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EDITOR

Just after the November issue of 

BCCJ ACUMEN went to print, some of 

the Custom Media team headed off to the 

Hilton Hotel Tokyo for the British Chamber of 

Commerce in Japan’s (BCCJ) annual British 

Business Awards (BBA), a highlight in the 

UK–Japan calendar.

I would like to extend my congratulations 

to all of the winners, and for those who weren’t 

fortunate enough to be there, or who would 

like to relive the evening, our coverage of the 

event starting on page 16 will give you a flavour 

of what was a terrific celebration of UK–Japan 

business success.

The BBA wasn’t the only event recognising 

UK–Japan links, however. The Japan–British 

Society also held its annual dinner and awards 

ceremony in November, marking cultural and 

other achievements. On page 41 we have a 

round-up of the winners and event.

Mutual appeal

There has long been a mutual admiration 

between the UK and Japan for the other’s 

creations and culture. And this is on display 

again in this issue, first of all in our interview 

with Jeremy Hackett, founder of Hackett 

London, on page 32. He talks about the 

enduring appeal of classic men’s tailoring, 

and how Japan influences the brand.

Then on page 44 we have an overview of the 

Flora Japonica exhibition, taking place at the 

Royal Botanical Gardens, Kew in London, which 

showcases Japanese contributions to Western 

botanical art. Japan-based readers will be able 

to enjoy the exhibition first hand when it comes 

to Tokyo in 2017.

Holiday season

Christmas is of course a time of gift giving, 

and on page 25 we feature the British Fair 

held recently by Hankyu Department Store 

in Osaka, where UK firms showcased their 

wares to a receptive Japanese crowd. No 

doubt some of those items will be finding their 

way into stockings in both the UK and Japan 

this year.

Winter also means it is time to hit the slopes 

again for skiers and snowboarders. Although 

many of those living in Japan and the rest of 

Asia are no doubt familiar with the quality of 

Japanese resorts such as Niseko and Hakuba, the 

UK is catching on too, with skiers being enticed 

away from European resorts by the promise 

of abundant powder snow, and a rich cultural 

experience. On page 37 we look at British firms 

introducing the Japanese skiing experience to 

the UK market.

Finally, I would like to wish everyone at the 

BCCJ a fantastic holiday period and all the best 

for 2017. 

Making a mark
For UK–Japan ties

chris russell  |  russell@custom-media.com

www.sc.com/jp
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MEDIA

UK–JAPAN NEWS

Cancer blogger 
on BBC’s 2016 list

The newsreader Mao Kobayashi has 
been selected as one of the BBC’s 100 
Women list for 2016, which highlights 
inspirational and influential women 
around the world, it was revealed on 
21 November.

Kobayashi suffers from breast cancer, 
which has spread to her bones and lungs, 
and writes a blog about the illness to raise 
awareness, an unusual move in Japan 
where such matters are rarely discussed 
publicly. Nonetheless, the blog has gone 
on to be the most popular in the country.

Tokyo Gas and Centrica 
partner on LNG imports
Tokyo Gas and British utility firm Centrica have announced a 
new arrangement to swap liquefied natural gas (LNG) next year, 
the Nikkei Asian Review reported on 21 November.

The deal will see Tokyo Gas’ LNG supply from the US going to 
Centrica, with Centrica’s LNG sourced from Asia going to Tokyo Gas. 
Actual swap volumes will depend on demand, but could see as much as 
1.4 million tons flowing from Tokyo Gas to Centrica.

The move is designed to lower transportation costs and avoid 
expensive tolls on the Panama Canal.

Carmaker gets SUV boost

Sales at Mitsubishi Motors UK have been given a boost by a “once in a 
lifetime car”, according to the firm’s Managing Director Lance Bradley, 
Insider reported on 8 November.

The firm saw revenue rise to £622.6mn in the year ending 31 March 
2016, up from the previous year’s £551.9mn. Bradley attributed the 
success to the Outlander PHEV, saying the model not only increased 
turnover, but also raised awareness of the brand. 

