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EDITOR

Being big is particularly hard 

for a woman, according to 

this month’s cover model. 

Yet, for Hali Keenan, size is a good 

thing: it is one of the reasons she 

has become the UK’s No. 1 female 

sumo wrestler. 

Also topping the table in the 

heavy and middleweight categories, 

respectively, are a father and son 

from Yorkshire. BCCJ ACUMEN 

met them the day before they 

competed in the 20th Sumo World 

Championships in Osaka (page 32). 

In an exclusive interview, ozeki 

(second-highest rank in sumo) 

Goeido, shared words of wisdom 

for the duo and his respect for 

British culture (page 34).

Delivering change

As Prime Minister Shinzo Abe’s 

Womenomics policies grow in 

number, so, too, are the voices that 

question his methods and their 

delivery. At the 20th International 

Conference for Women in Business 

in July, the overwhelming message 

was that, although legislation 

helps, it is personal action by 

women that is required if there is 

to be lasting change (page 16).

Meanwhile, speakers at a 

British Chamber of Commerce in 

Japan event last month discussed 

BCCJ ACUMEN’s May feature 

“Britain off the beaten track”—I 

was delighted to attend a follow-up 

event at the British Embassy Tokyo 

last month. 

Attendees in the packed room 

heard about the city’s many 

new cultural highlights and its 

neighbouring areas, as well as from 

panellists who had experienced 

the trip first hand (page 44). 

the status of work to empower 

women in Japan—and the UK—

and revealed amazing statistics 

showing Japanese women favour 

traditional gender roles (page 21). 

New hot spot

After having joined VisitBritain’s 

ExploreGB trip for the Japanese 

travel trade to Birmingham earlier 

this year—while reporting for 

kathryn wortley

kathryn@custom-media.com

Fresh thinking

On people, policies and places

Based on feedback from the 

event, it would not be a surprise 

were the Midlands to move up 

in the ranks of popular places for 

Japanese to visit.

Making records

The British blind sailing team who 

were featured in the August issue 

have returned from the IFDS Blind 

Sailing World and International 

Championships in Chicago with a 

raft of medals. 

Skipper Sharon Grennan wrote 

to BCCJ ACUMEN to report the 

team had, in addition, retained 

the Squadron Cup for being 

the top-placed country overall. 

Congratulations to the team. 

In this issue, a fellow blind 

athlete and her disabled co-worker 

have a story of determination, in 

sport and work (page 26).

Your comments

In Japan, it is said that autumn 

is the best season for enjoying 

reading, sports, the arts and 

eating (due to a regained 

appetite). With that in mind, 

I shall leave you to peruse this 

issue, packed with the best of 

UK–Japan-related activities 

in those areas. As always, we 

welcome your feedback. 

Professional Network of 

Knowledge
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Japan Business Assurance Co., Ltd.

JBA TAX Co., Ltd.

JBA BPO F&A Practice has a full suite of services 
and solutions from transactional processing to 
higher-end services with bilingual professionals 
to serve you:
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MEDIA

UK–JAPAN NEWS

Manga on display 
The British Museum in London is celebrating 
the 10th anniversary of sponsorship by the 
Asahi Shimbun with a special display of manga, 
ukblouinartinfo.com reported on 4 September.

Exploring the appeal and evolution of the 
art form, “Manga Now: Three Generations” 
features newly commissioned and recent 
works by celebrated artists Tetsuya Chiba, 
Yukinobu Hoshino and Hikaru Nakamura. 
The exhibition is designed to show the 
original artwork that forms the basis for 
mass-printed manga.

The highlight, “Fair Isle Lighthouse Keepers 
Golf Course, Scotland”, depicts a young player 
considering his next shot.

Japan eateries in London 
receive famous accolade
The Mayfair restaurants of two Japanese chefs 
have been awarded two Michelin stars in 
The Michelin Guide Great Britain & Ireland 2016, 
the Financial Times reported on 18 September.

Sushi chef Mitsuhiro Araki, who closed his 
famous sushi bar in Ginza, Chuo Ward, to establish 
The Araki in London, offers an 11-course omakase 
(chef ’s special) menu at a cost of £300 per person.

Meanwhile, Kyoto-inspired restaurant Umu, which 
is home to executive chef Yoshinori Ishii, includes 
a £115 course menu that features charcoal-grilled 
game with foie gras and aged sake puree, topped with 
matcha green tea sweet soy sauce.

Vintage cart to promote tea

A horse-led vintage cart, once used to deliver tea to households in 
Newcastle, has been transported to Japan to promote Ringtons, the 
North East’s newspaper, The Journal, reported on 16 September.

The family firm, which was established in 1907, has an annual 
turnover of £50mn and plans to introduce the brand to Japan at a trade 
fair in Osaka.

“For one of our original carts to travel to Japan is an historic event for 
us”, said Simon Smith, chief executive of Ringtons. “Not only is it the 
first time a Ringtons cart has left the country, but it is also a very exciting 
time for the business’ export arm”.

Study shows Tokyo costs  
UK visitors less than in 2013
Due to the strength of the pound and price falls in Tokyo of 21.5% 
this calendar year, costs for UK visitors are now 50% less than in 2013, 
The Mirror reported on 26 September.

The Worldwide Holiday Costs Barometer 2015, produced by Post 
Office Travel Money, surveyed the cost of 10 tourist staples—including 
an evening meal for two with a bottle of wine, soft and alcoholic drinks, 
water and sunscreen—in 33 long-haul destinations. 

The report found that, in Tokyo, food and drink prices, in particular, 
are now reportedly much more reasonable than in 2013.

Princess living in Leicester
Princess Mako of Akishino has said at a press conference that she is 
a student at the University of Leicester, The Independent reported on 
20 September.

The Imperial Household chose to make her presence known because 
the princess has finished her course and will graduate in January.

To date, she reportedly has been living the life of a normal student, 
without intrusion from media or her Japanese peers. She has been 
staying in a hall of residence and completed a two-month work 
experience programme at a museum in Coventry.

A Ringtons cart was shipped to Osaka • PHOTO: RINGTONS

Chef Mitsuhiro Araki prepares sushi.
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UK second, Japan third 
in Nobel Prize ranking

The UK and Japan have scored second and 
third, respectively, in a global league table of 
21st century Nobel Prize winners released by 
the Times Higher Education weekly magazine, 
The Japan Times reported on 6 August.

The index examines the nationalities at birth 
of 146 laureates, who have received awards 
since 2000, in the fields of economic sciences, 
physiology/medicine, physics and chemistry. 

In first place was the US, the top field of 
which was economic sciences. The UK and 
Japan’s strongest categories were physiology/
medicine and physics, respectively.

Nissan N.E. investment  
secures jobs, supply chain 
Nissan Motor Corporation is to invest £100mn in its Sunderland plant 
in Tyne and Wear, for manufacture of the next generation of its Juke 
Crossover model, The Daily Telegraph reported on 3 September.

The move is expected to guarantee 6,700 jobs at the plant and support 
27,000 positions in the supply chain.

Paul Wilcox, European chairman of Nissan, said: “This announcement 
gives security to our Sunderland plant beyond 2020, which the team has 
earned through many years of hard work and their ability to continually 
raise the bar on quality”.

Japan insurer drawn to UK
Mitsui Sumitomo Insurance Group Holdings Inc. has agreed to buy 
Amlin plc in the face of slow growth in its home market, The Guardian 
reported on 8 September.

While both firms have a portfolio of non-life insurance businesses in 
the marine, aviation, property and liability sectors, the British firm also 
offers a type of insurance bought by insurers. The £3.47bn cash deal is 
expected to be complete by the end of March 2016.

Yasuyoshi Karasawa, president of Mitsui Sumitomo, said that 
“the combination will accelerate [the firm’s] strategy of growing its 
international business”.

Mochi sweets hit shops
A British firm that supplies Japan-inspired sweets for catering is 
expanding into retail after securing deals with Whole Foods Market and 
Selfridges & Co., The Daily Express reported on 9 August.

Little Moons’ products include ice cream, truffles and cheesecake 
based on mochi (rice cakes). They are currently on menus in wagamama, 
YO! Sushi and Nobu.

Co-founders Vivian and Howard Wong, who gave up careers in the 
City to start the business, said the firm is aiming to supply a major 
supermarket within 12 months and secure 50% of its revenue from the 
retail sector within five years.

UK holds place in global innovation index

The UK has been ranked second out of a total of 141 economies in the Global Innovation Index 
(GII), while Japan came in 19th place, economia magazine reported on 18 September.

The UK has had the most rapid progress in innovation among the top 10 GII nations, moving 
from 10th place in 2011 to second in 2014. It scored well in infrastructure, market sophistication, 
knowledge, technology and creative outputs.

In terms of innovation quality—measured by university performance, the reach of scholarly 
articles and the international dimension of patent applications—the top performers are the US, 
the UK, Japan, Germany and Switzerland.

Little Moons’ products are based on mochi (rice cakes).

LEADERS
IN  INNOVATION QUALITY

3  Japan 4  Germany 5  Switzerland2  UK1  US
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Nominee, 2014 British Business Awards
Company of The Year

EXECUTIVE DIRECTOR

The British Chamber of 

Commerce in Japan (BCCJ) 

British Business Awards 

(BBA) celebrate and reward the 

best of UK–Japan business. As we 

approach the 2015 BBA gala on 

13 November at the Palace Hotel 

Tokyo, you can nominate firms and 

individuals to win a trophy.

The BBA recognise excellence 

and success across all industry 

sectors, and provide a fantastic 

platform to highlight achievements.

The 2015 BBA categories are:

• Company of the Year

• Entrepreneur of the Year

• UK–Japan Partnership

• Community Contribution

• Innovation

• Person of the Year

Why nominate?

Nominees enjoy pre-event and on-

the-night publicity.

Winners are acknowledged as 

industry leaders and named the 

best in their respective categories. 

They will receive a variety of 

promotional benefits including:

• A free advertisement in 

BCCJ ACUMEN (December 2015)

• Exposure on the BCCJ website 

and BCCJ-owned social 

media channels

• Priority mentions in relevant 

industry media throughout 

subsequent years

The best of British

Nominate your favourite  
firms for a BBA trophy

lori henderson mbe

• A promotional video about 

their firm and BBA win

Previous winners say . . .

“Winning the BBA was great 

recognition of the effort we put 

into providing for our clients, and 

also helps people to focus on the 

Britain–Japan connection”.

David Syrad, Rhino Rugby Japan, 

2014 BBA New Market Entrant

“The BBA is a wonderful 

opportunity for you to review your 

work and actually celebrate what 

you have achieved together. It is 

also a place to learn from other 

nominees about their best practice”.

Maho Takahashi, LUSH,  

2013 BBA Community Contribution

“Winning this award for us is 

recognition of our team’s effort . . . 

EXECUTIVE DIRECTOR

[it] has been received gladly by our 

employees”.

Philippe Fauchet, GlaxoSmithKline K.K., 

2012 BBA Company of the Year

“The BBA is the perfect opportunity 

for you to re-evaluate your mission 

and strategy, and celebrate what 

you’ve achieved. Being a nominee 

alone provides fantastic visibility 

for your business”.

Suzanne Price, Price Global, 

2012 BBA Entrepreneur of the Year

“The award was a great 

endorsement for my profile 

which is ultimately linked to my 

company. Since the award, we 

have had a significant upturn in 

our business”.

Steve Crane, Business Link Japan K.K., 

2011 BBA Person of the Year

How to nominate

Honour your valued employees 

while strengthening your brand in 

the Japan market. The process is 

simple and free.

1.  Select the category in which 

you wish to nominate 

yourself, your firm or your 

chosen nominee (details at 

www.bccjapan.com). 

2.  Complete a nomination form 

and submit it by 5pm on 30 

October to: info@bccjapan.com 

Good luck! 
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japan competes for workers worldwide 

MEDIA

JAPAN NEWS
BY MARK SCHREIBER

healthier eating options for silver customers 
Japanese convenience stores are 

not generally associated with 

offering options for a healthy 

diet, particularly one that caters 

to the nutritional needs of senior 

citizens. But perhaps their image 

is due to change. An article in 

Nikkan Gendai (28 August) 

stated that compared with 1989, 

when customers aged 50 and 

over accounted only for 9% of 

convenience store patrons, in 

2013 the figure had risen to 30%, 

exceeding those of the teenage and 

twenties demographics. 

A growing perception 

that convenience stores are 

strict in terms of their quality 

control and that they place high 

emphasis on freshness were the 

reasons given for the upsurge in 

older patrons.

The chain stores have upped 

efforts to target seniors. In April 

2014, Lawson, for example, 

opened its first branch containing 

a nursing care consultation desk 

in Kawaguchi City, Saitama 

Prefecture. 

To facilitate readability, 

larger, more readable printing is 

featured on a greater number of 

product labels. These give detailed 

information on price, volume and 

nutritional content, such as “sugar 

free” or “uses no preservatives or 

food colouring”.

A spokesperson for the firm 

said Lawson stores are stocking 

bread with bran, which appeals to 

dieters due to its low carbohydrate 

and high dietary fibre content. 

“We’re working to support 

more middle-aged customers 

concerned with lifestyle-related 

diseases”, the spokesperson said. 

He added that some baked goods 

are topped with quinoa, a gluten-

free grain native to South America 

said to be high in essential amino 

acids and so-called rare sugars. 

“Our stores offer about 10 

varieties of products. Over the 

past several years, sales have been 

increasing”, he said. 

Likewise, a Family Mart 

spokesperson told Nikkan Gendai: 

“In Kansai, we have launched 

sales of grilled salmon with 

Okinawan-style goya-champuru 

(tofu combined with egg, pork 

and bitter melon) each month. 

The recipe was developed under 

the supervision of a nutritionist at 

a Kobe hospital. To appeal to the 

healthy eating trend, we are also 

reducing the salt in the broth of 

oden (a hodgepodge of ingredients) 

and mixing vegetables into the fish 

cakes and tofu in the dish”.

Confronted with a rapid appreciation of the 

yen, low birth rate and the ageing of Japan’s 

labour pool, Japanese manufacturers began 

moving production offshore in the mid-1980s, 

to take advantage of the availability of low-cost 

labour. But now, according to Nikkei Business 

(7 September), their far-flung factories are 

having difficulty recruiting and retaining 

workers on a global basis. 

Earlier this year, Japanese auto and parts 

manufacturers based in Mie and Gunma 

prefectures began circulating what it described 

as “peculiar” position-wanted ads. What made 

the ads receive this description was their 

targeting of foreign workers who had come 

to Japan in search of manufacturing jobs. The 

place of employment, for those who qualified, 

was to be in Mexico, a country in which four 

Japanese firms—Honda Motor Company, 

Mazda Motor Corporation, Nissan Motor 

Co., Ltd. and Toyota Motor Corporation—are 

confronting an acute shortage of capable staff. 

