
bccjacumen.comOctober 2017   |   ¥900

Royal Navy top brass  
fly flag for UK in Japan

British Business Awards:
We put judges on the spot

Rock artist  
Roger Dean

2016 37
The magazine of the 

British Chamber of 

Commerce in JapanA
C

U
M

E
N

BUSINESS

LIFESTYLE

SCIENCE

PRIZES

DEFENCE

HEALTH

CULTURE

DIVERSITY

COMMUNITY

EVENTS

and much more

S I N C E  2 0 0 9

A-LIST 
MBA

Virginia Bottomley on the  

benefits of balance on the board

22

 WOMEN: WIN,
DON’T WHINE

BCCJ EVENT

B
C

C
JA

C
U

M
E

N
.C

O
M

O
C

T
O

B
E

R
 2017  ◆  B

C
C

J A
C

U
M

E
N

  ◆  T
H

E
 M

A
G

A
Z

IN
E

 O
F T

H
E

 B
R

IT
ISH

 C
H

A
M

B
E

R
 O

F C
O

M
M

E
R

C
E

 IN
 JA

PA
N



info@bccjapan.com • 03-6426-5739 • www.bccjapan.com

The 10th annual British Business Awards 
presented by the British Chamber of 
Commerce in Japan.

• 5-course Great British menu

• Champagne, wine and spirits

• UK entertainment

• Gala awards ceremony

• Fantastic door and raffle prizes

• Celebrate the Best of British

FIVE AWARDS:
COMPANY OF THE YEAR •  UK–JAPAN PARTNERSHIP 

ENTREPRENEUR OF THE YEAR •  INNOVATION

COMMUNITY CONTRIBUTION

Tickets: SOLD OUT

Thursday

2 Nov
6:30pm–10:30pm, at 
the Grand Hyatt Tokyo
(after-party until midnight)

Media Partners

PR Partner

In-kind Sponsors

Gold Sponsors

Bronze Sponsor

Headline Sponsor

BBA-Ad2017_OCTv2.indd   2 10/13/17   4:04 PM



28 HEALTH

Drugs: safety first

GSK adopts new  

text-mining technology

29 SPORTS

MICE build-up for major events

Yokohama seeks edge  

for Olympics and rugby

30 BEST PRACTICE

World Mental Health Day

Wellness in the workplace

31 FILM

Don’t Take Me Home

New movie looks back at glorious 

summer for Welsh footy fans

33 IF YOU ASK ME

Heating up

Trump’s threat to leave Paris Accords 

draws UK–Japan response

37 BEHIND THE MIC

Far out

Yes cover artist Roger Dean

38 ARTS

UK events in Japan

• Musical

• Wood block prints

• British craftsmanship

• Japanese theatre

• Rock music

• London market

40 COMMUNITY

UK–Japan events

42 BOOK REVIEW

A close-up on Japan

7 EDITOR

Strong allies

chris russell

8 MEDIA

UK–Japan news

11 EXECUTIVE DIRECTOR

On the clock

lori henderson mbe

12 MEDIA

Japan news

15 PRESIDENT

Presence and leadership

david bickle

16 TOP STORY

Soft touch, hard punch

Royal Navy top brass and defence 

firms fly the flag at MAST Asia 2017

20 BRITISH BUSINESS AWARDS

Judges on the Spot

Experts look for excellence  

in BBA’s 10th year

22 BCCJ EVENT

Women: Win, Don’t Whine

Virginia Bottomley extols the 

benefits of balance on the board

24 DIVERSITY

Foreign models

AstraZeneca’s new vice president  

of commercial excellence in Japan

26 INNOVATION

How to sell a “hair-brained” idea

How the Tangle Teezer founder 

overcame a Dragons’ Den setback

October 2017
VOLUME 8, ISSUE 10

COVER PHOTO: SATOSHI AOKI/LIFE.14

29

3931

24

22

16

26

INDUSTRY

MBA 

35 A-List



The British Chamber of Commerce in Japan 

BCCJ MISSION 
To strengthen business ties between Britain and Japan, promote 

and support the business interests of all our Members, and actively 
encourage new business entrants into the Japanese market 

as well as Japanese investment into the UK.

LEADERS 
President: David Bickle 

Deloitte Tomatsu Tax Co.

EXECUTIVE STAFF 
Executive Director: Lori Henderson MBE 

Operations Manager: Sanae Samata 
Membership and Marketing: Sam Maddicott

EXECUTIVE COMMITTEE 2017–18 
Alison Beale | University of Oxford Japan Office 

David Bickle | Deloitte Tohmatsu Tax Co. 
Mark Dearlove | Barclays Securities Japan Limited 

James Dodds | KPMG 
Simon Farrell | Custom Media K.K. 
Philippe Fauchet OBE | GSK K.K. 
Iain Ferguson | Lloyd’s Japan Inc. 

Susumu Kaminaga | Individual Member 
Dr. Florian Kohlbacher | The Economist Group 

Julia Maeda | Individual Member 
Guy Perryman MBE | Inter FM 

Reiko Sakimura | Clifford Chance Law Office 
Noriko Silvester | Candlewick Co., Ltd. 

Richard Thornley CBE | Individual Member 
Trevor Webster | Taylor Brunswick K.K.

EX OFFICIO 
Chris Heffer | British Embassy Tokyo 
Matt Burney | British Council Japan

BCCJ ACUMEN 
Editor in Chief: Simon Farrell

HONORARY INDIVIDUAL MEMBERS 
Ian de Stains OBE  

Hiroaki Fujii 
Sadayuki Hayashi GCVO 

Kazuko Kon MBE 
Robin J Maynard MBE 

Masaki Orita

British Chamber of Commerce in Japan 
Ark Hills Front Tower RoP 

2-23-1 Akasaka, Minato-ku, Tokyo 107-0052 
Tel: 03-6426-5739  |  Fax: 03-6426-5749 

info@bccjapan.com  |  www.bccjapan.com

BCCJ ACUMEN is the magazine of 
the British Chamber of Commerce in Japan

Printed on paper certified by the US Forest Stewardship Council with 

vegetable oil ink certified by The Japan Printing Ink Makers Association.

Custom Media

BCCJ 2013 Company of the Year

Publishers of BCCJ ACUMEN for the  

British Chamber of Commerce in Japan.  

Specialists in bilingual brand strategy/visual communications, 

corporate bespoke solutions. Producers of Business in Japan TV.

Daiwa Azabudai Bldg. 6F

2-3-3 Azabudai, Minato-ku, Tokyo 106-0041

(03) 4540-7730

www.custom-media.com

To advertise or order BCCJ ACUMEN: inquiries@custom-media.com

WARNING/DISCLAIMER

Custom Media and the BCCJ will not accept liability for any damages 

caused by the contents of BCCJ ACUMEN, including, but not 

limited to, any omissions, errors, facts or false statements. 

Opinions or advice expressed in BCCJ ACUMEN are not  

necessarily those of the BCCJ or Custom Media.

© 2017 Custom Media K.K.

PUBLISHER 

Simon Farrell

PRESIDENT 

Robert Heldt

STUDIO MANAGER 

Paul Leonard

SENIOR EDITOR 

Chris Russell

STAFF WRITER  

Maxine Cheyney

GRAPHIC DESIGNERS 

Michael Pfeffer 

Ximena Criales

ADVERTISING  

SALES DIRECTOR 

Anthony Head

ACCOUNT MANAGERS 

Reiko Natsukawa 

Edvard Vondra, James Krick

CLIENT SERVICES DIRECTOR 

Masako Inagaki

BUSINESS DEVELOPMENT 

Kotaro Toda, Adrien Caron

HEAD OF  

PROJECT MANAGEMENT 

Megumi Okazaki

WEB DEVELOPERS 

Brian Susantio, Devin Surya Putra

MEDIA COORDINATOR 

Kiyoko Morita

PROJECT COORDINATOR 

Yoshiki Tatezaki 

Ayako Nakamura



bccjacumen.com  5

CONTRIBUTORS

/BCCJapan /BCCJapan /BCCJ Company Page /photos/bccjapan

Chris Russell

Custom Media’s editor of 

BCCJ ACUMEN  (page 7, 16, 28, 29).

russell@custom-media.com

David Bickle

A tax partner with Deloitte 

Tohmatsu Tax Co. and president 

of the British Chamber of 

Commerce in Japan (page 15).

BCCJ members and writers are 

welcome to submit ideas for 

content, which will be reviewed 

by the publisher. 

simon@custom-media.com

Julian Ryall

Japan correspondent for 

The Daily Telegraph 

(page 26, 31).

Mark Schreiber

Author and translator based in 

Tokyo since 1966, Schreiber is a 

former media analyst in market 

research (page 12). 

Vickie Skorji

Lifeline director at TELL (page 30). 

Ian de Stains OBE

Former BBC producer and 

presenter, and BCCJ executive 

director based in Japan since 1976, 

de Stains is a writer and consultant 

(page 33, 42). 

Dr Greg Story 

President of Dale Carnegie 

Training Japan (page 32).

Guy Perryman MBE

Radio broadcaster, voice actor and 

events producer who has been 

based in Tokyo since 1990, and 

member of the British Chamber 

of Commerce in Japan Executive 

Committee (page 37).

Maxine Cheyney

Staff writer and subeditor for 

BCCJ ACUMEN  (page 22, 24).

Kiyoko Morita

Office manager and media 

coordinator at Custom Media, 

Morita handles BCCJ ACUMEN’s 

distribution and compiles 

the Arts section (page 38).

Anthony Head

Custom Media advertising sales 

director for BCCJ ACUMEN.

Lori Henderson MBE

Appointed executive director of the 

British Chamber of Commerce in 

Japan in February 2011 (page 11). 



Culture  |  Arts  |  Travel  |  Style  |  Comment  |  Food & Drink  |  Property

World-class writing

FT Weekend advert for BCCJ 2017



EDITOR

Cooperation is the watchword in the 

UK–Japan relationship, whichever area 

you look at. This issue of BCCJ ACUMEN 

showcases several examples.

Defence cooperation between the two 

countries has been steadily growing over the 

past few years. This collaboration was taken to 

another level after Prime Minister Theresa May’s 

visit at the end of August, when she and Japanese 

Prime Minister Shinzo Abe issued a joint 

declaration on security cooperation. 

But even before that, BCCJ ACUMEN was 

able to see how this might manifest itself—both 

in terms of naval operations and the commercial 

opportunities for firms—at the Maritime/

Air Systems & Technologies trade show and 

conference in June (page 16).

Not only were top brass from the Royal Navy 

present to set out how they plan to engage 

with the Asia–Pacific region in the future, but 

at the UK pavilion run by the Department 

for International Trade’s Defence & Security 

Organisation, there were firms looking to enter 

or expand their presence in the country. Both 

for titans of industry, as well as small and 

medium-size enterprises, Japan remains a 

highly compelling market.

Bilateral allies

Strong local partners are often integral to 

business success in Japan, as our article on 

the hairbrush brand Tangle Teezer Limited 

demonstrates (page 26). Founder Shaun Pulfrey 

spoke with BCCJ ACUMEN about the firm’s 

approach to entering the market and extolled 

the benefits of the network offered by the 

British Chamber of Commerce in Japan (BCCJ).

Rounding out the theme, we shine the 

spotlight on GlaxoSmithKline K.K.’s adoption 

of the semantic text mining platform created 

by British firm SciBite Limited (page 28). With 

the technology still very much in a nascent 

stage, its full power has yet to be revealed. 

Nonetheless, it looks set to disrupt many 

areas of the pharmaceutical sector, and the 

new relationship with GSK Japan will open up 

SciBite’s capabilities yet further.

Make room

Diversity, inclusion and equality is one of the 

BCCJ’s key agendas, and a topic that is well 

represented in the pages of BCCJ ACUMEN. This 

month, we have two articles on the subject.

First is Baroness Virginia Bottomley DL, 

who recently spoke at the BCCJ about diversity 

on company boards. As someone who chairs 

the board and chief executive officer practice 

of recruitment firm OB International Search 

Limited, not to mention her political career (she 

is a member of the House of Lords), Bottomley 

has a lot of advice to impart. Turn to page 22 to 

find out more.

Then on page 24, we have an interview 

with AstraZeneca K.K.’s Vice President for 

Commercial Excellence Mari Nogami, who 

tells us about the insights she gained into 

empowering women in the workplace based 

on her time working for the firm in Europe. In 

particular, she has much to say about what firms 

can do to help working mothers.

Almost there

The BCCJ British Business Awards is almost 

upon us, and by the time you receive this issue 

the nominations will have closed. While you will 

have to wait until the record-breaking, red-carpet 

celebration on 2 November at the Grand Hyatt 

Tokyo to find out the winners, in the meantime 

you can gain some insight into the thinking of the 

judges on page 20. Discover how they will draw 

upon their careers in government, business and 

sport when making their decisions. 

Strong allies
UK and Japan make a good team

chris russell  |  russell@custom-media.com

Craftsmanship to last a lifetime 
Exquisite handmade knives since 1923. 

10am–6pm | 03-3841-4205 | kap-kam.com
Shop online or visit our Kappabashi store, just 8 minutes from 
Tawaramachi Station. Free engraving service available. 
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MEDIA

UK–JAPAN NEWS

These summaries of media reports are in the public domain 

and reproduced under the general principle of “fair dealing”.

Belfast software firm  
targets retail market here
Belfast-based marketing and software firm Velocity Worldwide Ltd 
is entering the Japanese market with its Darius technology, the 
Belfast Telegraph reported on 12 September.

Darius allows retailers to connect with consumers through their 
mobile device and personalise the in-store shopping experience using 
lighting, digital signs and robots. The firm claims that this engagement 
results in higher sales.

Velocity Worldwide will also look at bringing the technology 
to stadiums. 

