn to support our world-class labs 

at universities and research institutes.

Over the coming months, there will be 

a range of exciting events and activities. 

Currently underway and marking its second 

year is the Japan–UK Tech Awards competition 

to encourage Japanese start-ups to take their 

technology businesses to the UK. Meanwhile, 

one of last year’s three winners is already 

looking to start up in the UK. 

We will also see a two-week road trip, when 

a Nissan Leaf electric vehicle will have an 

exciting homecoming, after which it will make 

its way around Japan. Look out for a host of 

celebrity drivers. And, later in the year, there 

will also be events centred on the key sectors of 

robotics, smart energy, connected infrastructure 

and genomics.

Innovation is GREAT—the UK government’s 

campaign—aims to shape the future, with 

the UK bringing ideas and technology to the 

global level. Visit the Innovation is GREAT blog 

and find out about exciting upcoming events: 

www.innovationisgreat-jp.com/ 

AMBASSADOR

1. The British Embassy Tokyo was 

decorated for the event.

2. A touch-screen monitor showed 

the UK’s work on innovation.

3. Fish and chips with shiso 

pesto combined tradition and 

innovation.

4. Green tea panacotta with 

rhubarb (right) was on the menu.

5. Space-related exhibits were on 

display.

1

2 3
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UK’s Innovation is GREAT campaign.
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esolia.comwww.eiresystems.com

www.lloyds.com/japan

www.robertwalters.co.jp

www.custom-media.com
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azabugardens.com

www.granviakyoto.com
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EDITOR

The car on this issue’s cover 

could easily be considered 

a prop from the set of 

one of tens of futuristic films that 

project what life might be like in 

2025 or 2050. Yet, this electric-

powered, driverless vehicle is to 

undergo trials on British footpaths 

within weeks—and Japan is keen 

to learn the knowhow behind it.

Developed by the Transport 

Systems Catapult, the pod was 

one of a number of revolutionary 

ideas from Britain that attracted 

attention at the Society of 

Automotive Engineers of Japan 

congress and exhibition in May. 

It is further proof of how the UK 

is leading the world in low-

carbon vehicles. 

For the event, Innovate UK 

supported seven firms in the 

development of their technologies, 

which representatives showcased 

to a warm welcome from their 

Japanese counterparts. While 

aiming to spark business interest 

and collaboration, the agency—

along with other organisations—

promoted the UK as a location for 

inward investment in the area of 

low-carbon vehicles (page 20).

Innovation special

It is fitting that this special issue on 

innovation should be prefaced by a 

message, from British Ambassador 

One such person is Matthew 

Broadway, the chief operating 

officer of high-tech firm Netatmo, 

who launched the first face-

recognition home video camera in 

Japan earlier this month. Having 

previously worked in Tokyo for 

Dyson K.K., Broadway’s experience 

of innovation, and knowledge that 

the Japanese are early adopters, 

has put him on solid ground to 

help this revolutionary product 

find success in the Japanese 

market (page 24).

Defence market prospects

This issue does not solely focus 

on British innovation. MAST Asia, 

Japan’s first international defence 

exhibition, was held in Yokohama 

in May. Representatives of UK 

firms and organisations at the 

event were pleasantly surprised by 

the interest in their products and 

services, and expressed hope for 

the blossoming of a fruitful mutual 

relationship in this new market 

(page 26).

Good luck!

Finally, best wishes to Sue 

Kinoshita, who is leaving Japan 

after five years as director of 

UK Trade & Investment. While 

preparing for departure, she 

penned a message to BCCJ 

ACUMEN readers (page 32).  

it also has world-class universities 

and a wealth of firms at the cutting 

edge of science and technology 

developments. Last month 

Belfast-based firm DisplayNote 

Technologies signed a deal that 

will bring its software-sharing 

technology to more than 1mn 

computer users in Japan (page 12).

Britons are also breaking 

new ground across all sectors. 

to Japan Tim Hitchens CMG LVO, 

highlighting the government’s 

Innovation is GREAT campaign 

and its exhibits displayed as part 

of the celebrations at the Queen’s 

birthday party on 11 June (page 8).  

A showcase of images from the 

event can also be found on our 

community pages (page 42).

Not only does the UK have 

entrepreneurial role models, but 

kathryn wortley

kathryn@custom-media.com

A nation of innovators

Britain leads in cutting-edge technology

Executive Spotlight 
Expert insight from the leaders driving Business in Japan

To be featured in this series, please contact:

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

the first and  
only bilingual  
video channel on 
Business in Japan
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MEDIA

UK–JAPAN NEWS

Group to drive  
iconic bus for charity

A group from Hertfordshire, England, are 
planning to drive a red double-decker bus 
from London to Japan and back for charity, 
The Comet reported on 26 June. 

The idea was first hatched when Matt Hart 
and his friend James Treadwell bought the 
dilapidated 1964 Routemaster—affectionately 
named Beatrix—and had a team mechanically 
restore it. 

The journey is to raise money for 
ShelterBox, an international disaster relief 
charity that delivers emergency shelter and aid 
worldwide to people affected by disaster.

Tokyo eatery’s wine award marks 
country’s first selection by UK magazine

London-based The World of Fine Wine has named 
the Tokyo American Club’s restaurant, CHOP 
Steakhouse, as having the world’s best medium-sized 
wine list, according to a press release issued 9 June. 

The restaurant is the first in Japan—and one of 22 
in Asia—to be awarded the publication’s three stars, 

Three-star wine lists are judged to have exceptional 
breadth; a range of leading producers; a good mix of 
vintages, styles and prices; an extensive by-the-glass 
programme, with a wide selection of half bottles and 
larger formats; outstanding organisation; as well as 
originality, personality and vision.

Belfast firm in deal 
to share software

DisplayNote Technologies has secured a deal with Japanese multinational 
IT provider NEC Corporation, the Belfast Telegraph reported on 10 June. 

The Belfast technology firm’s software, which lets users share what is 
on their screen with other displays and devices, will be supplied to more 
than one million computers in Japan.

Ed Morgan, the firm’s head of marketing, said the collaboration “not 
only further strengthens the relationship between the two companies, 
it also increases our presence in the global market”.

Japan falls in education table
China has surpassed Japan as Asia’s number one nation for world-class 
universities, www.timeshighereducation.co.uk reported on 10 June, 
while three British universities are listed in the body’s 2014-15 global 
top 10. 

According to the Times Higher Education Asia University Rankings 
2015, Japan has 19 institutions in the top 100—down from 20 last 
year and 22 in 2013—while China has 21—up from 18 last year 
and 15 in 2013.

The University of Oxford is ranked third, followed by The University 
of Cambridge in fifth place, and Imperial College London in ninth place.

Bristol boxer beats  
Chiba southpaw to win title
Lee Haskins has set his sights on the bantamweight division after 
defeating Ryosuke Iwasa to become world champion, the Bristol Post 
reported on 15 June. 

Haskins won inside six rounds at Action Indoor Sports in Bristol to 
claim the IBF Interim title. From a total of 21 fights, Iwasa had lost only 
one fight before—to WBC champion Shinsuke Yamanaka four years ago.

The current British and European champion said he would now take 
on other champions and be confident in his ability.

The Tokyo American Club’s steakhouse entrance
PHOTO: TARO IREI

Screen content can be shared by DisplayNote technologies’ software users.
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Sleep experts support napping at work

The practice of inemuri (napping while remaining 
present) has won the support of British sleep 
experts, The Japan Times reported on 18 June. 

While accepted in Japan as a sign the person 
has been working hard and needs rest, napping 
tends to be viewed negatively in the UK. 

However, Dr Robert Meadows, a senior 
lecturer at the University of Surrey, said 
some experts are now asking whether 
British firms should allow staff to take naps, 
particularly after lunch when efficiency is 
usually low.

War veterans 
meet in London

An Imperial Army veteran who oversaw 
construction of the Burma Railway has travelled 
to London to meet a former British prisoner of 
war, The Telegraph reported on 22 June. 

Some 72 years since serving in Burma, 
95-year-old Mikio Kinoshita met 96-year-old 
Sir Harold Atcherley, who was among those 
forced to clear a path for the railway track.

Atcherley invited Kinoshita after seeing 
him in a BBC documentary about the railway. 
“I wanted to extend the hand of friendship 
and human understanding after so many years 
of misunderstanding and hatred”, he said.

Plan offers energy mix
Researchers at The Solutions Project have published plans regarding 
what the projected energy mix could be in a range of countries in 2050, 
as a result of 100% use of renewable energy, www.cleantechnica.com 
reported on 23 June. 

In the UK, onshore wind could account for 45%, followed by offshore 
wind at 40%. A move to use 100% renewable energy would result in the 
creation of more than 360,000 jobs, lasting 35 consecutive years each, 
in operation and construction. 

Meanwhile, the top providers of energy in Japan could be solar PV 
plants (41.5%), onshore wind (20%) and commercial/government 
rooftop PV systems (13%), as a result of which 2mn jobs could be created.

Blue Samurai star joins 
Premier League Foxes
Striker Shinji Okazaki has signed a four-year deal with Leicester City 
Football Club, the Daily Mail reported on 26 June. 

The 29-year-old joined the Foxes from German team FSV Mainz 05, 
making him Leicester’s third summer signing. 

Okazaki, who scored 43 goals in 93 games for Japan, said: “I am very 
happy to be here. To play in the Premier League is my dream and I will 
make every effort to help the team here at Leicester City”. 

Poll reveals Tokyo 
as “most liveable” city
Monocle has named Tokyo 
the world’s most liveable 
city in its annual quality 
of life survey.

While criteria include 
crime rate, health care 
infrastructure, as well 
as educational and 
environmental wellbeing, 
this year’s survey by 
the British magazine 
incorporates 22 new 
standards. These include 
the price of a three-
bedroom house; the 
cost of a cup of coffee, 
glass of wine and decent 
lunch; and access to the 
outdoors.

Fukuoka and Kyoto 
also performed well, 
ranking 12th and 14th, 
respectively. 

Tokyo

Vienna
Berlin

Melbourne
Sydney

Stockholm
Vancouver

Helsinki Munich

Copenhagen,
Zurich 

THE MONOCLE QUALITY OF LIFE
Survey 2015
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2015
British 
Business 
Awards 

you’re invited! Friday 13 Nov, 18:30–22:30
Palace Hotel Tokyo

Book your spot at Tokyo’s top annual 
business and social event:
the 8th British Business Awards 
presented by the British Chamber 
of Commerce in Japan.

• Gourmet cuisine by top chefs
• British wine, spirits and beer
• Entertainment
• Gala awards ceremony 
• Special prizes
• Networking

Early bird discount until 31 July 2015:
Corporate table (10 seats): ¥250,000
Seat: ¥25,000

Regular Rate (from 1 August 2015)
Corporate table (10 seats): ¥270,000
Seat: ¥27,000

To book a table or seat: 

info@bccjapan.com  •  03-4360-8361  •  www.bccjapan.com

As seating is limited, we recommend early 
booking to avoid disappointment.

bba15_july_FULL.indd   1 6/29/15   12:17 PM



EXECUTIVE DIRECTOR
 

One visible way to pinpoint 

the value we bring to 

British Chamber of 

Commerce in Japan (BCCJ) 

members is through our events 

programme. Comprising five parts, 

our strategy is designed to boost 

the impact of all functions we 

hold—about 40 per year. We aim to 

clarify the objectives of all sessions 

held and broker meaningful 

business relationships both during 

and after events. The BCCJ events 

taskforce, led by Graham Davis 

(individual member) and Alison 

Beale (Oxford University Japan), 

is one of the most talented and 

dedicated teams with which I’ve 

had the pleasure of working. 

Members’ views

Considering joining a BCCJ event?

Here is some feedback received 

from attendees of our six 

June events:

• “So good to hear such an 

upbeat view of the economic 

situation in Japan—for 

a change!”

• “Congrats on a well delivered 

event: a great topic and great 

speaker/presenter”.

• “Really well chosen speaker. 

Nice he had a UK connection 

and considered his audience in 

the contents. Good balance of 

Q&A too”.

The lifeblood  
of the BCCJ

Sharing event feedback and intel

lori henderson mbe

• “I was attending as a guest and 

found that this was a valuable 

experience”.

• “It was also an excellent 

networking opportunity”.

• “Good balance of networking 

and workshop. Nice size. 

Excellent food!”

• “Thank you very much for 

organising such an interesting 

and stimulating meeting 

yesterday. The Q&A session was 

particularly thought provoking”.

• “Another great event; well done 

to you all once again!”

• “The combination of the 

panellists was perfect!”

• “More of them!”

Providing intelligence

Although nothing quite beats 

being in the room, with direct 

EXECUTIVE DIRECTOR

access to decision-makers and 

thought-leaders, our online event 

summaries provide a flavour 

of each of our business events. 

This feature can help you keep 

up to date with recent news on 

UK–Japan developments. Visit: 

www.bccjapan.com/events/event-

summaries/

Best of British

We are looking forward to hosting 

the BCCJ’s final event before 

summer: The Great British Garden 

Party. To be held at Andaz Tokyo, 

it will celebrate the reputation for 

beautiful gardens shared by the UK 

and Japan. Guests should prepare 

to be stunned by spectacular views 

across Tokyo from the 51st floor. 

The evening is organised 

in association with The Tokyo 

Chamber of Commerce and 

Industry and the Japan–British 

Society. We are on course to 

welcome more than 200 guests 

to what is sure to be a high-value 

evening of networking and fun.

