
December 2015   |   ¥900 bccjacumen.com

Energy:
Carbon-neutral first

37
Food & drink:
Cheese and … beer

34

BCCJ
2015 

BRITISH 
BUSINESS  
AWARDSBritish Business Awards

16

Innovation:
Top tech turns heads

28
The magazine of the 

British Chamber of 

Commerce in JapanA
C

U
M

E
N

MEDIA

ARTS

BOOKS

BCCJ EVENT

INNOVATION

TRAINING

SURVEY

HEALTH

MUSIC

COMMUNITY

EVENTS

and much more

INDUSTRY 
& A-LIST 

BUSINESS SUPPORT 

& OUTSOURCING

D
E

C
E

M
B

E
R

 2015  ◆  B
C

C
J A

C
U

M
E

N
  ◆  T

H
E

 M
A

G
A

Z
IN

E
 O

F T
H

E
 B

R
IT

ISH
 C

H
A

M
B

E
R

 O
F C

O
M

M
E

R
C

E
 IN

 JA
PA

N
B

C
C

JA
C

U
M

E
N

.C
O

M



For details and reservations, please visit http://www.oakwoodasia.com/tokyo/oakwood-tokyo-marunouchi.php

Opening in January 2016 
A sanctuary in a pulsating city 

Oakwood Asia Pacific will be opening its 9th property—Oakwood Premier Tokyo in 

Japan. Located near the Marunouchi district, the property is a 2-minute walk from 

Tokyo Station—the gateway to the whole of Japan.

Oakwood Premier Tokyo boasts 123 fully furnished apartments and is housed from 

the 6th to the 19th floor of a 19-storey multi-serviced complex. Complete with shopping 

and dining options to complement your stay, Oakwood Premier Tokyo is designed to 

offer an unbeatable combination of exclusivity, convenience and luxury.
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We aim at being more than just 

“camera people”. 

Good photos are the result of 

good work, good relations and 

good people, so  our team of 

specialists are your partners to 

best answer your visual needs.  

Events • Architecture • Food • Products • Weddings • Photo & Video Production

www.photolife14.com

contact@photolife14.com

090.3545.7461

ACHIEVING SUCCESS THROUGH 
VISIBILITY AND CONTROL

“We believe it is 
fundamental for our 
clients to be able to 
make the right business 
decisions, at the right 
time, based on full 
visibility and control.”

Established in 1998, our dedicated professionals 
provide tailor-made logistics solutions, customized 
to your particular needs. We embody the theme of 
“Relentless Pursuit of Visibility (Transparency).”

03-5326-2080 • takahisa.kashiyama@oocllogistics.com
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EDITOR

M embers of foreign 

chambers of commerce 

in Japan have shown 

signs of being positive about 

opportunities for business growth. 

Some 240 of them responded to 

the Foreign Chambers in Japan 

Business Confidence Survey 

in October and, while not as 

optimistic about the economy as 

when previously polled in April, 

their Japan strategies continue to 

be bullish (page 27). 

Some 6% of pollees attributed 

their improved performance 

over the previous six months to 

Abenomics, while over half said 

it was due to their own efforts—

testament to the resilience of many 

firms to fight for success regardless 

of the economic situation.

This idea was highlighted at 

the British Chamber of Commerce 

in Japan (BCCJ) 2015 British 

Business Awards on 13 November. 

David Bickle, BCCJ president, 

gave an inspiring speech about 

what the recent Rugby World Cup 

2015 tournament can teach us 

about sport, business and life. 

Bickle and British Ambassador 

to Japan Tim Hitchens CMG LVO 

praised this year’s organisers, 

nominees and winners at the event, 

which celebrated the very best in 

UK–Japan relations (page 16).

Making headlines

My colleagues and I were 

delighted, this month, to receive 

the January 2016 issue of the NHK 

G-Media Ozumo Journal. It features 

Icons and brands

The waiting is over for those James 

Bond fans who eagerly anticipated 

the Japan launch of the latest 

film in the series, Spectre, on 

4 December. 

While media focused on the 

style and glamour of Naomie 

Harris, who plays Moneypenny, 

during her Tokyo visit to promote 

the film, those in business are 

exploring how brand Bond might 

boost their sales.

Jaguar Land Rover launched 

its Range Rover Sport SVR—which 

also appears in Spectre—at the 

an article on BCCJ ACUMEN’s 

exclusive interview with 

professional sumo wrestler, 

Goeido, published in October 

(page 8). Our thanks to Nina 

Oiki, BCCJ global sporting events 

assistant, for the introduction 

and follow-up.

In energy, Anglo–Dutch 

firm Unilever made a splash in 

November with its announcement 

that its Japan arm has become the 

first of its businesses worldwide 

to make its domestic operations 

completely carbon-neutral 

(page 37). 

kathryn wortley

kathryn@custom-media.com

Seizing chances

In business, media and tourism

PUBLISHER

big thanks
By Simon Farrell

I promised to write the rest of my acceptance 

speech for the Japan–British Society (JBS) 

award I received on 25 November (page 46) in 

this issue of BCCJ ACUMEN, so here goes.

I gratefully acknowledge, and share this 

award with, the brilliant and diverse crew of 

editorial, design, creative and business brains 

at Custom Media, producers of BCCJ ACUMEN, 

especially President Robert Heldt and Editor 

Kathryn Wortley.

I know that our loyal and vigilant proofreader 

and second copy editor prefers a low profile and 

due, unfortunately, to lack of space, I will also 

avoid naming others due such recognition.

Some of them have worked in their own time 

to help us make deadlines to produce the pro 

bono work we do for worthy causes such as 

Refugees International Japan.

Diversity at its best
As well as those from native-English speaking 

nations, can you believe we have worked this 

year with colleagues from nations as far apart—

geographically and culturally—as Mexico, Sweden, 

Switzerland, South Africa, France, Italy, and more?

Stress, deadlines and wet Monday mornings 

aside, they all ensure there is rarely a dull 

moment at Custom Media, and I probably don’t 

thank them enough.

This colourful mix is also testament to English, 

still by far the lingua franca for global business 

and innovation, which is at the core of our main 

projects, including BCCJ ACUMEN.

And finally, of course, my gratitude 

to HIH Princess Akiko of Mikasa, British 

Ambassador to Japan Tim Hitchens CMG LVO, 

and JBS for a memorable awards ceremony at 

the Imperial Hotel Tokyo.

Tokyo Motor Show, where it used 

imagery from the film.

Speaking in October about 

the ways in which his 13 years of 

Japan experience is helping shape 

the future of Aston Martin, Andy 

Palmer, chief executive of the firm, 

said it is as the car of James Bond 

that the brand may be best known. 

Indeed, the firm is launching an 

Aston Martin Secret Service, a VIP 

concierge package (page 33).

Meanwhile, in tourism, the 

Japan office of VisitBritain is 

hoping its promotion of the 

locations and lifestyle featured in 

Spectre will draw greater numbers 

of visitors to the UK (page 28).

Feeling festive

Many of you will no doubt enjoy 

some wine and cheese over the 

holiday season. This brings to 

mind a series of events held in 

Tokyo this year, at which the Japan 

office of the Welsh Government 

was encouraging people to try beer 

with their cheese. 

The initiative was part of a 

campaign to raise the profile of 

Welsh cheese and beer, helping 

producers enter the Japan market. 

BCCJ ACUMEN is pleased to 

report that there already has been 

some success with the products 

showcased (page 34). Watch out for 

new cheeses in shop fridges soon.

Finally, on behalf of all the team 

at Custom Media, I hope you have 

a happy, healthy and fun holiday 

with your loved ones, and very best 

wishes for 2016. 
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MEDIA

UK–JAPAN NEWS

NHK journal features 
BCCJ ACUMEN article

BCCJ ACUMEN has 
been featured in the 
January 2016 issue of 
the NHK G-Media 
Ozumo Journal.

The publication 
gave an overview of 
the October issue’s 
exclusive interview 
with professional sumo 
wrestler, Goeido, which 
was written by BCCJ 
Global Sporting Events 
Assistant Nina Oiki.

She arranged for the 
article to be featured 
in the popular journal 
about sumo. 

Speaking about the 
BCCJ ACUMEN article, 
Goeido told the NHK journal: “I am hoping that [through the article] 
people around the world will know, even a little, about sumo”.

Subsea trade mission  
to help study, business
Scottish Development International and The National Subsea Research 
Initiative (NSRI) have collaborated in a subsea trade mission to Japan, 
The Scotsman reported on 11 November. 

The NSRI will research Japanese initiatives to identify and harvest 
methane hydrates. The mission will also expose British businesses to 
market insights and partnership opportunities with leading Japanese firms. 

According to Gordon Drummond, NSRI project director, “UK firms 
could play a major role in helping Japan meet its energy targets, 
exporting the wealth of skills, innovation and experience honed 
in the North Sea”.

Boost to defence ties sought
Head of the UK’s Defence and Security Organisation, Stephen Phipson, 
has visited Japan to encourage industrial cooperation in defence and 
security, according to a press release issued on 6 November.

British firms are seeking industry-led partnerships with Japanese 
counterparts in submarine optronics masts, sensors, flying training 
technologies, air and maritime engine technology and cyber security.

Phipson said: “[British and Japanese] companies have many 
complementary technologies and I believe there are significant opportunities 
for us to explore joint UK and Japanese exports to third countries”.

Court ruling: UK lacks 
case against Olympus

The UK’s Serious Fraud Office (SFO) has dropped 
its two-year case against Olympus Corporation 
following the Court of Appeal’s ruling that 
misleading auditors is not a criminal offence 
under English Law, Japan Today reported on 
11 November.

Former Chief Executive Michael Woodford MBE 
blew the whistle on unexplained payments, 
resulting in a £1.1bn accounting scandal that 
was reportedly part of a plan to cover-up 
investment losses. 

The Court of Appeal’s decision is a blow to the 
SFO, which had been keen to test the law.

Round-the-world trip complete

British adventurer Sarah Outen MBE has 
completed her London2London: Via the World 
journey, and become the first person to row 
from Japan to Alaska, The Daily Mail reported 
on 3 November. 

Since her departure from London in April 
2011, Outen has cycled, kayaked and rowed 
25,000 miles across Europe, Asia and North 
America, aiming to raise £100,000 for charity. 

Hit by 80mph winds during a three-day 
tropical storm in 2012 while solo rowing across 
the Pacific, Outen was rescued by Japanese 
coastguards and restarted her trip after nine 
months of recovery. 

Sarah Outen MBE returns to Tower Bridge in London.
PHOTO: WWW.SARAHOUTEN.COM

The cover of the NHK G-Media Ozumo Journal
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First Scots–Japan whisky 
created to promote ties 

Former Arbroath councillor Jim Millar, who has been awarded for his 
work to promote the relationship between Scotland and Japan, has 
launched the world’s first Scottish–Japanese whisky, The Courier reported 
on 27 October. 

Designed to celebrate Thomas Glover, a 19th century Scots 
industrialist and the founder of Mitsubishi, The Glover blends 
Longmorn, Glen Garioch, and whisky from one of the few remaining 
casks of the renowned Hanyu Distillery.

Speaking of the creation, Millar said, “This encompasses trade, culture 
and, increasingly, education”, adding that “Those who have tasted it, tell 
us we achieved our goals”.

London safety tips for Games
Japan is seeking the UK’s help to secure Tokyo 2020 Olympic and 
Paralympic Games sites—and Tokyo’s transport network—from 
chemical, biological, radiological and nuclear attacks, The Independent 
reported on 13 November. 

An Olympics security seminar was held at the British Embassy Tokyo, 
and 20 UK firms attended a three-day trade show in Japan showcasing 
counterterrorist equipment.

Security Minister John Hayes said the UK was sharing best practice 
and is interested in selling its expertise.

Japan, UK in top five 
of global wealth ratings
In a new report that measures the total wealth amassed by individuals, 
Japan has been ranked the third-richest country in the world, with the 
UK in fifth place, City A.M. reported on 3 November. 

The US took first place, China second and Germany fourth. In terms 
of average wealth per person, the UK was ranked fourth with £97,904 in 
owned assets per individual, surpassing Japan’s £79,796. 

Between 2000 and 2015, Indonesia has had the most wealth growth 
among the top 20 countries, with a 362% increase, followed by China 
(341%) and Russia (253%). 

Expert reveals 
Bramley’s secrets

Horticulture Professor Dr Katzuhiro 
Matsumoto has carried out research on 
the Bramley apple in North England, the 
Nottingham Post reported on 14 November. 

He studied the science of the apple and its 
cultural value to the British people, as well as 
methods of caring for the orchards. In Japan, 
he said, apples are considered just food, not a 
cultural product. 

As part of his fact-finding visit, Matsumoto 
opened the Bramley Festival and Food Fair in 
Southwell, hosted by fruit farmer Suzannah 
Starkey and her family.

Samurai musical makes UK debut

A new musical from the Japanese theatre company 
30-DELUX is to make its UK debut at Stratford Circus 
Arts Centre in London, the Newham Recorder reported 
on 14 November.

Kuli-Kala: Revenge of the Samurai is an action-
packed production with music created by one of 
Japan’s top composers, Toshihiko Sahashi.

Lynne Hobday, the only British cast 
member, was hired to write the English lyrics 
and then became the storyteller. She said Sahashi 
has long dreamed of taking an original 
Japanese musical to London and 
presenting it to the UK—and 
the world. 

Ayumi Shimozono plays a ninja warrior in the production.
PHOTO: 30-DELUX

Representatives of Anglo–Japanese organisations attended the whisky launch.
PHOTO: GREG MACVEAN
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EXECUTIVE DIRECTOR

A s another year draws 

to a close at the British 

Chamber of Commerce 

in Japan (BCCJ), we can look back 

with satisfaction on how we’ve 

strengthened our community, 

taken on new challenges and 

delivered bigger and better events. 

The very VIP visit

In February, we welcomed to 

Japan Prince William, The Duke of 

Cambridge, who launched the UK 

government’s Innovation is GREAT 

campaign. One of the treasures 

in my 2015 memory box are the 

numerous letters we received 

following the duke’s visit to Miyagi 

Prefecture on 1 March. 