British music scores hit  
in Japan as exports soar

Mayfair sushi eatery 
gets third Michelin star

A London sushi restaurant with just nine 
seats has become one of a handful of British 
restaurants to receive three Michelin stars, 
the Daily Mail reported on 3 October.

Araki, which is located in Mayfair, was 
established in 2014 by chef Mitsuhiro Araki 
after he closed his Tokyo restaurant and 
set himself the challenge of largely using 
European fish. The establishment serves 
edomae sushi prepared according to a 
200-year-old tradition.

The restaurant’s set menu costs £300 
per head.

Fusion food takes off in London
Anglo-Japanese fusion cuisine is on the 
rise in London, the Evening Standard 
reported on 13 September, pointing to 
the emergence of establishments such as 
Ichibuns, Gilly’s Fry Bar and Untitled. 

Some of the cross-cultural dishes 
on offer include tempura served in 
the style of a northern chip shop, 
an English breakfast udon bowl and 
Nobu Shoreditch’s take on a roast beef 
Sunday lunch.

Chefs highlighted the complementary 
nature of Japanese cooking techniques 
and seasonal British produce.

Japan was the seventh-largest market for UK music in 2016 and the only 
Asian country in the top 10, The Guardian reported on 7 September, citing 
figures from the trade body BPI (British Recorded Music Industry) Limited.

Although overseas sales figures were not provided by the BPI, the 
success of British artists was attributed to high-selling albums by the likes 
of Coldplay, Adele and David Bowie.

The total value of British music exports reached a record £365mn, in 
part boosted by the adoption of legal music streaming services. 

Peppa Pig seals deals
The hit UK children’s TV programme Peppa Pig will be shown 
on Japanese screens, now that the series’ owner, London-listed 
Entertainment One Ltd., has secured a distribution deal with 
TV Tokyo Corporation, the US entertainment trade magazine 
and website Variety reported on 25 September.

In addition, 2018 will see partners Sega Toys Co., Ltd. launch 
Peppa Pig products, and Nippon Columbia Co., Ltd. distribute the 
programme’s DVDs, expanding its Asia reach. It is already shown 
in China and other Asian markets.

Coldplay’s latest album helped drive sales. PHOTO: ATLANTIC RECORDS

PHOTO: ICHIBUNS
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Scotland to aid Japan in 
£15mn subsea energy pact
Scottish Enterprise and the Nippon Foundation signed a memorandum of 
understanding for a £15mn subsea energy pact at the Offshore Europe 2017 
conference and exhibition in Aberdeen, Energy Voice reported on 7 September.

Both organisations will provide equal funding to projects that 
will see firms from Scotland assist Japanese industry with subsea 
technology challenges and collaboration between world-leading experts. 
The Nippon Foundation also signed a letter for collaboration with 
Robert Gordon University.

Scotland makes up 14% of the global subsea market, with an annual 
turnover of £7.5bn.

Devon firm doubles revenue
The Devon-based firm 
Fortis Clothing Limited 
is expecting to double 
its revenue over the next 
13 months after securing 
three-year deals with three 
Japanese fashion retailers, 
DevonLive reported on 
12 September.

The firm, which makes 
coats, trousers, bags and 
vests for the military, police, 
farmers and those involved in 
outdoor activities, currently 
employs 10 people and has a 
turnover of £500,000.

The deals were sealed with  
the help of Lloyds Bank plc’s  
International Trade Portal 
and add to growing global  
demand for its luxury products.

14-year-old girl wins Ito En haiku contest

A Gloucestershire student has beaten  
18,248 entries to win a haiku competition 
organised by drinks maker Ito En Ltd., 
the GloucestershireLive website reported 
on 4 September.

Gracie Starkey, the first non-Japanese 
person to win the contest, travelled to 
Tokyo with her mother to attend the 
awards ceremony at the Imperial Hotel. 
There she gave a brief speech with the 
help of her Japanese teacher.

Her winning haiku is to appear in 
English and Japanese on Ito En green 
tea bottles.

How Scottish fabrics 
became menswear staples

On 6 September, the fashion website High Snobriety 
delved into the enduring popularity of traditional 
Scottish clothing in Japan.

Initially catching on in the 1960s and 1970s, 
due to appreciation of the preppy style of US 
Ivy League colleges, where tweeds and tartans 
were popular, Scottish clothing quickly became 
the basics of Japanese menswear, something that 
endures to this day.

“Scottish fabrics for us represent a traditional 
way of making things that has not changed”, said 
Hideki Mizobata, director of Beams Co., Ltd.’s 
Beams Plus label.

Zytronic adds staff in Tokyo
Touchscreen firm Zytronic PLC is expanding its presence in 
Japan by appointing new staff in the country, industry magazine 
Installation reported on 5 September.

The firm’s new business development manager, Masami Saito, will 
work out of the Tokyo offices of Business Link Japan KK, Zytronic’s 
long-term regional strategic partner.

New distributors KTL Corporation and Takachiho Koheki Co. Ltd  
have also been appointed.

PHOTO: ITO EN

PHOTO: FORTIS CLOTHING
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Whether shaping global markets or leading the fight against  
climate change, Bloomberg and Japan are kindred spirits.  

We are fast-moving, innovative and driven to build the future –  
shared values that make us truly proud to celebrate 30 years in Japan.

about.bloomberg.co.jp/30th-en

30 years of determined progress.
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(mini(minimum of four shirts)

Other superfine quality suits from 
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Prices in US dollars (excluding shipping); delivery within two weeks
 



F or some years now, executives from 

British Chamber of Commerce in Japan 

(BCCJ) member firms have confided that 

their star performers are women, and working 

mothers. This is due, they say, to their female 

employees’ heightened awareness of time 

management, leading to increased productivity. 

Put simply, they get more done.

Indeed, since returning to work after 

maternity leave and challenged by the prospect 

of keeping active and meaningful relations with 

our more than 200 member firms, I’ve found 

myself becoming brutally efficient.

With an eye on the clock and an unwavering 

focus on outcomes rather than activity, my 

inbox is tackled two or three times a day; all 

meetings and calls have clear agendas, shared 

in advance; and aisatsu (greetings), while very 

important, are given 15 minutes in the diary.

All of this, of course, means that we have 

more time to meet member firms and find out 

what you need and want from the chamber.

No time to waste

Delivering four BCCJ events over a 30-hour period, 

as we did at the start of October, was undoubtedly 

an efficacious way to reconnect with, and gain 

feedback from, a number of members.

Providing plentiful opportunities for 

personal growth and development, our events 

diary from September into October covered 

topical themes such as: diversity on boards, the 

future of work and the gig economy, building 

resilience in your organisation, exiting the 

European Union and the complexities of 

investor stewardship. 

In our Just for Fun category were a sparkling 

wine tasting at Berry Bros. & Rudd Limited, 

with Scotch eggs provided by the Swan & Lion;  

and an evening at the residence of the 

ambassador of Ireland to Japan, with free-

flowing Guinness. There is, of course, always 

time for nomunication.

Partnerships

To bring new skills and perspectives to the BCCJ, 

we always enjoy creating deeper partnerships 

with stakeholders in our community.

Meetings over the past month with senior 

people from the Japan External Trade Organization 

and Ministry of Economy, Trade and Industry have 

sparked ideas for co-hosting events that support 

British and Japanese entrepreneurs and create 

a more collegiate—rather than competitive—

business environment for small- and medium-

sized enterprises.

Working with young professionals from the 

Global Agenda Seminar as an extra-curricular 

project, we have identified ways in which the 

BCCJ can maximise the reach and impact of our 

communications. As a result, over the next few 

weeks members will be invited to participate 

in activities that boost the value of their 

membership and demonstrate commitment 

to diversity and inclusion. 

The upshot will be that we can welcome to 

our events more diverse audiences—particularly 

young professionals, women and non-Brits—

providing an even more effective platform for 

networking that employs different formats 

across a variety of time slots.

Welcome

Samata-san and I very much look forward 

to working with our new membership and 

marketing coordinator, Sam Maddicott, who 

starts later this month. Within three weeks of 

joining our tiny team, Sam will be helping us 

stage the largest event in the BCCJ’s 69-year 

history, welcoming more than 300 guests to the 

10th annual British Business Awards.

While time is our scarcest resource, we hope 

you can take a few moments to welcome Sam to 

the buzzing world of the chamber. 

EXECUTIVE DIRECTOR

On the clock
Making the most of a 40 hour week

lori henderson mbe

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

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

LEADERSHIPLEADERSHIP

INSIGHTS

Shine On! Kids and a Jazz Soirée
Find out how the Tokyo-based non-profit organization supports children in Japan 

fighting cancer and other serious illnesses, and how you can make a difference at 

the 2017 fundraising gala on October 20.

NEW
PODCAST

Listen at bit.ly/bijtvpodcast
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JAPAN NEWS
BY MARK SCHREIBER

Materials summarised from these vernacular press reports 

are the property of copyright holders that are credited.

chemists profit from ageing populace
One retail business that owes its steady 

growth to Japan’s ageing population is the 

chemist. The announcement on 7 August that 

Sapporo-based Tsuruha Holdings, Inc. would 

acquire the Shizuoka-based Kyorindo Group 

Holdings, effective 29 September, is seen as a 

survival strategy to counter the increasingly 

intensifying competition between the major 

chemist chains. 

The Shukan Jitsuwa of 5 October reports 

that Tsuruha’s consolidated annual sales of 

approximately ¥600bn will exceed the figure 

recorded by Welcia Holdings Co., Ltd.—part 

of the Aeon Co., Ltd. retail group—moving it 

to top place. 

An industry analyst stated that, while shops 

will continue to operate under the Kyorindo 

name, the firm expects to develop new products 

under a shared brand, as well as integrate 

procurement and other business activities. 

The article notes that the industry leader 

for 22 years, the Matsumotokiyoshi Co., Ltd. 

(Matsukiyo) chain based in Chiba Prefecture, 

fell to 3rd place in 2016. The 0.2% decline in 

revenues, to ¥577bn, is believed to be due to 

its giving priority to its retail portfolio through 

the closing of some 90 outlets, refurbishing 

another 50 existing shops, and opening 100 

new branches.

In 4th and 5th places behind Matsukiyo 

are Fuchu City-based Sundrug Co., Ltd., with 

annual revenues of ¥538bn, and Fukuoka-based 

Cosmos Pharmaceutical Corporation, with 

2016 sales of ¥502bn. The current front runners 

are described using the term gunyu kakkyo, 

once meaning a rivalry of local warlords, but 

now used to mean a number of powerful 

organisations competing in a given field. 

Despite only holding the top spot for one 

year, the article notes that three years ago 

Welcia’s revenues were only one-third of those 

in 2016, and that the firm owes its growth to the 

acquisition of two smaller chains in Kanagawa 

and Kyoto Prefectures.

“According to the Japan Association of 

Chain Drug Stores, nationwide sales in 2016 

grew 5.9% year on year, to ¥6.49tn”, the industry 

analyst explained. “Driving growth has been the 

ageing of the population and the trend to health 

awareness—through supplements and other 

means of disease prevention—which have been 

growing rapidly. 

“With the post-World War II baby boomers 

entering their mid-seventies by around 2025, 

[chemists’] growth is expected to continue, 

eventually reaching ¥10tn per year”, he said. 

Filling doctor’s prescriptions, which is 

estimated to contribute to about 15% of 

chemists’ bottom line, is also viewed as a way 

to attract customers to purchase other goods, 

such as food, sanitary products and household 

items. As opposed to between 60% and 70% of 

Tsuruha and Welcia outlets boasting licenced 

pharmacists on the premises, the considerably 

lower ratio at Matsukiyo, said to be below 20%, is 

viewed as a key factor in its fall from the top spot.

Tsuruha Holdings Inc. acquired Kyorindo Group Holdings in August. PHOTO: TSURUHA
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Product diversification involving a manufacturer’s 

entry into a field unrelated to its main lines 

of business is always newsworthy, and it was 

on this note that the 18 September edition of 

Nikkei Business examined recent activities by 

Teijin Limited, Nihon Paper Industries Co., Ltd., 

Iris Ohyama, Inc. and others into the area of food.

One example is a new chicken and scallop- 

flavoured porridge from Ajinomoto Co., Inc. 

named Supa Omugi-gayu, or Barleymax. 

Introduced to FamilyMart Co., Ltd. convenience 

stores on 22 August, the product sold more than 

1mn packs in the first week. The maker then had to 

retroactively designate the item a limited edition, 

and end sales by 18 September.

Ajinomoto’s product, which took two years 

to develop, came to fruition through a joint 

venture in Australia between its supplier Teijin 

and a local firm.

“When we showed X-ray analyses of the 

structure of the dietary fibre, the man in charge 

of product development at a foodstuffs firm was 

 

The Aroma Environmental Association of Japan, 

established in 2005, boasts 276 corporate 

members and 55,809 individual members. 

As reported by the Shukan Kinyobi dated 

9 September, the annual market in 2015 for 

perfumes, which includes aromatic essences 

and additives for deodorisers and daily goods, 

came to ¥333.7bn, up 26% from the previous 

survey in 2011. 

While aroma therapy products and 

services generate annual revenues of 

around ¥60.9bn, the market for goods that 

blend perfumes into products such as 

cosmetics, detergents and deodorisers is 

considerably larger, at ¥272.8bn.

Recent growth has been driven by the rapid 

increase in demand for “aroma cosmetics” and 

clothing detergent and softeners into which 

scent extracts have been blended. Another 

growth area has been aroma services, which 

in the past were contracted mainly by hotels. 

Now it’s become common for offices, medical 

facilities and other public places to utilise 

them as well, resulting in a 36% rise in such 

services since 2011. 

An online survey for the Asahi Shimbun 

of 30 September found that 79% of the 

1,718 respondents described themselves 

as being very or somewhat sensitive to 

odours. Meanwhile, a small majority (52%) 

said they habitually make use of home 

deodorisers. In descending order, they are 

put to use in the toilet (717), entrance hall 

(405), shoe rack (178), living room (167), 

car (138) and closet or chest of drawers (97). 

