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EDITOR

K now your market: an 

attested component of 

success in any business. 

Yet, according to Noriko 

Silvester, managing director of 

Candlewick, it has been a stumbling 

block for a number of firms that 

have tried—and failed—to set up 

in Japan. In our latest Member 

Spotlight column, BCCJ ACUMEN 

met Silvester to uncover her market 

entry tips. Meanwhile, she shared 

the reason she loves working with 

mums—and what they can teach 

their co-workers (page 32).

British Fair success

Tailoring to the customer was not 

a problem for the 100 firms that 

showed their wares at Hankyu 

Department Store’s British Fair 

in Osaka. Keen to build on the 

success of previous years, Hankyu 

staff spent a month in the UK 

looking for items, from tea to 

accessories to china, which would 

most likely appeal (page 16). 

After having been selected, the 

firms did their homework.

Award-winning fish ’n’ chips 

shop Frankie’s printed bilingual 

business cards, which it distributed 

over the seven-day event (page 9). 

Drawing on the UK’s long-

established tea culture, Simon 

Smith of tea merchant Ringtons 

wore period dress and had 

much-loved British icons such as 

the red double-decker bus. 

In a similar move, one of 30 

delegates of a British Fashion & 

Lifestyle Mission Showcase on 

4 November told me the firm had 

modified its logo to better suit the 

Japanese market. Following advice 

from a London brand consultant, 

who had researched what appeals 

to Japanese consumers, the logo in 

arranged for the firm’s replica horse 

and vintage horse van to be shipped 

from the UK for the first time. 

All these efforts paid off. 

Frankie’s served more than 1,200 

portions of fish and chips, and 

tickets for Ringtons’ 10 tea parties 

sold out in 12 minutes.

Textile-maker Poppy Treffry 

created a number of new lines 

especially for the event, adopting 

kathryn wortley

kathryn@custom-media.com

Warm reception

British firms’ bespoke creations,  
London–Tokyo pact welcomed

question was adapted to include 

the Union Flag. 

BCCJ ACUMEN will be 

following these firms as they take 

their first steps into the market.

Making the news

During his October visit to 

Japan, Mayor of London Boris 

Johnson made a splash on more 

than just the street rugby pitch. 

Primarily promoting London as an 

investment destination, he pointed 

out the UK’s strengths in science, 

technology, innovation, business 

and world sporting events. 

In the spirit of providing 

advice on the Tokyo 2020 Olympic 

and Paralympic Games, he gave 

members of the British and 

American chambers of commerce 

in Japan his entertaining take on 

London 2012 (page 26).

From his speech to Tokyo 

Metropolitan Government 

members—which raised friendly 

heckles as well as laughter—to 

his testing of a bicycle scheme in 

Shibuya, Johnson spoke warmly of 

the solid relationship between the 

UK and Japan. 

Following the signing of a 

friendship city agreement between 

London and Tokyo, the future 

looks even brighter for cooperation 

and collaboration between the two 

cities (page 20). 
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MEDIA

UK–JAPAN NEWS

Best toilet gets gong

A British firm has received an award from the Ministry of Land, 
Infrastructure, Transport and Tourism for creating the best toilet in 
Japan, The Telegraph reported on 23 October.

Klein-Dytham architecture, in collaboration with Toto Ltd., 
constructed the lavatory on an internal bridge that links two of Narita 
International Airport’s terminals. 

Images, including abstract art, are projected on the facility’s exterior 
wall made from luminous fabric lit from behind by LED lights, 
resembling shoji screens. 

Skills gleaned at Sellafield  
to help Fukushima plant
A London engineering and project management firm is to help Japan’s 
Nuclear Damage Compensation and Decommissioning Facilitation 
Corporation develop a long-term strategy at the Fukushima Daiichi 
Nuclear Power Plant, Energy Live News reported on 12 October.

Amec Foster Wheeler will design case studies on the best practical 
environmental option for managing radioactive waste, and provide 
training.

The specialist team will draw on expertise gleaned from delivering 
similar services to the UK Nuclear Decommissioning Authority at 
Sellafield, Cumbria, and other sites in Europe and the US.

Japan Post looks to Royal Mail
Experts are examining the privatisation of Royal Mail ahead of the £7.5bn 
flotation of Japan Post, The Financial Times reported on 2 October.

Officials and advisors will try to learn lessons from the UK’s practices 
and avoid mistakes that were made.

The Japanese government hopes to use the initial public offering to 
create a new generation of shareholders and divert the country’s savings 
pool to investment. The move has been more than 10 years in the 
making, and is Japan’s biggest share flotation since the 1980s.

Japanese lifestyle seen as 
best for children’s health

Authors Naomi Moriyama and William Doyle have 
encouraged British parents to adopt Japan’s diet and 
focus on physical activity, The Scotsman reported on 
9 October.

In addition to eating a healthy diet, Japanese 
children are served food on smaller plates, given 
snacks in the right amount and frequency and are not 
taught to demonise unhealthy food. Most children 
walk to school and have the backing of a culture that 
supports healthy choices.

Japan has the longest life expectancy and lowest rate 
of childhood obesity in the world (2.9%), while the 
UK is ranked 23rd, with childhood obesity at 7.7%.

Young gymnasts win medals

A delegation of three top gymnasts has been awarded medals at the 
2015 International Junior Gymnastics Competition in Yokohama, 
the Birmingham Mail reported on 21 October.

In the apparatus finals, Giarnni Regini-Moran 
won gold on the floor and vault, and took bronze 
on the parallel bars. Meanwhile, in the all round 
competition, Joe Fraser finished fourth overall.

According to City of Birmingham and Great 
Britain coach Lee Woolls, “Standing shoulder 
to shoulder with the best gymnasts from Japan, 
China, the US and Russia—to name a few—
gives us a great insight as to where out gymnasts 
are in terms of ability and competition readiness 
at this level”.

Klein-Dytham architecture’s award-winning toilet uses LED lighting. © DAICI ANO

The delegation of junior gymnasts
PHOTO: LEE WOOLLS
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Osaka laps up  
Scots’ fish ’n’ chips

Representatives of award-winning fish ’n’ chip shops Frankie’s in 
Shetland and The Bay in Stonehaven, Aberdeenshire, have been 
warmly received at Hankyu Department Store’s British Fair in Osaka, 
The Press and Journal reported on 15 October (see pages 16, 46).

On 7–13 October, their pop-up shop attracted queues of about 
100 people, while more than 1,200 portions of fish and chips were sold.

Special boxes in which to serve the meals were made for the event 
and Frankie’s distributed thousands of bilingual business cards with 
explanations about their shop in Shetland.

Event held to boost pharma 
Leading global contract and research organisation (CRO) Chiltern and 
Partners hosted an industry seminar in October at the British Embassy 
Tokyo, to explore options for local and global outsourcing in the 
pharmaceutical and biotech industries, media reported in October.

The event, which was hosted with CRO Veras Research and LSK 
Global Pharma Services, focused on development insights for oncology 
trials, key therapeutic areas, medical devices and service provision. 
Chiltern’s Stuart McGuire said, “By working with Veras and LSK, we 
strengthen Chiltern’s already extensive footprint in Japan”. 

UK gets black burger  
in time for Halloween
Burger King has launched its black burger in the UK—as a special 
Halloween Whopper—following its popularity in Japan, The Daily Mail 
reported on 30 September.

The bun is stained with a natural colorant to make it black. Otherwise, 
unlike the Japanese version, which featured bamboo-charcoal cheese and 
a squid-ink sauce, the British burger has the chain’s original toppings. 

According to Matthew Breshahan of Burger King, “The introduction 
of the black burger in Japan created a lot of excitement for Burger King 
fans, with many people in the UK interested in trying [it]”.

Representatives of two Scottish fish ’n’ chip shops attended the British Fair in Osaka.

Garden marks 10 years

The UK’s largest Japanese garden, located at 
National Trust property Kingston Lacy in 
Dorset, is celebrating the 10th anniversary of its 
restoration, media reported in October.

Created following the Japan–British 
Exhibition of 1910 in London—at the time 
the largest international exhibition in which 
the Empire of Japan had ever participated—the 
space had fallen into disuse but was brought 
back to life.

The seven-acre garden features bamboo plants, 
granite lanterns and an authentic Japanese 
teahouse. Cherry blossoms can be seen in spring 
and red maple leaves in the autumn.

Scots silver industry draws Tokyo talent

Master silversmith Yusuke Yamamoto has 
said the vibrancy of Scotland’s silversmithing 
industry enables specialist craftsmen to 
sustain an enterprise in a way that is not 
possible in Japan, The Herald reported on 
4 October.

Yamamoto, who moved from Tokyo to 
Renfrewshire three years ago, said his move was 
due to the revival of the industry in the UK.

Having studied under Japan’s most 
celebrated silversmith, Hiroshi Suzuki, he 
now lectures at the Glasgow School of Art, 
and exhibits his work at The Scottish Gallery 
in Edinburgh.

Yusuke Yamamoto’s Oak Tale Cups
PHOTO: COURTESY OF THE SCOTTISH GALLERY
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EXECUTIVE DIRECTOR

A s with all British Chamber 

of Commerce in Japan 

(BCCJ) events, the British 

Business Awards (BBA) is run on a 

not-for-profit basis.

Delivering the BBA, which has 

grown in size, reach and impact 

since its launch in 2008, would not 

be possible without the generosity 

of our sponsors who commit time 

and resources so that our roughly 300 

guests enjoy a superlative event—

this year held on 13 November at 

the Palace Hotel Tokyo.

Our approach is that no detail 

is too small for our attention. Two 

months prior to the event, BCCJ 

members form multi-disciplinary 

teams to work on creative elements, 

nominations and judging. 

This year, in no small part due 

to the Financial Times’ inclusion of 

BBA ads, and BCCJ member firms’ 

fabulous raffle prize donations, the 

BBA sold out on 27 October.

Almost 40 BCCJ member firms 

supported the gala delivery.

2015 BBA nominees

Company of the Year

• Adecco Ltd

• Arup (Ove Arup & Partners 

Japan Ltd)

• Michael Page International 

Japan K.K.

• Pathways K.K.

• Robert Walters Japan K.K.

All hands on deck

Preparing for the 2015 BBA

lori henderson mbe

Entrepreneur of the Year

• David Croll (Whisk-e Limited)

• Helen Iwata (Sasuga! 

Communications)

• Junko Kemi  

(Kay Me International Ltd;  

Winning Women Network)

• Tamao Sako 

(The British Pudding)

• Jeremy Sanderson  

(Icon Partners K.K.)

UK–Japan Partnership

• AMEC Foster Wheeler 

and  Amec Foster 

Wheeler Asia K.K.

• Calbee, Inc. and the 

Welsh Government

• CMIC HOLDINGS Co., Ltd 

and  UDG Healthcare

• Hitachi, Ltd. Rail Systems 

Company and the UK 

Department for Transport

EXECUTIVE DIRECTOR

• Shima Seiki Mfg., Ltd and the 

Scottish textile industry

• Watanabe & Co., Ltd. and select 

British retail brands

Community Contribution

• Hogan Lovells Horitsu Jimusho 

Gaikokuho Kyodo Jigyo

• Oxford Instruments Co., Ltd.

• Ryozan Park “Kosodate Village”

• Toshiba Group

• Unilever Japan Holdings K.K.

• Walk Japan Ltd.

Innovation

• AINEO Networks

• Blippar

• Business Link Japan K.K.

• Eat Creative K.K.

• GlaxoSmithKline K.K.

Person of the Year

• Elizabeth Oliver MBE  

(Animal Refuge Kansai)

• Tomoko Tsuda  

(Save the Children)

• Rob Williams  

(Knights in White Lycra)

Thank you for your support

We were truly thrilled to celebrate 

the success of the nominees at the 

2015 BBA. 

Through all events, we continue 

to be delighted to serve you, our 

membership, and the greater 

UK–Japan business community. 

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

GOING THE EXTRA MILE

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

Icon Partners
Supply Chain Talent Specialists

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

Nominee, 2014 British Business Awards
Company of The Year
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MEDIA

JAPAN NEWS
BY MARK SCHREIBER

japan’s new dinks break trends 

It has been argued that too much food is 

wasted. Indeed, in the past, Japan has been 

tagged with the dubious distinction of being 

the world’s No. 1 squanderer of food on a per 

capita basis. 

One of the causes of this, some suggest, has 

been rigid adherence to so-called shomikikan 

(literally a flavour period) that the law 

requires be stamped on most domestic and 

imported food packaging to indicate the best 

before period. 

These indications, however, may vary 

considerably from products’ true expiration 

date, which depends on a number of factors 

including packaging and use of preservatives. 

Needless to say, such attitudes are a 

legitimate concern to trading firms and 

wholesalers of imported food items that take 

more time to be transported to Japan.

In the weekly “be between” survey 

conducted by the Asahi Shimbun (10 October), 

readers were asked whether or not they 

discarded food items soon after the expiration 

of the shomikikan. A remarkably low 7% of 

the 2,392 valid responses said they did. The 

top two reasons for not doing so, as stated by 

the remaining 93%, are that the best before 

designation is wasteful (1,633 responses) 

and that there is “no problem, it’s safe for 

consumption” (1,154 responses). This was 

followed by “no noticeable difference in taste” 

(672 responses) and “prefer to decide the cut-

off time by oneself” (612 responses). 

The term DINK, the acronym for double income, 

no kids, was imported by Japan’s marketers in 

the late 1980s. In an article on 28 October, the 

Nikkei Marketing Journal estimates that such 

households have increased 1.7-fold since then, 

to total an estimated 3.62mn in 2012. 