Thanks to the North American Free Trade 

Agreement, Mexico—with a population that 

this year is predicted to reach an estimated 

120mn—has become the base for 12 foreign 

manufacturers that are competing for skilled 

workers and supervisors. US and European 

manufacturers have been luring away 

experienced local staff. 

Japanese firms are experiencing a similar 

situation in Vietnam. In one business, two 10-year 

veteran workers resigned from their Japanese 

employer in the same month. While neither 

gave a reason for leaving, it was subsequently 

learned that they had been hired by South Korea’s 

Samsung Electronics Co., Ltd. In 2014, Samsung 

began shifting its production of smartphones 

from China to Vietnam, where it employs more 

than 100,000 workers at two plants. Another 

South Korean manufacturer, LG Corporation, has 

also made heavy investments in Vietnam, with 

plans to employ 20,000 staff. 

A comparison of remuneration in six 

Asian nations found that, in virtually all cases, 

A Lawson branch containing a nursing care consultation desk in Saitama Prefecture.
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promotions for magazine in other languages

japan competes for workers worldwide 

The term point-of-purchase (POP) display refers 

to the explanatory panels or stick-on labels 

that adorn displays in shops to catch the eye of 

browsing customers. According to an article in 

the Nikkei Marketing Journal (18 September), 

publisher Takarajima-sha has begun to promote 

one of its magazines using multilingual 

POP displays. 

For reasons not fully explained in the article, 

it appears that visiting tourists who cannot read 

Japanese nevertheless like to purchase certain 

publications to take home. 

One such magazine is InRed, a monthly 

from Takarajima-sha aimed at women in 

their thirties.

The POP displays—in English combined 

with French, and in Chinese with Korean—will 

initially be appearing in some 27 retail outlets at 

airports and major railway stations in the Tokyo 

area. The magazine’s October issue, including 

a cloth tote bag giveaway, went on sale on 

7 September at a price of ¥720. 

Designed with white lettering on a 

background of red (for English) and blue 

(for French), the text on the example reads 

“The Best Souvenir from Japan!”, followed by 

“Buy a fashion magazine ‘InRed’, and get a 

stylish bag inside!” 

The French wording varies slightly from the 

English, as it poses the question: “Le Japon est-il 

encore cool!? (Is Japan still cool!?)”

Japanese firms paid lower wages than other 

multinationals. In addition, Nikkei Business 

warned of three irritants that repel skilled 

workers: Japanese employers being perceived 

as having a patronising or condescending 

attitude towards new economies; having 

discriminatory hiring practices; and attempting 

to impose the “Japanese way of doing things”.

The problem of recruiting and retaining 

workers extends to the construction business, 

another field in which Japanese contractors 

are feeling the pinch. Newjec Inc., a 52-year-

old construction consulting firm—affiliated 

with Kansai Electric Power Co., Inc., which has 

operated an office in Jakarta, Indonesia, since 

1973—has been involved in five major projects 

as part of an ambitious infrastructural plan to 

boost the country’s economy. 

Due to a lack of project managers who 

can oversee operations and manage budgets, 

Yusaburo Kuwano, aged 80, was brought 

out of retirement to fill the position, which 

involves expansion of the power grid in East 

Java and Bali. By the time the project has been 

completed, Kuwano will be 84. 

This example may set a pattern for the 

future. “In worldwide terms, many emerging 

economies with growing populations will 

continue increasing their overall labour force”, 

said Kenichi Fujiki, chief operating officer of 

PT Reeracoen Indonesia, a South East Asia job 

placement speciality firm. “But I suppose that 

‘usable human resources’ may actually decline 

in the future”.

According to a survey undertaken by 

ManpowerGroup, a temporary staffing firm, 

66% of the responding firms said that although 

they received a sufficient number of applicants, 

they were unsuitable. Reasons cited include 

a lack of specialists with hard skills and 

experience, as well as unprofessional attitudes, 

dissatisfaction over offered wages, displeasure 

with job location, the perceived poor reputation 

of the employer, and unwillingness to be 

transferred. 

InRed’s point-of-purchase 

display is multi-lingual.
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T he Rugby World Cup 

(RWC) 2015 burst into life 

last month with hundreds 

of thousands of fans treated to 

some barnstorming matchups in 

fine autumn weather. 

There was no slow-burn 

crescendo through the group 

stages of this 8th incarnation of 

the world’s third-largest sporting 

extravaganza—after the FIFA 

World Cup and the Olympic and 

Paralympic Games. 

The on-field action has more 

than matched the pyrotechnics of 

the pre-match entertainment. A 

number of tier-two nations have 

sought to overturn the established 

order, none more so than Japan’s 

Brave Blossoms who, in their 

opening game against the South 

African Springboks, created a finale 

of such sublime drama that Harry 

Potter author J K Rowling tweeted, 

“You couldn’t write this …”.

Tapping interest

Early pool games attracted record 

RWC attendances of close to 

90,000 at London’s Wembley 

Stadium. And, as at the London 

2012 Olympic and Paralympic 

Games, the passion, humour and 

good-natured rivalry of the legions 

of fans have enlivened the stage 

upon which the world’s greatest 

teams perform. 

Making  
sporting history

Japan cheers on the Brave Blossoms

sustain attractive opportunities 

for business.

Bringing you leaders

For those not lucky enough to 

have travelled to England to watch 

the rugby, the British Chamber of 

Commerce in Japan was delighted 

to provide a bit of sporting 

razzmatazz in Tokyo last month 

by hosting an event with Jenson 

Button MBE. 

Made possible by 

GlaxoSmithKline K.K. and the 

McLaren Technology Group, 

more than 100 guests met the 

2009 Formula 1 world champion 

who, with nearly 280 race starts, 

is the third-most experienced 

F1 driver of all time. Probing 

questions posed by pupils of The 

British School in Tokyo ensured 

a frank and lively session that 

gave attendees insight into 

the dedication required to be 

a champion.

This month we will be 

welcoming members to events 

with Mayor of London Boris 

Johnson, and Lord Patten, former 

governor of Hong Kong and former 

European commissioner for 

external relations. So, whether you 

are interested in sport, politics or 

business, I hope you will agree that 

the BCCJ continues to bring you 

the people who matter. 

david bickle

@BCCJ_President

While meticulous and detailed 

planning is key, the secret of 

the tournament’s success is 

undoubtedly the fans’ enthusiasm. 

It has created the jamboree 

atmosphere that will ensure the 

tournament’s legacy.

The organisers of RWC 2019, 

who will seek to sprinkle some 

of the same excitement on the 

tournament in Japan, will be 

heartened to learn that about 

25mn people in the country 

watched Japan v. Samoa. 

According to The Guardian, this 

is the largest national viewing 

audience in rugby history. 

Although there will inevitably 

be challenges in maintaining 

and enhancing this spirit in 

the build up to 2019, it hints 

at a level of interest that could 

PRESIDENT



16  bccj acumen, october 2015

The clock is ticking. From 1 April 2016, 

firms in Japan with more than 301 

staff—as well as central and local 

governments—will be legally required to draw 

up action plans to promote women’s career-

related activities. These are to include the 

creation and disclosure of numerical targets on 

the hiring of women, and women’s appointment 

to executive positions. 

While there are no penalties if targets are 

not reached, experts have suggested that fear 

of damage to public image caused by failure 

to do so may be sufficient motivation for firms 

to succeed.

The new legislation, which is part of Prime 

Minister Shinzo Abe’s work to create “a society 

in which women shine”, is designed to boost 

female participation in the face of a shrinking 

and ageing population. 

Yet, according to a panel of business 

people at the 20th International Conference 

for Women in Business held in Minato Ward 

on 26 July, it is not only government and firms 

that have a role; women have a crucial part 

to play. 

Addressing more than 100 delegates on the 

topic “Who Gets Promoted, Who Doesn’t, and 

Why?”, panellists said women need to refrain 

Stand up, speak out
Global women in business conference appeals for personal action

by kathryn wortley
photos by antony tran

TOP STORY

from assuming traditional gender roles at work 

and being afraid. Instead, they need to have the 

self-confidence to understand their value, ask 

questions and sell themselves.

“Women need to work harder globally to 

get promoted”, said Shie Lundberg, head of 

“It is harder as a woman 

to be noticed in Japan, or 

maybe you are noticed 

for the wrong reasons; 

show that you are an 

equal player”.

Lori Henderson MBE  

Executive director of the  

British Chamber of Commerce in Japan

From left: Moderator Yoko Ishikura with panellists Lori Henderson MBE, Sachin N Shah, Shie Lundberg and Mitsuru Claire Chino
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consumer support, Asia Pacific, at Google 

Japan Inc., adding that women tend to be 

overly humble. 

“If you have success or an achievement, 

celebrate it with your manager. Men strike up 

career conversations about advancement and 

promotion [with their manager] four times more 

than [women] do”, she said.

Lori Henderson MBE, executive director of 

the British Chamber of Commerce in Japan, said 

that during her 12 years in the country she has 

noticed behaviour by women in meetings that 

may hold them back.

“Don’t be small”, she said. “Own your 

space at the table. It is harder as a woman to 

be noticed in Japan, or maybe you are noticed 

for the wrong reasons; show that you are an 

equal player”.

Moderator Yoko Ishikura, president emeritus 

at Hitotsubashi University, agreed, adding that 

women have a tendency to sit at the back or on 

the edge of the action. 

This want of assertiveness is something 

Sachin N Shah, chairman of MetLife Insurance 

K.K., has noticed. 

“Females lack the self confidence to take 

the big step, allowing themselves to think big 

about their career. “Have a vision; aim high”, 

he said. 

“In Japan, if we want to change the 

dynamic of more women in leadership roles, 

we need more women to have more credible 

experiences than men. That means you have 

to be thinking about not just the promotion, 

but also the experiences you are gaining, so 

over time you are becoming more valuable”, 

he added.

Creating these experiences, alongside the 

development of staff, is needed to diversify the 

pipeline of candidates and the talent pool, Shah 

said. Every month, in MetLife, senior executives 

match employees to management job openings, 

regardless of gender. Since the firm began this 

system 18 months ago, the number of women in 

management has risen from 11% to 14%, while 

female executives have increased from 10% 

to 20%.

“Senior leadership controls what happens 

in middle management”, he said. “Its about 

process discipline and long-term thinking. It’s 

not about quotas”.

Hot questions
Delegates raised a broad range of issues, 

and panellists shared their experiences 

of promotion.

“Even though I was doing the same things, 

saying the same things, immediately after I 

got the title of team leader, my opinions, my 

views, gained weight within the organisation”, 

said Mitsuru Claire Chino, executive officer 

at Itochu Corporation. Describing herself as 

“more empowered” because she can now see 

the bigger picture of where the firm is going, 

Chino said she was oblivious of her upcoming 

promotion and why senior men at her firm were 

so nervous at that time.

 TOP STORY

Delegates wrote their thoughts on a message board.More than 100 delegates attended the panel discussion on promotion.

“Even though I was doing 

the same things, saying the 

same things, immediately 

after I got the title of team 

leader, my opinions, my views, 

gained weight within the 

organisation”.

Mitsuru Claire Chino  

Executive officer, Itochu Corporation

Lundberg said three 

things affect a chance 

of promotion: will, 

skills and availability.
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Henderson encouraged delegates to find 

out the promotion cycle and power structure of 

their firm.

“Ask”, she said. “By asking, you are planting 

the seed for your future promotion. People 

around you will understand that this individual 

is ambitious; this individual wants to be 

promoted. Be a vocal advocate for yourself”.

Responding to a question on what to say 

when asked to give a reason for your promotion 

request, Henderson said understanding that takes 

a lot of self-reflection. Giving a personal example, 

she said: “I want to give a platform to people 

who don’t normally get a platform. That includes 

women in Japan, LGBTQ [lesbian, gay, bisexual, 

transgender and questioning] groups, people 

with disabilities—particularly on the way to the 

Olympics and Paralympics—and foreigners”.

Lundberg said three things affect a chance of 

promotion: will, skills and availability. Writing 

concisely to avoid wasting the reader’s time and 

speaking well builds credibility, while preparing 

your group to function without you means your 

boss can promote you without fear of anything 

falling apart, she said.

Make history
Speaking in a session entitled “Women’s 

Advancement Overseas”, Rosemary McCarney, 

president and chief executive of Plan 

International Canada Inc., said women might 

be at a disadvantage because their CVs are not 

understood.

“I don’t think women’s careers are as linear 

as [those of] their male counterparts”, she said, 

adding that there may be gaps or periods of slow 

change because of childbirth or caring for elderly 

parents. “Evaluators—who are mostly men—are 

not sure how to evaluate them because they are 

not predictable; they are not the norm”.

Yet, the overwhelming message of the 

speakers was that women and young girls 

should not be disheartened by the status quo.

“Don’t try to follow men’s rules”, said 

Ishikura. “As long as we are rule takers, we are 

never going to be rule makers”.

Haruno Yoshida, president of BT Japan 

Corporation, also considered this point in her 

address. “Women are expected to appear on 

centre stage today as they are”, she said. “Don’t 

try to be anyone else”.

When approached in February by the 

Keidanren (Japan Business Federation) to 

become the first female board member, vice-

chair of the board of councillors, Yoshida asked 

the reason.

“Mr Sakakibara [chairman] asked me to 

breathe fresh new air into the organisation, to 

invigorate and bring energy”, she said. She called 

on working mothers to “keep on working. Give 

it 100%. That will set the flame for those who will 

follow on from us”.

Throughout the conference, which attracted 

more than 1,200 people from 35 prefectures and 
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Women might be at a 

disadvantage because 

their CVs are not 

understood.
Kaori Sasaki, founder and chair of the conference Haruno Yoshida, president of BT Japan Corporation

The theme of the 20th international conference was “Make History”.
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BEING BOLD
One woman who is making history is Inga Beale. On her appointment as 

chief executive of Lloyd’s of London in January 2014, she became the first 

woman to hold the position since the firm was founded in 1688. Women 

had been banned at Lloyd’s for almost 300 of those years.

“When I started my career in insurance over 30 years ago in London, 

I was one of very few females in the City, the financial district of London”, 

Beale told an audience at the Keidanren on 25 September. “And women 

weren’t allowed to wear trousers”.

Beale was not career-focused until senior 

management told her she had potential. 

She encouraged women to believe in 

their ability and be confident, citing 

three essential elements for career 

development: performance (do a 

good job and get feedback), image 

(consider how others perceive 

you) and exposure (to people 

and situations within and 

outside the organisation).

She recalled her 

acceptance of a position at 

the headquarters of GE Insurance Solutions in the US after 19 years of 

working in London.

“It was a scary thing to do, but I was given the opportunity and I took 

it”, she said, adding that people need to be flexible, take chances and 

have courage regarding their choices. 