In addition to deodorisers, some also used 

charcoal, coffee grounds, floral sachets, 

incense and tea bags. 

Others find the fragrances physically 

disagreeable. In the Asahi Shimbun survey, 

197 individuals said the chemicals made them 

nauseous, while another 115 got headaches.

The Shukan Kinyobi noted that even 

fragrances made 100% from natural materials 

are typically blended in a density far stronger 

than exists in nature. A Kyoto woman in her 

forties had an unpleasant experience while 

visiting an exhibition, when she suddenly felt 

giddy and had to dash out of the building to 

get away from the aroma. “I couldn’t return 

after that”, she said. 

Others have complained that scents may 

linger in their clothing and hair. The article 

also expressed the concern that this industry 

is essentially unregulated—including for 

imports—and that at present, the effects of 

prolonged exposure are unknown. 

aroma products make inroads in homes, firms

firms use tech to move into food sector
quite surprised and wanted to be involved”, a 

manager at Teijin said.

Nihon Paper Industries, meanwhile, has 

been producing a biomass material called 

cellulose nanofiber, an extremely fine plant fibre 

material that becomes viscous in water and 

enhances the distribution of particles. Proved 

safe for human consumption, it is being tested 

with various food products.

In 2015, Iris Ohyama entered the market 

for electric rice cookers and has since moved 

on to rice products themselves, tying up with 

Sato Foods Co., Ltd. to offer pre-cooked packets 

of high-quality rice. 

In the first year, the firm is aiming for a 

turnover of ¥3bn, representing a 5% market share.

The common feature in the above ventures, the 

article notes, is that each firm is seeking to create 

new value, by merging its proprietary technologies 

with new products. In addition, it plans to give 

the firms access to the foodstuffs market, with its 

annual turnover of ¥22tn.
Ajinomoto Co., Inc. created their Supa Omugi-gayu 
product with Teijin Limited’s technology. PHOTO: AJINOMOTO
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T his month’s BCCJ ACUMEN is the last for 

British Chamber of Commerce in Japan 

(BCCJ) members before the 10th annual 

British Business Awards (BBA) on 2 November 

(see page 20). Thanks again to the generous 

support of the headline sponsor, Jaguar Land 

Rover Japan Limited, the BBA promises to be 

the highlight of the BCCJ calendar once more.

Taking place in the afterglow of summit 

meetings between the British and Japanese 

Prime Ministers Theresa May and Shinzo Abe, 

respectively, the 2017 BBA is a unique opportunity 

for BCCJ members to make visible their 

leadership and presence in the Japanese market, 

as well as their commitment to UK–Japan 

business excellence and success. Those who have 

booked tables will benefit from the undivided 

attention of their invited clients, colleagues and 

stakeholders for four hours in the outstanding 

surroundings of the Grand Hyatt Tokyo’s newly 

refurbished ballroom.

As the BCCJ approaches its 70th anniversary, 

I am confident there will be many more BBAs 

to come. The 10th anniversary, though, comes 

at a time when the UK is boldly reaffirming its 

commitment to a strong bilateral relationship 

with Japan, and its unwavering desire to 

cement shared interests and values with ever 

greater investment and trade.

The position of the UK and Japanese 

governments is clear, and I am delighted that 

many BCCJ members are taking this BBA as a 

timely opportunity to show their presence in, 

and commitment to, the Japan market.

Sharing success

Whilst the BBA is a superb opportunity to 

entertain and network, its primary goal is 

to showcase the achievements of firms and 

individuals that are making an excellent 

contribution to UK–Japan business. The sharing 

of success stories, however, is something on 

which anglophiles could improve.

No one can fail to be impressed by the 

600kph test speeds achieved in Japan by the 

Central Japan Railway Company’s magnetic 

levitation (maglev) train, but how many people recall 

that the world’s first commercial maglev transport 

system was opened in 1984 in Birmingham?

Although considerably more sedate than Japan’s 

engineering marvel, Birmingham’s historic maglev 

connection was, and should remain, a reminder 

that the UK has long been an incubator for some 

of the world’s most impactful technologies.

Other examples include graphene, the 

ultra-light, ultra-tough (200 times stronger than 

steel) material first isolated by researchers at the 

University of Manchester, and the world-leading 

studies at the University of Sheffield into small 

modular reactors, which have the potential to 

revolutionise the engineering and economics of 

nuclear power generation.

New ideas

Beyond the nurturing of technology, Britain also 

has a fine reputation for the early adoption of 

innovative ideas. Take, for example, Costcutter 

Supermarkets Group Limited, which recently 

became the world’s first retailer to trial 3D finger 

vein recognition to authenticate payments, a 

technology originally developed by Hitachi, Ltd. 

and used in banking by Barclays Bank PLC.

I of course cannot guarantee that any of 

this year’s BBA winners will revolutionise 

the way we live our lives or do business. But 

day-to-day, however, they deserve our plaudits 

and, most importantly, our recognition for 

their tenacious pursuit of excellence in their 

own area of UK–Japan commerce. With that in 

mind, I very much look forward to seeing you 

on 2 November. 

Presence and leadership
Showing commitment to Japan

david bickle  |  @BCCJ_President
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In recent years, the visits of British politicians 

to Japan have been accompanied by a 

common refrain: that the country is the 

UK’s “closest security partner in Asia”. Indeed, 

Prime Minister Theresa May reaffirmed that 

sentiment during her August trip to Japan and 

included a visit to the JS Izumo in Yokosuka as 

part of her itinerary.

Underpinning that alliance has been greater 

technological exchange, as well as increased 

opportunity for British defence firms in Japan. 

Providing a venue for further cooperation was 

the Maritime/Air Systems & Technologies 

(MAST) trade show and conference, which took 

place at Makuhari Messe in Chiba on 12–14 June. 

Among those present were representatives and 

firms from the UK, as well as other European 

countries and Asia–Pacific nations, including 

Japan, the United States and Australia.

“MAST Asia has been an important event 

for senior military professionals to engage 

with their international partners”, Royal Navy 

Captain Paul Casson, the defence attaché at the 

British Embassy Tokyo, told BCCJ ACUMEN. 

“The UK is engaged in the region and the event 

was an excellent opportunity in burgeoning 

these relationships”.

The trade show was held against a background 

of increasing economic importance and 

militarisation of the seas in the Asia–Pacific region. 

According to the Asia-Pacific Defense Outlook 

2016 report published by Deloitte Tohmatsu 

Consulting LLC, 50% of global container traffic 

now moves through the area, where naval budgets 

are expected to increase 60% by 2020.

At the same time, in the East China Sea 

China has challenged Japanese control of the 

Senkaku Islands, while in the South China Sea 

it has embarked on a series of island building 

projects—some of which the Permanent Court 

of Arbitration in the Hague found, in 2016, to 

have breached the United Nations Convention 

on the Law of the Sea.

These developments have unnerved other 

Asia–Pacific countries. In response, the United 

States has conducted Freedom of Navigation 

Operations near Chinese-controlled islands 

in the South China Sea, and Defence Minister 

Michael Fallon KCB has suggested that, next 

year, the UK will do the same.

Strategic region

With increased naval attention on the Asia–

Pacific, MAST was attended by a number 

of high-ranking officers, among whom was 

Rear Admiral Paul Bennett CB OBE, the Royal 

Navy’s assistant chief of naval staff (capability). 

Alongside counterparts from Japan, the US, 

France and Australia, he spoke at a keynote 

address on maritime cooperation in the Asia–

Pacific, addressing points related to the Royal 

Navy’s presence in the region.

“Cooperation is absolutely something the 

UK takes extremely seriously, and we will 

continue to contribute as much as we can in this 

hugely important strategic region”, he said in his 

opening remarks.

Detailing some of the ongoing and 

planned cooperation between the UK and 

allies in the area, Bennett mentioned the 

country’s key role in the Five Power Defence 

Arrangements (an agreement among the 

UK, Australia, New Zealand, Singapore and 

Malaysia) and the planned visit of a Royal Navy 

frigate to South-East Asia and Japan next year. 

He also expressed hope that the UK would 

TOP STORY

SOFT TOUCH, HARD PUNCH
Royal Navy top brass and defence firms fly the flag at MAST Asia 2017

BY CHRIS RUSSELL

HMS Daring  
PHOTO: MOD/CROWN COPYRIGHT 2016
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be able to further develop its relationship 

with Japan across both the Ground and Air 

Self-Defense Forces, particularly with the 

establishment of an amphibious brigade in 

the Western Army.

“In this 35th anniversary of the Falklands 

War, we should of course not forget—we 

certainly don’t in the Royal Navy—that 

amphibious warfare is not just about the 

marines—it is about fusing the capabilities of 

land, sea and air forces to bring effect from 

the sea, and it is a very important thing for any 

maritime nation to be focused on”, he said.

Shifting geopolitical realities and trade 

relationships are also playing a role in 

enhancing maritime cooperation in Asia.

“As the UK leaves the European Union and 

seeks new trading partners, the economic pull 

of this region will only grow, and so, too, our 

commitment to its security”, said Barnett. However, 

he noted that the Royal Navy’s operational 

schedule is currently focused on Europe and the 

Middle East. Nonetheless, such operations—

particularly with regard to anti-submarine 

warfare—maintain a relevance to the Asia–Pacific.

“That underwater threat can easily be 

applied to the South-East Asian region, and so 

as the Royal Navy returns to global task group 

deployments, I think our new Type 26 frigates 

and the Queen Elizabeth-class carriers will 

play a vital role in multinational operations”, 

Bennett said.

The rear admiral then turned to the nature 

of maritime engagements in the future and the 

capability that they require.

“Sometimes navies face pressure to focus on 

maritime security and humanitarian duties at 

the expense of capabilities required to deter and 

defeat the less immediate, but potentially far 

more serious, conventional threats—I think we 

see that tension playing out in this region and 

during this conference already.

“The navy’s view—I’m sure shared by 

everyone in the room—is that we need to be 

able to deliver that soft touch of preventative 

engagement, and the hard punch of maritime 

military power when required. It’s not about 

choosing between the two.

“It is what’s guiding the Royal Navy’s 

modernisation”.

To that end, the Royal Navy is set to bring 

into service a range of new vessels and vessel 

classes over the coming years. But Barnett 

also stressed that technology has an important 

role in delivering greater capability at a 

lower cost, saying, “I see us on the verge 

of extraordinary opportunity”.

“Autonomous unmanned systems will 

extend our reach, machine learning will speed 

up decision making, direct energy will help us 

counter developments in missile technology 

and allow us high-probability, low-cost self-

defence, as required. Additive manufacture and 

data analytics will revolutionise how we support 

and sustain maritime operations.

“The Royal Navy, in partnership with many 

in the room, is exploring these technologies 

at pace. We certainly don’t have a monopoly 

on good ideas and are really keen to share 

your views on how we can develop these 

technologies as quickly as possible.

“As we seek to work more closely together, 

commonality, modularity and interoperability 

will be vital”, he concluded.

Powering trade

Some of the firms powering the shift that 

Bennett described were present at the UK’s 

pavilion overseen by the Department for 

International Trade’s Defence & Security 

Organisation, with participants ranging from 

stalwarts such as Rolls-Royce Japan Co., Ltd. 

to relatively new digital firms.

“We’ve been involved in Japan, engaged in 

Japan for a really long time”, said Will Erith, then 

vice president naval–Asia Pacific at Rolls Royce, 

noting that the firm has enjoyed a partnership 

with Kawasaki Heavy Industries, Ltd. for more 

than 50 years. “There are obviously a lot of 

opportunities and that’s why we’re interested 

in this country and this market”.

For Rolls-Royce, that means the firm’s 

gas-powered turbines, which are used to give 

vessels propulsion and have been used by the 

Japan Maritime Self-Defense Force for decades. 

It is also an example of the kind of specialist 

technology that can find a strong position within 

the Japanese market.

“The barriers to entry for that type of 

technology are huge”, said Erith. “So that’s 

the kind of unique offering that we have, 

and then we partner with Japanese industry 

and they bring complementary capabilities 

in terms of packaging and integration, and 

some of the things that are unique in the 

Japanese market.

Rear Admiral Paul Bennett CB OBE (second from right) spoke about maritime cooperation in the Asia–Pacific.  
PHOTO: CUSTOM MEDIA

The Rolls-Royce MT7 
Marine gas turbine  
PHOTO: ROLLS-ROYCE
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“We know we’ve got technology and 

products that are world leading and that, in 

combination with a Japanese partner, are a 

really great offering and keep us here, keep the 

market open to us in the long term”.

But not every firm present at MAST was 

there to promote hardware. As Bennett 

noted in his speech, digital technology is of 

increasing importance in the maritime space. 

Representing that trend at the UK pavilion 

was Bristol-based firm BOXARR Limited, the 

creator of a software platform for collaboratively 

mapping and analysing complex inter-

dependent systems. BOXARR already has 

among its customers the likes of the UK Ministry 

of Defence, BAE Systems plc, Rolls-Royce, 

Airbus SE, the Boeing Company and the 

US Department of Defense.

“Our platform is a means of visualising and 

analysing complex challenges on a massive 

scale, that can reflect real world problems, 

such as the ‘systems of systems’ in a warship, 

submarine or an aircraft; or the complex 

inter-dependencies across army, navy, and 

air force operations and supply-chains”, 

explained Fraser Hamilton, the firm’s vice 

president for global alliances. “BOXARR helps 

these organisations to identify and mitigate 

risk and simulate the impact of planned 

or unforeseen changes to enhance their 

operational performance”.

MAST represented both Hamilton and the 

firm’s first visit to Japan, providing a chance 

to further develop its relationships within 

the Asia–Pacific region, and examine where 

BOXARR could build partnerships with 

local consultancies and establish customer 

engagement.