Local high school student 

Hitomi Tanimura wrote: “I told 

[Prince William] that we’d like to 

have more exchange programmes 

between Japanese and British 

young people. I appreciated that 

he listened to me, holding my hand 

and looking in my eyes. I believe 

that was the day when many young 

disaster survivors felt that a lot 

of [their] dreams will come true. 

Thank you so much. I love the 

United Kingdom!”

Sports

Supported by UK Trade & 

Investment, we made good 

What a year!

Reflecting on our achievements

lori henderson mbe

progress on our journey to share 

with Japan lessons learned from 

the London 2012 Olympic and 

Paralympic Games and the Rugby 

World Cup 2015. 

Via 10 BCCJ events, we 

showcased the expertise of 

speakers who have successfully 

delivered sporting extravaganzas, 

supporting knowledge transfer on 

a number of topics. These include 

leadership (Lord Deighton KBE 

in February), workforce planning 

(Jean Tomlin OBE in April), legacy 

planning (Sir Edward Lister in 

July), and volunteering (Rowan 

Conway in September). And 

who could forget our session, 

in September, with Mayor of 

London Boris Johnson—fresh from 

reportedly “flattening” a 10-year-

old schoolboy in an informal game 

EXECUTIVE DIRECTOR

of street rugby in Tokyo—during 

which he assured attendees that 

“2020 Olympicsceptics will be 

proved wrong”. 

Events

In total, we have delivered 38 

events in 2015, welcoming more 

than 2,000 guests to sessions 

ranging from intimate, strategic 

briefings to the big splash, 

black-tie glamour of the British 

Business Awards. 

We’ve also enjoyed greater 

engagement of Japanese members, 

particularly at our seminars on 

diversity and inclusion. Our event 

summaries and learning—much of 

which has been led and supported 

by member firms—are detailed on 

the BCCJ website. 

The magic

I am often asked how we do it all. 

The answer? You! We are fortunate 

to have support from talented 

people of all ages who devote time 

to our mission: strengthening 

UK–Japan business ties.

I end the year with a heartfelt 

thank you to everyone who has 

participated in BCCJ events and 

activities, and to everyone who has 

played a part in our success.

Wishing you and yours a 

fabulous festive season ahead. 

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

GOING THE EXTRA MILE

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

Icon Partners
Supply Chain Talent Specialists

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

Nominee, 2014 British Business Awards
Company of The Year
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MEDIA

JAPAN NEWS
BY MARK SCHREIBER

same-day deliveries transform e-business

Major Internet retailers in Japan are proving 

to be no laggards in the race to deliver goods 

ever more quickly. The Shukan Economist 

(10 November) reported that logistics service 

providers are teaming up to expedite shipments 

over the so-called last one mile, speeding up the 

process from already prompt next-day deliveries 

to even quicker same-day deliveries. 

While the latter promise to be a boon to the 

major logistics firms, other types of business 

can also be expected to tap into the field and 

reap benefits. 

The first step in response to an order is 

picking, which involves locating and selecting 

200,000–300,000 items of merchandise stored at 

a distribution centre. Next, the item is wrapped 

and then sent to the delivery service. As speed 

and accuracy are of the essence, building an 

efficient system has become a fine art. 

Using large distribution centres as collection 

points has made next-day deliveries possible, 

but has not eliminated local-level limitations. 

Major Internet retailers understand that, in 

areas with a high concentration of people, more 

distribution centres are needed. Beginning with 

Tokyo, then moving on to the greater Nagoya, 

Osaka and northern Kyushu areas, the centres 

have been dispersed, so as to bring them closer 

to more customers. 

In areas surrounding Tokyo Bay and at 

points adjacent to the nearly completed 300km 

Ken-o Expressway that encircles greater Tokyo, 

planning and construction of new distribution 

facilities have been particularly conspicuous. 

However, some differences can be found in 

firms’ approaches. Amazon Japan understood 

the nature of its business model from the 

start, and undertook distribution on its own. 

Supported by nine subsidiary firms around 

the country, it has undertaken the building of 

large-scale distribution centres that represent 

considerable investments. 

Amazon Japan also makes its logistics 

available to other firms, serving in a 

subcontractor capacity for various storage and 

order-processing services. 

Another Internet sales giant, Rakuten, has 

begun proposing similar fulfilment services 

to firms selling goods via its Rakuten Ichiba 

shopping centre. Referred to in the trade as 

third-party logistics or 3PL, they are propelled 

by offerings that combine the lorry terminals of 

transport firms with storage facilities. Examples 

include Yamato Transport’s Haneda Chronogate 

and Atsugi Gateway complexes where, following 

picking and packing, the ordered goods are 

swiftly loaded onto lorries to be sent to their 

destinations. 

To alleviate the growing lack of available staff, 

robots are being increasingly used. Although 

costly, they are fast becoming necessary to 

improve the functioning of distribution centres.

Shorter delivery times are already spawning 

new types of service. On 15 September, Amazon 

Japan launched its Amazon Pantry service, 

which delivers processed—but not fresh—food 

items and sundry goods. These are offered 

exclusively to Amazon Prime subscribers. 

top hits of 2015 
Ranking each year’s hitto shohin (hit products) 

has been a fine science in Japan since the 

Nikkei Marketing Journal started its sumo-style 

banzuke listing in 1971. It was from around the 

early 1970s that Japan’s consumer preferences 

began to shift away from the stereotypical and 

diversify, requiring businesses to apply more 

innovative marketing efforts. 

Originally, the rationale behind hit product 

rankings was to recognise goods and services 

that grasped new directions in the marketplace 

or succeeded in generating new demand. 

Following the bursting of the economic 

bubble in the early 1990s, hits took on new 

importance by defying the prolonged business 

slump, achieving growth at a time when other 

competitors were struggling. 

The December issue of Nikkei Trendy 

awarded this year’s first place to the 

Hokuriku Shinkansen line, which links 

Tokyo with Kanazawa City in Ishikawa 

Prefecture in just 2.5 hours. The line has 

almost doubled passenger demand, 

compared with conventional rail traffic 

Goods for distribution are loaded at Yamato Transport’s Haneda Chronogate complex in Tokyo.
PHOTO: YAMATO HOLDINGS CO., LTD.
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welcoming older workers 

Japan’s National Institute of Population and 

Social Security Research projects that, by 2025, 

the percentage of Japanese people aged 65 and 

over will have increased from 26.8% currently to 

30.3%. The percentage is expected to hit 33.4% 

by 2035. 

The Nikkei Marketing Journal (16 October) 

reports that more firms are embracing the 

employment of seniors in their workforce. 

The Skylark family restaurant chain has 

adopted a re-employment system for regular 

staff who wish to remain on the job after age 

65, providing for an extension up to age 70. 

This policy also covers part-time workers. 

The 7-Eleven convenience store chain has a 

similar policy in force in Fukuoka, Osaka and six 

other prefectures. Likewise, those seniors in the 

55–75 age segment who are capable of providing 

technical support are being hired at PC Depot 

computer shops. 

Tokyo-based Tenpos Busters, Inc., which 

markets kitchen equipment, abolished its 

compulsory retirement age in 2005. 

Atsushi Morishita, the firm’s founder, 

explained that, rather than giving special 

consideration to older workers, he 

encourages them. 

top hits of 2015 
the previous year, making it a boon to the local 

tourist trade. 

In second place was the Akutagawa 

Prize-winning novel Hibana (Spark) by 

Naoki Matayoshi. The runaway bestseller sold 

more than two million copies in five months. 

Third was inbound travel business: the 

burgeoning number of visitors from abroad, 

which has roughly doubled over the past five 

years. Among the salient features of the visitors—

particularly the Chinese—is the practice of 

bakugai (literally, explosive buying), which is 

expected to push total annual expenditures by 

foreign visitors past the ¥3trn mark. 

The Nikkei Trendy’s top five was rounded 

out by donuts at convenience store chains—

with projected annual sales of 400mn donuts 

for a total of ¥40bn—and a variety of food 

seasonings and condiments with a coconut oil 

base. This new health fad appeared from out of 

nowhere to grab a market worth ¥20bn. 

While many items on the list of hitto shohin 

reflect similar consumer trends in other 

countries, only three foreign products made it 

to the top 30, probably fewer than in average 

years. They were the Apple Watch (10th place); 

the Gillette Fusion men’s shaver (17th); and 

Oakland, California-based Blue Bottle Coffee 

(19th), which opened its first two outlets in 

Tokyo (Kiyosumi and Minami Aoyama) earlier 

this year. 

The three wins by Japan’s national team in 

the Rugby World Cup 2015 has set off a wave of 

enthusiasm for the sport, greatly boosting the 

prospects for the successful hosting of the next 

tournament four years hence. 

Tokyo-based Tenpos Busters, Inc. employs older workers.

“Work while paying attention to your 

physical condition”, he said.

About one-third of Tenpos Busters’ 200 

regular staff are over 65. While some resigned 

within a few months of being hired, due to job 

incompatibility, a high percentage stayed with 

the firm. 

“It’s necessary to understand that there are 

certain limits to the range of tasks to which 

seniors can be entrusted”, said Tatsuya Uedo, 

editor of an, a magazine specialising in position-

wanted listings for older workers. 

Uedo added that it can be difficult to make 

such determinations across the board. 

“It’s important to ask seniors what they feel 

they can do, and then deal with each one on an 

individual basis”, he said.

According to a 2014 internal survey by 

publishing giant Recruit Holdings Co., Ltd., 

56.7% of respondents aged 60–64 said they 

wished to continue working after they reach the 

age of 65, while 16.6% said they hoped to retire. 

Research carried out by the International 

Labor Organization shows that, of the world’s 

seven major economies, Japan has the highest 

percentage of working males aged over 

65 (28.8%).
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In a recent Financial Times 

article, Risto Siilasmaa, 

chairman of Nokia, introduced 

a word that he feels is one of the 

most important in Finnish culture. 

Sisu, he explained, means “a mix of 

perseverance, determination, guts. 

Never give up. Go through a brick 

wall”. The Japanese equivalent is 

konjo, but I am not sure we have 

one word to convey this feeling 

in English.

British Business Awards

I had good cause to consider 

this last month, when I had the 

privilege of welcoming a record 

number of British Chamber 

of Commerce in Japan (BCCJ) 

members and guests to the 

2015 British Business Awards 

(BBA). This was an opportunity 

to recognise and celebrate 

the achievements of 30 award 

nominees, and I wanted to 

describe one of the qualities that 

enables them to be so successful. 

Ultimately, I chose a different 

word: resilience.

It’s easy to post great results 

when the economy is booming, 

but it is resilience that provides 

the foundation on which great 

businesses can build, excel and 

innovate in both good times and 

bad. All of the nominees, and in 

particular the award winners, 

Resilience  
in business

Celebrating success and looking ahead

individuals, including in-kind 

and raffle sponsors. The BCCJ is 

extremely grateful to them for their 

generous contributions that helped 

make the evening so special.

Boost from sport

Given that the BBA followed so 

closely on the heels of the hugely 

successful Rugby World Cup 2015, 

I could not resist commenting 

on the magnificent displays of 

Scotland and Wales in reaching 

the quarterfinal stage—albeit 

they would have liked to go further. 

The performance of the UK 

economy also gave cause for cheer 

as retail sales grew by a stronger-

than-expected monthly rate of 

1.9% in September. In fact, the 

Office for National Statistics cited 

the event as a key driver for a surge 

in food and beer sales.

Season’s greetings

As we approach the end of 

December, the BCCJ’s New Year 

resolution will be to continue 

bringing its members the people 

who matter. I therefore hope you 

will join us for the shinnenkai 

(New Year party) on 27 January. 

In the meantime, on behalf of 

the BCCJ, I wish all our members 

a relaxing holiday season, and 

a peaceful and prosperous start 

to 2016. 

david bickle

@BCCJ_President

have shown an amazing array 

of qualities that differentiate 

themselves from their peers. Yet, 

if you look into the heart of what 

makes each one successful, I am 

sure you will find overwhelming 

reserves of strength and resilience, 

which are qualities to which we 

should all aspire.

Although the BBA celebrates 

individual excellence, the event 

was the outcome of an outstanding 

team effort. Like any team, 

the BBA had its Most Valuable 

Players, who are worthy of special 

mention, in particular, the BCCJ 

Executive Committee’s BBA task 

force—led by Simon Farrell and 

Trevor Webster—and Jaguar Land 

Rover Japan Ltd., the headline 

sponsor. We also received support 

from a great number of firms and 

PRESIDENT
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BCCJ 2015  
British Business Awards

by julian ryall
photos by antony tran

Ambassador Tim Hitchens CMG LVO, BCCJ President David Bickle and BCCJ Executive Director Lori Henderson MBE spoke to guests about British business.

The 2015 winners in six categories received their awards 
from British Ambassador to Japan Tim Hitchens CMG LVO.



bccjacumen.com  17

W hen the British business 

community in Japan comes out 

to celebrate its successes and 

achievements, it does so in style. And so it 

was again this year, when a record number of 

members of the British Chamber of Commerce 

in Japan turned out on 13 November for the 

2015 British Business Awards.

Held at The Palace Hotel Tokyo, the eighth 

annual awards ceremony was the largest event 

organised by the chamber in its 67-year history, 

with 285 BCCJ members and their guests sitting 

down to a sumptuous British-themed meal, 

entertainment and recognition of business 

talent in this country.

Organisers said demand was so strong that 

dozens of additional seats could have been sold. 

Next year’s awards ceremony may need to find 

an even larger venue.

The headline sponsor for the evening was 

Jaguar Land Rover Japan Ltd., with two of the 

brands’ vehicles attracting envious glances 

outside the main entrance to the hotel.

The glittering evening commenced with a 

champagne reception overlooking the moat 

and the Imperial Palace. Guests were also able 

to sample from the smooth Fever-Tree and 

Sipsmith gin and tonic bar, courtesy of Whisk-e 

Ltd., as well as the more punchy Punk IPA 

by BrewDog.

Nominees for the evening’s awards were 

invited to be photographed while British 

classics selected specially for the evening 

by Guy Perryman played.

The doors to the ballroom—bathed in 

red, white and blue—opened at 7pm, with 

guests entering to the spirited sounds of The 

Conductors Party Band performing yet more 

British hits, including numbers by David Bowie 

and Amy Winehouse.