Over the past 30 years, the image of DINK 

couples—as free spenders who love to go 

out or take trips together—has undergone 

considerable change, thereby warranting a 

change to the term New DINKs. Now, according 

to the Nikkei Marketing Journal’s most recent 

survey, New DINKs effectively comprise 

“two singles living under the same roof” with 

separately managed incomes, and separate 

likes and dislikes. So, while they constitute 

a significant proportion of the population 

that marketers cannot ignore, finding new 

ways to appeal to them poses some daunting 

challenges. 

“I don’t really know the details of my 

husband’s income or savings”, said 35-year-

old Tomoko, who tied the knot with Naokazu 

Hanamoto, age 36, seven years ago. He 

concurred: “Aside from splitting our living 

expenses roughly down the middle, we keep our 

purses completely separate”. 

Survey data gleaned from 1,241 respondents 

in the 20–40 age group indicate this is the 

situation in about one in five couples. It is 

common for 46.0% of these childless working 

couples to share their living costs. Half of them 

hold independent savings; 81.3% said they enjoy 

consumption as individuals; and 93.2% of them 

have no qualms about going out with friends on 

weekends or holidays. Some 67.7% even said 

they did not mind if their spouse dined out with 

a friend of the opposite sex. 

In terms of outlays, their monthly kozukai 

(pocket money) used for discretionary 

expenditures averaged ¥69,000, and 53.9% 

of respondents said the number of annual 

trips taken with their spouse ranged from 

zero to two. This shows a marked decline 

from 1992, when Nikkei Resort magazine 

found that DINKs averaged 4.3 trips together 

per year. 

While cynics pronounce such lifestyles in 

terms of “divorcees living together”, some insist 

that such equitable relationships have a plus 

side, with fewer constraints and less annoyance 

over their partner’s bothersome habits. 

Staff in the men’s section at the Shibuya 

branch of department store Seibu have noticed 

that fewer wives now purchase articles of 

clothing for their husbands. While still relatively 

high at about 67%, the figure is said to have 

declined by between 7% and 8% from 10 years 

ago. The good news is that when men do their 

own shopping, they tend to indulge by buying 

more expensive briefs or socks. 

Due to the ongoing trend to get married at 

a later age, the National Institute of Population 

and Social Security Research has projected 

that the percentage of childless couples would 

increase to 21.2% of the nation’s households 

by 2035. 

New
DINK
couples

53.9%
take 0-2 annual 

trips with spouse

46%
share 

living costs

81.3%
enjoy consumption 

as individuals

67.7%
do not mind if 
spouse dines 

out with 
friend of the 
opposite sex

93.2%
go out with 
friends on 
weekends 
or holidays

The survey shows the lifestyle of New DINK couples.
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just eat it 

halloween not just for children

The Asahi Shimbun noticed a considerable 

change in attitudes from six years ago; but it 

is well known from other surveys that during 

more difficult economic times, insistence on 

consumption of healthy foods tends to suffer. 

Respondents were also asked how far past 

the consume-by date they are ordinarily willing 

to wait until they throw away a product. Within 

one week, said 30%, followed by two weeks 

(22%); one month (16%); three months (11%); 

and six months (5%). 

A solid 94% said they generally do make a 

distinction between best before and expiration 

dates, and 66% said their family members 

were generally in accord about what to do 

concerning food expiration dates. 

“If it smells funny, I’ll throw it away”, said 

a 51-year-old woman from Yokohama City. 

“Some seasonings might have expired a long 

time ago, but I keep using them. I wish there 

were some other criteria for deciding when a 

product should be disposed of”, she added.

The dictionary definition of teichaku means to 

“take hold” or “become established”. This year, 

it has been pronounced, is when Halloween in 

Japan finally achieved that status. 

For instance, in Tokyo’s southern neighbour 

Kawasaki City, on 25 October an estimated 

120,000 spectators lined the streets to watch a 

procession of costumed zombies and ghouls. 

And, anticipating an avalanche of litter 

by partygoers on 31 October, the Tokyo 

Metropolitan Government distributed 

500,000 orange plastic bags to help keep the 

city clean. 

The Nihon Kinenbi Kyokai (Japan 

Anniversary Association) has estimated total 

economic activity generated by Halloween in 

2015 to be ¥122bn, double that of four years 

ago, and surpassing the gift-giving outlays for 

Valentine’s Day. This puts Halloween second 

only to Christmas—which, bringing in ¥650bn, 

is still far and away the biggest annual event—in 

terms of expenditure. 

Yohei Harada, head of the brand design 

research group at advertising agency Hakuhodo 

Inc. told Nikkan Gendai (29 October) why 

Halloween is on a roll.

“It’s said that up to 70% of young people 

aren’t going steady with someone of the 

opposite sex. For that reason, the economic 

scale of St. Valentine’s Day and Christmas may 

likely decline”, he said. “Halloween activities, 

meanwhile, are not gender based, and it’s easy 

for businesses to come up with a variety of 

formulas to appeal to them”.

Another thing that works in Halloween’s 

favour is that related activities tend to extend 

over quite some time prior to 31 October. 

“Since 15 years ago, Tokyo Disneyland has 

begun its Halloween-related events a month in 

advance, and now this is being extended to two 

months”, said Harada. “The driving force of the 

market are women in their twenties, who have 

become familiar with Halloween since they 

were in nursery school. For them, putting on 

costumes is natural. 

“Through efforts by businesses to expand 

demand, the duration of the celebration, as well 

as the ages of adults who take part, have been 

expanding as well”, he added. 

A Halloween parade in 

Kawasaki City drew crowds.





On 17 February, the British 

Chamber of Commerce 

in Japan (BCCJ) hosted 

events with celebrity chief 

executives: Lord Deighton KBE, 

formerly of the London Organising 

Committee of the Olympic and 

Paralympic Games, and Paul 

Polman of Unilever. 

Holding two major functions 

on the same day is testament not 

only to the quality and vibrancy of 

our events programme, but also to 

the slick efficiency of the BCCJ’s 

secretariat.

These organisational skills 

were again tested on 15 October 

when members and guests were 

treated to an energising and hugely 

entertaining event with Mayor 

of London Boris Johnson (see 

page 26), followed by our second 

Community Hub night, powered 

by PechaKucha. The latter provided 

six non-profit organisations with 

an opportunity to showcase their 

work in a wide variety of sectors 

(see page 30).

UK rises in prosperity ranking

The mayor’s comments on the 

appeal of London as an investment 

destination are supported by a 

new report by international public 

policy think-tank and charity, the 

Legatum Institute, which cites the 

UK as the third-cheapest place 

Delivering  
celebrity speakers

Get involved in the  
BCCJ’s memorable events

and secretariat are focused 

on finalising arrangements 

for the 2015 British Business 

Awards (BBA). Simultaneously, 

we concluded our pre-BBA 

event programme with two 

keynote speakers. 

First, Lord Patten CH, former 

UK Cabinet minister and Governor 

of Hong Kong, provided us with 

his assessment of the world’s 

geo-political challenges. The 

breadth of his narrative, peppered 

with historical and literary 

anecdotes, and the candour of his 

responses to questions made this 

a particularly memorable event for 

BCCJ attendees (see page 46). 

Second, we were fortunate 

to host a roundtable discussion 

with Ian Davis, chairman of BCCJ 

member firm Rolls-Royce and 

former worldwide managing 

director of McKinsey & Company.

Join us

Thanks to the hard work of the 

BCCJ secretariat and Excom 

events task force, the programme 

for members in the first half 

of the chamber year has been 

outstanding. As ever, I urge all 

members to participate. It is, after 

all, your contribution that has the 

power to turn these events into 

a vibrant platform for UK–Japan 

business exchange. 

david bickle

@BCCJ_President

in the world to start a business, 

for about £66 (some ¥12,000). 

According to the study, low start-

up costs and a favourable climate 

for entrepreneurs have made the 

UK the best place in the European 

Union to launch a firm.

The UK is ranked 15th in 

Legatum’s global prosperity 

index—ahead of Japan in 19th 

place. The index, which measures 

prosperity based on scores for 

income and wellbeing, shows that 

much work is still to be done. But 

the UK’s future looks bright, with 

a stronger, more entrepreneurial, 

and more innovative economy, as 

well as an optimistic population.

Event highlights

At the time of writing, the BCCJ 

Executive Committee (Excom) 

PRESIDENT

Have a customised notebook made.

Classic, sleek and innovative:
for a personal touch.

PRESENTS AT 
THE READY?
This holiday season, make your gift 
a distinctive one.

Contact Megumi Okazaki:   

megumi@custom-media.com

03-4540-7730

Now 
accepting 
orders for 
less than 
100 units!
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The Hankyu Department Store, in 

Osaka’s Umeda district, teemed with 

Japanese customers and British traders 

on 7–13 October, as the shop’s Hankyu British 

Fair 2015 showed some of the best products 

by UK firms trying to enter or expand in the 

Japanese market.

Poppy Treffry had travelled from Penzance, 

Cornwall, to attend the fair. Her firm of the same 

name makes a range of what she described as 

quirky textiles. On display at the fair were her 

bags, cushions and mobile phone holders.

The firm uses a process called freehand 

machine embroidery, which is conducted using 

1930 Singer sewing machines to, as she put 

it, draw the designs onto the textile products. 

Treffry thinks up the ranges, and then a team of 

five staff create the products in her studio. She 

also employs staff who work from home. 

“I got told about the Hankyu British Fair 

by my customers at a trade show in London”, 

she told BCCJ ACUMEN. “On coming to the 

fair, it is really educational to see how Japanese 

customers react to the products, and the way 

people respond to certain elements of the 

designs. They have been really liking the design 

of the man with the beard [on products]; that 

has been the most popular”.

TOP STORY

Iconic British creations  
draw Osaka crowds

Record numbers flock to see traders  
promote old favourites and innovative lines

by tim maughan

Poppy Treffry (inset) and her team at work in Cornwall. Iconic imagery is popular.
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Sara Eckersley, the firm’s product and 

wholesale manager, had also travelled to the 

event. At the stand, the pair were accompanied 

by Saki Tanaka and her brother Ryohei Tanaka, 

members of the Japanese family retail business 

Minatono Tenrankai, which sells Poppy Treffry 

Ltd. goods in its shops.

Inspired crafts
Jewellery maker Michael Gardens, from the 

Orkney Islands, proudly displayed his wares—a 

range that includes highly idiosyncratic kilt pins, 

necklaces, brooches and charms. But Gardens, 

managing director of jewellery firm Ortak Ltd., 

was not content just to exhibit his goods. He was 

crafting some products during the fair, too; he 

even used a powerful, compact miniature kiln to 

melt enamel powder.

Gardens employs 20 staff in his Orkney 

workshop. There are 14,000 Ortak lines, many 

of which are sold to customers worldwide, via 

the Internet, he told BCCJ ACUMEN. Much 

of the jewellery on display was brought to the 

fair by Takao Inuyama, who imports Gardens’ 

creations, and then sells them in his shop, 

British Life, in Arakawa Ward, Tokyo.

A fair such as this is an excellent opportunity 

to showcase a firm’s goods—his necklaces were 

the biggest sellers at the event—but exhibitors 

get the chance to kill two birds with a single 

stone: they also get to see some of Japan. It was 

Gardens’ first visit to the country. 

“The hospitality of Hankyu has been 

outstanding”, he said. “It has been absolutely 

brilliant—and the food [in Japan] is second 

to none”.

It was also the first visit to Japan for Andrew 

Michalkow, customer sales manager at The 

Wentworth Wooden Jigsaw Company Limited, 

a Wiltshire-based firm that specialises in 

bespoke jigsaws. 

Although looking forward to the trip, 

Michalkow said the vast distance from the UK 

to Osaka was slightly unnerving. “I was very 

excited, and I was also very apprehensive about 

coming to Japan—it’s not round the corner. It 

really is another world, as opposed to Europe”.

Yet, he enjoyed the welcome. “I can’t 

believe how at ease everyone has actually 

made me feel. I am sitting minding my own 

business in a restaurant, and within five or ten 

minutes I am having conversations with people”, 

he said.

The firm occasionally makes coasters, said 

Michalkow, but the lion’s share of turnover is 

generated by the manufacture of high-quality 

wooden jigsaws. In the UK, the products 

are either sold through the retail sector, 

or the business is commissioned. To date, 

commissions have included those by prestigious 

organisations—such as The National Gallery, 

London, and St Paul’s Cathedral—to produce a 

line of 500 top quality jigsaws.

The firm has four distributors in Japan. An 

event like this, though, enables customers to 

see the jigsaws up close, and meet a British 

representative such as Michalkow, who can 

explain the hidden gems in the puzzles.

“To make our customers’ life hard, we bisect 

the corners”, he said. “The normal habit, when 

you make a jigsaw, is to start with the sides. Then, 

you do the top. We take everything that you are 

familiar with, and just throw it out of the window”.

A 40-piece Wentworth jigsaw costs ¥1,700. 

That price rises to ¥28,000 for a 1,000 piece set, 

TOP STORY

Items from Ortak Ltd.’s jewellery 

range were created at the fair.
PHOTO: TIM MAUGHAN

Michael Garden showed his wares.
PHOTO: TIM MAUGHAN

“It is really 

educational to 

see how Japanese 

customers react 

to the products …”
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he said, adding that the firm had sold “quite a 

few of them here”.