Hamilton saw BOXARR’s value potential 

in Japan as significant, saying, “We have 

delivered powerful capabilities and solutions 

into European and US organisations that could 

quickly and effectively be transferred into the 

Japanese Ministry of Defense and the broader 

Japanese defence industry.

 “Though our native markets are in 

aerospace & defence, BOXARR is not a sector-

specific solution or tool; it can be applied to 

any complex organisation or challenge. We see 

significant growth potential across other sectors 

such as government, enterprise, healthcare, 

energy and automotive, areas where we are 

already gaining traction”, Hamilton added.

“One of the Mitsubishi executives said that 

seeing BOXARR was like visualising the way a 

Japanese brain works—so that’s a good start!” 

EXCITING MARKET
Also present at MAST was British Chamber 

of Commerce in Japan Executive Committee 

member Richard Thornley CBE in his capacity 

as Bell Helicopter K.K.’s managing director 

of Japan. He spoke with BCCJ ACUMEN 

about the opportunity Japan represents for 

non-Japanese firms.

“It’s a very big opportunity because Japan 

wants to procure the best defence equipment 

available and has sufficient budget to do that”, 

he said. “Possibly because of the threats 

that surround Japan, this is one of the more 

interesting areas in the world from a defence 

perspective”.

In part, what has given international defence 

firms an edge in Japan is the economies of 

scale that they derive from the large production 

runs that come with significant defence exports. 

On a rolling 10-year basis, the UK is the 

second-largest defence exporter in the world, 

according to British government figures 

published in July. 

“What Japan hasn’t been able to do until 

recently is export defence equipment to get 

the necessary large production runs that are 

needed to keep the unit cost down”, said 

Thornley. “With just purely the domestic market, 

the production runs are naturally limited, 

and that tended to make their production 

costs more expensive, but Bell Helicopter 

is collaborating with Subaru to increase 

competitiveness and export potential”.

Another important consideration for British 

firms is that selling to the Japanese market 

is not just about Japan. Indeed, it represents 

a strong platform for exporting to other Asian 

markets as well.

“[The Japanese] 

perform their 

procurement 

process in the most 

professional way 

with great rigour, 

and they choose the 

equipment that best 

meets their needs”, 

said Thornley. “The 

professionalism 

of Japanese 

procurement is actually highly regarded by 

other Asian countries and they tend to follow 

the Japanese lead in their procurement, 

because they know it has been done 

thoroughly and there’s likely to have been 

a nice, clean and good decision in their 

procurement”.

Richard Thornley CBE, 
managing director of  
Bell Helicopter K.K.  
PHOTO: BELL HELICOPTER

Rolls-Royce produces the propellers for the UK’s new Queen Elizabeth-class aircraft carriers. PHOTO: ROLLS-ROYCE
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W ith excitement rising ahead of the 2017 British Business 

Awards (BBA), so too is the pressure on our esteemed panel 

of judges. And, as this year marks the 10th anniversary of the 

red-carpet gala, the judges’ role is particularly special.

Each year since the inception of the ceremony, nominations have 

shown the wealth of success and innovation in UK–Japan-related business, 

making it a tough challenge for our experts to declare the winners. This 

year is set to be no different.

Held at the Grand Hyatt Tokyo on 2 November, this year’s BBA will 

not only be the highlight in the UK–Japan calendar, but also a unique 

celebration of the role that the BBA has played in championing and 

strengthening bilateral relations.

To mark the occasion, the BCCJ asked this year’s judges about taking 

on the task, the role of the BBA and how nominees can make an impact. 

We asked each judge:

1.  Why did you agree to be a judge?

2.  How will you assess nominees’ excellence and innovation?

3.  What industry experience will you draw from?

4.  Why is the British Business Awards important?

5.  How do you feel about being part of the British Business Awards on 

its 10th anniversary?

Judges  
on the Spot

Experts look for excellence in BBA’s 10th year
BY THE BCCJ

BRITISH BUSINESS AWARDS

1

4

2

5

3

1. Philippe Fauchet OBE
2. Lady Barbara Judge CBE
3. Astrid Klein
4. Bill Sweeney
5. Esther Williams 
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PHILIPPE FAUCHET OBE
Chairman and 

representative director

GlaxoSmithKline K.K.

1. As representative of last year’s winner of the 

Company of the Year award, it is a role expected 

from me, which I do with pleasure.

2. Excellence and innovation should be assessed in the 

context of the past 12 to 18 months’ activities, which 

means there should be some tangible results or 

facts to support the nominations. They should also 

appear as components of the corporate or company 

culture. And they should be part of a strategy or 

vision that will be pursued in the coming years.

3. I have accumulated general management 

experience in the life sciences sector over more 

than 20 years, and spent more than 20 years in Asia, 

mostly in Japan.

4. It is a valuable yearly checkpoint for stakeholders 

involved in exchange between Japan and the UK 

that allows us to recognise the passion, energy 

and successes of those contributing to relations 

between the two countries, and encourages them 

to do more in that direction.

5. As an Executive Committee member of the BCCJ, 

I am extremely motivated by the event. Over the 

years, standards have been pushed higher and 

higher to match the expectations of the larger and 

larger audience, and I feel that the 10th anniversary 

will be a Grand Cru!

LADY BARBARA  
JUDGE CBE
Chairman

The Institute of Directors

1. I do anything I can do to promote the UK and 

Japan, so I was honoured to accept the role. I 

love to see interaction and reciprocal investment 

between the two countries.

2. I will look for entrants with an entrepreneurial 

spirit and creativity.

3. I have served on the board of LIXIL Group 

Corporation and as an advisor to Itochu Corporation 

and the Tokyo Electric Power Company.

4. It’s an important event in promoting British 

business in Japan.

5. I’m very proud to be representing the UK and 

Japan as a UK business ambassador at the BBA. 

The two countries have formed strong, supportive 

relationships, which I would like to see expand 

so that each country feels that the other is the 

preferred trading partner.

ASTRID KLEIN
Architect

Klein Dytham architecture

1. The BBA acknowledge hard work, but also show 

others in the community that they should think 

about applying for an award. It creates a nice 

healthy competition that makes people try to do 

better every single year—I want to encourage that.

2. I will judge the entrants on simple things: How 

does it help the community at large? How does it 

make lives better? How will it affect me? What’s the 

point of difference? I will think about the pros and 

cons of the value that is being offered.

3. My work is all about being nimble and open to 

change. I design buildings that address today’s 

needs and are appropriate for the market, while 

considering the needs of the audience as well as the 

operator. Clients come to us because we are truthful, 

consistent and offer something a little different.

4. Winning a BBA can give firms and individuals such 

a boost, which brings leverage for them to go on to 

achieve even greater things.

5. I’m flattered to be involved, though this being the 

10th anniversary, I’m feeling the pressure!

BILL SWEENEY
Chief executive officer

British Olympic Association

1. The British Olympic Association would like to 

be seen as actively involved with the BCCJ and 

associated British business interests in Japan as we 

develop our plans and preparations in the build-up 

to the Tokyo 2020 Olympic and Paralympic Games.

2. By the content of their submissions and how 

different and impactful they are.

3. Senior managerial experience in leading global 

sports brands in Asia, Europe and the United States.

4. It’s important to be actively engaged in initiatives 

that recognise and reward innovative thinking.

5. Very happy.

ESTHER WILLIAMS
Head of trade

British Embassy Tokyo

1. Supporting the BCCJ and British business in Japan 

is an important part of our work. And it sounded 

like fun to see more of what sort of excellent work 

British firms are doing!

2. By looking at the outcomes they have achieved and 

how they achieved them.

3. Ten years working with some of the most innovative 

UK firms, both in Japan and South Asia.

4. Because it’s really important to reward success and 

celebrate the success of partnerships between the 

UK and Japan, and the awards can encourage other 

firms that they can succeed.

5. I’m really happy to be part of the BBA this year. It’s 

an important event, and one that continues to grow 

every year.
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Y ou would be hard-pressed to find 

a woman with the achievements 

and accolades of Baroness Virginia 

Bottomley DL. With an extensive career in 

politics and business, Bottomley’s story is one 

that depicts the rise of women in leadership, 

both in politics and business.

As chair of the board and chief executive 

officer practice at executive headhunting firm 

OB International Search Limited (Odgers 

Berndtson), trustee of The Economist Newspaper 

Limited, chancellor of the University of Hull, 

non-executive director at Smith & Nephew PLC, 

and a member of the international advisory 

council of Chugai Pharmaceutical Co., Ltd, her 

experience in the upper echelons of business 

is extensive. 

Bottomley, who is also a member of the 

House of Lords, addressed members of the 

British Chamber of Commerce in Japan at 

The Peninsula Tokyo on 22 September. She 

explained how boards can achieve more balance 

and diversity, and presented arguments in 

support of this.

A woman’s will

Based on her work for Odgers Berndtson, 

Bottomley said that firms are looking to fill the 

gaps in skills and to bring together different 

people who are going to fit. But, she noted, the 

terms of that conversation have changed.

“You want me to talk about balance on the 

board, but we don’t talk about balance so much 

anymore; we talk about diversity and inclusion”, 

she explained.

When acting as a member of the supervisory 

board for Akzo Nobel N.V. from 2000 to 2012, 

she said she was the only woman on the board. 

“You look like a strange and rather frightening 

person”, she laughed. But this situation has 

changed drastically.

She highlighted the progression from 

when Marjorie Scardino DBE became the first 

female chief executive officer of a FTSE 100 

firm in 1997, when she took the position at 

Pearson plc, to today’s seven female FTSE 100 

chief executive officers.

“The barrier has been broken—it’s not a 

majority, but it’s coming up to 10%”, she said.

Here, with Tokyo Governor Yuriko Koike 

and the appointment of Kanako Kikuchi 

as representative director and president of 

GlaxoSmithKline K.K. (GSK), female leadership 

is beginning to pick up speed as well. But there 

are still some deeper issues acting as barriers to 

women taking on leadership roles.

“One of the problems as to why women don’t 

develop their careers is because they sort of say 

no”, she explained. “They like to be encouraged 

and mentored and so they stand back”.

During the question-and-answer session, 

Yukimi Ito, head of the Communication Division 

at GSK, spoke about the tendency of Japanese 

women to be respectful and shy, something 

deeply rooted in the education system.

“Japanese women are told to be three steps 

behind men, and still there are some generations 

that believe in that”, she said. “What’s your 

advice, and how can we encourage those shy 

ladies to be more proactive, demonstrate their 

skills and talk about it?”

Bottomley recalled the time when she was 

first asked by Margaret Thatcher, the then-prime 

minister, to become the minister of state for 

the Department of Health. “I had spoken about 

defence, transport, anything not to do with 

education or health, nothing girly—I was sort 

of being very masculine—so I said I don’t know 

anything about it.

“Now, a man would have said, ‘Prime 

Minister, I’ll bring a clear mind to the problem’. 

I mean, a man would never say, ‘I know nothing 

about it’—how pathetic”, she laughed.

“I’ve got a great thing about women: never 

apologise”, she said. “I often say to women in the 

UK, stop whining and start winning”.

International input

As Japanese and international firms look 

further afield, the relevance and value of an 

international advisory council is second to none. 

Having global input, debate and influence was 

something that Bottomley stressed. “It gives 

those firms [international] perspectives, it gives 

challenge, it gives debate”, she explained.

Referencing McKinsey & Company research, 

she suggested that there is a strong case for 

businesses to pay attention to cultural sensitivity.

BCCJ EVENT

WOMEN: WIN, DON’T WHINE
Virginia Bottomley extols the benefits of balance on the board

BY MAXINE CHEYNEY • PHOTOS: SATOSHI AOKI/LIFE.14

Baroness Virginia Bottomley DL, chair of OB International Search Limited’s board and chief executive officer practice
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“You have to have people who can work 

with different cultures in different countries in 

different ways”.

Paul Hunter, secretary general of the 

International Bankers Association of Japan, asked 

about the benefit of having an international advisory 

committee and the issue of language in this. 

“You mentioned earlier about the high 

prevalence of overseas nationals who are on 

boards in the UK … how could [boards in Japan] be 

internationalised a bit more and [what is the use of 

the] international advisory committee?” he asked.

“In the UK, there is massive offshoring, so 

many businesses are investing in India or China, 

and to have the whole of the board being little-

Englanders … it just isn’t relevant, how could 

they judge, advise and scrutinize without global 

experience? I always feel you have to argue the 

business case, and that’s how it happens. But 

the advisory board is quite a clever way through 

… a lot of non-British firms in the UK who want 

to have a British identity will have a UK advisory 

board”, Bottomley responded. 

Needs must

Nicholas Benes, representative director of the 

Board Director Training Institute of Japan, asked, 

“What is your advice to the closed island nation 

of Japan, with a much more homogeneous 

society than yours, where change is not 

something people are comfortable with?”

Bottomley believes that one crucial issue is 

providing better conditions for women at work. 

“If you make it more acceptable for women to 

continue their careers once they have had children, 

then they are more likely to have them”, she said. A 

large part of this is providing a flexible environment.

“So if what we are saying is that business is 

going to be evermore competitive, evermore 

global, maybe its needs-must, respectfully, of 

the traditional culture in Japan”, she added.

Paid leave

Ken Katayama, deputy director of corporate 

affairs at Microsoft Japan Co., Ltd., asked about 

maternity and paternity leave, noting that his 

firm had recently expanded what it offers. “I was 

just wondering what your ideas are on paid leave— 

maternity or paternity leave”, he said.

“Well, I personally don’t think that when the 

baby is born it is the hardest time”, Bottomley 

laughed. Instead it is as the child grows up and 

goes to school that things get tough, she said.

But, the idea of paid leave should not be a 

problem, she added. “People go off on business 

degrees, men do leave work for different reasons, 

and it has not been acceptable for a women to do 

this. Now there are crisis times for women when 

her children are going to secondary school”.