The recreated tolling of Big Ben summoned 

revellers to their seats, with Perryman and 

Madoka Kato once again acting as masters 

of ceremony for the evening and inviting 

David Bickle, BCCJ president, to make some 

opening remarks.

Bickle expressed his deep gratitude to the 

40 member firms of the chamber that had 

supported the ceremony, which would see six 

TOP STORY

1. Jaguar Land Rover Japan’s chief executive 

Magnus Hansson pictured outside the venue.

2. Guests received whisky to enjoy at their tables.

3. Dr Greg Story, president of Dale Carnegie 

Training Japan, won a prize.

4. Masters of Ceremony Guy Perryman and 

Madoka Kato pose in James Bond style.

5. The main course was roast beef tenderloin 

and truffle sauce.

6.  Guests took part in a game of heads and tails.

7.  BCCJ Executive Committee Member Jonty 

Brunner presented a prize to the heads 

and tails winner.1

2

4

6

3

5
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companies and individuals selected as winners 

from among 30 nominations.

Tips from sport
Unsurprisingly, given the recently concluded 

Rugby World Cup in England, Bickle highlighted 

the Japanese side’s stunning performance, 

particularly against the mighty South African 

Springboks, as an example of what is similarly 

needed to succeed in business in Japan.

“Tenacity and persistence are indeed fine 

qualities for sports persons and I think you can 

combine the essence of these into the word 

resilience”, he said. “And for most people and 

businesses, where success does not come easily, 

you’ve certainly got to be resilient to survive.

“Looking beyond rugby, I think it is resilience 

that enables people and businesses to get up 

after being knocked down”, he added. “It’s easy to 

post great results when the economy is booming, 

but it is resilience that provides the foundation 

on which great businesses can build, excel and 

innovate in both good times and bad.

“Our nominees tonight have shown an 

amazing array of qualities to stand out from 

the crowd, but if you look into the heart of 

what makes each one successful, I think you 

will find overwhelming reserves of strength 

and resilience, which are qualities to which we 

should all aspire”.

Best British fayre
After the toast, guests were served six courses 

from a Great British Menu. Champagne and 

wine pairings, including a 2013 Berrys’ New 

Zealand Sauvignon Blanc Seifred and a 2010 

Coteaux de la Loire Vieille Seve, were provided 

by Berry Bros. & Rudd.

To start the meal, guests enjoyed Scottish 

smoked salmon served with pickled onions, 

caviar horseradish cream and blini, followed 

by creamy asparagus soup and seared scallops. 

The excellent roast beef tenderloin came with 

a truffle sauce, crushed potatoes and seasonal 

vegetables, and was followed by carrot cake 

with cream cheese frosting and stout ice cream 

before coffee and sweets were served.

After the diners had recovered their 

composure, British Ambassador to Japan 

Tim Hitchens CMG LVO was invited to the 

stage for the main event of the evening: the 

presentation of the awards.

Speaking to BCCJ ACUMEN afterwards, he 

said it had been a “great pleasure” to once again 

be able to present trophies to the deserving 

winners of the awards, in recognition of their 

successes here.

Leading in innovation
“Japan is Britain’s biggest export market, after 

Europe, the US and China, and was worth 

£10.1bn in 2014, continuing the strong trend of 

growth from £8.2bn in 2011, despite the strong 

sterling headwinds”, he added.

“From Airbus winning contracts with JAL, to 

Britain winning valuable contracts in nuclear 

decommissioning, Japan continues to be a 

challenging but rewarding market for innovative 

British businesses.

“Through our Innovation is GREAT 

campaign, we are showcasing the UK as a global 

leader in innovation—from electric vehicles 

to offshore wind—and promoting partnership 

between the UK and Japan by engaging and 

influencing business, research institutes, 

government and the general public.

“The 2020 Olympics and Paralympics are a 

major opportunity for the British companies 

that helped make London 2012 such a success, 

TOP STORY

The lively atmosphere drew guests to the dance floor.

The Conductors Party Band performed a selection of British hits.





bccjacumen.com  21

in areas ranging from design to cyber security”, 

he added.

Celebrating success
For the fourth year, the trophies were created 

by British artist Kate Thomson of Ukishima 

Sculpture Studio in Iwate Prefecture. 

The first prize to be awarded was for 

Entrepreneur of the Year, a category that 

demanded the five nominees demonstrate 

entrepreneurial spirit. It went to Junko Kemi, 

who founded the women’s business apparel 

brand Kay Me International Ltd. in 2011.

The award for Community Contribution 

came next as law firm Hogan Lovells fought off 

strong competition from five other companies. 

It was commended for its Citizenship 

Programme, under which all of the company’s 

staff complete 25 hours of volunteer work 

every year.

The third award of the evening was for the 

best UK–Japan Partnership and was awarded 

to Hitachi, Ltd. Rail Systems Company and 

the UK Department for Transport, for their 

collaboration on an £82mn railway vehicle plant 

in County Durham.

The Person of the Year Award was different; 

it was chosen by BCCJ members via an online 

vote, with Rob Williams emerging victorious 

for leading the Knights in White Lycra cycling 

group, which raises funds for communities in 

Tohoku that were devastated by the Great East 

Japan Earthquake and tsunami.

Accepting his award, Williams emphasised 

that the knights’ work is on-going, and urged 

members of the chamber to “put on your lycra 

and join us”.

Five firms were nominated for the 

Innovation Award, which went to Business 

Link Japan K.K. for its dedicated digital platform 

designed to increase exports from the UK 

to Japan.

TOP STORY
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& Investment
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headline sponsor
Jaguar Land Rover Japan Ltd.

sponsors
Freshfields Bruckhaus Deringer 
Thermo Fisher Scientific K.K.

in-kind sponsors
Berry Bros. & Rudd 
BrewDog Japan 
Isle of Arran 
Leica Professional Store Tokyo 
Ogilvy & Mather 
Syn Songs 
Whisk-e Ltd

media sponsors
Custom Media K.K.
Financial Times Ltd.
Guy Perryman

A number of firms also donated 
a selection of prizes for the raffle 
and goody bags.

Sponsors Judges

Guests enjoyed a six-course British gala dinner.

The final award of the evening went to 

the Company of the Year, with Ove Arup & 

Partners Japan Ltd. taking the accolade for 

its achievements working with the Tokyo 

Metropolitan Government and the organising 

committee for the Tokyo 2020 Olympic and 

Paralympic Games.

The awards ceremony ended with guests 

playing a game of heads and tails to win a 

pair of business class tickets to any of British 

Airways’ European destinations, before 

attendees moved on to an after-party in 

the Yamabuki Foyer. 
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1. COMPANY OF THE YEAR

Arup  
(Ove Arup & Partners Japan Ltd.)

Operating in Japan for 26 years, Arup has 

established a position as virtually the only 

foreign engineering consultancy in Japan. The 

firm has successfully completed a number of 

high-profile projects and cemented its reputation 

for creative design, technical excellence and 

strategic management. 

In 2015, Arup was appointed design 

engineer for the Aquatics Centre to be built 

for the Tokyo 2020 Olympic and Paralympic 

Games. This appointment is in addition to its 

on-going advisory role to the Games’ organising 

committee on venue brief review, as well as 

transport, security and sustainability.

2. ENTREPRENEUR OF THE YEAR

Junko Kemi (Kay Me International Ltd.; 
Winning Women Network)

In the fiercely competitive ladies apparel market, 

Kay Me International has carved out a niche 

by becoming a problem-solving brand that 

addresses the needs of modern, professional 

women. 

After starting with limited financial 

resources, founder Junko Kemi used her 

marketing and consulting background to analyse 

data and identify trends in the market. From 

a start-up in 2011, Kay Me had a turnover of 

£1.2mn in fiscal 2014. For the current year, 

that turnover is projected to grow to £2.2mn, 

with female newscasters and actresses 

wearing Kay Me designs.

3. UK–JAPAN PARTNERSHIP

Hitachi, Ltd. Rail Systems Company 
and the UK Department for Transport

In September 2015, Hitachi Rail joined with 

the UK Department for Transport and Prime 

Minister David Cameron at the official opening of 

an £82mn rail vehicle manufacturing facility in 

County Durham. It was an occasion that marked 

the return of railway manufacturing to its home 

in the North-East of England. 

The facility is building the new InterCity Express 

trains for the East Coast and Great Western main 

lines, and the AT200 commuter trains for Scotland.

With a history that dates back to 1910, Hitachi 

Rail entered the British market with the new 

V-Train 1 in 2002. The fleet remains one of the 

highest performing and most reliable in the UK.

TOP STORY
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4. COMMUNITY CONTRIBUTION

Hogan Lovells Horitsu Jimusho 
Gaikokuho Kyodo Jigyo

Hogan Lovells operates a Citizenship Programme 

and a Breaking Barriers Programme. Under the 

former, the firm’s staff and lawyers carry out 25 

hours of citizenship work a year, which adds up 

to close to 2,000 pro bono hours in support of 

charities and aid organisations each year.

The firm is providing legal support in the 

run up to the 2020 Paralympic Games. It also 

helped kimono makers in Tohoku, assisted 

O.G.A. For Aid, organised the collection of books 

for Chikkyuu no Gakkou, and took part in Run for 

the Cure for cancer. 

The Breaking Barriers Programme is designed 

to support Japanese female in-house counsel.

5. INNOVATION

Business Link Japan K.K.

Already successful in bringing together British 

exporters and the Japanese market, Business 

Link Japan K.K. offers the world’s first dedicated 

digital platform designed to further increase 

exports from the UK to Japan. The core objective 

of the project is to break the mould of traditional 

business methods, to utilise technology to speed 

up the flow and to provide businesses with 

access to relevant, high-quality information. 

Having overcome a series of challenges, 

the project is now a comprehensive site, which 

welcomed 35,000 UK business visitors in 2014. 

Business Link Japan aims to increase that to a 

total of 60,000 in the next 18 months.

6. PERSON OF THE YEAR 

Rob Williams

Synonymous with the Knights in White Lycra—the 

group of cyclists that again this year cycled from 

Tokyo to Minamisanriku in Miyagi Prefecture and 

raised ¥6.8mn for O.G.A. For Aid—Rob Williams 

is instrumental in numerous other fund-raising 

and community-building efforts in Japan. 

He organises monthly Brits at Lunch events 

that bring together the expat community and help 

build new business relationships and friendships. 

The group’s annual fundraising drives have 

benefited another Tohoku relief project and TELL.

Williams also runs the Tokyo Brits Facebook 

page that supports, without charge, small British 

businesses and entrepreneurs in Japan.

4 6

5



BCCJ British Business Awards 2015 Person of the Year 
Rob Williams sincerely thanks members for their personal 
support and sponsorship of Knights in White Lycra (KIWL). 

In 2016, KIWL will raise funds for Mirai No Mori 
(www.mirai-no-mori.jp), which provides summer camps 
and supports programmes for disadvantaged children in 
homes around Japan. 

The aim is to fund at least 20 children through three summer 
camps and interim programmes, nurturing self-worth and 
better preparing them for adult life.

     For details on how you, your fi rm and employees can get involved: www.kiwl.net or email: info@kiwl.net

Knights in White Lycra Charity Cyclists

Help provide life-changing outdoor programmes to neglected, abused and orphaned children in Japan

British Business Awards

SPONSORS 

WANTED!
WANTED!

The team at Business Link Japan is 
delighted and honoured to receive 
the 2015 British Business Award 
for Innovation, in recognition of the 
development of the Export to Japan 
digital platform.

We would like to thank the companies 
and other organisations who have made 
this possible, including our strategic 
partners: UK Trade & Investment, the 
British Chamber of Commerce in Japan, 
and British Airways.

Our vision is to assist UK companies 
to export easily and frequently, and 
to create value for the Japanese 
economy by generating trade and 
inbound investment.

The Journey has just begun, 
and winning this award is great 
encouragement for us to continue 
with our mission to support the 
growth of both the UK and Japanese 
economies. 

Thank you
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by kathryn wortley

R eflecting on the dramatic 

changes in the global 

economy over recent 

years, Lord Patten, chancellor of 

the University of Oxford, recently 

gave a status report on the world’s 

major players and hinted at what 

might be expected from them in 

the future.

With insights gained from a 

long career in politics, including 

13 years as an MP, as well as his 

position as last governor of Hong 

Kong and former chairman of 

the BBC, Patten was the guest 

speaker at the British Chamber of 

Commerce in Japan event, “Who 

will win in the 21st century?”, 

on 20 October.

“It’s very difficult to think 

of a single global problem that 

we could solve without either 

American leadership or at least 

without America making a major 

contribution”, he told the audience 

at the Grand Hyatt Tokyo. Yet, he 

said, “America is no longer able on 

its own to simply lay out terms for 

solving international problems”.

He pointed out some of that 

country’s characteristics: its 

defence expenditure is equal 

to that of the next 10 spenders 

combined; it is home to 42 of the 

world’s 50 best universities; and 

its approach to immigration is 

very open. 

While over the next 30–40 

years, the population of Europe 

is expected to fall 20%, the 

population of the US is expected 

to increase substantially. In fact, it 

is the only developed country that 

can expect to see this trend.

The US has “an extraordinary 

capacity for self-renewal and 

a terrible political system: 

increasingly excessively partisan, 

with more checks than balances”, 

he added.

Meanwhile, according to 

Patten, Europe requires reform for 

it to become competitive on the 

global stage, as it once was.

“In the 19th century, one of 

the reasons for Europe’s success 

was that our share of the world 

population went up from a fifth to 

a quarter. Europe was growing very 

rapidly—and exporting people—

but above all, creating prosperity 

through that demographic”.

Not enough money is spent 

on research and development, 

he said, adding that Harvard 

University receives 80% of 

NEXT GLOBAL PLAYERS

Predicting the future role of the US, Europe and China

its research income from the 

government. This is double the 

percentage that the University of 

Oxford receives—a trend that can 

be seen across Europe.

Also with a key part to play 

globally are the countries that have 

turned into emerging markets and 

joined the world economy.

“When China or India, for 

example, start to play catch-up 

on the rest of the world, the 

consequences are, of course, 

extraordinary”, he said.

In 1965, the US was responsible 

for 37–38% of world income. 

Now, the total is 22%. This can be 

seen as an example of American 

decline. But it also shows that, 

while emerging markets are 

behind Europe, Japan and the US 

in terms of capital growth and 

capital income, they are making 

a big difference in aggregate on a 

world scale.