Get involved

The BCCJ is only as strong and 

successful as its members and 

supporters. We welcome your 

suggestions and feedback—on 

all aspects of BCCJ strategy and 

operations, including events.  

Email: info@bccjapan.com. 

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

GOING THE EXTRA MILE

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

Icon Partners
Supply Chain Talent Specialists

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

Nominee, 2014 British Business Awards
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JAPAN NEWS
BY MARK SCHREIBER

firms try to shorten delivery times
In Zama City, Kanagawa Prefecture, on the 

former site of Nissan Motor Co., Ltd.’s Zama 

plant, an enormous distribution centre named 

GLP Zama has been completed. It boasts 

favourable access to the Tomei Motorway, 

which links two of Japan’s major urban areas—

Tokyo and Nagoya—and the nearly completed 

300km Ken-O Motorway encircling the greater 

Tokyo metropolis. The facility, scheduled to 

begin operation in July, boasts floor space of 

some 130,000m2 and represents an investment 

of ¥20.9bn. 

The 750m external circumference, reports 

Weekly Toyo Keizai (6 June), takes nearly five 

minutes to negotiate. The spiral vehicle ramp 

that gives delivery trucks direct access to five 

levels will be a boon to the multiple tenants 

expected to lease space. 

GLP Zama is not the largest such facility, 

however. That is MFLP Hino in western Tokyo, 

which has floor space of 212,000m2. Operated 

by Mitsui Fudosan Co., Ltd., the logistics facility 

also opened in 2015. Between now and 2017, no 

fewer than 39 new distribution depots will be 

completed in eastern Japan, in addition to 13 in 

the greater Kansai area. 

The key factor pushing this growth is the 

burgeoning spread of e-business, which 

in turn is leading to strategies, such as the 

tie-up between 7-Eleven convenience 

stores and publications distributor Tohan 

Corporation. Since 2013, Tohan has supplied 

the convenience store giant with books and 

magazines directly. It is also responsible for 

handling not only its own unsold merchandise, 

but also other goods. Thus, for example, if a 

customer finds that a pair of shoes purchased 

from a Sogo-Seibu department store—part 

of Seven & I Holdings Co., Ltd.—don’t fit, 

they can take the shoes to a 7-Eleven shop 

for return to the sales source via Tohan’s 

distribution network. 

Yodobashi Camera Co., Ltd., an electronics 

mass retailer that operates shops in major cities, 

has expanded its range of product offerings 

on the Internet to more than 3.6mn items, 

including foodstuffs, such as organic vegetables, 

beverages and books. 

Yodobashi, which competes aggressively 

with Amazon Japan, prides itself on speedy 

response times to orders. 

“If your old refrigerator breaks down at 

midnight, we can ship you a new one by 9am 

the next day”, said Yodobashi’s Executive Vice-

president Kazunori Fujisawa. The arrival times 

for orders may vary slightly but once payment 

is confirmed, delivery is expected to be within 

six hours. Customers can select the delivery 

firm—Yamato Transport Co., Ltd. or Japan 

Post Co., Ltd.—but Yodobashi does not charge 

for the deliveries. In addition to its five major 

distribution centres in Japan, the retail outlets 

themselves ship directly when stock is available. 

Weekly Toyo Keizai’s 42-page special on 

logistics also reserved space to voice a warning 

of Japan’s looming shortage of truck drivers. 

The squeeze, brought on by a combination 

of age demographics and stricter licensing 

requirements, is expected to cut into transport 

industry profits in a variety of ways, such 

as through wage increases or lost business 

opportunities. 

Newly completed GLP Zama is in Kanagawa Prefecture. • PHOTO: GLOBAL LOGISTIC PROPERTIES INC.
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poll shows short, cheap holidays are popular
A nationwide online survey of 1,000 adult men 

and women, conducted by Macromill, Inc. 

just prior to the Golden Week holidays in April 

and May, asked participants about their plans 

for the 2015 summer holidays. The survey was 

designed by the Nikkei Research Institute of 

Industry and Regional Economy and the results 

appear in the Nikkei Marketing Journal (5 June).

When asked about the number of 

consecutive days they took off work, 25.2% of 

respondents gave a total of 5–7 days; 21.3% 

said 3–4 days; 11.7%, said 8 days or longer; and 

32% said that they were either not currently 

employed or that they would not be taking 

a holiday.

The activities the respondents planned 

during their holiday include (in descending 

order) domestic travel (26.5% of respondents); 

travel to home town and/or visit ancestral 

graves (21%); relax, mainly at home (16.8%); 

go to the cinema, go shopping, take part in 

recreational activities (9.7%); visit a theme park 

(7.5%); go swimming at a pool or water park 

(7.5%); and go camping or take part in other 

outdoor activities (4.7%). Just over one-third of 

the respondents (34.4%) said their anticipated 

outlays were not expected to exceed ¥50,000. 

Some 15% of respondents predicted outlays of 

¥50,000–¥100,000.

While 4.1% of respondents said they 

planned a holiday overseas, when broken 

down by income, 9.6% of respondents in 

households with an annual income of ¥8mn 

or more planned to travel abroad; 3% or fewer 

with incomes below ¥8mn had similar plans. 

Of those in the top income segment, 20% said 

that they had budgeted more for their holiday 

this year, and 59.1% said their outlays would be 

unchanged from last year. 

Retail  |  Trends  |  Consumer
Surveys  |  Marketing  |  Jobs
Forecast  |  Society  |  Studies
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dyson’s moves in japan market pick up headlines 
“The Japanese market for vacuum 

cleaners is heating up”, the Nikkei 

Marketing Journal (17 June) 

reports, noting the 2014 year-on-

year sales growth of 6% for a total 

of 9.31mn units. Then, the market 

benefited from a sales rush for 

home appliances ahead of the 

consumption tax rate increase 

from 5% to 8%. 

Under the front page headline, 

“The suction techniques of 

Dyson fans”, the article features a 

photograph of the firm’s founder 

Sir James Dyson CBE and an 

example of how in-store sales staff 

explain the virtues of the vacuum 

cleaners’ proprietary technology to 

prospective customers.

The firm attributes some of 

its recent product introductions 

to the results of surveys designed 

to uncover latent customers. 

These include the DC74 Fluffy 

cordless cleaner with a larger 

suction head, enabling it to pick 

up bigger particles; the Pure Cool 

air circulator fan with a built-

in air cleaning function; and 

the V6 Mattress that filters out 

exhaust odour. 

Although Electrolux cleaners 

from Sweden and robot vacuum 

cleaners from the US are selling 

well, the undisputed top foreign 

brand is Dyson from the UK. 

Dyson’s total sales in fiscal 2013 

reached ¥230mn, while last 

year, it achieved the position of 

number one in sales on a value 

basis, accounting for about 24% 

of the vacuum cleaner market’s 

total turnover. On a unit basis, 

however, the firm’s market share 

hovers between second and third 

place, at around 13%. Dyson’s 

sales boosting strategy will reduce 

model prices to below ¥50,000 by 

means of direct sales and factory 

outlet sales. 

The firm’s success in Japan is 

said to be serving as a springboard 

to other Asian markets. It has 

also inspired more foreign 

firms to enter Japan’s home 

appliance market. 

Leading the pack is Raycop, a 

South Korean brand featuring a 

compact hand-held vacuum that 

claims to remove 93.5% of dust 

mites from bedding and linen. 

Designed by Lee Sungjin, a Korean 

physician, its anti-allergy and 

anti-bacteria function appeals to 

apartment residents, who may 

be reluctant to air their bedding 

on the veranda. With more than 

3mn units sold in Japan, the 

firm transferred its corporate 

headquarters to Tokyo’s Minato 

Ward in 2013. Raycop prices range 

from ¥20,000 to ¥45,000. 

Dyson’s V6 Fluffy



FT Weekend advert for BCCJ



The first weekend in July 

delivered a grandstand 

opening to a tremendous 

summer of sport. There was a 

magnificent win for the England 

women’s football team to secure 

third place at the FIFA Women’s 

World Cup in Canada; victory 

for Lewis Hamilton MBE in the 

British Grand Prix at Silverstone; 

and participation by members of 

the British Chamber of Commerce 

in Japan (BCCJ) in a street rugby 

tournament in Nihonbashi.

Grass roots support

In Tokyo, an early morning 

downpour did not dampen spirits, 

and it was tremendous to see 

support for the event coming from 

platinum member Robert Walters 

Japan K.K. and other members 

BrewDog Japan, Jaguar Land Rover 

Japan Limited, Mazars Japan, 

VisitBritain, and JAC International. 

Showing that the event’s 

emphasis was firmly on fun, a 

team of baristas also deserve 

our applause for taking to 

the freshly laid artificial turf 

outside their coffee shop, still 

sporting their aprons! That was a 

delightful example of community 

participation in an initiative 

designed to spark interest in 

the build up to the Rugby World 

Cup 2019. 

Gearing up for  
mega sporting events

Street rugby and VIP speakers  
find welcome audience

to engage with Japan, while Lister 

spoke about the challenges of 

managing the development of the 

UK capital. Not least of these is the 

on-going effort to secure the legacy 

of the London 2012 Olympic and 

Paralympic Games by anchoring 

regeneration of the city’s East 

End through the Olympicopolis 

project—an innovative plan to 

attract arts and cultural facilities as 

an adjunct to jobs and growth.

Sending our thoughts

The approaching summer hiatus 

is a time of flux. This year, we 

must bid farewell to Sue Kinoshita 

and Richard Buttrey of UK Trade 

& Investment at the British 

Embassy Tokyo. Both have made 

tremendous contributions to 

British business in Japan, and 

have been great supporters of 

collaboration with the BCCJ. 

We wish them well, and look 

forward to working with their 

successors.

Finally, I would like to recognise 

the sadness felt by BCCJ members 

at the news that Sukeyoshi 

Yamamoto OBE has passed away. 

He was the first Japanese member 

of the BCCJ’s Executive Committee, 

a passionate supporter of UK–Japan 

relations and a great friend to the 

chamber. His contribution is one to 

admire, applaud and celebrate. 

david bickle

@BCCJ_President

Multiplied thousands of 

times over, it will be grass roots 

interventions like this that will 

provide the energy and enthusiasm 

to successfully carry the major 

sporting events that Japan will be 

hosting at the end of the decade.

VIPs give insight

Street rugby was a fun way to 

end a packed few weeks in the 

BCCJ events calendar. Highlights 

included a breakfast with Member 

of the Scottish Parliament and 

Cabinet Secretary for Culture and 

External Affairs Fiona Hyslop, 

and a roundtable discussion with 

Deputy Mayor of London for Policy 

and Planning Sir Edward Lister. 

Hyslop highlighted how 

Scottish firms are blazing a trail 

for world-class British businesses 

PRESIDENT
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The British presence at the 

Society of Automotive 

Engineers of Japan 

(JSAE) annual congress and 

exposition goes back over a 

decade, but this year’s offering 

was different. The UK stand could 

not help but attract attention, 

having been branded to reflect 

the UK government campaign, 

Innovation is GREAT, that had 

been launched in March by Prince 

William, The Duke of Cambridge. 

With interest piqued, delegates 

spoke to firms showcasing 

their revolutionary technology 

and organisations promoting 

investment in the UK.

Held on 20–22 May at Pacifico 

Yokohama, the business-to-

business event provided an 

opportunity to showcase the 

latest research in automotive 

engineering through lectures and 

exhibits. This year the congress 

attracted more than 5,000 

participants, while the exposition 

involved about 500 exhibitors and 

drew some 86,000 visitors.

TOP STORY

Leading the world 
in low-carbon vehicles
UK innovation sparks business interest and FDI 

by kathryn wortley

The LUTZ Pathfinder pod is to become the first driverless vehicle to run in the UK. • PHOTO: TRANSPORT SYSTEMS CATAPULT

The electric-powered pod is a compact driverless two-seater vehicle. • PHOTO: TRANSPORT SYSTEMS CATAPULT
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“With a goal of promoting 

the UK as the automotive 

investment destination of 

choice, we are delighted that this 

year’s UK pavilion and related 

conferences were so well attended, 

attracting participation from key 

organisations that provide support 

for R&D activities in the UK”, 

Natalie Bain, head of investment 

at UK Trade & Investment at 

the British Embassy Tokyo, told 

BCCJ ACUMEN.

“Besides bringing together 

diverse expertise under one roof, 

real business opportunities were 

generated, too”, she said, adding 

that areas of particular interest in 

Japan at present are low-carbon, 

weight-saving and connected 

vehicle technologies.

Vehicles of the future
Low carbon is not solely on Japan’s 

radar. A commitment made by 

governments around the world 

to produce less carbon, in a bid 

to combat climate change, is 

driving the development of new 

software and hardware for low-

carbon vehicles.

Accounting for 3% of GDP and 

10% of exports, the UK automotive 

industry is healthy, but Paul Gadd, 

programme manager of low-

carbon vehicles at Innovate UK—

an agency accelerating economic 

growth—believes the demand 

for low carbon provides a huge 

opportunity to boost the industry.

“Traditional internal 

combustion engines are being 

pressed and stretched as far as 

they can, but we are also seeing the 

introduction of fuel cell vehicles 

and battery electric vehicles”, Gadd 

told BCCJ ACUMEN. “The UK 

government is putting in a lot of 

money to support the development 

of these technologies [at home]”. 