“It’s a combination of a good car at the right price and nobody else 
having a model like it”, he said.

Rugby star Ohata joins Hall of Fame

Daisuke Ohata, the former Japan rugby 
international, was inducted into the sport’s hall 
of fame on the day of its official launch in Rugby, 
England, the sport’s governing body World Rugby 
announced on 17 November. Ohata was the 
131st person to be inducted.

Although the Hall of Fame has existed since 
2006, it was not until this November that it first 
established a physical home. The project was the 
result of collaboration between World Rugby and 
Rugby Borough Council.

Ohata was joined in the Hall of Fame by 
11 others, including England World Cup winners 
Lawrence Dallaglio and Jonny Wilkinson.

These summaries of media reports are in the public domain 

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

Deal to double rice exports
The National Federation of Agricultural Cooperative Associations, 
the umbrella organisation for food co-operatives in Japan, 
will take a 90% stake in the British food wholesaler SFG Holdings 
in a deal estimated to be worth ¥1bn, the Nikkei Asian Review 
reported on 7 November. Norinchukin Bank will acquire the 
remaining 10%.

The federation, also known as Zen-Noh, is responsible for about 
half of Japan’s rice exports to the UK, and it is looking to double 
overall exports to the country over the next three to five years.

PHOTO: WORLD RUGBY VIA GETTY IMAGES

PHOTO: MITSUBISHI MOTORS UK
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Tobacco contest heats up
British American Tobacco plc. (BAT) has chosen Japan as the 
first market for its new tobacco-heating product, glo, Fox Business 
reported on 11 November. The device is similar to a cigarette, but 
heats, rather than burns the tobacco.

The launch comes after the success in Japan of rival Philip Morris 
International, Inc.’s iQOS.

As part of its attempts to crack the market, BAT will make use of 
the firm’s well-known Kent brand to promote the product, and glo 
will also undercut the cost of iQOS.

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

DECEMBER 2016

London firm seals deal to 
market ice cream mochi 
A firm selling desserts based on the Japanese delicacy mochi has signed 
a national distribution deal with the British online supermarket Ocado, 
Bdaily reported on 28 November. Little Moon, as the firm is called, is 
now targeting revenues of £4mn in 2017.

The dessert maker’s “Little Moons” are made with the standard 
pounded rice used for mochi in Japan, but deviate from tradition by 
including a centre filled with ice cream.

The brother and sister partnership of Howard and Vivien Wong 
founded the firm in 2015.

England and Japan  
to clash in Melbourne

England and Japan will send teams to 
compete in a Nitro Athletics event to be 
held in Melbourne, Australia in February, 
Inside the Games reported on 14 November. 
Nitro Athletics is a new track and field team 
format developed by Athletics Australia.

The competition will see such individuals as 
Olympic medal-winner Usain Bolt captain the 
teams involved.

“We are always looking for exciting and 
innovative ways to create new opportunities 
in our sport”, said Chris Jones, chief executive 
officer of England Athletics.

Nintendo’s classic Xmas gift
The Classic Mini: Nintendo 
Entertainment System (NES), a 
miniaturised reissue by Nintendo 
of Europe GmbH of the firm’s 
original NES from the 1980s, 
quickly sold out online in the UK 
ahead of its 11 November release, 
Ars Technica UK reported on 
10 November. Amazon and other 
e-commerce shops stopped taking 
pre-orders for the much sought 
after device.

Costing £50, the console comes 
complete with an assortment of 
retro computer games. The Mini 
NES is expected to be a Christmas 
favourite this year in Europe.

In Japan, the console sold out 
within an hour of its release.

First sake brewery being built in the UK

Japanese Ambassador to the UK 
Koji Tsuruoka attended a traditional 
Japanese tea ceremony in the Fens to mark 
the start of construction of the Dojima 
sake brewery, Cambridge News reported 
on 1 November. He was joined by MP for 
South East Cambridgeshire Lucy Frazer and 
a Shinto priest from Osaka.

