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EDITOR

A s we approach the end of 2016, I 

believe it is fair to say that this year 

has been a tumultuous one, in ways 

both good and bad. Perhaps fittingly then, 

change runs through the heart of many of this 

issue’s articles.

Hardly a day goes by when we don’t hear 

of a technological innovation that is poised to 

reshape some aspect of business, society or our 

lives. We look at the impact innovation is having 

on sport-related business on page 20, and find 

that even technology is creating new sporting 

competitions.

Every year, policymakers, Japan watchers 

and members of the business community look 

forward to The Economist’s Japan Summit. 

On 21 October, they gathered to hear addresses 

given by Tokyo Governor Yuriko Koike and 

Bank of Japan Governor Haruhiko Kuroda, 

as well as panels discussing work culture 

and gender diversity. As Japan continues 

to seek ways of engendering creativity and 

productivity, these talks gave a hint regarding 

the path Japan might take. Turn to page 27 to 

find out more.

Moving forward 

Diversity in the workplace goes beyond gender, 

however, and on page 30 we look at what 

steps are being taken to welcome lesbian, gay, 

bisexual and transgender employees in the retail 

sector, and which firms are leading the way.

The momentous decision following the 

June referendum on Britain’s EU membership 

is one of the biggest developments of the year. 

Understandably, many questions have been 

raised regarding the impact. In September, Alok 

Sharma, under secretary of state for the Foreign 

and Commonwealth Office (minister for Asia 

and the Pacific), spoke to the Sasakawa Peace 

Foundation about the enduring ties linking 

the UK and Japan, and what Brexit means in 

that context. Turn to page 24 for extracts from 

his speech.

This year will be the last for Tim Hitchens 

CMG LVO as UK Ambassador to Japan. On 

page 16 he reflects on the fourth time he has 

lived in Japan. At a special BCCJ event on 16 

November, Farewell Ambassador Hitchens, 

Custom Media, publishers of BCCJ ACUMEN, 

was pleased to present him with a unique 

36-page issue of the magazine, documenting his 

contributions to both the publication and the 

UK–Japan community. We wish him all the best 

for the remainder of his tenure and all future 

endeavours.

One thing that definitely remains the same 

is the degree to which UK–Japan collaboration 

has borne fruit, and on page 44 we have an 

interview with the Derbyshire folktronica band 

Haiku Salut, who appear on the cover. They 

share some of their experiences touring Japan 

and how they have been influenced by the 

nation’s culture.

British Business Awards

By the time you read this, the 2016 British 

Business Award winners will have been 

announced at this year’s ceremony at the 

Hilton Tokyo hotel. Unfortunately, the event was 

just after this issue went to press. Nevertheless, 

let me here congratulate everyone who came 

away with a prize, as well as all those who 

contributed to, and took part in, the awards. We 

look forward to having full coverage of the event 

in the December issue of BCCJ ACUMEN. 

Look ahead
A year of change

chris russell  |  russell@custom-media.com
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MEDIA

UK–JAPAN NEWS

Paper profiles  
new Japan envoy 

In a 22 September article, the Financial Times’ 
Gideon Rachman detailed a visit to the 
Embassy of Japan in London. There he 
met Ambassador of Japan to the UK 
Koji Tsuruoka, who had been appointed 
on 6 June.

The topics discussed included Brexit, the 
desire of Emperor Akihito to abdicate, the 
embassy’s artworks and Tsuruoka’s passion 
for golf.

Prior to taking up his current position, the 
ambassador was one of the negotiators in the 
Trans-Pacific Partnership talks.

Tokyo moves up one
Tokyo has moved up from fourth to third place in this year’s 
Global Power City Index to displace Paris, it was revealed at a Mori 
Memorial Foundation Institute for Urban Strategies press conference 
in Tokyo on 18 October. London held on to the top spot, while Paris 
came fourth.

The capital’s advance is due to higher scores in the areas of cultural 
interaction, liveability and accessibility. London maintains its position 
despite a slight decrease in its overall score. Research was based on data 
obtained prior to the UK’s EU referendum vote.

Bank boss visits “Scottish Samurai’s” home

Nobuyuki Hirano, president and chief executive 
of the financial group Mitsubishi UFJ, has 
visited the family home of 19th century Scottish 
industrialist Thomas Blake Glover in Aberdeen, 
The Scotsman reported on 19 October. Known 
as the Scottish Samurai, Glover played a leading 
role in Japan’s development during the Meiji 
Restoration and helped establish the Mitsubishi 
shipbuilding firm.

The Glover family home had fallen into disrepair 
by 2012, and Hirano visited Aberdeen to hear 
about plans to restore the property, which had been 
bought by Mitsubishi 20 years earlier and gifted to 
the Grampian-Japan Trust.

These summaries of media reports are in the public domain 

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

Fujitsu plans to cut 
over one-tenth of UK jobs
Technology firm Fujitsu Services Ltd. has announced it will trim 
1,800 jobs in the UK, The Guardian reported on 11 October. 
The figure represents more than one-tenth of the firm’s workforce 
in Britain.

The cuts will begin to take place next year and are part of an effort 
to streamline operations. The firm operates several offices in the UK, 
and did not specify where cuts would take place. Fujitsu’s largest 
office, in Bracknell, employs 1,500 people.

Fujitsu has insisted the cuts are not related to Brexit.

Seaweed sold in  
Osaka by Welsh firm

Welsh firm The Pembrokeshire Beach Food Company was selected 
to participate in this year’s British Fair at Hankyu Department Store, 
Wales Online reported on 4 October. The firm, which began as a mobile 
catering operation called Café Môr, promotes Welsh seaweed, as well as 
lobster rolls and Welsh breakfasts.

“Japan has always been a big influence for our business, and to 
be invited there is a great honour”, said Jonathan Williams, the 
firm’s founder.

Industrialist Thomas Blake Glover
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Tea part of plan to boost 
food and drink exports
The UK’s Department for Environment, Food and Rural Affairs 
(DEFRA) is targeting an extra £185mn in food and drink exports to 
Japan over the next five years, The Telegraph reported on 18 October. 
Tea, jam and biscuits are on the menu of items that DEFRA believes 
can be a success in the country.

The goal comes as part of DEFRA’s new international action plan 
for the UK’s food and drink sector, which also targets the US, China 
and India, among other countries.

Business   |   Lifestyle  |  Arts  |  Events
Products  |  Fashion  |  People  |  Sport  
Travel  |  Food  |  Drink  |  Technology
Science  |  Culture  |  Health  |  Energy 
Music  |  Motors  |  Politics  |  Charity

NOVEMBER 2016

London to host tech fund
A global tech fund, run by a subsidiary of Softbank Group Corp. 
in collaboration with the sovereign wealth fund of Saudi Arabia, 
will be managed from the UK, it was announced in a 14 October 
press release.

The fund will have up to $100bn at its disposal, with Softbank 
contributing $25bn over the coming five years and the remainder to be 
sourced from Saudi Arabia and other global investors.

“Over the next decade, the SoftBank Vision Fund will be the biggest 
investor in the technology sector”, said Masayoshi Son, chairman and 
chief executive officer of Softbank.

Scotland–Japan study 
eyes better seawalls

Scientists at Edinburgh and Hokkaido 
universities have discovered new ways to 
improve seawall defences through their 
study of wave dynamics, it was reported 
on 15 October by HeraldScotland.com.

The ability of scientists to predict what 
happens when large volumes of water hit 
solid objects—such as cliffs, buildings and 
coastal defences—enables advances to be 
made in the design of seawalls and the 
defence of battered coastal areas.

Tests were conducted in Japan using 
a 24-metre wave flume.

DJ brings sake to London
British-Canadian techno DJ 
and producer Richie Hawtin 
has launched his ENTER.Sake 
range of the Japanese spirit in 
the UK at a pop-up dinner in 
the capital followed by a DJ set, 
The Drinks Business reported on 
10 October.

Hawtin was inspired by his visits 
to Japan over the years, where he 
would visit breweries between gigs. 
The range had previously been 
available in Ibiza, where it was 
launched four years ago, and Japan.

The DJ has Advanced Sake 
Professional Certification and, in 
2014, was recognised as an official 
Sake Samurai by the Japan Sake 
Brewers Association.

British book inspires Nobel winner

The Japanese translation of a book, based on 
lectures by the British scientist Michael Faraday, 
has seen sales spike since it was cited as an 
influence by this year’s winner of the Nobel Prize 
in Physiology or Medicine, Yoshinori Ohsumi, 
The Japan News reported on 26 October.

Based on lectures given by Faraday at the 
Royal Institution during 1860 and 1861, 
The Chemical History of a Candle was given to 
Ohsumi when he was an elementary school 
student. It inspired him to pursue a career 
in science.

The publisher, Kodokawa Corp., is now 
rushing to reprint the paperback edition.

Yoshinori Ohsumi, winner of the Nobel Prize in 
Physiology or Medicine • PHOTO: © NOBEL MEDIA 2016 

An official Sake Samurai 

and a techno DJ, Richie 

Hawkin recently launched 

his sake range in London.
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INTERIM EXECUTIVE DIRECTOR

F or the British Chamber of Commerce 

in Japan (BCCJ), the biggest event on 

the calendar is the British Business 

Awards (BBA). Months of planning come 

together in one evening in the form of a 

spectacular black tie gala dinner and award 

ceremony, where we celebrate the very best 

of British. Across six categories we recognise 

excellence and success in all industry sectors 

and applaud important social contributions 

made by businesses through their commitment 

to community and ethical behaviour.

This year, we will see the ninth BBA awards 

ceremony, an event that grows in size 

annually. More than 300 guests will celebrate 

in style, enjoying a lavish five-course meal 

accompanied by fine wines and whiskeys, 

first class entertainment, and the chance 

to win incredible prizes, including luxury 

car weekends, hotel stays and return flights 

to the UK.

Of course, none of this would be possible 

without the generous support of all our sponsors 

who have donated prizes, services and time to 

enable us to deliver the event. I thank them all, 

and look forward to their continued support of 

the BBA and the BCCJ.

After the party

By the time this article goes to press, the 

BBA dust will have settled, awards will have 

been won, a great party will have been had 

and, it is to be hoped, the sore heads will have 

cleared. However, the BCCJ’s work does not 

stop once the BBA is over—we have diversity, 

fintech and wine tasting events coming up 

before the end of the year, and are already 

planning more for 2017. Please check the 

events page on our website to see what’s 

coming up.

If your business would like to co-host or 

sponsor a BCCJ event, or if there are event topics 

you’d like us to cover or speakers you’d like to 

hear, just let us know.

Out and About

This month I have been lucky enough to 

attend some fantastic events, including 

The Economist’s Japan Summit (page 27) 

and the American Chamber of Commerce’s 

BBA and beyond
Ikumen, fintech and wine

emma hickinbotham

Women in Business Summit. Diverse talented 

speakers took part in panel discussions on a 

range of subjects. And a topic that is close to 

my heart, and also to the values of the BCCJ—

how to create a better work–life balance for 

Japan’s workforce—was discussed in detail at 

both events.

Later this month we will be hosting 

our own event on this topic, looking at the 

ikumen phenomenon in Japan, ikumen 

being fathers who are actively engaged in 

raising their children. We will also examine 

how “ikubosses” in Japanese firms lead by 

example, encouraging their employees to take 

holidays and leave the office to spend time with 

their families.

It remains to be seen to what extent such 

initiatives will help firms reach government 

targets concerning fathers taking childcare leave 

and more women working in management 

roles. But the more these issues are openly 

discussed, the better. It certainly feels to me 

that Japan is at an exciting point of change 

and the BCCJ is very happy and proud to be a 

part of it. 
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super-luxury cars see sales boost

MEDIA

JAPAN NEWS
BY MARK SCHREIBER

Tokyo-based Cornes Motors, Ltd., agent for 

Rolls-Royce Motor Cars in Japan, has been 

expanding their sales efforts around the country, 

and have announced plans to open six new sales 

outlets in Hiroshima Prefecture over the coming 

year. In August, the firm also opened a new 

maintenance facility in Tokyo’s Koto Ward. 

The Nikkei Marketing Journal (NMJ) reported 

on 7 October that the 156 units sold in 2015 

represent a 1.5% year-on-year (YoY) gain, marking 

the sixth consecutive year of increased sales.

“Popularity among sports car enthusiasts 

explains the appeal of the four-seater Dawn 

convertible (¥37,400,000)”, explained Rolls-

Royce Motor Cars chief executive Torsten 

Müller-Ötvös.

According to data from the Japan 

Automobile Importers Association, sales of 

imported passenger cars retailing for ¥10–20 

million reached 13,605 units in the first nine 

months of 2016, an increase of 18.6% YoY. 

Meanwhile, sales of super-luxury motor models 

priced at ¥20 million or more, grew 11.9% YoY, 

for a total of 1,970 units.

The NMJ article notes that, as super-luxury 

models are custom built, delivery of orders 

tends to vary depending on the situation on the 

manufacturing side. Thus, the number of units 

to be sold is known half a year in advance and, 

an executive from the firm was quoted as having 

said, looking at the picture for the coming six 

months, it appears “favourable”.

Encouraging future developments in the 

super-luxury segment include plans by Rolls-

Royce and Lamborghini to introduce SUV 

models by the 2018 model year—following on 

the heels of Bentley’s highly rated Bentayga—

and trends that show growth in the number of 

vehicles owned per person.

Poor performance in the stock markets 

since the beginning of 2016 has negatively 

impacted domestic demand for passenger 

cars in the general market. But the effect on 

sales of high-end luxury models appears to 

have been negligible. 

Materials summarised from these vernacular press reports 

are the property of copyright holders that are credited.

how many rich people in japan? 
About 953,000 households, or 1.8% of Japan’s 

total, can be classified as affluent—with savings, 

property and other assets valued at ¥100–500 

million. In addition, some 54,000 households 

worth more than ¥500 million account for the 

rarefied 0.1% super-affluent sector of society. 

Their lifestyles and spending patterns, in 

sharp contrast with those of the hoi polloi, are 

eagerly studied by marketers seeking to meet 

their demands.

So reports the tabloid Nikkan Gendai—which 

ran a five-part series on wealth in Japan during 

the week commencing 10 October—have been 

eagerly studied. The Nomura Research Institute 

has calculated that, as of 2013, the average 

household comprised 2.49 individuals, meaning 

that roughly 2.5mn people in Japan have financial 

assets of at least ¥100 million.

“Those who are born into affluence are quite 

different from the nouveau riche and have little 

interest in items such as Chanel or Hermès 

brand goods”, said journalist Yuta Nakamori. 

“Their lifestyles are rather modest and they 

may reside in a rented condominium. They 

accumulate savings and don’t really perceive 

themselves as being wealthy”.