Some of that funding has been 

given to the Transport Systems 

Catapult, a transport innovation 

centre that uses emerging 

technology to enable “Intelligent 

Mobility”—the smarter, greener 

and more efficient movement 

of people and goods around 

the world. 

Representatives of the Catapult 

attended the JSAE events to show 

a model of their revolutionary 

driverless prototype, the LUTZ 

Pathfinder pod. The electric-

powered, two-seater vehicles, 

unveiled in London in February, 

are to become the first footpath-

based driverless vehicles to run in 

the UK. Trials in Milton Keynes, 

Buckinghamshire, are due to begin 

in late summer.

This technology is one of five 

areas of expertise that have been 

identified as key British strengths 

and fields of global opportunity by 

the Automotive Council UK. 

Development in other areas—

energy storage, electric machinery 

and power electronics, lightweight 

vehicles, and combustion 

engines—is supported by 

Innovate UK.

“We are focused on taking 

fundamental research and support 

by the research councils and 

putting it through industry-led 

projects into industry products that 

can be sold in the future”, said Gadd. 

“We are trying to help companies 

take that risk, and to take advanced 

ideas from universities and pull 

them towards the market”.

Each year Innovate UK 

supports about 50 firms in 

developing products and services 

in line with the UK’s automotive 

technology roadmaps. Seven firms 

showcased their achievements at 

this year’s JSAE events.

“The feedback we get [each 

year] from the companies 

that attend is that it is really 

worthwhile, with a lot of contacts 

made”, said Gadd. 

“It’s an opportunity for 

companies to showcase their 

technology: what they have been 

working on; things that perhaps 

aren’t quite in the market or are 

just coming into the market; 

and an opportunity to share 

them with potential customers, 

potential suppliers and potential 

collaborators”, he added.

One firm that received a warm 

welcome is Artemis Intelligent 

Power, which attracted the 

interest of six Japanese, as well 

as several European and Chinese 

firms. Artemis is developing its 

Digital Displacement (DD) fluid 

power technology and associated 

high-efficiency pumps and 

motors, in what it describes as 

“a fusion of mechanics, electronics 

and software”. 

Due to recent work to develop 

manufacturing, the firm is working 

to appeal to makers of city buses 

and urban delivery vehicles, 

TOP STORY

New Innovation is GREAT 

branding at the UK stand 

attracted attention.

Delegates showcased their technology to attendees.
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including Japanese firms, and 

was attending the JSAE events 

to show its industrial pump and 

hybrid vehicle application. Niall 

Caldwell, managing director, gave 

a presentation based on Artemis’s 

paper “Demonstration of a DD 

hydraulic hybrid bus”, and was 

“pleasantly surprised by the size of 

the audience”. 

“DD power transmissions 

combine the historic advantages of 

hydraulic machines—robustness, 

high torque and low-cost—with 

the high efficiency, low noise and 

very high controllability of electric 

machines”, said Jamie Taylor 

of Artemis. 

The firm’s attendance builds on 

their experience in Japan, having 

participated in JSAE events in 2013 

and 2014. Moreover, its technology 

is being used by parent firm 

Mitsubishi Heavy Industries, Ltd. in 

one of Japan’s offshore wind farms.

“Our technology is to some 

extent disruptive, particularly in 

the automotive market, where 

the paradigm for hybrid vehicle 

systems is electric”, Taylor said. 

“Participation in JSAE helps 

us to test our offering against 

competitors and to show them that 

our claims are based on real depth 

of experience and expertise”.

Making the case for FDI
Pointing out that the UK had 

the biggest country stand at the 

event and was allocated a special 

dedicated afternoon of talks, Gadd 

said the links between Japan and 

Britain are something Innovate UK 

is keen to develop. He believes 

this can be achieved through not 

only promoting British technology 

and collaboration, but also by 

encouraging Japanese investment 

in the UK. 

“The Japanese market is one 

of the world’s leading markets in 

terms of adopting technology, and 

we think we are complementary 

to it.

“The UK is, perhaps, a very 

good European centre for 

Japanese companies because of 

[the national] similarities, our 

long history with Japan, and the 

opportunity we’ve currently got in 

terms of funding and support”, he 

said, pointing out that Innovate UK 

has £50mn available this fiscal 

year to support the British 

automotive industry.

One firm that has received 

funding, said Gadd, is Nissan 

Technical Centre Europe in 

Bedfordshire. It was awarded 

£5.5mn for eight projects, to which 

it contributed a further £5.5mn, 

providing £11mn worth of work, 

resulting in employment, an 

economic boost and collaboration 

with Loughborough University.

Also promoting the benefits 

of investment in the UK was the 

Advanced Propulsion Centre (APC), 

which provides grant funding for 

propulsion-related projects.

“We considered both domestic 

and international events and it was 

clear that a presence at JSAE by the 

APC was important”, Garry Wilson, 

director of business development 

at APC, told BCCJ ACUMEN. 

“The aim was to meet Japanese 

organisations that have existing 

facilities in the UK, or that might in 

the future, and encourage them to 

consider conducting their R&D, or 

more of their R&D, in the UK”.

During the visit, Wilson focused 

on supporting or leading meetings 

to drive inward investment. 

He also spoke on this topic at a 

forum as part of the congress, 

at which about 50 delegates 

asked questions, either after the 

presentation or in subsequent one-

on-one discussions. 

“We held a number of meetings 

before and after the JSAE show 

with a number of significant 

Japanese companies”, he said. 

“These were extremely fruitful and 

excellent contacts were made. We 

are confident that this foundation 

will lead to support of APC projects 

in the future and have already 

underpinned inward investment 

to the UK”.

Wilson said it is likely that 

many of the firms APC spoke to 

will be invited to LCV2015, the 

UK’s largest low-carbon vehicle 

event, to be held in Bedfordshire 

on 9–10 September.

“There is a strong correlation 

between the [JSAE events and 

LCV2015]”, said Gadd, adding that 

he talked about LCV2015 with the 

firms he met and JSAE. Although 

LCV2015 is in the planning 

stages, Innovate UK is working 

with Japanese contacts to deepen 

existing positive relations.

“There is a strong opportunity 

and we would like to grow that”, 

he concluded. 
Garry Wilson of the Advanced Propulsion Centre gave a presentation.

Artemis Intelligent Power’s 

technology fuses mechanics, 

electronics and software.
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W hen Matthew Broadway first arrived 

in Tokyo in 2008 to join Dyson K.K., 

he had the formidable task of 

taking market share from Japan’s massive and 

entrenched home appliance manufacturers. 

By the time he left in late 2011, he had done 

just that. 

Four years later, he is with a firm that 

produces an eye-catching new product—but he 

is tackling the Japan market with just the same 

amount of gusto. 

“Personally speaking, I’m delighted to 

be spending time in Japan again and I’m 

very excited to be back with a product that I 

have high hopes for in this market”, he told 

BCCJ ACUMEN. 

UK-born Broadway is now chief 

operating officer for Netatmo, a Paris-based 

firm that is a specialist developer of connected 

home-use products, including systems 

to monitor the quality of a home’s living 

environment as well as connected heating 

control solutions. 

But it is the firm’s latest system—the Netatmo 

Welcome—that has been attracting attention 

since its unveiling in France on 11 June. 

The device links a high-definition video 

camera positioned in the home to the user’s 

mobile device, providing real-time images from 

inside the property. 

Other firms produce similar products, 

Broadway admits, but he believes the Netatmo 

Welcome has a secret weapon in the battle to 

ensure home security. 

It is the first device developed for the 

consumer market to apply advanced face-

recognition software. That gives a home owner 

the ability to check that an elderly member of 

the family is safe and well, see what the children 

are getting up to, and make sure that the cleaner 

arrives on time. 

Even more important, it will send an 

immediate alert to the user’s mobile phone 

or data device should it determine that an 

unknown person has entered the home. 

And, fitted with 1,080p full HD resolution 

The camera connects 
to an app.

Appealing to  
early adopters

Briton leads first face-recognition home video camera into Japan market

by julian ryall
photos by masaki okumura and nicolas demeersman



INNOVATION

caption

Another advantage is that the system is 

remarkably straightforward to set up and use, 

Broadway said. 

The owner of the house starts the process 

by recording an image of each person who is 

expected to be in the house at any given time, 

ranging from the parents and children to the 

babysitter, gardener and even dog-walker. 

A profile is then generated for each of those 

individuals and the face-recognition system 

automatically identifies each person when they 

are in the house.

Netatmo recommends that the camera—

slender and unobtrusive—be positioned to 

monitor the primary entrance to the home, so 

it can record details such as the time a person 

arrives and departs, and store video of their 

movements in the home.

Alerts are sent to the user, who can customise 

the system so that it ignores unimportant 

developments, such as the children leaving 

for school. That tailoring of coverage ensures 

complete privacy for trusted members of the 

household, but the response is instantaneous 

when the system detects a face that it does not 

recognise. An urgent alert is sent to the user’s 

mobile phone, enabling them to call the police if 

the property has indeed been broken into. 

Unlike rival systems, Welcome stores all the 

data in the camera itself, instead of using the 

cloud. This is designed to ensure better privacy 

and security while reducing costs.

“The system is really useful in a whole host 

of ways”, said Broadway. “It’s great for working 

parents who want to be sure that their children 

are home from school. It gives peace of mind.

“It’s also extremely useful for people who are 

caring for elderly relatives and want to be able 

to make sure that they are safe”, he said. “Then it 

can monitor when the cleaner has arrived, that 

the babysitter is present, and so on.

“But also, for a person like me who is away 

from home on business a great deal, it allows 

me to see what my wife and daughter are doing 

in the kitchen, enabling me to share moments 

with them even though we are a long way apart”, 

he said. “It offers reassurance that everything at 

home is as it should be”.

With a price tag of ¥29,800, including no 

contract or subscription fees, the Netatmo 

Welcome is available through Japan’s main 

electronics shops including Bic Camera, 

Yodobashi Camera and Yamada Denki, as well 

as at Tokyu Hands, Loft and Amazon Japan.

And while he agrees that Netatmo is “a 

relatively unknown brand” in Japan, Broadway 

believes the firm’s products will swiftly develop 

a solid following.

“Japan is going to be an extremely important 

market for us”, he said. “We know that the 

Japanese are very keen to make use of the very 

latest consumer technology, they are very open 

to new ideas and technology and they are a 

nation of early adopters”.  
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and night vision, there is very little that escapes 

Welcome’s gaze.

Security-conscious French consumers 

were quick to identify the possibilities of the 

Netatmo Welcome, with the firm taking orders 

for 14,000 units in advance of it going on 

sale, while the entire stock held by the local 

arm of Amazon sold out within one hour of 

becoming available. 

Broadway believes demand could be 

comparable in Japan, where the system was 

launched at an event at the French Embassy in 

Tokyo on 22 June.

“Up until now, this sort of face-recognition 

technology has been the preserve of 

governments, security services and major 

facilities such as airports”, said Broadway, 

adding that the firm has been developing its 

Welcome system for more than two-and-a-

half years.

“No one has been able to develop the 

technology at the same time as keeping 

development costs within acceptable levels, so 

this is an enormous breakthrough”, he added.

Family members can be instantly recognised.The camera is slim and compact.

The Netatmo Welcome can be customised for each family member.
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A cknowledged as some 

of the best in the world 

in the field of defence 

and security equipment, British 

firms displayed their hardware, 

technology and knowhow at 

Japan’s first conference and 

exhibition devoted to the 

defence sector. 

The three-day MAST Asia 

2015 event opened on 13 May at 

Pacifico Yokohama, just over a year 

after the Japanese government 

instructed its own defence sector 

that they would, in the future and 

subject to export licence approval, 

be permitted to sell their products 

and services overseas. Meanwhile, 

foreign firms would be granted 

greater access to Japan, including 

in the shape of alliances with 

major local manufacturers. 

The dropping of objections 

to the long-held limitations on the 

defence sector is controversial at 

home and abroad, but reflects 

Tokyo’s concern about the 

instability that is increasingly 

becoming apparent in the 

Asia–Pacific region, as well as 

the industry’s potential to become a 

new source of international trade. 

For the UK, it also means 

opportunities in everything 

from advanced communications 

equipment to state-of-the-art 

landing craft, mine and missile 

countermeasures, unmanned 

submersibles, marine engines, 

and aircraft and their components.

“The UK’s defence and security 

industry remain at the forefront of 

research, design, manufacture and 

support”, said Brigadier Richard 

Spencer OBE, who attended 

the show. 

“It’s an exciting time to be 

involved in the defence industry 

relationship with Japan”, he 

added. “We are excited because 

technology is moving at a 

breakneck speed and is being 

exploited just as quickly. We 

must invent just to remain 

relevant—especially so in the 

maritime domain—so innovation 

is essential. 

“And as technology evolves so 

must we, or we risk being rendered 

obsolete”, Spencer said. “We are 

evolving through a partnership 

which combines innovation from 

diverse industry technologies, 

brought together through 

DEFENCE

MAST Asia 2015 attracted an international audience. • PHOTO: MAST ASIA 2015

Quality and prestige  
make impact at MAST Asia
UK firms display at Japan’s first defence exhibition

by julian ryall
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common values for which our 

industry-to-industry relationship 

has identified over 30 projects 

where we could collaborate to 

mutually enhance our defence 

capabilities”.