• US likely to play major part 

in solving world problems

• Emerging markets to have huge 

impact on global economy

• Shared values will be important 

in political relations

China’s economy has grown 

by more than 8% a year in all but 

eight of the past 35 years. By the 

2040s, in terms of population, 

India’s is expected to be very 

young, economically active and 

the world’s largest, followed by that 

of China. 

“China is moving from labour 

surplus to labour shortage more 

rapidly than any society in human 

history”, he said. 

Yet, there are problems. 

These include air pollution, 

water shortages and concerns 

about the political system. 

Even the last Chinese prime 

minister, said Patten, declared 

that the Chinese model is 

unsustainable for demographic 

and environmental reasons.

“The secret of growth over 

the last century and a half or 

two centuries has been found 

in those countries that have 

managed to produce inclusive 

political systems, which have 

meant that you have them 

sustained by incomes of 

economic systems”, he said. He 

added that the future lies with 

those who can manage the balance 

between inclusive political and 

inclusive economic systems, in 

the way the US, Japan and Europe 

have done.

Speaking of UK–Japan ties in 

the future, Patten said that “shared 

values will be a very important 

element in any political diplomatic 

relationship”. 

BCCJ EVENT

Lord Patten (centre) and BCCJ Executive Committee Members at the event in October





SALES FORECAST FOR THE NEXT 6 MONTHS

by paola catamo

W hile those who 

responded to the latest 

Foreign Chambers 

in Japan Business Confidence 

Survey were less positive about 

the economy than when polled 

in April, they remained upbeat. 

They showed greater optimism 

than before regarding sales and 

profitability. 

Conducted on 20–30 October, 

the poll received 240 responses 

from members of 13 foreign 

chambers of commerce and 

business organisations in Japan. 

On an index using a scale 

from +2 (strong improvement) to 

-2 (strong decline), those in the 

financial sector were most positive 

about Japan’s economic situation 

for the next six months (+0.59), 

followed by those in the service 

sector (+0.25). Manufacturing 

sector respondents were not 

optimistic (+0.00). 

For the next 12 months, 58% 

of pollees said they foresee an 

improving economy, while 17% 

expected a decline.

Some 68% of pollees reported 

improved sales (+0.71; previously 

+0.71) and 60% improved 

profitability (+0.60; previously 

+0.50) over the previous six 

months. North American firms 

outperformed the European ones 

in both areas. 

When asked the reason 

behind the changed business 

performance, 55% of pollees 

credited it to their own efforts. 

Abenomics was given as a reason 

by 6% of pollees. 

From October to April, 77% 

of pollees said they foresee 

improved sales and 68% improved 

LESS POSITIVE,  
BUT STILL BULLISH

Optimism on sales, profitability and growth

profitability, while 6% expected a 

decline in sales and 7%, a decline 

in profits. 

The firms’ strategies continue 

to be bullish: 75% wanted growth, 

21% their level to be sustained, and 

only one firm (0%) was considering 

withdrawing from the market. 

Pollees in European chambers 

were asked about the impact of the 

EU–Japan Free Trade Agreement. 

• Financial, service sectors most 

optimistic on next six months

• Three quarters of firms surveyed 

have a growth strategy

• Majority positive about 

EU–Japan Free Trade Agreement 

Some 52% said it would be good 

for their business and that of Japan, 

while only 2% said it would not.

The next survey will be 

conducted in April. 

Full report:  

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

This survey is sponsored by Asian 

Tigers and MOS Tax Corporation.

SURVEY

SUCCESS

WISDOM
LEADERSHIPLEADERSHIP
SKILL
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44th Tokyo Motor Show 2015 
With a promise that “Your heart will race,” the 44th Tokyo Motor 

Show 2015 showcased concept cars, world premieres by top 

brands, mobility, renewable energy, IT and transport infrastructure.
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Diane Kichijitsu (left) was one of the drivers on the cross-country relay.

The roadshow was hosted by the British 

Embassy Tokyo and the British-Consulate 

Osaka over 11 days in September as part of the 

Innovation is GREAT campaign that had been 

launched in February by Prince William, The 

Duke of Cambridge.

Speaking at the departure ceremony, British 

Ambassador to Japan Tim Hitchens CMG LVO 

said the UK automotive sector has driven an 

unprecedented demand for components.

 “In the two years to 2014, sales from 

UK suppliers to UK [original equipment 

manufacturers] grew by £1bn, with 19% 

growth in 2014 alone. This presents a unique 

opportunity for businesses to invest into the UK 

supply chain” he said, adding that the UK is the 

motors export gateway to Europe and the world. 

In 2014, over 78% of vehicles produced in the 

UK were exported to more than 100 countries.

Also sending off the Leaf on the cross-

country relay, were First Minister of Wales 

Carwyn Jones, British racing driver Struan 

Moore—who served as a driver—and Senior 

Vice-president of Nissan Motor Corporation, 

Hitoshi Kawaguchi. 

W rapped from bonnet to boot in 

the Union flag, it is no surprise 

that the Nissan Leaf turned 

heads on its Japan road show. A symbol 

of a successful UK–Japan partnership, its 

striking imagery—together with social media 

details—was designed to attract attention and 

start conversations in the hope of sparking 

future innovation.

INNOVATION

From respected heritage 
to futuristic vehicles

By Kathryn Wortley

top tech  
and brands  
turn heads

The Nissan Leaf visited staff at ANA.
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Kawaguchi believes the UK’s position as 

the birthplace of the Industrial Revolution has 

resulted in its rich manufacturing heritage. And, 

with the UK’s globalised economy, it is one of 

the most innovative countries in the world.

“It is for this reason that Nissan supports 

Innovation is GREAT”, he said.

Having set up its UK operations in 1984, 

the firm has had a long and successful history 

there. With its Sunderland plant—the largest 

manufacturing site in Europe—having received 

a £100mn injection for the production of the 

next generation of the firm’s Juke Crossover 

model, this trend looks set to continue. The 

move secured the plant’s position beyond 2020 

and will support more than 6,000 jobs.

The compact hatchback is the firm’s first 

electric battery vehicle, which produces no 

greenhouse gas emissions, and has been 

manufactured in Sunderland since 2013.

Affectionately named Sir Winston following 

a Name the Leaf competition that attracted 

more than 100 entries, the vehicle left Tokyo for 

Kanagawa Prefecture before travelling to Kyoto, 

Osaka and Kobe. Along the route, the team 

visited the Nissan Technical Center, as well as a 

number of British firms and Japanese suppliers. 

Among the drivers taking part in the 

cross-country relay was Osaka-based rakugo 

(comic storytelling) performer Diane Kichijitsu 

from Liverpool.

“There was a great reaction from people 

everywhere we went”, she told BCCJ ACUMEN. 

“So many people told me how much they 

love Britain”.

Kichijitsu was pleased that the initiative 

showed the old meeting the new. “There were 

plenty of great opportunities to show a modern 

Nissan car looking very British in a traditional 

Japanese setting”, she said.

British motors on show

Also tapping into the UK’s reputation for 

innovation is Jaguar Land Rover, which 

presented eight of their newest models 

at the 44th Tokyo Motor Show in October 

and November.

Showcasing their three royal warrants, iconic 

images of London, and a Union flag, the stand 

focused on the firm’s British heritage. That 

is particularly fitting this year, as Land Rover 

marks its 45th anniversary and Jaguar celebrates 

80 years of business.

“This stand is British ingenuity at its best”, 

said Dr Ralf Speth, chief executive of the firm. 

“Since the Industrial Revolution, Britain has 

always been an innovation-led nation”. 

According to Speth, this British innovation 

is at the heart of everything Jaguar Land Rover 

will do in the future, helping them deliver 

products that do more than offer a great driving 

experience.

“We know that autonomous vehicles will 

play a crucial role in the industry and we 

are developing exciting products to keep us 

at the forefront, including the world’s first 

autonomous off-roader.

“We want the technology in our cars to be 

like a discreet on-board butler, taking the grind 

out of the daily drive to work”, he added.

This year’s stand saw the Japan debut of 

Jaguar’s first performance SUV—the F-PACE 

First Edition—and Land Rover’s fastest and 

most powerful vehicle, the Range Rover 

Sport SVR.

INNOVATION

“Since the Industrial Revolution, Britain has 

always been an innovation-led nation”.

Jaguar Land Rover presented eight of their newest models at the Tokyo Motor Show.

Dr Ralf Speth, chief executive 

of Jaguar Land Rover





Described by Speth as a “radical new Jaguar” 

and a “family sports car”, the F-PACE features the 

global debut of the Jaguar Activity Key: Jaguar’s 

first wearable technology. The waterproof, 

shockproof wristband has an integrated 

transponder system that allows the key fob to be 

locked inside the vehicle, making life easier for 

sports people such as surfers and skiers. 

Pointing out that the firm does not aim for 

volume, but rather concentrates on the quality 

of the customer experience, Speth said that of 

the mere 2,000 units on sale worldwide, 50 are 

available in Japan.

The firm is delivering a combination of the 

best British design, pioneering research and 

creative engineering, he added, pointing out 

that the cars are cleaner, greener, safer and 

better to drive than before.

Bond means business

On unveiling the Range Rover Sport SVR, 

Speth said it was “truly worthy of a James Bond 

movie”—a nod to its use in the latest film of the 

series, Spectre, which had its world premiere 

in London.

Also featured in the film is the DB10 from 

Aston Martin, another iconic British brand. 

Speaking in Tokyo in October, Chief Executive 

Andy Palmer recognised the importance of 

James Bond to Aston Martin—an association 

that, beginning in 1964 with the film Goldfinger, 

has continued until today (see page 33). 

But it is not only firms that have grasped 

the potential of Spectre to promote their 

goods and services. In recognition of people’s 

growing desire to experience what they 

see on screen, VisitBritain has launched a 

global Bond is GREAT campaign to boost 

inbound tourism. 

The Tokyo office, in partnership with Sony 

Japan, sent an influential YouTuber to London 

in September. As part of the press visit, delegates 

travelled in the Range Rover Sport SVR and test 

drove an Aston Martin. They also had a tour of 

the film’s locations, including Blenheim Palace 

and the River Thames, and were taught how to 

mix the perfect Martini—Bond-style.

The UK’s culture and heritage, particularly 

its domestic film industry, is one of the main 

attractions for global visitors, who spend 

£26.2bn a year in Britain. 

INNOVATION

The Range Rover Sport SVR is featured in the new James Bond film Spectre.
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by julian ryall

A ston Martin, that 

quintessentially British 

luxury sports car, is 

having omotenashi injected into 

its DNA thanks to a new chief 

executive who spent 13 years in 

this country.

Dr Andy Palmer was appointed 

chief executive of Aston Martin 

Lagonda Ltd. in late 2014, after 24 

years working for Nissan Motor 

Corporation in both the UK and 

Japan. He has swiftly set about 

building on the brand’s impressive 

reputation for quality and luxury 

from nose to tail—a reputation 

that also made it the vehicle of 

choice for Britain’s most famous 

secret agent.

Key to that ambition is the 

commitment for “entertaining 

customers wholeheartedly” that 

Japan has elevated to an art form.

“My relationship with Japan 

has given me a great education in 

terms of putting the customer first 

and putting the customer above 

everything else”, said Palmer, who 

was in Tokyo in October to attend 

the Tokyo Motor Show. 

“The key principle that I 

fully came to understand and 

appreciate during my time [in 

Japan] is … the needs of the 

customer. So, every time we 

design a new car, we now start 

with who the customer is.

“We know that luxury 

customers demand not only the 

finest in quality and craftsmanship 

from the product, but they also 

demand that same quality from the 

experience and the relationship 

with the luxury brand that they buy 

into. In that respect, Aston Martin 

as a company has looked to Japan 

for its inspiration”, he said. 

“Specifically, that means that 

we try very hard to adopt the 

principles of omotenashi, which 

is to truly welcome our owners 

and would-be owners into our 

world”, he added. “Omotenashi is 

a profound, first-class concept of 

unique hospitality with customer 

satisfaction at its core.

“And perhaps, more than any 

other car brand, Aston Martin is 

extremely well positioned to not 

simply sell superb luxury sports 

cars but, in addition, offer a truly 

special experience”.

Palmer used his visit to Tokyo 

to announce the launch of Aston 

Martin Secret Service. It is a 

bespoke programme inspired 

by omotenashi that provides 

a dedicated VIP concierge 

service for Aston Martin owners, 

as well as a number of additional 

JAPAN KNOW-HOW  
TO BOOST UK FIRM

How the spirit of hospitality is shaping Aston Martin

money-can’t-buy experiences. 

These include track days in Japan 

designed to give drivers a true 

understanding of what an Aston 

Martin is capable of, and design 

workshops with the firm’s chief 

creative officer.

The programme has been 

launched in Japan solely for 

owners of the Aston Martin 

Vanquish flagship model, but 

Palmer believes it has relevance 

for the firm’s customers around 

the world. It will “become the new 

global standard for customer care”, 

he said.

And all that, of course, is on top 

of a range of cars that turns heads. 

Palmer said his task is to turn 

heads in more markets outside 

the UK.

“I think it would be almost 

inconceivable to speak to 

somebody in the UK who 

doesn’t know Aston Martin”, he 

said. “It’s as tangible as a London 

taxi or a red bus or telephone 

box, and an intrinsic part of our 

history. However, as we move 

• Iconic British firm looks to Japan 

for business inspiration

• New services, approach to focus 

on putting customers first

• In 102 years, Aston Martin has 

made just 70,000 cars

overseas, it gets a little bit less 

well known.

“We need to take this great, 

iconic brand that is probably 

best known for racing or the car 

of James Bond, and we need 

to improve the familiarity and 

explain that 102-year history of 

craftsmanship”, he added.

In all that time, Aston Martin 

has made just 70,000 cars—a 

number that Nissan’s plant in 

Sunderland, in comparison, turns 

out in a couple of weeks—and only 

half of those have been exported. 

A mere 2,000 cars have been 

exported to the up-and-coming 

BRIC nations of Brazil, Russia, 

India and China, underlining 

the potential that still exists for 

the firm.

“We need to nurture new 

innovation in technologies that 

embody future Aston Martin 

products but, at the same time, 

preserve the magic that lies behind 

the brand”, Palmer said. “So, as I 

lead the company into its second 

century, I am solely focused 

on ensuring that Aston Martin 

becomes sustainable and relevant 

in the long term.