Tokyo’s Cornes Motors Ltd., the agent for Rolls-Royce Motor Cars in Japan, is planning to expand sales to Hiroshima.
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net survey: shopping down, play up 

Retail  |  Trends  |  Consumer
Surveys  |  Marketing  |  Jobs
Forecast  |  Society  |  Studies

NOVEMBER 2016

On 19 October, the Nikkei 

Marketing Journal published 

the results of its fifth Internet life 

survey, in which 10,000 users 

were questioned regarding their 

activities and preferences. The poll, 

conducted via the Internet over the 

period 12–20 September, received 

valid responses from 10,137 men 

and women 16–80 years of age.

The questionnaire found that 

the average outlays for purchases 

via the web during 2016 totalled 

¥197,000, down 6.4% year-on-year 

(YoY). Some 69.7% of respondents 

said they use their devices to 

view videos or listen to music, up 

3.8% YoY. 62.5% of respondents 

said they watch YouTube and 

other video sites, up 4.3% YoY. 

And, thanks to the popularity 

of Pokémon GO, the number of 

game users was up 5.8 points 

YoY, accounting for 25.6% of 

respondents.

E-commerce’s decline was 

reflected in fewer purchases 

of computer equipment and 

appliances; gifts; food and 

beverages; as well as sundry 

goods. Consumer outlays did 

increase in six categories: fashion; 

medications and supplements; 

books; CDs and DVDs, game 

software and other digital content; 

hobbies and recreation; travel; as 

well as purchases of tickets and 

gift coupons.

Amazon Japan and Rakuten 

Ichiba achieved near parity 

as the most popular general 

shopping portals, with the former 

particularly popular among users 

in their teens and twenties. Yahoo! 

Shopping ran a distant third.

Broken down by product 

genre, for IT products and electric 

appliances the leaders were 

Yodobashi, BIC Camera and 

net auction sites such as Yahoo! 

Auction. For foods LOHACO 

showed rapid growth, followed 

by several co-ops and Aeon’s 

Internet supermarket. For apparel, 

respondents named the Uniqlo 

Online Store and Zozo Town as the 

top two shopping sites, with former 

leader Nissen dropping to sixth.

For the travel industry, the top 

four sites were Rakuten Travel, 

Jaran Net, JTB and H.I.S. The most 

popular restaurant reservations 

services were Gurunavi, Tabelog, 

Hot Pepper Gurume and Ikyu.com.

Meanwhile, cheaper 

smartphones, such as those from 

Rakuten Mobile, OCN Mobile 

ONE, mineo and Yahoo’s Y!mobile 

have been making strong inroads, 

particularly with men in their 40s.

In related news, The Nielsen 

Company Japan announced results 

of a survey conducted during 

the first half of 2016, concerning 

the amount of time people use 

their smartphones. The data was 

analysed based on information 

from 8,000 smartphone monitors.

Users were segmented into 

heavy and light categories, both 

accounting for 20% of users, with 

the remaining 60% termed middle 

users. It was found that heavy users 

consume YouTube videos and 

Hiroshi Mikitani, the Rakuten Ichiba 

shopping portal founder, whose wealth is 

estimated at over ¥1 trillion, has been ranked 

the world’s 19th richest person. Mikitani drives 

a Mercedes-Maybach valued at ¥40 million.

“Mikitani bought a golf course in Gunma 

Prefecture through a holding company and 

built an expansive home next to the 18th hole”, 

according to a source in the financial industry. 

“Susumu Fujita, founder and president of Cyber 

Agent, Inc. owns a place nearby. Tadashi Yanai 

of Fast Retailing (holding firm of Uniqlo) is 

also said to considering purchasing a course in 

Hawaii. The affluent are never far from the golf 

scene, it seems”.

Not surprisingly, the affluent also enjoy 

the privileges of top-quality medical care. For 

a joining fee of ¥2.34 million, and an annual 

charge of ¥540,000, they can become members 

of the Grand Himedic Club, which has ties to 

the University of Tokyo Hospital and other top-

rated medical facilities.

In the final instalment, Nikkan Gendai noticed 

that one of the easiest ways to move up into the 

moneyed class is through marriage to a member 

thereof. Noting that, over the past half century, the 

number of women attending medical school has 

roughly doubled in Japan, the tabloid observed 

that female physicians court the sons of the 

wealthy at organised matchmaking parties. 
Luxury shopping is focused on Ginza.  
PHOTO: RAITA FUTO VIA FLICKR

E-commerce innovation expands reach  

PHOTO: TENZ1225 VIA FLICKR

other free content for an average of 

20 days each month—more than 

twice the time by other users—

with women under 34 accounting 

for 32% of all heavy users. Then, 

turning to those individuals in 

Japan who access the Internet, 

as of the end of August, some 

56.97 million were thought to do 

so via smartphone, 1.3 times the 

number of those doing so using a 

personal computer.
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T he October 2016 Foreign Chambers 

in Japan Business Confidence 

Survey (page 47) showed a marginal 

improvement in growth expectations for the 

Japanese economy compared with the previous 

survey in April. Although modest, the trend 

is welcome, and consistent with the positive 

activity we are seeing from foreign chambers of 

commerce in Japan. 

Last month, I was honoured to join our friends 

from the Australian and New Zealand Chamber 

of Commerce in Japan in welcoming their new 

executive committee, and was delighted to 

congratulate the Greek business community on 

the formation of their own national chamber.

Closer to home, November is traditionally 

the busiest month of the year for the British 

Chamber of Commerce in Japan (BCCJ). At the 

time of writing, final preparations are being 

made for the British Business Awards (BBA), 

at which we will celebrate the achievements 

of firms and individuals that have made an 

outstanding contribution to UK–Japan business. 

This will be followed by an opportunity for BCCJ 

members to bid farewell to departing British 

Ambassador to Japan Tim Hitchens CMG LVO. 

Over lunch, he will be sharing reflections on 

the momentous events of his most recent 

tenure in Japan.

The months following the UK’s decision 

to leave the European Union have been 

particularly eventful, and the challenges ahead 

are well documented. The situation remains 

fluid, and the way in which the UK engages 

with Europe will inevitably change. But the 

fundamental strength of Britain’s institutions, 

together with its openness to business and 

investment, shall endure undiminished.

Britain continues to be part of Europe, 

and relationships in the fields of trade, 

security and the environment will remain 

critically important. In dealing with the 

result of the referendum though, Britain has 

an unprecedented opportunity to reshape 

the way it does business, and during this 

time of change the maintenance of strong 

relationships with Japanese stakeholders will 

be particularly important. In this respect, the 

recent commitment of a Japanese carmaker 

to increase its investment in the UK is a 

welcome endorsement of the quality of Britain’s 

workforce and supply chains.

The strongest relationships, however, 

require reciprocation, and to this end there 

is much room for the UK to boost its export 

performance. The ability to apply world-class 

research and development capabilities to solve 

real world problems presents the UK’s life 

science, healthcare and fintech sectors with 

significant opportunities in Japan.

Beyond technology and innovation, the 

cachet of British brands born of history, 

culture and tradition will provide continued 

opportunities for exporters of a wide range of 

products, including luxury goods, food and drink.

According to the Department for Environment, 

Food and Rural Affairs (page 9), the Japanese taste 

for British jam, biscuits and tea alone could boost 

exports by £185mn over five years—a modest, 

but exceptionally appetising, contribution to 

the trade balance. The vast majority of British 

food and drink firms, however, export nothing. 

Thus I hope you will agree that the scope for 

improvement, in this and many other sectors, 

is tremendous. And if you were among the BBA 

guests who toasted the future prospects for 

British business in Japan, I trust you did so in the 

firm belief that the glass is distinctly “half full”. 

Global synergy
Keeping the UK engaged

david bickle  |  @BCCJ_President
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What have been your main achievements …  
and disappointments?
I don’t really like to claim personal achievements—everything 

important is part of a wider group of people. But the moves forward 

over the last four years on the defence and security side have been 

pretty special. When I was interviewed for the job in 2011, I said we 

shouldn’t have inflated expectations of how far a defence relationship 

with Japan could go, but it has gone way beyond what I thought 

possible. The Typhoon jet visit, the first time the Japanese Air Self-

Defense Force has exercised with anyone but the Americans, is simply a 

very visible expression of the range of what we are now doing together.

Disappointments? I’d like us to have got further in our collaboration 

on the 2020 Olympics on the commercial side, but that’s a task for my 

successor now!

EXIT INTERVIEW

Congratulations on completing your four-year term as 
ambassador to Japan. What were your highs and lows?
The highs have to include the visit by Prince William to Japan, travelling 

in a speedboat from Haneda to the Rainbow Bridge, and then revving 

up the Aston Martin at Tsutaya Bookstore in Daikanyama. More seriously, 

taking Prime Minister Shinzo Abe to London and arranging for him to 

have an audience with the Queen and an overnight stay at Chequers—

the first time a Japanese prime minister has done that since Prime 

Minister Kakuei Tanaka was the guest there of Prime Minister Edward 

Heath in the early 1970s. Really special.

Lows? I guess we all felt shock on 24 June, as the results of the 

EU referendum came through. Particularly that moment when 

Sunderland, home of the great Nissan plant, voted “leave”. But we 

take stock and move on.

The United Kingdom Ambassador to Japan since 2012, 
Timothy Hitchens, age 54, will finish his four-year term in 
December. In an exclusive interview, BCCJ ACUMEN asked 
him about bilateral highs, lows, strengths and weaknesses, 
as well as his future plans and the new top diplomat who 
will replace him here.

Appointed Companion of the Order of St Michael and 
St George (CMG) in 2012, Hitchen’s busy career has included 
spells as assistant private secretary to the Queen and 
speechwriter for former foreign secretary Douglas Hurd, as 
well as senior diplomatic, trade and political roles for the 
Foreign & Commonwealth Office in Europe, Africa and Asia.

UK Ambassador  
Tim Hitchens CMG LVO
BY SIMON FARRELL
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How would you describe the UK–Japan relationship compared 
with, say, the 1980s and 1990s—during the so-called bubble, 
and after it burst—when you previously worked at the British 
Embassy Tokyo in what was an era of trade tension?
The fundamentals remain rock solid. But Japan is a more modest, 

less confident country than 30 years ago. The Abe government has 

brought some very effective energy and dynamism back, and I think 

there is even more ambition Japan could show, especially in what it 

wants from the UK relationship. But the UK and Japan are both living 

through a very challenging international environment. When I was in 

Tokyo in the late 1980s, both the UK, led by Margaret Thatcher, and 

Japan, at the height of the bubble, were doing extraordinarily well, and 

the sky was the limit in terms of ambition for the bilateral relationship.

Please briefly introduce the new UK ambassador to Japan.
People who have been here a long time will remember Paul Madden, 

who was first secretary on the economic side in the early 1990s. He’s a 

Japanese speaker and has come from an illustrious career, most 

recently as high commissioner to Singapore, then high commissioner 

to Australia. So he knows the region, knows business well and will, 

I am sure, fit back in very quickly.

What are the main challenges he will face?
It will be for him to define them. But the biggest task for all British 

diplomats and public servants now is to make a success of Brexit, 

use it to reinforce our biggest relationships with countries like the US, 

Japan, China and India, and to display that mix of pragmatism and 

confidence that is the UK’s unique selling point.

We often hear clichés—a “flurry of diplomatic activity”, 
ambassadors being “summoned”, and about the alleged endless 
cocktail party circuit—but can you describe a real, typical day 
or week for a British ambassador in Japan, if such a thing exists?
Well, it doesn’t really exist. But, to give a flavour: If a minister is in 

town, I’ll be with her or him from breakfast to dinner, ensuring the 

right subjects are raised, sensitivities are understood and points are 

made politely but firmly. I will spend a lot of time calling on those 

in positions of power in Japan, to influence them and to learn from 

them. And by power, I mean politicians, media, businesspeople and 

grassroots individuals. I spend very little time with other diplomats, 

other than the Americans and Australians and my monthly EU 

ambassadors meetings. And every few weeks I will go out and about, 

to our office in Osaka, or to visit a company that is planning to invest 

in Europe. So it’s one of the most varied jobs I can imagine.

What are the strongest—and weakest— 
parts of the UK–Japan relationship?
The strongest are the inward investment, exports and defence 

relationships. The top-level political relations are very effective, too. 

And, of course, the Imperial family’s links with the Royal family provide 

EXIT INTERVIEW

Promoting the Shopping is GREAT campaign.Arriving to present his credentials to the Emperor of Japan.

At the launch of the Food is GREAT campaignGonging Fuji Media Chairman Hisashi Hieda in 2014.Meeting with Lord Sebastian Coe.
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EXIT INTERVIEW

an indefinable context. I’d like to see more links between our more 

junior politicians, building that network for future ministerial links. 

It’s coming, but is nowhere as strong as it was during the boom years.

When I asked you in January 2013 about any non-business-
related advocacy issues you might raise with Tokyo, you 
said that disputed child custody cases were among the most 
distressing for the embassy to deal with. Have you seen any 
developments there, or with other contentious issues raised by 
Amnesty International, such as capital punishment in Japan or 
the human rights of Britons imprisoned here?
Well, Japan has now adopted the Hague Convention, and that has had 

a transformative effect on disputed child custody issues. So I’m very 

pleased with that. I’ve been very active supporting lesbian, gay, bisexual 

and transgender rights in Japan, and the annual Tokyo Pride event, at 

which I’ve spoken each year, has gone from strength to strength. 

The other area I am personally delighted at is that a debate on the 

death penalty has started, at last. It’s been a long time coming. The 

Japan Bar Association, after a visit we organised to London over the 

summer, has come out in favour of abolition. These things take a long 

time to work through, but I feel quietly confident that we’ve reached a 

turning point.

Your tenure has been one of tougher UK spouse visa 
requirements, stronger UK–Japan military ties and, of course, 
Brexit. What else has prompted most complaints, tension, 
confusion, surprise or even praise? 
Questions over our policy on China were a challenge in 2015, but our 

decision under the new British government this year on additional 

safeguards for the Hinkley Power Station in the UK, and our clear 

position on abiding by the rules-based international system to resolve 

disputes in the South and East China Seas has meant that 2016 has 

proved less choppy.

You are fondly remembered for being the first guest ever to get 
up and dance at a British Business Awards, with your wife Sara 
in 2015. Is the traditional image of the British diplomat’s stiff 
upper lip becoming less accurate?
I think those images have always been a bit outdated, at least during 

my 33 years as a diplomat. The key now is to be approachable, authentic, 

have a bit more personality and, more recently, develop a digital 

personality, too. One of the biggest challenges in Japan is the way 

in which people tend to treat you with deference—all that “Your 

Excellency” business—and it’s been important for Sara and me to be 

ourselves, whoever we’re meeting—be it a prince, a prime minister, a 

sumo wrestler or the receptionist.

You are probably planning a long holiday before you return to the 
UK, perhaps with a trip home to your beloved Devon. What then?
We’re hoping to travel in South-East Asia for a while, before returning 

to a wet and windy London! After that, options are wide open. Are you 

offering me a job?