Role models have been important to Beale in her career. During a 

backpacking trip around the world, she worked in Australia, in an office in 

which the boss was a woman.

“She was respected—and she wore trousers”, Beale said. “It showed 

me that women could get ahead, and they could do that best by just being 

themselves.

“I’ve learnt in my own career that quietly getting along with work is just 

not enough”, she added. She called on women to be bold. Part of that, 

she said, is about knowing your value.

“I think sometimes [the gender pay gap exists] because we as women 

don’t know to ask. When it comes to discussing their own salary, [women] 

are generally less demanding than men; they often think other things are 

more important in a job than money”.

Beale said a diverse and inclusive workplace brings a range of skills 

and viewpoints that help firms think differently, challenge the status quo, 

and innovate. As part of that ethos, Lloyd’s held its first market-wide 

collaboration celebrating diversity and inclusion, Dive In, over four days 

from 29 September. It engaged 34,000 people in London’s insurance 

market with an education programme and a celebration of diversity.

 TOP STORY

Inga Beale, chief executive 

of Lloyd’s of London

abroad, delegates were encouraged to make 

history, which is this year’s theme.

“The theme ‘Make History’ is all about 

making one road”, said Kaori Sasaki, founder 

and chair of the conference. “We want society to 

have one main road for us all to walk on”.

More then 20 years ago, when Sasaki 

made approaches to the business world about 

having such a conference, she was told it was 

not needed; it would be a waste. But she was 

not deterred. “I thought, if a lot of women are 

working for these types of corporations, I need 

to do a conference”, she said. 

Sasaki celebrated the successes of the 

events to date, as well as their future potential. 

The 20th conference attracted delegates from 

business, government and academia, ranging 

in age from junior high school students to 

those in their seventies. About 10% of attendees 

were men. 

Topics—including leadership; male 

championship; artificial intelligence; sport; 

women’s reproductive cycles; lesbian, gay, 

bisexual and transgender staff; negotiation 

skills; regulatory reform; investment; and 

management—were debated by more than 

60 expert speakers from a range of fields.

“You have so many courageous women 

in this country”, said Mohau Pheko, the 

South African ambassador to Japan and 

one of 28 government representatives in 

attendance. 

“Somebody needs to stand up and be a little 

bit daring and a little bit cheeky in order to 

move an agenda for them. This does not require 

huge throngs of people. It can be in small spaces 

that bubble out.

“There is power in Japan”, she said. 

Masako Mori (right), former minister in charge of support for women’s empowerment and child-rearing, attended.
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If the statistic that just 4% of the Japanese 

population speak sufficient English to get by 

in a business environment does not worry 

the corporate world here, then it should. It is, 

however, music to the ears of Basil Le Roux.

“Already, bilingual, qualified and 

experienced candidates are able to cherry-pick 

the best positions”, said Le Roux, managing 

director of Japan operations for recruitment 

specialists Michael Page.

“And the predictions are for 1.8mn fewer 

workers in Japan over the coming 10 years”, he 

added. “That means that the best candidates are 

going to be very much in demand”.

That perfect storm of a shrinking workforce 

and English capabilities at a plateau when the 

language is increasingly the preferred form 

of communication for international business 

means that Le Roux is confident the outlook is 

rosy for Michael Page in Japan.

Indeed, the firm is so confident of its 

solid future in the Japanese market that it is 

already seeking to expand its personnel and 

operations.

“Our staff has grown from 45 consultants 

when I first arrived and we’re up to 90 

today”, said South Africa-born Le Roux, 

who first came to Tokyo in July 2011. “That 

means we are outgrowing our present offices 

and we are already looking to move into 

new premises”.

Examining office space around the city 

has convinced 40-year-old Le Roux that the 

outlook—at least in the run-up to Tokyo hosting 

the Olympic and Paralympic Games in 2020—

is encouraging.

“Assuming the global economy is stable, I 

think the outlook for the next four or five years is 

very positive”, he said. “I’ve been looking at new 

office space and the amount of construction 

that is going on in the city is just incredible.

“In the Otemachi district alone, they are 

creating office space for 250,000 people”, he 

added. “And all that positive sentiment has a 

knock-on impact on our business”.

Founded in 1976 and based in London, 

PageGroup initially focused on placing 

accountants in permanent positions in 

Britain. After proving successful in London, 

the firm swiftly opened offices in Manchester, 

Birmingham, Glasgow, Leeds and Bristol, before 

venturing overseas—first to Australia—in 1985.

May 2016 will mark PageGroup’s 15th year 

of operations in Japan. It has a network of 153 

offices in 35 countries, employing more than 

5,600 people. Listed on the London Stock 

Exchange since 1988, the group recorded a gross 

profit of £532.7mn in 2014.

“In the early years, the company grew on the 

back of the banking sector”, Le Roux said. “And 

it was very quickly realised that the company 

needed to be here in Tokyo because it was one 

of the world’s three or four global banking hubs”.

While Japan’s bubble had already burst, 

plenty of foreign banks had already set up 

operations here and were in need of qualified 

and capable staff, Le Roux said. Equally, firms 

in other business sectors had made significant 

inroads into Japan and wanted to sign up the 

most talented employees available.

Before the Lehman Shock in 2008, the 

banking sector accounted for about 70% of 

Michael Page business in Japan. This has fallen 

to about 10%, but other sectors have risen to the 

fore in terms of recruitment needs.

Some 80% of the businesses that Michael 

Page assists in finding new staff are foreign, 

with the technology sector currently the largest 

sector for new staff. Firms such as Apple and 

Microsoft are constantly looking for new 

employees, while virtually all require constant 

upgrades to their IT systems.

At present, marketing is faring well, Le Roux 

said, reflecting the fact that the majority of 

foreign entities’ operations here are in the form 

of sales rather than manufacturing. There is also 

constant demand for experts in the legal and 

human resources fields.

The competition in the industry means, 

however, that Michael Page’s consultants in 

Tokyo are constantly striving to provide the best 

possible services.

“It is all about providing a level of service 

that is superior to that of our competitors”, 

Le Roux said. “It’s about constantly building 

our knowledge of the market and people, so 

that when a candidate comes onto the market, 

he or she instantly recognises the Michael Page 

brand. They then register with us because they 

trust us to find the best opportunity for them”, 

he added. 

PUBLICITY

OFFERING THE BEST 
OPPORTUNITIES

Success and demand inspire expansion

Basil Le Roux is managing director of Michael Page Japan.
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by julian ryall

T he government of Prime 

Minister Shinzo Abe has 

declared that promoting 

women in the workplace is a key 

part of its political and economic 

manifesto. But the message is 

not seeping down to the old-boy 

network that still runs Japan Inc. 

and, just as important, to a society 

that appears still to be more 

comfortable with pregnant women 

leaving the workforce to serve as 

housewife and mother.

The question of Womenomics 

and the crossroads that it has 

reached in both Japan and the UK 

was discussed at a spirited British 

Chamber of Commerce in Japan 

seminar on 10 September. Mariko 

Oi, a reporter for BBC World News, 

and Professor Danielle George, 

a professor of engineering at The 

University of Manchester, compared 

and contrasted their experiences.

Oi, nominated for the Nikkei 

Woman of the Year Award, recently 

completed a documentary for the 

BBC exploring the attitudes of 

Japanese women to the workplace. 

She was taken aback at the 

results of a recent survey by the 

Ministry of Health, Labour and 

Welfare that showed 41.6% of 

married women in their twenties 

believe that women should stay 

at home and focus on housework. 

That figure is up from the 35.7% of 

respondents who expressed the 

same sentiment in 2003.

“A lot of my own friends said 

they were glad to be able to stay at 

home rather than go back to work 

after having children”, Oi said, 

adding that her own role model of 

the husband in the average family, 

her father, “is completely hopeless 

and can’t do his own laundry”.

“I grew up thinking that was my 

role—and it’s not easy to change 

that way of thinking in an entire 

society overnight”, she said. “The 

idea of encouraging women to go 

back to work is great, but it’s not 

going to happen if society does not 

support it.

“That is the attitude that has to 

change if the government’s policy 

is to succeed”.

Oi said her own attitude to 

women in the workplace was 

shaped when studying in Australia 

at 16 years of age. Her host mother 

asked how she would take care 

of herself if she got married in 

the future and the marriage 

broke down.

“It took me a while to learn that 

juggling work with having a family 

is possible”, said Oi, who now has 

DEEP-SET ATTITUDE 
HAMPERS WOMENOMICS

Many women still believe in traditional gender roles

an infant daughter. “It’s not easy, 

but it is possible”.

Meanwhile George recently 

demonstrated that being a woman 

is no impediment to taking on an 

imposing challenge, even when 

heavily pregnant.

“There are not many women 

in the sciences and engineering 

in the UK, and even fewer female 

role models”, she said. “I was very 

pleased to be asked to present the 

2014 Royal Institution Christmas 

Lectures, but I would have been 

eight-and-a-half-months pregnant 

at that time and I felt I had to make 

a choice”.

Initially deciding against 

becoming only the sixth woman in 

189 years to present the lectures, 

George said her husband talked 

her around and that her university 

and The Royal Institution were 

both “very supportive”.

The lectures, which included a 

live conversation with Samantha 

Cristoforetti on the International 

Space Station, were a great success.

• Some 41% of respondents said 

women should not work 

• UK government to attract more 

women into careers in STEM

• No Tokyo 2020 tenders for firms 

that miss Womenomics targets

“There is quite a lot going on in 

the UK in science and engineering 

at the moment, and Prime Minister 

David Cameron has expressed 

support for women in engineering”, 

George said.

The government’s campaign to 

attract more women to careers in 

science, technology, engineering 

and maths (STEM) is an effort 

to address “biases and working 

practices” that “result in systematic 

and cumulative discrimination 

against women throughout STEM 

study and academic careers”, 

she added.

The UK target is to double the 

number of women undergraduates 

in these disciplines by 2030.

Japan has set targets for women 

in senior corporate positions, 

said moderator Suzanne Price, 

president of Price Global. As part 

of Womenomics, the government 

says it wants to see 30% of 

managerial and board positions 

filled by women by 2020. As an 

incentive, the government has 

said that firms falling short of that 

requirement will not be permitted 

to tender for contracts linked 

to the Tokyo 2020 Olympic and 

Paralympic Games.

Some seminar participants said 

that the 30% target might not be 

realistic in the immediate future. 

Moreover, the attendees broadly 

agreed that of all the impediments 

that exist, social pressure remains 

the single largest hurdle that women 

in Japan need to overcome. 

BCCJ EVENT

Professor Danielle George The BBC’s Mariko Oi
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Hailing from a range of industries, with experience across 

manufacturing, sport, consulting, government, education and 

media, the judges of this year’s British Business Awards (BBA) are 

certainly a diverse team.

They will be using their specialist experience to decide which members 

and firms of the British Chamber of Commerce in Japan (BCCJ) should 

receive the prestigious accolades. And, with the nominations currently 

flowing into the BCCJ office reportedly being of an extremely high 

standard, the decision-making will be a challenge.

As nominations will close on 30 October, there is still an opportunity to 

nominate those who have made a lasting and positive impact on UK–Japan 

relations over the past year. The six BBA categories are: Company of the Year; 

Entrepreneur of the Year; UK–Japan Partnership; Community Contribution; 

Innovation; and Person of the Year.

As the BBA judges get ready for the task, BCCJ ACUMEN asked them 

each five questions:

1. What will you be looking for in nominations?

2. What advice can you give nominees about presenting?

3. Which three words would you use to describe the ideal candidates?

4. Why do you think you were asked to be a judge?

5. What do you anticipate will be the hardest part of this task?

Judges 
on the spot

Inside the minds of a diverse panel of experts

custom media

BRITISH BUSINESS AWARDS

1. Brian Christian
2. Chris Heffer
3. Masahiro Ibi
4. Yuuichiro Nakajima
5. Mariko Oi 
6. Jean Tomlin OBE
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1

4
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BRITISH BUSINESS AWARDS

Yuuichiro Nakajima
Managing director

Crimson Phoenix Limited

 

1. Nominees will have to show their contributions to 

UK–Japan ties over the past year, as well as their 

skills and passion. Originality of thought and 

approach are a bonus. 

2. Present your story in words I understand. Tell me, 

clearly and concisely, what added value you have 

provided through your products or services that 

nobody else has.

3. Focused, energetic, creative

4. Perhaps it is because I have spent half of my 

working life in the UK and the other half in Japan. 

During this time I have  analysed and worked with 

firms and business people from both countries. 

5. I am hoping that the job will be impossibly difficult, 

with many top quality nominees from among 

whom to choose winners.

Chris Heffer
Director of UK Trade & Investment

British Embassy Tokyo 

 

1. I am looking for a story that contains insight and 

impact. For example, what drove production, how 

was it capitalised on, or what opportunity was 

spotted? And how was it successful? 

2. Tell a story in the way that feels natural to you—

don’t just start at the beginning and bring us up-to-

date. Why not start with something that gets to the 

heart of your key point?

3. Passionate, thoughtful, brave

4. My predecessor, Sue Kinoshita, did this and so 

I am delighted to follow in her footsteps. I’m 

passionate about us being able to showcase, 

bring together, and build on, the best of British 

innovation.

5. I am aware that I might have to keep good relations 

with a lot of disappointed people . . .

Brian Christian
Principal

The British School in Japan

 

1. I will be looking for evidence that the nominee 

values and invests in its people, encourages 

imagination and creativity, and adopts an ethical 

approach to business.

2. I want to hear a genuine, authentic voice: be 

simple, direct and honest.

3. Caring, creative, ambitious

4. The British School in Tokyo has been fortunate to 

win awards—including Company of the Year—

in the last two years.

5.  Every nominee will wish they had the opportunity 

to detail their achievements more fully. Choosing 

between so many deserving contenders on the 

basis of a snapshot is not going to be easy.

Jean Tomlin OBE 
Chief executive

Tomlin&Co. Limited

 

1. Nominees should be strong leaders and role 

models who foster a sense of collaboration, showing 

evidence of the improvements they have made.

2. Be confident. Provide clear and succinct answers 

detailing why you are worthy, what distinguishes 

you, and how what you achieved can be shared and 

adopted by others. 

3. Accountable, role model, inclusive

4.  I spoke at a BCCJ event about the London 2012 

Olympic and Paralympic Games. There was a 

connection between what the BCCJ want and the 

values and objectives of my organisation. 

5.  Trying to choose from among strong nominees will 

undoubtedly be a challenge. It will also be hard 

to gauge the impact of their leadership on their 

organisation or others.

Mariko Oi
Reporter

BBC News

 

1.  For the categories of Entrepreneur of the Year 

and Innovation, I will be keen to find out why the 

business was set up and from where the idea came.

2.  Pretend you are talking to your best friend or 

grandmother: with passion, but without industry-

specific jargon.