She explained that what is crucial here is 

flexibility and affordable childcare.

A lot of this is related to culture, but it also, 

“works partly through celebrities, through 

generations and then through enlightened best 

practice in business”. Many businesses want to 

show best governance, be socially responsible and 

Yukimi Ito, head of the Communication Division at 
GlaxoSmithKline K.K.

Paul Hunter, secretary general of the 
International Bankers Association of Japan

Jacky Scanlan-Dyas, corporate partner at Hogan Lovells Japan

Jenifer Rogers, non-executive director at Mitsui & Co., Ltd. Ken Katayama, deputy director of corporate affairs at 
Microsoft Japan Co., Ltd.

Nicholas Benes, representative director of the 
Board Director Training Institute of Japan

practice diversity. The ones that do not adapt will 

find people will go to international firms for work.

Jacky Scanlan-Dyas, corporate partner at 

Hogan Lovells Japan, asked about tokenism 

and how Bottomley sees this affecting diversity.

“Your leadership team needs to reflect 

your workforce and it needs to reflect your 

customers”, she began. “[If it doesn’t], you 

look distant, you look different, you don’t look 

appropriate, you don’t look modern, you don’t 

look relevant. So there are reasons you can 

adjust the job specification slightly if you want 

to take on somebody who is more representative 

of the community in which we work”.

The final question came from Jenifer Rogers, 

non-executive director at Mitsui & Co., Ltd.: “I 

would be curious if you have any thoughts on 

how quickly change can or should happen and, 

maybe, some of the ways to improve the business 

case, or encourage Japanese boards’ activism … 

to go down the diversity and inclusion route?”

“I absolutely think that if we all think the same 

way, then we are not going to get to where you need 

to be”, Bottomley replied. “Different nationalities, 

personalities and genders are required to get the 

best solutions, and that is a business argument.

“I think we are at a tipping point, and it 

comes from all sorts of angles. Some of it will be 

about high-profile and successful females, some 

of it will be international firms putting pressure 

on their way of working, but a lot of it is going 

to come from the pressure of the work force—

Japan needs its top talent”. 
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Mari Nogami is your 

model international 

working mother. She has 

raised two children while developing 

her career across the globe and is 

now at one of the UK’s largest firms 

in the pharmaceutical industry, 

about which she is passionate. 

With 20 years under her belt at 

Proctor & Gamble Japan K.K., she 

joined AstraZeneca UK Limited 

where she worked in senior executive 

roles in both Japan and Sweden. She 

has now returned to Japan as the 

firm’s vice president, commercial 

excellence, where she will oversee 

various support activities for sales 

and marketing in the country.

BCCJ ACUMEN spoke with 

Nogami about her thoughts on 

how women can challenge the 

status quo in Japan, what she has 

learnt about working in the UK and 

Sweden, and what her plans are for 

her new role.

Working mum

Nogami could be considered 

the ideal case study of a working 

mother, given how expertly she has 

balanced family life and work.

“I tried to leave meetings and 

I tried to be at home for my family 

commitments—I raised two kids 

and I thought I had the best life–

work balance in Japan because 

I spent so much time with my 

family”, she explained. 

However, when Nogami moved 

to Sweden, she found an even 

better balance.

“I was so surprised that it’s 

almost a norm in the office that at 

4pm on Friday no one is in the office 

because their priority is having 

dinner with their family and they do 

extra activities on Fridays”, she said.

The Swedish mindset towards 

work greatly differs from that in 

Japan, and a crucial part of this she 

believes is to do with guilt.

Foreign models
AstraZeneca’s new vice president  

of commercial excellence in Japan
BY MAXINE CHEYNEY

“When you live in a society 

where people have absolutely zero 

sense of guilt about their work-

related activities, it dramatically 

changes how you behave”, she said.

This way of thinking also 

influences the attitudes of the 

female working population. 

The cost of living in Sweden is 

very high, and this is another 

DIVERSITY

factor that contributes to women’s 

motivation to work.

“I talked with a lot of British 

people in the office to see if this 

type of lifestyle is a European 

norm, or if it is just Sweden. I 

found that the UK is in between 

Sweden and Japan”, she added. 

The Swedish government also 

makes efforts to support society 

as much as possible, including 

through its tax system. This is in 

stark contrast with Japan, where 

¥380,000 is deducted from the 

taxable income of the head of 

the household (often the husband) 

if their spouse earns ¥1.03mn 

or less a year. This means many 

Japanese women will choose to 

take on part-time jobs and fewer 

hours to avoid losing out on the 

tax break.

She also highlighted favourable 

holiday systems in Europe, 

and the Swedish government’s 

incentive for more women to go 

out and work by offering half-price 

housecleaning services.

But Nogami, recognising 

that the Japanese government 

is making efforts to change the 

country’s work–life balance, gives 

as an example Premium Friday, 

when firms are encouraged to let 

employees leave work at 3pm on 

the last Friday of the month.

“I found it a great incentive 

on the part of the Japanese 

government, because people need 

motivation. In Sweden, the reason 

people go home early is because 

“When you live in a society where people 

have absolutely zero sense of guilt 

about their work-related activities, it 

dramatically changes how you behave”.
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they want to go home, but in Japan 

you have to incentivise them.

“Many of the middle-aged or 

relatively senior men in Japan 

don’t have an incentive to go home 

because there is no space for them”, 

she laughed.

She added that there is a still 

silent pressure from those in senior 

positions within the firm for more 

junior employees not to leave the 

office before their seniors. 

However, whatever solutions 

the government finds, she says the 

system must take into account the 

need for improved productivity. 

Nogami has found that 

AstraZeneca both globally and 

in Japan has a great system to 

accommodate a working mum’s 

needs, including flexible work 

hours and the option to work 

from home. 

Working abroad has certainly 

played a part in changing Nogami’s 

mindset, helping her to realise 

she did not need to be driven by 

social norms. Being able to spend 

more time with her children 

was one particular aspect that 

highlighted this.

From the outset, AstraZeneca 

ensured that each move was made 

easy, even helping with finding 

schools for her children. 

The industry

Nogami has big dreams for her 

new role at AstraZeneca. With so 

many innovations and new drugs 

making their way into the industry, 

she sees opportunity for growth. In 

particular, she highlighted oncology, 

where research and development is 

being conducted on a range of new 

drugs and treatments.

“Now I am in the process of 

discussing with the business unit 

what service they need and what 

expertise they need to make sure 

that we do what the unit cannot do 

and grow the business”.

Looking at the pharmaceutical 

industry, Nogami believes that it 

has great potential for women.

“I see a lot of opportunity for 

female scientists to really work 

and leverage their strengths”, she 

explained. “Pharmaceutical jobs 

are more information-driven and 

more scientific knowledge-driven, 

and that’s where women can 

actually play a huge role”.

Nogami also believes another 

aspect of the job that might be 

appealing to mothers such as 

herself is that “working in the 

pharmaceutical industry is a 

unique experience, because from 

day one your job is all about 

helping people”.

With recent events in Silicon 

Valley involving sexism and sexual 

harassment, BCCJ ACUMEN asked 

how these issues are dealt with at 

AstraZeneca. Nogami revealed that 

the firm has its own international 

hotline for sexual harassment 

should any such problems arise. 

“What I found after moving to 

the pharmaceutical industry is that 

you need to have a high degree of 

compliance because of the nature 

of the business”. This includes 

quarterly compliance meetings, 

she explained, and education 

plays a crucial role in prevention.

The firm continues to be 

an advocate for diversity and 

inclusion, and a good work–life 

balance, helping employees such 

as Nogami to have the best of 

both worlds. 

“We should keep challenging 

the social norms, and I think that 

even the BCCJ and foreigners 

coming to Japan should question 

these norms”. 

“We should keep challenging the 

social norms, and I think that even 

the BCCJ and foreigners coming to 

Japan should question these norms”.

Nogami said she sees a lot of opportunities for female scientists. PHOTO: ASTRAZENECA
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W hen Shaun Pulfrey appeared on 

the notoriously unforgiving BBC 

television series Dragons’ Den in 

2007, the sharp-tongued investors dismissed 

the hair brushes in his Tangle Teezer brand as a 

“waste of time” and “hair-brained”.

A decade on, those disdainful dragons 

are laughing on the other sides of their faces. 

Tangle Teezer Limited products are available in 

no fewer than 80 countries, with the brand having 

seen annual turnover of £23.4mn in the year 

to March 2015 and received both The Queen’s 

Award for Enterprise in Innovation and The 

Queen’s Award for International Trade in 2014.

Pulfrey’s cleverly designed detangling 

brushes were a product of three decades as a 

colourist in the hairdressing industry, working 

for salons as famous as Toni&Guy, Nicky Clarke 

and Pierre Alexandre, and have found a 

firm following in Japan since they were first 

introduced in 2011.

“Tangle Teezer is currently sold in China, 

Taiwan, Japan, Singapore, Thailand, South 

Korea and Hong Kong, and within Japan, 

especially, sales are flying”, Pulfrey told 

BCCJ ACUMEN. “By the end of 2017, I expect 

nearly 10% of total company revenue to come 

from the Japan market—and that’s over £20mn 

at retail prices.

“What’s even more exciting is that it is 

our premium, exclusive lines that are the real 

drivers of growth”, he explained. “What we’ve 

also learned from our business in Japan is that 

British fashion and beauty are highly regarded 

How to sell a  
“hair-brained” idea

How the Tangle Teezer founder overcame a Dragons’ Den  
setback to build a multi-million pound hair care business

BY JULIAN RYALL
PHOTOS: TANGLE TEEZER

and that the kudos of a well-designed, quality 

British product is huge.

“Consumers there are very fashion- and 

brand-focused, and even the youngest of 

consumers are happy to pay a premium for 

products such as ours”, he added. “Having glossy 

magazine and celebrity endorsement from the 

likes of Emma Watson and Cara Delevingne 

only adds to the desirability factor. Cara is huge 

in Japan, we have discovered!”

Different styles

Pulfrey admits his appearance on Dragons’ Den 

did not go as well as he had hoped, but the 

viewing public disagreed with the snide 

investors’ comments and the Tangle Teezer 

website crashed as a result of the demand on 

INNOVATION

“By the end of 2017, I expect 

nearly 10% of total company 

revenue to come from the 

Japan market”.
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the day the programme was screened—more 

than 1,500 orders were placed that day. And 

in 2008 Boots UK Limited began stocking the 

six brushes in the Tangle Teezer range and 

the following year the brand was in profit and 

expanding into markets around the world.

Yet—as other firms with great products have 

discovered previously—the Japanese market is 

unlike any other.

“We have found that Japan has quite 

different dynamics to the China market, where 

social media exposure can catapult your brand 

within weeks”, Pulfrey said. “It can take longer in 

Japan to build brand-awareness—it feels more 

traditional and tastes do differ slightly from 

those in the UK”.

The solution, he emphasised, is to “work with 

a local partner and understand how you might 

localise your messaging or positioning to ensure 

it is understood by a Japanese consumer”.

While Instagram posts of pictures of 

doughnuts on the Tangle Teezer account on a 

Friday might generate thumbs up and social 

media traffic, “your Japanese consumer is 

likely to be mystified at the connection to your 

product or service”, Pulfrey pointed out.

Untangling business

The most common question that Pulfrey fields, 

when quizzed about getting a foot in the door of 

the Japanese market, is how to go about finding 

a distributor.

“Simply trying a web search is impossible—

unless you are fluent in Japanese—so you will 

probably need a helping hand from someone 

with experience of working with the Japanese 

market and culture”, he suggested.

“You may also find that the use of English 

within the business community, particularly 

at a senior level, is less prevalent than in other 

countries of South-East Asia and, again, that’s a 

good reason to enlist some support in the early 

days”, he counselled. “It can save you a lot of 

time and avoid an awful lot of frustration”.

Good information is available on the 

British Chamber of Commerce in Japan website, 

while an Internet search for a product or 

service similar to your own often yields useful 

intelligence on what the opposition are up to, 

said Pulfrey.

Single-year sales

The Tangle Teezer founder was carrying out 

market research on Japan as he prepared to 

launch here, but was approached by a Japanese 

entrepreneur who had spotted the product in an 

in-flight magazine and was intrigued, leading 

to a partnership with the Yokohama-based 

distributor Preapp Co., Ltd.

“The beauty market was very new to him, 

but with our guidance and his understanding of 

the culture of doing business within Japan, we 

have grown together to become a great success”, 

Pulfrey said.

“I think what has worked particularly well is 

our business relationship”, he added. “It’s very 

much based upon the contribution of the team 

over the individual, and being very aware not to 

place your partner in a difficult position.

“There’s never been a hard sell approach; 

it’s much more about being polite and 

deferential. As our sales in Japan have grown, 

so our partners’ firm has grown also, and that’s 

terrific to see”, he said. “My experience has 

been that the Japanese are wonderful people 

to work with”.

As Tangle Teezer was a new concept for the 

Japanese hair care market and the products had 

fared well after being featured on the Home 

Shopping Channel in the UK, where their 

advantages could be demonstrated to viewers, 

the firm employed a similar tactic in Japan to 

secure sales to early adopters.

In the four years from 2012, the firm sold 

more than 900,000 brushes through the 

Japanese home shopping television channel 

and Tangle Teezer’s online platform. That sales 

figure is expected to pass the 1mn unit mark for 

single-year sales in 2017.

“Tangle Teezer is now stocked in high-end 

department stores and premium hair salons 

in Japan and, as awareness has grown, so our 

customer base has grown, too: from young, 

fashionable girls building a Tangle Teezer 

hairbrush collection, to parents of young 

children looking to reduce stress on the school 

run”, Pulfrey said.

“As our customer mix has evolved within 

Japan, and we have needed to adapt to changing 

fashion styles and local tastes, so have we evolved 

for the better as a business”, he added. “It has 

forced us to be more innovative and speed up our 

time to market for new colours and new designs.