The 20 British firms exhibiting 

at the event had experience of 

previous MAST events around the 

world, but were all taken aback at 

the high degree of interest in the 

equipment and technology that 

they were showcasing.

“It has been manically busy; 

so busy that I ran out of brochures 

before lunchtime on the second 

day”, said Steve Kerchey, who 

retired from the Royal Navy with 

the rank of commander and is 

now senior business manager for 

Chemring Countermeasures Ltd. 

Based in Salisbury, Chemring is 

a world leader in the development 

of passive expendable decoys that 

are deployed to protect ships from 

the threats posed by anti-shipping 

missiles. The most advanced 

system in the firm’s armoury is the 

new 12-barrel Centurion launcher, 

which attracted a good deal of 

interest as the first trainable system 

on the market, Kerchey said. 

“I’ve been speaking to a lot of 

people from the Japan Maritime 

Self-Defense Force (JMSDF) and 

they’re very keen to hear what we 

can do”, he told BCCJ ACUMEN. 

“I think that is, in part, because they 

have not had the opportunity to go 

to an event like this in the past”. 

As well as conferring with 

JMSDF officers, Kerchey held 

meetings with representatives of 

Japanese shipbuilders interested 

in incorporating Chemring’s 

solutions in their designs, as well 

as with system suppliers and 

procurement firms. 

Airborne Systems Ltd., based 

in Bridgend, South Wales, is 

similarly in the anti-missile 

countermeasures sector of the 

defence market. It signed a deal 

worth ¥5.14bn with the US Navy 

in 2013 for its ship-deployed 

reflective decoys. The system 

has also been snapped up by the 

Royal Navy and the Royal New 

Zealand Navy, according to Peter 

Barrett, business development 

manager for the firm’s Electronic 

Warfare Division.

“The main thing that has been 

of interest to the Japanese officials 

that I have been talking to is that 

the British and US navies both use 

this system”, Barrett said. “This 

means there is clearly a need for 

this type of capability and that has 

really struck a chord here”.

Since the change in attitude in 

Tokyo towards the defence sector 

and the increasing defence budget, 

Airborne Systems has made Japan 

one of its key targets. 

“We have not got into pricing 

with any of the people that I have 

spoken to yet as we’re primarily 

here to promote the capabilities 

of the system, to explain how it 

is updated to meet the continual 

advances in missile systems, and 

to make new contacts”, Barrett said. 

Down the line, he added, the firm 

would be interested in working 

with an agent for the Japan market 

or directly supplying the JMSDF. 

“Another thing in our favour, 

as a British company, is the 

enormous respect that the 

Japanese have for the Royal Navy”, 

he added. “And it looks very good 

on our CV for us to be supplying 

the British and US navies”.

Other firms have already made 

a breakthrough in the Japanese 

market, with Drumgrange Ltd. 

winning a contract one year ago 

to provide its advanced acoustic 

hailing devices to the Japan 

Coast Guard. 

With a range of 2km, the 

system is used to warn small 

craft that approach a warship. It 

has proved its effectiveness with 

navies carrying out operations 

against pirates off Africa’s eastern 

seaboard. A small, man-portable 

version has been deployed 

with British troops operating in 

Afghanistan, said Peter Hardman, 

technical manager for the Surrey-

based firm. 

“We started looking into export 

opportunities about 18 months 

DEFENCE

Peter Hardman of Drumgrange Ltd. attended the event.
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Game-changing 

recruitment excellence. 

Every day at Robert 

Walters Japan, this is the mindset 

of the IT vendor team. Managed 

by Dan Takagi, this diverse group 

specialises in recruiting bilingual 

Japanese- and English-speaking 

technical professionals for 

technology vendors and consulting 

firms. Having been in the IT sector 

for five years, Takagi has a deep 

understanding of clients’ needs.

“The level of quality our clients 

and candidates expect from us 

is tremendously high”, he said. 

“Whether it is an emerging start-up 

company searching for a bilingual 

engineer with experience in 

cutting-edge cloud architecture, or 

that same cloud engineer looking to 

advance his or her career in entirely 

different technology, we are met 

with new challenges every day”.

However, with challenges come 

opportunities to present solutions. 

Takagi said that his team always 

considers new approaches to stay 

ahead in the constantly evolving 

technology market.

“Thinking outside the box 

means we often introduce 

candidates who at first may not be 

the obvious choice for a particular 

role but, with a bit of training, 

these candidates prove to be very 

successful”, he said. “With fierce 

competition among companies to 

hire the best candidates, we see 

that organisations who also think 

differently are winning the war 

for talent”.

With a team-based approach, 

every specialist team is highly 

committed to working together 

and putting new ideas into practice 

in order to tailor its solutions to the 

needs of each client.

“I always make sure my team 

and I maximise every opportunity 

to serve our candidates and clients 

better”, Takagi said. 

03-4570-1500

info@robertwalters.co.jp

www.robertwalters.co.jp

OFFERING NEW SOLUTIONS 
IN THE IT SECTOR
Specialist profile: Dan Takagi

by miyuki seguchi 
senior pr & communications executive

Dan Takagi, manager
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NovaSearch Compact. It is so advanced 
that, on a smartphone, it can recognise 
any street address in the US spoken as a 
single input, and it can respond in about 
two seconds. 
“We find that business in Japan, as 

in other Asian countries, is heavily 
based on trust, and that trust in turn 
depends on getting to know the decision-
makers in Japanese companies, often in 
informal surroundings”, said Kim, who is 
based in Silicon Valley. “The local UKTI 
trade officers helped us to understand 
that and helped us to develop those 
personal relationships”.
And given that available helping hand, 

Kim believes that other British firms 
should be more confident about coming 
forward and looking to get a presence in 
the Japanese market. 
“The training provided by UKTI in 

Japanese business culture—concerning 
business cards, for example—is useful, 
but there is, of course, also a language 
barrier. Apart from that, our experience 
is that cultural differences between the 
UK and Japan are not enormous”, he 
added. “In fact, my British colleagues 
find dealing with Japanese counterparts 
no more challenging than dealing with 
many Americans.
“There is much to be said for 

operating in Japan, including the 
culture of politeness, trustworthiness 
and reliability”, he said. “Given the 
innately careful and conservative 
nature of Japanese businessmen, 
especially in larger organisations, I 
would caution other British companies 
of the need for patience, perseverance 
and understanding of a culture that 
pursues perfection”. 

“[Novauris] was 
fortunate to meet 
trade officers who 
not only had the 
local knowledge 
and the necessary 
connections, but 
also had a genuine 
interest in our 
technology and 
helping us”.

Dr Kim Yoon:

3F Computec Ichigaya Building
2-20 Ichigaya-Honmuracho,
Shinjuku-ku, Tokyo, Japan 162-0845

E-mail: info@computec.co.jp
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ago, and were lucky to team up 

with a local partner, Marubun 

Corporation, which meant the 

entire process moved much faster 

than we had anticipated”, Hardman 

told BCCJ ACUMEN. 

“The products resonated well 

with the Japanese company and it 

only took about four months from 

the contract being signed for the 

systems to be in service”, he said. 

Hardman has high hopes for 

the Japanese market now that the 

firm has a foot in the door of the 

defence sector here.

“For the first contract, it was 

a case of being in the right place 

at the right time, because we 

expected it to take longer to build 

up contacts and a reputation”, he 

said. “But we found a good partner, 

we have our products in service 

here, and for future sales we can 

always point to that as evidence of 

what we can do”.

British Ambassador to 

Japan Tim Hitchens CMG LVO 

expressed his delight at the strong 

representation from the UK 

defence industry at the first MAST 

exhibition to be held in Japan. 

“Britain’s defence industry 

is a national success story”, 

he told BCCJ ACUMEN after 

visiting the event. “Across the UK, 

British engineers, scientists and 

apprentices, metalworkers and 

manufacturers, programmers and 

project managers, and many more 

besides, are working to ensure that 

our armed forces have the best 

equipment in the world. 

“They are not only making 

an essential contribution to our 

national security, however, but to 

our economy, too”, he said. “Well 

over 100,000 people work in this 

industry, in high-value, high-tech 

jobs, with a turnover of more than 

£22bn a year. 

“And given the expertise we 

have to offer, it is unsurprising that 

the UK is also the largest exporter 

of defence equipment and services 

in the world, after the United 

States, with over £8bn in sales last 

year”, he added.

The British government sees 

Japan as an important potential 

source of trade deals, said Paul 

Hardy, senior regional advisor 

for Japan and the Asia–Pacific 

region for the Defence & Security 

Organisation within UK Trade & 

Investment. 

“The companies here have been 

gearing up for this event for six 

months now and I think the British 

firms have been very pleasantly 

surprised at the degree of interest in 

what they do”, said Hardy. “Things 

are changing in the defence sector 

in Japan and they are looking for 

new solutions, which is what our 

companies can deliver.

“Change in Japanese business 

attitudes can often take a long 

time, but we are hoping to see 

things move a little faster in this 

area now”, he said. “But it is still 

a case of companies needing to 

make important contacts, build up 

trust, reach agreement, share data 

and, eventually, reach agreements 

and sign contracts. 

“But I’m confident those sorts 

of deals will emerge as a result of 

this event”, he added. 

DEFENCE
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Japan is experiencing a new 

wave of outward investment. 

As Japanese corporates look 

to new markets for growth, they 

encounter new risks with which 

they have little or no familiarity. 

But, rather than allowing such 

risks to stifle progress, they need 

to understand and manage 

them, so that business growth 

can continue.

Risk managers are seeking 

expert insight into emerging and 

specialist areas of risk as well as 

trusted forums in which to discuss 

these issues. Lloyd’s is at the centre 

of that debate worldwide, sharing 

knowledge through research and 

providing innovative solutions to 

help manage risk.

Specialist risk solutions

Globally, Japan is the fourth-

largest source of outward 

foreign direct investment, the 

outlays last year having reached 

¥14.83trn. That marks a 287% 

increase over the figure for a 

decade earlier. 

Japanese firms are increasingly 

seeking new routes to overseas 

markets through acquisitions. 

M&A deals involving Japanese 

firms in 2014 had a combined 

value of ¥8.1trn, up 16.3% over the 

previous record, set in 2008. 

In 2013, to provide protection 

and peace of mind to Japanese 

firms in these transactions, Lloyd’s 

Japan started offering warranty 

and indemnity insurance. Lloyd’s 

Japan is now recognised as the 

leading provider of such cover 

in Japan. 

While entering new markets 

offers opportunities, it can 

also bring unfamiliar legal and 

regulatory frameworks, different 

customer expectations, unknown 

trading partners or supply chain 

networks and other new risks. The 

danger for Japanese firms is that 

their ability to manage these risks 

may lag behind their ambitions for 

business growth.

International trade raises 

risks that Japanese firms may 

never have considered insuring 

at home in Japan, such as 

terrorism, political risks, contract 

frustration, kidnap and maritime 

extortion. In addition, the different 

characteristics of standard 

property, casualty and marine risks 

in overseas territories may also not 

be fully appreciated. 

For example, the 2011 

flooding in Thailand revealed 

aggregated risk exposures 

across auto, manufacturing and 

electronic business supply chains, 

causing significant disruption 

to production. It became 

clear that firms need a deeper 

understanding of their business 

interdependencies to manage such 

risks effectively. 

Expert knowledge 

As the world’s leading specialist 

insurance and reinsurance 

market, Lloyd’s has a well-founded 

reputation for expertise and 

innovation in the provision of 

international risk solutions. 

The library of emerging risk 

reports produced by Lloyd’s 

makes fascinating reading and 

is a valuable reference resource, 

not just for risk managers but 

also for anyone with an interest 

in understanding more about the 

major emerging risks facing the 

world today.

For example, a food security 

stress-test scenario found the 

combination of an El Niño phase, 

the spread of wheat rust, and 

warmer temperatures could result 

in a 7% fall in wheat and rice 

production. This would result in 

a 500% increase in rice prices and 

could severely impact financial 

markets, with European stock 

markets dropping 10% in value, 

while their US counterparts could 

lose 5%. 

Meanwhile, Lloyd’s research on 

behavioural risk found that groups 

can make more extreme decisions 

than individuals. When managing 

risk, an organisation’s attitudes—

such as risk ethics, internal 

communications, the behaviour 

of senior managers and rotation of 

staff—are critical.

Lloyd’s in Japan

As Japan’s international trade 

ambitions show no sign of 

slowing, there is a need for 

corporate risk managers to 

understand the new risks that such 

PUBLICITY

expansion may bring, as well as the 

options available to them to better 

protect their businesses. Lloyd’s 

can help.

To find out more, or to discuss 

your own specialist risk protection 

needs, contact the bilingual Lloyd’s 

Japan team. 

NEW FRONTIERS 
BRING NEW RISKS 

Expert solutions required for Japanese firms

Iain Ferguson
President and  
chief operating officer 
iain.ferguson@lloyds.com 
03 5656 6926 

Mineyuki Yokota
Underwriting services director 
mineyuki.yokota@lloyds.com 
03 5656 6954 

www.lloyds.com/riskinsight
www.lloyds.com/emergingrisks
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The insurance impacts 
of acute disruption to 
global food supply

Emerging Risk Report – 2015
Innovation Series

SOCIETY & SECURITY

One of Lloyd’s emerging risk reports



bccjacumen.com  31

by kathryn wortley

P romote regional 

gems: that is one of 

the strategies being 

adopted by the Japan National 

Tourism Organization (JNTO) 

to attract more inbound visitors. 