Well, you certainly have a lot to offer any UK-run company in 
Japan! Will you continue to write “twaiku”, and what reaction 
have you had to your book of tweeted haiku published in August?
No, I said in the introduction to the book that my twaiku will go silent 

when I turn my @UKAmbTim account off, when I leave in December. 

I’m sure in my new life I will have plenty more creative challenges, and 

it’ll be important for Paul to find his own voice. The book is doing very 

well—lots of interest, including a great event at the Hankyu store in 

Osaka in October and reviews and interviews in some national papers. 

It’s very flattering, for something which was essentially a bit of whimsy.

Any farewell message 
to Britons or UK 
businesses in Japan?
I’ve been very lucky to be 

supported by a really great 

British community here in 

Japan. We’re a nice mix of 

transients and long-stayers, 

and that gives us a balance of 

enthusiasm and wisdom. I’ve 

visited all but two prefectures in 

Japan (Fukui and Miyazaki still 

to go) and over 100 countries in 

my diplomatic career; there’s 

nowhere I’ve enjoyed more, and 

been formed more by, than this 

great country. You are lucky to 

be staying on! 

Posing with winners of the 2013 British Business Awards, including Custom Media. Dancing at the same event in 2015.

At the Queen’s Birthday Party in 2014
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Football stadiums in Japan are poised for a tech upgrade.  
PHOTO: KANEGEN VIA FLICKR

TV, as fans begin to expect to watch any game 

at any time.

But the technological changes driving 

innovations in sports business go much deeper 

than disruptions to how sport is experienced in 

your living room.

“The main thing is the combination of 

smartphones and the Internet of Things”, 

said David Minton, director of The Leisure 

Database Company and a visiting research 

fellow at Waseda University’s Research Institute 

for Sport Business. “Those two things are 

making everyone need to rethink their existing 

business model”.

New arenas

In some respects, certain technologies driving 

sport-related commercial opportunities, such 

as social media, are nothing new. But increased 

experience has led to greater sophistication 

in the way that they offer opportunities 

with regards to marketing, sponsorship and 

consumer insights.

For example, Manchester United’s record-

breaking signing of Paul Pogba, announced in 

DAZN’s launch in the country, Perform Group 

announced that they had signed a 10-year 

agreement with J.League to broadcast football 

matches online in a deal worth ¥210bn, the 

largest broadcast contract in Japanese sports 

history, according to the league. Then in 

October, J.League announced it would scrap its 

current two-stage system, initially brought in for 

the 2015 season as a way of increasing revenue 

opportunities.

The J.League deal is probably just the start. 

As streaming platforms begin to gain traction, 

sports revenue may increase, particularly for 

smaller codes and competitions that, despite 

having avid fans, have been underserved by 

broadcasters seeking to reach as large an 

audience as possible. And even for established 

leagues, streaming may offer a chance to extract 

value from fixtures not typically shown on 

T he Rio 2016 Olympic and Paralympic 

Games this past summer was a 

reminder of just how far our experience 

with sporting events has come: from 8K high-

definition broadcasts by NHK to new, virtual 

reality-compatible footage by the BBC. 

But technology is growing ever more 

enmeshed with all aspects of sport, from 

Manchester City hosting “hackathons” for 

the purpose of finding new ways to analyse 

performance-related data, to innovative means 

of delivering content to fans. And new avenues 

of commercial opportunity are opening up 

as a result.

In August, UK sports media firm Perform Group, 

unveiled its DAZN (pronounced “da zone”) 

streaming platform in Japan, following launches 

in Europe (the service is currently unavailable 

in the UK). For ¥1,750 (plus tax) per month, 

users get access to top competitions for sports, 

such as football, basketball and baseball, 

which can be watched at any time on a range 

of devices.

The service has already had a big impact 

on Japan’s sporting landscape. Ahead of 

TOP STORY
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Hi-tech is next step for sport
BY CHRIS RUSSELL

“Sport is often now 

a multi-screen, 

multimedia experience”.
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an Adidas video released in August—through 

Twitter and featuring British rapper and social 

media star Stormzy—shows just how effectively 

such channels can be used in sports marketing.

But perhaps some of the most significant 

and immediate changes to come through 

data and smart devices are going to be in how 

they reshape the live match day experience, 

with so-called “smart stadiums” replete with 

Wi-Fi and venue or team-specific apps soon to 

become the norm.

These changes offer the chance to enhance 

the fan experience by providing unique 

content, greater convenience and increased 

interactivity. This can take the form of mobile 

ticketing, instant game highlights delivered 

to a smartphone, voting for a “man of the 

match”, as well as the ability to order food, 

drink and merchandise through an app. And 

further possibilities are being opened up by 

technologies such as the burgeoning field of 

augmented reality.

“Sport is often now a multi-screen, 

multimedia experience, which is both an 

expectation and a need among fans”, said Simon 

Chadwick, professor of sports enterprise at the 

University of Salford’s Salford Business School.

Indeed, at the same time as announcing 

the acquisition of the J.League broadcast 

rights, Perform Group revealed that the two 

organisations, along with NTT Group, would 

be working together to develop smart stadiums 

complete with Wi-Fi and streaming services.

Then in August, Bradford City became the 

first club to sign on to a new English Football 

League (EFL) initiative that will see the roll out 

of stadium Wi-Fi and club-specific apps that 

integrate, among other things, highlights and 

betting opportunities through the EFL’s official 

betting partner.

As clubs and stadiums move towards mobile 

ticketing and their own bespoke apps, a number 

of new data points will emerge, allowing the fine 

tuning of marketing and merchandising efforts. 

Soon adverts, refreshments and content may 

be tailored according to insights into audience 

profiles and athlete preferences gleaned from 

app usage.

All of this is a world away from the traditional 

fan experience. This may rankle with those who 

grew up with it, but the changes are targeting 

the consumers of tomorrow.

“With the millennial generation growing 

in number and gaining in influence, I think 

we are going to see some very sharp shifts in 

fan attitudes, necessitating a more dynamic 

approach to digital and social among sports 

organisations”, said Chadwick.

And in any case, moves towards making 

the most of fans as customers are already well 

under way.

“Most of the Premier League clubs, for 

example, have got this down to a fine art”, said 

Neil Levett, managing director of Alad Ltd., 

organisers of the Stadia & Arena Asia Pacific 

conference in Japan.

Moreover, Levett notes that the globalised 

nature of sports ownership, of which English 

football is a leading example, means that 

there is increasingly a cross-fertilisation of 

ideas, with certain practices developed in 

one country quickly taking root in other 

countries.

International events contribute to this 

progression, too, in part because of the 

expectations that visitors bring with them. With 

four major international sporting events on the 

horizon—the 2019 Rugby World Cup, the Tokyo 

2020 Olympic and Paralympic Games, the 2021 

Kansai World Masters Games and the 2026 Asian 

Games—this is having an impact on Japan as well.

“[The Japanese government and firms are] 

starting to put in place the facilities and the 

experience that international people want, 

not just what the Japanese have been used to”, 

said Levett.

TOP STORY

J.League’s partnership with Perform Group is driving new revenue streams. • PHOTO: ©J.LEAGUE
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International sporting events, particularly 

the Olympics, are often used to showcase 

the host country to the rest of the world. For 

Japan, that is likely to mean playing up to its 

international reputation as a home of advanced 

technology, and the Ministry of Education, 

Culture, Sports, Science and Technology has set 

out its ambitions in this regard.

“Japan is going to relaunch the country’s 

technology status for 2020 especially”, said 

Minton. “Everyone is going to be working to 

showcase Japan at its best”.

Silent revolution

Technology is not only augmenting existing 

opportunities around sports, but is creating 

entirely new activities in its own right, with as 

many, if not more, commercial opportunities 

surrounding them. Known as “eSports”, 

competitions facilitated by electronic systems, 

particularly computer games, have been 

building momentum over the past few years. It 

is a shift that Chadwick describes as “immense”.

Newzoo, an Amsterdam-based market 

intelligence firm, estimates that global eSports 

revenue will hit $493mn this year, an increase 

of 51.7% year on year, and the market could 

be worth $1.1bn in 2019. While that might 

pale by comparison with the football market, 

eSports are already tightly linked to many of the 

technological advances that other competitions 

are now trying to integrate. Moreover, eSports 

enjoy strong popularity among the demographic 

helping to power these changes—millennials.

“It is almost as though a silent revolution 

is taking place”, said Chadwick. “eSports are 

massive, but mainstream sport appears largely 

to be unaware of some of the profound changes 

taking place”.

Some are catching on, however. In May, 

West Ham signed its first eSports player, Sean 

“Dragonn” Allen, who will represent the club 

at eSports tournaments for the computer game 

FIFA, while in July, Manchester City followed 

suit after it snapped up Kieran “Kez” Brown.

Broadcasters have also got in on the act. Sky 

began broadcasting live drone races on one of 

its UK channels in October, and the firm is also 

in discussions with London & Partners to bring 

drone racing events to the capital.

Although currently Japan lags behind its 

East Asian neighbours China, South Korea and 

Taiwan in the eSports stakes, in part because of 

a focus on console and arcade—as opposed to 

PC—gaming, the country has nonetheless seen 

the emergence of its own eSports industry.

Online streaming platforms are the 

preferred means of consumption for eSports 

(although live stadium-based events do exist), 

and Japan’s Niconico service has a significant 

gaming section. Moreover, several sponsored 

professional teams have formed, the Japan 

eSports Association was established last year and 

athlete visas for eSports players were issued for 

the first time in March. In June, the UK saw the 

formation of its own eSports body—the British 

eSports Association—with government support.

Despite increased official legitimisation, 

traditionalists may question the extent to which 

the activities constitute “sport”. Nonetheless, 

with many sporting events increasingly divorced 

from geographical and physical boundaries 

for the majority of fans, due to advances in 

technology, eSports and its surrounding 

infrastructure may well be a harbinger of what is 

to come for the industry at large.

“My sense is that, in 100 years’ time, this will 

be sport”, said Chadwick. 

TOP STORY
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“I know some concerns have been expressed 

here in Japan about what might change 

when we leave the EU, and what the effect 

might be on UK–Japan co-operation.

That co-operation has been strengthening 

in recent years. It now covers a huge range of 

activity, from trade and investment, through 

research and innovation to security and defence. 

Prime Minister Theresa May is determined to 

strengthen our co-operation still further. Her 

commitment to the relationship with Japan 

is clear. She has already met Prime Minister 

Shinzo Abe twice since her appointment.

I am the fourth minister in Prime Minister 

May’s government to visit Japan in the past two 

months. Japan matters very much to the British 

government and to the British people.

One of the most important elements of 

our bilateral co-operation is our defence and 

security partnership.

As our most recent [National Security 

Strategy and] Strategic Defence and Security 

Review states publicly, Japan is the UK’s closest 

security partner in Asia. We share the same 

objectives and co-operate in many areas—in 

this region, and further afield. We consider 

Japan a great asset to the UN Security Council 

and we continue to support reform that would 

see Japan become a permanent member.

Our security co-operation is broad ranging. 

We work together to frame the international 

response to North Korea’s continued pursuit 

of nuclear weapons, [and] on a new UN 

Security Council resolution; collaborate on 

counterterrorism and cyber security; and 

co-operate on special forces training and land 

mine countermeasures in the Gulf.

In the field of defence we are also working 

ever more closely together. Over the coming 

months, you will see Royal Air Force Typhoon 

POST-BREXIT  
BILATERAL TIES

Edited address by Parliamentary Under Secretary of State for the Foreign and Commonwealth Office 
(Minister for Asia and the Pacific) Alok Sharma to the Sasakawa Peace Foundation on 27 September. 

fighter jets exercising with their Japanese 

counterparts here in Japan. This will be the 

very first joint military exercise in Japan 

with a country other than the US. It will be a 

fantastic opportunity for our air forces to work 

together and build the personal links, mutual 

POLITICS

Alok Sharma speaks to the Sasakawa Peace Foundation 
PHOTO: ©SASAKAWA PEACE FOUNDATION)

The Royal Air Force and Japan Air Self-Defense Force recently participated in an exercise together. • PHOTO: © MOD CROWN COPYRIGHT 2016
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trust, and understanding that help to underpin 

our security.

We are also working together on important 

joint defence research—from developing 

specialised protective clothing, to the Joint New 

Air-to-Air Missile project.

Last year, we began a range of joint capacity 

building projects in South-East Asia. This 

included running our very first joint seminar to 

Association of Southeast Asian Nations member 

states on humanitarian assistance and disaster 

relief, as well as working together to counter 

violent extremism in Indonesia.

This year, we expanded our joint work into 

Africa—from demining in Angola to tackling 

terrorism in Tunisia. We are also working 

together in Sri Lanka, Burma [Myanmar] and 

Nepal to promote the involvement of women in 

post-conflict reconciliation. This international 

co-operation is an exciting new aspect of 

our relationship and an area we hope will 

continue to grow.

There is plenty of scope to do more together 

in Japan, too, for example on non-combatant 

evacuation operations and on emergency 

response. In particular, we would be willing 

to share our experience of the London 2012 

Olympic and Paralympic Games with the 

organisers of Tokyo 2020.

Sport

We are already sharing our experiences about 

the Rugby World Cup, ahead of Japan’s hosting 

in 2019. Last year at the World Cup in England, 

Japan’s Brave Blossoms stunned the world 

with their opening victory over a top-ranked 

South African team. We hope Japanese rugby 

will continue to grow in stature and popularity 

ahead of 2019.

Health

Our co-operation also includes vital medical 

research. Japanese and British researchers 

are working together to tackle anti-microbial 

resistance.

We both recognise the serious threat it 

poses—to developed and developing countries 

alike. It is a threat that the international 

community must address. We welcome 

Japan’s leadership on the issue under their 

G7 presidency.

In addition to our security, as well as 

research and development collaboration, we 

are working together on commercial projects 

in the region. This year, these have ranged 

from supporting city planning in Burma 

and investment in Laos, to high-speed rail 

in Malaysia.

Culture

Cultural exchange is also an incredibly 

important part of our bilateral relationship. 

Some of you may follow the Twitter account of 

British Ambassador Tim Hitchens CMG LVO, 

where he releases a regular stream of “twaiku”—

twitter haiku poems in Japanese. In return, 

Japan has given the UK Babymetal—who 

recently secured the highest ever UK chart 

ranking by a Japanese band.

Monarchy

The important relationship between the Royal 

Family and the Imperial Household is a unique 

aspect of the close and very special ties between 

our people. I’m particularly pleased that Prince 

William Park in Fukushima Prefecture—which 

Prince William visited in February 2015 as part 

of his tour of areas affected by the Great East 

Japan Earthquake—has now opened.

Education

We’re proud that the UK is increasingly a 

destination of choice in the field of education. 