“It has also led us to rethink our business 

model for Asian markets”, he concluded. “By 

becoming less Euro-centric and localising our 

standard products, we’re not only selling a more 

premium-priced product mix—and to a wider 

audience—but also have built a richer relationship 

with our existing customers, and that’s hugely 

encouraging for the future”. 

“There’s never been a hard-sell 

approach; it’s much more about being 

polite and deferential”.
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BY CHRIS RUSSELL

Data is fast becoming one of the world’s 

key resources, with some people even 

going as far as to classify it as the oil 

of the 21st century. Now, more and more firms 

are trying to tap this asset to drive growth and 

improve efficiency.

This is just as true in the world of 

pharmaceuticals, and a reminder of the 

possibilities came on 31 August when 

GlaxoSmithKline K.K. (GSK) announced that it 

would begin using the text mining technology of 

SciBite Limited, a British firm that has created 

what it calls a semantic platform for extracting 

and identifying data and relationships in 

biomedical text. GSK will use the technology for 

the purpose of pharmacovigilance—the science 

and activities involved in detecting, assessing, 

understanding and preventing adverse 

effects of drugs.

This is typically done by reviewing individual 

papers and, at the moment, Japanese firms use 

a laborious, human-centric process employing 

specialists to do this. In addition to being time 

consuming, there is a chance of mistakes being 

made, as each paper needs to be reviewed 

quickly given the sheer volume of text that 

needs to be checked.

“This new technology will help us to 

enhance our pharmacovigilance capabilities 

in Japan, and enable us to reach timely, well-

informed decisions”, said Kihito Takahashi, 

GSK’s vice president and senior managing 

director of the development and medical 

affairs division.

“For pharmaceutical companies, 

pharmacovigilance is one of the most 

important activities. By combining our 

human-centric expertise and innovative 

technology, we will keep driving high 

quality pharmacovigilance that meets local 

requirements and needs for our patients”.

No stone unturned

The key to SciBite’s work is its world-leading 

vocabularies covering millions of diseases, 

phenotypes and other biomedical phenomena. 

It is this that enables the software to be so 

comprehensive in highlighting relevant 

information in pharmacological texts, which 

can then be converted into data points that can 

be analysed further. 

“The concept that they could get a much 

higher degree of certainty around this was 

very interesting to [the pharmacovigilance 

team], and the majority of what they have to 

review is in English”, said John Bolger, SciBite’s 

general manager for Japan, who has worked 

in pharmaceutical software systems for more 

than 20 years.

Although still a relatively young technology, 

other applications are also becoming apparent. 

One is repurposing—the finding of new 

applications for existing drugs. Launching a 

new drug can cost more than $1bn, and so the 

possible savings of repurposing are immense. 

By combing through the scientific literature, 

SciBite can identify papers that hint at new uses 

for drugs, opening up additional avenues for 

further research.

DRUGS: SAFETY FIRST

GSK adopts new text-mining technology

SciBite can also be used for tracking 

competitors’ research and assessing the relative 

strengths and weaknesses of drugs that have not 

yet reached the Japanese market. And it is likely 

that the partnership with GSK will yield new 

uses as well.

“The technology is so new that we are 

learning how to use it”, said Bolger. “At the same 

time, we will learn from them once they start 

to power up their use strategies, which they are 

already doing. We will learn from them how 

they found it to be useful as well, because there 

is really very little limit on what you can do”.

Keeping ahead

The seeds of GSK’s adoption of SciBite were sown 

at a British Chamber of Commerce in Japan (BCCJ) 

event after Bolger gave BCCJ Executive Committee 

member Philippe Fauchet OBE, then president 

of GSK Japan and now the firm’s chairman, an 

elevator pitch about SciBite’s technology. And 

Bolger believes the endorsement of such a high-

profile firm is key to SciBite’s development.

“I think that, for these types of creative new 

solutions, you have to go to the top—without 

solid sponsorship for evaluating them at the 

top, it’s not going to happen. That’s more true in 

Japan than anywhere”, he said. “It’s very difficult 

to push new technologies that you don’t know 

you need from the bottom up.

“I think it was a breath of fresh air and 

inspirational the way they moved ahead 

with SciBite”.

With data becoming ever more important 

to business, it is an attitude that other firms will 

need to adopt, if they haven’t already.

“I think that within a decade this technology 

will touch everything we do”, said Bolger. “Firms 

who are not utilising this type of technology at 

the moment will risk essentially falling behind 

the curve”. 

HEALTH

John Bolger, SciBite’s 
general manager for Japan

SciBite can identify 

papers that hint at new 

uses for drugs.
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The new convention centre that will be built in Minato Mirai, Yokohama.

Despite being a crucial gateway to 

Japan since having been designated 

a treaty port during the Edo period, 

Yokohama has nonetheless lived in the 

shadow of neighbouring Tokyo in terms of 

its global reputation. That, however, looks 

to be changing. Major events, such as the 

Tokyo 2020 Olympic and Paralympic Games 

and the 2019 Rugby World Cup, once again 

will bring international attention to the city.

Already, the British Olympic Association has 

chosen Yokohama as one of its three training 

bases for Team GB ahead of the Games, and 

International Stadium Yokohama will host the 

Rugby World Cup final.

This strong sporting presence in the city is 

drawing an optimistic response from those in 

Yokohama’s meetings, incentives, conferences 

and exhibitions (MICE) sector. Many believe 

that both international sporting events will 

be a significant boost for the city’s business 

and reputation.

Fumika Sato, manager of the business 

events team at the Yokohama Convention & 

Visitors Bureau (YCVB), is convinced. “With 

the big worldwide events of the Rugby World 

Cup and the Tokyo Olympics, we expect that 

the popularity and recognition of Yokohama 

will increase, and it will lead to further 

conferences and meetings”, she said. “After 

the success of those events, we believe that 

awareness concerning Yokohama will be 

expanded, as well as bring us the opportunity 

to improve the brand quality of Yokohama as 

a MICE city.

“In addition, we also expect to be recognised 

as a satellite city of Tokyo by appealing to 

Yokohama’s convenient access from Tokyo”.

The Olympics themselves are also set to 

bring a spike in MICE bookings, with many 

firms looking to make the most of the occasion 

to promote their goods and services, particularly 

those brands officially connected to the event.

“More opportunities are lining up for 

the banquet, event and catering sections”, 

said Takako Tomizawa, director of sales at 

Yokohama Bay Sheraton Hotel & Towers. 

“Sponsors will organise a series of parties, as 

well as gatherings for the purpose of public 

viewings during the Games”.

But the Olympics is also driving business 

to Yokohama in other ways, as venues in 

Tokyo have become oversubscribed or are 

to be used for the Games themselves.

“We’ve been receiving enquiries from 

customers who had been planning to use 

venues in Tokyo, but needed to move to other 

cities for the reason that those venues in Tokyo 

are to be used as actual sports venues or for 

roles such as the press centre”, explained 

Hiromi Murayama, manager of the sales and 

marketing division of Pacifico Yokohama.

In it together

Both public and private organisations in 

Yokohama’s MICE sector are taking steps 

to ensure they maximise the benefits of the 

upcoming sporting events. Chief among these 

is a new facility that will be adjacent to, and run 

by, the Pacifico Yokohama.

With hall space totalling 6,300m2, it can 

accommodate up to 6,000 people and also has 

classroom, buffet and banqueting facilities, as 

well as a theatre and meeting rooms. The new 

facility—scheduled to open in spring 2020—

represents a significant investment in MICE for 

Yokohama and seeks to match the anticipated 

growth in demand.

“We are now seeing stronger public–private 

partnerships than ever with the involvement of 

the YCVB, Yokohama City’s Culture and Tourism 

Bureau and the prefectural government’s 

international tourism division”, said Tomizawa. 

“It would be great if we could organise a 

destination marketing organisation or tourism 

business alliance to have international 

attention steadily focused on Yokohama”.

Firms are also stepping up their own 

individual efforts, with Pacifico Yokohama 

increasing its digital marketing footprint to 

draw attention to its all-in-one facilities and 

to increase awareness among international 

customers. But for these firms it is also 

important to emphasise the general qualities 

and facilities of the city as well.

“Yokohama City is proud of its very 

convenient access from home and abroad, and 

its relaxed atmosphere by the sea in the middle 

of a metropolitan city”, Murayama said. 

SPORTS

MICE build-up for major events
Yokohama seeks edge for Olympics and rugby
BY CHRIS RUSSELL
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TELL offers a range of presentations, workshops 

and services year round that can help your firm 

achieve best practice in mental health care 

provision. For further details on this,  

visit our website: www.telljp.com.

BY VICKIE SKORJI

Have you ever considered the cost 

of mental health in the workplace, 

how much firms are losing because 

of mental health-related issues among their 

employees, and how much they could save with 

some simple investments?

We all know that mental health—whether in 

the workplace, the home or in society at large—is 

a huge issue that is rarely addressed or given the 

attention it deserves. That is why the World Health 

Organization (WHO), in conjunction with the 

World Foundation of Mental Health, designated 

10 October as a day to promote global awareness 

of, and call to action for, mental health. Every year, 

this event promotes open discussions on mental 

illnesses as well as investments in prevention 

and treatment services. This year, the focus is on 

mental health in the workplace.

Worldwide, more than 600mn people suffer 

from depression or anxiety according to figures 

published in The Lancet. That is one in four 

people, or one in five in the workplace. Whether 

we know it or not, we all have co-workers, 

managers, friends or family members who are 

affected by this. As you read this article, you 

may realise that this applies to you, too. In 

2016, a WHO study estimated that a staggering 

12bn working days will be lost to depression 

and anxiety every year until 2030, with a loss in 

productivity of more than $900bn.

Lifting the stigma

Like in most other industrialised countries, 

the number of people struggling with mental 

illness in Japan has been steadily increasing 

over the past decade. A recent, four-year 

longitudinal Japanese study by the Research 

Institute of Economy, Trade and Industry found 

that long work hours—along with unclear 

job descriptions and the inability to exercise 

discretion in performing tasks—notably erodes 

the mental health of workers. The research also 

found that, when a colleague is suffering from 

a mental illness, the mental health of other 

workers is also likely to be poor.

This has spurred legislators in several countries 

to try to address this pandemic. Nevertheless, 

stigma and the lack of awareness of mental health 

issues in the workplace persist as barriers to 

equality. Many employees are reluctant to come 

forward and tell managers about their mental 

health issues for fear of jeopardising their jobs.

Research published in 2012 that pooled 

public attitudes from several different national 

surveys suggests that, although there is growing 

awareness of the effectiveness of mental health 

treatments, social acceptance of colleagues 

with mental illness has not improved in the past 

20 years. The research also found that those 

with a mental health problem were rated lower 

in terms of social acceptance by colleagues, 

friends, neighbours and in-laws than those with 

either a physical disability or no disability at all.

What is the social cost of this? All around 

the world, stigma, prejudice and discrimination 

surrounding mental illnesses deprive people of 

their dignity, and act as barriers to vital support 

and treatment options. All too often, people can 

feel like a failure, they can feel hopeless and 

they can tragically feel like taking their own life 

because they are unaware that help is available.

In Japan, while the number of suicides has 

decreased in recent years, there are still 60 

people who end their own lives every day. We 

know that for every completed suicide, there 

are an estimated 25 attempts. This number is 

just too high.

What to do

Luckily, a shift in societal attitudes is slowly 

moving us in a better direction. As our societies 

and workplaces change, traditional ways of 

WORLD MENTAL HEALTH DAY

Wellness in the workplace

looking at the workforce are being re-evaluated. 

Many younger employees rate workplaces that 

value employee wellbeing much higher when 

weighing up potential job offers. Provisions for 

wellbeing in the workplace not only help retain 

employees, but can also help attract top talent. 

Is your workplace mental health friendly? Below 

are some guidelines to get you started:

• Welcome all qualified job applicants and 

value diversity

• Include healthcare that treats mental illness 

with the same urgency as physical illness

• Have programmes and practices that 

promote and support employee health and/

or work–life balance

• Provide training for managers and 

front-line supervisors in mental health 

workplace issues

• Safeguard the confidentiality of employee 

health information

• Provide an employee assistance programme 

or other appropriate referral resources to 

assist managers and employees

• Support employees who seek treatment or 

who require hospitalisation and disability 

leave, and develop a return-to-work plan

• Ensure that “exit with dignity” is a corporate 

priority, should it become necessary for an 

employee to end their employment

• Provide all employees with access to 

information regarding equal opportunity 

employment, health and wellness 

programmes and similar topics 

BEST PRACTICE
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FILM

On 30 September, 20 members of the 

St. David’s Society Japan packed into the 

Clann Irish Pub in Jiyugaoka, Tokyo to 

relive the glories of the Welsh national football 

team from the previous summer. 

In years gone by, Wales has had some 

magnificent individual football players. Names 

such as Ian Rush, Mark Hughes and Ryan Giggs 

would have been assets to any national side 

when they were in their pomp. But the country 

always fell short as a team.

Before the 2016 UEFA European Championship 

in France, Wales had appeared at precisely one 

other international tournament: the FIFA World 

Cup way back in 1958 in Sweden. And going 

into the 2016 contest—after being drawn in 

the group stages against Russia, Slovakia and, 

almost inevitably, old rivals England—there 

was little expectation that The Dragons would 

survive the early matches.

Even the most optimistic Welsh patriot could 

have been forgiven for not bothering to book 

hotels for beyond the three group games. But 

Jonny Owen had more faith and had started 

in 2012 to make a documentary that charted 

Wales’ unlikely campaign to get to France. And 

once there, he kept the cameras rolling.