The approach is in striking 

synergy with plans, unveiled 

by VisitBritain in February, 

encouraging tourists to get off 

the beaten track and explore the 

length and breadth of the UK. 

Ryoichi Matsuyama, president of 

JNTO, wants tourists to journey 

beyond the “Golden Route” of 

Tokyo and Kyoto.

“We have so many hidden 

treasures across Japan as you 

know, but they are not so well 

promoted or understood”, 

Matsuyama told the audience 

at a BCCJ luncheon on 9 June at 

the ANA InterContinental Tokyo 

hotel. “We have to cultivate hidden 

regional tourism resources”.

This push will include 

increasing promotion of the 

country as a skiing and 

snowboarding destination, 

due to its quality powder snow.

Part of the reasoning behind 

this strategy, said Matsuyama, is to 

provide relief for hotels in Tokyo, 

Osaka and Kyoto, which currently 

have an occupancy rate of more 

than 80%. 

This may be attributed to a 29% 

year-on-year increase in inbound 

visitors in 2014 and a 44% increase 

in the first quarter of 2015 over the 

same period last year. 

While Matsuyama said that 

there is appeal in omotenashi 

(spirit of hospitality), tradition, 

Cool Japan, nature, good value and 

accessibility, more needs to done 

to close the gap between Japan’s 

rank of second in the world for 

tourism brand and 22nd in the 

world for visitor numbers.

“I want to make everybody 

think ‘Let’s go to Japan now’. This 

is the mission of JNTO”, he said, 

pointing out that most people 

want to visit Japan “someday” but 

are put off because they consider 

it to be expensive, far away and 

difficult to navigate due to the 

language barrier.

He pointed out that, since the 

devaluation of the yen, holiday 

outlays in Tokyo are two thirds 

those in London. Moreover, there 

is a network of 18,000 authorised 

shops offering tax refunds. Work 

is also underway to expand the 

availability of free Wi-Fi and offer 

English-language support through 

tourist information centres, 

volunteer guides and signage.

“For Japanese, tourism was not 

considered an important industry 

until [Prime Minister Junichiro] 

Koizumi’s time”, Matsuyama 

said. “The administration [of 

Prime Minister Shinzo Abe] 

now understands tourism and 

is promoting it as one of the key 

industries for Japan”.

The Tokyo 1964 Olympic and 

Paralympic Games showed the 

restoration of Japan following World 

HOW TO DRAW  
TOURISTS TO JAPAN?

Six pillars to help visitors

War II and gave hope to Japanese 

people, Matsuyama said. Now 

Tokyo 2020 presents an opportunity 

to change Japan into a tourism-

orientated country and the UK can 

help by sharing the secrets of its 

success in delivering London 2012.

“We would like to know the 

lessons and knowhow of the 

Olympics and VisitBritain is ready 

to transfer that to Japan”, he said.

The relationship between 

the bodies was strengthened 

in September 2014 with the 

signing of a memorandum of 

understanding for the mutual 

exchange of experience and 

information in the field of tourism, 

with the aim of increasing the 

number of visitors travelling 

between Japan and the UK. In 

2014, 220,000 British visitors 

holidayed in Japan. Meanwhile 

222,000 Japanese went to the UK, 

marking a decrease of 1.3% on the 

previous year, although spending 

reached £226mn, for a year-on-

year increase of 6.2%.

Through Tokyo 2020, 

Matsuyama hopes to provide a 

successful model while improving 

the strength of the Japan brand. 

Domestically, he wants to increase 

awareness of tourism as a key 

industry, involve the regions 

and show the volunteer spirit 

demonstrated since the Great East 

Japan Earthquake.

In addition to Tokyo 2020 

and regional promotion, JNTO’s 

strategy to achieve a tourism-

orientated society has four pillars: 

expansion of the inbound market; 

simplification of entry procedures; 

strengthening of meetings, 

incentives, conferences and 

exhibitions; and promotion of a 

welcoming environment. 

“We should emphasise the 

quality of tourism”, Matsuyama 

said. “Visitors should come here 

and be satisfied, which creates the 

mood to come back again”.

Matsuyama said work is 

underway to change people’s 

mentality so they are ready to 

welcome inbound visitors. While 

34% of travel consumption in 

France and 47% in South Korea are 

international, Japan’s total is 7%. 

Supporting ryokan—which have 

a 50% occupancy rate—to cater 

for, and promote their business to, 

foreign tourists could be one way 

to ease demand on hotels, promote 

the regions and give foreign 

tourists the traditional experience 

they want. 

BCCJ EVENT

Ryoichi Matsuyama of JNTO

• Need to close gap between 

people’s perception and actions

• Tourism now considered 

an important industry

• Work underway to ensure 

locals are ready for tourists



I’ll be leaving Japan in August, after five years 

heading up the UK Trade & Investment 

team (UKTI) at the British Embassy Tokyo 

and the British Consulate-General Osaka. As I 

sort through the unconscionable piles of “stuff” 

that seem to have accumulated, write handover 

notes for my successor and battle with Korean 

in preparation for my next job, I’m really grateful 

to BCCJ ACUMEN for forcing me to stop and 

reflect a little. What has changed in Japan over 

the past five years? And what has that meant for 

British business?

At first glance, it feels as though I’m leaving 

Japan much as I found it: the same frenetic yet 

orderly lifestyle, the same blend of early-adopter 

trends with anachronistic throwbacks (claims to 

the contrary by fax only please), and the same 

beautiful countryside defying efforts to concrete 

it over. 

The same goes for my team and for the 

embassy. We are still at our enviable green oasis 

of a compound, still topping the global UKTI 

league tables for customer satisfaction, still 

bringing in Japanese investments and still trying 

to convince the sceptical Japanese public that 

British food really is delicious, and that, yes, we 

do manufacture things. 

But digging a little deeper into my memory 

bank, I realise that actually quite a bit 

has changed.

Let’s start with the underground. Back in 

2010, the minimum fare was ¥160—exactly as 

it had been when I was last in Tokyo 15 years 

ago. My travel claim forms practically auto-filled 

themselves. Now it’s ¥165—still amazing value, 

but a very visible indication, alongside the 

rise in the consumption tax rate, of the impact 

of Abenomics. 

On the streets of Tokyo another change 

is immediately apparent: the foreign tourists 

thronging the once quiet backstreets of Yanaka 

FAREWELL

Reflecting on five 
years at UKTI
Abenomics, Tokyo 2020 and new partnerships

by sue kinoshita
photos by antony tran

Sue Kinoshita, director of 

UK Trade & Investment
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and competing to find the item in Tokyu Hands 

that is most likely to convey the sheer otherness 

of Japan to friends back home. 

Spurred on by relaxation of visa rules and 

the weakening of the yen, over a short space of 

time, Tokyo has lost some of its comfortable but 

slightly unnerving homogeneity and started to 

feel like a diverse, global city. Now we just need to 

fix Internet and phone access. Then the world is 

going to feel at home when it descends on Tokyo 

for the Olympic and Paralympic Games in 2020. 

One of UKTI’s biggest preoccupations is 

ensuring that British firms secure a good slice 

of the business generated by those Tokyo 2020 

preparations. A new section in my team, as well 

as a new and productive relationship with the 

British Chamber of Commerce in Japan—since 

we work together on this—are tangible evidence 

of another very welcome change. 

Bringing many Tokyo 2020 visitors to Japan 

will be JAL’s new fleet of Airbus A350s, with 

wings built in Flintshire, Wales, and Rolls 

Royce engines built in Derby, England. Japan is 

still the only country bar Israel whose airlines 

are predominantly Boeing aficionados. But 

the decision by JAL in 2013 to buy European 

products is a small indication of Japanese 

firms’ increasing readiness to jettison long-held 

traditions if it makes business sense. 

A similar move away from the US as default 

partner is apparent in the current exchanges on 

defence equipment collaboration. Five years ago, 

who would have thought that Japan would host 

its own defence trade show and be promoting 

defence exports (see page 26)? It may be 

contributing to more complex relationships with 

its neighbours, but greater Japanese confidence 

on the world stage is surely a positive thing for 

UK interests and the wider global community.

The most significant event of the past five 

years of course is the triple disaster of March 

2011. That has had a profound impact on Japan, 

from the subtle shift in the way that the Imperial 

Family engages with its subjects to the dramatic 

turnabout in energy policy, and a consumer 

trend towards sustainability. It has affected 

the work of my UKTI team, too. There are new 

opportunities to support Japan as she grapples 

with nuclear clear-up and decommissioning, 

a slew of investments by UK firms in the 

energy sector, and a pitch to consumers that 

emphasises value—and values. 

If there was a real silver lining in the triple 

disaster for the UK, though, it lies in the respect 

we at the embassy earned for our solidarity 

in staying open for business and sharing the 

reassurances of our scientists, cutting through 

some of the confusion with hard facts and open 

communication. 

We can never take our position as Japan’s 

best friend in Europe for granted. But, when 

I see the burgeoning business relationships 

between our countries, the trust that companies 

like Hitachi, Ltd., Toshiba Corporation and 

Nissan Motor Company Ltd. continue to place 

in the UK as a business hub, and the eagerness 

of new British Ministers to put Japan high on 

their list of places to visit, it gives me confidence 

that our relationship is in a good place and that 

British firms will continue to benefit from that.

I’ll continue to watch Japan’s development 

from my vantage point across the Sea of Japan 

(or the Eastern Sea, as I must now learn to call 

it). If any of you want to develop your business 

in South Korea, do get in touch. Otherwise, 

thank you for all your support and friendship 

over the past five years, and I look forward to 

seeing the BCCJ go from strength to strength. 

FAREWELL

Attending a BCCJ Executive Committee meeting in June 

(from left) were Jeff Streeter, director of the British Council, 

Japan; Sue Kinoshita; and David Bickle, BCCJ president.

One of UKTI’s biggest preoccupations is 

ensuring that British firms secure a good 

slice of the business generated by those 

Tokyo 2020 preparations.



The New York Times recently carried an article 

about the growth of rudeness and bad behaviour 

at work over the last 20 years. Christine Porath, 

the author, noted, “How we treat one another 

at work matters. Insensitive interactions have 

a way of whittling away at people’s health, 

performance and soul”. These interactions 

release hormones called glucocorticoids leading 

to potential health problems.

The more interesting part of the research on 

this topic looked at why we are uncivil and more 

than half said they felt overloaded with their 

work and 40% said they have no time to be nice. 

Nearly half linked career progression to using 

their position power and being nice was seen as 

weak. Bosses attitudes were enlightening. Some 

25% believe they will be less leader-like if they 

are nice at work. Nearly 40% feared they would 

be taken advantage of if they weren’t projecting 

a tough manner. 

There seems to be no shortage of bosses 

who can only muster position power, know it 

and so exploit it to the full because they are so 

insecure. Strip away their titles and they are 

nobodies. The way people become the boss 

is part of the issue. The individual who can 

succeed and be accountable in their own little 

world is promoted to be in charge of others who 

are nothing like them. They find that the skills 

that got them selected as leader are not what 

they need to be a real leader. Their fall back 

strategy is to use their position power and lord it 

over their underlings, driving them through fear.

Ironically, the Center For Creative Leadership 

found the number one characteristic associated 

with senior executives’ failure was their 

insensitive, abrasive or bullying style. So we are 

left with a bunch of wannabe Napoleons, bossing 

us around and going nowhere in their careers.

What are we looking for in business? 

We want our people to come up with ideas, 

innovations, creative solutions. Some mini-me 

Napoleon type is not going to command anything 

more than compliance and so the innovation 

capacity of the organisation is hamstrung. In 

such a fast-paced competitive world of doing 

more, faster, with less, this is a big opportunity 

cost. From our own research on what engages 

employees to make the discretionary effort to go 

above and beyond, we found that feeling valued 

was the critical trigger. 

If the mentality is to beat up people to let 

them know who is the boss, then the “I feel 

valued” trigger never gets pulled, the ideas do 

not flow, the cooperation doesn’t happen and 

the information is not passed on when you 

need it. 

We want leverage, a next generation of 

leaders to be developed who can move the 

organisation forward. Youthful tolerance for bad 

boss behaviour is very low and they simply vote 

with their feet and go across to the competition. 

Bosses need to become better time 

managers, so they are in better control of 

their emotions. They need to be trained in 

how to smile when they interact with their 

staff. Sounds simplistic but there is a whole 

raft of things going on in the background for 

that to happen and they are all good. We want 

the bosses to be better at communication, 

explaining the why and not just the what or 

the how. By the way, rather than pontificating, 

we want to use the Socratic method of asking 

questions which lead the staff member to their 

own discoveries of the why. This is how we get 

ownership of the ideas and the commitment to 

follow through with them. 

We want them to praise people in a smart 

way. Tell the staff member what they specifically 

did well, link this to the bigger picture, reinforce 

that they should keep doing it and thank them. 

We want coaching that is not critique based 

around past mistakes but forward looking—what 

they did that was good and how they could do it 

even better the next time.

Building a positive, supportive workplace 

must be the boss’s focus if the organisation 

wants to succeed through its people. We start 

with attitudinal change leading to behaviour 

change, producing performance change. 

PUBLICITY
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by julian ryall

The Japan Market Expansion Competition 

(JMEC) came of age in 2015, with the 

judges expressing their admiration 

for the business plans delivered by the 12 

multi-national teams that took part in the 21st 

annual event. 