“Aston Martins always need to 

be rare and they always need to be 

exclusive”, he added. “However, 

we believe we can grow carefully 

and organically by making this 

fantastically strong brand relevant 

to buyers who would never 

normally have considered buying 

an Aston Martin”. 

MOTORS

Dr Andy Palmer, chief executive of Aston Martin Lagonda Ltd.
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Not renowned for their wines, the Welsh 

played to their considerable strengths 

by staging a cheese and beer evening 

at The Foreign Correspondents’ Club of Japan 

in May. 

Organised and hosted by the Welsh 

Government Japan office, in cooperation with 

the St. David’s Society Tokyo, the event was one 

of a series in Tokyo this year designed to raise 

the profile of Welsh cheese and beer. It came on 

the heels of two successful promotional events 

in March—Foodex 2015 and a Wales tourism 

seminar—and was followed by a showcase at 

the British Embassy Tokyo in September. 

The May event attracted about a dozen 

firms, the majority of which were making their 

first foray into the Japanese market with their 

distinctive products. Guests were able to taste 

samples of these, as well as a selection of small 

dishes made using Welsh cheese by chefs from 

the embassy.

Anyone wanting to lay their hands on high-

quality, imported cheese or ales was, not long 

ago, required to shop at one of Tokyo’s specialist 

supermarkets—and pay the requisite high 

prices. But Bartlett-Imadegawa, president of the 

society, said things are changing. 

“I believe the Japanese are increasingly 

getting a taste for good cheese and they’re 

turning away from the cheddar that is just 

churned out”, she told BCCJ ACUMEN. 

Takeharu Nakajima, chief representative of 

Japan for the Welsh Government, said the event 

had been well received.

“The makers here have added some 

interesting flavours—from herbs to whisky—and 

you can see that the Japanese are enjoying them 

all”, he told BCCJ ACUMEN, adding that it’s a 

similar situation with the craft ales that were 

being poured. 

“They love the fact that these are niche, 

unique products, they love the fact that many 

here are also produced by appointment to the 

British royal family and others have official seals 

of approval”, he said, pointing to recognition 

such as Protected Designation of Origin. 

FOOD & DRINK

CHEESE  
AND …  

BEER 

Welsh reps show top produce  

with distinctive pairings

text and photos by julian ryall
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This label indicates a foodstuff that originates, 

and is produced, in a defined geographical area 

with characteristics linked to that place. 

Wales has a proven track record of 

welcoming Japanese firms, including big names 

such as Sony, Konica, Fujitsu and Brother, 

which have all set up shop in the country.

Among the manufacturers present at the 

event were the Snowdonia Cheese Company 

Limited. Based in Rhyl, the firm had brought 

a selection of coloured wax-coated natural 

cheeses, with names such as Green Thunder, 

Bouncing Berry and Ginger Spice. 

Similarly popular was the award-winning 

Organic Golden Cenarth, made by Caws 

Cenarth, in Camarthenshire, along with the 

firm’s organic Perl Las, a bold, blue-veined 

cheese, and the Lancych Mature, which, bound 

in cloth and aged for six months, is a cross 

between Parmesan and cheddar. 

The showcase event has quickly borne fruit, 

according to Nakajima, with Japanese importers 

snapping up a number of products for the local 

market, while the Welsh government Japan office 

is exploring using the cheeses as ingredients for 

a number of food businesses in Tokyo.

The cheeses were complemented perfectly 

by the ales that were poured, such as the bottled 

microbrews—produced by the Purple Moose 

Brewery Ltd. in Porthmadog—ranging from 

pale ale to rich, dark bitter. 

The Celt Experience brand of draft beer 

attracted a number of new fans, as did Tiny 

Rebel Brewing Co.’s selection of bottled beers. 

The Dirty Stop Out, a smoked oat stout, flowed 

freely, while there was a great deal of interest in 

Cwtch, a Welsh red ale, Billabong, an Australian-

style pale ale, and The Full Nelson, a pale ale 

that uses New Zealand hops. 

“It is very important that we do events like 

this because Wales is too small a market for 

these companies, and they have some great 

products that deserve to be available in markets 

like Japan”, said Nakajima. “These companies 

do not always understand overseas markets, so 

we see this as an opportunity to bring the two 

sides together”.

“For Japanese, cheese is still primarily 

considered a French, Italian or Dutch product, 

which means that consumers here are aware 

of different varieties of cheese, so what we 

need to do is to educate them about the high-

quality products that are being made in Wales”, 

he added.  

FOOD & DRINK
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by lucy alexander

W hen Prime Minister 

Shinzo Abe called for 

new carbon emissions 

targets at the 21st United Nations 

Climate Change Conference 

in Paris earlier this month, he 

may not have been aware that, 

back in Tokyo, one of the world’s 

biggest firms was already leading 

by example.

On 1 November, the Japan 

division of Unilever, the Anglo–

Dutch multinational consumer 

goods company, became 

completely carbon-neutral in 

its domestic operations. It now 

replaces its domestic energy 

consumption in Japan with 

equivalent investments in local 

renewable sources.

Unilever first had to calculate 

the carbon footprint of its Japanese 

operations. These include the 

head office in Nakameguro, five 

sales offices across the country, 

two factories (in Shizuoka and 

Kanagawa prefectures), two 

Lipton tea shops in Kyoto and 

Ginza, four Ben & Jerry’s ice cream 

parlours, and every ice-cream 

freezer of the brand in Japan. The 

combined energy use amounts to 

3,600 tonnes of carbon per annum.

The firm then matched this 

total with an equivalent amount 

of renewable energy that it feeds 

back into the national grid. This 

is done via the Japan Natural 

Energy Company Limited (JNEC), 

which buys power from a range of 

domestic sustainable suppliers.

“We’re still taking electricity 

from the same power lines 

supplied by Tepco and Chubu 

Electric, but the feed into those 

power lines is coming from a 

natural source”, said Andrew 

Bowers, Unilever Japan’s supply 

chain director. “There’s an energy 

farm that’s inputting renewable 

energy at the same rate that we’re 

consuming it”.

Unilever is one of the first 

firms in Japan to make its 

domestic business completely 

carbon-neutral, Bowers believes. 

“We know that other corporations 

have similar schemes, but we 

couldn’t find anyone else who 

is using renewable energy for 

their entire domestic operations”, 

he said.

The scheme builds on an 

earlier commitment, also achieved 

this year, to recycle all Unilever’s 

CARBON-NEUTRAL FIRST

Japan office of Anglo-Dutch firm makes green promise

non-hazardous waste. Now, none 

goes to landfill.

“This is not a global off-setting 

scheme”, Bowers added. “We are 

investing in infrastructure in Japan 

that directly feeds what we consume 

from. We are also actively working to 

reduce our consumption of energy 

to ensure more people have access 

to renewables and that overall grid 

capacity is not reduced”.

Japan’s commitment to climate 

change targets has been under 

strain since the 2011 Fukushima 

disaster, when its entire nuclear 

industry was shut down and 

nuclear energy was replaced 

by fossil fuels. Despite this, 

environment ministry data shows 

a 3% fall in Japan’s greenhouse gas 

emissions for the financial year 

that ended on 31 March, 2014. This 

was thanks to a national energy-

saving campaign.

• Firm hopes its green move will 

be catalyst for change

• Carbon footprint matched with 

equal amount of renewable energy

• Scheme builds on work to recycle 

all of firm’s non-hazardous waste

In Paris, Abe committed Japan 

to developing “revolutionary 

technologies” for storing and 

generating renewable energy, 

with the details to be outlined in 

a new energy and environment 

innovation strategy in the spring.

In November, Paul Polman, 

Unilever’s global chief executive, 

announced that, by 2030, the 

firm would source all its energy 

worldwide from renewable grid 

sources. Bowers said that the Japan 

operations are “15 years ahead of 

Unilever’s global aspirations”.

From next year, all Unilever 

Japan products manufactured 

in-house will carry JNEC’s green 

power logo. However, this only 

accounts for 32% of Unilever 

items sold in Japan, as the rest 

are imported or contracted to 

other factories. These third-party 

suppliers are Bowers’ next target. 

If the extended supply chain can 

be brought to comply, 90% of 

Unilever’s products sold in Japan 

will be carbon-free. The firm hopes 

the remaining balance of imported 

items will catch up through its 

global commitments. 

 “It’s a small cost for a large 

investment in the world”, Bowers 

told BCCJ ACUMEN.

Eventually, he wants to work 

with the wider industry and 

hopes Unilever’s efforts will prove 

contagious. 

“I don’t want to use this as a 

competitive angle”, he said. “I want 

it to be a catalyst for change”. 

ENERGY

The Japan Natural Energy Company Ltd. and Unilever Japan signed a pact in November.
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by dr greg story

One of the dubious 

delights of running an 

international business in 

Japan is dealing with the Mother 

Ship or it’s regional hub spin off. 

Trying to explain Japan to those 

who don’t know it has always 

proved tremendously character 

building for me. Having left the 

corporate treadmill to work for 

myself, I mistakenly thought I 

had kissed goodbye to all that 

pathetic nonsense. Alas, the 

long arm of ignorance regarding 

Japan continues to reach out and 

challenge me. Today, I live the 

frustration vicariously through my 

clients here in Japan. They have to 

deal with their version of hell—HQ 

or regional hub “know-nothings” 

located outside Japan.

Joint ventures and partnerships 

are a fun time. Japan is low on the 

detailed contractual side of the 

equation. In Japan, the basic idea 

is that we don’t need reams of 

legal language because the venture 

will or won’t be a success based 

on how well we can trust each 

other and work collaboratively. 

If it doesn’t work out, then we 

should walk away and not bother 

with courts, litigation, claims and 

compensation. We need to focus 

on the bigger picture of success 

and how to achieve it, and so a 

handshake is all we need.

A typical day in the life of the 

Japan representative is explaining 

to HQ why the Japan business is 

not tracking as expected when 

the agreement was previously 

concluded. In one client’s case, 

the original expectations proved 

to be a misalignment of skill sets 

and targets. The Japanese side 

had the sales force to cover the 

market but not the expertise 

to cover it appropriately. Sales 

were uninspiring compared with 

the original expectations in the 

business plan.

What was the Mother Ship’s 

solution? Fly in the Americans 

from HQ to berate the Japanese at 

board meetings about their poor 

sales performance. Shame them 

into action to sell something. 

The local representative was 

encouraged to keep the pressure 

on by using these same name 

and shame tactics between board 

meetings: the verbal-beatings-will-

continue-until-morale-improves 

type of approach. The US HQ-led 

strategy was going down a treat 

HQ INVARIABLY GETS IT 
WRONG ABOUT JAPAN

Why localisation is key

with the local Japanese partners, of 

course, as trust and collaboration 

rapidly disintegrated.

Training delivered locally, to 

those selected from within the 

existing sales force, was the better 

solution. This sounds like a logical 

step, but convincing HQ to do so 

was painstaking. The HQ’s view 

was to send in trainers from the 

regional hub, which in the Asia 

Pacific generally means Singapore 

or Hong Kong. Who did they 

choose to send to Japan? The HR 

team was the preferred option 

which, excitingly, meant a rapid 

fire, fast-talking Chinese team 

member coming to Japan and 

conducting the training in English. 

“It’s okay, the team can speak 

English”, is how HQ normally sees 

it whenever language and cultural 

issues are flagged locally. That 

assumption of English capability 

is extremely optimistic in my 

• Risks exist in using global 

approaches to train staff

• Cultural understanding is 

key for successful delivery

• Using training to achieve higher 

productivity is the target

experience. Machine-gun style 

delivery of English, combined 

with an unfamiliar accent and no 

cultural sensitivity, is just one of 

those genius combinations that 

many an HQ unleashes on the 

innocent and blameless.

English comprehension of 

50–60% is the maximum we can 

probably expect from staff up until 

lunchtime, after which it rapidly 

spirals down. This is not a very 

effective way of training local staff 

in Japan. Delivering the training in 

the mother tongue, with cultural 

understanding, is the base line. On 

top of that, having trainers who are 

highly skilled is where the leverage 

can really be applied.

The whacky ideas of HQ are 

often amusing, at least for the first 

15 seconds of hearing them, but 

the global training approach has 

proved fraught with failure. “The 

training was completed, check the 

box”, is not an outcome. Taking 

the training and applying it to 

deliver higher productivity is the 

only acceptable outcome. This is 

a bit difficult, though, if you can’t 

understand most of the training in 

the first place. 

Globally delivered training 

in English rarely produces any 

residual value for firms, so you have 

to wonder why HQ keeps repeating 

the same mistake? It doesn’t 

have to be like this. It’s time for 

organisations to wise up and listen 

to the local representative’s advice 

on what works best in Japan. 

TRAINING



Suits from $395 (¥47,000) 
Blazers from $275 (¥33,000)
    

       
 

Tuxedos from $595 (¥71,000)
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by joanna lundt

W hile studying German 

and linguistics at 

university, I was 

delighted to see something different 

on the list of subsidiary subjects: 

Japanese. “Whenever are you going 

to use that?”, my friends asked. Little 

did they know that 10 years later 

I would be living and working in 

Japan, married to a Japanese.

In 2005, the Japan Exchange 

and Teaching (JET) Programme 

brought me to a sleepy town in 

Toyama Prefecture, nestled in 

a patchwork of rice fields and 

surrounded by the Fukumitsu 

mountains. I still remember the 

moment I was dropped off at my 

little apartment in the middle of 

what seemed like nowhere; the 

air was heavy with humidity and 

cicada song, and local farmers 

were busy working in the fields. 

Later that day, as I entered the 

village high school at which I was 

to work as an assistant language 

teacher, I asked myself how I, very 

much a European city girl, had 

landed in rural Japan.

My journey had begun three 

years earlier when the firm I was 

working for in Berlin became 

insolvent. On searching job 

advertisements, I found the 

Embassy of Japan was looking 

for a native English speaker with 

German and basic Japanese. 

Within a month, I had started 

my new position as an advisor, 

delivering press briefings to the 

ambassador, writing speeches, 

editing and translating. The 

Japanese embassy resembled a 

mini Japan on German soil and I 

found it fascinating.