3.  Passionate, innovative, inspiring

4.  I am very honoured to be given the opportunity, 

which may be because of my position as the only 

Japanese reporter for the BBC covering business 

news across Asia and especially in Japan. 

5.  This is my first time being a judge, so I am not really 

sure what to expect, but I am very much looking 

forward to it.

Masahiro Ibi
Managing executive officer

Kawasaki Heavy Industries, Ltd.

 1. I will be looking for not only an achievement, but also 

the process undertaken to get there and how nominees 

have formed trustworthy relationships in Japan.

2. The nominees’ approach should be simple and easy 

to understand, but also show they have prepared 

well for the questions posed.

3. Teamwork, sustainability, exciting

4. Perhaps it is because I am a representative of a 

Japanese firm that has a long history of business 

relations with a British firm.

5. I’m sure that each nominee has good points. 

To prioritise those good points and select those to 

receive first prize in their respective categories will 

be a really hard job.
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by julian ryall

R enowned for being a 

gentleman on the track, 

Jenson Button MBE 

demonstrated his polish at an 

event for the British Chamber of 

Commerce in Japan organised 

by GlaxoSmithKline plc and the 

McLaren Technology Group.

In Tokyo ahead of the 

Japanese Grand Prix at the Suzuka 

International Racing Course on 

27 September, Button spoke of his 

love of Formula 1 and the growing 

relationship between GSK and 

McLaren. He took time having his 

photo taken with fans and signing 

autographs at the special event in 

Minato Ward on 23 September.

“It always feels great to be back 

in Japan, which is a very special 

place to me”, said Button. “It feels 

like a second home”.

Asked about the people who 

have inspired him in his career, 

35-year-old Button named Alain 

Prost OBE and Ayrton Senna.

“There have been many 

people who have inspired me in 

life and in the sport, but I grew 

up in the 1980s, a time when 

Senna and Prost were racing”, he 

said. “They were legends of the 

sport and it was wonderful to see 

their different personalities and 

driving styles.

“Senna was very emotional but 

Prost was known as ‘the French 

professor’ because he used his 

head as well as his heart, and that 

is who I have based my driving 

style on”, Button said.

Racing at the very highest level 

requires the driver to be “very 

natural and composed”, so that he 

has time to communicate with the 

team about adjusting the myriad 

settings on the vehicle. That is a 

legacy of first getting behind the 

wheel of a racing car very young, 

he said.

Starting out in karting at the 

tender age of eight, Button first 

drove in F1 for Williams in the 

2000 season. He has also driven for 

Benetton and BAR, before Honda 

took over the team in 2006. In the 

same year, Button won his first 

Grand Prix, taking the chequered 

flag in Hungary.

JENSON BUTTON: HOW I 
BECAME A BETTER DRIVER

GSK and McLaren tie-up offers training, nutrition

An F1 team and one of the 

world’s leading pharmaceutical 

firms may not, at first glance, 

appear to be an ideal match. But 

Button said he has become a better 

driver since GSK and McLaren 

teamed up in 2011.

“I enjoy working on my fitness 

and I am one of the very few who 

does enjoy hurting himself on a 

regular basis by training”, Button 

said. Part of that training involves 

working with the GSK Human 

Performance Laboratory to carry 

out cognitive, physiological and 

body composition assessments on 

each of the drivers.

As a consequence, GSK has 

been able to devise a bespoke 

formula of products from 

MaxiNutrition—a British protein 

nutrition firm—for each of the 

McLaren drivers. These products 

are tailored to replace the precise 

amount of minerals lost, enabling 

drivers to get the most from their 

bodies during a race. 

Driving for McLaren-Honda, 

Button finished the Japanese 

Grand Prix in 16th place after a 

gruelling 90 minutes, during which 

his average speed was over 327kph.

When questioned about robot-

driven racing cars of the future, 

Button said he hopes such a thing 

never comes to pass, because they 

would always make the “correct” 

decision in any given situation. As 

a spectacle, F1 would, therefore, be 

the poorer for it; and he would be 

out of a job. 

• Role models are drivers Alain 

Prost OBE and Ayrton Senna

• Training includes body checks, 

tailor-made nutrition products

 

• Robot-driven racing cars would 

lessen F1 experience

BCCJ EVENT

He went on to win a record 

equalling six of the first seven races 

of the 2009 season with Brawn GP 

and secured the World Drivers’ 

Championship at the Brazilian 

Grand Prix.

He teamed up with fellow 

Briton, Lewis Hamilton MBE, 

at McLaren for the 2010 season, 

and finished the following year 

as runner-up in the drivers’ 

championship. Of the 280 races 

that he has started, Button has 

won 15 and earned no fewer than 

50 finishes on the podium—as 

well as being named Man of the 

Year twice by the cult TV show 

Top Gear.

The GSK Human Performance Laboratory 

[carries] out cognitive, physiological and 

body composition assessments . . .

Jenson Button MBE spoke at a BCCJ event on 23 September.• PHOTO: NINA OIKI
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Blind from birth, Rina Akiyama knew 

from a very young age that she wanted 

to stand on the podium at a Paralympic 

Games and have a career with a firm that 

valued her skills and gave her responsibilities, 

regardless of her disability.

A training instructor at GlaxoSmithKline K.K., 

Akiyama has achieved both ambitions.

“The eight years after I vowed to myself that I 

would stand in the middle of the podium at the 

Beijing Paralympics and listen to the Japanese 

national anthem being played were a time of 

constant hard work and setbacks”, 27-year-old 

Akiyama told BCCJ ACUMEN.

“I was unsuccessful in my university 

entrance exams and I had to give up swimming 

for 18 months”, she said. “I was forced to change 

to swimming freestyle—even though I held the 

world record in backstroke—because the event 

was abolished for the 2008 Beijing Games.

“I experienced many disappointing races 

where success was almost within my reach, but I 

could not quite grasp it”.

According to Akiyama, who is from Isehara 

City in Kanagawa Prefecture, she came close to 

“giving up on my dream many times”, but was 

always spurred on by the image in her mind of 

having that gold medal placed around her neck.

“When I found out that I had won the gold 

medal—by a mere 0.12 seconds—[at London 

2012] I just burst with joy and threw my arms in 

the air”, she said. “And as I felt the gold medal in 

my hands, I was truly glad from the bottom of 

my heart that I had continued swimming and 

stuck it out”.

After graduating with a degree and post-

graduate qualifications in criminal law from 

Meiji University, Akiyama wanted a career in 

training or recruiting. But she was disappointed 

when firms offered her a job and refused 

to make a commitment on the department 

she would be in or the responsibilities she 

would have.

“GSK was clear about my role from the start”, 

she said. “They told me that they wanted me to 

be responsible for one area of the business and 

to draw upon my understanding as a person 

who is completely blind to carry out tasks that 

benefit patients”.

This includes developing Braille products 

and devices, as well as creating and constantly 

enhancing audio instructions.

“They told me that there were many things 

that I could do at GSK—things that only I could 

do, because of my background”, she said. “And 

that was the deciding factor in me joining 

the company”.

GSK is deeply committed to its diversity 

and inclusion (D&I) programme. According 

to Philippe Fauchet OBE, president and 

representative director of GSK, building an 

organisation that embraces differences will 

contribute to its success and sustainability. 

“Diversity drives innovation and helps 

create and cement trusted partnerships with 

both internal and external stakeholders”, 

said Fauchet.

The key, he added, is to develop a culture 

in which people with different ways of thinking 

and from different backgrounds are able to 

accept and respect each other. Those differences 

range from gender to race, religion, orientation, 

language, background and beliefs, as well 

as whether an individual is able-bodied or 

physically challenged.

Support for disabled members of staff 

includes the provision of state-of-the-art 

by julian ryall

EMBRACING DIVERSITY 

Paralympians share their experiences working at a UK firm

Rina Akiyama took a gold medal at the London 2012 Paralympic Games. • PHOTO: TAKAO OCHI

INNOVATION

• GSK Japan employs 45 staff 

with disabilities

• Blind Rina Akiyama uses her 

experiences to help blind patients

• Daisuke Uehara is helping 

disabled children access sports
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wheelchairs, special audio equipment and 

language translators operated by a user’s 

fingers for those with hearing difficulties, 

dehumidifiers for those with skin conditions; 

and high-resolution projectors for those with 

reduced vision.

GSK’s attitude is underlined by the statistics: 

in Japan, 50% of the firm’s board and 31% of 

corporate officers are women, and there are 45 

staff with disabilities. In addition, the firm is 

seeking to employ disabled people aged over 

60 as part of its Orange Senior Programme. 

To date, 12 male employees have taken, or are 

on, childcare leave, a figure incomprehensible 

at many Japanese firms. In 2014, 45% of staff 

used the firm’s Orange Day—a paid day off each 

year—to volunteer for a good cause. 

The firm’s commitment to D&I was also 

the deciding factor for Daisuke Uehara, who 

won a silver medal for ice sledge hockey at the 

Vancouver 2010 Winter Paralympic Games. He 

had been the top scorer for Japan four years 

earlier, at the Turin Games in Italy.

“When I was looking for a job, I focused on 

the type of work [I would do] rather than the 

type of industry, and I looked for companies 

that would hire me for a sales position”, said 

34-year-old Uehara, who was born with a 

congenital disorder.

“But all the companies I approached implied 

it would be difficult to hire someone in a 

wheelchair”, he said. “GSK was the only one that 

said ‘We don’t have a sales representative in a 

wheelchair’, to which I replied, ‘Then I will be 

GSK’s first’.

“GSK was the company that saw me not as 

‘Daisuke Uehara, who is in a wheelchair’ but 

as ‘Daisuke Uehara, who happens to be in a 

wheelchair’, he added. “They focused on me as 

a person rather than my wheelchair. And that is 

what made me decide to join GSK”.

Originally from Nagano Prefecture, Uehara 

works in the firm’s communications division 

and is in charge of internal communications 

and community partnership activities.

“I don’t need much support in terms of my 

working environment or equipment, but the 

company has assisted me with such things as 

ramps”, he said. “I would say that the greatest 

support comes from the consideration the 

company provides in terms of my work—so I 

can pursue my activities as an athlete—and 

during periods when I have to be away to play 

in matches”.

Uehara joined an ice sledge hockey team 

while at university, often starting training at 

3am. As well as representing Japan, Uehara 

played for professional teams in the US before 

retiring in 2014.

“Although I have retired from the sport, I’m 

committed to improving awareness of ice sledge 

hockey in Japan. To give back what I gained 

from the sport, I carry out activities so that more 

people take an interest in the sport”.

Uehara said his ambition is to help to create 

“an environment in Japan that makes it easier 

for more children with disabilities to participate 

in and experience the joy of sports”. 

“Ultimately, I also want to help increase 

the number of athletes and medal-winners in 

Japan”, he added.

It is both outside and within work hours that 

Akiyama and Uehara have had a great impact.

“They are motivated and inspiring 

members of the company, who contribute to 

its innovation agenda with their ideas and high 

spirits”, said Fauchet. “We are very proud to have 

them on our team”. 

Akiyama’s speciality is the 100m backstroke. • PHOTO: TAKAO OCHI

Daisuke Uehara is a sales representative for GSK. Uehara won a silver medal in 2010 for ice sledge hockey.
PHOTO: SHUGO TAKEMI

INNOVATION
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“A n inclusive workplace, where the only 

hierarchy is the hierarchy of ideas, is 

the very foundation for the innovation 

we need as the world changes like never before”. 

This was the recipe for growth and prosperity 

brought to executives of the Keidanren (Japan 

Business Federation) by Inga Beale, chief 

executive of Lloyd’s of London—the world’s only 

specialist insurer and reinsurer—at a keynote 

speech on 25 September. 

Beale, the first woman in the role in the 

327-year history of the firm, was in Tokyo to 

speak about the advantages to the workplace 

of diversity and inclusion, particularly the 

promotion of women. Fostering business 

success through innovation is a core part 

of Lloyd’s corporate ethic, not least in its 

work in Japan, where it is a major supplier of 

reinsurance capacity to the domestic market, 

as well as a growing provider of local policies for 

specialist commercial risks.

Since 2013, the firm has branched out from 

its successful reinsurance business to provide 

warranty and indemnity to Japanese businesses 

that support domestic and cross-border M&A 

transactions. 

“We bring the whole expertise of the Lloyd’s 

market in London and all those syndicates who 

specialise in different things and have done for 

many years”, said Iain Ferguson, president of 

Lloyd’s Japan Inc. “A Japanese company that is 

struggling to find the specialist insurance cover 

it needs to protect and support its business 

ventures at home and overseas would do well to 

talk to Lloyd’s”.

“Lloyd’s has had a long and proud presence 

in Japan”, said Beale, the first Lloyd’s agent in 

the country having been appointed in 1868. 

Today, the three dominant Japanese 

insurers—Sompo Japan Nipponkoa Insurance 

Inc., Tokio Marine Group and MS&AD Holdings—

own more than 16% of the Lloyd’s market: the 

term given to the network of underwriting 

businesses operating under the Lloyd’s umbrella. 

Lloyd’s has always specialised in pioneering 

policies, providing the first cover for earthquakes, 

satellites and the initial aeroplane take-off. It 

was the first insurer to develop a policy for cyber 

attacks, and it now covers 15% of the global 

market for cyber insurance, with 42 Lloyd’s 

syndicates writing cyber products. 

The organisation’s multi-layered structure 

spreads risk, thereby allowing syndicates 

to support unusual ventures and giving 

entrepreneurs the economic protection they 

need to take a calculated risk. Each syndicate 

has its own capital, provided by parent firms 

PUBLICITY

INNOVATION, INSURANCE 
AND INCLUSION 

How Lloyd’s fosters business success

Inga Beale is chief executive of Lloyd’s of London. • PHOTO: PHOTOLIFE.14

Lloyd’s has always 

specialised in 

pioneering policies . . . 

It was the first insurer 

to develop a policy for 

cyber attacks, and it 

now covers 15% of the 

global market for cyber 

insurance.
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or external investors, including individuals 

and private equity. The system is further 

underwritten by a central mutual fund. This 

reinforced structure “has a critical part to play in 

innovation and risk-taking”, according to Beale. 

“Lloyd’s quantifies risks on new technology 

and puts a price on those risks”, she added. “For 

example, Tokio Marine, leveraging the expertise 

of its Lloyd’s syndicate named Tokio Marine 

Kiln, has just introduced standalone drone 

insurance to the Japan market”.

Lloyd’s stands ready to support Japanese 

innovation, yet, Beale said, new ideas 

only “spark” when diverse points of view 

and experience are given equal value in the 

workplace. She cited a 2013 report by the 

Center for Talent Innovation, Inc. in the US 

that found publicly traded firms, which have 

two-dimensional diversity (employees with 

differing perspectives and additional skills, such 

as languages), “were 70% more likely to have 

captured a new market”. 