A total of 54 people from 14 countries made 

up the teams for JMEC 21, an event which Phil 

Gibb OBE, chairman of the judging panel and 

former president of the British Chamber of 

Commerce in Japan, described as “arguably the 

best mini-MBA programme in the world today”.

“I never fail to be impressed by the range 

and depth of the projects and the effective, 

professional and marketable business plans that 

the teams devise”, said Gibb, who was serving as 

a judge for the last time before departing Tokyo 

for Barcelona. 

It was those attributes that were shown by 

Team Galileo, the group charged with drawing 

up a Japan market plan for Germany’s PINK 

GmbH Thermosysteme, and winner of the 

first prize. 

As well as a Waterford cut-glass award, each 

of the team members—Thomas Applekamp, 

Shingo Funahashi, Jenny Kwon, Jasmine Li 

and Andrew Scott—won round-trip flights to 

Europe with British Airways and a one-year 

membership of the American Chamber of 

Commerce in Japan. 

Commending the team, Tom Whitson, 

JMEC Executive Committee chairman, said 

Team Galileo had “worked with dedication and 

creativity to deliver a tailored business plan”.

“The client has also expressed its 

appreciation for the energy and outside-the-

box thinking that the team has demonstrated”, 

he added. 

In second place were the five budding 

executives who devised a business strategy for 

medical devices firm Coloplast Japan, while in 

third spot was the team that advised another 

German firm, Herrmann Ultraschall. 

The organisers of the event introduced 

a number of new awards this year, with 

teams recognised for the quality of their 

market research and their oral presentations 

to the judging panel, as well as for “sheer 

determination”.

JMEC was initiated by the Australian and 

New Zealand Chamber of Commerce in Japan 

in 1993 and is today supported by 18 chambers 

of commerce. It also has the backing of a 

number of corporate sponsors, including British 

Airways, Custom Media K.K., Hewlett Packard 

Japan Ltd., CarterJMRN and daijob.com. 

The idea behind the competition is for 

teams to sharpen their skills as up-and-coming 

executives while assisting foreign firms by 

developing a high-quality business plan tailored 

to Japanese market needs. The process lasts a 

gruelling five months and, to date, it has seen 

well over 1,000 potential future captains of 

industry graduate from its ranks. 

YOUTH BRING ENERGY 
TO MARKET ENTRY PLANS

JMEC creates practical business approach for firms 

“Something like this is a tremendous 

boost to young people who are not long out 

of the education system and want to get truly 

hands-on experience in the world of business”, 

Jonty Brunner, regional general manager 

for Japan and Korea for British Airways, told 

BCCJ ACUMEN. 

“These people bring a new and interesting 

perspective to the table, and that can be seen in 

the ideas they have come up with and the plans 

they have devised”, he said. 

“British Airways has been supporting 

JMEC for five years now and we have found 

that the enthusiasm the team members 

have to participate serves to generate a lot 

of positivity”, he added. “It’s a lot of hard 

work, but both the team members and the 

companies get a huge amount out of it. 

It’s truly a win-win situation”.

JMEC 22 is scheduled to begin in September, 

with information seminars held in advance to 

enable potential participants to find out more 

about the scheme.

The schedule for the upcoming contest will 

again be broken down into four phases, with 

the first period of training and development, 

followed by lectures and then workshops, both 

of which will focus on entry into the Japanese 

market and business planning. The final three 

months will be used by the teams to prepare 

their business plans. 

With guidance provided by a mentor and a 

business consultant, each of the teams will be 

required to develop an effective plan for a firm 

operating in the Japanese market. It will include 

business strategy, marketing, distribution, 

finance, organisation, human resources and 

legal issues. 

Judging will take place after April 2016 on the 

basis of written and oral presentations before 

the winners are announced in June. 

• Judges praise range and depth 

of projects 

• New awards recognise research, 

oral presentations, determination

• Participants gain hands-on 

experience, contribute new ideas

EVENT

Jonty Brunner (left) of British Airways and Jim Weisser 
PHOTO: PHOTOLIFE.14
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Susumu Sasaki, executive president and 

chief executive of Yomiuri IS, hopes to 

introduce the advertising medium of 

newspaper inserts as a marketing solution 

for firms.

The inserts, added immediately before 

newspapers are delivered, are part of modern-

day Japan’s essential communication strategy, 

in which Yomiuri IS leads the field. 

Having started in the Edo period as circulars, 

distributed door-to-door, before newspapers 

were printed, inserts started being added to 

newspapers in the 1920s. As they often differ 

from a newspaper in size, colour and paper 

type, they offer advertisers a distinctive medium 

through which to market their products. 

Moreover, as newspaper circulation remains high 

in Japan, inserts are an effective advertising tool.

“Thanks to the rise of newspaper home 

delivery systems, it is now possible to reach 

approximately 40mn households, or 70–80% of 

all Japanese families in their living rooms each 

morning”, Sasaki said.

Yomiuri IS offers an exclusive platform of 

integrated lifestyle communication that Sasaki is 

confident cannot be duplicated by competitors 

concentrating on existing mass-media 

approaches to consumers. 

“I really believe we are the only company 

that can offer this type of service”, he said.

The firm also aspires to understand the 

perspective of its female audience by offering 

information from local businesses. In 2006, it 

launched “Women, insight into the Essence” 

(WisE), a research group designed to analyse 

specific insights about women, aged 15–69, 

through large-scale surveys. The body then 

categorises the female market according to the 

reactions of demographic sectors to the market. 

Data is also gathered from analysis of 

products, media and advertising. As such, WisE 

data makes it possible to scrutinise the market 

from the standpoint of the consumer, and is 

not merely a tool for product- or company-

driven market research. The firm’s Life Course 

Marketing Model then applies this data in 

marketing activities from concept creation to 

target customer touch points. 

“We understand female purchasing 

psychology better than any other advertising 

company in Japan”, Sasaki said. 

Yomiuri IS deals with some of the biggest 

names in retail, including Yamada Denki, 

Uniqlo and Nitori. These businesses are seeking 

more granular marketing solutions, and look to 

Yomiuri IS to provide them with strategic inroads 

into the Japanese consumer market. Among the 

direct marketing solutions being offered are the 

design and management of key performance 

indicators, and product and company branding 

that go beyond the original role of newspaper 

inserts as community-based media offering 

mainly consumer and lifestyle information.

Yomiuri IS now helps advertisers expand 

market share through mixed-media solutions, 

such as tie-ups between direct marketing, using 

flyers and TV or the Internet. 

In particular, TV-based recommendations to 

“watch out for tomorrow’s newspaper inserts” 

have boosted sales for many advertisers.

“It is possible to boost response rates by 

a multiple of two or three when employing 

mixed media, compared with cases where each 

medium is used in isolation”, Sasaki said. 

“Strategically combining inserts with 

the Internet or smartphones can help our 

clients effectively solve their communications 

challenges”, he added.

Sasaki and his staff of about 400 people 

have also developed a specialised database that 

mines national census data to create a targeting 

tool. The firm has broken down zip code areas 

by demographic characteristics referred to as 

“Resident Characters”. 

For example, one area may be residential 

in nature and comprise mostly single-person 

households, while another area may consist of 

a high ratio of residents aged 50 and over. This 

allows retailers to promote products and services 

for specific consumer needs in a given area.

According to Sasaki, an ageing population 

and the likelihood that markets will continue 

to shrink mean that deeper involvement with 

international firms is necessary. 

“If you are involved in [business-to-

consumer solutions], Yomiuri IS is the best 

partner for you”, he said. “We can offer inroads 

to 40mn of Japan’s 50mn households and 

maintain granular information on households 

in the 180,000 townships throughout the 

country. Bring us your marketing challenges, 

and we will offer you solutions”. 

PUBLICITY

MAKING NEWSPAPER 
INSERTS WORK FOR BUSINESS

Susumu Sasaki, executive president and chief executive

Yomiuri IS
3-9-1 Nihonbashi-Ningyocho

Chuo-ku, Tokyo 103-0013
www.yomiuri-is.co.jp/en

Shu Ueyama
shu@ueyamaoffice.com

090-3106-9299
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by julian ryall
photo by antony tran

A shoka, the largest network of social 

entrepreneurs in the world, on 2 July 

launched its Japan campaign for 

businesses to find new solutions for our world’s 

toughest problems.

And, perhaps unsurprisingly, the US-

based organisation turned at the outset to 

Unilever Japan to assist in getting across 

the key messages of its “Every Company— 

A Changemaker” project.

Unilever is widely recognised as one of the 

most forward-thinking firms in the world in 

terms of encouraging sustainability, assisting 

businesses and communities in developing 

nations, taking measures to protect the 

environment, and promoting practices that 

maintain health.

At the same time, the firm, which can trace 

its roots back to Victorian England, has proved 

itself more than adept at being able to make a 

profit while achieving positive social change.

That makes Unilever a perfect fit for Ashoka, 

which was founded by Bill Drayton in 1980. 

It provides financing for start-up enterprises, 

professional support services and connections 

to a global network in business and social 

sectors, and serves as a platform for people 

dedicated to changing the world.

A pioneer in the field of social 

entrepreneurship, Ashoka has nearly 3,000 

fellows in 70 countries, putting system-changing 

ideas into practice and solving social problems.

In a video address at the launch event, held 

at the International House of Japan in Minato 

Ward, Drayton said that our world is today 

“facing the biggest turning point in millennia”.

“Change requires new organisations and 

people with different skills”, he said. “Every 

company has to recruit people with types of 

talent that are different to [those required] 

previously, or develop that talent themselves.

“We are in a new strategic environment, so 

our strategies as companies and organisations 

also need to be different, [and] our skills as 

leaders need to be different”.

Unilever is one of the firms that has 

demonstrated that sort of approach in the way it 

does business, Drayton pointed out.

“Unilever understands that, to do business, 

it needs to deal with the whole world, not just 

one part of it”, he said. “And when everyone is a 

change-maker, that means we will be inheriting 

a more equal world”.

Throughout its campaign, Ashoka will be 

carrying out a series of seminars, workshops, 

dialogues and discussions for members of 

Japan’s corporate world, in an effort to shift 

from the present business-as-usual scenario to a 

model that is more sustainable and responsible.

As a role model for that approach, Unilever 

is happy to provide assistance and support, said 

Fulvio Guarneri, who took over as president & 

CEO of Unilever Japan in August 2014.

There is a clear and increasingly urgent need 

for firms to follow in Unilever’s footsteps, he 

said, given the scale of some of the problems 

that our world faces.

MAKING THE 
WORLD SUSTAINABLE

Unilever Japan supports campaign for firms to solve global problems

“The first time I saw the statistics, I was 

shocked”, Guarneri said. “2bn people are 

facing shortages of safe drinking water. 

And that’s not just in the developing world, 

as places like Texas are also now experiencing 

shortages as well”.

Then there is the pressing problem of rapid 

deforestation, as mankind devours raw materials 

such as palm oil. Access to adequate and healthy 

food remains a serious problem in large parts of 

the world, including Japan, with 15% of Japanese 

people now living below the poverty line, he 

pointed out. On the other hand, obesity is a 

growing problem in many developed states.

“I would say that the world is better today 

than it was in the 19th century, but the problems 

that we face are bigger”, Guarneri said.

Already deeply aware of its social 

responsibility, Unilever went one step further 

in 2010 with the introduction of the Unilever 

Sustainable Living Plan (USLP). It is a “new 

vision to make the world sustainable and to 

improve the future for people”, Guarneri said.

The three key commitments of USLP are 

to improve the health and well-being of 1bn 

people by 2020; to halve the environmental 

footprint of Unilever’s products across the value 

chain and source 100% of the firm’s agricultural 

raw materials sustainably; and to enhance 

the livelihoods of millions of people, such as 

through ensuring equality in the workplace and 

providing opportunities for women.

“When we first started, people were a bit 

sceptical”, Guarneri said. “But these concepts 

have become mainstream now, and many 

customers tell us that they only buy fair trade 

products, or items that are labelled as having 

come from sustainable sources.

“So [this plan] is not just about looking good 

or for corporate social responsibility; it has 

become our business model”, he added. 

RESPONSIBLE BUSINESS

Fulvio Guarneri of Unilever Japan
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The A-List of IT & Telecommunications and Technology

Comprised of the combined operations of Michael Page, Page Personnel and Page 

Executive, the Page Group is a worldwide leader in specialist recruitment, with 155 

offices in 35 countries worldwide. We began operating in Japan in 2001 and in that 

time have developed an unrivalled level of local market expertise, which is backed 

by our global strength.

In Japan we specialise in recruiting for both multinationals and local Japanese firms 

on a permanent, contract and temporary basis. We pride ourselves on delivering 

an exceptional quality of service, which is demonstrated by the fact that more than 

90% of our business comes from referrals and repeat clients.

Michael Page

Kamiyacho MT Bldg. 15F 

4-3-20 Toranomon  

Minato-ku, Tokyo 105-0001

Basil Le Roux, managing director

03-5733-7166

tokyo@michaelpage.co.jp

www.michaelpage.co.jp

AREAS OF EXPERTISE

We specialise in recruitment in the following areas:

• Accounting

• Banking & financial services

• Engineering & manufacturing

• Healthcare & life sciences

• Human resources

• IT

• Legal

• Marketing

• Procurement & supply chain

• Retail

• Sales

• Secretarial & office support

• Temporary/contracting positions

eSolia Inc.