Overseen by the Hashimoto family, 
the £9mn project represents the first sake 
brewery to be built in the UK. It is estimated 
it will take nine months to complete.

The first batch of Sake will be available in 
October 2017.

The updated version of Nintendo’s classic 
NES console quickly sold out online. 
PHOTO: TONY WEBSTER VIA FLICKR

PHOTO: MARTIN CATHRAE VIA FLICKR
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INTERIM EXECUTIVE DIRECTOR

W inter has certainly arrived in Tokyo 

over the past couple of weeks. One 

of the many things I, like so many 

others, love about Japan is the clear distinction 

between the seasons.

The onset of winter brings not just a 

noticeable and sudden drop in temperature, 

but an abundance of seasonal foods in 

supermarkets and restaurants, bare trees 

stripped of their beautiful autumn foliage, and a 

deluge of goods to ward off the chills.

Christmas is coming

In my opinion, one of the best things about 

December in Tokyo is the flamboyant lead up to 

Christmas—the decadent, exquisitely decorated 

trees in hotel lobbies and shopping centres, the 

amazing illuminations all around the city and 

the Christmas tunes playing out in many shops, 

bars and restaurants.

The British Chamber of Commerce in Japan 

(BCCJ) team is also fully immersed in the 

Christmas spirit—the office advent calendar 

is out and there already may have been some 

mince pies consumed. We will be taking a well-

deserved break over the festive season, and look 

forward to returning refreshed and ready go 

in January.

New Year events

With the change in season, comes a change 

in focus at the BCCJ. The flurry of another 

successful British Business Awards (page 16) is 

behind us and we have started to plan a range of 

events for the new year.

We are delighted that, on 18 January, we 

shall be holding our shinnenkai (new year’s 

party) on the 51st floor of the Andaz Hotel 

in Toranomon Hills. With its magnificent 

panoramic views across the city, the beautifully 

stylish Tavern lounge is the perfect spot to catch 

up with old friends and business contacts, and 

to meet new faces. Please join us to welcome 

A change in season
New year brings new events

emma hickinbotham

2017, and raise a glass to the good fortune of 

the UK–Japan business community for the 

year ahead.

The BCCJ will be continuing its commitment 

to diversity, equality and inclusion through 

a number of events in January. We will be 

demonstrating how firms can combine 

technology and HR policies to promote flexible 

and remote working for their staff, and we will 

be sharing tools which will help businesses 

recruit and manage staff in a fully inclusive way.

In addition, we will be hearing from a panel 

of cross-industry experts on trends and forecasts 

for 2017, and the challenges and opportunities 

the new year might bring. Please keep up to 

date with all upcoming events on our website. 

I hope to see you at an event soon.

Merry Christmas!

I would like to take this opportunity to say a 

huge thank you to all those members who have 

supported us this year, and to everyone who 

has helped me settle in at the BCCJ. I wish you 

all a very merry Christmas and look forward to 

seeing you in 2017. 

With the change 

in season, comes a 

change in focus at 

the BCCJ.

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

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

LEADERSHIPLEADERSHIPLEADERSHIPLEADERSHIPFor our full report: BIJ.TV

INSIGHTS

Tokyo Shintora Matsuri
The Tohoku Rokkonsai (Six-soul) Festival was created to inspire peace and recovery after 

the 2011 Great East Japan Earthquake and Tsunami. On Nov. 19-20, 2016, performers from 

six prefectures converged on central Tokyo for a spectacular display.
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is japan ready for black friday? 

MEDIA

JAPAN NEWS
BY MARK SCHREIBER

We are now approaching the end of the 

nenmatsu shosen (year-end sales war), arguably 

Japan’s most tumultuous period of consumer 

activity. The question arises: Is there room in the 

calendar for another slice of commerce? 