The result is Don’t Take Me Home, a 

documentary that was released in March and 

charts the incredible tenacity and rise of a relatively 

young squad through the FIFA rankings and 

on to giant-killer status. Owen’s film opens 

with Chris Coleman taking over as manager of 

the team, as well as scenes of heartache from 

yesteryear, as Wales repeatedly fell short in their 

efforts to make their mark on the world stage.

As the qualifying games for the tournament 

progress, Owen interviewed Coleman, Gareth Bale— 

undoubtedly the star and talisman of the team—

as well as Aaron Ramsey, Ashley Williams and 

other, less-than-household names in the Wales 

team. Very quickly, the close bond that holds these 

individuals together is apparent. They are a team.

Welsh Pride

The documentary is far more than simply about 

the players. Cleverly interspersed with the 

football are footage and interviews with fans in 

red shirts proudly waving their unmistakable 

national flag. There are celebrations in the 

streets of Bordeaux, Toulouse and Lens for those 

fortunate enough to have been able to attend 

games, as well as outside pubs in Wales for 

the rest of the nation watching on television.

Grown men are seen sobbing. Children 

are wearing red wigs. Complete strangers are 

hugging one another, and it’s all because they’re 

both wearing Welsh red.

In one memorable scene, the cameras capture 

the utter mayhem that breaks out at an outdoor 

screening in Wales when the ball rolls into the 

bottom corner of an opponent’s net. Water 

bottles, hats, scarves and even people are instantly 

airborne in an eruption of national pride.

Owen has captured the moment perfectly.

In the team’s first game of Euro 2016, Wales 

beat Slovakia. Despite a narrow loss to England, 

they then dispatched Russia by three goals to 

nil, finishing top of Group B and moving on to 

the knock-out rounds. Even Gareth Bale did not 

see that coming.

And while England were being humiliated by 

Iceland, Wales eased past Northern Ireland and 

then Belgium into the quarter-finals. As a result, 

the final four teams in the tournament were 

traditional football powerhouses Germany, 

France and Portugal. And Wales.

The fairy tale finally came to an end 

against Portugal in the semi-finals, but there 

was certainly no disgrace in losing to the 

team that would eventually go on to win the 

tournament. Two Welsh players—midfielders 

Joe Allen and Aaron Ramsey—were named in 

the UEFA team of the tournament. Not bad for 

a nation of slightly more than 3mn people.

The story behind Don’t Take Me Home is one 

that Hollywood would reject because it is simply 

too improbable. Now that it is fact, everyone 

with a smidgen of Welsh heritage needs to see 

this film. Plus anyone who enjoys seeing the 

underdog get one over on the big boys. 

Welsh footballer Gareth Bale starred at the 2016 UEFA European Championship. PHOTO: NATIONAL AMUSEMENTS

DON’T TAKE 
ME HOME
New movie looks back at the 
summer Welsh footy fans 
did not want to end
BY JULIAN RYALL
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T he Japanese are famous for having 

learnt, over many centuries, how to 

get along with others. High-density 

living in the modern era and village communal 

agricultural activities in the past have both 

seeded probably the best example of how to 

have a complex, but low-friction society.

Arguments, fights and road rage do occur, 

but compared with anywhere else with 

such a population pressure cooker, Japan 

doesn’t even rate as a contender for worst 

practice. The concepts of tatemae, or publicly 

displayed opinions and feelings, and honne, or 

actual feelings, are a big part of creating that 

harmonious environment.

Of course, as foreigners, we initially struggle 

with this separation of the real world and the 

imagined world. It can seem that Japanese 

people can be two faced—saying one thing, but 

doing another. Being the bearer of bad news 

rarely becomes an issue in Japan, because no 

one ever delivers it. No shooting the messenger 

here, because people have learnt to be 

extremely circumspect about how much they 

tell others and how they tell it. The language is 

an admirable tool for this because it is excellent 

for being vague.

Western society does the same thing, but 

we tend to notice it more here. In your home 

country, if your father-in-law has been on a 

“see-food diet” (see food and eat it), but asks 

if you think he has lost weight, you are likely 

to plunge right into a tatemae answer that will 

tell him what he wants to hear. No unvarnished 

truth that he is obese and there is no difference 

from the last time you saw him, which would be 

the honne. So we do it in our cultures as well, 

but Japan has institutionalised it.

Being indirect, vague and circuitous are all 

admirable traits for Japanese communicators. 

Meanwhile, rude, unrepentant and bombastic 

Westerners—card-carrying members of the “tell 

it like it is” society—have trouble with what they 

see as duplicitous behaviour. What do you do 

when people won’t tell you the truth? How can 

you lead an organisation when you don’t know 

what is going on, and when bad news only leaks 

out when all efforts to hide it have failed? How 

can people be held accountable when you can’t 

count on them to adhere to the internal rules 

around transparency?

Lessons for the boss

It gets worse, of course, when you are the 

boss. Any boss, in almost any culture, will be 

getting served up some form of tatemae, simply 

because they are the boss. People tell you what 

they think you want to hear, as a means of 

sucking up to you for some possible advantage 

or to avoid your wrath if it all goes the wrong 

way. There are plenty of killed messengers in 

the Western world, and we have all learnt that 

that role is one to avoid whenever possible. 

Japan just takes the level of mastery up a couple 

of notches. 

As the boss, if we can’t rely on those who 

work for us to speak up, how do we get to the 

bottom of what is going on? We have a few 

options available to us. Find a confidant who 

is plugged into what is really going on and can 

tell you the truth. But be careful of the “gaijin 

handler”, the English-speaking Japanese staff 

member who uses their communication facility 

to get close to power. They are often there to 

feed you what others want you to know, make 

sure you don’t find out too much, and keep an 

eye on you.

A better method is to be a great boss who 

people can trust and will not feel fear whenever 

they have to talk truth to power. You might 

imagine that is you already.

Wasn’t it you who erupted when the target 

achievement was poor or the deadline was 

missed or someone did something dumb? 

Everyone is watching the boss like a hawk. How 

does the boss react to bad news? What happens 

when the pressure is really on? Does that 

bon vivant boss become a monster? Keeping 

calm, no matter what, takes courage, patience 

and practice.

Building a personal relationship of trust with 

staff means making time available for them. 

The boss who can’t manage their time and can’t 

delegate is just a leaf being blown around by the 

wind of busyness. They can’t coach and can’t 

create real relationships because they don’t 

have the time. So make the time and get busy 

working on time management and delegation 

skills. Work on your communication skills. 

Make the time to talk with the staff. Find out 

what motivates them and become their assistant 

to make what they want happen. Back them, 

praise them, support them and good things 

start to happen. Create staff members who feel 

empowered by you. Make them feel valued in 

a sincere way. Make time to communicate with 

them and build relationships.

Engaged employees are self-motivated. The 

self-motivated are inspired. Inspired staff grow 

your business, but are you inspiring them? We 

teach leaders and organisations how to inspire 

their people. Want to know how we do that? 

Contact me at greg.story@dalecarnegie.com 

Building a personal 

relationship of trust 

with staff means 

making time available 

for them. 

PUBLICITY

by dr greg story
president, dale carnegie training japan

HOW TO KNOW WHAT 
YOUR TEAM IS THINKING
Tatemae, Honne and the Gaijin Boss

THE LEADERSHIP JAPAN SERIES
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by ian de stains obe

HEATING UP

Trump’s threat to leave Paris Accords draws UK–Japan response

IF YOU ASK ME

T his year has been 

extraordinary as far 

as global weather is 

concerned. Most significantly, 

the devastating hurricanes that 

have hit parts of the Caribbean 

and the United States are the most 

powerful storms on record. 

But other parts of the world have 

been affected, too. As I write, not 

one, but two extremely powerful 

storms are heading for the United 

Kingdom, threatening dangerous 

winds and extreme rainfall. Japan, 

too, has suffered extreme conditions, 

especially in Kyushu, where there 

has been severe flooding.

By and large, experts agree that 

the unusual conditions are a direct 

consequence of climate change—

specifically, global warming. 

Average global temperatures over 

the past 50 years have increased 

at the fastest rate in recorded 

history. Scientists see the trend 

accelerating—all but one of the 16 

hottest years in NASA’s 134-year 

record have occurred since 2000.

Scientists suggest that global 

warming is due to the collection 

of carbon dioxide (CO2) and 

other air pollutants and gases in 

the atmosphere. These, in turn, 

absorb sunlight and solar radiation 

that have been reflected off the 

Earth’s surface. They explain 

that, normally, this radiation 

would escape into space, but 

the pollutants, which can last 

for centuries in the atmosphere, 

instead trap the heat, causing the 

planet to heat up. This is what we 

know as the greenhouse effect. 

In an attempt to mitigate the 

effects, 196 parties met in 2015 

at the United Nations Climate 

Change Conference in Paris and 

signed an agreement in which each 

country agreed to determine, plan 

and report its own contribution to 

the reduction of global warming. 

The Paris Accord is the world’s 

first comprehensive agreement. 

Its aims are:

“(a) Holding the increase in the 

global average temperature to well 

below 2°C above pre-industrial levels 

and to pursue efforts to limit the 

temperature increase to 1.5°C above 

pre-industrial levels, recognising that 

this would significantly reduce the 

risks and impacts of climate change;

“(b) Increasing the ability to adapt 

to the adverse impacts of climate 

change and foster climate resilience 

and low greenhouse gas emissions 

development, in a manner that 

does not threaten food production;

“(c) Making finance flows 

consistent with a pathway towards 

low greenhouse gas emissions and 

climate-resilient development”.

Unlike its predecessor, the 

Kyoto Protocol, the Paris Accord 

focuses on consensus building, 

allowing voluntary and nationally 

determined targets. 

Moving ahead

In June of this year, however, 

US President Donald Trump 

announced his intention to 

withdraw from the agreement, 

triggering widespread 

condemnation. To make matters 

worse, the United States is one of 

the world’s largest polluters.

But Trump is unpredictable. 

He appears set on undoing as 

much as he can of what the 

previous president, Barack 

Obama, put in place, as if only 

for the sake of doing so. He also 

frequently changes his mind. And 

so it seems with the Paris Accords. 

Already there are signs of 

prevarication.

Even without Trump, however, 

there are indications that US 

firms are taking a proactive 

approach and making their own 

arrangements to counter global 

warming. And individuals in the 

United States are generally socially 

responsible on the issue. The major 

problem with Trump’s position is 

the message it sends to the rest of 

the industrialised world.

Given Trump’s wavering, there 

would appear to be a strong 

opportunity for British Prime 

Minister Theresa May to make a 

strong bid for leadership. Indeed, 

the UK has a strong record in the 

battle against global warming 

and at her speech to the UN in 

September, May singled out the 

Paris Accords as an example of 

the rules-based international 

system that enables the promotion 

of “fairness, justice and human 

rights”. Furthermore, in July she 

was clear that she would not 

renegotiate the agreement, as 

Trump had said he wants to.

Meanwhile, Japanese Prime 

Minister Shinzo Abe wrote to 

Trump earlier in the year urging 

him to stick to the accords, 

and Abe has expressed his 

own determination to press on 

with them.

With or without the United 

States, the international 

community will work towards 

achieving those targets. 

Foreign Secretary Boris Johnson signed the Paris Accords in November 2016.  
PHOTO: UK GOVERNMENT/PA
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The A-List of MBA

Since its founding, Ritsumeikan Asia Pacific University (APU) has been a leader in 

the globalisation of higher education in Japan. Half of our students come from about 

90 countries and regions outside of Japan, making our campus an environment of 

cultural and linguistic diversity, providing an experience unmatched anywhere in Japan.

Students in our Graduate School of Asia Pacific Studies and Graduate School of 

Management study exclusively in English, and our undergraduate programmes give 

students the opportunity to take courses in Japanese and English.

APU is the only AACSB-accredited Japanese university to offer an English-language 

MBA and an undergraduate business curriculum in English and Japanese. Our 

graduates join a network of professionals spanning over 140 countries and regions.

Ritsumeikan Asia Pacific University

1-1 Jumonjibaru

Beppu 

Oita Prefecture 874-8577

Admissions Office

09-7778-1119

apugrad@apu.ac.jp

http://admissions.apu.ac.jp/graduate

AREAS OF EXPERTISE

• College of International Management (BBA)

• College of Asia Pacific Studies (BSS)

• Graduate School of Management (MBA)

• Graduate School of Asia Pacific Studies (MS)

• Graduate School of Asia Pacific Studies (PhD)

SI-UK provides free independent advice and support to international students 

applying to UK universities. We provide application support for courses such as MBAs, 

undergraduate degrees, Master’s degrees and many other university programmes.

On top of our university application support, we also have an English Language Centre 

in Tokyo, offering Business English, IELTS exam preparation courses and private 

lessons, as well as providing businesses around Tokyo with tailor-made in-office 

English lessons.

Whether it is university application support, English lessons or even boarding school 

advice for parents, SI-UK offers expert advice in many areas of education.

AREAS OF EXPERTISE

• Higher education

• MBA

• English language lessons

• Business English

• Private English lessons

• Career development

SI-UK

5th Floor Boulevard Bldg.

1-16-3 Jinnan

Shibuya-ku, Tokyo 150-0041

Kevin Romao, Head of marketing

03-5272-9143

kevin@ukeducation.jp

http://www.ukeducation.jp/

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

consultancies for permanent and contract recruitment.

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

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

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

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

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

skills and culture—our ultimate goal.

AREAS OF EXPERTISE

• Accountancy & finance

• Banking & financial services

• Legal

• Compliance & risk

• Engineering

• Chemical

• Automotive

• Manufacturing & components

• Energy & infrastructure

• General management & consultancy

• Human resources

• IT & online

• Sales & marketing

• Retail

• Luxury & consumer goods

• Healthcare

• Supply chain

• Logistics

Robert Walters Japan K.K.