Traditional tea
A full-scale replica horse and a vintage Ringtons 

Ltd. horse van dominated a cavernous hall 

within the venue. The horse van, Simon Smith 

told BCCJ ACUMEN, was made in 1915. 

It took six weeks for the eye-catching item 

to be shipped for the event from Hartlepool, 

County Durham, to Japan.

TOP STORY

Smith, who is chief executive of the well-

known tea firm, said that this was the first 

Japanese trip for him and his wife Sue. Yet, 

Ringtons, he said, has had a presence at the 

fair for three consecutive years, leading up 

to 2015.

Naoya Okada, head of Ringtons Japan, 

mainly sells the tea via the Internet. In addition, 

the tea is sold at events such as the British Fair. 

Sizeable volumes were bought by Japanese 

shoppers over the course of the event.

“What we are selling in Japan is British tea 

made in the British way”, Simon said. “It is the 

best tea with milk. The two best-selling products 

are Kenyan Gold and Extra Fresh”.

Clutching a Ringtons packet of tea, he said: 

“The difference is the freshness. They’re the best 

quality teas; we preserve the freshness of the tea 

by protecting them during their journey. These 

sachets are gas-flushed, which means there is 

no air in them. If there’s no air in them, there’s 

no oxygen. And if there’s no oxygen, there is no 

deterioration”.

Ringtons buy top quality teas from all over 

the world. After being imported into the UK, 

they are packaged in Newcastle-upon-Tyne. 

Like Gardens, Michalkow and Treffry, the 

fair was also the first time Simon and Sue had 

come to Japan. “Visiting Japan for the first time 

has been one of our most exciting travel events”, 

Simon concluded.

The Wentworth Wooden Jigsaw Company Limited displayed their bespoke puzzles. Andrew Michalkow represented the firm.
PHOTO: TIM MAUGHAN

“What we are 

selling in Japan 

is British tea 

made in the 

British way”.

Japanese consumers joined a tea party hosted by Ringtons.



bccjacumen.com  19

TOP STORY

In a move similar to that of tourism 

bodies VisitBritain and the Japan 

National Tourism Organization, 

the 48th annual Hankyu British 

Fair, which began in 1970, focused 

on showcasing the best of British 

goods created in some of the less 

well-known parts of the UK. 

While the Golden Route of 

Edinburgh, the Lake District, the 

Cotswolds and London, as well 

as the items produced in these 

places, are extremely popular 

across Japan, Hankyu Department 

Store representatives spent a 

month travelling the length and 

breadth of Britain to bring their 

customers “countryside treasures 

from each region”.

With the theme of “Wonderful 

countryside life”, the ninth floor 

of the department store was 

transformed according to four 

topics: teahouse and pub flavours; 

beautiful and cute things; plentiful 

living in the countryside; and full 

of news: the City of London.

A popular exhibit was one 

dedicated to the appreciation 

of tea.

As a representative of the 

Hankyu Department Store told 

BCCJ ACUMEN, “Japanese people 

have a very strong admiration for 

the UK’s culture of afternoon tea. 

“At this fair, attendees 

experienced a country lifestyle 

through a closer look at long-

established rural tearooms rather 

than focusing on London”.

About 100 firms showed 

their wares, which ranged from 

traditional British icons such as 

whiskey and fudge, clotted cream 

and jam, tartan woollens and 

china, to innovative items such 

as handcrafted jewellery, textiles 

and toys. 

Representatives hailed from 

the islands of Shetland and Orkney 

in the north, to Hastings in the 

historic county of East Sussex 

in the south. Places in between 

included Speyside, the Scottish 

Borders, Yorkshire, Wiltshire and 

Staffordshire. 

While some companies’ 

representatives had exhibited at the 

fair before, others were making their 

first foray into Japan. They received 

a warm welcome during the 

seven-day fair from some 200,000 

attendees, an increase from last 

year’s 170,000 visitors. 

Rural delights appeal
by kathryn wortley 

The British Fair covered the ninth floor of the Hankyu Department Store in Osaka.
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R emarkable, indeed, is the 

synergy binding Tokyo 

and London in such 

areas as the economy, energy, 

the environment, diversity 

and inclusion. 

The ties were reflected in the 

establishment of a friendship 

relationship on 14 October, during 

last month’s trade mission to Japan 

by Mayor of London Boris Johnson. 

This was followed by a reciprocal 

visit to London by Governor 

of Tokyo Yoichi Masuzoe. It is 

hoped the Joint Declaration will 

strengthen bonds and enable joint 

tackling of common challenges to 

improve quality of life.

Speaking to the Japan Society 

in London on 30 October, 

Masuzoe said he was very excited 

to sign the agreement, adding 

that the two cities were closer 

than ever, and reminiscing 

warmly about Johnson’s exploits 

in Tokyo.

Visiting Japan primarily to 

promote London as a major 

investment destination, Johnson 

shared his experiences of the 

London 2012 Olympic and 

Paralympic Games. 

This was warmly received. 

As a country leading in diversity 

and inclusion, the UK’s hosting, 

in particular, of the Paralympic 

Games—widely accepted to 

have been the Games that put 

the Paralympic Olympiad on the 

world stage—has been insightful, 

said Masuzoe.

“Tokyo 2020 will embody 

the spirit of the Games”, he said. 

“We will work to ensure that Tokyo 

is a barrier-free city, accessible 

to all and welcoming to all, 

irrespective of physical and mental 

challenges”.

GOVERNMENT

Changing places for 
good governance

Reciprocal UK–Japan visits cement ties

by kathryn wortley

Boris Johnson and Yoichi Masuzoe 
took part in a tea ceremony at 
Meiji Jingu Shrine on 14 October.
PHOTO: TOKYO METROPOLITAN GOVERNMENT
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This will mean addressing not 

only physical infrastructure, but 

also soft assets. Work is underway 

to increase the number of 

volunteers who can speak foreign 

languages and to provide advice 

on ways people can be more pro-

active in helping each other.

Masuzoe met Lord Holmes 

MBE, former director of 

Paralympic integration at the 

London Organising Committee 

of the Olympic and Paralympic 

Games, and Sir Philip Craven MBE, 

president of the International 

Paralympic Committee, to discuss 

how to train volunteers—both 

able-bodied and disabled—to 

support the Games.

Environment
Exploring the capitals’ geographical 

similarities, Masuzoe went on a 

fact-finding mission to London’s 

waterfront developments and 

transport services.

“Tokyo’s waterfront land is 

actually 20 times the size of [that 

of] the city of London”, he said. 

“To make this more accessible 

and easier for people to experience, 

we will start seven new boat routes”.

But with targets to reduce 

energy consumption by 20% before 

2020 and increase renewable 

energy use from 6% to 20% by 

2024, Tokyo is also exploring 

mainstream transport options. It 

is advocating the use of hydrogen-

fuelled vehicles by providing 

subsidies, while expanding use of 

other green-energy sources.

“The legacy of the 2020 

Games will be a more sustainable 

society”, Masuzoe said. “We will 

make Tokyo cleaner and more 

liveable by encouraging the 

development and high use of 

hydrogen fuel vehicles. We will 

show the world again what Tokyo 

can do in developing infrastructure 

suited to the needs of the time”.

The hydrogen industry is one 

in which Johnson is especially 

active. In 2010, Transport for 

London launched the UK’s first—

and Europe’s largest—fleet of 

hydrogen-powered buses, which is 

to be expanded in 2016. 

By the end of this year, Toyota 

Motor Corporation will provide 

London with 12 new Mirai 

hydrogen-powered vehicles. Having 

said that London is a key location 

in the adoption of such transport 

over the next two years, Johnson 

was welcomed by the manufacturer, 

which was keen to discuss the 

city’s potential in this market.

GOVERNMENT

MEMORANDUM OF UNDERSTANDING

The Greater London Authority … and the Tokyo Metropolitan Government … 

endeavour to strengthen the relationship between the two cities creatively 

and practically based on the spirit of the Joint Declaration, and have 

agreed to engage in exchange and cooperation in the following areas of 

mutual interest:

• Urban development

• Environment

• Cultural exchange

• Transport

• Tourism

• Hosting major sporting events
Yoichi Masuzoe and Boris Johnson unveiled a new London–Tokyo partnership.
PHOTO: TOKYO METROPOLITAN GOVERNMENT

Boris Johnson and Mayor of Shibuya 

Ken Hasebe tested a cycle scheme.
PHOTO: BRITISH EMBASSY TOKYO
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“We applaud the mayor’s 

commitment to embracing new 

technology in his mission to 

make London a leading global 

city for low-emission, low-carbon 

transport”, said Paul Van der Burgh, 

president and managing director 

of Toyota (GB) PLC. “Transport 

for London and the city it serves 

will provide an ideal environment 

for Mirai”.

In another environmentally 

friendly move, Masuzoe is 

developing cycle schemes. One, 

in Shibuya Ward, was tested 

by Johnson who heard from 

representatives of the operator, 

Cogicogi Co., Ltd., and Mayor of 

Shibuya Ken Hasebe, while sharing 

tips from London.

In sport, Masuzoe said it is just 

as important to learn from the 

UK’s recent successful hosting of 

the Rugby World Cup (RWC) as it 

is from London 2012, adding that 

he is, to all intents and purposes, 

“treating them as a single event”.

He visited Trafalgar Square’s 

RWC fan zone—a venue for live 

viewing and refreshments—

commenting that such places 

would be important in Tokyo for 

people to “easily gather and have 

fun”. He also attended a reception 

at the Japan Pavilion, established 

to publicise the RWC 2019 and the 

attractions of its host cities.

And, together with Johnson, he 

attended the RWC 2015 final. This 

was a symbolic meeting, following 

Johnson’s official transfer of the 

ball to Masuzoe at the Tokyo 

Metropolitan Government office 

just weeks earlier.

Business boost
Central to the pair’s messages 

was a desire to attract investment 

as a means of creating jobs and 

building on existing growth.

“We will form an international 

business hub”, said Masuzoe, 

“which gathers capital, talent and 

companies from around the world”.

Meanwhile, Johnson said his 

Japan visit was an opportunity to 

“bang the drum for London”. Aside 

from talking to senior politicians, 

in both formal and informal 

settings, such as a tea ceremony, 

he met leaders in technology and 

innovation, as well as academics 

and entrepreneurs.

Championing the strength 

of UK brands, he applauded 

GOVERNMENT

Boris Johnson visited a 

cycle scheme in Shibuya.
PHOTO: BRITISH EMBASSY TOKYO

Boris Johnson’s trade mission supported the UK government’s Shopping is GREAT campaign. • PHOTO: BRITISH EMBASSY TOKYO
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British representatives at Hankyu 

Department Store’s British Fair in 

Osaka (see page 16), adding that 

the welcome they received had 

been beyond his expectations. 

He was similarly impressed by 

people’s love of UK fare on a visit to 

the Shibuya shop of London firm 

Lola’s Cupcakes, which entered the 

Japan market in October.

In innovation, he supported 

the launch of video ad tech firm 

Unruly’s new office in Tokyo. 

The firm’s co-founder and co-

chief executive Sarah Wood said 

there is a huge opportunity for 

her business.

“Despite Japan currently having 

the third-largest ad market in the 

world, only 3% of digital ad spend 

in 2014 was on online video”, 

she said. “That’s going to change 

massively over the coming months, 

with some predicting that the 

Japanese online video market will 

be worth nearly $1bn [£664mn] 

by 2017”.

In recognition of Wood’s 

entrepreneurial spirit, Johnson 

appointed her a global technology 

ambassador for London. She will 

join others to promote the capital’s 

strengths in this sector.

The approach has not been lost 

on Masuzoe. He cited a British firm 

that the Tokyo government helped 

enter the Japan market. 

“It is important to share best 

practices in the area of business and 

finance”, he said. “I have learned to 

do this from the City of London”. 

GOVERNMENT

LONDON FIRST FOR FINTECH
By Julian Ryall

London is the undisputed world capital for 

fintech—the shorthand term for the financial 

technology that underpins the modern financial 

services sector—and is eager to share its 

expertise with another of the world’s key 

financial hubs.

Mayor of London Boris Johnson underlined 

the edge that the city has in this area during 

his Japan mission.

“Londoners are embracing financial 

technology”, he said in a presentation at the 

British Embassy Tokyo. “As our expertise 

flourishes in this area, I am delighted that 

companies based in London are taking their 

goods to Japan. And we are now sharing that 

knowledge and experience with our Japanese 

counterparts to further fuel this innovation 

and growth”.

Venture capital investment in London fintech 

has soared from £24mn in the whole of 2010 to 

£312mn in the first six months of 2015 alone. 

During the last decade, London has attracted 

1,000 international technology investment 

projects. This is not only more than any other 

city, but more than any other country in Europe.

David Slater, director of international 

business development at official London 

promotion firm London & Partners, said there 

is change afoot in the finance sector—and it is 

coming through technology.

“As one of the world’s largest economies, 

Japan is an important trading partner for 

London”, he said. “From financial services firms 

to technology giants, London already serves as 

a key international hub for a number of leading 

Japanese businesses with a global footprint”.

And that relationship is a two-way street, 

he said.

“Japan offers London—and UK—businesses 

a perfect springboard into the rapidly 

developing [Asia–Pacific] markets. We look 

forward to increased collaboration between 

the two countries, particularly when welcoming 

more ambitious Japanese businesses looking 

to establish a regional or global headquarters 

in London”, he added.

London has seen a rapid increase in 

foreign businesses expanding or setting up 

their headquarters, with about 40% of the 

world’s top firms having a European or global 

headquarters in London. London & Partners, 

the mayor’s inward investment firm, last year 

helped 270 businesses set up or expand in the 

city, creating nearly 5,000 jobs.