Today there are around 15,000 Japanese 

students studying in the UK. It is only 154 years 

since the very first Japanese students to study 

in the UK defied the shogunate to travel to our 

shores. We hope they will be remembered next 

year, as Japan prepares to commemorate the 

150th anniversary of the Meiji Restoration.

To me it is clear that UK–Japan co-operation 

is flourishing, and that there is plenty of scope 

for our two countries to do even more together.

Trade and investment

Let me just say a few words about our trade and 

investment relationship.

I know this is an area where Japan has 

expressed views about the possible impact of 

Brexit, and I would like to share with you what I 

have been saying—and what all my ministerial 

colleagues have also been saying—to Japanese 

business leaders, both here and in London.

We place great importance on our trade and 

investment relationship with Japan. We want 

that relationship to remain as strong as possible. 

We recognise Japanese investors’ concerns and 

we are listening to them.

But we are also sharing with them our vision 

for the future and the many opportunities we 

see for the UK and Japan.

I am confident about the future. I am 

confident about the fundamental strength and 

attractiveness of the British economy; I am 

pleased that we continue to have a highly skilled 

workforce that embraces innovation.

Most of all, I know that Britain is at heart 

a trading nation, with a long track record of 

engagement and openness and we will make 

Brexit a great opportunity for business and 

trade. Therein lies the opportunity for the UK 

and for Japan, as we dedicate more time and 

energy to exploring new areas for collaboration.

I have also been making clear our desire to 

become the global leader in free trade, as the 

prime minister set out at the G20 Summit, and 

assuring Japanese government and businesses 

that we will continue to be a strong advocate 

for the EU’s Economic Partnership Agreement 

with Japan, while we remain a member of the 

EU. We hope it will be concluded by the end 

of the year.

The UK is leaving the EU. That means 

change in some areas. But our co-operation 

in Japan covers a broad range of fields which 

are unaffected by the UK’s position in Europe. 

We value greatly this cooperation. We value 

greatly our special relationship. And we see 

opportunities to take it further, in ways that will 

benefit both our countries.

With energy and in great friendship and 

co-operation, let’s seize those opportunities 

together”. 

POLITICS

Prince William, the Duke of Cambridge, visited 

Fukushima Prefecture in February, 2015.  
PHOTO: © BRITISH EMBASSY TOKYO/ALFIE GOODRICH
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BY GEOFF BOTTING

J apan has been spending plenty of 

time pondering the future course of 

its economy. 

Most people in government, the corporate 

sector and academia agree that serious reforms 

will be key to achieving sustained growth 

in a society struggling with a rapidly ageing 

population. Where there’s disagreement 

concerns the specific changes needed and how 

far reaching they should be.

For instance, Seijiro Takeshita, professor 

at the School of Management and Information 

at the University of Shizuoka, isn’t impressed 

with what many hailed as a groundbreaker: 

Japan’s first corporate governance code.

Speaking at the The Economist’s Japan 

Summit: Future Works conference on 

October 21, Takeshita gave a personal analogy. 

His wife, he said, recently saw a suit in a 

catalogue that looked stunning, so she prodded 

her husband to go to a department store to 

try one on.

“But I looked like a clown”, he told the 

audience. “The body structure of what she saw 

in the catalogue and mine were totally different.

“Governance”, he added, “is exactly 

the same”.

Takeshita was stressing the importance of 

being selective when it comes to reforms. Japan 

taking a “copycat” approach by adopting ideas 

originating elsewhere can be a bad idea. That’s 

because the country would be ill-advised to 

ditch or modify certain characteristics that have 

worked well for it. These include Japanese-

style collectivism and the close relationships 

cultivated in contracting.

“These directly equate to our competitive-

ness. This is where we should really sustain our 

strength”, Takeshita said. 

Beyond overtime

The theme of the one-day Japan Summit was 

“how policy, technology and global trends will 

change the workforce”. Bank of Japan Governor 

Haruhiko Kuroda and Yuriko Koike, governor of 

Tokyo, were among the speakers.

The event’s timing was unintentionally 

significant; it came after news that work 

inspectors had ruled the suicide last year of 

24-year-old Matsuri Takahashi as death from 

overwork, or karoshi. Takahashi was working at 

Dentsu Inc., Japan’s largest advertising agency.

The highly publicised case cut across some 

of the topics discussed at the event: women 

JAPAN SUMMIT:  
FUTURE WORKS 

 

Confab on impact of Abenomics, work culture

in the workforce and the common practice 

of employers expecting their workers to log 

excessively long hours.

“I think this is ridiculous. I think the 

management of the company should be fired”, 

said Fujiyo Ishiguro, president and chief 

executive officer of Netyear Group, drawing 

applause from the audience.

Fellow panellist Machiko Osawa, director 

of research at the Japan Women’s University’s 

Institute for Women and Careers, said, “I think 

Japanese corporations are still very inefficient 

in the way they [require overtime] for 

unnecessary tasks”.

Kaori Sasaki, founder and chief executive 

officer of ewoman, a think-tank and consultancy, 

called an initiative by Prime Minister Shinzo Abe 

to put more women in senior positions “a big step”. 

But, she added, changes to rules and regulations 

need to go well beyond the central government 

level—to the very offices where people work.

“Take child leave. [Men] know that once 

you take that leave, you won’t get a promotion”, 

Sasaki said. She suggested new kinds of 

incentives, such as giving automatic promotions 

to workers who take such leave. “Then, I think 

you’d see men taking leave”.

ECONOMY

Tokyo Governor Yuriko Koike spoke at the event.Japan watchers and members of the business community descended upon Hotel Okura Tokyo.
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In her talk, Tokyo Governor Yuriko Koike 

covered a sweep of issues, from the environment 

to education. Still, she had the time to stress that 

the habit of putting in long hours at the office is 

out of step with today’s realities.

“I used the term ‘life–work’ balance instead 

of ‘work–life’ balance”, she said. “Working long 

hours means that people will not have enough 

time to improve their skills”.

Koike added that her administration is 

working on a “mechanism” to get departments 

inside local government to compete against 

each other to cut down on overtime.

“We want to make Tokyo a place where it’s 

easy to work”, the governor said.

The third arrow

The diverse proposals heard during the 

summit spanned from overhauling the socio-

economic system down to simple points at the 

individual level.

Yoichiro Hirano brought up Tokyo’s 

summertime heat and oppressive humidity 

when he spoke about productivity. “Japan has 

long commutes, and this environment is bad, 

with packed trains … so when people get to the 

office, they’re very tired, lacking energy. That’s 

very bad for productivity”, said the Infoteria 

group chief executive officer.

The solution—especially during summer, 

when merely stepping outdoors can be an 

ordeal—is telecommuting, when the weather 

and other factors require it. People working in 

comfortable and familiar environments makes 

them far more productive, not to mention 

happier, Hirano believes.

Prime Minister Abe, who had spoken at 

previous Japan Summits, was unable to attend. 

However, an adviser to his cabinet and a 

keynote panel member, Tomohiko Taniguchi, 

addressed the audience on the topic, “Has the 

‘Third Arrow’ Become Tangled in the Bow?”

Taniguchi raised the subject of the Trans-

Pacific Partnership (TPP), one of today’s top 

economic issues. The ambitious trade deal 

seems to be in jeopardy in the United States, 

where the leading presidential candidates are 

coming out against it.

However, Taniguchi argued that whether 

the TPP flies or dies, it already has triggered 

“unprecedented” changes in Japan’s farming 

sector, as it braces for a possible surge of imports. 

Agriculture is often viewed as Japan’s biggest 

barrier in trade negotiations.

In one example, he pointed to the 

secondment of an official from the Ministry 

of Economy, Trade and Industry (METI) to a 

senior position in the agricultural ministry. 

Working directly under him are two other 

officials from his ministry.

“Some say the agricultural ministry has 

partially been under occupation by METI. The 

sector is the most important constituency for 

the ruling coalition parties”, said Taniguchi, 

explaining the significance of the current 

arrangement.

Taniguchi tried to convince the audience 

that “Abenomics”, the bold set of policies 

named after the prime minister, is continuing 

to make a big difference, despite its failure 

to hit a 2% inflation target and some other 

recent setbacks.

“I am saying to investors from abroad that 

… Abenomics is now playing a very, very long 

game”, Taniguchi said. “We’re talking about 

the birth rate, demography, changes in the 

style of work. And so you’ve got to play a very 

long game”. 

ECONOMY
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Diversity in the workforce is a contentious 

issue that historically has faced multiple 

barriers worldwide and continues to do 

so. Nevertheless, the business case for diversity is 

that, ultimately, it will provide access to a greater 

talent pool, as well as fresh ideas. 

And this is no different in the retail industry, 

which, as a public-facing sector, arguably has an 

important role to play in changing attitudes in 

society, as well as representing the communities 

served by shops.

In the UK, great strides have been made 

over the past two decades to eradicate 

discrimination in the workplace in a range of 

industries, with legislation having been passed 

to tackle discrimination based on ethnicity, 

gender and nationality. But in this area, Japan 

is trailing behind. For the lesbian, gay, bisexual 

and transgender (LGBT) community, there 

are no legal prohibitions on discrimination 

in the workplace, and only nascent 

supportive policies.

The politics 

In Japan, government policy is focusing on 

the importance of women in the workplace as 

part of Prime Minister Shinzo Abe’s signature 

economic policy, Abenomics, and its “third 

arrow”. But there has been no move to ban 

discrimination based on sexual orientation, in 

either the workplace or other areas of society.

Japan is still at the initial stage of the fight 

for the rights of the LGBT community in the 

workplace. This is the position in which the UK 

found itself in the 1950s and ’60s, when various 

committees were formed to promote legal and 

social equality for the LGBT community. In 

1977, the first gay and lesbian Trades Union 

LGBT’S RETAIL HELL
Despite progress, sector lags behind

BY MAXINE CHEYNEY

Congress conference took place in the UK, to 

discuss rights in the workplace. 

Then in 1996, the UK case 

P v S and Cornwall County Council was brought 

before the European Court of Justice. It became 

a landmark case, in which it was ruled that an 

employee who was about to undergo gender 

reassignment had been wrongfully dismissed. 

A further milestone followed in 2003, when 

the Employment Equality Regulations became 

law in the UK, making it illegal to discriminate 

against lesbian, gay and bisexual employees in 

the workplace.

In Japan, however, progress has been much 

slower, with sexual orientation still shrouded in 

controversy.

It was only this year that Japanese political 

parties—the Democratic Party of Japan, 

the Japanese Communist Party, the Social 

RETAIL

Tokyo Rainbow Pride, in Shibuya and Harajuku, celebrated the diversity of Tokyo’s LGBT community.
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Democratic Party and Seikatsu no To—

submitted a bill to the Diet seeking to eliminate 

discrimination against LGBT people. But this 

bill, to ban discrimination by businesses and 

local governments based on gender identity 

and sexual orientation, is still undergoing 

deliberation.

Progress in retail

That said, advances in the law do not necessarily 

equate with increased acceptance in practice.

Although British firms and organisations 

have made significant progress, with the 

Security Service, better know as MI5, named as 

the UK’s top LGBT employer by Stonewall’s Top 

100 Employers ranking for 2016, no retailers are 

on the list.

Of the retailers that are taking a stance, 

however, Lush, the British cosmetics firm, has 

been at the forefront of the fight for equal rights 

for the LGBT community. 

The Lush #GayIsOk campaign, launched 

in July 2015, was an initiative that spoke out 

against Russia’s anti-gay law. The “We believe 

in love” campaign that followed was dedicated 

to the issues faced by the LGBT community 

in Japan. 

Lush then implemented “Partner 

Registration”, which allows same-sex couples 

to benefit from the same incentives and 

bonuses as their heterosexual counterparts. 

Clauses referring to “gender identity” and 

“sexual orientation” were added to the 

non-discriminatory recruitment policy, and 

the gender part of job application forms 

was removed.

The Japanese online retailer Rakuten 

recently implemented spousal benefits for 

same-sex partners. Previously, these had been 

enjoyed solely by heterosexual married couples.

Meanwhile, many large, non-retailing firms 

are providing a model for others to follow. 

Unilever, with brands that fill shop shelves the 

world over, is one such example. In both the 

UK and Japan, it is making efforts to incorporate 

policies to prevent discrimination in the 

workplace.

“As a global policy, the Code of Business 

Principles sets out that all Unilever employees 

must treat everyone fairly and equally, without 

discrimination on the grounds of gender, gender 

identity and/or sexual orientation”, explained 

Shinmyo Tsukasa, assistant communications 

manager at Unilever.

The firm has gone as far as to have a Code 

Hotline for employees to use around the clock 

365 days a year, to report any breaches of 

this policy.

Under the slogan “Let your colours shine”, 

Unilever Japan launched a new programme 

in September. Called “Unilever Pride Japan”, 

it lends further support to sexual minorities 

in the firm. Initiatives of the programme 

include expanding the LGBT talent pool and 

fostering an LGBT-friendly and inclusive work 

environment. This has included marriage and 

bereavement leave, as well as special payment 

for marriage and condolences for same-

sex partners.

“We also organised an ally group to promote 

LGBT-friendly culture within Unilever and 

Japanese society”, Tsukasa said, adding that they 

“plan to gradually expand HR policies to parents 

and children of same-sex partners, along 

with changes in local laws and regulations. 

Meanwhile, we are ready to provide further 

support on request”.

Local efforts

This year, non-profit organisation work with 

Pride (wwP) published an index that evaluates 

corporate efforts to support inclusiveness for 

LGBT employees and sexual minorities. Sony 

Corp. turned out to be one of wwP’s top entries, 

and Unilever Japan was also ranked Gold.

The index includes “Policy”, 

“Representation”, “Inspiration”, “Development” 

and “Engagement/Empowerment” as factors 

that firms need to consider.

There are now a myriad of other non-profit 

organisations—such as Tokyo Rainbow Pride, 

ReBit and Human Rights Watch—that are 

starting to speak up for the LGBT community in 

Japan, fighting political and social barriers from 

the ground up.

When asked about the difference between the 

acceptance of LGBT-related policy at Unilever 

in the UK and Japan, Tsukasa explained that, “it 

is difficult to compare, because the acceptance 

or application of LGBT policies are influenced 

by many different factors, including local 

laws, regulations and culture”, concluding 

that “diversity and inclusion are a part of our 

organisational culture”.

It seems that, until these issues are 

incorporated into the culture of firms, there will 

continue to be difficulties for members of the 

LGBT community within the retail trade and 

other businesses. 

RETAIL
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Unilever was among the firms ranked Gold at the 2016 work with Pride ceremony
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BY YOSUKE MIYAZAKI

M arketing used to be simple—the focus was on attention, 

interest, desire, memory, action. The more we advertised, 

the more awareness and appreciation we gained, eventually 

resulting in sales.

Today, 20 years since Windows 95 made the Internet available to 

the mass market, and 10 years since Twitter and Facebook opened 

up an entirely new territory called social media, we still practice the 

same routine.