So, diversity sparks creativity, which fosters 

innovation and growth. Yet, in Japan, women 

hold just 8% of leadership positions, according 

to the consultancy Grant Thornton.

“A staggering 66% of Japanese businesses 

have no women at all in the senior leadership 

teams”, said Beale, noting that, during her time 

in Japan, she had only had meetings with men. 

“Japan needs educated women to stay in work 

after they have children”, she said, citing figures 

from the International Monetary Fund that 

show Japan could increase its gross domestic 

product 8% “if female workforce participation 

hits the same levels as in northern Europe”. 

The answer is not to meet diversity targets 

simply by padding the boardroom with non-

executive directors, as is commonplace in the 

UK, according to Beale. “The real benefit is 

when a business starts treating those women as 

equals, when you have an inclusive, not just a 

diverse, workplace”, she said.

Women must have the confidence to 

speak out at work, she added, advising female 

employees to “believe in your ability and be 

confident. If you know you are good at your job, 

own it”.

According to Beale, inclusivity is the 

cornerstone of corporate success. In Japan, 

global diversification is a well-established 

business model, as firms expand into new 

markets overseas. Lloyd’s provides specialist 

risk management solutions to support this 

process, including “warranty and indemnity, 

political risks and trade credit, and various 

other specialist covers”, said Ferguson. 

“The Lloyd’s market writes business from over 

200 countries and territories worldwide, so we 

are well placed to assist Japanese corporates 

when they do business around the globe. We 

offer that unique mix of specialist expertise and 

geographical spread”, he added.

In an ultra-competitive globalised economy, 

inclusion is the “foundation of the innovation 

that Japan will need to stay ahead of the rest”, 

Beale said. 

PUBLICITY

LLOYD’S CITY RISK INDEX 

2015–2025 
Most residents of Tokyo assume 

that the greatest risk to the city 

comes from earthquakes or 

tsunami. However, new research 

by the Cambridge Centre for 

Risk Studies at the University of 

Cambridge Judge Business School 

shows that typhoons, a stock 

market crash or an oil price shock 

are even greater threats to the 

economy of the world’s largest 

urban area. 

The research, commissioned 

by Lloyd’s, analyses, for the first 

time, the potential impact of major 

risks on the economic output of 

301 of the world’s major cities. 

An increasing part of Lloyd’s 

business is the calculation of fast-

changing emerging risks, resulting 

from globalisation and rapid 

urbanisation radically altering the 

way we live our lives. 

As wealth becomes ever more 

concentrated in vast mega-cities, 

our economies become more 

exposed to the impacts of both 

man-made and natural disasters. 

The Lloyd’s index cites the sub-

prime mortgage crisis, Hurricane 

Katrina and the Great East Japan 

Earthquake as examples. 

Ranking second in the index 

behind Taipei is Tokyo, where 

the amount of GDP at risk is 

calculated to be £100.7bn. 

“An estimated 11% of the 

average annual GDP of Japan’s 13 

largest economic centres is at risk 

in the coming decade”, said Beale. 

“Through this leading research 

we want to raise awareness of 

potential and emerging risks. 

Businesses and governments, 

together with insurers, must 

work together to ensure that this 

exposure—and the potential for 

losses—is reduced”.

LLOYD’S IN JAPAN
In Japan, Lloyd’s offers businesses various insurance products to cover 

such areas as general property, casualty, liability and marine risks.

A range of specialist covers also is offered, including, but not limited 

to, terrorism, political risks & trade credit, contingency, and warranty & 

indemnity. To find out more, contact the bilingual team at Lloyd’s Japan Inc.

Iain Ferguson
President and chief operating officer

iain.ferguson@lloyds.com

03 5656 6926

Mineyuki Yokota
Underwriting services manager

mineyuki.yokota@lloyds.com

03 5656 6954

Inga Beale delivered a speech at the 

Keidanren (Japan Business Federation).
PHOTO: PHOTOLIFE.14



30  bccj acumen, october 2015

Japanese authorities have allowed Briton Matthew Anderson to produce and sell fresh sausages.

H yogo Prefecture-based pub The 

Cricketers is not a typical foreign-run 

bar in Japan. Its owner, a qualified 

butcher, produces authentic British sausages 

and pies, and he has signed a deal with a major 

Japanese meat firm, which enables his products 

to be distributed across the length and breadth 

of the country.

Matthew Anderson, born and raised in Hull, 

East Yorkshire, gained his butcher credentials 

in 2000. That same year, he moved to Osaka. 

He taught English and set up his own English 

school, an enterprise he still runs. On starting to 

miss the taste of British sausages, he decided to 

prepare his own. 

“To make my lessons more interesting, I 

started to make sausages with the customers in 

my own school”, he told BCCJ ACUMEN. “They 

then wanted to buy the sausages, and that led to 

the start of my meat business”.

The introduction of the sausages to the 

students was, for Anderson, a barometer of 

how the Japanese palette warmed to such 

British fare. With customers taking to the food, 

he thought on a bigger scale: maybe he could 

sell his products nationally. 

In 2010, he approached a Japanese meat firm 

with national clout. 

“The first step was to make a partnership 

with Sasayama Ham”, he said. “I explained the 

products that I made, and then we made some 

test batches together”.

The firm liked Anderson’s sausages, as well 

as his pork pies, and the partnership was set in 

stone. Within three months, production of his 

foods was underway in an existing Sasayama 

factory, in the town of the same name, about 

one hour’s drive west of Osaka. But he had to 

meet certain conditions before the plant started 

to make his goods. 

“I had to go through various food safety 

lectures to get a Japanese licence to handle 

fresh meat”, he said. “And I had to get the 

sausages approved by the government. 

ENTREPRENEUR

Sausage supply chain
How one Briton got over the red tape
by tim maughan

Matthew Anderson is 

proprietor of The Cricketers 

in Hyogo Prefecture.
PHOTO: TIM MAUGHAN



There was a problem at first, because there was 

no legislation for fresh meat sausages. Japanese 

sausages are [similar to] German style, so they 

are pasteurised”.

Anderson described his situation as a “case 

study” for the Japanese authorities, owing to 

their decision to consider, and then allow, the 

production and sale of fresh sausages. A bank 

that is a subsidiary of the Japanese government 

agreed to a low-interest loan, enabling him to 

buy equipment to produce sausages and pies on 

a large scale. The sausage machine, he said, has 

a capacity of 100kg.

Today, trading under his firm’s name, 

Bangers N’ Mash, thousands of his sausages 

and pies are sold every month. However, you 

will not see his packaging in the shops yet, as 

his Lincolnshire, Cumberland, and Yorkshire 

sausages are currently sold only to the catering 

trade. In time, he would like to see his products 

sold in supermarkets. With the factory now 

making the sausages under its own steam, 

he said he concentrates on making pork 

pies, as well as looking after the pub and his 

language school.

On the day BCCJ ACUMEN visited The 

Cricketers in Takarazuka City, Anderson and 

his wife Naoe were serving quality ales and, of 

course, Bangers N’ Mash sausages. Up to 10 

individual types of beer are available at any one 

time in the pub. A keg of beer, Anderson said, 

lasts about one week. “The theme is craft beer; 

we don’t sell cocktails”, he added.

Again, wanting to learn the ropes the 

right way, like he did with the butcher trade, 

Anderson approached Japan-based Baird 

Brewing Company, with a view to selling 

their drinks. He then underwent cellar and 

beer pump management training at the 

firm’s Shizuoka Prefecture facility. Unlike in 

the UK, he said, pub owners in Japan do not 

have to apply for a licence to sell alcohol on 

their premises.

Anderson has worked with UK-based David 

Lishman, a well-known butcher and chef, on a 

range of sausage ingredients. In addition, he has 

liaised with a Japanese spice manufacturer to 

ensure that he sources exactly the right blends. 

“I couldn’t import spices from the UK 

because they have preservatives in them”, 

he said. “The Japanese government is really 

strict about what can be brought in. It was too 

difficult, so that is why I have the spices blended 

by a Japanese company”.

English memorabilia decorates the walls 

of The Cricketers, but the trained butcher 

and publican said that these and other UK 

trappings are not there simply to woo the 

customers. Rather, he said, he has assembled 

the assorted objects simply because they are to 

his own tastes. 

“We are not an English theme pub—and we 

don’t sell fish and chips”, he said. 

ENTREPRENEUR

Matthew Anderson with his wife Naoe • PHOTO: TIM MAUGHAN
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A balmy day in southern Osaka, and 

we are presented with a 274kg duo 

of Yorkshiremen: Mike and Brad 

Robinson, a father-and-son team, who are 

British Sumo Federation heavyweight and 

middleweight champions, respectively. 

The Robinsons have travelled from the UK 

to Ohama Sumo Park in Sakai City to test their 

mettle in the 20th Sumo World Championships; 

the showcase competition on the global 

amateur sumo calendar. BCCJ ACUMEN visited 

them on the day before their competition, 

as they settled in after a long-haul flight, and 

prepared for competition the following day. 

Mike, who runs an engineering firm in 

Doncaster, South Yorkshire, weighs in at 160kg. 

Visually, to a layman, he has the characteristic 

sumo shape and mass—a powerful combination 

of fat and muscle. He has two years of sumo 

experience under his belt or, more accurately, 

his mawashi, the famous loincloth that costs 

around £200.

So, what has driven him and his son to fly 

9,000km to this arena? 

“It is the fact that, at 48-years-old, you 

have the chance to represent your country—

and it is an entertaining sport”, he said. 

“The camaraderie is good, and we enjoy the 

travels abroad”.

Brad—of fighting weight 114kg—is 21, 

which is young for a sumo athlete. But Mike 

believes that he has the potential to be world 

champion in the future. Events like the Osaka 

competition are perfect, he said, for training and 

developing skills.

Sumo matches are a series of knockout 

confrontations that last a matter of moments, 

typically between five and 10 seconds. 

“It is very unpredictable”, said Brad, who 

works at his father’s firm. “There was a guy in the 

Netherlands team who went to North America 

and beat everybody there; he didn’t lose once. 

Then he came up against me in Italy, and lost—

and I had only been doing sumo for about a year.

“You have got 90 minutes to play rugby, 

you have 90 minutes to make up if you make a 

mistake. With this, you have seconds, and you 

might be out”, he added.

SPORT

Two generations represent 
UK at Osaka amateur clash

by tim maughan

Brad (left) and Mike Robinson take part in training in Sakai City, Osaka. • PHOTO: TIM MAUGHAN

Dad and son’s  
sumo dream
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Mike refers to their sport as a hobby. 

Intercontinental flights and accommodation 

can be expensive, but the Robinsons benefit 

from some sponsorship support from their 

firm’s customers and suppliers.

To win a sumo competition like this, Mike 

explained, an athlete would need to win 

five rounds. Today, there are 350 athletes, 

representing 30 nations. Remarkably, it is not 

what you might expect. There are bodies of all 

shapes and sizes, and of both genders (though 

the sexes fight separately). The competition 

is split into three categories: lightweight, up 

to 85kg; mid weight, up to 115kg; and then 

heavyweight, over 115kg. 

As we talk in the spectator seating, the 

lightning-quick pace of the matches is evident. 

They are indeed over in seconds, and as a bout 

ends, a fresh pair of athletes quickly enters the 

dohyo (the ring where the combat takes place).

Before a match begins, there is a complex 

set of rituals, which sees the two athletes bow, 

squat, clap hands, and meet in the middle of the 

dohyo. Hand movements, in part, show that an 

athlete is not carrying a weapon—part of the old 

chivalry of the sport. Eyes meet in recognition. 

Integrity and respect are key. 

At the exact moment a fight begins, each 

hand must be touching the ground. When battle 

commences, things move with speed. 

There are different sumo techniques, said 

Mike. While Europeans tend to adopt a wrestling 

style, Japanese choose a “straight drive”.

“The first man to either touch the floor, with 

anything other than toes or feet or, alternatively, 

to be pushed out of the ring, is an instant loser”, 

he added.

A competitive spirit certainly exists in the 

stadium but, at the same time, the camaraderie 

that Mike speaks of is also evident. As the three 

of us watch another fight, a young German 

wrestler sits down a couple of rows in front, and 

turns his head to Brad. In 2016, the two men 

could well meet in combat, as they will be in the 

same weight category. 

“Next year I will beat you”, the German said. 

“That is never going to happen”, said Mike, 

with a smile. 

Brad lost to a Georgian athlete in his first 

fight. Steve Pateman, president of the European 

Sumo Union, described it as “a very tough 

match”. The Georgian went on to win bronze. 

Meanwhile, Mike beat a Thai wrestler in his first 

fight, then lost to a Japanese athlete who went 

on to win the heavyweight category. 

SPORT

DERBY MUM RULES UK RING

Hali Keenan is the UK’s top ranking female 

sumo athlete. The mother of one took 

up the sport three years ago after being 

inspired by watching sumo while studying 

in Japan. 

“I do not have the aggression or 

coordination for boxing, but I have good 

balance, strength, focus and determination, 

which are useful in sumo”, she told 

BCCJ ACUMEN. 

Keenan, who lives in Derby, weighs just 

over 93kg and participates in up to 12 

organised matches per year. To maintain 

an effective fighting physique, her fitness 

regimen includes strength training with 

free weights, judo training, yoga, and the 

use of rowing and elliptical machines. 

Diet is important, too, she said. 

“My diet isn’t unusual. I don’t use sumo 

as an excuse to eat poorly, and I do not 

eat excessively or eat unhealthy foods. 

I consume an average of 1,600 calories 

per day, and eat a lot of raw vegetables, 

unprocessed meat, nuts and eggs.

“I am feeding myself to be strong, not 

big. I am big. Sumo is the only time in the 

world that, for women particularly, being 

big is an advantage”. 

Female sumo athletes wear a leotard 

under their mawashi. Keenan alters her 

fighting styles, depending on her opponent. 

“I have a few hip throws, and some 

techniques that I use when competing with 

similar sized, or lighter females. With heavier 

competitors I am more likely to rely on solid 

form, balance, and strength”, she said.

Focus is key for the short knockout confrontations. • PHOTO: TIM MAUGHAN

Dad and son’s  
sumo dream
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EXCLUSIVE INTERVIEW

On arrival, it is hard not 

to be overwhelmed by 

the atmosphere—the 

quiet sacred sense of Shinto. As 

sumo has its origin in this, Japan’s 

only indigenous religion, all the 

sport’s ceremonies are related to 

purification. Ceremonial papers 

adorn the corners of the Tokyo 

training stable walls, there is a 

small shrine on a high shelf and a 

handmade straw rope on the sand-

covered floor marks out the dohyo 

(ring). In it, wrestlers will perform 

leg stomps to drive away evil 

spirits. Salt is piled at the side of 

the ring: a reminder that it is used 

to purify the ring before a bout.