Chief executive of Lola’s Cupcakes 

franchise owner A&S&R Co., Ltd., 

Aya Hoshino (left), and Sarah Wood, 

co-founder and co-chief executive of 

video ad tech firm Unruly

FT Weekend advert for BCCJ
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by julian ryall

M ayor of London Boris Johnson 

has called on the naysayers 

predicting disaster as a result 

of Tokyo hosting the 2020 Olympic and 

Paralympic Games to think again. He insists 

that London is ready and willing to share 

the knowledge and expertise that made the 

2012 Games a triumph.

Speaking at an event jointly hosted by the 

British and American chambers of commerce 

in Japan on 15 October, Johnson said that 

the positives of hosting the largest sporting 

spectacle on the planet far outweigh the 

negatives—as long as the organisers are united.

“In Tokyo, there are sectors of the public and 

the press that are worried about the expense 

involved in staging the 2020 Olympic and 

Paralympic Games, and are wary about the 

disruption it will all cause”, he said.

“I clearly remember the mood of 

‘Olympicsceptics’ in London—even in the last 

few days ahead of the opening ceremony—and 

the gloom in the media”, he added, recounting 

dire predictions of cataclysmic weather, a 

security crisis and transport woes.

“In the end, it did not rain, the mood lifted 

and it was as if the entire British public had 

been crop-dusted with serotonin.

“I’m not boasting, but what we achieved was 

quite extraordinary”, Johnson said, pointing to a 

modernised and extended tube system that runs 

faster and the “transformation” of London’s 

East End. 

The successes have continued in the years 

since the Games, he said, citing Crossrail, the 

• London 2012 resulted in boost to transport, 

facilities, investment, tourism, birth rate

• Need for unity among national and city 

governments, Olympic committee

• Boris Johnson stresses the continued 

importance of the UK–Japan relationship

BCCJ EVENT

London ready  
to help  
Tokyo 2020 
effort
Boris Johnson shares  
experience of 2012 Games

Mayor of London Boris Johnson spoke at an event 

hosted by the British and American chambers of 

commerce in Japan on 15 October.



new high frequency and high capacity railway 

for London and the southeast. The engineering 

project is the largest of its kind in Europe, and 

has been delivered on time and on budget.

Each of the seven big-ticket venues 

constructed specifically for the Games, 

including the main stadium and the aquatic 

centre, have been taken over by the private 

sector and are thriving.

A remarkable number of foreign tourists—

18.8mn—have visited London so far this 

calendar year, making it the most popular city 

in Europe. It has also seen “colossal” levels of 

investment and “the skyline is sprouting cranes”, 

he added.

And there is no reason Tokyo should not 

similarly benefit from hosting the Games, 

he said, as long as there is harmony among 

stakeholders.

“You have to have complete unity [among] 

the city government, national government and 

the Olympic committee, and there has to be 

absolutely no public disagreement”, he said.

London and Tokyo signed a Joint Declaration 

and Memorandum of Understanding during 

Johnson’s visit that will encourage the sharing 

of ideas and cooperation in areas of which both 

cities face challenges.

“I want to stress the importance of the 

relationship at a time when some might be 

mistakenly led to believe that our focus has 

shifted to elsewhere in Asia”, Johnson said. 

The wireless data network on London’s tube is 

provided by Fujitsu Services, the BBC’s former 

headquarters is being redeveloped by Mitsui 

Fudosan UK, and Nissan Motor Co., Ltd. has 

made more cars at its factory in Sunderland, 

Tyne and Wear, than are on the roads in Italy.

“We have so much to learn from each other 

and to share in the next four years”, he said. 

“I hope our expertise will be useful as Japan 

prepares for what I am sure will be a huge 

success in 2020.

“Just as the sceptics were routed in London 

and quickly forgot their doubts so the nation 

could be brought together, the same will happen 

here and the world will come to Tokyo and 

wonder at the genius of Japan”.

There is yet another likely bonus of hosting 

the Olympics, he added, insisting that watching 

victorious British athletes perform at London 

2012 moved the British public “to such 

paroxysms of excitement on their sofas that it 

caused a post-Olympic baby boom”.

The 136,000 births in London in the year 

after the Games was the highest figure recorded 

since England won the World Cup in 1966.

“Let the fourth arrow of Abenomics be 

Cupid’s arrow”, he concluded. 
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“I want to stress the 

importance of the [UK–Japan]

relationship at a time when 

some might be mistakenly led 

to believe that our focus has 

shifted to elsewhere in Asia”.

With 117 offices across Japan, Randstad's 

Professional Search & Selection team is ready 

to support your HR needs in mid to senior 

management recruitment search. 

Contact us today for more information 

about our range of HR solutions including 

temporary and contract staffing, 

outplacement and employer branding.



Experience Hakuba 
with Evergreen.

Evergreen Outdoor Center runs adventure-based 
programs all year, in and around Hakuba. 
During the winter we offer backcountry and  
off-piste ski and snowboard tours, guided  
snowshoe tours and avalanche skills courses. 

Our professional team at Evergreen International 
Ski School are the largest in the region and offer 
professional English-language ski and snowboard 
programs for adults and children of all abilities.  

With offices in Happo, Wadano, Iwatake and  
Cortina, we offer the highest quality tours  
and instruction with a focus on safety and  
unforgettable all-season alpine experiences.  
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Hakuba holiday. Come and enjoy the Evergreen 
difference in a fun and safe environment with our 
friendly and experienced staff.
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by anna dingley

“K agoshima? What on earth 

were you doing there?” 

I’m often asked this when 

I tell people where I lived the first 

time I moved to Japan. I love the 

fact that I lived on the “Land’s End 

of Japan”, and it was thanks to the 

Japan Exchange and Teaching 

(JET) Programme. 

My connection with Japan 

started four years previously, when 

I read Japanese and business 

studies at the University of 

Sheffield. I knew that, to improve 

my spoken Japanese, I needed 

to be with native speakers so I 

applied for the JET Programme. 

I requested posting to 

Hokkaido or Kyushu as I suspected 

that, in the future, I would have 

chances to visit the country’s main 

cities for work, while this would be 

a rare opportunity to experience 

country life. I was appointed to the 

most southern point of Kagoshima 

Prefecture, Sata, as the village’s 

first assistant language teacher.

At the time, Sata had a 

population of about 3,500, of 

whom 85% were over 65 years old. 

I stuck out like a sore thumb, but 

everyone was very kind-hearted 

and welcoming. My neighbours 

enjoyed introducing me to local 

delights such as shochu (distilled 

spirits) with hot water and an 

umeboshi (dried plum) dropped 

in; kurobuta (Berkshire pork); 

and bontan (a type of citrus fruit). 

The JET Programme became 

a stepping stone for my career. 

In addition, being able to speak 

Japanese opened numerous doors 

to a wide variety of industries. 

I have worked in Japanese 

business development roles for 

large corporations, including 

Bloomberg L.P., the London Stock 

Exchange and JPMorgan Chase 

& Co., as well as in public sector 

roles. I was pavilion manager for 

the British Pavilion at Expo 2005 

Aichi in Nagoya Prefecture, and 

now am a consultant and Japan 

market specialist for UK Trade & 

Investment in London. 

In this role, I introduced Prime 

Minister David Cameron to some 

of the largest Japanese investors in 

the UK; the chief executive of one 

grew up in Kagoshima. 

After having lived in Japan for 

eight years, I returned to London 

WHERE ARE THEY NOW?

A stepping stone into UK–Japan industries

in 2012 to establish Japan Connect 

Ltd., through which I work with 

a variety of firms. My experience 

working in global joint ventures, 

on public sector projects, in the 

finance sector, as well as with 

investor relations teams has 

shown me the challenges and 

opportunities faced by Japanese 

firms and their global counterparts. 

I am privileged to be a board 

member of the Japan Society, 

which keeps me up to date with 

cultural and economic issues 

between our nations.

One of my first business 

conversations in London was with 

the chief operating officer of UK 

recruitment firm Robert Walters. 

We agreed that JET Programme 

alumni are a very talented group 

who are keen to work in Japan-

related businesses, but often 

are not equipped with insights 

on the type of jobs available or 

vital connections required to 

break into industries. We set up 

twice-yearly UK–Japan career and 

business seminars to help fill that 

gap. It has been a great way to 

link the wide UK–Japan business 

network and young professionals, 

in industries ranging from 

food and drink to high finance, 

government to infrastructure, 

and much more.

This year, in particular, I have 

been reminiscing about Kagoshima. 

It is the 150th anniversary of the 

UK arrival of the region’s Satsuma 

Students who studied science 

and technology at University 

College London. It’s been a great 

opportunity to reflect on the long 

links between Kagoshima and the 

UK, which have grown stronger 

every year. Commemorative events 

have been held this year, supported 

by JET Programme alumni, and 

members of the Kagoshima 

community living in the UK.

In 2016, I will marry and move 

to Washington DC for a couple of 

years. Already, my friends from 

the JET Programme have said they 

can connect me with some of their 

alumni contacts. Even 20 years on, 

the JET Programme is still proving 

to be a stepping stone.

And where are my future 

husband and I thinking of 

going on our honeymoon? Well, 

Kagoshima is high on the list. 

JET

Now in its 29th year, the Japan Exchange and Teaching (JET) Programme 

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

grassroots international exchange between Japan and other nations. 

This column features former JET Programme participants who keep the 

idea of fostering mutual understanding firmly at heart.

Anna Dingley, with attendees of a Kagoshima reunion in Tokyo in January
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by ian de stains obe

On 15 October, for a 

second consecutive year, 

the British Chamber 

of Commerce in Japan (BCCJ) 

organised a community hub 

evening. More than 70 people 

gathered at SuperDeluxe in Nishi-

Azabu, Minato Ward, to hear 

presentations by six local non-

profit organisations (NPOs). 

The evening was powered by 

PechaKucha, appropriately since 

this format was first launched at 

SuperDeluxe in 2003. Co-founder 

of PechaKucha and director of 

Klein-Dytham architecture (KDa) 

Mark Dytham MBE, was on 

hand to explain the system: each 

presenter has 20 slides, which are 

shown on screen for 20 seconds—

no more and no less, and there is 

no going back. 

Popular format

PechaKucha, which KDa had 

seen as a one-off event, has 

proved so popular that there 

are now PechaKucha nights in 

more than 800 cities worldwide. 

Dytham said that KDa permits one 

licence per city, and oversees an 

astonishing number of events: 124 

in November alone. 

Perhaps it is the discipline of the 

format that makes it so successful. 

Certainly the presenters at the BCCJ 

Community Hub event rose to 

the occasion. BCCJ members and 

guests listened to the presentations, 

which were delivered in a relaxed 

and friendly atmosphere.

Saving pets

Kicking off the proceedings was 

Elizabeth Oliver MBE, the founder 

of Animal Refuge Kansai (ARK). 

Its first animal shelter was built by 

volunteers 25 years ago. 

Now, with 25 staff, the 

organisation looks after more than 

300 abused or homeless dogs, cats 

and other pets. 

400 SECONDS TO  
CHANGE THE WORLD

NPOs take on snappy format at community hub showcase

Oliver spoke about the plight 

of such animals, many of them 

products of puppy farms. She urged 

people not to buy from pet shops. 

ARK also has an office in Tokyo, 

which was set up 10 years ago. 

She said that following the Kobe 

and Great East Japan earthquakes 

many animals had been rescued 

and given refuge.

Ai Yamamoto had a similar 

story to tell. The representative 

of HEART Tokushima, an animal 

rescue and shelter facility serving 

Shikoku, Yamamoto said the 

centre had been set up there 

in 2006, but that the Great East 

Japan earthquake of 2011 had 

been a major turning point for 

its operation.

Education

Jonathan Travis of the British 

School in Tokyo (BST) spoke 

of the school’s partnership 

with United World Schools, an 

organisation providing education 

for children in remote and post-

conflict areas. The joint project 

aims to teach BST students that 

it is possible for them to change 

the world. 

In particular, he focused on 

the way in which BST has raised 

funds to enable a school to be built 

in northern Cambodia. With 130 

students and two teachers, Travis 

said thoughts are now on what is to 

happen next. 

One possible move is to bring 

BST students to the Cambodian 

classroom in some form of 

reciprocal agreement.

Pelagic charity

Using education and art is the 

basis of work by PangeaSeed 

Japan, which is concerned with 

ocean conservation. 

Pania Lincoln, regional 

director, said that 70–100mn sharks 

BCCJ EVENT

NPO
presenters
covered broad

themes

animals

education peace

ocean
conservation

the outdoors advocacy
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are killed every year, mostly to feed 

the appetite for the largely tasteless 

shark fin soup. 

While sharks have been 

demonised in the public 

imagination, Lincoln spoke of their 

intrinsic beauty.

Great outdoors

Another presenter was Dave 

Paddock, chairman of Mirai no 

Mori, an organisation that creates 

life-changing outdoor programmes 

for abused, neglected and 

orphaned children in Japan. 

This organisation had its origins 

in 2003, Paddock said, when he 

founded a Tokyo-based firm, 

English Adventure Y.K., which 

offered the classic American 

summer camp experience to 

Japanese children. 

A few years later, the firm 

partnered with the NPO 

Living Dreams— dedicated to 

empowering children living in 

welfare institutions—to invite 

such children to the camps free 

of charge. 