Of course, the digitisation of our audience has allowed marketers 

to create variants that insert search, sharing and comparison into the 

equation. And some have invented new concepts, such as stature, 

relevancy and loyalty to replace awareness, liking and purchase-related 

considerations. But the foundations have been the same since the model 

was first proposed in 1924.

Deep down, we may question how meaningful it is to spend so much 

on brand trackers that focus on measuring awareness and liking. Yet the 

key performance indicators we emphasise remain the same. Of course, 

if the scores don’t show progress, someone—often the chief marketing 

officer (CMO)—gets the blame.

So why are CMOs suddenly finding themselves on the endangered 

species list? The problem lies in the fact that, while marketing strategies 

have evolved, the way outcomes of those strategies are measured 

largely has not.

I suggest we are not measuring things that today’s more evolved 

marketing executions are in the best position to affect, namely, 

consumer–brand relationships. Unless those ties are measured and 

tracked over time, CMOs cannot show how marketing improves a 

brand’s engagement with consumers. Nor can they design optimal 

link-building campaigns unless what builds relationship strength is 

fully understood.

A 2013 report by US technology and market research firm 

Forrester suggests that leading brand-health measuring agencies 

need to reconsider their existing models and begin to integrate new 

methodologies if they want to remain on top. And that does not mean 

just counting the number of clicks, mentions and followers, but also 

the outcomes in terms of behaviour and attitude.

Yet, we still see many briefs that ask us to help our clients raise 

awareness or liking. To reflect the lack of evolution in approach, 

Edelman developed a Brand Relationship Index (BRI) to measure the 

strength and quality of relationship a brand has with consumers.

The Earned Brand Relationship model allows brands to develop and 

evaluate strategic plans based on their impact on seven relationship 

dimensions that form the overarching BRI. Based on their overall index 

score, consumers can be assigned to one of five relationship stages.

The average index score in Japan is 32, somewhere in the middle of 

“Involved”. This means consumers in Japan, at least when it comes to 

their favourite brands, aren’t just making an educated choice. They are 

demonstrating a clear preference for the brand they purchase or use.

Consumers appreciate what the brand stands for and so, if they 

cannot find an item they want, they will even scan shop shelves or ask 

someone whether the item has been moved. Thus, a score of 32 is not 

particularly bad and indicates that brands are actually doing fairly well 

by traditional measures of success.

MARKETING HAS EVOLVED.  
BUT IS MEASUREMENT KEEPING UP?

Thoughts from Edelman’s latest brand relationship study
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However, the research also 

shows that consumers are willing 

to go even further. They want 

stronger, more meaningful and 

more beneficial relationships with 

brands. Consumers want brands 

to play an active role in their 

lives beyond their products and 

services. They want shared values, 

shared action, and want to see a 

present and future together.

Strong relationships matter 

these days and need to be 

measured, especially in a market 

like Japan, where what you see 

on the morning TV show gets 

sold out the next day. Attention 

then quickly shifts to another 

product the next month. If brands can elevate their relationship with 

consumers from “Involved” to “Invested” or “Committed”, our research 

shows that a clear majority of their customers will not only be the 

first to buy their innovations and stay loyal in the face of competitive 

pressure, but they will also advocate for and defend the brand, even in 

a crisis situation.

The study also reveals a huge lift among committed consumers in 

wanting to participate in creating brand content, and a willingness to 

share personal data with the brand. These are all particularly important 

in an age where bad news or rumours can get out of hand on social media 

and technologies such as ad-blockers are becoming popular.

If this leads you to want to better understand how you can achieve 

commitment—thereby unlocking the full potential and benefit of the 

relationship that unites you with your customers—you next need to take 

a moment and ask yourself if you are measuring and tracking relationship 

strength in a systematic and scientific manner. And, if so, are you 

using that information as the foundation for planning your marketing 

campaign strategies? 

MARKETING
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Relax and
Explore by Lake Shinji

• Enjoy exquisite Japanese or 
Western cuisine made using 
quality, fresh local ingredients at 
one of our three restaurants

• Located close to Matsue Castle, 
museums, a samurai residence 
and the Lafcadio Hearn Memorial 
Museum

• A variety of rooms to suit your 
needs, with a choice between 
Japanese and Western styles

• Free shuttle bus, rental bicycles, 
free Wi-Fi, tourist and event 
information, and more

• Onsen hot spring on site

Matsue New Urban Hotel offers good service at a reasonable 
price, convenience and stunning views – perfect for exploring 
the traditions and delights of Shimane Prefecture.

MATSUE NEW URBAN HOTEL, 40-1, Nishicha-machi, Matsue-shi, Shimane, 690-0845, Japan
Tel: +81-852-23-0003  Fax: +81-852-23-12  http://new.matsue-urban.co.jp/en/index.html
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The late morning sun 

streams through the 

floor-to-ceiling windows, 

catching the natural wood floors 

and bookshelves, the couches 

and the shoji sliding doors. It 

is quiet, warm and peaceful. 

An ideal setting for anyone 

struggling to come to terms 

with what is probably the most 

frightening diagnosis they are ever 

likely to hear.

Maggie’s Tokyo officially opened 

on October 10, becoming the 

20th location in the international 

network of Maggie’s centres, 

which provide a space for people 

suffering from cancer, their 

relatives and friends. Located in 

the Toyosu district of the city, the 

centre enables visitors to be both 

heard and empowered so they 

can determine the course of their 

cancer journey with the support of 

cancer specialists.

The first Maggie’s centre 

opened in Edinburgh in 1996, 

shortly after the death of Maggie 

Jencks, a landscape designer and 

researcher of Chinese gardens. 

The centre was a stable building 

in the grounds of the hospital 

and was redesigned by Richard 

Murphy, with the advice of Charles 

Jencks, Maggie’s husband.

A network of drop-in centres 

for anyone touched by cancer 

had been Maggie’s aim after 

she was informed that her 

breast cancer had returned and 

spread to other organs. Today, 

that vision is kept alive by the 

Maggie Keswick Jencks Cancer 

Caring Trust.

And while it took nearly a 

decade for the Tokyo centre to 

move from concept to completion, 

Masako Akiyama, who heads the 

facility, hopes it will be the first of 

many across Japan.

A Second Home
Maggie’s Tokyo offers new avenue  
of support for cancer patients
BY JULIAN RYALL

“I used to be a home-visit nurse 

for a hospice care organisation, 

so I visited many cancer patients 

in their homes for many years”, 

she told BCCJ ACUMEN. “And I 

always felt that, during their cancer 

journey, they should have as many 

opportunities to talk through their 

illness and their feelings, but when 

a nurse goes to a patient’s home 

they are already near the end of 

their lives and have had very few 

such opportunities.

“I wanted to find a way to do 

something about that problem, to 

help people who are now treated 

as outpatients to receive the 

support, advice, information and 

care that they want and need”.

Today, there are 17 centres 

across the UK and a further four 

in development. Although each 

centre is located in the grounds of 

a National Health Service hospital, 

the centres are organised and 

run independently. And from the 

outset, Maggie’s centres have been 

committed to providing purpose-

built, comfortable spaces with 

leading architects—including 

Frank Gehry, the late Zaha Hadid 

and Richard Rogers—providing 

unique designs for each centre.

Akiyama first learned of Maggie’s 

in 2008 and later travelled to the UK 

to meet Laura Lee, who was Maggie’s 

cancer nurse and now serves as chief 

executive of the charity that bears 

her name. Lee agreed that a Maggie’s 

centre in Japan was a good idea and 

later visited Tokyo at the invitation of 

Akiyama and her supporters.

“So we had the plan, but it 

was impossible to make things 

happen very quickly”, admitted 

Akiyama, who teamed up with 

Miho Suzuki, a television reporter 

and cancer survivor, to move the 

project forward.

“One reason, of course, was 

money, but we also needed a 

place”, Akiyama said. And while 

hospitals in the UK are open to the 

idea of having Maggie’s centres in 

their grounds, medical facilities in 

Japan lack that sort of space.

HEALTH

The centre had its opening ceremony on 10 October.

Masako Akiyama is joint representative director of Maggie’s centre in Tokyo.
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“We want to be the place that 

is between the home and the 

hospital, their second home where 

they can come to be heard and to 

describe just how they are feeling”, 

she said. “And that goes for people 

living with cancer as well as the 

families, friends and healthcare 

professionals around them”.

Another hurdle that the Tokyo 

centre has had to overcome is 

the broader issue of the need 

to nurture a “charity culture” 

in Japan, said Akiyama. But if 

Maggie’s can operate as a charity, 

then that will help all charities in 

the future.

Nevertheless, the first Maggie’s 

in Japan has benefitted from the 

kindness of members of the public 

and firms, including the donation 

by a local wood importing 

company of a 3.5 metre-long 

slab of thick 300-year-old African 

cherry wood that makes a perfect 

centrepiece table.

The centre looks out on a canal 

that feeds into Tokyo Bay and has 

been designed to be bright and 

airy. Built of wood, it has large 

windows and a veranda that leads 

out to a safe inner courtyard, a 

very important part of the original 

concept behind Maggie’s centres.

Inside, there is a communal 

kitchen, where anyone can 

prepare a drink, as well as a large 

communal area around the table. 

It also has separate rooms where 

people can go for privacy behind 

the shoji. Even the toilet has 

been designed as a space where 

someone can go to shed a few tears 

in private.

The main building covers 

100m2 and is joined by the veranda 

to another slightly smaller building 

of a similar design that has more 

chairs, sofas and relaxing spaces.

“It was quite difficult to find 

a suitable space for us in Tokyo, 

partly because Maggie’s has strict 

architectural guidelines, but we 

believe this is a good location 

because there are several cancer 

hospitals nearby, including 

the National Cancer Centre in 

Tsukiji, the Cancer Institute at 

Ariake Hospital and St. Luke’s 

International Hospital”, said 

Yasuko Jimbo, executive secretary.

“Since we opened, we have 

between 20 and 40 people who 

come each day for consultations 

and to talk with our staff”, said 

nurse Akiko Kimura. “Some want 

to talk about what they are going 

through, others want to share 

decisions with their family, and 

others are relatives of someone 

with cancer who want to talk 

about their own thoughts and 

feelings”.

The first Maggie’s in Japan 

is only able to stay at its present 

location until 2020, due to planned 

redevelopment by the site’s owner, 

and the organisation is already 

looking into another location 

in Tokyo. It is also encouraging 

groups in other parts of Japan—

notably Kyoto and Hiroshima—to 

push on with their own plans 

for support services similar 

to Maggie’s.

“There is a need for this 

sort of support, and we want to 

encourage others to do what we 

have done, so that those affected 

by cancer can find how to travel 

their own personal journey”, 

said Akiyama. 

HEALTH

A long wooden table provides a focal point for the main building.

The centre is made 

up of two buildings.
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I t is no wonder that the gods choose to 

convene in Shimane Prefecture, I was 

thinking as my plane approached Izumo 

Airport. Below, blue mountains extended 

from a pearly grey sky, with golden rice fields 

stretching along the foot of the mountain flanks 

before tumbling into one of the prefecture’s 

two lakes. 

The first to settle here, according to one of 

Japan’s oldest books, the Kojiki, was the Shinto 

god Okuninushi. And dedicated to him is one 

of the country’s oldest Shinto shrines, Izumo 

Taisha Grand Shrine, where a number of age-old 

Shinto festivals continue to be held each year.

“The myriad gods throughout the country 

come and stay for about a week”, commented 

Akiyo Kuwamoto, a member of Shimane 

Prefecture’s Tourism Promotion Division, when 

I ask about Kamiarizuki (the month with gods).

Shimane faces the Korean Peninsula and 

China across the Sea of Japan, and this thin slip 

of a prefecture has long served as a first point 

of entry to Japan. Over the centuries, traders, 

explorers and gods have come, and their legacies 

are the stories that remain part of daily life here.

Born and raised near the shrine, Kuwamoto 

described how the gods are carried from 

Inasa-no-hama, a beach with a pine topped 

rock on the shore where they first gather, to 

Izumo Taisha Grand Shrine.

“Many people say there are more gods than 

people during that time”, she chuckled, as we 

drove towards the capital, Matsue.

Lake Shinji, one of two brackish lakes, 

glittered on our right. Thin bamboo sticks stood 

upright among the waves, where local fishermen 

continue their traditional practices. The bamboo 

poles create a habitat for fish and sustainably 

maintain the population that is central to the 

local food culture. A few last fishing boats glided 

in and seabirds bobbed near the shore. Gardens 

full of winter vegetables—radish, cabbage, and 

PUBLICITY

by joan bailey

SHIMANE: ART, IRON AND GODS

A place where tradition lives on

Matsue Castle is one of only 12 original castles in Japan.
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other greens—lined the shore, and cosmos 

flowers waved their wide pink blossoms as we 

passed. All belong to the farms that cling to the 

foot of steep hillsides that rise to our left.

A national treasure

Our first stop is Matsue Castle, which has sat 

at the heart of the city since its completion in 

1611. Built by Yoshiharu Horio, it is one of only 

12 of Japan’s remaining original castles. Its black 

outer walls reach up into the brilliant blue sky, 

while inside a breeze wafts in from windows and 

openings in the floor (convenient for dropping 

stones on invaders) over smooth wood floors. A 

series of stairs carries us past displays of armour 

and historical scrolls up to the very top. 

“There wasn’t much here when Horio started”, 

said my guide for the day, Ruadhan Treacy, who is 

Matsue City’s coordinator for international relations. 

“There was another castle”, he continued, referring 

to Gassan Toda castle ruins, a mountaintop 

fortress, “but Horio wanted something he could 

build a town around. He chose this location for its 

proximity to the sea, the silver mine and the iron 

furnaces, as well as for the protective wall formed 

by the mountains behind it”.

Slated for demolition during the Meiji 

period, Matsue Castle escaped the fate of so 

many other similar strongholds of its time when 

a group of citizens lobbied the local government 

to preserve the keep. Led by Motoemon Katsube 

and a former retainer of the Matsue domain, 

Gonpachi Takagi, the castle was saved and 

remains a centrepiece of community life. It was 

designated a National Treasure in 2015.

Gazing out over the city, it is possible to 

imagine the satisfaction Horio perhaps felt at 

this spot as the city bustled below. Lake Shinji 

shimmers in the distance, and an old-fashioned 

Horikawa sightseeing boat passes under a 

bridge over the outer moat.

The historical district is nearby, home to 

Lafcadio Hearn’s museum and a recreation of an 

old samurai residence that serves as the Matsue 

History Museum. From here, too, the distinct 

painter’s palette-shaped roof of the Shimane 

Prefectural Art Museum is easy to spot. 

Literary legacy

A few steps away from the castle is the 

Lafcadio Hearn Memorial Museum and his 

former residence. Hearn, a 19th-century 

journalist, made his way to Japan from his 

birthplace in Greece via Ireland and the 

United States. He found himself, as have so 

many non-Japanese since, teaching English 

at a local school. Stepping through the 

gate to the courtyard in front of his former 

residence, the noise of the street disappears. 