In the simple room, the 

wrestlers are dressed in loincloths 

for morning training with their 

master, former professional sumo 

wrestler Hideaki Sakaigawa. While 

clearly focused on the task at hand, 

they extended a warm welcome to 

BCCJ ACUMEN. 

“I’m a man of few words”, said 

Gotaro Sawai, known by his ring 

name Goeido. The 29-year-old 

Osaka-born professional sumo 

wrestler’s way of talking is akin 

to that of a modern-day samurai. 

And, at 183cm tall, maintaining his 

“best” weight of 155kg, he looks 

like one, too. 

“Sumo is my life”, he said. “I 

cannot imagine my life without 

sumo; I cannot imagine what I 

would be doing if I were not a 

sumo wrestler today”. Yet, he said 

his life has been a challenging one 

so far.

“I can’t say what my most 

difficult trial has been. Everyday 

is a trial for me”, he said. “Being a 

sumo wrestler is not that easy”. 

Goeido believes the allure of 

sumo—Japan’s oldest sport—for 

him, his fans and supporters, as 

well as children who dream of 

being sumo wrestlers, lies in its 

traditions; it provides a glimpse of 

old Japan.

“In the past, Japanese men 

traditionally had a topknot, and we 

are the only ones who wear their 

hair in this way today”, he said. “I 

think people see the beauty not 

only of the competition, but also of 

the tradition; we show something 

of traditional Japan, which today 

we somehow seem to have 

forgotten”, he said, adding that he 

recognises this desire to maintain 

tradition in the UK, too.

He sees similarities between 

the British Royal and the Japanese 

Imperial families. 

“I like the Royal Family’s way 

of protecting and preserving 

tradition; that really is something 

to admire”, he said.

He saw the participation in 

August of two wrestlers from the 

British Sumo Federation in the 

Sumo World Championships in 

Osaka as further connecting Japan 

and the UK through the world 

of sumo.

“I am really honoured to know 

that they are interested in our 

traditions”, he said. “I would be 

really happy if British people came 

to share in the real sumo tradition: 

to start with a bow and end with a 

bow. Sumo is not just a sport, and 

this is very, very important”. 

Daily life
Every morning, the wrestlers in 

Goeido’s stable get up early and 

practice together until noon. They 

then shower and redo their hair 

in the traditional style, followed 

by a lunch of chankonabe (a 

stew combining fish, meat and 

vegetables).

“I usually have a nap in the 

afternoon”, Goeido said with a 

smile, “but I also go to a gym nearby 

for training. Then, in the evening, 

I generally go out for a yakiniku 

(Japanese-style BBQ) dinner, often 

with my supporters. To keep my 

Chivalry and warriors
Goeido: two nations keep traditions alive
text and photos by nina oiki

Gotaro Sawai, known by his ring name Goeido

The sumo wrestler’s in Goeido’s stable train together every morning.



bccjacumen.com  35

best weight, I don’t eat rice. My 

favourite food is definitely yakiniku 

and I eat it almost everyday. In most 

of my free time, I sleep. I always 

sleep whenever I have time”. 

He said physical training, which 

is closely connected to mental 

training, is important. 

“I don’t train my mind to win, 

because this feeling should come 

with physical training. Experience 

and confidence, which come 

from physical training, are all that 

matters. The mind or spirit should 

always follow the body”, he added.

Rise to the top
“When I was a child, I was naughty 

so my mum decided to send me 

to a nearby sumo tournament 

for children”, said Goeido. “I 

didn’t particularly like sumo 

at the beginning but, little by 

little, I became interested as I 

grew stronger; I loved the feeling 

of winning”. 

While he tried a range of 

sports, including swimming and 

baseball, he decided to become a 

professional wrestler on entering 

Saitama Sakae High School, one of 

the most famous high schools for 

sumo. After having won 11 national 

titles—and handling the associated 

fame—while still a student at 

the school, Goeido made his 

professional debut in 2005. 

All sumo wrestlers have 

their own shikona (ring name), 

and Goeido decided his with 

his master. 

“Goeido is made up of three 

kanji (Japanese characters), he said. 

“The first, meaning ‘power’ and 

‘splendour’, comes from my real 

name, Gotaro, and from my master’s 

name. The second, meaning ‘glory’ 

and ‘to shine’, comes from the name 

of my high school. The last, meaning 

‘the way’, comes from the idea of the 

philosophy of sumo—training to 

cultivate its three principles, spirit, 

technique and body.

In 2007, he reached the 

makuuchi division, the top of 

the six divisions in professional 

sumo. Since then, Goeido has 

been regarded as one of the most 

promising wrestlers. In July 2014, 

the Japan Sumo Association 

appointed him ozeki (the second-

highest rank after yokozuna). 

Reflecting the honour and 

perseverance in sumo, on hearing 

the decision he said he would “live 

up to the Yamato (Japanese) spirit”.

When asked what his goal is, 

he said: “without a doubt holding 

a championship cup”. There is 

pressure on Goeido that he will 

win, so he is striving to meet those 

high expectations. 

Surprising findings
Goeido’s friend and rival, 

Yasunari Miyamoto (ring name 

Myogiryu) belongs to the same 

stable. Together they have been 

developing their skills through 

friendly rivalry since they were 

schoolmates. Like Goeido, 

Myogiryu has been considered 

an influential wrestler since his 

professional debut in 2009. Today 

he is sekiwake (third-highest rank). 

Last spring, Myogiryu appeared 

in a green tea commercial, in 

which he showed that his body 

mass index comprises only 22% fat. 

“I don’t really do anything 

special to keep my body in its 

condition except the usual sumo 

training”, he told BCCJ ACUMEN. 

“Goeido eats meat every day but 

I don’t usually eat meat; instead I 

eat fish”. 

His motto is patience: a 

testament to having overcome 

a number of serious injuries. 

And, while his way of thinking 

might sound like that of a stoic 

athlete, there is another side to 

the wrestler. 

“My hobby is collecting bags, 

especially leather ones”, he said, 

adding that he is a regular user of 

British brand Globe-Trotter. 

Sakaigawa has been to the UK. 

In 1991, when he was still a sumo 

wrestler, he attended the Japan 

Festival at the Royal Albert Hall 

in London, which he said was “an 

amazing experience”.

“The UK and Japan share the 

same ideas of the way of chivalry 

and the warrior”, Sakaigawa told 

BCCJ ACUMEN. “I believe we 

somehow share a similar way 

of thinking, even though we are 

geographically distant”.

Grand sumo tournaments 

might be a chance for us to see 

these modern-day samurai, while 

also considering the importance 

of maintaining tradition through 

sport, especially when looking 

ahead to the Tokyo 2020 Olympic 

and Paralympic Games. 

EXCLUSIVE INTERVIEW

The ring is marked out by straw rope.A Shinto shrine is in the stable’s training room.

Goeido (left) trains with his fellow wrestlers.



36  bccj acumen, october 2015

Y ou intend to live here? 

The question greeted 

us as we began to fulfil 

our long-held dream of living in 

the countryside. Yet the speaker 

was not querying us so much 

as expressing her astonishment 

that anyone would want to live 

in her neighbourhood, albeit it 

is a picturesque village nestled 

in the beautiful surroundings of 

the Kunisaki Peninsula in Oita 

Prefecture.

In the early days after our 

arrival, the idea that someone could 

find good reason, other than birth, 

to live here was a common refrain 

amongst most locals we met. After 

all, even the majority of those born 

here over the past 50 years had left. 

Why would anyone be attracted to 

the place? What could be achieved 

here? Yet, over the intervening 13 

years, we have found a happy home 

where we are raising a family, 

and an environment in which we 

focused development on making 

Walk Japan into a successful 

travel business.

The locals, however, had 

good reason to be sceptical. For 

decades, Japan’s declining and 

ageing population has been 

an increasingly serious issue 

in rural areas. As things stand, 

the prognosis for maintaining a 

healthily functioning society in 

much of the countryside is poor.

Since its inception nearly 25 

years ago, Walk Japan has taken 

thousands of overseas visitors 

to bucolic, off-the-beaten-track 

areas of the country. One of the 

firm’s founders has spent his whole 

academic career researching the 

population issues facing rural 

Ayabe City in Kyoto Prefecture. 

And, it was my personal interest 

in rustic life—nurtured as a child 

in and around the orchards and 

hop fields of Kent—that was the 

principal motivation that led me 

back to the countryside. 

Given this confluence of 

business, as well as academic and 

personal interests, establishing 

Walk Japan’s Community Project 

was a natural progression. It is 

now at the core of Walk Japan’s 

CSR programme.

Launched in 2010, the project 

is a long-term commitment by 

us, both as individuals and as 

a corporate entity, to reinvest 

in our village in Kunisaki, and 

help sustain it by working with 

locals and caring for the wider 

landscape. Activities include re-

establishing natural woodlands 

and maintaining cedar plantations; 

reviving arable fields and creating 

orchards; caring for long-neglected 

park areas; and renovating 

disused buildings. 

In addition to farming our own 

land, we assist our neighbours in 

tilling their fields, and planting 

and harvesting their crops. These 

activities have now reached a 

sufficient scale and momentum 

for us to see tangible, positive 

results in the villagers’ lives and 

surroundings. This investment 

of time and money also has the 

virtue of creating an environment 

suitable for sustainable tourism.

Our business, running tours 

exploring the country from 

Hokkaido to Okinawa, has always 

had a strong and direct local 

economic impact wherever we 

operate. We use mostly family-

owned businesses, such as 

restaurants and inns, providing 

them with a regular and stable 

source of income. Our tours in 

Kunisaki similarly support local 

PUBLICITY

commerce. With 17 members of 

staff working in our office here, 

we are the largest employer in our 

village—and the impact of our 

business is all the greater for it.

Earlier this year, Katsusada 

Hirose, governor of Oita Prefecture, 

and Satoru Nagamatsu, mayor 

of Kitsuki City, visited us to learn 

first-hand about our business 

and community project. We also 

discussed our most ambitious 

project to date: the redevelopment 

of the local, disused elementary 

school as a locus of small-scale 

enterprises, local and international 

community interaction, housing, 

cuisine, art, education and tourism. 

Our hope is to create a potent 

and practical symbol for a more 

sustainable society, economy and 

environment.

Recently, a local farmer and 

senior member of our community 

dropped by for our regular meeting 

to discuss progress being made 

with the Community Project, 

including the school. With a 

palpable sense that, together, 

we are proceeding to help create 

a more vibrant community, all 

scepticism about the future is 

becoming a distant memory.

All customers on our tours to 

the Kunisaki Peninsula participate 

in our Community Project. 

However, we warmly welcome 

anyone interested in paying us a 

visit to see what we are doing. 

www.walkjapan.com

by paul christie

TOURISM AND CSR 

A sustainable community in Kunisaki

Walk Japan’s Paul Christie (right) with Katsusada Hirose, governor of Oita Prefecture
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Oakwood

9-7-4 Akasaka

Minato-ku

Tokyo 107-0052

Sales team

03-5412-3131

midtown@oakwoodasia.com

www.oakwoodasia.com

Oakwood is the perfect choice of accommodations for business and leisure travellers 

who want the comfort of a home and the amenities of a hotel. 

With a wide range of locations, styles and budgets, we offer the finest serviced 

apartments for travellers looking for short or extended stays, with three choices of 

living: Oakwood Premier, Oakwood Residence and Oakwood Apartments. We listen to 

our customers and put their needs at the heart of everything we do. We are committed 

to excellence and always passionate about having sincerely satisfied and loyal clients.

Each apartment includes a full kitchen, furniture and essential housewares, and there 

are onsite laundry facilities. Maid service is also available. 

AREAS OF EXPERTISE

• Oakwood Premier Tokyo Midtown

• Oakwood Residence  

Roppongi T-cube Tokyo

• Oakwood Residence Aoyama Tokyo

• Oakwood Residence Akasaka Tokyo

• Oakwood Residence  

Azabujuban Tokyo

• Oakwood Apartments  

Shirokane Tokyo

• Oakwood Apartments  

Roppongi Central Tokyo

• NEW-Oakwood Apartments  

Ariake Tokyo

The A-List of MICE, Travel & Leisure

Hotel Granvia Kyoto is an integral part of the JR Kyoto Station Building complex, 

a visually striking architectural masterpiece that includes a department store, a 

museum, a 941-seat theatre and a vast underground shopping mall. From this 

convenient location, hotel guests have direct and easy access to Kansai International 

Airport and major metropolitan destinations across Japan.

There are 13 banquet halls of varying sizes. These halls can be sub-divided into a 

maximum of 17 separate rooms, with a total area of 3,000 square metres.

The banquet halls are equipped with advanced simultaneous interpretation systems 

that are able to provide support in up to six foreign languages. Complementary Wi-Fi is 

available throughout the venue.

Hotel Granvia Kyoto

JR Kyoto Station, Karasuma Chuo-guchi

Shiokoji-sagaru, Karasuma-dori

Shimogyo-ku, Kyoto 600-8216

Shiho Ikeuchi, director of overseas marketing

075-344-8888

osm@granvia-kyoto.co.jp

www.granviakyoto.com

AREAS OF EXPERTISE

Located in the heart of the world-renowned international tourist destination of Kyoto, 

we are within walking distance of many popular sites and facilities, and a short bus, 

train or taxi ride to many others.

Walk Japan offers authentic and enjoyable tours to discover the country and its 

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

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

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

that frequently remain elusive to many visitors.

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

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

Walk Japan

529-1 Matamizu, Ota 

Kitsuki

Paul Christie

090-5026-3638

pchristie@walkjapan.com

www.walkjapan.com

AREAS OF EXPERTISE

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

year. Tours include:

Walking tours

• Nakasendo Way

• Kumano Kudo Pilgrimage

• Basho Tour

• Hokkaido Hike

• Okinawa Voyage

Short-stay tours

• Kiso Road

• Tokyo Tour

• Kyoto Tour

• Yakushima Adventure

Custom tours

• Golf

• Yoga retreats

• Winter photography

• School residentials
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A t the start of this new academic year, 

The British School in Tokyo (BST) 

can look back on 12 very successful 

months. In September 2014, the school 

welcomed more students than ever before; at 

the 2014 British Business Awards in November, 

hosted in Tokyo by the British Chamber of 

Commerce in Japan, we were honoured to be 

named Company of the Year; in March, the UK’s 

Independent Schools Inspectorate rated the 

school Excellent—the highest grade—in all eight 

standards; and, in July, the graduating class of 

2015 achieved record-breaking A Level results, 

with graduates going on to win places at some of 

the world’s most prestigious universities. 

It was a very good year but, at BST, we tend 

not to spend too much time dwelling on past 

success. It is what happens next that counts. 

The year ahead promises to be one of similar 

progress and achievement. Once again, we 

have more students than ever before, with 

our pre-university A Level programme and 

the Cambridge IGCSE curriculum for 14–16 

year-olds proving to be particularly attractive to 

young people of all nationalities. 