Three years of working there 

made me curious to learn more 

about Japan and, after a 10-day 

holiday in Tokyo and Kyoto, I was 

enchanted. Although I was settled, 

with friends and a job I loved, I 

decided it was time for a change.

Applying to the JET Programme 

turned out to be the beginning of a 

great adventure. The Japanese have 

a saying, oshieru wa manabu no 

nakaba (teaching is half learning). 

While I taught children English and 

gave them insights into European 

life and culture, I learned from 

the community the secret of a 

good nabe (hotpot), methods of 

cockroach extermination, and 

WHERE ARE THEY NOW?

From cultural exchange to PR to the BCCJ

how silence in a conversation is as 

important as words. As it turned 

out, this European city girl had a 

lot to learn.

My adventure continued to 

Tokyo, where I taught Japanese 

returnee students at a high school. 

The teaching advice and cultural 

insights I gained during the JET 

Programme were invaluable. I 

became increasingly aware of 

the different educational needs 

of various cultures and minority 

groups, and how important the 

adoption of intercultural policies 

is, not only in schools, but at a 

national level. 

I developed an interest in 

diversity issues, the challenges 

faced by minorities in Japan, and 

intercultural communication. I 

realised this interest in my next 

career step working for a PR firm as 

a member of an international team 

implementing communication 

campaigns for foreign firms 

entering the Japan market.

In 2007, I married. As my 

husband works for the Japanese 

foreign office, we were posted to 

Vienna and Berlin between 2009 

and 2014. At the Freie Universität 

Berlin, I attained a Master 

of Education in intercultural 

education. My thesis focused on 

Japanese burakumin (descendants 

of outcast communities who are 

often victims of discrimination). 

Upon our return to Japan, I 

provided intercultural business 

training to both Japanese 

staff and foreign clients as a 

communications specialist at a 

PR consultancy in Tokyo. 

This year marks my 10th 

anniversary since arriving in 

Japan with the JET Programme 

and I continue to contribute to 

international exchange. I am now 

working at the British Chamber 

of Commerce in Japan where I 

am delighted to play a part in the 

promotion of business and cultural 

ties between the UK and Japan, and 

to be working in an organisation 

that promotes diversity and 

inclusion in the workplace. 

My path will continue to lead 

me to many more countries and 

exciting experiences. But the 

path will also always return to 

Japan, which has now become 

my home. 

JET

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

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

grassroots international exchange between Japan and other nations. 

This column features former JET Programme participants who keep the 

idea of fostering mutual understanding firmly at heart.

Joanna Lundt delivered cooking lessons to students while on the JET Programme.
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On 30 November, the 

Business Development 

Center TOKYO (BDCT) 

invited foreign businesspeople and 

their Japanese representatives to 

its Invest Tokyo Seminar 2015. 

Hosted by Tokyo Metropolitan 

Government (TMG) with 

cooperation from the Japan External 

Trade Organization (JETRO), 

the event had guest speakers 

from central government, the US 

embassy in Tokyo and JETRO. 

Addressing a packed house, 

Vice-governor of Tokyo Nobuhiro 

Maeda said the city is to become 

a place where foreigners and their 

families can live with ease. With 

international schools, hospitals 

that employ foreign staff, and street 

signs in English, Maeda said Tokyo 

will be reborn in time for the 2020 

Olympic and Paralympic Games.

Echoing Maeda’s encouraging 

remarks was Yutaka Fujiwara, 

deputy director of the Office 

for Promotion of Regional 

Revitalization at the Cabinet Office. 

He pointed out the important 

functions of the country’s nine 

National Strategic Special Zones—

one of which is Tokyo—that are 

designed to reduce regulations and 

promote economic growth.

Similar sentiments were shared 

by Toshitake Kurosawa, deputy 

director-general of the Trade and 

Economic Cooperation Bureau 

at the Ministry of Economy, 

Trade and Industry. During his 

presentation, Kurosawa touched 

on the Japan Revitalization 

Strategy, which was launched 

two years ago to boost economic 

recovery following years of 

stagnation. 

He stressed the investment 

opportunities that are likely to 

arise from ongoing international 

trade negotiations, national 

corporate reforms and trade 

promotion schemes. These include 

the recently announced Invest 

Japan initiative, a conference led 

by ministers to discuss institutional 

and other barriers to investment. 

While planning to reduce the 

corporate tax rate, Kurosawa said 

the government is increasing 

efforts to support investment into 

the regions and provide support 

for small and medium-sized 

enterprises.

The keynote speaker was 

Andrew Wylegala, director of 

commercial service at the US 

embassy in Tokyo. Wylegala’s 

speech touched on a number of 

issues such as US–Japan relations, 

the opportunities arising from 

the 2020 Olympic and Paralympic 

Games, and Tokyo’s growing 

reputation as a city that can 

attract world-class talent and 

investment.

Other speakers included 

Tomotsugu Iwata, director of the 

Invest Japan Coordination Division 

at JETRO, and Noriko Adachi, 

director for National Strategic 

Special Zone Coordination at 

TMG, who spoke about Tokyo’s 

initiatives to support foreign firms 

and entrepreneurs.

Attendees heard from a foreign 

entrepreneur and a Japanese 

representative of an administrative 

scrivener office in Tokyo who have 

benefitted from BDCT’s services—a 

highlight of the seminar.

Jamie Gehrke said: “I came 

across the BDCT by searching 

online. Since registering the 

company, consultants at the 

centre have helped us with all 

of our questions regarding the 

set up of the business, as well 

as in understanding national 

insurance and pension premiums, 

and tax structures, including 

corporate tax”. 

Gehrke, who hails from 

Scotland, is a founding partner of 

soon-to-be-launched e-commerce 

retailer Accio Tokyo. 

Reflecting on the seminar, 

Adachi from TMG said: “We 

had a very high turnout. Those 

who came had won a lottery to 

PUBLICITY

MAGNETIC TOKYO

Invest Tokyo Seminar 2015 

draws foreign affiliated firms

attend; the event was actually 

over-subscribed. So we are very 

happy to see a high level of interest 

in TMG’s activities to attract 

foreign companies.

“This year, Tokyo is working with 

UK Trade & Investment to organise 

seminars in London, including 

those related to fintech [business 

based on using software to provide 

financial services] and provide 

support to various companies 

from the United Kingdom seeking 

investment opportunities in Japan”, 

she added. “If you need support, 

we welcome you and are willing to 

help. So please do not hesitate to 

contact us”.

In addition to receiving 

information packs about BDCT 

and JETRO, seminar guests 

engaged in an informative Q&A 

session, and had the opportunity 

to network. 

Also included was a tour of 

the Tokyo One-Stop Business 

Establishment Center (TOSBEC) 

that, along with BDCT, is located in 

Ark Hills in Minato Ward. TOSBEC 

unifies the procedures that foreign 

firms and start-ups need to follow 

when setting up in the city.

Created with the aim of making 

it easier for foreign-affiliated 

businesses to thrive, BDCT 

provides a complete service for 

foreign firms doing business in 

Tokyo. Working with partners, the 

centre also organises information 

dissemination events, such as the 

Invest Tokyo Seminar 2015. 

BDCT provides a complete 

service for foreign firms 

doing business in Tokyo.
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text and photo by julian ryall

A little over 70 years ago, Roy 

Welland and Taiji Urayama 

were trying to kill each 

other as British and Japanese forces 

clashed in Kohima in northeast 

India. Last month, at a reception 

held in the British Embassy Tokyo, 

these two veterans of one of the 

fiercest—but least known—battles 

of World War II shared tea and 

cake, and shook hands.

“It’s wonderful to be here in 

Japan”, said Welland, from Essex. 

“Everyone has been so friendly. 

And as for today’s meeting, well 

there are no words.

“It’s rather overwhelming”, the 

94-year-old former sergeant in the 

Royal Berkshire Regiment added. 

“But this is why we do it. It’s about 

these simple moments which carry 

a lot of meaning”.

Welland also met Mikio 

Kinoshita, who served as a 

sergeant in the Japanese Railway 

Construction Army on the 

infamous Burma Railway. 

The three men exchanged gifts 

to mark an event arranged by the 

UK Foreign & Commonwealth 

Office as part of efforts to foster 

reconciliation this year, which 

marks the 70th anniversary of the 

end of World War II.

Welland presented the two 

Japanese veterans with photos of 

the Battle of Kohima memorial, 

which stands on the site of some 

of the most savage fighting. In 

return, he received a specially 

made tie from Urayama and a 

traditional wooden doll made by 

Kinoshita’s daughter.

Welland was part of a special 

forces unit that saw action in 

Norway before his regiment was 

transferred to the Far East. 

As late as 1944, Japanese forces 

were still advancing in South-East 

Asia and were planning to invade 

India through northern Burma. 

All that stood in their way were 

small and lightly armed British and 

Indian units that were given the 

task of defending the hill towns of 

Imphal and Kohima, and halting 

the Japanese advance.

In an interview in The 

Independent shortly before he 

travelled to Japan, Welland said 

that he has struggled with his 

memories of the battle, which 

raged from early April until late 

June 1944, and claimed the lives of 

at least 70 of his friends.

TEATIME TOGETHER 
70 YEARS ON

World War II veterans meet in Tokyo

“I can bring it forward and I 

can push it to the back of my mind, 

but you never forget it”, he said. 

“I can’t explain why, but it was 

pretty rough and there was a lot 

of hand-to-hand fighting. Kohima 

was the worst.

“You were stepping over bodies 

all over the place, just lying around, 

and the smell alone made you feel 

sick”, he said. “We were told to hang 

on and let them charge at us, with 

these Japanese officers screaming 

their heads off like maniacs.

“We hated them, of course we 

did. But you’ve got to hate, because 

you couldn’t stick a bayonet in a 

man if you didn’t”, he added. “It’s 

either them or you”.

The British had 4,000 casualties 

at Kohima and a further 12,500 

at Imphal. The victory—at great 

human cost—enabled the British 

to launch a new offensive to clear 

• Event was part of efforts 

to foster reconciliation

• World War II veterans from both 

sides exchanged gifts

• British veteran wants to help 

build bridges in future

the Japanese from northern Burma 

and go on to conclude the war in 

South-East Asia.

Of the 85,000 Japanese who took 

part in the initial assaults, 53,000 

were killed or listed as missing.

Speaking at the reception, 

British Ambassador to Japan 

Tim Hitchens CMG LVO said the 

terrible losses on both sides must 

be remembered.

“When we talk about history 

and reconciliation, we can neither 

celebrate nor condemn the past”, 

he said. “We can only attempt to 

examine the human condition.

“This year is the 70th anniversary 

of the end of World War II and 

we remember the tremendous 

losses on both sides, but we also 

recognise the tremendous changes 

that have occurred since then.

“And although these men 

fought on different sides, they meet 

here in friendship”, he added.

Welland travelled to Japan 

for the first time last year, after 

meeting the daughter of a Japanese 

veteran at a meeting of the Burma 

Star Association in the UK.

This year, he attended the 

Remembrance Day Memorial 

Service on 11 November at the 

Commonwealth War Cemetery in 

Yokohama, and says he intends to 

return to build bridges with more 

Japanese veterans in the future.

“I want to keep doing things 

like this for a few more years, if I 

can”, he said, while adding that 

“it just keeps getting better”. 

WAR

Front, from left: Taiji Urayama, Mikio Kinoshita and Roy Welland
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The A-List of Business Support & Outsourcing

Business Development Center Tokyo assists your firm to expand or establish business 

in Tokyo. It provides free business support services, including introduction to 

specialists and business matchmaking.

Business Development Center Tokyo

JP Tower (KITTE) B1

2-7-2 Marunouchi

Chiyoda-ku, Tokyo 100-7090

General business inquiry desk

03-6269-9981

contactus@bdc-tokyo.org

www.bdc-tokyo.org/en

AREAS OF EXPERTISE

Business support

• Assistance in various administrative procedures 

• Business development (consulting, business support etc.)

• Advice from experts in various fields

• Support in business matching

• Assistance in deciding office locations

Living support

• Information on hospitals, schools, nurseries etc. where foreign languages are 

spoken and/or understood

• Introduction to interpretation and translation services

CDS is a leader in bilingual executive search and recruiting services in Japan. 

Founded in 1998, with offices in Tokyo and Osaka, CDS is a trusted partner of clients, 

from large multinational corporations to small start-ups, on search assignments for 

country managers, senior to middle management and specialist roles. 

Highly specialised, research driven and headhunting focused, CDS provides both 

retained search and contingency search solutions, with practices across all major 

industries and functions. 

CDS is part of Recruit, Japan’s largest HR services provider, and is a member of the 

Association of Executive Search Consultants. CDS was recognised by Recruitment 

International Asia as Japan’s Executive Search Company of the Year in 2014 and 2015.

CDS (CDSi K.K.)

New Horizon Ebisu Bldg.

3-14-20 Higashi

Shibuya-ku, Tokyo 150-0011

John Tucker, chief executive officer

03-4550-6980

mail@cds-consulting.com

www.cds-consulting.com

AREAS OF EXPERTISE

Industry practices

• Technology

• Digital media and services

• Consumer goods and retail

• Healthcare and life sciences

• Real estate and property services

• Industrial and manufacturing

• Financial services

• Professional services 

Functional practices

• Finance and accounting

• Human resources

• IT

By building effective back-office functions, companies can achieve a variety of positive 

outcomes, such as better information and improved focus on core competencies. We 

can assist with all your needs. 

JBA Group

Nissei Hanzomon Bldg. 6F

1-3 Kojimachi

Chiyoda-ku, Tokyo 102-0083

Ichiro Waki, managing director

03-3512-7707

information@jbagroup.co.jp

www.jbagroup.co.jp/english/

AREAS OF EXPERTISE

We offer an extensive range of the following professional services based on our 

expertise: accounting (Japanese/US/IFRS), tax (corporate/ individual), human 

resources (recruitment of permanent/temporary staff), IT (implementation of 

accounting software), and outsourcing (bookkeeping/payroll/bank operation).
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Comprised of the combined operations of Michael Page, Page Personnel and Page 

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

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

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

by our global strength. In 2015, we received the Recruitment International Asia IT & 

Technology Recruitment Company of the Year Award.