Sawa Bldg. 6F 

Nishi-Shimbashi 2-2-2 

Minato-ku, Tokyo 105-0003

Rick Cogley, CEO

03-6273-3510

rick.cogley@esolia.co.jp

esolia.com

eSolia is an IT management and services firm providing superior business-centric 

consulting, project and outsourcing services to a variety of blue-chip organisations. 

Since 1999, we have had a successful track record in handling complex, high-pressure 

projects and providing creative problem solving for our clients’ challenges. 

eSolia’s full range of services, from office setups and moves, day-to-day end-user 

helpdesk and support, automated system builds, website design, telephone system 

setup, and network and security implementation, to IT governance and management, 

are always standards-based, maker-agnostic, and delivered with the highest standards 

of professionalism and integrity. 

eSolia sows the seeds that help you build a strong foundation for your business 

success and meet your commitments.

AREAS OF EXPERTISE

• Office moves and changes

• User support and helpdesk

• Cloud telephone and database

• IT governance, management, 

operations and infrastructure

• Project and programme management

• Just-in-Time training

• Frameworks, standards and techniques 

such as ITIL, COBIT 4 and 5, PRINCE, 

Critical Chain, and Agile

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

consultancies for permanent and contract recruitment.

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

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

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

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

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

skills and culture—our ultimate goal.

AREAS OF EXPERTISE

• Accountancy & finance

• Banking & financial services

• Legal

• Compliance & risk

• Engineering

• Chemical

• Automotive

• Manufacturing & components

• Energy & infrastructure

• General management & consultancy

• Human resources

• IT & online

• Sales & marketing

• Retail

• Luxury & consumer goods

• Healthcare

• Supply chain

• Logistics

Robert Walters Japan K.K.

Shibuya Minami Tokyu Bldg. 14F  

3-12-18 Shibuya  

Shibuya-ku, Tokyo 150-0002

David Swan, managing director

03-4570-1500

info@robertwalters.co.jp

www.robertwalters.co.jp
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In many ways and for many 

people, Japan is seen as a 

technological powerhouse: an 

innovator of, and incubator for, 

cutting-edge ideas and technical 

knowhow. With reports of faster 

bullet trains, vending machines 

that provide cold beer, ice cream 

and even chicken nuggets, and 

robots such as Honda’s ASIMO 

playing to the crowds, the general 

perception is that Japan leads 

the world in all things under the 

technology umbrella.

Yet, looking at corporate 

Japan and, in particular, at the 

IT infrastructure underpinning 

its systems, the reality is vastly 

different. The IT hiring manager 

with no knowledge of the 

Japanese labour market is the 

hardest client to satisfy for a 

technology recruiter.

One of the biggest issues 

leading to the IT labour shortage is 

a structural one, which most likely 

has been brought about largely by 

the Japanese desire to maintain 

wa (harmony). Central to this 

concept is the principle of creating 

consensus before decisions are 

made, to avoid any overt conflict 

and prevent individuals from 

losing face. My reference is by 

no means a diffusion of esoteric 

knowledge, yet the impact wa has 

had, specifically on IT, is perhaps 

rarely discussed. 

With constant changes and 

upgrades in IT systems and 

functions, it is easy to see how IT 

departments at many corporations 

operating in Japan have fallen 

behind their counterparts in 

Europe, North America and other 

parts of Asia, such as Singapore 

and Hong Kong.

For many firms in Japan, the 

use of antiquated technologies 

and manual processes remains 

the norm. An overseas visitor, 

working in the field of IT, who 

walks into a local Japan office may 

notice striking differences. For 

example, it would not be unusual 

to find a worker in a low-skilled 

job manually inputting data for 

half a day each Monday to produce 

reports that should take just 

minutes with automated macros. 

Similarly, it is not uncommon to 

find that a so-called automated 

process involves paperwork being 

handed to three people to sign 

before being faxed to a fourth 

individual. 

Herein lies the biggest issue 

for many IT hiring managers in 

Japan. The demand for modern IT 

professionals by foreign firms far 

outstrips supply. 

Change, when it comes, will 

be slow. In terms of accessing 

an available talent pool, my 

colleagues overseas engaged 

in IT recruitment have a much 

simpler task. For example, one 

advertisement on LinkedIn may 

result in over 200 applicants, while 

the same one posted in Japan may 

attract only four. The takeaway 

is that recruitment of qualified 

IT professionals is a lot harder 

in Japan, requiring more time 

and resources.

As with many other facets of 

Japanese society, the challenges 

INDUSTRY

facing the IT sector are rare and 

partly a by-product of a culture 

that places group consensus above 

all else. Perhaps there is no greater 

disruptor than technological 

innovation so, arguably, it is no 

surprise that a culture which 

emphasises harmony over discord 

should find itself trailing in the 

technology stakes. 

There is no easy way to work 

around the challenges facing IT 

hiring managers in Japan. They 

need to be more flexible in their 

approach to finding talented 

resources, and to scale down 

expectations that they will find 

the same quantity and quality of 

IT talent as is common abroad. 

Alternatively, if the requirements 

of the post are all critical and 

cannot be watered down, they 

should consider making the initial 

hire a contract role. This calculated 

risk will allow an evaluation of the 

candidate in the actual role, before 

committing to them being part of a 

permanent solution. 

Better still, if applicants in the 

market are particularly scarce, 

engaging a trusted recruitment 

partner on retainer would, at the 

very least, ensure that all possible 

time and effort are allocated to 

mapping the market; no stone 

would be left unturned in the 

search. Ultimately, the hiring 

manager will need to understand 

the IT market in Japan and work 

with a recruitment partner who 

understands it even better. 

TRIALS OF IT HIRING

How to understand the sector in Japan

by raphael colella
michael page japan
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ARTS
1

UNTIL 9 AUGUST

World Press Photo 15

Showcasing prize-winning images 

from the World Press Photo of the 

Year Competition, this exhibition 

includes works by Briton Mark 

Metcalfe of Getty Images, who won 

3rd prize in the sports category. 

This year, more than 5,600 

photographers from 131 countries 

were included in the contest.
PHOTO: WORLD PRESS PHOTO OF THE YEAR 2014

MADS NISSEN, DENMARK; SCANPIX/PANOS 

PICTURES

Gallery 1, Tokyo Metropolitan 

Theatre (among other locations)

1-8-1 Nishi-Ikebukuro

Toshima-ku, Tokyo

10am–5pm (open until 8pm 

Fridays and Saturdays; closed 

27 July)

Adults: ¥800

»www.asahi.com/event/wpph/

03-5391-2111

◉ Free tickets

We are giving away five pairs of 

tickets to this event.

2

11 JULY–23 SEPT.

Cleopatra and the Queens of Egypt

Through artwork from collections 

of renowned art galleries and 

museums around the world—

including the British Museum in 

London—this exhibition focuses 

on queens who played significant 

roles in ancient Egyptian history.
ARTWORK: Mummy mask for a royal 
woman; New Kingdom; 18th dynasty, 
1550–1292 bc at Manchester Museum, 
The University of Manchester
© MANCHESTER MUSEUM, THE UNIVERSITY OF 

MANCHESTER

UK EVENTS IN JAPAN
COMPILED BY 
KANA SHIMOYOSHI

Heiseikan,  

Tokyo National Museum

13-9 Ueno-Koen

Taito-ku, Tokyo

9:30am–5pm (open until 8pm on 

Fridays; until 6pm on weekends 

and holidays) 

Closed Mondays and 21 July; 

open 20 July, 10 August and 

21 September.

Adults: ¥1,600

»http://egypt2015.jp/english

03-5777-8600 (Japanese only)

◉ Free tickets

We are giving away five pairs of 

tickets to this event.

3

FROM 18 JULY

The Price of Fame

This comedy drama is inspired by 

a true story from the life of actor 

and filmmaker Sir Charlie Chaplin 

KBE (1889–1977). In French with 

Japanese subtitles, the film tells 

how his grave was dug up for 

ransom money, and stars his son 

and granddaughter.
© MARIE-JULIE MAILLE/WHY NOT PRODUCTIONS 

YEBISU GARDEN CINEMA 

(among other locations)

Yebisu Garden Place

4-20-2 Ebisu

Shibuya-ku, Tokyo

Various show times

Adults: ¥1,800

»http://chaplin.gaga.ne.jp/

050-5810-1357 (GAGA)

◉ Free gift

We are giving away three pairs 

of coasters related to this 

production.

2

3

1
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◉

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

address and telephone number by 31 July (unless otherwise stated) to: 

coordinator@custom-media.com.

Winners will be picked at random.

4

24 JULY–2 AUGUST

The Soldier’s Tale

Actor and dancer Adam Cooper 

plays the leading role in this 

performance, supported by 

Laura Morera, a principal dancer 

with the Royal Ballet, London. 

Combining ballet, theatrics and 

music, The Soldier’s Tale will be 

performed in English and have 

subtitles in Japanese.
PHOTO: 2004 ROYAL OPERA HOUSE LINBURY 

STUDIO THEATRE

Playhouse,  

Tokyo Metropolitan Theatre

1-8-1 Nishi-Ikebukuro

Toshima-ku, Tokyo

Various show times

Adults: ¥12,000

»www.parco-play.com/web/

program/soldier/

0570-010-296

◉ Free tickets

We are giving away three pairs of 

tickets to the 7pm showing on 28 

July. Please apply by 23 July.

5

2 AUGUST

“Portrait of Composers” Series 

Vol. 104

This special concert will feature 

the Tokyo Metropolitan Symphony 

Orchestra, led by conductor 

Edward Gardner OBE. It will 

feature works of Benjamin Britten 

OM CH: Young Person’s Guide to 

the Orchestra, op. 34; and Gustav 

Holst: The Planets, op. 32.
© JILLIAN EDELSTEIN

Concert Hall,  

Tokyo Metropolitan Theatre

1-8-1 Nishi-Ikebukuro

Toshima-ku, Tokyo

2pm (doors open 1:20pm)

Adults: from ¥1,200

»www.tmso.or.jp/e/

concert_ticket/detail/detail.

php?id=810&year=2015&month=8

03-3822-0827

6

19–22 AUGUST

Romeo and Juliet

The Oxford University Dramatic 

Society, which has a history going 

back over 130 years, will give this 

modern performance of William 

Shakespeare’s famous romantic 

tragic drama.

19–20 August

Theatre West, Tokyo 

Metropolitan Theatre

1-8-1 Nishi-Ikebukuro 

Toshima-ku, Tokyo

19 August: 6:30pm

20 August: 1:30pm, 6:30pm

22 August

Adaptable Theater,  

Saitama Arts Theater

3-15-1 Uemine, Chuo-ku

Saitama-shi, Saitama

1:30pm

Adults: ¥2,500

»www.saf.or.jp/arthall/stages/

detail/2843

0570-064-939 (Saitama Arts 

Theater)

4

5

6
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COMMUNITY

1

British Ambassador to Japan Tim Hitchens 

CMG LVO and former Japanese Prime Minister 

Yoshiro Mori attended the Queen’s birthday 

party at the British Embassy Tokyo on 11 June, 

where a new portrait by British photographer 

David Bailey CBE was unveiled.

2

A chef prepared Scottish smoked salmon and 

cucumber sushi.

3

A representative of Bombay Sapphire mixed 

gin cocktails.

HM the Queen’s Birthday Party
© BRITISH EMBASSY TOKYO/ALFIE GOODRICH

4

Staff from Berry Bros. & Rudd offered a range of 

refreshments at the event.

5

Guests enjoyed fine weather in the garden of the 

ambassador’s residence.

1 3

2

54
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UK–Japan events

1  |  BCCJ EVENT

Members of the British Chamber of Commerce 

in Japan attended its event “Breakfast with the 

Scottish Government” at the Shangri-La Hotel 

Tokyo on 30 June.

2  |  EDUCATION

More than 30 students—from years 4–6—and 

staff of the British School in Tokyo competed in 

the Makuhari Triathlon in Chiba Prefecture on 

7 June.

3  |  BUSINESS

Katsusada Hirose (left), governor of Oita 

Prefecture, met Paul Christie of Walk Japan in 

Kitsuki City on 10 June, to discuss how the firm 

is providing employment for people relocating 

to the prefecture.

4  |  FUNDRAISING

Members of the Knights in White Lycra received 

certificates for the completion of their ride from 

Tokyo to Minamisanriku, Miyagi Prefecture, for 

charity O.G.A. for Aid, on 23 May.
PHOTO: AI FAITHY PEREZ

5  |  SPORT

Briton Chris “The Margin Call” Moores, 

executive director of JPMorgan, took part in 

Executive Fight Night V in aid of Shine On! Kids 

at the Grand Hyatt Tokyo on 19 June.
PHOTO: KELLY RAFTIS - KEYSHOTS.COM

COMMUNITY
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by roberto de vido

I live in a small fishing and farming village 

on the Miura Peninsula of Kanagawa 

Prefecture. Around seven years ago, my 

son and I started going to the beach together 

at the end of the day. He was only two at the 

time—not yet the fearless ocean swimmer and 

bodysurfer he is today—but we enjoyed many 

hours playing in the sand at the water’s edge, 

while I decompressed after hours in front of 

my computer. 

Just before sunset, a crew of regular dog 

walkers would join us on the beach to see 

Mount Fuji silhouetted on the other side of 

Sagami Bay. Among the dog walkers was an 

ex-policeman who brought a rugby ball for his 

German Shepherd, Hodai, to fetch from the 

sand and sea.