We are delighted to welcome Brian Platts 

as our new head of the secondary. With a far-

reaching vision for this rapidly growing sector 

of the school, he is an experienced international 

educator who has already made it clear that his 

focus will be on the development of the highest 

standards of teaching and learning.

While academic excellence is always a 

priority—and our results are consistently far 

above the UK national averages—it is also clear 

that our care for each student as an individual, 

our focus on character development, and our 

offer of a rounded education extending well 

beyond the four walls of the classroom, have all 

struck a chord with the many parents who share 

our values. Opportunities to practise teamwork 

and leadership; to explore and build confidence; 

as well as to exhibit and perform are every bit as 

important as exam preparation.

Underpinning all that we do at BST is our 

simple model of the young learner we aim to 

nurture here. This template guides us as we 

seek to encourage in our students the skills and 

attributes that we believe will help them meet 

the exciting challenges they will face in what 

has become a demanding and rapidly changing 

world beyond school.

There is no doubt that good schools are 

built on the vision, commitment and talent of 

good people. Almost without exception, our 

teachers are recruited from the best schools 

in the UK or from other highly rated British 

international schools around the world. We are 

also distinctive, I think, because we know that 

finding the right people is crucial to our future—

and to that of our students—and thus insist 

on seeing each one of them teach in their own 

schools before any appointment is confirmed. 

Only the best will do.

BST and the community it supports 

can be proud of the progress of the past 

25 years, and of the achievements of the last 

12 months. Yet, it is the future that counts: the 

goals for the next academic year, the journey 

towards the next milestone anniversary. 

Perhaps it is this ambition, this rejection 

of complacency that has resulted in the 

school’s nomination as British International 

School of the Year for 2015. Or perhaps it is 

simply because we have the right people in 

the right place, all playing in tune with each 

other. Why not come to see us and judge 

for yourself? 

PUBLICITY

by brian christian

A WORLD-CLASS EDUCATION

What The British School in Tokyo offers

Pupils of the British School in Tokyo take part in a science experiment.
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by julian ryall

R ight up until his death 

in March, the founder of 

the National Ex-Services 

Association (NESA) was vocal in his 

criticism of the British government 

for refusing to recognise the 

suffering of a former navy mechanic 

who believes that exposure to 

radiation after the bombing of 

Nagasaki is the cause of his cancer.

Arthur Lane was fighting on 

behalf of Lewis Philbrick, 86, 

who was with a group of Allied 

scientists who visited the site of the 

second atomic bomb about one 

month after the end of the war.

Within hours, his gums began 

to bleed, his teeth became loose 

and he developed sores on his lips. 

In 1984, Philbrick was diagnosed as 

having cancer. Seven operations—

in which part of his jaw and skull 

had to be removed—have left him 

severely disfigured.

Philbrick, of Colchester in 

Essex, says he is not seeking 

compensation from the Ministry 

of Defence (MoD). All he wants, 

he told British media, is a meeting 

with ministry officials who have 

refused to meet him for five years, 

and recognition that his service led 

to years of suffering.

“All I can ask for is one-to-one 

talks, which would give me the 

chance to respond immediately to 

whatever the MoD representative 

comes back with”, he said.

He says he will never be able to 

escape the disease that has caused 

him such pain over the years.

“I can’t forget, because every 

time I look in the mirror, it is there”, 

he said. “My greatest worry is, 

‘when is it coming back?’”

Philbrick’s experiences at the 

hands of MoD bureaucrats come as 

no shock to Lane, who spent more 

than three years as a prisoner of war 

(POW) after being captured at the 

fall of Singapore in February 1942.

“I am not in the least bit 

surprised”, the 93-year-old founder 

of NESA said in an interview from 

his home in Stockport, Cheshire, 

shortly before his death.

“The theory among the majority 

of those who served in the Second 

World War is that there was a war 

in Europe with several campaigns 

or clashes in Italy, Africa, the 

Middle East and the Pacific—and 

that was dubbed the American 

War”, Lane said.

CALL TO MARK  
VETERAN’S PAIN

Campaign for those of less famous conflicts

“Over the years, it has become 

accepted fact [in Britain] that there 

was only one Second World War 

and that was in Germany”, he said.

According to Lane, there has 

been relatively little mention of 

British troops’ involvement in 

a number of clashes, from the 

12-year guerrilla insurgency in 

Malaya starting in 1948, to the 

Mau Mau uprising in Kenya in the 

1950s and, more recently, the roles 

the troops played in Oman, Bosnia, 

Kosovo, Sierra Leone, Iraq and 

Afghanistan.

“In every one of these 

campaigns, British soldiers 

gave their lives”, Lane said. “And 

for what?”

Lane campaigned for greater 

recognition for former British 

service personnel since forming 

NESA in the 1980s.

“The British government 

should follow the example of the 

Americans and show some respect 

to its veterans”, he said. “Even 

though, for some of us, it’s a bit late 

in the day. I am possibly one of the 

last former POWs of the Japanese 

and I had to fight for part of my 

war pension from 1949 until 1992, 

when I was finally awarded an 18% 

increase on a pension that was 

originally 13 shillings a week”.

Naturally, Lane fully supported 

Philbrick’s claim for recognition 

from the British government.

Philbrick’s cousin was killed 

in the conflict in the Pacific. He 

was also among the teams that 

liberated POW camps and was 

one of the first people to witness 

the scale of the devastation 

wrought after the atomic bomb 

was dropped on Nagasaki on 

9 August 1945.

Naval doctors diagnosed 

him as suffering from gingivitis 

and pleurisy.

“When I went to the doctor at 

the time, they didn’t take a great 

deal of notice because a lot of 

people were coming forward with 

symptoms and they were being 

put down to heat exhaustion”, 

he said.

The end of World War II in Asia 

came on 15 August, 1945.

After returning to Britain in 

1946, Philbrick spent six months in 

Colchester Military Hospital before 

staying for extended spells in two 

other Royal Navy hospitals. 

WAR

Arthur Lane was founder of the National Ex-Services Association.



by dr greg story
president, dale carnegie training japan

Doing more, better and faster with less, screams 

of innovation. This could be at an incremental 

level—a kaizen (betterment) approach of 

continuous improvement or it could be through 

breakthrough leaps. Either way, there is a 

dynamic in play between processes and people 

that is critical for our success. How much scope 

can we allow in the creative process? At the 

practical level, this is really asking how many 

mistakes—and how huge—we will tolerate to 

achieve idea generation.

Managers manage processes. Leaders also 

manage processes, but they have an additional 

and important role to build people who can come 

up with ideas. In any workplace there will be 

some degree of compliance required regarding 

regulations, laws, safety concerns and so on. If 

these are overly tight, then there is usually not a 

great deal of tolerance for errors. If it is a laissez-

faire environment, with no controls, then we will 

wind up in court and possibly in jail. Somewhere 

between compliance and chaos is the sweet spot 

environment most suitable for our people to be 

really innovative.

By its very nature, change requires us to step 

out of our comfort zone, because we are either 

doing something old in a new way or something 

completely new. Getting people to step out of 

their comfort zones is fraught with difficulty. 

How do we encourage people to come up with 

new and creative ideas? Standing in front of the 

whiteboard, felt pen at the ready and looking 

expectedly at the audience for their ideas is 

probably one of the most common—and one of 

the worst—methods. To top it off, saving time 

by critiquing the idea flow as it emerges is a 

guaranteed innovation killer. 

Take a good look around your organisation 

and check how you encourage the pursuit of 

ideas and do your brainstorming. Your actual 

technique may be harming the idea creation 

environment. If this concerns you, let me know, 

because we have a great system for producing 

ideas from the whole team, instead of just from 

the usual boisterous, noisy three.

In the messy process of innovation there will 

be mistakes. Accepting this in theory is pretty 

easy, but what about confronting it in practice 

when the buck stops with you? What is the 

environment for reporting mistakes or problems? 

Usually, the boss finds out about trouble last—

after everyone has done a sterling job to cover it 

up. The truth only emerges when the issue can’t 

be hidden anymore. Why is that? 

A workplace recording many violations 

of procedure and one reporting few will be 

looked at differently. The location that has 

many incidents will seem to indicate a poor 

compliance environment (and by extension 

pathetic leadership). But, in fact, it may be the 

other way around. The workplace reporting 

few incidents may be wizards at hiding bad 

stuff, while the one with many may be where 

mistakes are encouraged as part of the learning 

process. Constantly encouraging ideas and 

experimentation, but also faithfully recording 

errors for root cause analysis as part of the 

creative process, could be seen as failure if 

the results are judged simply by the number of 

violation incidents. We need to look past the 

numbers to what type of environment the leader 

has created.

How we celebrate failure—where we draw 

the line between compliance and crazy, and 

how we deal with mistakes—is being very 

carefully observed by the whole team. If there 

is an environment of trust, in which mistakes 

are accepted as part of the process of creative 

change and ideas are not critiqued as they 

emerge, then the team will feel safe to suggest 

their ideas. Leaders who can build this type 

of environment are treasures. If you work in a 

blame culture with rapid retribution for failure, 

start praying your competitors haven’t figured 

out the balance needed between mistakes and 

innovation. If they have, in time they will win 

and you will lose. 

PUBLICITY
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the royal british legion, tokyo branch

On 11 November, 

Remembrance Day, 

Commonwealth nations 

pause in respect for the brave men 

and women in their armed forces 

and all who sacrificed their lives 

for freedom. 

In Japan, there is an annual 

ceremony in the Commonwealth 

War Cemetery, constructed in 

1945 in Yokohama City. This 

Remembrance Day, ambassadors, 

heads of Commonwealth missions, 

diplomats and representatives 

of various service and other 

organisations will gather there to lay 

wreaths at The Cross of Sacrifice. 

The Commonwealth War 

Graves Commission maintains 

the cemetery on behalf of the 

governments of the UK, Canada, 

Australia, New Zealand, South 

Africa, India and Pakistan. It is the 

only such site in Japan, and contains 

almost 1,900 World War II-related 

burials and commemorations. Most 

are British, other Commonwealth, 

Dutch or US soldiers, sailors, airmen 

and merchant fleet personnel 

who died as prisoners of war in or 

near Japan. There is also a section 

for those who died while serving 

with the British Commonwealth 

Occupation Force in 1946–’48 or in 

the Korean War of 1950–’53.

The Royal British Legion is the 

UK’s custodian of remembrance. 

It plays a key role in safeguarding 

the covenant between the nation 

and its armed forces through the 

annual Poppy Appeal in the weeks 

leading up to Remembrance 

Day. The legion was founded 

in 1921 after WW I to help care 

for wounded service personnel. 

That work continued throughout 

World War II, the Korean War, the 

Falklands War, the Gulf War and, 

more recently, operations in Iraq, 

Afghanistan and elsewhere. Sadly, 

there are always service men and 

women and members of their 

families in need of assistance. 

More than 12,000 British men and 

women have been killed or injured 

in active service since 1945.

WHAT IS THE POPPY APPEAL?

The real story behind the symbolic red flower

The legion is one of the UK’s 

largest membership organisations. 

It welcomes people of all ages, 

whether or not they have served 

in, or have connections to, the 

armed forces. It is also one of 

the nation’s biggest charities, 

providing financial, social and 

emotional support to millions 

of former and current service 

personnel, their families and 

dependants. One recent major 

initiative is the Battle Back Challenge 

Centre in the West Midlands, set 

up to help rehabilitate young men 

• Remembrance Service this year 

will be on 11 November

• Royal British Legion supports 

former, current service personnel

• The poppy is a symbol of hope, 

not support for war

and women incapacitated while 

serving their country.

The Poppy Appeal

During World War I, much of the 

fighting was in western Europe. 

The combatants blasted beautiful 

countryside into bleak and 

barren fields of mud where little 

or nothing could grow. Although 

delicate, bright red Flanders 

poppies flourished amid the death 

and destruction. The sight inspired 

Canadian Lieutenant Colonel John 

McCrae MD to pen In Flanders 

Fields in May 1915, shortly after 

losing a friend in Belgium. 

The poem prompted US 

academic Moina Michael to make 

and sell red silk poppies that Anna 

Guérin of France took to England. 

When formed in 1921, the Royal 

British Legion ordered 9mn poppies 

for sale on 11 November that year. 

They sold out almost immediately, 

raising more than £106,000—then 

a considerable sum—to help war 

veterans with employment, housing 

and other needs. The following 

year, Major George Howson MC set 

up The Poppy Factory in Surrey to 

employ disabled ex-servicemen. 

Now, that factory and the legion’s 

warehouse in Kent produce more 

than 40mn poppies each year for 

the Poppy Appeal.

Wearing a poppy is a personal 

choice and is greatly appreciated 

by those it helps. 

www.britishlegion.org.uk

REMEMBRANCE

THE POPPY IS:
A symbol of remembrance and hope

Worn by millions of people
Red because it is the colour of Flanders poppies

THE POPPY IS NOT:
A symbol of death or a sign of support for war

A reflection of politics or religion
Red to reflect the colour of blood
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ARTS
1

29 OCTOBER– 
1 NOVEMBER

Richard O’Brien’s The Rocky 

Horror Show

Featuring book, music and song 

texts by English actor and writer 

Richard O’Brien, this humorous 

musical will be the 119th season 

opener for the Tokyo International 

Players. The performance is 

recommended for mature 

audiences only, and participation, 

including costumes, is encouraged.

PHOTO: TOKYO INTERNATIONAL PLAYERS

Theater Sun-mall, Shinjuku

Sun-mall Crest Bldg. B1 

1-19-10 Shinjuku 

Shinjuku-ku, Tokyo

29 October: 7pm

30 October: 7pm

31 October: 1pm (followed by 

director’s talk), 7pm

1 November: noon, 6pm

Adults: From ¥4,500

»www.tokyoplayers.org/index.

php/en/extras/k2/k2-categories/

item/35-the-rocky-horror-show

090-6009-4171

◉ Free tickets

We are giving away one pair 

of tickets to the 29 October 

performance commencing at 7pm. 

2

30 OCTOBER– 
3 NOVEMBER

Tales of Hoffmann

This dramatic ballet is 

choreographed by Peter Darrell, 

one of the founders of the Scottish 

Ballet. Its characteristically 

British form demands expressive 

UK EVENTS IN JAPAN
COMPILED BY 
KANA SHIMOYOSHI

power and technical skills of 

the performers to tell its love 

story. With scenery and costume 

design provided by Japanese 

designers, Tales of Hoffman is a 

distinctive National Ballet of Japan 

production.

New National Theatre, Tokyo

1-1-1 Hon-machi 

Shibuya-ku, Tokyo

30 October: 7pm 

31 October: 1pm, 6pm

1 and 3 November: 2pm

Adults: From ¥1,620

»www.nntt.jac.go.jp/english/

productions/detail_006160.html

03-5352-9999

3

5 NOVEMBER

Collabro: First Japan Tour

This chorus group won the reality 

TV show, Britain’s Got Talent, in 

2014.  Specialising in musical 

theatre, Collabro’s debut album 

“Stars” was ranked No. 1 in the 

UK on its release in 2014. Their 

second album will be released 

on 3 November.