Maybe. An article in the Shukan Shincho 

magazine of 1 December looks enviously at 

the popularity of Black Friday in the United 

States. Taking place the day after Thanksgiving, 

when the Christmas shopping season begins in 

earnest, the term “black” is said to refer to the 

fact that many US retailers operate at a deficit 

for much of the year, and so count on the frenzy 

of year-end shopping to move them out of the 

red and into the black.

“For the first nine months of this year, total 

sales revenues at supermarkets reached ¥9.607 

trillion—a year-on-year decline of 0.4%”, a 

journalist who covers distribution and retailing 

told the magazine. “That was the first decline in 

two years”, the same source explained.

For department stores, the source added, 

business has been far worse. Over the same 

period, sales fell to ¥423.3 billion, marking 

a 5% drop.

The potential for Black Friday to give demand 

a shot in the arm was not lost on retail group 

Aeon Co., Ltd., encouraging adoption of 

the practice by its fully owned subsidiary 

Aeon Retail, which operates outlets in shopping 

malls on Honshu and Shikoku, two of Japan’s 

four main islands.

“From last year, the Japan branch of the US 

apparel retailer The Gap conducted a Black 

Friday sale”, a PR spokesperson for Aeon Retail 

pointed out. “Seeing that, we began thinking 

about giving it a try”.

At a total of about 2,500 affiliates, including 

its supermarkets and Aeon Mall shops, the 

nation’s largest retailer held a three-day Black 

Friday sale starting on 25 November. According 

to the firm, both the merchandise and the level 

of discount were set locally, with the discounted 

items generally including home appliances, 

Materials summarised from these vernacular press reports 

are the property of copyright holders that are credited.

cure for deflation?
The 13 November edition of Tokyo Shimbun 

carried an editorial titled “Sayonara, price 

war management”. It begins with a quote from 

Prof. Koji Sakamoto of Hosei University’s 

Graduate School of Regional Policy Design 

that states, “Reducing prices is like trying to 

wring water out of a dry dish towel. To achieve 

profitability, the number of workers is reduced 

by the greatest extent possible, with working 

hours extended for those who remain”.

Sakamoto, who was addressing a 

management seminar, noted that in a survey 

of small and medium-sized enterprises 

conducted in January, more than 80% of the 

respondents agreed that “price is the main 

source of competitiveness”. Any business 

ascribing to that philosophy, he asserted, 

faces a dismal future.

With Japanese wages in the service sector 

typically some 10 times those of other Asian 

winter clothing and bedding. Thus, for example, 

at one shop the chain’s private label down quilts 

that generally sell for ¥19,800, were reduced 

to ¥9,900.

Net newspaper J-Cast News, meanwhile, 

noted on 25 November that in South Korea, 

Black Friday has actually been endorsed by the 

government since last year. In Japan, Minister 

of Economic Revitalisation Nobuteru Ishihara 

remarked to reporters that “large-scale sales 

accelerate healthy circulation in the economy”, 

and encouraged the adoption of such measures 

by various sectors of industry and local regions.

Other retail chains, including the Toys“R”Us-

Japan, Ltd, Gap Inc. and Uniqlo Co., Ltd. also 

held Black Friday promotional activities, in 

Uniqlo’s case extending special offers for the 

week of 23–29 November.

“Retail sales in Japan revolve around 

numerous occasions, such as the new year—

which attracts long lines of customers who 

queue up to buy ‘lucky bags’—summer, yearend, 

Christmas and Valentine’s Day, when gifts are 

given, in addition to the presents that mark 

such special occasions as Father’s Day and 

Mother’s Day. There are also the items to be used 

in Halloween celebrations”, explained Tomonari 

Kondo, senior economist at Daiwa Research.

But he was sceptical about the effects of 

Black Friday. “It’s difficult to believe it will have 

a significant impact on total consumer outlays”, 

he was quoted as saying.