Originally centred on the 

Greater Tokyo area, the project was 

expanded after the 2011 Great East 

Japan Earthquake and tsunami. 

Mirai no Mori was set up to ensure 

the continuity and effectiveness of 

such camps.

Human touch

“People need people”, said 

Anjeli Narandran, international 

coordinator at Peace Boat, 

adding that this is what the 

Japan-based international non-

governmental organisation is 

all about. 

Peace Boat, she said, works 

to promote peace, human 

rights, equal and sustainable 

development, as well as respect 

for the environment. 

It was founded in 1983 and 

seeks to create awareness and 

action based on effecting positive 

social and political change in 

the world. 

Narandran said this is done 

through the organisation of 

global educational programmes, 

responsible travel, cooperative 

projects and advocacy activities.

Supporting guests

In addition to the presenters, 

attendees included representatives 

of O.G.A. for Aid, which helps 

disaster survivors; Refugees 

International Japan, which 

supports the health, education and 

economic livelihoods of people 

displaced by conflict worldwide; 

and TELL, which provides 

counselling services and mental 

health support. 

Perhaps it is the discipline of the 

[Pechakucha] format that makes it so 

successful.
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by lucy alexander

HELPING FIRMS TO ENTER  
AND EXPAND IN JAPAN

Noriko Silvester: why working mums deliver

G lobal retail chains have 

famously failed to 

flourish on Japanese soil. 

Billions of yen have been spent 

by corporations such as Boots, 

Tesco, Carrefour and Walmart in 

largely futile attempts to crack the 

Japanese market. What are they 

doing wrong?

One woman, Noriko Silvester, 

sees it as her mission to help 

foreign firms appeal to the 

notoriously fickle Japanese 

consumer. Clients of Candlewick, 

Silvester’s PR, marketing and brand 

consultancy, range from Ikea to 

the New Zealand beef and avocado 

industries to Garrard, jewellers for 

the British royal family. 

“Foreign companies coming 

into Japan must consider that 

Japanese companies have supply 

chains that have worked together 

for hundreds of years”, Silvester told 

BCCJ ACUMEN. It is also very hard 

to compete in a saturated market 

that entices consumers with new 

seasonal variants every few weeks. 

“Japanese retail is superb”, she 

said. “You have to offer something 

different”.

The task may be daunting, but 

Silvester’s 18-strong all-female 

team has proved so successful in 

the 11 years since Candlewick’s 

launch that the firm is about to 

upgrade to larger premises near 

Omotesando Hills. 

Silvester said one of her 

recipes for success is to employ 

working mothers. 

“When you have a small 

company you have to be very 

efficient”, she said. “Working 

mothers are very good at fitting a lot 

of work into a short space of time, 

because they have to leave on time”.

By contrast, men—who, in 

Japan, are not expected to get 

home to make dinner—suffer from 

mission creep. 

“Something I observed when 

I became an employer”, she said, 

“was that men can sometimes 

stop working and stop thinking for 

extended periods of time. And that 

is not great for productivity in a 

small company”.

Silvester, who has a 15-year-old 

son, attributes part of her success 

to the support of her husband. 

“I had an advantage because I 

married an Englishman”, she said. 

“I have to contribute to the family 

finances, and we split the house 

chores equally”.

She began her career as a 

trainee bilingual secretary on 

leaving school in Tokyo. When one 

of her bosses asked her to help the 

sales team by making cold calls in 

English, she was inspired. 

“After that I felt that I didn’t 

want to spend my career arranging 

lunches for other people”, she said.

In 1986, aged 25, she left the 

position to work as a sales agent 

for a cosmetics firm, travelling 

the country for eight years and 

establishing regional salons. 

“I spent a lot of time crying 

in hotel rooms”, she said, “but I 

MEMBER SPOTLIGHT

It is very hard to compete in a saturated 

market that entices consumers with new 

seasonal variants every few weeks.

Noriko Silvester is the founder and managing director of Candlewick.

• Foreign firms should be prepared 

to compete in a saturated market

• Research on Japan market 

should include local habits

• Working mothers are efficient as 

they must leave work on time



MY TYPICAL DAY

5:50am Wake up 

6am Breakfast: steamed sweet potato with butter, tea; 

sometimes a boiled egg and yoghurt

7:15am Go to work (reading newspapers on the way)

8:15am Start work at office; planning and creative thinking 

9am Appointment with business consultant

10am Brainstorming for new client

12:30pm Lunch, sometimes with media representatives

2pm Client meetings 

4pm Team meetings 

6:30pm Leave office

7:15pm Workout 

8pm Dinner

9:30pm Relax and spend time with family

11:30pm Go to bed

proved I could build businesses up 

from scratch”.

After eight years, she left to 

work in recruitment. One client 

was British high street pharmacy 

chain Boots, which in 1997 

launched its ill-fated mission to 

crack the Japan market. Struggling 

to find her client a good sales 

trainer for its skincare range, she 

applied for the job herself, and got 

it. Three years later, shortly after 

she returned from maternity leave, 

Boots abruptly closed its doors.

According to Silvester, the firm 

made two crucial errors: they 

failed to anticipate how long it 

would take to get their own-brand 

medicines approved in Japan, 

and they wrongly positioned 

themselves as a luxury brand. 

“They chose the best locations, 

but that meant they were seen as 

premium stores, and they couldn’t 

compete with convenience stores 

where you can buy over-the-counter 

medicines along with a newspaper”.

Finding another job quickly, 

as a brand manager for a Swiss 

skincare firm, Silvester left her 

one-year-old son in Tokyo to 

travel to Switzerland. “After a year, 

the shareholders decided to stop 

overseas expansion”, she said. “I 

was very shocked that this would 

happen again”.

She vowed that, in future, 

she would control her own life. 

In 2002, she became a freelance 

marketing consultant with one 

cosmetics client. Business thrived, 

and within a year she had founded 

Candlewick with the aim of 

“connecting global brands to the 

local market”. 

“No matter how thoroughly 

foreign brands research Japan, 

the Japanese mentality and habits 

are very difficult for foreigners to 

understand”, she said.

Silvester now intends to double 

the size of her business. Her staff, 

who have young children, leave the 

office before 5pm, only working 

MEMBER SPOTLIGHT

late in preparation for a big event. 

Family-friendly working hours are, 

she said, “the key to happiness”. 

According to Silvester, life is 

getting easier in Japan for women 

who wish to work after having 

children. “My message to young 

women is to keep your ideal 

lifestyle in mind and don’t give up 

trying. Many more husbands are 

supporting their children now. So 

as the generations change, Japan 

will get better”. 

Whether it will become more 

accessible for foreign firms 

remains to be seen. 
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W hether it is in the area 

of culture, education, 

sport, diversity or 

Japan’s globalisation, Matt Burney 

is brimming with ideas. 

Less than one week after taking 

up the post of Japan director at 

the British Council in September, 

Manchester-born Burney set 

out just some of his goals and 

ambitions for improving the 

cultural ties between the UK and 

Japan, adding that he intends 

to “get a lot done in the next 

four years”. 

“In the past, Japan’s concept 

of internationalisation used to be 

primarily about bringing more 

foreigners to Japan, but it was 

never a pillar of their education 

system, for example”, said Burney, 

a member of the British Chamber 

of Commerce in Japan Executive 

Committee. “But I really feel 

that Japan has recently turned 

a corner because it has realised 

that internationalisation is a real 

opportunity for the country. 

“Partners I have been talking 

to seem to now know that 

internationalisation is no longer 

an idea that is nice to have; it’s 

essential to the future development 

and prosperity of Japan in a region 

that is increasingly competitive”.

That is one area in which the 

British Council and Burney aim 

to share the UK’s experience 

and know-how. 

A graduate of St. Anne’s 

College, at the University of 

Oxford, Burney first came to Japan 

in August 1992 as an assistant 

language teacher. Here on the 

Japan Exchange and Teaching 

Programme, he taught in a small 

village in Aichi Prefecture, and 

later worked at Aichi Shukutoku 

University before becoming liaison 

officer for central Japan for the 

British Council in Nagoya City. 

Burney then became director 

of southwest China in Chongqing. 

Three years later, he returned to 

the organisation’s headquarters in 

London to serve as deputy regional 

director for East Asia. After spells 

in the Czech Republic and Ireland, 

he returned to China to serve as 

the director for east China, based 

in Shanghai, before accepting the 

British Council’s position in Tokyo, 

where he replaced Jeff Streeter. 

“There is a risk of seeing the 

British Council as just bricks and 

mortar, but I want to expand what 

we offer beyond this building 

and to take our services to more 

partners and businesses”, he said. 

A key element of that is the 

Leaders of English Education 

Project (LEEP), which the Ministry 

of Education, Culture, Sports, 

Science and Technology has 

commissioned the British Council 

to undertake for a second year. 

A five-year programme 

designed to improve the teaching 

of English in primary, junior high 

and senior high schools across 

the country, LEEP is training 

about 650 nominated teachers 

this year in methods to improve 

language instruction. Those 

teachers then act as trainers in 

their respective regions, passing on 

INTERVIEW

“By bringing together high-quality higher 

education institutions, we can provide a 

platform to devise innovative solutions 

to some of our shared problems …”
Matt Burney is Japan director of the British Council.

More services, partners  
and businesses

British Council’s new Japan director 

aims to expand its profile

by julian ryall 



the British Council’s expertise. This 

year’s goal is to provide training to 

15,000 teachers. 

Feedback after its first year has 

been overwhelmingly positive, 

with more than 90% of teachers 

saying they were keener to teach in 

English after attending the training. 

Burney said the British Council 

is also eager to promote higher 

education opportunities that exist 

in the UK, and develop closer 

working relationships between 

universities in both countries. 

“By bringing together 

high-quality higher education 

institutions, we can provide a 

platform to devise innovative 

solutions to some of our 

shared problems, ranging from 

environmental concerns to our 

ageing populations and other 

social issues”, Burney said. 

And despite the reputation 

British universities have of 

charging high fees for overseas 

students, Burney insists there is 

still a return on the investment 

in a UK education. It provides 

access to the best workplaces 

and ensures that a graduate 

progresses more quickly in his or 

her career. 

Statistics indicate that Japanese 

students agree. According to 

the Japan Student Services 

Organization, about 6,500 

Japanese were studying at British 

universities in 2013, a 15% increase 

on the previous year. 

Diversity and inclusion 

is an area that Burney said 

he is “passionate about”. 

Promoting equality in all areas 

is a “demonstration of British 

values and a great opportunity 

for us to show what we can do, 

and to eradicate discrimination”, 

he said.

Burney’s posting is scheduled to 

last for four years, which he 

considers fortunate; it will be during 

the exciting run-up to the Tokyo 

2020 Olympic and Paralympic 

Games. However, his position is 

due to come to an end nine months 

before the opening ceremony. 

“We are already working 

very closely with the Japanese 

government and relevant partners 

because we have so much that we 

can share after London hosted the 

Games in 2012”, Burney said. 

“We are also busy developing 

relationships to share lessons 

from the 2012 Cultural Olympiad 

that took place across the UK, 

and that is obviously a big part 

of what we want to do in the next 

four years. 

“The Olympic and Paralympic 

Games are going to be a fantastic 

opportunity for all of us, and 

a marker to see the strides the 

British Council has taken in that 

time”, he concluded. 

INTERVIEW

About 6,500 Japanese were studying 

at British universities in 2013, a 15% 

increase on the previous year.

Our hands-on learning environment encourages your child 
to build creativity, confidence and lifelong friendships. 
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U nexpectedly, the 

10-time Grand Slam 

Tennis tournament 

winner Novak Djokovic has some 

good advice for public speakers: 

“I believe that half of any victory 

in a tennis match is in place before 

you step on the court. If you don’t 

have that self-belief, then fear takes 

over. And then it will get too much 

for you to handle. It’s a fine line. 

The energy of those moments is 

so high. How are you going to use 

it? Are you going to let it consume 

you, or are you going to accept its 

presence and say, ‘OK, let’s work 

together’ ”.

What he is saying is, we don’t 

worry about having fear or not 

having it, we look for how to 

control it. When we feel fear, 

our psychological fight or flight 

response provides energy to our 

major muscle groups in the chest, 

arms and legs. This is great energy 

to tap, in order to bring our belief 

and our passion to our messages. 

Speakers who look tired, bored or 

uninterested, are not going to be 

persuading anyone of anything, 

ever. So, we should accept that 

fear is part of the process of 

public speaking. 

I read that Frank Sinatra 

felt fear every time before he 

performed. He always worried that 

the first note would not be there. 

Once he got going however, he 

could relax and enjoy the process. 

That applies to us as well; we have 

to use the first couple of minutes 

to get settled down. Then we can 

relax and enjoy the opportunity to 

help the audience, by providing 

our message or our valuable 

information. That is fine, but just 

how do we do that?

Here are some dos and don’ts. 

Don’t put unbelievable 

pressure on yourself by trying to 

memorise your talk. Do have some 

key points you can elaborate on 

though, and have them in a logical 

sequence that will be easy for the 

audience to follow. 

Don’t spend all of your 

preparation time putting together 

the slide deck. Do allocate time 

for rehearsal. The amount of 

time spent in preparation before 

a speech is the key to success. 

Incredibly, most people spend no 

time rehearsing and wonder why 

presenting is stressful. Ideally, 

watch yourself on video if possible; 

if not, then use a mirror and 

record the audio on your phone, 

so you can review how you sound. 

Rehearse as you will give it, looking 

at all parts of the room, gesturing, 

using voice modulation, inserting 

pauses and so on, while talking to 

your imagined listeners.