The house, its garden and pond remain much 

the same as they were 125 years ago when he 

lived here.

It was during this time that Hearn heard 

the first of what would become the inspiration 

for his most famous work—a collection of 

traditional Japanese ghost stories called 

Kwaidan—which would help introduce this 

recently opened country to the world. While in 

Matsue, Hearn met and married Setsu Koizumi 

and took her family name when he became a 

naturalized citizen in 1896.

Next door is the museum run by Hearn’s 

great grandson, Bon Koizumi. His wife, Shoko, a 

coordinator there, showed me around the newly 

refurbished and expanded facility. Visitors 

PUBLICITY

Lake Shinji is famous for its sunsets.

The former home of Lafcadio Hearn is much the same as it was 125 years ago.

>>
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watch a short film—in English with Japanese 

subtitles—that offers an overview of Hearn’s life, 

before entering the exhibition rooms.

“It was while living in the US that Hearn 

became enthralled with the Kojiki”, Koizumi told 

me as we walk past cases containing Hearn’s 

clothes, eyeglasses and suitcases.

One room contains first editions of each 

of Hearn’s works, along with copies of his 

newspaper articles. Interactive displays offer 

spine-tingling tales from Kwaidan, told by 

the actor Shiro Sano and accompanied by 

Kyoji Yamamoto on guitar. There is also a long 

list of individuals—including Japanese poet 

Yone Noguchi and Albert Einstein—who were 

influenced by Hearn’s writing.

“Perhaps the most famous story is that of 

General MacArthur”, Koizumi told me. “He 

asked an aide to find some information about 

Japan once he knew he would be sent here 

after the war. His aide showed him this book”, 

she said pointing to a first edition of Japan: An 

Attempt at Interpretation.

“MacArthur read it and then all of Hearn’s 

other works. He said he came to understand 

Japan’s culture and people because of it, and 

it is said this is one reason the general advised 

that the emperor should retain the throne at the 

end of World War II. He understood that, for the 

Japanese people, the emperor was a symbol of 

continuity and cohesion”.

Deep roots

Shimane’s history is rooted not just in 

mythology and castles, but also in its soil.

“There is so much good food here”, said 

Kuwamoto as we drive to Daikonshima, a small 

island only recently connected to the mainland 

by a levee road.

“From the mountains, from the sea, 

from the fields”, she said, gesturing towards 

the landscape. Famous for seven food 

items from the lake—seabass, prawns, 

eel, clams, carp, Japanese surf smelt and 

icefish—Shimane is also home to Izumo 

soba, a buckwheat noodle that is darker 

than regular soba, because the grain has 

not been husked.

“This makes the noodles more aromatic than 

usual”, added Kuwamoto. “Typically, it’s eaten 

warigo style, meaning that three different bowls 

with three different toppings are served. When 

one is nearly finished, the leftovers get tipped 

into the next bowl”.

Stomachs growling, we arrived at Yuushien 

Garden, where we ate and then strolled through 

the famous grounds, all the while getting a 

closer look at two of Shimane’s best-known 

products: peonies and ginseng.

As we began our traditional multi-course 

Japanese lunch in Shobu, one of Yuushien’s 

three restaurants, Kuwamoto related the health 

benefits of ginseng and its history in the area. 

Harusato Matsudaira, a beloved and famed 

leader, established its cultivation in the Edo 

Period in order to diversify Matsue’s economy.

The Korean wild root, valued for its health 

and beauty benefits, found a natural home in 

the slightly acid soil of Daikonshima, one of 

only three places in all of Japan where the root 

is raised. Visitors still flock here to enjoy the 

extensive gardens and taste this exotic herb.

“It’s very bitter, but good for you”, Kuwamoto 

said, holding up a tiny piece from her steaming 

bowl of miso soup. Indeed, ginseng is given 

credit here for everything from long life to 

beautiful skin and good digestion. I nibbled a 

piece and hoped for the best.

Soon, a round woven basket arrived, holding 

seven white cups containing tiny strips of dried 

seaweed, Japanese mustard, grated radish, 

crab, Japanese crackers, Japanese horseradish 

and thinly sliced spring onion. As Kuwamoto 

Izumo soba is darker and more aromatic than usual.

Yuushien Garden invites exploration.



bccjacumen.com  39

PUBLICITY

explained, these are the ingredients for 

Shimane’s famed rice bowl, over which hot 

broth is poured before it is eaten.

“Take half your rice and top it with half 

of each of these items, pour the broth over it, 

and eat. Then repeat. This keeps the rice from 

getting soggy”, she advised, and as I followed 

her instructions, I tasted a highly satisfying local 

version of this national comfort food.

After lunch, Hidehisa Inutani, deputy 

manager of Yuushien Garden, took us on a 

tour. Established in 1975, Yuushien began with 

a single building and an idea. For generations, 

the women of Shimane travelled all over Japan 

selling peonies for months at a time. A group 

of women decided in the early 1970s that their 

customers might enjoy coming to them.

Over the years, Yuushien has expanded 

gradually to more than 40,000m2, with pines 

bending over carp-filled ponds, while staff 

carefully tend to the emerald green moss 

garden. Here something is always in bloom: 

peonies in spring, iris in summer, maples in 

autumn and, again, vividly coloured peonies 

in winter. An indoor peony garden provides a 

delightful and constant burst of colour.

“There are fireflies, too”, Inutani added as 

we catch sight of a brilliant turquoise kingfisher 

bird skimming over a stream. 

Living art

In contrast to Yuushien’s strolling garden is the 

magnificent dry landscape of the rock garden 

at the Adachi Museum of Art. As breathtaking 

as the collection it surrounds, the garden is a 

masterpiece meant only for viewing.

“Our founder, Zenko Adachi, intended the 

garden to be part of the experience here”, said 

Fuyumi Yamane, curator at the museum, as we 

stand before the first of a series of huge windows 

framed in wood. Carefully spaced between 

exhibition rooms, the windows and their views 

of the garden make a natural break in every 

sense of the term.

We watch as a red maple leaf skips across 

the white sand, and rain deepens the green of 

leaves and draws out a shine on stepping stones 

leading to a small pond. The sand represents 

the sea, Yamane told us, while the rocks are 

mountains, and the gently rolling grassy hills 

symbolise flowing water.

“Adachi wanted so much to paint a 

picture with nature that he bought the 

distant mountains in order to ensure that 

the background would always be there”, she 

continued, emphasizing how each element of 

the garden was chosen just as an artist chooses 

a particular medium and colour for their work.

Every morning, Yamane told us with a 

smile, members of staff and seven professional 

gardeners together tidy the garden. They remove 

leaves and fallen branches and sweep away their 

tracks as they leave, to ensure that everything is 

picture perfect before the doors open. Both the 

paintings and the garden change with the season.

“The windows represent living art that 

changes throughout the year”, Yamane 

continued. “Zenko believed that, by pairing the 

paintings with the garden, visitors could more 

deeply experience both”.

Life, work and spirit

Living art is a recurring theme in Shimane, 

where life and work are so closely bound to 

spiritual traditions that it is nearly impossible 

at times to separate them. Here, deep in the 

mountains on a road that winds through tiny 

villages and terraced fields, are some of the best 

places to glimpse the heart of Shimane and, 

perhaps, Japan itself.

“There is the shrine to [the goddess] 

Kanayago”, said Daniel Broderick, Unnan City’s 

coordinator for international relations, as we 

pass a tall, traditional torii gate, as is commonly 

found at the entrance of a Shinto shrine. He and 

his counterpart, Yuriko Suzuki, also from Unnan 

City, took turns explaining how the goddess 

arrived riding a white heron and alighted on a 

tree. She then taught the Japanese how to make 

iron, creating an industry that lasted more than 

1,400 years and made Shimane the heart of 

Japanese iron and sword production.

But, once Japan opened its borders in 1853, 

Shimane’s iron trade declined. By 1925 the last 

iron furnace had ceased production, marking 

the end of an era. However, in 1977, a group 

of citizens came together to build the Nittoho 

Tatara in Okuizumo to teach future generations 

the practices that had shaped their lives and 

traditions.

Outside the museum, a modern sculpture 

of Yamata-no-Orochi, the legendary eight-

At Yuushien Garden, something is always in bloom.

>>
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headed dragon—the tail of which produced 

the first samurai swords—soars overhead as 

we head to the entrance. Inside, Yutaka Ogata, 

former director of the museum, guides me 

through the traditional iron-making process—

from the mining and sifting of the iron sand 

to the building of the clay furnace where the 

iron was made.

“It took three days and three nights to make 

the iron”, Ogata told me as we looked at a life-

size model of the furnace.

Three metres below the furnace is an intricate 

network of charcoal, stone and wood carefully 

constructed to manage moisture and keep 

the fire burning at a consistent temperature. 

Working all year, except for summer, using a 

process that would be repeated 60 or 70 times, 

the resulting iron eventually would be made into 

samurai swords, household wares or be shaped 

into bars that were exported around the country.

Shunji Kobayashi, a blacksmith who works 

the museum’s forge, offered an introduction 

rarely heard today.

“We are the swordmakers”, he said, gesturing 

to his apprentice next to him. They soon begin 

demonstrating the process of heating, pounding 

and then literally folding a red-hot piece of 

metal while Ogata and I watched. Folding, 

Kobayashi explained, evens out the impurities 

in the metal.

“As a result the whole will be stronger”, he 

added, before signalling to his apprentice and 

pulling the metal out once again. They tapped 

and pounded by turns, Kobayashi watching 

with a practised eye as the metal cooled and 

changed. It would be folded 12 to 15 times, 

resulting in upwards of 30,000 layers by the end 

of the month-long process of sword making.

Ogata told me that three families—Tanabe, 

Sakurai and Itohara—worked on their own 

forge, as well as co-operatively managing the 

land after the iron-bearing sand has been 

removed. Once cleared, the ground was 

terraced into fields where soba, then cattle and, 

finally, rice were raised.

Izumo Taisha Grand Shrine is one of the oldest and most important shrines in Japan.

Each year, gods from across Japan are said to gather at the shrine.
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“It was a very conscious process to work with 

nature in order to provide economic stability”, 

Ogata said as we left Kobayashi and the forge.

The Chugoku Mountains rose all around us 

to form the backbone of Shimane Prefecture 

and were once active volcanoes that produced 

the iron sand that fuelled Shimane’s early 

economy. Today, the enriched soil is fertile 

ground for both traditional and modern crops, 

including grapes, wheat and figs. As a result, 

Shimane is home to 32 sake breweries and two 

wineries. The gods chose well, I thought again, 

as we left the museum.

Traditions maintained

Hironari Koto’s shop is filled with stunning 

wrought iron—lanterns, candle holders and 

decorative wares—although at one time the 

display would have been very different. Swords 

were the main order of business when Koto’s 

grandfather founded it, over a century ago. 

“Times have changed”, he says as he showed 

me a work chosen for inclusion in the 2016 

Omotenashi Selection, a project that seeks both 

to discover Japanese products that embody 

craftsmanship of the highest degree while 

epitomizing the spirit of Japanese hospitality, 

as well as to present them to an international 

audience. The versatile piece serves as a vase, 

wind chime or candleholder. “People like our 

things because they represent good designs. 

We’ve aimed for durability, function and quality 

since the very beginning”.

Koto’s apprenticeship formally began when 

he was 18, but he was helping out around the 

shop and forge long before that.

“I started when I was in elementary school, 

helping before and after school”, he said, as we 

enter his workshop. There the smell of burning 

charcoal fills the air and four cats watch warily 

from a doorway. A shimenawa (ceremonial 

rope) hangs over the forge.

“Making iron is considered sacred work”, 

Koto answered when I asked about the rope. 

He tied a white towel around his head and 

positioned himself in front of the forge where a 

bed of hot coals sat glowing.

He worked the bellows with his left hand 

while moving the coals with his right. Sparks 

rose and fluttered, the flames coming to life in a 

flash of blue and orange.

“Now we use electric bellows”, he shouted 

over the roar of the fire, the heat of which 

reached me where I stood a few feet away.

“Before I could only heat something and 

then work it before putting it back in the fire. 

Now, I can do two things at once, so my work is 

harder”, he laughed.

He pulled a piece of metal out of the fire and 

struck it. The first hit with his wet mallet resulted 

in a loud pop, sending sparks flying in every 

direction. Each strike of the hammer shaped the 

metal and pounded out impurities that rise to 

the surface when the metal is heated.

“There is a big difference between moulded 

iron and this”, he said, pointing to the cooling 

metal. “This is stronger and more pliable. It’s made 

from 100% pure iron using ancient methods”.

The emphasis on preserving this 

tradition flies in the face of so many modern 

conveniences and even, some might say, 

common sense. However, its relevance and 

meaning are clear to Koto, who spoke of his 

work with a passion and reverence that I had 

seen and felt since having stepped off the plane.

“As the tenth generation blacksmith in 

my family, it is my mission to transmit this 

knowledge to the next generation and prevent 

the death of my tradition”, he told me as he 

worked the bellows again to reheat the iron.

“It is nearly impossible to reclaim knowledge 

once it is lost. A skill that has been passed 

down by hand is impossible to recreate with 

machinery because it requires human intuition 

and experience”, he said before taking the metal 

out once more to work and shape it.

The gods would be pleased, I thought. 

Tatara Sannai SugayaShimane’s rich tradition of iron making is still kept alive.
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The A-List of Technology

Curvature is transforming how companies procure, maintain and upgrade equipment, 

as well as support for multi-vendor network, server and storage environments. 

Founded in 1986, Curvature is a trusted strategic partner for more than 10,000 

organisations globally, including some of the largest telecommunications carriers and 

mission-critical financial services firms.

Curvature specialises in delivering 24/7 global technical support and advanced 

hardware replacement from corporate locations in the Americas, Europe and Asia.

For nearly a decade, Curvature customers have used our flagship NetSure® 

maintenance services to optimise support costs, especially for post-warranty 

and End-of-Service-Life (EOSL) data centre and network devices. Gartner recently 

recognised Curvature as a Top Performer – Network in their Third-Party Competitive 

Landscape Report.Curvature Japan G.K.

12F Tennozu Park Side Bldg.

2-5-8 Higashi Shinagawa

Shinagawa-ku, Tokyo 140-0002, Japan

Kervin Go, country manager, Japan

+813 5781 7455

asialeads@curvature.com

https://www.curvature.com

AREAS OF EXPERTISE

• Network and data centre equipment, upgrades and expansions

• NetSure® hardware maintenance (next-business-day, 4-hour and onsite sparing)

• Network management, monitoring, installation and configuration services

• Optical transceivers, memory, cables and accessories

• Server, storage equipment and upgrades

CenturyLink Japan, Ltd

Atago Green Hills MORI Tower, 17th Floor

2-5-1 Atago, Minato-Ku

Tokyo 105-6217, Japan

Ras Scollay, country manager and sales director

03-6435-9658

sales-jp@centurylink.co.jp

www.centurylink.com

CenturyLink is a leading global hybrid IT solutions provider that powers the needs of 

98% of Fortune 500 companies. CenturyLink operates 60+ data centres globally and 

has a robust 880,000km international fibre network. In 2015, CenturyLink received 

the Asia Pacific Hybrid IT Strategy award by industry analyst Frost & Sullivan.