Shops in Tokyo got in on 
the Black Friday action.
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fake goods retain appeal
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DECEMBER 2016

Brand piracy has been a long-

running source of trade friction. 

A special supplement in Dime 

magazine featured a report on 

the latest developments. The 

National Police Agency—with 

government backing—announced 

the results of its latest “Stamp 

out pirated brand goods month”, 

during which time it confiscated 

61,992 items, including 8,843 

phoney Louis Vuitton goods; 

8,589 bearing the Celine brand 

name; 4,835 labelled as Arnold 

Palmer products; 4,202 bearing the 

renoma brand name; and 3,194 

that of Dunhill. The number of 

items confiscated has risen about 

six fold from the level in 1982.

Famous-brand goods are 

extremely popular in Japan, but 

it is not known what percentage 

of the buyers of such items 

understand that they could 

be purchasing counterfeits, 

particularly when the goods 

are secondhand. A ¥1,500 

Louis Vuitton cigarette lighter 

should set off alarms, for example, 

since the firm does not offer any 

such item.

Out of 99 cases involving 

confiscations of women’s 

handbags, the most popular 

brands, in descending order, were 

Louis Vuitton, representing 48% of 

cases; Gucci (23%); Celine (21%); 

Dunhill (17%); Valentino (16%); 

renoma (16%); Cartier (15%); 

cities, such as Shanghai or Bangkok (according 

to Japan External Trade Organization data), the 

country stands to be priced out of the market. 

This situation also exacerbates the deflationary 

spiral, which has hit small firms that supply 

components, equipment and manpower to 

the majors.

Is there no solution? One way, the 

editorial suggests, is to adopt an “only one” 

management strategy, by which the firm 

supplies products that are uniquely suited to its 

capabilities, thereby relieving it from having to 

continuously cut prices.

One such success story is the beauty 

salon named Transform, located in the 

Tokyo suburb of Saginomiya. The salon offers 

“safe” hair treatments that utilise all-organic 

shampoo and other preparations, for which 

it charges ¥14,000—about double the local 

going rate. Yet the shop is reportedly so 

popular that it’s become difficult to make an 

appointment.

In another example of product differentia-

tion, an agricultural business based in 

Shizuoka City has been enjoying high demand 

from its Ameera speciality tomatoes, which 

are said to boast twice the sweetness of 

conventional types.

“With no rise in income, consumers may 

feel grateful for lower prices”, the writer opines. 

“But it’s a mistake for business operators to 

compete on the basis of price alone”.

The fact that some 70% of Japan’s firms 

operate in the red inevitably leads to a 

drop in tax revenues, putting a pinch on 

government programmes. Thus the way to 

build a robust economy might well be to foster 

robust management that’s not dependent on 

price cuts. 

Roberta (15%); Hunting World 

(10%); and Chanel (6%). As several 

brands were found in the same 

raid, the total exceeds 100%.

Dime also dispatched reporters 

to Tokyo’s Shibuya and Ueno 

districts, where they approached 

a total of 75 people seen carrying 

Louis Vuitton bags. Of these, 21 

said they were aware theirs was 

a rip-off.

“Because it’s hard to tell at 

a glance whether it’s phony or 

not, I’d prefer to spend less and 

be content with a copy”, one 

person remarked.

This attitude, the writer 

supposed, may have its roots in the 

remote past. In 1543, Portuguese 

traders introduced the first 

firearms to Japan on the island of 

Tanegashima and, within a year, 

locally produced copies—known 

as Tanegashima teppo—were in 

hot demand by warlord armies. 

Japan may be “inscrutable” in 

the way counterfeit items thrive 

by exploiting the popularity of 

authentic products.