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

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

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

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

Michael Page

Kamiyacho MT Bldg. 15F 

4-3-20 Toranomon  

Minato-ku, Tokyo 105-0001

Basil Le Roux, managing director

03-5733-7166

tokyo@michaelpage.co.jp

www.michaelpage.co.jp

AREAS OF EXPERTISE

We specialise in recruitment in the following areas:

• Accounting

• Banking & financial services

• Engineering & manufacturing

• Healthcare & life sciences

• Human resources

• IT

• Legal

• Marketing

• Procurement & supply chain

• Retail

• Sales

• Secretarial & office support

• Temporary/contracting positions

TMF Group is a leading global provider of high-value business services to clients 

operating internationally. We serve clients of all sizes and from all sectors, from small 

start-ups to large multi-nationals. 

TMF Group

Tokyo Club Bldg. 11F

3-2-6 Kasumigaseki

Chiyoda-ku, Tokyo 100-0013 

Dr Junichi Kato, managing director

03-3596-0123

japan-bd@tmf-group.com

www.tmf-group.com

AREAS OF EXPERTISE

We focus on providing corporate secretarial, accounting, tax compliance, capital 

markets expertise, private wealth management, HR and payroll services.

The A-List of Business Support & Outsourcing

Established in 1998, our firm of dedicated professionals provides tailor-made logistics 

solutions, customised to your particular needs. We embody the theme of relentless 

pursuit of transparency. 

OOCL Logistics focuses on serving customers with global sourcing and supply chain 

management needs, creating value through innovative end-to-end international 

logistics programmes. 

OOCL Logistics (Japan) Ltd.

STEC Bldg. 20F 

1-24-1 Nishi-shinjuku

Shinjuku-ku, Tokyo 160-0023

Takahisa Kashiyama, director

03-5326-2080

takahisa.kashiyama@oocllogistics.com

www.oocllogistics.com

AREAS OF EXPERTISE

• Domestic warehousing and transport services

• International supply chain management services

• Value creation through innovative end-to-end logistics programmes
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AWARDS

The 2015  
Japan-British  
Society Awards
Gongs for BCCJ ACUMEN publisher  
and cricket pioneer

The Japan–British Society (JBS) held its annual gala dinner on 

25 November at the Imperial Hotel Tokyo, featuring two awards 

and a special commemorative gift presented by HIH Princess 

Akiko of Mikasa. A guest speech was given by award-winning economist, 

author, broadcaster and Japan expert Peter Tasker. Based in Oxford and 

Tokyo, he first came to Japan in 1977.

British Ambassador to Japan Tim Hitchens CMG LVO—the JBS 

president—and JBS Chairman Yoshiji Nogami were among the 116 guests, 

as were a number of Japanese former ambassadors to the UK.

Each year, the JBS recognises “significant work in the field of Japanese–

British relations by individuals and organisations that has not otherwise 

been acknowledged”. One Briton and one Japanese are awarded.

Founded in 1908 “to encourage the study of things British and promote 

cordial relations between the peoples of the United Kingdom and Japan”, 

the JBS has about 2,000 members and is supported by some 100 Japanese 

and British firms.

Award-winning economist Peter Tasker made a speech. The VIP table included HIH Princess Akiko (left), Ambassador Tim Hitchens CMG LVO, and former Japanese 
Ambassador to the UK and JBS Chairman Yoshiji Nogami (right).
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AWARDS

KATSUAKI WADA
Former Executive Secretary 
Japan-British Society

Katsuaki Wada served as Japan–British 

Society executive secretary from 2004 to 

September 2015. 

The JBS board decided to express their 

appreciation by presenting Wada with a 

commemorative gift for his long and dedicated 

service to the society. Throughout his long 

service, he has made a great contribution to the 

activities and management of the JBS, especially 

through his unprecedented, self-sacrificing 

work to change the body’s legal status in 2012 

and relocate its office.

The event was held in the Imperial Hotel Tokyo’s Peacock Room East.

for helping japan-uk bilateral 
understanding and charities

for promoting cricket in Japan 
and related charity work

for long, dedicated and 
outstanding service

SIMON FARRELL
Publisher
Custom Media

Simon Farrell has been publisher and editor-

in-chief of BCCJ ACUMEN, the magazine of the 

British Chamber of Commerce in Japan, since 

launching it in 2009.

The business and lifestyle publication has 

developed from a bi-monthly, members-only 

format to a monthly magazine with a readership 

of some 60,000 in Japan and abroad. It is 

widely distributed, including insertion with the 

Financial Times, and can be found at airports in 

Tokyo, Hong Kong and London. 

By featuring a wide range of UK- and Japan-

related articles on business, lifestyle, culture, 

arts and sport, Farrell has greatly contributed 

to a better understanding between the 

two countries. 

He also carries out extensive pro bono work 

for UK-run charities in Japan.

NAOKI ALEX MIYAJI
Chief executive officer
Japan Cricket Association

Naoki Alex Miyaji has been the central figure for 

making the very British game of cricket better 

known and widely played in Japan. Partly thanks 

to him, nationwide there are now more than 

3,000 cricket players, including those at about 30 

university cricket clubs. 

Miyaji was first selected to represent 

Japan’s cricket team in 2000, after having 

played in several countries. In 2008, he became 

chief executive officer of the Japan Cricket 

Association, where he was instrumental in 

setting up the Cricket for Smiles development 

programme in Tohoku. Cricket for Smiles is 

designed to bring joy to children who suffered 

in the 2011 Great East Japan Earthquake 

and tsunami. 
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2

ARTS
1

21 NOVEMBER– 
21 FEBRUARY

Some Things Are Hard to Explain

This contemporary showcase is 

the first fully fledged exhibition in 

Japan dedicated to the work of UK–

based artists John Wood and Paul 

Harrison. Some Things Are Hard to 

Explain takes a light-hearted look 

at daily commodities, encouraging 

the audience to ask, “What’s going 

on there?”, and is divided into 

four categories: performance, 

animation, narrative and film.
ARTWORK: 100 Falls, 2013

NTT InterCommunication Center

Tokyo Opera City Tower 4F

3-20-2 Nishishinjuku

Shinjuku-ku, Tokyo 

11am–6pm (last entry 5:30pm)

Adults: ¥500 

Closed on Mondays and 

28 December–4 January.

»www.ntticc.or.jp/Exhibition/2015/

JohnWOOD_and_PaulHARRISON/

index.html

0120-144-199

◉ Free tickets

We are giving away five pairs of 

tickets to this exhibition.

2

22 DECEMBER– 
6 MARCH

Pre-Raphaelite and Romantic 

Painting from National 

Museums Liverpool 

Designed to highlight modern 

UK art using the theme “British 

Dreams”, the exhibition introduces 

about 65 watercolours and oil 

paintings of the Pre-Raphaelite 

UK EVENTS IN JAPAN
COMPILED BY 
KIYOKO MORITA

Brotherhood from the National 

Museums Liverpool. This group 

of museums and galleries is 

known worldwide for its collection 

of masterpieces by the Pre-

Raphaelite Brotherhood. 
ARTWORK: The Decameron, John William 

Waterhouse 1916; oil canvas
© COURTESY NATIONAL MUSEUMS LIVERPOOL, 

LADY LEVER ART GALLERY

Bunkamura

2-24-1 Dogenzaka

Shibuya-ku, Tokyo

10am–7pm (last entry 6:30pm) 

Open until 9pm Fridays and 

Saturdays (last entry 8:30pm) 

Closed on 1 and 25 January.

Adults: From ¥1,300

»www.bunkamura.co.jp/english/

museum/20151222.html

03 5777 8600 (Hello Dial)

◉ Free tickets

We are giving away five pairs of 

tickets to this exhibition.

3

13 JANUARY

Jamie xx

London-born Jamie Smith is a 

music producer, DJ, and member 

of band The xx, who won the 2010 

Mercury Prize. Smith released his 

first solo album as Jamie xx in June 

2015, and performs electronica, 

future garage and house music.

Akasaka Blitz

5-3-2 Akasaka

Minato-ku, Tokyo

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

Adults: From ¥5,500 

»www.smash-jpn.com/

live/?id=2396

03 3444 6751
3

1
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◉

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

name, address and telephone number by 21 December to: 

coordinator@custom-media.com.

Winners will be picked at random.

4

15 JANUARY

Paddington

Starring Hugh Bonneville, Sally 

Hawkins and Julie Walters CBE, 

this film is based on the original 

long-selling children’s series 

about a young Peruvian bear’s 

adventures in London. The books, 

which have been translated into 

more than 40 languages, have sold 

3,500mn copies worldwide. 
PHOTO: Distribution: Kino Films 
© 2014 STUDIOCANAL S.A. TF1 FILMS 

PRODUCTION S.A.S PADDINGTON BEAR™, 

PADDINGTON™ AND PB™ ARE TRADEMARKS OF 

PADDINGTON AND COMPANY LIMITED.

Toho Cinemas Scalaza Miyukiza 

(among other locations)

1-1-3 Yurakucho 

Chiyoda-ku, Tokyo

Various show times

Adults: From ¥1,800

»http://paddington-movie.jp/

050-6868-5013

◉ Free gift

We are giving away two original 

Paddington magnet bookmarks.

5

16–22 JANUARY
29–31 JANUARY  
5–7 FEBRUARY

National Theatre Live Frankenstein

Based on Frankenstein by British 

writer Mary Shelley (1797–1851), 

this film of a National Theatre 

performance features Benedict 

Cumberbatch and Jonny Lee 

Miller alternating roles as Dr Victor 

Frankenstein and his creation. 

Cumberbatch plays the doctor on 

16–22 January and the monster on 

29–31 January and 5–7 February. 

The production, directed by 

Danny Boyle, was a sell-out hit at 

the National Theatre in London 

in 2011. 
© CATHERINE ASHMORE

Bunkamura

2-24-1, Dogenzaka 

Shibuya-ku, Tokyo

Times to be released.

Adults: ¥3,000

www.bunkamura.co.jp/english/

cinema/20151103.html

03-3477-9264

6

18–19 JANUARY

Nothing But Thieves

A five-piece alternative rock group 

from Essex, Nothing But Thieves 

found success at Japan’s Summer 

Sonic festival this year. Their debut 

album entered the Official UK 

chart at No. 7.

18 January

Shibuya Duo Music Exchange

O-east Bldg. 1F 

Dogenzaka, Shibuya-ku, Tokyo

19 January

Umeda Club Quattro

Plaza Umeda 10F

8-17 Taiyuji-cho, Kita-ku, Osaka 

7pm (doors open 6pm)

Adults: From ¥5,500

»www.creativeman.co.jp/

artist/2016/01nbt/

03-3499-6669

6

5

4



For further details, please contact Noriko Ogawa and Yoshikazu Kutara 
+81 (0)3 4589 9410  |  qjapan@quintessentially.com
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COMMUNITY

BCCJ British Business Awards 2015

1

Back (from left): Susanna Brunner, BCCJ 

Executive Committee Member Jonty Brunner, 

British Ambassador to Japan Tim Hitchens 

CMG LVO, Lynda Christian, Brian Christian and 

Kate Thomson

Front: Sara Hitchens, BCCJ President David 

Bickle, Yu Koshiyama, Camilla Hansson and 

Magnus Hansson 

2

Noritaka Takezawa and Rachel Ferguson

3

Spencer and Mariko Wolfe enjoyed their 

taste of British culture.

4

BCCJ Membership and Marketing Assistant 

Joanna Lundt, Operations Manager Sanae 

Samata, Executive Director Lori Henderson 

MBE and Global Sporting Events Assistant 

Nina Oiki 

5

Custom Media’s Marketing Manager 

Megumi Okazaki, BCCJ ACUMEN Editor 

Kathryn Wortley, Studio Manager Paul Leonard 

and Client Services Manager Joy Fajardo

31

54

2



To apply for any of the above positions, please go to www.michaelpage.co.jp 
quoting the reference number, or contact the relevant consultant on  
+813 5733 7166 for a confidential discussion.

Get Connected. Stay Ahead.

Worldwide leaders in specialist recruitment
www.michaelpage.co.jp

General Manager –   
Service Provider
Our client is a leading service provider for 
three-dimensional brand presentations. They 
are looking for a General Manager who will 
be responsible for the effectiveness and 
corporate governance of all operations in 
Japan. Reporting to the Director of Operations, 
the General Manager will liaise with respective 
department leaders and employees, act as the 
main contact point to other companies, manage 
personnel matters, and present the expansion 
potential for Japan to headquarters. The 
successful candidate will have experience in 
the exhibition and trade show environment and 
demonstrate the ability to achieve and deliver 
sales results in a fast-paced environment.

Please contact Emily Le Roux quoting 
Ref: 3022820 or visit our website.

Executive Assistant – 
Management Consulting Firm 
Our client is a prestigious management 
consulting firm. They are looking for an Executive 
Assistant to provide administrative support such 
as maintaining calendars, managing phone calls, 
organising events and assisting visitors from 
overseas. For this contract to permanent role, the 
successful candidate will have a minimum of two 
years experience in the corporate environment, 
and excellent interpersonal skills. This is a unique 
opportunity to work with people all over the 
world, learn from the industry’s best personnel 
and grow your career.

Marketing Director –   
Industrial Manufacturer
Our client manufactures custom prototypes 
and low-volume production parts. They are 
looking for a Marketing Director to provide 
strategic direction for marketing activities in 
Japan that support the global strategy. Working 
with the Marketing VP, the Marketing Director 
will execute the company’s brand strategy, 
lead the development of media planning and 
communications, and plan the marketing 
budget. The successful candidate will have 
over ten years of marketing experience 
and demonstrable background in a B2B or 
manufacturing environment.

Accounting Manager –  
Biotechnology Company
Our client is a leading global biotechnology 
company in animal nutrition and health. They 
are looking for an Accounting Manager in 
Fukuoka to be responsible for accounting within 
the Japan business. Reporting to the APAC 
Finance Director, the Accounting Manager will 
supervise accounting staff, maintain records, 
complete financial statements and reports, and 
prepare budgets. The successful candidate will 
have relevant experience in the accounting field 
within multinational companies, familiarity with 
the ERP systems and a Nissho Boki Level 2 
qualification.