AREAS OF EXPERTISE

• CenturyLink’s comprehensive suite of hybrid IT offerings include data centre 

co-location, managed hosting, cloud, network and managed services.

• High-performance, secure, reliable, scalable cloud solutions

• Low-latency networks

• Managed services

• Business solutions continuity, disaster recovery, Big Data and business applications

• Managed security services and consulting

• Industry specialisation—financial services, government, retail, consumer packaged 

goods and media & entertainment

• Solutions consulting—infrastructure, security, business continuity, compliance and 

program management

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

consultancies for permanent and contract recruitment.

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

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

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

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

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

skills and culture—our ultimate goal.

AREAS OF EXPERTISE

• Accountancy & finance

• Banking & financial services

• Legal

• Compliance & risk

• Engineering

• Chemical

• Automotive

• Manufacturing & components

• Energy & infrastructure

• General management & consultancy

• Human resources

• IT & online

• Sales & marketing

• Retail

• Luxury & consumer goods

• Healthcare

• Supply chain

• Logistics

Robert Walters Japan K.K.

Shibuya Minami Tokyu Bldg. 14F  

3-12-18 Shibuya  

Shibuya-ku, Tokyo 150-0002

David Swan, managing director

03-4570-1500

info@robertwalters.co.jp

www.robertwalters.co.jp



E xcitement rises as we don 

our Sherlock Holmes-style 

cloaks and deerstalker hats 

and are shown into a room, from 

which we have to flee within 60 

minutes. Looking for clues among 

the furnishings—all in keeping 

with a special theme—anticipation 

gives way to survival: we need to 

solve the mystery.

Our hosts are Escape Hunt 

Japan, Ltd. The firm celebrated 

its first birthday in August 2016 

and, given the popularity of 

escape games worldwide, has 

big ambitions. These games are 

increasingly seen as the ultimate 

team-building activity: accessible, 

engaging and relying on grey 

matter rather than muscles. 

As the only business in Japan 

with such offerings in English and 

Japanese, Escape Hunt has drawn 

global brands, such as Microsoft, 

Google and Nike. 

The Japan office of a luxury 

brand contacted the firm after 

a merger left departments 

fractured and staff anxious about 

their positions. Working closely 

with its human resources team, 

Escape Hunt created an event to 

relieve stress, unveil personality 

traits, foster understanding, 

develop teamwork and 

communicate values.

Thought to have been 

started about 10 years ago, 

escape games have taken the 

corporate world by storm, in 

particular, given their value as a 

tool in supporting brainstorming, 

collaboration, creativity, trust 

and feedback. 

PUBLICITY

BOOST YOUR TEAM
Corporate mystery-solving fun 

THE ESCAPE HUNT EXPERIENCE TOKYO
KN Asakusa Bldg. 6F

1-10-5 Asakusa

Taito-ku, Tokyo

03-6231-6621

tokyo@escapehunt.com

http://tokyo.escapehunt.com/

TOKYO ∙  JAPAN
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www.tokyo.escapehunt.com

Escape Hunt Experience Tokyo is an 
interactive and immersive entertainment 
experience for groups of two to �ve 
people. It is an ideal activity for 
corporate team building, an evening out 
with friends or family, and tourists 
visiting Tokyo.

Call, e-mail or visit our website 
to reserve a private game.

KN Asakusa Bldg, 6F
1-10-5 Asakusa, Taito-ku
Tel: 03-6231-6621
E-mail: tokyo@escapehunt.com
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A Haiku Salut gig isn’t much like your 

average concert. Comprising Gemma 

Barkerwood, Sophie Barkerwood and 

Louise Croft, between them the three members 

of the band use the melodica, guitar, drums, 

accordion, synthesizers, laptops, ukulele and 

trumpet, the trio crisscrossing the stage as they 

move from one instrument to another, the band 

never speaking to the audience.

The result is an intriguing mix of the artificial 

and the organic, the analogue and the digital 

that the band refers to as—tongue in cheek—

“instrumental dream-pop-post-folk-neo-

everything”, but in music journalese, this might 

be termed folktronica. Haiku Salut’s two albums, 

Tricolore and Etch and Etch Deep, have drawn 

strong reviews from various media, including 

The Guardian, the Financial Times, the weekly 

music magazine NME and the monthly Uncut.

Although hailing from the Derbyshire Dales, 

the group have a long-standing connection 

with Japan. Through a friend, Haiku Salut were 

pointed in the direction of Takahiro Kido, the 

owner of the Japanese post-rock and electronica 

imprint Ricco Label. He liked Etch and Etch 

Deep so much that he released the album in 

Japan in July 2015. Then, in late August and early 

September this year, the band performed for 

their fans in Kansai and Tokyo.

The trip was the band’s first to Japan and, 

naturally, there was some apprehension 

regarding how things would work and their 

music would be received. However, not only 

did the tour go smoothly, but there were 

several pleasant surprises along the way.

“We were worried about not being able 

to translate, not being able to communicate 

what we needed and things like that [to sound 

engineers], but yeah, they’re better than English 

ones I think, genuinely”, said Louise, laughing.

“The audiences are quite different. A bit 

more reserved at first, and then after you play 

the show people are interested in what you’re 

doing and want to talk to you and stuff, which 

is nice”, said Sophie. “And the venues have been 

really different”, she added.

Their gigs in Osaka, Kyoto, Kobe and Tokyo 

saw them play at an array of locales, from the 

MUSIC

Haiku Salut comprises (from left) Sophie Barkerwood, Louise Croft and Gemma Barkerwood.

FUSED MUSIC
“Three mute girls” from Derbyshire  

bring quirky gig to Japan
BY CHRIS RUSSELL 

PHOTOS BY JIM BINGHAM
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live music venue O-nest in Tokyo’s Shibuya 

district through to a sake bar in Kyoto, a dingy 

punk venue in Osaka and, in Kobe, a renovated 

colonial-style house built by a German 

merchant early last century.

Their fellow bands on the line-ups ran the 

gamut, too. Those sharing the bill included 

a Danish band that improvised their entire 

performance, through to a group that played 

what Gemma described as “weird electronic 

music—good weird”.

But although Japan presented something of 

a shock to Haiku Salut, they are no strangers to 

Japanese culture, as their name hints.

“We do take an interest in haiku”, said 

Sophie. “We write haiku about different 

experiences or being on tour as a memoir”.

“I think it’s a really nice way to make a 

short snippet of something”, added Gemma. “It 

makes you remember things that you wouldn’t 

normally. We’ve been writing haiku every day so 

far this tour”, she said, part way through the visit, 

“and I tend to like to write things that aren’t the 

obvious memories that you’d have”.

“I think you get a lot more from it”, continued 

Sophie. “If you take a photograph, if you look 

again at the photograph, you just remember that. 

But with a haiku, if you read one back you tend to 

remember what happened before and afterwards”.

This interest in Japan’s unique form of poetry 

has manifested itself in the band’s output. In 

2014, they published an illustrated book entitled 

Japanese Poems Steal Brains, which collected 

together the haiku the band had written over the 

preceding few years, and reflected on the band’s 

history to that point. The poems have also 

provided inspiration for the group’s song titles, 

according to Sophie.

“I wrote one about having hay fever in 

France, and Foreign Pollen is a title that came 

from that, so it does inform it in that way.

“Have we written a song in five/seven?” she 

then asked. “We should do that”.

Haiku Salut’s Japanese literary influence 

extends further, with the band taking a particular 

interest in the surreal, melancholic writing of 

Haruki Murakami.

“With Murakami, it’s the magic realism 

side of things”, said Sophie. “You can do things 

in an ordinary manner, a mundane activity, 

you’re getting on with everyday life, and then 

something off the wall will happen. I think we’ve 

taken a bit of an influence from that with certain 

aspects of song writing as well”.

And naturally Haiku Salut enjoy and are 

influenced by a number of Japanese bands and 

musicians, too. The range of styles and genres 

by which they have been influenced reflect the 

group’s own diverse combination of sounds.

“There’s quite a few Japanese artists that we 

really like anyway—like Shugo Tokumaru—

although we’ve been told he’s the equivalent of 

Bon Jovi in Japan”, said Gemma, while Sophie 

highlighted the “glitchy, fidgety electronica” 

of artists World’s End Girlfriend, Surf, 

and Ametsub.

By chance, the band’s tour also afforded 

them the opportunity to check out one of their 

favourite Japanese bands: the jazz-punk outfit 

Otoboke Beaver. On the night they arrived in 

Kyoto, Gemma and Sophie happened to notice 

that the band were performing there, on their 

home turf.

“We literally went with all our suitcases 

straight off the flight”, said Gemma, adding 

that “it was amazing, it was totally worth 

it”—a statement that would seem to sum 

up their whole tour. 

MUSIC

Haiku Salut make use of a wide variety of instruments.

The band’s tour encompassed Kyoto, Osaka, Kobe and Tokyo.
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BY CHRIS RUSSELL

On 31 October, the Foreign 

Chambers in Japan 

(FCIJ)—an informal 

organisation of foreign chambers 

of commerce and business groups 

that includes the British Chamber 

of Commerce in Japan—published 

their autumn 2016 Business 

Confidence Survey. Conducted 

over the period 18–28 October, 

the survey is the 30th of its kind 

and shows a slight improvement 

in business sentiment, albeit at a 

low level.

Using an index with a scale 

of +2 (strong improvement) to 

-2 (strong decline), businesses’ 

views on the economy for the 

coming six months edged up 

to +0.10, compared with +0.02 

in April’s survey. Meanwhile, 

expectations for the next 12 

months increased to +0.27 

from +0.18 six months earlier. 

Of all the respondents, service 

firms displayed the greatest 

confidence.

In contrast to the slight rise in 

optimism regarding the economy, 

the performance and forecasts of 

firms saw across-the-board dips 

from the April survey. Sales fell 

to +0.34 on the index, compared 

with 0.57 in the previous survey, 

while profitability growth slid to 

+0.38 from 0.61. Looking ahead, 

forecasts for sales and profitability 

growth were +0.64 and +0.54, 

respectively, compared with +0.73 

and +0.71 in April.

Despite this, 72% of firms 

were still hunting for growth, 

while 26% of them said they 

planned to maintain their current 

level of business. Only 1% of 

firms declared they intended 

POLL: BIT BETTER

Firms send mixed signals on economy, performance

to downsize, and one firm was 

considering withdrawing from 

Japan completely.

Respondents were also 

asked two additional questions, 

concerning Japan’s ageing society 

and the country’s optimum 

exchange rate. On the former 

question, 32% of firms said 

they thought the ageing society 

would create more business 

• Overall optimism regarding the 

economy edges up slightly

• Firms see some weakening in 

performance and forecasts

• Ageing society not seen as a 

negative by most firms

opportunities for them, while 32% 

thought it would have no effect. 

Regarding the exchange rate, the 

average answer for the euro was 

¥114.8/€1, while for the dollar it 

was ¥106.2/$1.

The next survey will be 

conducted in April 2017. 

Full report:

www.fcc.or.jp/fcij/bcs.html
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ARTS
1

FROM 23 NOVEMBER

Fantastic Beasts and Where 

to Find Them

Based on the 2001 book by J.K. 

Rowling set in the Harry Potter 

universe, this film adaptation tells 

the story of the adventures of Newt 

Scamander. He arrives in New York 

City in 1926, after having travelled 

the world to find and document an 

assortment of magical creatures. 

But Scamander soon finds his 

visit going awry, after some of the 

beasts are accidentally let loose.
PHOTO: ©2016 WARNER BROS 
ENTERTAINMENT INC. ALL RIGHTS RESERVED

Shinjuku Piccadilly

(among other locations)

3-15-15 Shinjuku 

Shinjuku-ku, Tokyo

Various times

Adults: ¥1,800

» fantasticbeasts.jp

03-5367-1144

◉ Free gift

We have three Fantastic Beasts and 

Where to Find Them notepads to 

give away.

2

26 NOVEMBER– 
22 DECEMBER

Henry IV, Part 1 & Part 2 

Part of William Shakespeare’s 

second historical tetralogy, the 

two-part work Henry IV has long 

been one of the Bard’s most 

popular plays. The plays focus on 

the titular king and his son—who 

was later to become Henry V and 

the father of Henry VI—as well as 

the comic character Falstaff, who is 

famed for his antics in the plays. 
PHOTO: TOSHINOBU KOBAYASHI

UK EVENTS IN JAPAN
COMPILED BY 
KIYOKO MORITA

New National Theatre, Tokyo

1-1-1 Honmachi 

Shibuya-ku, Tokyo

Various times 

Adults: from ¥3,240

» www.nntt.jac.go.jp/english/

productions/detail_008009.html

03-5352-9999

◉ Free gift

We are giving away five vouchers, 

which can be exchanged for 

exclusive pamphlets at the venue.

3

28 NOVEMBER– 
18 DECEMBER

Simon Dalby: Japan Paintings

Simon Dalby is a British artist, 

painter, art blogger and occasional 

poet, who specialises in oils and 

acrylics, often working from 

digital photographs on subjects 

including portraits, landscapes 

and cityscapes. This exhibition 

at the Tokyo American Club 

showcases Dalby’s continued 

fascination with Japan, the works 

displayed portraying all manner 

of life and scenes representative of 

the country.

Frederick Harris Gallery,  

Tokyo American Club

2-1-2 Azabudai, Minato-ku, Tokyo 

11am–9 pm (Non-TAC members)

7:30am–10pm (TAC members)

Free

» sjdalby.com

03-4588-0381

◉ Free gift

We are giving away two sets of 

postcards featuring paintings from 

the exhibition.

1

2

3
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◉

To apply for free 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

29 NOVEMBER

The Music of Kabuki 

and Shakespeare

To mark the opening of the 

Sumida Hokusai Museum, as 

well as the 200th anniversary of 

the birth of kabuki playwright 

Kawatake Mokuami and the 400th 

anniversary of the death of William 

Shakespeare, the Sumida Triphony 

Hall will host performances by 

kabuki actor Onoe Kikunosuke 

and the New Japan Philharmonic. 

Attendees can enjoy Prokofiev’s 

Romeo and Juliet suite and 

a reading from Mokuami’s 

Shiranami Gonin Otoko. 

Sumida Triphony Hall

Adults: from ¥4,000

» www.triphony.com/concert/

detail/2016-07-000253.html

03-5608-1212

5

3 DECEMBER

Bridge Street Market

Radio DJ Guy Perryman has 

produced annual British-themed 

events in Tokyo for many years. 