Don’t look down at your notes or 

laptop screen for too long. Do look 

at the people in your audience and 

make eye contact with them one by 

one so you can speak directly to as 

many people as possible. 

Don’t do that with audience 

members who are scowling, 

sneering, or look doubtful, 

unhappy, angry, negative or cynical. 

Do ignore them completely and 

look for the audience members who 

are nodding, smiling, agreeing and 

look either supportive or at least 

neutral. This will help to maintain 

your confidence and equilibrium.

Don’t be thrown by anything 

unexpected; the show must go on. 

PUBLICITY

Unless it is an emergency and we 

have to leave the building, keep 

going no matter what. This is not 

always easy. I was once giving a 

speech in Nagoya arranged by 

the local Japanese Chamber of 

Commerce. I was speaking in 

Japanese and had barely gotten 

into my first sentence when a 

senior official of one of the central 

Japanese ministries, sitting in 

the front row to my left, suddenly 

erupted into loud laughter upon 

hearing me.

Being a non-native speaker 

of Japanese and always a bit shy 

about my Japanese ability, you 

can imagine how debilitating 

that very public outburst was 

for me. I looked at the man 

incredulously, but kept going for 

the next 40 minutes. In my mind 

I had to put all of my self doubts 

aside. I purposely only made eye 

contact with audience members 

who looked as though they were 

supportive. Many were visibly 

impressed that I was trying to 

speak their language, and they 

really helped me to keep going.

Tap into your energy and 

work with it, rather than try 

and fight it. 

by dr greg story
president, dale carnegie training japan

THE PERSUADE JAPAN SERIES

NO MORE NERVES  
PUBLIC SPEAKING

Tap into your energy and work with it,  

rather than try and fight it.
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by ian de stains obe

Toastmasters International, 

which has just marked 

its 90th anniversary, is a 

world leader in communication 

and leadership development. The 

membership comprises more than 

332,000 individuals, who improve 

their speaking and leadership 

skills by attending one of the 

15,400 clubs in the 135 countries 

that make up a global network of 

meeting locations. 

Japan is home to a number of 

such clubs scattered throughout 

the country; there are dozens in 

Tokyo alone. One of these—the 

Breakfast Toastmasters Club—

recently celebrated its 25th 

anniversary. Graham Harris 

OBE, former member of the 

British Chamber of Commerce 

in Japan’s Executive Committee, 

is a founder member and 

former president. 

“There was an American 

Chamber of Commerce in Japan 

[ACCJ] Toastmasters Club that met 

at lunchtime, and there was a move 

to create a breakfast club, perhaps 

because the timing was more 

convenient or as a way of attracting 

more non-ACCJ members”, he told 

BCCJ ACUMEN. “So, an ad was 

placed in the English-language 

press. It was brilliant: the image 

was simply a view from an aircraft 

window, cloud on cloud all the 

way to the horizon. The copy, in a 

small font, read, ‘If you doubt the 

existence of eternity, try to make a 

five-minute speech’”. 

Harris was hooked. “I knew 

that in business I was avoiding 

opportunities to speak in front of 

an audience simply because I was 

not good at it and I realised that 

had to change”, he said.

The inaugural meeting of Tokyo 

Breakfast Toastmasters brought 

together newbies such as Harris 

and several experienced members 

from the ACCJ club so it got off to 

a fine start. 

And it has thrived, although 

the personality of the club has 

changed quite often. Currently 

there are very few members 

under the age of 35, even though 

Toastmasters’ focus on soft 

skills would also help the career 

development of people in their 

twenties and thirties. Today, the 

club enjoys a mix of nationalities—

British, American, Australian, New 

Zealand, Italian and Japanese—

which presents members with 

a distinctively diverse audience 

when making their speeches. 

DEVELOPING SOFT SKILLS 
THROUGH PUBLIC SPEAKING

Breakfast Toastmasters at 25

The club observed its 25th 

anniversary at the Tokai University 

Club on 2 October, with some 

40 members in attendance. Harris 

was one of three after-dinner 

speakers, and chose as his topic 

three things he misses now that 

he no longer lives in Japan. 

Perhaps not surprisingly, Breakfast 

Toastmasters was one of them. In 

fact, to attend the event he travelled 

from the UK, where he returned 

three years ago after having spent 

more than 30 years in Japan. 

The other speakers were 

founder Daisuke Matsunaga, who 

had particular reminiscences of 

the club’s past, and incumbent 

President Vicki L Beyer, who 

entertained the gathering with 

anecdotes about misadventures 

in public speaking before joining 

Toastmasters—and how things 

have improved.

Beyer said her experience with 

Toastmasters has been extremely 

beneficial in her professional 

• International membership 

provides a distinctive experience

• Speakers learn to listen, deliver 

messages, make audience care

• Club celebrates its history, 

welcomes new members

life, not least because she has 

learned how to listen—a much 

underrated skill. 

That was a sentiment echoed 

by long-time member and former 

president Gordon O’Byrne, who 

served as MC for the evening. 

“I’ve gained a number of things 

over the years, but the biggest thing 

is probably perspective”, he said. 

“When I joined the club I was quite 

comfortable with my abilities, 

but I suffered from delusions of 

adequacy. I learnt how to change 

the way I delivered my message, 

so that the audience actually cared 

about what I was saying”.

O’Byrne said that Toastmasters 

is for everyone, in that “the skills 

you learn are widely applicable”. 

However, he added, not all clubs are 

for everyone. “They vary drastically, 

so you have to find a club that 

matches your own goals, character 

and motivation for joining”, he said.

Breakfast Toastmasters is 

happy to welcome visitors at their 

meetings, which take place on 

the second and fourth Thursdays 

of each month at the Dai-ichi 

Hotel Tokyo in Minato Ward. 

Reservations, which are required, 

should be made with Kazuyo 

Ogawara, sergeant-at-arms, 

and information obtained from 

Andrew Edsall, vice-president 

membership. 

http://breakfast.toastmastersclubs.org/

kogawarabtm@gmail.com

adedsall@gmail.com

TRAINING

Gordon O’Byrne and Vicki L Beyer of Breakfast Toastmasters
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T racing its history back to 1958, Kepner-

Tregoe (KT) was founded in the US by 

two researchers in the areas of decision-

making and problem-solving, Charles Kepner 

and Benjamin Tregoe. Having started its Japan 

operations in 1973, KT is best known today 

for working with firms to improve operational 

outcomes, develop leadership capabilities and 

formulate strategies.

“We have a number of world-class 

proprietary methods and tools that we use at 

different levels of an organisation”, said Kevin 

Duffy, vice president of KT in Japan. 

“We offer technologies that are targeted on 

solving technical problems in the operations 

and IT service management areas. These 

technologies are endorsed by regulatory bodies 

to improve reliability and customer service.

The firm also provides leadership 

techniques and frameworks that are used not 

only to develop executives, but also to help 

them make C-level decisions and execute 

strategies effectively.

“KT’s project management methodology 

is used to plan and execute capital and 

operational projects better, as well as in product 

development and innovation”, said Duffy.

“As for project management, we are, for 

instance, working with a major chemical 

company here to help them streamline their 

decision-making models and new product 

development cycle times. This is helping the 

company drive new products from concept to 

implementation and launch”, he added.

Global talent

A trained engineer, with a post graduate degree 

in business, Duffy has steered KT’s transition 

and growth in Japan since August. Having 

previously managed manufacturing operations 

around the world, his work now includes 

managing the firm’s strategic expansion in 

Canada and Australia. 

He is also responsible for expanding the 

Tokyo office’s bilingual and diverse human 

resources, who are supported by a large bank of 

consultants in the Asia–Pacific region.

“With such talent spread across [the Asia–

Pacific], we are able to support clients in Japan 

and also in the region”, he said.

Tools for the trade

KT in Japan has historically worked with 

domestic firms in leadership development, 

operational and project improvement, as well as 

strategic project portfolio management.

“One of the problems organisations have 

is translating strategy into action”, Duffy 

said. “There is no shortage of smart people, 

money or ideas. What companies need are 

processes and tools in order to achieve effective 

implementation—that is, to move from the 

current to the desired state and to handle issues 

consistently and effectively”.

However, this does not mean KT tells firms 

what to do. Rather, according to Duffy, “we 

bring the methodologies that they can then 

implement in their own organisations, and 

which address the issues that they face”. 

The firm’s corporate footprint in Japan covers 

the traditional manufacturing verticals, as well 

as the technology, finance and banking sectors.

The road ahead

KT sees its growth in Japan as encompassing 

operations where it has a market-leading 

position globally, but where opportunities here 

remain. According to Duffy, examples include 

IT service management and information 

technology infrastructure library services.

“These areas will be the focus of our growth 

over the next 12 months in Japan”, he said.

Over 15mn people around the world have 

used KT’s products and services since the firm 

was established. Its expanding Japan office 

continues to ensure that the illustrious legacy 

grows, both domestically and in the Asia–

Pacific region.

Early in 2016, KT plans to launch the 

latest version of its iconic problem-solving 

and decision-making leader development 

programme in Japanese, with a focus on new 

digital media and the support tools for its 

implementation. 

“Although we’ve been in Japan for a long 

time, we see huge opportunity here to extend 

the services that we provide”, Duffy said. “After 

all, this is still the world’s third-largest economy, 

and there are any number of industries that 

require tools for clear thinking in a complex and 

global market”. 

PUBLICITY

CLEAR THINKING 
FOR A COMPLEX WORLD

What Kepner-Tregoe offers and why

“There is no shortage of smart 

people, money or ideas. What 

companies need are processes 

and tools in order to achieve 

effective implementation …”

Kevin Duffy is 

vice president of 

Kepner-Tregoe.
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T hat is the question 

on the mind of many 

professionals, seasoned or 

otherwise. Is it “nobler in the mind 

to suffer /The slings and arrows 

of outrageous fortune, /Or to take 

arms against a sea of troubles, /

And, by opposing, end them?”

While Prince Hamlet 

wasn’t considering starting a 

venture company when he thus 

soliloquised, he aptly expressed 

the mid-career or mid-life agonies 

of uncertainty that usher some of 

us into an entrepreneurial career, 

yet put off still more. 

The life of an entrepreneur is far 

from poetic, but can certainly be 

dramatic. There is an undeniably 

visceral pleasure in taking arms 

against a sea of troubles, and a 

huge sense of satisfaction when 

one, indeed, puts an end to them. 

So, why would anyone do it, and 

who should do it? 

In simple terms, if you’re a 

pessimist, worrier, shirker or 

someone who wants instant 

gratification, the move is probably 

not for you. In my experience, 

anybody else who really wants to 

be an entrepreneur has a shot at 

success. The main reasons against 

include financial commitments, 

family responsibilities and a risk-

averse spouse. 

I understand those challenges. 

I started my firm Icon Partners 

K.K. in 2006. I had just built a 

new house with a huge mortgage, 

had a three-month-old child and 

very thin financial reserves. Yet, I 

turned down two job offers with 

ridiculously generous salaries to 

start my firm. Where there’s a will, 

and a certain amount of blind 

faith, there’s a way. The proverbial 

sea of troubles started 18 months 

later, when the global financial 

crisis kicked in. So why did I take 

such a big risk?

Having spent many years 

giving my all to help other people 

build up their businesses, only 

to find my position undermined 

by politics and shifting loyalties, 

I took a vow that I was never 

again going to outsource 

control of my career or financial 

security to someone else. The 

insecurity of secure employment 

convinced me to become an 

entrepreneur. 

MJ DeMarco in his excellent 

book The Millionaire Fastlane 

explodes the myth of salaried 

security for life. If you are 

considering an entrepreneurial 

career, I can’t recommend the 

book highly enough. 

I discovered by hard experience 

that however passionate you are 

about a job, as long as someone 

else has the power to wreck things 

for you then there is no security in 

it. I prefer to take my chances with 

slings and arrows, and of course 

relish the opportunity to earn an 

outrageous fortune. 

Ultimately, the security of 

being master of my own success 

or failure made me take the leap. 

As an entrepreneur there are no 

redundancies and no irrational, 

incompetent, capricious or 

psychotic bosses playing dice with 

your livelihood. There is just you, 

your skills and the market. 

Some skills and attributes will 

dramatically improve your chances 

of success: the ability to take 

enormous amounts of pain and 

keep making rational decisions; 

a fascination with everything and 

an insatiable thirst for knowledge; 

a really supportive spouse or 

partner; the openness to try silly 

things like chanting affirmations, 

which really work; and a logical 

INDUSTRY

mind that can connect the 

dots between your passion and 

someone who is willing to pay 

you for it. And finally, the one 

ineluctable truth: the ability to 

scale up. 

If you can’t scale whatever it is 

that you do, you don’t own a firm, 

you own a job. You must find the 

parts of the enterprise where you 

add distinctive value, build an 

infrastructure that allows you to 

do that, and employ other people 

whose time costs less than yours 

to do everything else. To have 

a business, you must be able to 

either leverage technology or train 

people to generate the revenue. 

Otherwise, your scalability is 

limited by the hours you work; you 

are an expensive resource with a 

limited shelf life, so put yourself to 

good use.

In the early days of any firm 

you have to do everything yourself. 

However, start out with a plan 

of how to scale the operation, or 

very soon you will find yourself 

wondering whether “to be or not to 

be” on someone else’s payroll again. 