Hodai was a beautiful dog, and over several 

years my son (and I) enjoyed “playing rugby” 

with him. Then we stopped seeing Hodai and 

his owner at the beach. A few weeks later, we 

got the news from one of the dog-walking crew: 

Hodai’s owner had killed himself. A relative had 

taken Hodai and given him a good home.

I have other stories like this, and if you have 

lived in Japan for any length of time, you may 

have your own stories. 

According to a World Health Organization 

report released in 2014, over 800,000 people die 

by suicide every year. In Japan, the total is over 

25,000, which represents a significant decline 

from the 32,000 lives lost to suicide five years 

ago, but nonetheless is a terrible toll. 

This year, World Suicide Prevention Day 

falls on 10 September, with the theme, “Suicide 

Prevention: Reaching Out and Saving Lives”. 

TELL is continuing to expand its “Talkie Walkie” 

programme, which began last year. A Talkie 

Walkie is simply a walk (you can organise one, 

or join someone else’s), and a chance to talk—

and remember lives that have been lost. 

Supported by data

Research has shown that connectedness 

provides valuable protection against suicide. 

Positive relationships—with family members, 

teachers, co-workers, community organisations 

and social institutions—can help increase a 

person’s sense of belonging, foster a sense of 

personal worth, and provide access to sources 

of support. 

Connectedness is a two-way street. Many 

people who kill themselves send clear signals 

and talk openly about suicide, while most of 

them are depressed. If you suspect a friend, 

family member or colleague may be feeling 

suicidal or struggling to cope, ask them how 

they are feeling; suicide prevention depends 

WALKING AND 
TALKING TO SAVE LIVES

Programme reaches out to those who need support

heavily on our ability to recognise people who 

are in distress and may be at risk.

In 1978, Dr Richard Seiden, a professor 

of behavioural sciences at the University of 

California, Berkeley, published a study of 

515 people who had been prevented from 

committing suicide at the Golden Gate Bridge in 

San Francisco between 1937 and 1971. 

Seiden found that, after an average of more 

than 26 years, 94% of those who had been 

stopped were either still alive or had died of 

natural causes. He concluded that “the findings 

confirm previous observations that suicidal 

behaviour is crisis-oriented and acute in nature”.

In other words, if you can help your friend, 

family member or colleague get through that 

rough patch, he or she will very likely go on to 

live a rewarding and productive life.

The support of friends and relatives is crucial 

for people who may be at risk of suicide—and 

for people who have lost someone to suicide—

but it is not always enough. Often, professional 

help is also needed. 

Such help can take many forms, and may 

include specialist mental health services 

and primary care providers, both of which 

alternatives offer clinical care. It may also 

include a range of community organisations 

that provide non-clinical support, as well as 

support groups and self-help groups. 

For most people, help involves 

a combination of approaches but, 

unquestionably, strong and positive 

relationships with others can be protective, 

preventing suicidal thoughts and behaviour. 

On 10 September, why not mark World 

Suicide Prevention Day by walking and talking 

with friends and colleagues? For details on how 

to organise your own Talkie Walkie, or join one 

that someone else is organising, visit the TELL 

website: www.telljp.com/event/wspd/ 

HELP

Suicide prevention 

depends heavily on our 

ability to recognise people 

who are in distress and 

may be at risk.
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by ian de stains obe

PRIME MINISTER’S QUESTIONS

IF YOU ASK ME

Britain to be exempt from the 

“ever closer union” commitment, 

to the reintroduction of some 

form of national veto. There are 

calls for mechanisms to reduce the 

burden of regulation on businesses 

and for social and employment 

laws to be returned to the 

member states. 

The report points out that EU 

laws have become damaging to 

Britain’s financial sector and some 

form of veto (similar to that which 

France has over the Common 

Agricultural Policy) should 

be instated. 

Of great importance is a 

demand for a permanent and 

lasting reduction in the EU budget. 

Over the decade to 2013 the UK’s 

contribution to the EU ballooned 

from £3bn to £11bn, while at the 

same time the value of the UK’s 

rebate has seen a drop of more 

than £10bn. This, the report 

argues, must be reversed. It is not 

surprising that the authors call 

for strict measures to deal with 

immigration and a return to nation 

states of migration policy.

These, of course, are 

recommendations and it is not 

known just how far Cameron 

agrees with all of them. For the 

Eurosceptics, however, Change, 

or go provides plenty of cannon 

fodder. If Cameron is to stand a 

chance of succeeding in his quest, 

he must at least make a show of 

slaying the various dragons he 

faces across the EU zone. 

partner Natsuo Yamaguchi of New 

Komeito have taken the decision 

to extend the current session of the 

Diet to September—the longest 

ever post-war extension—in order 

to buy more time. The debate 

goes on.

Cameron faces a challenge

Meanwhile, UK Prime Minister 

David Cameron faces challenges of 

his own, and they largely centre on 

Europe. Committed to an in/out 

referendum by 2017, Cameron lost 

no time after the recent general 

election in the UK, visiting other 

European capitals in an attempt to 

gather support for the changes he 

seeks in EU treaties. 

These are changes that he 

hopes will make remaining in 

the EU palatable to a majority. 

But he faces an uphill battle with 

a number of EU leaders already 

rejecting his demands. According 

to campaign group Business for 

Britain, the required changes are 

clear and they have articulated 

them in a paper entitled Change, 

or go. 

Essentially the authors focus 

on 10 areas, from the need for 

nation’s armed forces becoming 

involved in unconstitutional 

foreign military activities. 

Supporters, meanwhile, claim that 

Article 9 denies Japan the right to 

collective self-defence, something 

that is guaranteed to all sovereign 

states under the Charter of the 

United Nations.

It is not only public opinion 

that is hostile to the changes. A 

majority of constitutional scholars 

are also of the view that what Abe 

is proposing is unconstitutional. 

Speaking to the Kochi Shimbun, 

Yasuo Hasebe of Waseda 

University put the figure of those 

espousing that view at 99%. 

Similarly, experts have pointed 

out that Abe’s citing of the so-called 

Sunagawa Incident—in which a 

1959 court ruling is the sole verdict 

in which Japan’s self-defence was 

mentioned—is flawed because the 

dispute in that case was whether 

or not the US military presence in 

Japan violated Article 9. It did not 

touch on the activity of Japan’s 

Self-Defense Forces.

But Abe is not giving in easily. 

So determined is he to have his 

way that he and his coalition 

Abe stirs up controversy

Prime Minister Shinzo Abe has 

staked a great deal on his desire 

to make significant changes to the 

Japanese Constitution; changes 

that opinion polls suggest are 

not universally popular. Indeed, 

a majority of those surveyed in 

one recent poll were against the 

changes entirely and, in mid June, 

thousands took to the streets to 

demonstrate their opposition. 

Having failed to gain 

sufficient support to amend the 

Constitution outright, Abe has 

introduced legislation that would 

amend 10 security-related laws 

and introduce a new one, all of 

which is designed to achieve the 

same outcome.

Of particular concern is his 

determination to make changes to 

Article 9, which states: 

“Aspiring sincerely to an 

international peace based on 

justice and order, the Japanese 

people forever renounce war as a 

sovereign right of the nation and 

the threat or use of force as means 

of settling international disputes.

“In order to accomplish the 

aim of the preceding paragraph, 

land, sea and air forces, as well 

as other war potential, will never 

be maintained. The right of 

belligerency of the state will not be 

recognized.”

Opponents of the changes 

charge that they will move Japan 

away from its self-professed 

pacifism and could lead to the 

A majority of constitutional 

scholars are also of the view 

that what Abe is proposing 

[for the Japanese Constitution] 

is unconstitutional. 



Student life through  
the eyes of royalty
Princess Akiko explores her time at Oxford

BY YUUICHIRO NAKAJIMA
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BOOK REVIEW

I met the princess in the mid-

2000s through an introduction 

by a mutual friend, when I used 

to sing with, and manage, a choir 

in Tokyo. She had expressed an 

interest in joining the group and 

came to listen to us rehearsing. 

The interest was taken no further. 

We then ran into each other near 

Mitsukoshi Department Store in 

Ginza; she recognised me before 

I did her. Soon thereafter, she 

graced one of our concerts with 

her presence. Through these 

brief encounters I formed a view 

of the princess as an easy-going 

young lady with a curious mind: 

qualities that come through well 

in her writing. 

The book covers a period of 

six years, taking us through her 

time in the UK and the rest of 

Europe. She describes her initial 

struggle with the English language; 

life without a personal guard; 

going incognito; making friends; 

facing academic challenges; 

having tea with Her Majesty the 

Queen; travel nightmares on 

public transport; broadening her 

cooking repertoire; and organising 

Japanese art exhibitions. These 

are all covered, in addition to the 

principal theme of her post-

graduate studies. 

It is clear that, as a member 

of the Japanese Imperial family 

and with an upbringing that, 

quite possibly, was somewhat 

cosseted, the princess was initially 

confounded by the freedom she 

experienced as a university student 

away from home and vexed by 

the responsibilities that came 

with this. 

Her second stay at Oxford 

seemed to harden her, however, 

as she was put through the rigors 

of proper academic research 

while taking care of herself 

without daily domestic support. 

She candidly refers to her close 

calls with pressure-induced 

nervous breakdowns, and is 

open about the hardship of 

doctoral work. 

One has to assume that there 

were privileges that the princess 

enjoyed even as a student, whether 

or not she was aware of them. 

Perhaps allowances were made, 

so that her existence was rather 

more comfortable than the lot of 

Japanese commoners studying 

with her. There are few references 

to her peers from Japan, making it 

impossible to know her thoughts 

on this. 

The book is as much about 

the princess’s time at Oxford as 

it is about her late father, whom 

she describes in the warmest 

tones. The prince cut a popular 

figure in his younger days as an 

active and sometimes colourful—

even controversial—cousin of 

Emperor Akihito. 

Himself an Oxonian, 

we learn that it was he who 

inculcated in his young 

daughter’s mind the idea that she, 

too, would one day become one. 

While the princess is not entirely 

uncritical of her father, she directs 

her harshest criticism towards 

the Imperial Household Agency, 

whom she comes close to accusing 

of pedantry, being inconsiderate, 

and of obstinacy in their treatment 

of her at the end of her studies. 

This refreshing frankness adds 

authenticity to the book, which the 

author calls her graduation report 

on her time at Oxford. 

BCCJ ACUMEN has one copy of this book (in Japanese) to give away. 

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

The winner will be picked at random.

PHP Publishing, Inc.

¥2,484

The author, Princess Akiko of 

Mikasa, is the elder daughter of the 

late Prince Tomohito of Mikasa, 

who, until his passing in June 2012, 

was honorary patron of the Japan-

British Society. 

Aka to Ao no Gaun is a 

collection of essays, written with a 

light touch and obvious candour, 

covering the princess’s two periods 

of study at Merton College, Oxford. 

She was initially there as an 

undergraduate in 2001–2, and then 

as a probationer research student 

and doctoral candidate for five 

years from 2004.



JR Kyoto Station
Karasuma Chuo-guchi, Shiokoji-sagaru, 

Karasuma-dori, Shimogyo-ku, 
Kyoto, Japan  600-8216

Phone: +81-(0)75-344-8888 Fax: +81-(0)75-344-4400

osm@granvia-kyoto.co.jp

www.granviakyoto.com

    ooking for a truly authentic yet extraordinary 
wedding ceremony with your special loved one? Well, 
look no further, as it is now time to start planning your 
trip to Kyoto, Japan! The Hotel Granvia Kyoto is now 
offering an exclusive traditional Japanese wedding for 
same-sex couples from around the world! 

L

     orgeous Japanese traditional kimono wedding attire, 
a customized floral bouquet with that special touch of 
Japanese elegance, and the mystique of exchanging 
vows at a historical Japanese temple ‒ it will be the most 
memorable and romantic day of your lives together. 

G

     eautiful Kyoto attracts many visitors throughout the 
year. It is the city that is at the heart and soul of 
Japanese history and culture. Imagine a city that is home 
to 17 World Cultural Heritage sites! A living and 
breathing museum of everything that is fascinating and 
splendid about Japan, Kyoto is modern and ancient, new 
and traditional. The glory of Kyoto’s past and the vitality 
of its present make it a city that is unique and that truly 
should not be missed. 

B

    rue love deserves a resplendent romantic journey. Let us 
assist you in planning a truly unforgettable wedding 
ceremony and honeymoon in the ancient capital of Japan. 

T

Tradition Meets Modernity

Magnificent Gay Weddings
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Small actions, 
big difference
Unilever’s history started in 1884, when our founder William Lever 

launched “Sunlight” soap. Lever’s soap helped to make cleanliness and 

hygiene commonplace in Victorian England.

Even a small product like a bar of soap can make a difference to people’s 

lives. Driven by the values inherited from our founders, we have set the 

ambitious target of doubling the size of our business, whilst reducing our 

environmental footprint and increasing our positive social impact. 

We work to create a better future every day, inspiring people to take 

small actions that will add up to a big difference.

Unilever Sustainable Living Plan
Key targets by 2020

Help
more than 

1 billion 
people
improve their

 health 
& well-being.

Halve
 the environmental 

footprint of 
our products.

Source 

100%
of our agricultural 

raw materials 
sustainably.
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