Business Development Manager –  
Retail and Trade
Our client delivers research, development and 
marketing services to cattle, sheep and goat 
producers. They are looking for a Business 
Development Manager to be an interface 
between Australian exporters and Japanese 
trade, and build a network of close working 
relationships. Responsibilities include driving 
the retail promotions programme, managing key 
events and developing trade communication 
projects such as publications and brochures. 
The successful candidate will have business 
development and project management 
experience with a knowledge of the meat and 
livestock industry, and Australia and Japan trade.

Senior Country Sales Manager – 
Electronic Components Manufacturer
Our client is a specialist in the manufacturing 
of electronic components used in a wide range 
of industries such as automotive, aerospace, 
consumer solutions, rail and utilities. They are 
looking for a Senior Country Sales Manager to be 
responsible for all aspects of sales, marketing and 
development for business in Japan. Reporting to 
the Sales Director of Asia, the Senior Manager 
will generate new business from new and existing 
customers, build strong customer loyalty and 
achieve substantial sales growth. The successful 
candidate will have significant sales and marketing 
experience in the electronic components 
industry with management experience in direct 
sales models. Experience and knowledge of 
the Japanese aerospace, defence and marine 
industry, and its customers, are an advantage.

Please contact James Pounder quoting 
Ref: 2780470 or visit our website.

Please contact Tom McMahon quoting 
Ref: 2960560 or visit our website.

Please contact Amanda Wathanodorn quoting 
Ref: 3063800 or visit our website.

Please contact William Barlaan quoting 
Ref: 3039860 or visit our website.

Please contact Emily Le Roux quoting 
Ref: 2984160 or visit our website.

GLOBAL NETWORK.
LOCAL EXPERTISE.

MICHAEL PAGE

MATCHING HIGH PERFORMERS WITH LEADING EMPLOYERS
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Recruitment International Asia Awards 2015

COMMUNITY

1

Hall of Fame: Masashi Kamimura 

Robert Heldt, president of Custom Media, and 

Masashi Kamimura, director of corporate affairs 

and business development at Custom Media, 

pictured after the ceremony.

2

The IT & Technology Recruitment Company 

of the Year: Michael Page

Byron Sato, director of financial services and 

legal, and Joshua Ferris, director of technology, 

accepted the award on behalf of the firm.

3

The Best Executive Search Company 

of the Year: CDS

John Tucker, chief executive officer of CDS

4

The Best Newcomer: 

Spring Professional Japan

Davide Bellocchio, manager of engineering, and 

Lanis Yarzab, managing director, picked up the 

firm’s award.

5

The Growth Company of the Year: Randstad

Cameron Brett, director of professionals division 

at Randstad, addressed attendees.

6

The International Recruitment Company of 

the Year: Robert Walters Japan

Shigeki Yaginuma, marketing manager of Japan 

and Korea, and Tomokazu Betzold, director of 

information technology

1 2 3

654

Rest of winners:
• The Accountancy Recruitment Company of the Year: 

Morgan McKinley

• The Banking Recruitment Company of the Year: Hays Japan

• The Life Sciences Recruitment Company of the Year: APEX

• The Human Resources Recruitment Company of the Year:  

Boyd & Moore Executive Search

• The Supply Chain & Logistics Recruitment Company of the Year:  

en world Japan

• The Legal Recruitment Company of the Year:  

Zensho Consulting Group

• The Energy Recruitment Company of the Year: EarthStream

• The Best RPO Provider: Hays Japan

• Outstanding Recruiter of the Year: Shaun Sundberg, VantagePoint

• The FMCG and Consumer Product Recruitment Company of the Year: 

Robert Walters Japan
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by ingrid davis and matthew maddison

A n evening relaxing in front of a log fire or enjoying a soothing hot 

spring is all the better when reflecting on a sensational day on 

the slopes. Starting a strength and agility programme 12 weeks 

before your winter sports activities will enhance your performance 

and enjoyment.

For skiing, work on the large muscles: quadriceps, hamstrings, 

gluteals and core. A degree of mobility and flexibility will help 

prevent injury.

Snowboarding requires different movements and control, but leg 

strength and flexibility are still essential to cope with tumbles and twists.

Benefits of training

• Improved performance and endurance

• Easier recovery and less muscle soreness

• Reduced risk of injury

Squats 

Aim for full-depth squats. Control 

your hip alignment and avoid your 

knees dropping inward over your 

feet. Initially, work with a bench 

behind you to ensure you are safe 

to take it low. 

Bridge

Engage abdominal and buttock 

muscles to resist arching the 

lumbar spine, and use the 

hamstring and gluteal muscles to 

lift your hips from the floor. 

Step-ups

Standing in front of a 30–40cm 

platform, step up, ensuring that as 

you drive the leg, you are engaging 

your gluteal muscles. Step down 

with the trailing leg and repeat.

Ideally three months prior to your winter sports activities, start 

doing double-leg exercises such as squats, dead lifts and step-ups. 

As higher repetitions of these will help you gain strength and control, 

do 10–12 repetitions and repeat four sets of each exercise. Move quickly 

between exercises to build strength and endurance. 

One month ahead, reduce 

repetitions to three sets of 8–10 

repetitions, adding resistance 

in the form of weights. Start 

single-leg exercises, such as 

single-leg squats, bridges 

and lunges. These have 

been shown to increase 

strength more effectively than 

bilateral movements. 

Single-legged bridge

With one foot raised off the floor, 

engage abdominal and gluteal 

muscles as you lift your hips 

from the floor while keeping your 

pelvis level. 

Single-legged squat to chair

Maintain hip–knee alignment as 

you lower and raise slowly. 

SKI FIT

Pre-season preparation

• Start fitness regime two months 

prior to skiing or snowboarding

• Boost strength and agility with 

exercises and running or cycling

• Stretch your back, hips, calves 

and muscles before activity

HEALTH

FORWARD LUNGE

SINGLE-LEGGED SQUAT TO CHAIR



Forward lunge

Standing, take a large stride 

forward with one foot, dropping 

your back knee toward the floor 

while keeping your front hip and 

knee aligned. Ensure your front 

knee does not come in front of 

your ankle, and keep your trunk 

upright. Press off your front leg 

to return to the starting position. 

Alternate legs. 

Lateral bound

Standing on both feet, bound 

sideways and land on one leg, 

lunging slightly while ensuring 

your knee remains aligned over 

your foot. 

Endurance and flexibility

Include cardiovascular exercise 

such as running and cycling. A 

month before your trip, reduce 

the distance you are running or 

cycling and increase the speed. 

Try doing higher intensity intervals 

to mimic demands on-piste, 

such as 20 seconds using 85% 

effort, followed by 90 seconds 

at a reduced tempo. Repeat in 

10-minute blocks, with a short 

recovery between sets. 

Stretching your back and 

hips, as well as your calves, 

quadriceps and hamstring 

muscles, will help you enjoy 

trouble-free snow days. 

Follow this plan and you will 

see results on the slopes, whether 

in the final run of the day or in 

simply being able to stave off 

afternoon tiredness. 

HEALTH

LATERAL BOUND
Start to finish positions

BRIDGE

DISCLAIMER: 
This information is designed to supplement a fitness programme. 

Consult your doctor before commencing unaccustomed exercise 

or if you experience discomfort during exercise.

TOKYO’S PREMIER 
MULTIDISCIPLINARY 
REHABILITATION 
CENTRE

Address: B1 CMA3 Bldg. 3-1-35 Moto-Azabu, Minato-ku, Tokyo

Opening Hours: Mon–Fri 6:00am–9:00pm; Sat & Sun 7:00am–6:00pm • Tel: 03-6434-9667

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

• Private treatment rooms

• Large, fully equipped rehabilitation gym

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

• Consultations available in English and Japanese

✓ Sports injuries

✓ Musculoskeletal and spinal conditions (neck and back pain)

✓ Ergonomic and postural assessments

✓ Gait assessments

✓ Rehabilitation programmes

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

physiotherapy, personal training, 
group classes, boxing and kickboxing.
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by ian de stains obe

WELCOME TO JAPAN

Making room for the growing tourist influx

IF YOU ASK ME

On a recent brief visit to Kyoto, it proved 

almost impossible to find a hotel 

room. Though we started calling a 

week before our intended stay, hotel after hotel 

reported they did not have even a single room. 

It was not a holiday weekend and it was before 

the autumn colours, so it was something of a 

puzzle. Eventually we succeeded in finding 

a room.

On arrival in the ancient capital, we 

understood at once the issue; the entire place 

was seething with people, a great many of 

whom hailed from China. Chinese was being 

spoken everywhere around us. When we visited 

a number of temples, we saw large groups of 

Chinese tourists being escorted around. 

Of course, this is very good news for the 

city and its hoteliers, restaurateurs and many 

temple vendors, because those tourists were all 

spending money. 

According to the Japan Tourism Agency, 

of the ¥2.3trn spent by foreign visitors to 

Japan in 2014 (about 40% more than in 2013), 

visitors from China accounted for 27.5% of that 

spending, followed by those from Taiwan, who 

spent 17.5%.

This is clearly seen as encouraging; so much 

so, that Prime Minister Shinzo Abe recently 

announced the formation of an advisory panel 

charged with drawing up plans to further 

increase the number of foreign visitors. The 

current target is 20mn by 2020 but officials 

speaking on condition of anonymity have 

suggested that could be increased to 30mn. 

Meanwhile, the latest figures released by the 

Japan National Tourism Organization (JNTO) 

show that foreign visitors in October marked 

a record high of 1.82mn people, up 43.8% 

from the same period a year ago. This means 

that arrivals this year, as at the end of October, 

reached a record 16.31mn, prompting some 

to suggest that the 20mn target could actually 

be reached within this year. 

JNTO cited a number of factors in 

explaining the growth. Among them are 

an expansion of airline routes, a drop in 

fuel surcharges and the relaxation of visa 

regulations. The continued depreciation 

of the yen is surely also a factor. 

Again, China features strongly in the tourism 

boom, with JNTO reporting that cruises from 

China numbered 46 in October, up from just 12 

the same month last year. Equally, the number 

of flights connecting Chinese cities with Tokyo 

and Osaka also continues to increase.

This is a case of so far, so good. But how 

does Japan’s infrastructure handle these 

increases? Our recent experience in Kyoto 

suggests there is already significant pressure; 

indeed the government is stepping up efforts 

to encourage foreign tourists to visit less 

popular areas. 

For the majority of foreign visitors coming to 

Japan, the main attractions are Tokyo, Kyoto and 

Osaka by way of Mt. Fuji: the so-called Golden 

Route. The result is considerable congestion in 

the hotels along this path. 

The Japan Tourism Agency is therefore 

striving to promote other less well-known 

locations, including Hokkaido, Tohoku, Kyushu 

and areas around the Seto Inland Sea. This is 

both to ease congestion in the Tokyo, Kyoto and 

Osaka regions, as well as to help other cities 

benefit from the tourism boom. 

Private firms, too, are taking a similar 

approach. Japan-wide firm Seibu Holdings 

Inc. is showcasing its facilities in Hakone in 

Kanagawa Prefecture, and Karuizawa in Nagano 

Prefecture. Its efforts to promote historic 

Kawagoe City in Saitama Prefecture have been 

particularly successful, with 77,000 visitors last 

year, up 70% from the figure for the previous 

12 months. 
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Britain’s last 20 years
A look at the country’s major privatisations 
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BY IAN DE STAINS OBEBOOK REVIEW

an idea that became the body of 

the book. 

“Watching the vultures 

come to feast on the carcass 

of the world’s largest state-

owned, planned economy, 

I began to find the terms 

to question what had 

been done by politicians, 

economic theorists, 

lobbyists and business 

people in my own country”.

Chief among these was former 

Prime Minister Margaret Thatcher 

LG OM, whom Meek asserts 

was strongly influenced by the 

Austrian economist Friedrich 

Hayek and, in particular, his 1944 

book, The Road to Serfdom. 

Thatcher saw the world, and 

especially its economy, through 

a Hayekian lens. Yet, Meek 

maintains, by the 1970s, his work—

that of a “frightened refugee in 

wartime”—had been superseded 

and a better way of understanding 

the Britain of the time would have 

been Daniel Bell’s The Cultural 

Contradictions of Capitalism. 

However, as was so often the 

case, Thatcher was determined 

to stick to what she believed in, 

and privatisation was a strong 

conviction.

“Privatisation”, she wrote, 

“was one of the central means 

of reversing the corrosive and 

corrupting effects of socialism … 

the state’s power is reduced 

and the power of the people is 

enhanced … privatisation is at 

the centre of any programme of 

reclaiming territory for freedom”.

the last is not exactly privatised 

but, as Meek argues, it has been 

put into a position where it is 

forced to act as if it were.

The introduction to his book is 

fascinating. It starts with a visit to 

the Ukraine and the Soviet Union. 

The trip happened just as the latter 

collapsed, providing the germ of 

James Meek is a wonderful 

writer, so what could have been 

a dry academic look at an aspect 

of economics, instead is an 

immensely readable study that 

takes in six major privatisations: 

the post office, railways, water, 

social housing, electric power and 

the National Health Service. In fact 

But, as Meek points out, 

despite Thatcher’s convictions, 

privatisation “failed to turn Britain 

into a nation of small shareholders. 

Before Thatcher came to power, 

almost 40% of the shares in British 

firms were held by individuals. By 

1981 the figure was less than 30%, 

and by the time she died in 2013, it 

had slumped to under 12%”.

The reality is spelled out in 

each chapter of the book and 

there are quite a few surprises. I 

was unaware, for example, that 

the French utility firm EDF is one 

of the major suppliers of British 

electricity. It owns a chain of power 

stations, including nuclear plants. 

Ironically this means that this 

industry has been re-nationalised, 

albeit by the French state and not 

that of the UK.

Meek believes strongly in the 

need for a radical rethink of the 

privatisation project but, as he 

explains, the book is “not a call 

for wholesale re-nationalisation 

along mid-twentieth century lines. 

The bizarre notion that the only 

alternative to private ownership is 

to turn water or train companies 

into opaquely subsidized 

government departments is 

kept alive not so much by left-

wing activists as by right-wing 

commentators”.

This is an important book 

and one that makes for fascinating, 

if at times uncomfortable, 

reading. As John Gray has written 

in The Guardian, “Do yourself 

a favour; read Private Island 

and find out what has really 

happened in Britain over the 

past twenty years”. 

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

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

The winner will be picked at random.

Verso 

£8.99
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