Shibuya Minami Tokyu Bldg. 14F  

3-12-18 Shibuya  

Shibuya-ku, Tokyo 150-0002

David Swan, managing director

03-4570-1500

info@robertwalters.co.jp

www.robertwalters.co.jp
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FAR OUT
Yes cover artist Roger Dean on 
his enchanting landscapes
BY GUY PERRYMAN MBE

W hen I was a kid, I had posters of 

Roger Dean’s art on my bedroom 

walls. Those iconic floating pieces 

of land or fragments of planets drifting through 

space that most people recognize as the album 

jackets for progressive rock band Yes. I always 

wanted to find a way to visit those lands 

somehow. Forty years later, I got to meet the 

man himself and immerse myself in his world 

through conversation.

I wasn’t the only person who had his famous 

art on my walls—Dean noted that the officially 

recorded number of posters, post cards and 

books of his art that have been sold is 60mn, 

but unofficially he thinks it’s closer to 100mn. 

Staggering real world numbers for someone 

creating imagined worlds.

We met in April at a gallery in Tokyo 

where he was holding an exhibition and 

a live painting session with his daughter 

Freyja, also a painter and currently a Tokyo 

resident. It was quite an experience watching 

one of his fantasy landscapes being born on 

the canvas. The father and daughter created 

a piece inspired by a cherry blossom tree 

outside the gallery window. This was a clue as 

to what I was to discover about Dean’s work.

When I asked Dean how his imagination 

came up with those fantastical landscapes, he 

said it was from climbing mountains across 

Britain and being inspired by the natural 

world around him. In the Lake District, he 

saw tiny lakes on top of the mountains with 

small islands and silver birch trees, stunted 

by the harsh weather, almost bonsai in form. 

And in the Scottish Highlands, low cloud 

drifting through made it look as though the 

outcrops of rocks were floating in clouds.

“That imagery stayed with me”, he said. “I 

loved those landscapes that inspired me, but 

they were inventions I let myself make up”.

He stressed that his art is intended to show 

that our real world is the most magical place. 

“The landscapes are not necessarily meant to 

be taken literally, but they are meant to make 

you want to go there”. I responded instantly that 

indeed they did!

Without thought

Dean trained as a draughtsman and designer, 

as well as learning life drawing. He had success 

with his first design job out of college in 

1966 with a chair called the Sea Urchin. This 

early recognition led him to being asked to 

design the seating for the famous jazz club 

Ronnie Scott’s in Soho, with the resulting 

introduction to the music world leading him 

to start designing album jackets for various 

rock bands, including Yes, for whose covers 

and logo he has become most famous.

I asked whether the music of the bands he 

paints for inspired the art.

“Not in the sense the question is asked—I don’t 

listen to a chorus and think that sounds like this 

colour”, he said. “What I did was talk to the band 

about ideas to see where they’re coming from. 

I didn’t want to be literal. I wanted to be more 

romantic. Music directly doesn’t give me pictures, 

but is music inspirational? Of course it is”.

I was quite surprised to discover Dean 

doesn’t listen to music while painting. Instead, 

he listens to talk radio, the news or audio 

books—when painting, he needs his mind to 

be occupied by something else so the art flows 

without conscious thought. “I have to take my 

mind completely out of the process”.

Dean studied kendo and said, “I found out 

I learnt more about art doing kendo than I was 

ever taught in art school. You train the hands, 

so the hands train the mind. It’s important in 

kendo, but it’s crucial in art”.

In comparison with a concert pianist, 

who needs to practice for 10,000 hours before 

reaching the highest level, he added, “You 

practice so you can deliver without thought”.

Dean’s work has inspired countless other 

creative people, most notably film director 

James Cameron and his record-breaking film 

Avatar. Dean unsuccessfully sued Cameron 

for “idea theft” in 2014. Other opportunities 

for Dean’s art to be seen on the big screen, or 

in virtual reality (VR), are in the works. He says 

about the ever improving technology behind the 

latter that, “The potential for it is breathtaking”.

So today, after all of his success, what’s on 

his wish list?

“VR. Architecture has always been in my 

imagination and on my wish list since college 

years, so to do a virtual experience where you 

can explore those worlds [is exciting]”.

He gave me the answer I was hoping to hear, 

because I have been wanting for many years 

to step into those posters on my childhood 

bedroom walls. I still might get that chance 

and to feel like a kid again. 

BEHIND THE MIC
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ARTS UK EVENTS IN JAPAN
COMPILED BY 
KIYOKO MORITA

1

UNTIL 18 NOVEMBER

Lady Bess

Based on the life of Queen 

Elizabeth I up until the age of 

25, when she became queen, 

Lady Bess is a musical by Michael 

Junze and Sylvester Levay. The 

production, which premiered in 

Japan in 2014, is a fictionalised 

account of the monarch’s 

upbringing. This performance sees 

the return of Shuichiro Koike, who 

directed the premiere, along with 

the original cast.

Imperial Theatre

3-1-1 Marunouchi

Chiyoda-ku, Tokyo

Various times

Adults: from ¥4,000

http://www.tohostage.com/ladybess/

03-3201-7777

2

UNTIL 19 NOVEMBER

Hokusai: Beyond the Great Wave

As part of a joint international 

project with the British Museum, 

the works of famed ukiyo-e artist 

Katsushika Hokusai are featured 

at this exhibition, which focuses 

on his original drawings from the 

last 30 years of his life. In addition 

to influencing Van Gogh and 

Monet, his piece Under a Wave 

off Kanagawa (also known as 

The Great Wave), is one of the best-

known artworks in the world.
UNDER A WAVE OFF KANAGAWA,  
KATSUSHIKA HOKUSAI (ABOUT 1830–33)
© THE TRUSTEES OF THE BRITISH MUSEUM. 
ACQUIRED WITH THE ASSISTANCE OF THE ART FUND.

ABENO HARUKAS Art Museum

ABENO HARUKAS 16F

1-1-43 Abenosuji

Abeno-ku, Osaka

Various times

Adults: ¥1,500

http://hokusai2017.com/

06-4399-9050

◉ Free tickets

We have five pairs of free tickets to 

give away.

3

UNTIL 23 NOVEMBER

Windsor Chairs—British Chairs 

Admired by Japanese

Built from a seat of solid wood into 

which the chair back and legs are 

connected, Windsor chairs first 

appeared in Buckinghamshire. 

They came to be highly admired 

by the founders of the mingei craft 

movement, Yanagi Soetsu and 

Hamada Shoji, as well as stencil 

dyeing artist Keisuke Serizawa.
BOW-BACK WINDSOR ARM CHAIR. THE UK, 
18TH–19TH CENTURY. PRIVATE COLLECTION

The Japan Folk Crafts Museum

4-3-33 Komaba

Meguro-ku, Tokyo

10am–5pm (Last entry: 4:30pm; 

closed Mondays except for 

holidays, in which case closed the 

next day) 

Adults: ¥1,100

http://www.mingeikan.or.jp/english/ 

exhibition/special/201709.html

03-3467-4527

◉ Free tickets 

We have five pairs of free tickets to 

give away.
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◉

To apply for free tickets and 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

28 OCTOBER– 
19 NOVEMBER

One Green Bottle

This is an existential three-

character tragicomedy, written 

by leading Japanese playwright 

and director Hideki Noda. In this 

English-language adaptation, the 

British actors Kathryn Hunter and 

Glyn Pritchard play the roles of 

father and daughter, respectively. 

Hideki Noda himself plays the 

mother, as he attempts to bring 

modern Japanese theatre to a 

wider international audience.
ART DIRECTION: YUNI YOSHIDA

Tokyo Metropolitan Theatre

1-8-1 Nishi-Ikebukuro

Toshima-ku, Tokyo

Various times

Adults: ¥6,000

http://onegreenbottle.jp

0570-010-296

5

13 AND 14 NOVEMBER

Muse

Muse is an English rock band from 

Teignmonth, Devon, that formed 

in 1994 and who incorporate 

electronic and classical elements 

into their music. They have sold 

over 20mn albums worldwide, and 

have won numerous awards. They 

also have claimed two Grammy 

Awards for Best Rock Album, 

two Brit Awards for Best British 

Live Act, five MTV Europe Music 

Awards and eight NME Awards. 

Yokohama Arena

3-3-10 Shin-yokohama

Kohoku-ku, Yokohama

Doors: 6pm

Adults: from ¥10,000

https://www.creativeman.co.jp/

artist/2017/11muse/

03-3499-6669

6

18 NOVEMBER

Bridge Street Market

Radio DJ Guy Perryman MBE 

is back with his annual British 

market-themed event in Tokyo. 

Perryman aims to recreate the 

feel of a true London market 

place, inspired by the exciting 

and creative vibes of those found 

in Covent Garden, Camden and 

Borough. This event, in the heart 

of Harajuku, aspires to act as a 

bridge between Japan and the rest 

of the world, creating a community 

spirit in Tokyo, and features artisan 

products from both Britain and 

Japan. The perfect way to start off 

the festive season. 

BA-TSU Art Gallery Omotesando

5-11-5 Jingumae

Shibuya-ku, Tokyo

12pm–8pm

Free entry

www.guyperryman.com/

03-3407-1145

◉ Free gift

We are giving away one 

Bridge Street Market T-shirt.
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1  |  EMBASSY

Matt Hancock, minister of state for digital, at 

the UK Fintech Night in Tokyo hosted by the 

British Embassy Tokyo on 21 September.
PHOTO: CUSTOM MEDIA

2  |  MEDIA

British Ambassador to Japan Paul Madden CMG 

spoke at the Foreign Correspondents’ Club of 

Japan in Tokyo on 4 October.
PHOTO: CUSTOM MEDIA

3  |  AWARD

Japanese Ambassador to the UK Koji Tsuruoka 

awarded the Foreign Minister’s Commendation 

to Mark Williams, professor of Japanese Studies 

at the University of Leeds, on 3 August.
PHOTO: EMBASSY OF JAPAN IN THE UK

4  |  ENTERTAINMENT

David Beckham OBE participated in a panel 

discussion on the potential of entertainment in 

integrated resorts in Japan hosted by Las Vegas 

Sands Corporation at the Palace Hotel in Tokyo 

on 4 October.
PHOTO: LAS VEGAS SANDS

5  |  BCCJ EVENT

Simon Farrell, publisher of BCCJ ACUMEN and 

member of the British Chamber of Commerce 

in Japan’s (BCCJ) Executive Committee 

(Excom), and Baroness Virginia Bottomley, 

chair of OB International Search Limited’s 

board and chief executive officer practice, at 

the Balance on the Board event on 22 September 

at The Peninsula Tokyo (page 22).
PHOTO: SATOSHI AOKI/LIFE.14

UK–Japan events
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6  |  REAL ESTATE

GlaxoSmithKline K.K. (see page 28) formally 

opened their new office in Akasaka, Tokyo on 

25 September, with (from left) Head of IT Pharma 

Jonathan Spraggs, President Kanako Kikuchi 

and Chairman and BCCJ Excom member 

Philippe Fauchet OBE cutting the ribbon.
PHOTO: CUSTOM MEDIA

7  |  BCCJ EVENT

Left to right: Donald Wilson, vice president and 

partner at International Business Machines Corp.; 

Chioma Anyalewechi, founder and director of 

An-yal Ltd.; Jane Best OBE, executive officer of 

Refugees International Japan; and Sarah Achilles, 

president of FEW Japan, attended Building 

Resilience in Your Organisation, a BCCJ toolbox 

session on 3 October at the BCCJ office.
PHOTO: CUSTOM MEDIA

8  |  CSR

Members of the BME Lawyers Tokyo Network 

participated in the TELL Tokyo Tower Climb 

on 10 September, raising $1,345 for the charity 

(see page 30).
PHOTO: SATOSHI AOKI/LIFE.14

9  |  LOGISTICS

Stuart Gibson, chief executive officer of 

ESR Ltd., participated in a ground breaking 

ceremony for one warehouse in Ichikawa, 

Chiba Prefecture on 13 September.
PHOTO: ESR

10  |  CULTURE

The annual Japan Matsuri took place at 

Trafalgar Square in London on 24 September 

and featured food, music and dance.
PHOTOS: NARINE CHALABI

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

with captions and credits for the editor to consider: russell@custom-media.com
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The Japanese Photobook, 1912–1990
Manfred Heiting, Kaneko Ryuichi
Steidl
€125
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BY IAN DE STAINS OBEBOOK REVIEW

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

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

The winner will be picked at random.

A close-up on Japan

The very large format of this book, together 

with its 500-plus pages, makes this a seriously 

heavy volume. It’s a most handsome publication 

and would make a welcome addition to 

anyone’s library.

As the preface explains, photography came 

late to Japan, which is not surprising. “The country 

had been closed to the West for centuries. In 

March of 1854 Commodore Matthew C Perry of 

the United States Navy opened Japanese ports 

and initiated the first economic and cultural 

exchanges. Until then, the artificial island of 

Dejima in Nagasaki Bay was the only trading 

post between Japan and the outside world”.

It’s been suggested that the first images of 

Japan’s people, landscape and culture were 

taken as early as 1861 by photographers on two 

Prussian ships that were visiting Edo (the former 

name of Tokyo) to negotiate a trade treaty. But 

this book shows there is evidence of earlier 

photographic activity.

The pioneering photographer Ichiki Shiro 

produced a portrait using daguerreotype, the 

first publicly available photographic process, as 

early as 1857. But progress was slow. “Between 

1862 and the 1880s, photographic studios 

were opened in Yokohama, Nagasaki, Osaka 

and Tokyo. They produced album after album 

(often hand-coloured) of the Meiji Emperor, 

samurai, geishas, domestic interiors and 

religious monuments”.

There are plenty of examples in this 

handsomely illustrated book and they make 

for a fascinating study of the period. But even 

more intriguing are the later 20th century 

photographs, which capture a sharp sense 

of the era. 

The book also contains a number of 

essays that support the photography, and 

the text is partially bilingual. Altogether a 

most satisfying publication that deserves 

to be enjoyed. 
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