This time, in the heart of Harajuku 

he is recreating the exciting and 

creative vibe of a London market 

with his Bridge Street Market 

concept. Taking place at the start 

of December, the market will usher 

in the year-end festive season with 

artisanal products, music, art, as 

well as food and drink. 

BA-TSU Art Gallery

12pm–8pm

5-11-5 Jingumae 

Shibuya-ku, Tokyo

Free entry

» www.guyperryman.com/

03-3407-1145

◉ Free gift

We are giving away one medium 

T-shirt related to the event.

6

10 DECEMBER

The Lady in the Van

Starring Maggie Smith and Alex 

Jennings, this British comedy–

drama tells the true story of Mary 

Shepherd, an elderly woman who, 

for 15 years, lived in a dilapidated 

van on the driveway of playwright 

and author Alan Bennett in 

London. The film also recounts 

the strained relationship between 

the two people and how Bennett 

eventually comes to learn about 

Shepherd’s tragic past.
PHOTO: ©2015 VAN PRODUCTIONS LIMITED, 
BRITISH BROADCASTING CORPORATION AND 
TRISTAR PICTURES, INC. ALL RIGHTS RESERVED.

Cine Switch Ginza

(among other locations)

Hata Bldg. 4-4-5, Ginza 

Chuo-ku, Tokyo

Adult: ¥1,800

» www.missshepard.net/

03-3561-0707

6

5

4
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COMMUNITY

1  |  DEFENCE

Chief of the Air Staff and Air Chief Marshal 

Sir Stephen Hillier KCB CBE DFC met with 

Japan Air Self-Defense Force (JASDF) Chief of 

Staff General Yoshiyuki Sugiyama on 22 October 

at Misawa Air Base, Aomori Prefecture during 

the Guardian North 16 exercise involving the 

Royal Air Force (RAF) and JASDF.
PHOTO: ©MOD CROWN COPYRIGHT 2016

2

UK Ambassador to Japan Tim Hitchens CMG LVO 

sits in the cockpit of a JASDF Mitsubishi F-2 jet, 

which flew alongside RAF Typhoons as part of 

the Guardian North 16 exercise.
PHOTO: ©BRITISH EMBASSY TOKYO

3

Major Tosh Suzuki from the British Embassy 

Tokyo (centre) brought Japanese officers from 

a Fuji Camp-based Ground Self-Defense Force 

unit together with British Army and US Marine 

Corp officers for joint training in discreet 

capabilities, held in Wales from 8–15 October.
PHOTO: ©BRITISH EMBASSY TOKYO

4  |  BCCJ EVENT

British Chamber of Commerce in Japan President 

David Bickle (left) poses with investigative 

journalist Toshihiro Okuyama and Sophia 

University’s Faculty of Liberal Arts Professor of 

Political Science Koichi Nakano at the BCCJ’s 

Hitting the Headlines: Press Freedom in Japan 

event on 5 October.

5

Brett Gosper (left), chief executive of World 

Rugby, and Trevor Webster, member of the BCCJ 

Executive Committee, held a “fireside chat” at 

Tri-Seven Roppongi as part of the Business of 

Rugby event jointly held by the BCCJ, Ireland 

Japan Chamber of Commerce and the Australia 

New Zealand Chamber of Commerce in Japan 

on 11 October.

UK–Japan events

1

3 5

4

2
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COMMUNITY

6  |  BCCJ EVENT

On 6 October, BCCJ members gathered for The 

Potential of Difference, an event exploring how 

to harness difference and limit conflict in the 

workplace led by intercultural communication 

specialists Tove Kinooka of Global Perspectives 

and Rob Russell of Coach Tokyo.

7  |  ANNIVERSARY

On 2 November, the Japan Society held its 

125th anniversary dinner in London. Japanese 

Ambassador to the UK Koji Tsuruoka formally 

presented the society with the Foreign Minister’s 

Commendation, which was awarded this year, 

at the event.

8  |  CHARITY

Riders from BNP Paribas participated in the 

charity cycling team Knights in White Lycra’s 

(KIWL) Imperial Palace Fun Ride on 29 October. 

KIWL raised ¥373,000, bringing their 2016 total 

to over ¥10mn.

9  |  EDUCATION

On 18 October, secondary students from 

the British School in Tokyo took part in the 

Secondary Inter House Sports Day, the largest 

participation from the student body to date, 

with 400 secondary students competing.

10  

On 13 October, the British School in Tokyo’s 

Year Three students spent the day viewing and 

sketching the various art installations found at 

the Hakone Open Air Museum as part of their 

art curriculum.

6

7

10

8

9
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Japan is a huge market. This is a wealthy, 

sophisticated society, with a design sense 

that is second to none. People work diligently 

as a team and put in long hours. Achieving 

annual organic growth is an expectation that 

sales teams should be able to realise. Yet, the 

results are often flat lining or disappointing. 

Excuses abound—the yen is too strong, the yen 

is too weak, competitors are discounting, new 

competitors are taking market share, etc. 

Finding new clients is the perpetual Holy 

Grail of the sales world. Websites lure, social 

media-sponsored posts promulgate, adverts 

track, email sequences are very precisely 

engineered, and content marketers assure of 

their expert authority.

This is the world of marketing unleashing 

the lead flow so that the sales team can follow 

up. But how well do the marketing and sales 

teams work together? Often, not well. The 

marketers complain the salespeople are 

squandering their hard-earned efforts. The sales 

people whine about the poor quality of the lead 

flow. Down at your shop, are they operating as 

two independent empires or as hand in glove 

colleagues furiously plotting together to achieve 

world domination?

Targeting new clients doesn’t get much 

attention in Japan. We all know that our avatar 

represents the typical client and all we have 

to do is identify others who fit that profile and 

the chances are high that they, too, will benefit 

from our product or service. How many sales 

teams here have defined their avatar?  

What about your crew? 

Get Your Spider

A standard operating procedure should be the 

“spider”. If a client from a particular business 

has landed in your sales funnel and has bought 

from you, there are no doubt others in that same 

niche who would as well. Having made a sale 

to one company, do the salespeople take the 

spider metaphor to heart and start listing up 

other similar targets to contact? They should, 

but they probably don’t. Why?

They are confronted by a major ice wall: the 

unknown. They don’t have a contact who can 

introduce them, so they do nothing. The idea of 

cold calling the target company is judged hard 

graft, so they don’t try. By the way, are your 

salespeople cold calling?

There is a way through the office lady (OL) 

barrier, and it is by focusing on the design of 

the conversation that will spark buyer interest. 

But no, they do nothing and just leave it. It is no 

push over here. When you cold call a Japanese 

company, if you don’t already know the exact 

name of the person you are after, then you get 

cordoned off by the lowest person on the firm 

totem pole—the youngest OL.

They are not very lady like, though. In 

fact, they are killers, axing right there your 

aspirations to speak with the buyer. They are 

merciless and unrelenting. If you don’t go down 

without a fight, they will switch you to the next 

level up on the totem pole. This is the spotty-

faced, flat-headed, youngest male in the section, 

who will promise you that their boss will call 

you back as he gleefully gets rid of you, knowing 

that call will never happen.

No More Whimsy

These opening conversations should not 

be left to whim. They need to be designed 

and practiced, so that you do get through to 

someone who can make a buying decision. 

Untrained salespeople who try to cold call 

without a solid plan fail, and then tell all and 

sundry that you cannot cold call in Japan. 

Not true, but you need to have a proven 

methodology for doing this.

The fall back position may be to try 

to meet new clients through networking. 

Japan is a curious place, though, in the 

networking world. Fundamentally, no one is 

interested. I know you, you introduce me to 

Taro and I will do the same for you with my 

contacts. A pretty limited way of doing things, 

but this is acceptable here. Barefaced bowling 

up to a complete stranger and introducing 

yourself, trying to create a connection, is 

greeted with such shock that salespeople give 

up quickly.

Can you widen your network of people 

you have no connection to and can you work 

the room here? Yes, you can, but again you 

need a methodology and you need to take 

salespeople out of their self-imposed limits 

and practice it.

Engaged employees are self-motivated. 

The self-motivated are inspired. Inspired staff 

grow your business, but are you inspiring 

them? We teach leaders and organisations 

how to inspire their people. Want to know 

how we do that? Contact me at greg.story@

dalecarnegie.com.   

by dr greg story
president, dale carnegie training japan

PUBLICITY

SALESPEOPLE’S  
NEW-CLIENT AGONIES

THE SALES JAPAN SERIES

How well do the marketing 

and sales teams work together? 

Often, not well.



by ian de stains obe

WATER, WATER 
EVERYWHERE

Marine pollution threatens ocean life, as well as humans

IF YOU ASK ME

A ccording to the Hawaii Pacific 

University Oceanic Institute, oceans 

cover 71% of the Earth’s surface and 

contain 97% of the Earth’s water. Less than 

1% of the Earth’s water is fresh, and 2–3% of 

that is contained in glaciers and ice caps. The 

oceans account for 99% of the living space on 

the planet.

For years, scientists believed that the oceans 

were so vast that they had an unlimited ability to 

dilute pollution, and thus render it harmless. We 

now know this is not true. But it was only in the 

20th century that significant international laws 

were enacted to counter this contamination.

Ocean pollution has many causes: 

chemicals, particles as well as industrial and 

agricultural waste. Fully 80% of the noxious 

waste in the seas comes from the land. One 

of the most striking examples was reported 

by The Guardian in early October. It is known 

as the “Great Pacific Garbage Patch”, a vast 

sprawl of mainly plastic waste located between 

Hawaii and California. The heart of this patch 

is estimated to be around 1mn km2, with the 

periphery spanning a further astonishing 

3.5mn km2. It is caught in one of the ocean’s 

huge rotating currents and comprises fishing 

nets, large plastic containers and smaller 

broken-down micro plastics that can be eaten 

by fish and so enter the food chain.

Plastic makes up 80% of marine debris. 

Discarded plastic bags, six-pack rings and 

other forms of waste are a danger to wildlife 

and fisheries. Fishing nets, usually made of 

plastic, are often left or lost in the ocean and 

they entangle fish, dolphins and other creatures, 

leading to a variety of ills and even, in the case 

of those that need to return to the surface to 

breathe, suffocation.

Plastics are a major problem because they 

do not biodegrade in the way many other 

substances do. There is some degradation when 

items are exposed to the sun, but only under dry 

conditions. In the ocean environment plastic 

disintegrates into ever-smaller pieces. These are 

consumed by marine life, which then works its 

way up the food chain.

Aside from plastics, other toxins pose 

particular problems, especially those that do 

not disintegrate rapidly, as is the case with 

PCBs, DDT and pesticides in general, as well 

as radioactive waste. Heavy metals such as 

mercury, lead, nickel and arsenic are also a 

major problem, as these accumulate in the 

tissues of many species of aquatic life.

This is important to note, because of the 

potential danger to human beings. For example 

bluefin tuna—relatively high up in the food 

chain—are known for having a high level 

of mercury, so much so that in 2004, the US 

Food and Drug Administration recommended 

that pregnant women, nursing mothers and 

children should limit their intake of the fish. 

Some shellfish and crabs have been shown 

to survive in polluted environments, but the 

farming and harvesting of such creatures 

needs careful management if they are to be 

used as food.

A somewhat surprising source of marine 

pollution is underwater noise created by 

passing ships, oil exploration seismic surveys 

and low-frequency sonar. Some marine animals 

are especially affected because they have weak 

eyesight and live in a world largely defined by 

acoustic information.

The oceanographer Sylvia Earle has said 

that, “undersea noise pollution is like death by a 

thousand cuts. Each sound in itself may not be a 

matter of critical concern, but take all together, 

the noise from shipping, seismic surveys and 

military activity is creating a totally different 

environment [from that which] existed even 50 

years ago. That high level of noise is bound to 

have a hard, sweeping impact on life in the sea”.

One way of tackling the overall problem is 

for human beings to pollute less. But of course 

that requires social and political will. Yet, people 

must learn to respect the environment and be 

less disposed to abuse it. It is in all our interests, 

wherever we live, to see that ocean pollution is 

contained as far as is possible. 
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A unique record

All of the volumes in this magnificent 

series of publications are weighty, 

but this latest volume is the 

weightiest of all. It includes no 

fewer than 69 contributions, 

covering a very wide spectrum 

indeed. In total, to date, some 600 

“portraits” have been published 

and, as Hugh Cortazzi writes in 

his introduction, “The result is a 

unique record of people, firms and 

other bodies who in ways great 

and small have contributed to 

the quality and enduring value of 

our bilateral relationship. I do not 

know of any similar series in any 

other country …”.

The scope of the latest book 

is impressive. Part one looks at 

Britain’s presence in Japan, and 

the section headings give some 

idea of the breadth of coverage: 

“Personalities and Entrepreneurs”; 

“Writers and Broadcasters”; 

“Missionaries”; “Politicians”; 

“Officials and Diplomats”; 

“Scholars”; “Business, Trade 

and Investment”; and “Culture”. 

Part two, which looks at Japan’s 

influence in Britain, is similarly 

comprehensive.

The contributors—all of whom 

write for no reward—are a mixed 

collection. They are academics, 

current and former diplomats, 

lawyers and people from other 

walks of life. Thus, the style of 

writing varies from chapter to 

chapter, though each is never less 

than interesting.

Former British Chamber 

of Commerce in Japan (BCCJ) 

Executive Committee (Excom) 

member Yuuichiro Nakajima pens 

an entertaining account of the life 

of the late Chris McDonald, while 

his former Excom colleague Tony 

Grundy contributes a worthy piece 

on English lawyers and Japan from 

the 1960s to the present. There 

is even a chapter devoted to a 

history of the BCCJ from 1948 to 

2015, though modesty forbids any 

comment on its merits.

By way of balance, Patrick 

Macartney offers a portrait 

of the Japanese Chamber of 

Commerce in the UK from 1959 

to 2015. Sadaaki Numata writes 

knowledgably about young 

Japanese diplomats studying at 

British universities, and Hugh 

Cortazzi himself—in one of his 

many contributions—offers 

a moving portrait of the late 

Kazuo Chiba, former Japanese 

ambassador to the Court of St 

James and whom he describes 

as an “outstanding Japanese 

diplomat”.

It is highly unlikely that anyone 

will choose to read this book 

from cover to cover. It is ideal 

for dipping into, which is why I 

have one small gripe: the index 

could be better. For example, I 

looked up Sir John Boyd, a former 

British ambassador to Tokyo 

and was directed to a chapter on 

another former ambassador, Sir 

Michael Wilford, written by yet 

another, Sir David Warren. But 

this is a small niggle. The chapters 

on the former UK ambassadors 

are highly entertaining and 

informative, and the entire volume 

is a must for anyone with an 

interest in UK–Japan relations. 

Britain and Japan Biographical Portraits Vol. X

Compiled and edited by Hugh Cortazzi

Renaissance Books

£73.32
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