Being an employee can be great 

if the work is fulfilling and you can 

trust your firm to treat you well, but 

if you have dreams beyond worlds, 

as I do, and an unshakeable sense 

of optimism, then to take your 

destiny in your own hands might 

just be the lesser risk. As Prince 

Hamlet’s paramour Ophelia said, 

“We know what we are, but know 

not what we may be”. 

by jeremy sanderson
icon partners k.k.

TO BE OR NOT TO BE  
AN ENTREPRENEUR

Is it the life for you?

• A thirst for knowledge, a logical 

mind and resilience are key 

• Scale up your business using 

technology or staff

• Be prepared to do everything 

yourself at first

Start out with a plan of how 

to scale the operation, or very 

soon you will find yourself 

wondering whether “to be or 

not to be” on someone else’s 

payroll again.
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The A-List of Logistics & Supply Chain Management

Econoship has been in the business of transporting personal effects and household 

goods from Japan to the rest of the world for more than 35 years, since 1979.

During this time, the firm has built a solid reputation for extremely courteous, efficient 

and reliable service.

Econoship has strong relationships with trucking firms, storage facilities, packing 

agencies, customs brokers and shipping lines serving locations worldwide.

No matter where you are going, or when you are planning to leave, Econoship can 

make your move a much more pleasant experience. You can count on Econoship to 

help you make the right decisions every step of the way. 

Move with the best. Move with Econoship.
Econoship Ltd.

974 Aza Nosoko

Ishigaki

Okinawa 907-0333

Glenn Gainer, director of marketing

0980-892-111

info@econoship.net

www.econoship.net

AREAS OF EXPERTISE

• Free estimates

• Door-to-warehouse and door-to-door shipping to over 300 destinations

• Free pickup from anywhere in Japan (except Okinawa, Hokkaido  

and certain remote locations)

• Packing and crating

• Storage at very reasonable rates

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

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

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

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

by our global strength.

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

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

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

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

Michael Page

Kamiyacho MT Bldg. 15F 

4-3-20 Toranomon  

Minato-ku, Tokyo 105-0001

Basil Le Roux, managing director

03-5733-7166

tokyo@michaelpage.co.jp

www.michaelpage.co.jp

AREAS OF EXPERTISE

We specialise in recruitment in the following areas:

• Accounting

• Banking & financial services

• Engineering & manufacturing

• Healthcare & life sciences

• Human resources

• IT

• Legal

• Marketing

• Procurement & supply chain

• Retail

• Sales

• Secretarial & office support

• Temporary/contracting positions

Icon Partners K.K. is the first true supply chain management specialist recruitment 

firm exclusively catering to foreign corporations in Japan. Founded in 2006, we work 

with a broad range of clients in the 3PL/SCM industry as well as fulfilling senior level 

SCM-related hiring needs throughout all other industry sectors. 

We are specialists in the field of supply chain management and related disciplines. 

Our level of understanding, matching accuracy, candidate reach, and timely 

short-listing and introduction are unmatched in the Japanese recruitment market. 

Over 95% of our candidates are bilingual Japanese nationals, and 100% of our 

staff are bilingual in English and Japanese.

Icon Partners
Supply Chain Talent Specialists

Icon Partners K.K.

40MT Bldg. 7F

5-13-1 Toranomon

Minato-ku, Tokyo 105-0001

Josh Teperman

03-4530-9600

info@icon-partners.com

www.icon-partners.com

AREAS OF EXPERTISE

We specialise in mid to senior level executive roles in logistics, warehousing, 

distribution, operations, S&OP, procurement, supply & demand planning, facilities 

management, customer service, finance and accounting management, and FP&A. 

From line-managers to country-managers, we provide specialist HR solutions for your 

whole SCM value chain.
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On 5 October, an 

agreement was reached 

among 12 Pacific 

Rim countries on the Trans-

Pacific Partnership (TPP), a 

wide-ranging trade agreement 

concerning matters of economic 

policy across a number of major 

industries, such as automotive, 

agriculture, pharmaceuticals and 

consumer goods. 

Reached after five years of 

negotiations, the TPP could result 

in significant changes to both the 

global and Asian supply chains. 

What is the TPP?

The TPP is a trade agreement 

that covers a number of areas 

of economic policy, including 

a lowering of trade barriers, 

a common framework for 

intellectual property, labour and 

environmental law, and an effort 

to establish an investor–state 

dispute settlement mechanism. It 

is the largest regional trade group, 

representing 40% of the world’s 

economy in its membership: 

Canada, Mexico, Chile, Peru, 

Australia, New Zealand, Brunei, 

Malaysia, Singapore, Vietnam, the 

US and Japan. The last two nations 

alone represent 30% of the world’s 

£48trn economy and are the two 

biggest players in the TPP. Other 

countries, such as the Philippines, 

Thailand, Taiwan and South Korea 

have expressed interest in joining.

Some estimates claim that the 

TPP would boost global GDP by 

nearly £197bn per year. If ratified, 

the agreement would lower or 

eliminate tariffs on 99.9% of 

manufactured products. 

Although an agreement has 

been reached, the US, Japan and 

other governments now face the 

challenge of overcoming domestic 

resistance to ratification.

The full repercussions of the 

TPP are likely to take many years 

to become fully evident. Much of 

the Japanese media coverage has 

focused on the negative impact 

of the agreement, with Japan’s 

sensitive agriculture sector in 

particular having shown steady 

opposition to the agreement since 

2010. However, the picture for 

the economy as a whole, and for 

certain sectors, seems positive.

Impact on supply chain 

and logistics 

The TPP claims to be a fully 

regional agreement by facilitating 

the development of production 

and supply chains among its 

members. This, in turn, would 

support job creation, the 

improvement of living standards 

and welfare, as well as the 

promotion of sustainable growth 

among participating nations.

Japan’s transport and logistics 

industry would benefit greatly 

from the TPP, as the deal would 

stimulate the country’s trade 

with the US and other partner 

countries. Since the automotive, 

electronics and consumer goods 

industries are the chief customers 

of logistics service providers, 

an increase in international 

sales of original equipment 

manufacturers and parts suppliers 

across these industries would be 

a blessing for major logistics and 

transport players.

The removal of tariffs for 

imports into key markets, such 

as the US and Canada, is likely to 

provide an impetus for Japanese 

and Asian manufacturers, and 

result in a small increase in exports 

and international freight. 

US manufacturers, meanwhile, 

are unlikely to gain any advantage 

as Japan has zero import duties, 

and no import barriers, on cars.

INDUSTRY

TPP players to take 

more initiative

The majority of Asian production 

bases for Japanese automakers 

are in China, Indonesia and 

Thailand—countries outside the 

TPP. While Japan’s automotive 

industry has embraced the 

agreement, experts have observed 

that there will be considerable 

effort needed to align with the TPP 

in the areas of procurement and 

supply chain strategy, due to there 

being some difficulty locating 

alternative parts in Malaysia 

and Singapore. 

Japanese and other Asian 

manufacturers must begin to 

take into consideration the TPP 

rules of origin—which dictate 

the percentage of parts that must 

be made in TPP countries for 

a product to qualify for lower 

tariffs—when making decisions 

about their supply chain.

Similarly, logistics firms 

must provide new trade routes 

and complement existing ones 

to provide easier and cheaper 

sea and air transport among 

TPP countries. 

The future

The TPP remains to be approved by 

the governments of each country 

involved. However, the changing 

political landscape, especially in 

the US and Canada, will dictate 

whether the TPP becomes a reality.

There is a lot that can go wrong; 

stay tuned. 

by rajat jain
michael page japan

TPP AND THE  
ASIAN SUPPLY CHAIN

How it may affect your business

Some estimates claim that the TPP would 

boost global GDP by nearly £197bn per 

year. If ratified, the agreement would 

lower or eliminate tariffs on 99.9% of 

manufactured products.

• Most Asian bases for Japanese 

automakers outside TPP zone

• Consider TPP rules of origin 

when considering supply chain

• Need for easier, cheaper 

transport among TPP countries



TOKYO’S PREMIER 
MULTIDISCIPLINARY 
REHABILITATION 
CENTRE

Address: B1 CMA3 Bldg. 2-1-35 Moto-Azabu, Minato-ku, Tokyo

Opening Hours: Mon–Sat 6:30am–9:00pm; Sun 8:00am–2:00pm • Tel: 03-6434-9667

• Assessments and treatments performed by a team of 
internationally trained, registered and experienced physiotherapists

• Private treatment rooms

• Large, fully equipped rehabilitation gym

• Central location, just a 3-minute walk from Roppongi Hills

• Consultations available in English and Japanese

✓ Sports injuries

✓ Musculoskeletal and spinal conditions (neck and back pain)

✓ Ergonomic and postural assessments

✓ Gait assessments

✓ Rehabilitation programmes

Club 360 is a multidisciplinary health 
and fitness centre, which offers 

personal training, group classes, 
boxing and kickboxing.

Men have been our fastest growing spa 
clientele group for the past five years—

and those numbers are still rising!  
A clean, clear and well-groomed face can 

create a powerful first impression.

For the ultimate indulgence, try 
Elana Jade’s 2hr 30min Executive 

Men’s Package, which includes a Down 
to Earth Facial, a 60min Oil Massage and 

a Men’s Manicure for only ¥21,700.

Tel: 03 6438 9895      Email: salon@elanajade.com

Latorie Memorial Building 3F
1-5-19 Azabu-Juban, Minato-ku, Tokyo 106-0045

elanajade.com
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MUSIC

BCCJ ACUMEN: What triggered 

your interest in music by 

British composers? 

During my studies at the Royal 

Academy of Music, I undertook 

a series of research topics that 

I was keen to explore through 

my concerts. I founded a 

project called “Music of Britain 

and Japan: A Cultural Exchange”, 

which explored cultural exchanges 

between Japan and the UK since 

1885, and how this brought 

inspiration to the musical life of 

both countries. 

My second project was “Delius 

and Gauguin”, which illustrated 

the exchanges between French 

artist Paul Gauguin [1848–1903], 

and English composer Frederick 

Delius [1862–1934]. Through the 

development of this work, I came 

across so much wonderful music 

that I had never heard before. I 

realised there are still many great 

pieces to be performed, other than 

the popular pieces that people 

know already. 

As I researched British 

composers, I found many valuable 

sources, such as letters, concert 

programmes and manuscripts 

accessible at the British Library. 

I was fascinated by these archived 

treasures, which gave me an 

insightful background to music 

composed in the UK. Gradually, 

I felt that it is the responsibility of 

an artist to bring these forgotten 

sources alive by making them into 

sounds and communicating them to 

the audience. 

Does Japan have an interest in 

British composers?

Since 2012, I have performed 

works by British composers in 

Japan every year. The interest 

has certainly been growing over 

that time. In Japan, many of the 

works by British composers are 

still rarely performed. But I am 

expecting a wider interest to come, 

because British composers have 

written some of the most beautiful 

melodies that I am certain 

Japanese people would love. 

Gustav Holst’s theme from Jupiter 

is such a popular melody in Japan, 

but his other unfamiliar works are 

just as breathtaking. 

How do you hope to boost 

British music?

Earlier this year, I started a 

collaboration with Studio 18—

an online studio promoted by 

Takashima Artists Management—

to write about British composers 

in my own online column called 

“London Studio”. This has been 

a great platform to foster wider 

interest, and I aim to give further 

insights on music through 

these articles. 

In September, I appeared on 

the Tokyo radio programme Café 

Figaro, with journalist Naoki 

Hayashida, to discuss British 

composers. I had happened to 

come across his article about the 

great British composer, Gerald 

Finzi. He talked about Finzi’s 

works—which had always been of 

great interest to me—and I decided 

to write to him. We met for the 

first time following my lecture 

recital at British House Yokohama 

Japanese ears open  
to UK composers

Violinist’s cultural exchange project 

by mike sullivan  

in November 2014, and talked 

about common interests in British 

composers. I was thrilled to be 

invited on his radio programme 

and enjoyed our conversation. 

Most recently, on 10 November, 

I was joined by pianist Simon 

Callaghan to perform an eclectic 

programme of works by 20th 

century British composers at 

Oji Hall in Tokyo. While Simon 

and I have frequently performed 

together in the UK—he recorded 

with me on my first album Colours 

of the Heart—this was our first time 

performing together in Japan. We 

had so much fun on the stage, and 

I was delighted to share the music 

with the audience.

I’m very grateful for the 

continuous support I receive from 

organisations in both countries. 

Inspired, talented and exciting are just three words to describe Midori 

Komachi, an up-and-coming violinist who has developed a cultural 

exchange project between her native Japan and the UK, where she has 

lived for the past 12 years.

A solo and chamber performer, Komachi read a Masters in Music at 

the Royal Academy of Music in London. She has appeared on the BBC 

Radio 3 programme In Tune, and is a recipient of the acclaimed Sir Arthur 

Bliss Prize. 

Passionate about bringing the UK and Japan together through music, 

she spoke to BCCJ ACUMEN about her work and how it has been received.