Bunkamura, Orchard Hall

2-24-1 Dogenzaka 

Shibuya-ku, Tokyo

7pm

Adults: From ¥7,500

»www.collabro-japan.jp/

050-5533-0888

◉ Free gift

We are giving away three posters 

featuring Collabro’s second album.

1

2

3
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◉

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

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

coordinator@custom-media.com.

Winners will be picked at random.

4

7–8 NOVEMBER

Julian Opie artworks from the 

Kumagai collection

About 30 artworks, including 

portraits and LED creations, by 

London-born modern artist Julian 

Opie will be exhibited. Opie’s work 

has previously been on display at 

the British Museum and National 

Portrait Gallery in London, as well 

as the Tate Gallery in Liverpool.
PHOTO: KEIZO KIOKU

GMO Gallery (among 

other locations)

Cerulean Tower 11F 

26-1 Sakuragaoka-cho 

Shibuya-ku, Tokyo

11am–6pm

Adults: ¥300 (including one drink)

»http://gallery.gmo.jp/

03-5456-2695

◉ Free tickets

We are giving away five pairs of 

tickets to this event. 

5

20 NOVEMBER– 
27 DECEMBER

Hats Off!

This will be the first Japan 

exhibition for London-trained 

milliner Misa Harada. After 

graduating from the Royal College 

of Art and training under royal-

appointed milliner Frederick Fox 

LVO, Harada launched her niche 

brand in 1994. She designed a hat 

for Queen Elizabeth to wear at her 

50th anniversary parade.

Pola Museum Annex

Pola Ginza Bldg. 3F 

1-7-7 Ginza 

Chuo-ku, Tokyo

11am–8pm

Adults: Free

»www.po-holdings.co.jp/m-annex/

03-5777-8600

6

21 NOVEMBER

Bach Collegium Japan 115th 

Subscription Concert

British soprano Carolyn Sampson 

will perform in this special 

performance of Bach Collegium 

Japan. Founded in 1990 with 

the aim of introducing Japanese 

audiences to period instrument 

performances of works from the 

Baroque period (17th and early 

18th centuries), the group have 

performed at the BBC Proms 

and the Edinburgh International 

Festival, and have received a BBC 

Music Magazine Award.
©MARCO BORGGREVE

Tokyo Opera City Concert Hall: 

Takemitsu Memorial

3-20-2 Nishi-shinjuku 

Shinjuku-ku, Tokyo

3pm

Adults: From ¥5,000

»www.bachcollegiumjapan.org/

en/concerts/

03-5301-0950

◉ Free gift

We are giving away three 

photo albums featuring 

Bach Collegium Japan.

6

5

4
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UK–Japan events

1  |  BCCJ EVENT

Graham Davis, British Chamber of Commerce 

in Japan (BCCJ) Executive Committee (Excom)

member, and Rowan Conway, director of 

research and innovation at the Royal Society for 

the Encouragement of Arts, Manufactures and 

Commerce, spoke at a BCCJ event, “Volunteers, 

Community and Legacy—How 2020 Can 

Change Japan”, at the ANA Intercontinental 

Tokyo on 29 September.
PHOTO: NINA OIKI

2  |  BCCJ EVENT

BCCJ President David Bickle, BCCJ Excom 

member Steve Crane, Global Sporting Events 

Assistant Nina Oiki and BCCJ Executive 

Director Lori Henderson MBE attended a BCCJ 

event with F1 driver Jenson Button MBE in 

Minato Ward on 23 September (see page 25).

3  |  BUSINESS

BCCJ ACUMEN publisher and BCCJ Excom 

member Simon Farrell (left) and Iain Ferguson, 

BCCJ Excom member and president of Lloyd’s 

Japan Inc., attended a speech by Inga Beale, 

chief executive of Lloyd’s of London, at the 

Keidanren (Japan Business Federation) 

on 25 September (see page 19).
PHOTO: PHOTOLIFE.14

4  |  EDUCATION

The first workshop of Playable City Tokyo—a 

platform that invites people to think differently 

about the city and generate social dialogue 

through play—launched by the British Council 

in partnership with the Watershed media 

centre, Bristol, was held at Toranomon Hills 

on 12 September.

5  |  TOURISM

Ashley Harvey, VisitBritain; Catherine 

Fannin-Peel, Shakespeare’s Birthplace Trust; 

VisitBritain interns Taka Ueta and Sunny 

Gladish; Katie Bentley, Marketing Birmingham; 

and Tomoko Hisaki and Katsue Takeshima, 

VisitBritain, hosted a Heart of England event at 

the British Embassy Tokyo on 7 September.

COMMUNITY

1

3 5

4

2
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COMMUNITY

Japan Matsuri, London

Japan Matsuri 2015, a festival of Japanese culture celebrating the friendship between Japan and 

the UK—and in particular, this year, the 150th anniversary of the arrival of the Satsuma Students—

was held in London on 19 September. Highlights included appearances by special guests and 

Kagoshima mascots, as well as displays of fashion, sport, music and dance. • PHOTOS: BRIAN VALENCIA
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by dr anthony drennan

Dentists primarily have an 

image of only “drilling and 

filling” patients; however, 

we also are in tune with detecting 

any abnormalities in the mouth. 

Checking for signs of oral cancer is 

part of a regular dental check-up. 

In the UK, there are currently 

over 5,000 cases of oral cancer each 

year—2% of total cancer cases—

and about 1,850 related deaths. 

In the US, oral cancer accounts 

for roughly 2% of all cancers 

diagnosed annually. About 36,500 

people will be diagnosed with oral 

cancer every year, and about 7,900 

will die from the disease.

The five-year survival rate 

for those with localised disease 

at diagnosis is 63% compared 

with 32% for those in whom 

the cancer has spread to other 

parts of the body. With early 

detection and timely treatment, 

deaths from oral cancer can be 

dramatically reduced. 

The incidence of oral cancer in 

the UK has been increasing since 

the mid 1970s and, during the past 

decade, it has increased by more 

than 34%. The disease is more 

common in males. 

Certain lifestyles put patients at 

risk of oral cancer. Early detection 

is possible and dental professionals 

can catch the warning signs. Tissue 

changes in the mouth that might 

signal the beginnings of cancer 

can often be seen and felt early. 

However, changing habits and 

lifestyles that are risk factors for this 

DETECTING ORAL  
CANCER EARLY

Be aware of the warning signs

• Oral cancer deaths can be reduced 

with early detection, treatment

• Certain lifestyles put patients 

at more risk

• Heed warning signs, visit your 

dentist every six months

disease is difficult and slow. This 

is what makes the early detection 

of lesions that are malignant (pre-

cancer) or potentially malignant 

through case detection so important. 

Warning signs

• Lumps or thickening in the oral 

soft tissues

• Soreness or a feeling that 

something is caught in 

the throat

• Difficulty swallowing or 

chewing, ear pain or difficulty 

moving the jaw or tongue

• Hoarseness, numbness of 

the tongue or other areas of 

the mouth

• Red or white, inflamed areas of 

the mouth that seem to grow in 

size and cause pain

If any of these symptoms 

persist for more than two weeks, 

a thorough examination and 

laboratory tests are necessary. It 

is important to note that dental 

professionals cannot diagnose 

cancer during examinations. Oral 

cancer can be diagnosed only with 

a biopsy, when a sample of tissue in 

the area is removed and examined 

under a microscope. However, we 

can identify suspicious-looking 

areas or growths that may need 

further evaluation. 

The British Dental Association 

recommends no fewer than one 

oral cancer check per year. For high 

risk patients, numerous checks are 

recommended. 

HEALTH

RISK FACTORS INCLUDE:

Tobacco and alcohol 
Most cases of oral cancer are linked to cigarette smoking, heavy 

alcohol consumption, or the use of both tobacco and alcohol. The 

intake of both tobacco and alcohol poses a much greater risk than the 

use of either substance alone. The Centers for Disease Control and 

Prevention in the US consider heavy drinking to be an average of two 

drinks a day or more for men, and an average of more than one drink a 

day for women.

Human papillomavirus 
Infection with this sexually transmitted virus has been linked to a subset 

of oral cancers.

Age 
Risk of oral cancer increases with age, and most often occurs in people 

over the age of 40.

Sun exposure 
This can cause cancer of the lips.

Diet
A diet low in fruits and vegetables may play a role in oral cancer 

development.
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by ian de stains obe

EXTREME WEATHER  
RAISES CLIMATE CONCERNS

Is it too late?

IF YOU ASK ME

In September, parts of the northern Kanto 

region were hit by torrential rain that caused 

the Kinugawa River to overflow its banks, 

flooding large areas of Ibaraki and Tochigi 

prefectures, and causing widespread damage 

and loss of life. The cause of the unusually 

heavy downpours was a concentrated mass of 

thunderclouds that formed a lengthy and fairly 

stagnant band of rain. 

This phenomenon was also responsible 

for the devastating floods that hit Hiroshima 

Prefecture in the summer of 2014 leading to 

many deaths. Scientists warn that this once-rare 

condition could become more prevalent as a 

result of global warming. 

Now, Nobuyuki Tsuchiya, a prominent 

civil engineer and author of the 2014 book 

Shuto Suibotsu (The capital submerged), 

has suggested that it is only a matter of time 

before Tokyo will be hit by floods of the same 

magnitude. If a band of rain were to cause the 

Tone and Arakawa rivers to burst their banks, 

there would be unprecedented damage and 

fatalities in the capital, he argues.

Though there are still those who deny 

that climate change is a reality, an increasing 

number of scientists are beginning to warn that 

time is running out if we are to save the planet 

from the perils of global warming. Even the 

Pope, speaking recently in the United States, 

has called for action, with a caution that this 

is not a problem that can be left for future 

generations.

August 2015 was the world’s hottest month 

on record. Indeed, the first eight months of this 

year have seen global records broken, according 

to the National Centers for Environmental 

Information, the leading authority in the 

US. The National Oceanic and Atmospheric 

Administration concur, adding that global 

warming is accelerating. These findings are 

also borne out by the National Aeronautics and 

Space Administration (NASA) and the Japan 

Meteorological Agency.

The consensus among experts is that the 

cause is a combination of man-made climate 

change, caused by the continued use of fossil 

fuels, and a strong El Niño—a warming of the 

Pacific Ocean that alters the weather around 

the globe for about a year. The consequence is 

near record-level—and, in some cases, record-

breaking—temperatures all over the world. 

India and Pakistan have experienced killer heat 

waves this year. 

There have also been cases of rising ocean 

levels, severe flooding in some areas and severe 

drought in others. California, for example, is 

caught up in a drought that, so far, has lasted for 

four years and there are no signs of it breaking. 

The drought, in turn, has led to an increasing 

number of severe forest fires that have proved 

extremely difficult to control. 

The effect of climate change on our 

environment is on the agenda of virtually 

every meeting of world leaders, no matter what 

the forum. But it is to be at a December 2015 

meeting in Paris—ironically a city recently 

identified as being very polluted due to high 

levels of diesel emissions—that those leaders 

will endeavour to reach an agreement to stop 

temperatures rising more than two degrees 

above pre-industrial levels. 

Temperatures above that level are 

considered too high for environmental 

conditions to be prevented from worsening, 

while the Paris gathering is thought by some to 

be very much the last opportunity we have to 

avoid lasting damage. 

There are those, however, who argue it is 

already too late, with experts pointing out that 

the pledges countries are making to try and 

battle global warming by cutting emissions are 

insufficient to meet the two-degree target. Those 

same experts suggest that such a failure can 

result in wide-ranging catastrophes, including 

food shortages, as well as the extinction of large 

numbers of plant and animal species. 
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Lost for words?
Here’s a volume that just might help . . .
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BY IAN DE STAINS OBEBOOK REVIEW

I have been in love with words for 

as long as I can remember. Even 

as a child I had a fascination with 

their meaning and still, today, I 

can quite happily lose myself in a 

dictionary. Words have a strange 

power: the way they look on the 

printed page, the way they sound, 

the way they feel in the mouth. 

So here is a book that is an 

absolute gift to anyone like myself; 

almost 400 pages of nothing but 

word play. Gathered together are 

the “longest, shortest, wittiest, 

wildest, oldest, latest, oddest, most 

interesting and most memorable 

words in the English language”.

English is the mother tongue 

of some 400mn people across 

the planet and, of course, it is 

spoken by many others for whom 

it is not their first language. 

The Oxford English Dictionary 

lists some 500,000 English 

words—the longest of which is 

pneumonoultramicroscopicsilico-

volcanokoniosis—and it is 

estimated there are at least another 

half million English-language 

technical terms. Compare that 

with German, with a vocabulary of 

some 185,000 words and French 

with fewer than 100,000, “and 

that’s including le weekend, le 

snacque-barre and le feel-good”.

British writer and broadcaster 

Gyles Brandreth’s cornucopia is 

a celebration of that most richest 

of languages. It is wonderful for 

dipping into and sampling at 

leisure. Few will want (or even 

attempt) to read it from cover to 

cover. I confess, in the interests 

of this review, I did just that 

and, at the end, felt rather like 

a chocoholic in the chocolate 

factory: over-indulged.

The book follows an A to Z 

format, and then adopts the 

opposite—a Z to A listing of 

chapters. This is a convenient 

way to group together words and 

thoughts about them. Under C, for 

example, we find “collectives”: a 

wonderfully entertaining listing of 

collective nouns, many relating to 

animals and birds, and a great many 

of which I had not heard of before. 

I was familiar with an exultation 

of larks but not with an obstinacy 

of buffalo; had come across a 

parliament of owls but never a 

deceit of lapwings. Brandreth 

has listed his own collectives, 

including a delivery of postmen, 

an anticipation of aunts and a 

dampness of babies. I wonder what 

the right collective is for columnists? 

Many chapters invite the 

reader to play word games and 

there is a wonderful and extensive 

vocabulary test that starts with 

simple words at level one and 

reaches extremely rare words at 

level six. The higher levels are very 

demanding but I am pleased to say 

I scored relatively highly at level 

five. Level six, however, sent me 

scurrying for the dictionary. 

Words are magic, they are fun, 

they are powerful, and this book 

demonstrates why. As British 

philosopher and writer Bertrand 

Russell OM said, “No matter how 

eloquently a dog may bark, he 

cannot tell you that his parents 

were poor but honest. Only words 

can do that”.

If you are a Scrabble player, a 

crossword addict or simply enjoy 

the pleasure of words, this is a 

must addition to your bookshelves. 

It will keep you entertained—and 

informed—for hours. 

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

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

The winner will be picked at random.

Coronet 

£14.99
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    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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