Midori Komachi is a solo and chamber violinist.
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ARTS
1

UNTIL 7 FEBRUARY

Architect Frank Gehry:  

“I Have an Idea”

Explored here are the ideas of 

world-renowned architect Frank 

Gehry, who teamed up with 

British firm Foster + Partners to 

design the High Street phase of 

London’s Battersea Power Station 

development. The exhibition 

introduces Gehry’s models, born 

from designing, considering and 

redesigning alongside technology, 

and look at the background behind 

the formation of his work.
ARTWORK: Idea Evolution

21_21 DESIGN SIGHT

9-7-6 Akasaka, Minato-ku, Tokyo

10am–7pm  

(Entrance until 6:30pm)

Adults: ¥1,100

»www.2121designsight.jp/en/

program/frank_gehry/

03-3475-2121

2

UNTIL 14 FEBRUARY

Yoko Ono: From My Window

For 60 years, the widow of John 

Lennon MBE, Yoko Ono, has 

worked across fields, producing 

new dramatic circuits among 

people and media. This special 

exhibition will showcase artworks 

she created in Tokyo in the 

1950s, ’60s and ’70s, as well as 

recent creations.
ARTWORK: Yoko Ono: From My Window; 

Salem 1692, 2002; pigment on 

stretched canvas, private collection

©YOKO ONO 2015

UK EVENTS IN JAPAN
COMPILED BY 
MEGUMI OKAZAKI

Museum of Contemporary 

Art Tokyo

4-1-1 Miyoshi, Koto-ku, Tokyo

10am–6pm 

Adults: ¥1,200

»www.mot-art-museum.jp/eng/

exhibition/yoko_ono_from_my_

window.html

03-5245-4111

◉ Free tickets

We are giving away five pairs of 

tickets to this event.

3

4–15 DECEMBER

Scrooge

This entertaining musical tells 

the story of Charles Dickens’ 1843 

novella, A Christmas Carol in a 

format catering to family viewing. 

Akasaka Act Theater

akasaka Sacas, 5-3-2 Akasaka 

Minato-ku, Tokyo

Various show times

Adults: From ¥9,800

»www.hpot.jp/stage/scrooge-2015

03-3490-4949

2

1

3
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◉

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

name, address and telephone number by 30 November to: 

coordinator@custom-media.com.

Winners will be picked at random.

4

8–13 DECEMBER

Lennon: Through a Glass Onion

Part concert, part biography, 

this theatrical production is a 

celebration of the life and work 

of music icon John Lennon MBE. 

British-born, award-winning 

performer and writer John R 

Waters will give renditions of, 

among others, Strawberry Fields 

Forever and Lucy in the Sky 

with Diamonds.

EX THEATER ROPPONGI

1-2-9 Nishiazabu 

Minato-ku, Tokyo

8 December: 7pm

9 December: 2pm, 7pm

10 December: 2pm

11 December: 7pm

12 December: 1pm, 6pm

13 December: 1pm

Adults: From ¥7,500

»www.kyodotokyo.com/lennon

0570-550-799

◉ Free gift 

We are giving away five coasters 

related to this performance.

5

22 DECEMBER

Incognito Japan Tour 2015

A member of the UK’s acid 

jazz movement, 13-piece band 

Incognito will perform a blend of 

soul, jazz, funk and fusion sound at 

this special show. 

Umeda CLUB QUATTRO

Plaza Umeda Bldg. 10F 

8-17 Taiyujicho, Kita-ku, Osaka

7:30pm (doors open 6:30pm)

Adults: From ¥7,000

»www.smash-jpn.com/

live/?id=2402

06-6535-5569

6

8–9 JANUARY

Coppélia

Star Dancers Ballet presents 

Coppélia, a light-hearted, full-

length classical ballet based 

loosely on E T A Hoffmann’s short 

story Der Sandmann. Featuring 

choreographic contributions and 

staging by Briton Sir Peter Wright 

CBE, this production was first 

performed in Japan in 1996 and is 

returning to Tokyo for the first time 

in five years. 
©TAKESHI SHIOYA [A.I CO., LTD.]  

Tokyo Bunka Kaikan 

Ueno Koen 5-45, Taito-ku, Tokyo

8 January

6:30pm (talk begins 6:10pm)

9 January

3pm (talk begins 2:40pm)

Adults: From ¥3,000

»www.sdballet.com/performance/

performance.html

03-3401-2293

ticket@sdballet.com

◉ Free tickets 

We are giving away two pairs of 

tickets to this performance.

6

5

4



46  bccj acumen, november 2015

COMMUNITY

UK–Japan events

1  |  BCCJ EVENT

British Chamber of Commerce in Japan (BCCJ) 

President David Bickle, Mayor of London 

Boris Johnson and Japan National Tourism 

Organization President Ryoichi Matsuyama 

attended “Olympic lessons learned” at the ANA 

InterContinental Tokyo on 15 October.

2  |  BCCJ EVENT

BCCJ Executive Committee (Excom) members 

Jonty Brunner and Reiko Sakimura, Chancellor 

of the University of Oxford Lord Patten CH, 

BCCJ President David Bickle and BCCJ Excom 

member Alison Beale attended “Who will win 

the 21st century” at the Grand Hyatt Tokyo on 

20 October.

3  |  TRADE

British Consul-General Michael Shearer OBE 

(centre) and Esther Williams, head of trade 

development at UK Trade & Investment Japan, 

met exhibitors at the Hankyu British Fair 2015 in 

Osaka on 7 October (see pages 9, 16).

4  |  TECHNOLOGY

First Minister of Wales Carwyn Jones and 

British racing driver Struan Moore attended the 

departure of a UK-branded Nissan Leaf on an 

11-day tour, from Tokyo to Kobe, to promote 

partnership between Japan and the UK at the 

British Embassy Tokyo on 8 September.

5  |  EDUCATION

Senior representatives from 32 universities in 

Japan and the UK attended the second Japan–

UK Universities Conference for Collaboration 

in Research and Education, co-hosted by the 

British Council and Keio University, at Keio 

University on 8 October. 
© AKI TAKEMATSU

1

2

5

3

4
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COMMUNITY

Defence

6  

A Royal Air Force (RAF) A400M Atlas transport 

aircraft visited a Japan Air Self-Defense Force 

(JASDF) base in Miho, Tottori Prefecture, on 

23–25 October in the first landing of an RAF 

aircraft at a JASDF base.

7  

Crew from 70 Squadron and 24 Squadron based 

in RAF Brize Norton, Oxfordshire, met their 

counterparts in the JASDF 403 Squadron of the 

3rd Tactical Aircraft Wing.

 

8  

The Band of The Coldstream Guards performed 

at the third British Armed Forces Day event, 

symbolising friendship and collaboration in 

East Asia, at the British Embassy Tokyo on 

14 October.

9 

A member of the Japan Ground Self-Defense 

Force Central Band played taiko.

10

A member of the band of The Coldstream 

Guards performed a traditional Scottish 

highland dance.

9 10

8

6 7
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by ian de stains obe

THE MOST AMBITIOUS 
FREE TRADE AGREEMENT?

A closer look at the TPP

IF YOU ASK ME

I t has been five years in 

the making but finally, on 

5 October, the 12 countries 

involved in the Trans-Pacific 

Partnership (TPP) came to an 

agreement designed to deepen 

economic ties, reduce or even 

eliminate tariffs and boost growth. 

Those 12 nations—Australia, 

Brunei, Canada, Chile, Japan, 

Malaysia, New Zealand, Peru, 

Singapore, the US and Vietnam—

have a collective population that is 

roughly twice that of the European 

single market, and are responsible 

for about 40% of world trade. 

Notably, China is not involved. 

Some commentators have 

suggested that the TPP is actually 

an attempt to reign in Beijing. 

Certainly it is seen by many as the 

US trying to boost its influence in 

the Asia–Pacific region. Yet, Beijing 

has welcomed the agreement. 

At the same time China—

along with India—has stepped 

up its efforts to push forward 

the Regional Comprehensive 

Economic Partnership (RCEP), 

another proposed trade bloc 

that, if established, would be 

the biggest in the world. The 16 

nations involved account for 3.4bn 

people. Some commentators have 

suggested that in the longer term, 

Beijing’s aim is an even broader 

pact that would draw TPP into a 

Free Trade Area of the Asia–Pacific.

That is not so far-fetched an 

idea. Seven of the 12 nations in 

the TPP bloc—including Japan—

are already members of RCEP. 

Moreover, Prime Minister Shinzo 

Abe, who strongly supports the 

TPP, has suggested that China’s 

involvement in the future would 

“increase the pact’s strategic 

significance and improve regional 

stability”.

There is, however, a long way 

to go. Exactly how the TPP will be 

implemented is unclear, as it still 

has to be ratified by the legislatures 

of the participating nations. 

In the US, the deal is expected 

to come before Congress in 

the middle of the presidential 

primaries. The outcome is by no 

means certain, despite President 

Barack Obama’s strong support 

for it. 

Democratic front-runner 

Hillary Clinton, for example, 

promoted White House efforts on 

the TPP when she was secretary 

of state but recently came out 

against the deal in an obvious 

attempt to court union support 

for her presidential bid (some 

critics say the deal will result in 

increased competition and the loss 

of US jobs). Currently, none of the 

declared candidates for the 2016 

Democratic ticket support the TPP. 

Critics say it is difficult to support 

an agreement that was arrived at in 

what is seen as a secretive manner.

Abe was quick to hail the TPP 

as being of great benefit, not just to 

Japan, but also to the whole region. 

However, he lost no time in setting 

up an office that will mitigate 

the potential negative impact, 

especially on the nation’s farmers. 

Government sources say that, 

should the TPP become reality, 

about 50% of Japan’s existing 

tariffs on 834 agricultural products 

will eventually be abolished. The 

time frame for the reduction and 

eventual abolition of agricultural 

tariffs ranges from six to 13 years. 

Powerful lobby groups 

for agricultural cooperatives 

nationwide have expressed their 

concern over the TPP, but opinion 

polls generally suggest that the 

majority of voters support the 

initiative. A recent Kyodo News 

poll, for example, suggested that 

58% of those polled were in favour. 

This will no doubt be of some 

encouragement to Abe, for whom 

the TPP is important in another 

sense: that of deepening Japan’s 

alliance with the US. Together with 

the recent enactment of security-

related bills, there is a sense that 

closer defence cooperation is 

a reality. 

The TPP has diplomatic and 

economic consequences, but it 

is still unclear what Japan really 

stands to gain and lose. 

Abe was quick to hail the TPP as being of 

great benefit … However, he lost no time 

in setting up an office that will mitigate 

the potential negative impact.
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BY IAN DE STAINS OBEBOOK REVIEW

“We all make mistakes, but 

starting the Third World War 

would have been a rather large 

one. To this day I still maintain 

it was not entirely my fault. But 

I’m getting ahead of myself”.

So begins the preface to 

Frederick Forsyth CBE’s immensely 

readable autobiography. 

Forsyth is a remarkably adept 

storyteller as his 12 best-selling 

thrillers attest, and he is every 

bit as skilful when it comes to 

narrating the story of his own life. 

Short and concentrated chapters 

get directly to the point and there 

is a force that makes the reader 

turn the pages, eager for more. 

By his own account, Forsyth 

never intended to be a writer. A 

former Royal Air Force pilot who 

never lost the taste for high-flying 

(he piloted a Spitfire in his mid 

seventies), he began his career 

as an investigative journalist. It is 

not difficult to understand that his 

need for adventure—and, yes even 

danger—were major drivers. 

Forsyth had a somewhat 

unusual childhood, especially for 

a child of his time. At an early age 

he was sent to France and later 

to Germany where he learned 

the countries’ languages with a 

proficiency that allowed him to 

pass as a native speaker in both. 

This became a priceless skill that 

would serve him well in later years.

It was his fluency in French that 

ensured his employment with the 

Reuters news agency and a posting 

to Paris, which at the time (1962) 

was in some turmoil. 

One story he covered was 

about an attempt to assassinate 

then-President Charles de Gaulle. 

Little did he know it at the time, 

but here were planted the seeds of 

what would become his first best 

selling novel, The Day of the Jackal. 

Such synchronicity appears to 

have pursued Forsyth throughout 

his career.

His spell with the BBC as 

assistant diplomatic correspondent 

was in many ways a tremendous 

disillusionment.

“Had I known the full level 

of incompetence of the 

Commonwealth Relations Office 

and its sister the Foreign Office 

and the level of slavishness the 

BBC foreign news mini-empire 

at Broadcasting House would 

dedicate to both ministries, I 

would have … never applied for 

the job in the first place”.

But it was with the BBC that 

Forsyth had his first taste of Africa, 

a continent to which he would 

return after his dismissal from the 

corporation, and about which he 

wrote with great passion. 

His freelance accounts of the 

Biafran War in Nigeria (1967–’70) 

were harrowing. He left readers 

in no doubt of the contempt he 

has for former Prime Minister 

Harold Wilson KG OBE and 

his administration, for their 

role in enabling the horrors by 

arming the Nigerian forces while 

mendaciously claiming not to be 

doing so.

Forsyth’s account of how he 

bluffed his way into the publishing 

house of his first novel is itself 

like something out of fiction and 

makes for highly entertaining 

reading. The rest, as they say, is 

history, with a three-book deal and 

the sale of film rights rescuing him 

from out-and-out poverty at just 

the time when things appeared 

hopeless. 

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

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

The winner will be picked at random.

Bantam Press  

£20.00
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Unilever Sustainable Living Plan
Key targets by 2020

Help
more than 

1 billion 
people
improve their

 health 
& well-being.

Halve
 the environmental 

footprint of 
our products.

Source 

100%
of our agricultural 

raw materials 
sustainably.

On 1 November, Unilever Japan became the first company within Unilever 

to use 100% renewable energy in all its domestic-owned operations.

Our factories, offices, R&D centre, refreshment locations and ice cream 

cabinets in the marketplace are totally green. 

We are now a 0% CO2 company, saving over 2500 tons of CO2 every year. 

But this is not enough. Our next step is to work with our logistics providers, 

manufacturers and suppliers so our total end-to-end operations in Japan 

use 100% renewable energy too.

Now 100% renewable,
but striving to do more 
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