Not everyone can tell apart real and fake luxury goods. • PHOTO: O.HORBACZ VIA FLICKR
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W illiam Trubridge, a UK-born 

New Zealander, holds the free 

diving world record. When asked 

what drives him to plunge more than 120 metres 

into the crushing black depths of the ocean 

on one life-sustaining breath of air, he replied: 

“It’s challenging yourself to do something very 

difficult, or that maybe even seems impossible, 

and breaking through those limits”. 

DRIVE was the theme of the 2016 British 

Business Awards (BBA), and although most of 

us choose not to take the calculated personal 

risks that are a part of daily life for Trubridge, 

I think his comments encapsulate the essence 

of “drive”. It’s about never ceasing to try to 

push ourselves to the limits of our abilities. 

Each of us is capable of performing beyond 

expectations, and in many cases the hardest 

challenge to overcome is the limit we place on 

our own ambition. In facing new opportunities, 

conditions are rarely optimal, resources rarely 

sufficient and it is drive that enables the 

most successful individuals to compensate 

and overcome.

All of the 28 BBA nominees across six award 

categories have the spirit and desire to challenge 

themselves to break through the limitations of 

custom and convention. All embody qualities 

of drive and determination, and I sincerely 

hope that the nearly 300 British Chamber of 

Commerce in Japan (BCCJ) members and 

guests who attended the BBA will have been 

inspired by their stories.

Although primarily a celebration of the 

business success of our award nominees, the 

event could not have been delivered without 

the generous support of our headline sponsor 

Jaguar Land Rover and its team led by Magnus 

Hansson. The BCCJ is indebted to them, as well 

as to silver sponsors Michael Page International 

and Thermo Fisher Scientific, and supporting 

sponsor Clifford Chance Law Office. Without 

their assistance, and that of our in-kind and 

raffle sponsors, the BBA could not continue 

to grow in scale and prestige as the chamber’s 

flagship annual event.

Expert insights

Whilst the BBA dominates the autumn activity 

of the BCCJ office, I am proud that subsequent 

weeks have been packed with opportunities for 

members to engage with people who matter.

This included a farewell lunch with UK 

Ambassador to Japan Tim Hitchens CMG 

LVO, who provided a candid assessment of 

flourishing bilateral ties between Japan and 

the UK across business, security and society. 

He has been the leading servant of UK–Japan 

relations during his tenure in Tokyo, and we 

wish him well, convinced he will continue to be 

an outstanding champion of UK–Japan business 

collaboration and success.

Other events included a fascinating insight 

into the ikumen phenomenon and its place as 

an enabler of diversity and inclusiveness from 

The Economist Corporate Network’s Florian 

Kohlbacher, and a view from the government in 

Westminster with British Secretary of State for 

Health Jeremy Hunt MP.

Opportunities to interact with peers, clients 

and customers will continue on 18 January, 

2017, with the BCCJ new year shinnenkai at the 

Andaz Hotel. I look forward to welcoming you 

there, and in the meantime would like to thank 

all BCCJ members for their support in 2016. I 

wish them happiness, health and prosperity 

over the festive season and in the coming 

year ahead. 

Driving on
BCCJ members push the limits

david bickle  |  @BCCJ_President
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BCCJ 2016 
British Business Awards

by julian ryall
photos by antony tran

BCCJ Interim Executive Director Emma Hickinbotham BCCJ President David Bickle

Winners were recognised across six categories.
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The brightest and the best from the 

UK business community were once 

again recognised at the annual British 

Business Awards (BBA), held on 11 November at 

the Hilton Hotel in Tokyo—and with 277 guests, 

the event was the second biggest the British 

Chamber of Commerce in Japan (BCCJ) has 

hosted in its 68-year history.

The ninth awards ceremony took DRIVE 

as its over-arching theme and recognised 

innovation, entrepreneurship, commitment 

to community, contributions to the UK–Japan 

partnership, business success and individuals’ 

achievements, with 28 nominations across six 

award categories.

The glittering evening commenced with a 

Champagne reception, the delicious United 

Kingdom Cuvee Grand Cru Brut provided by 

Berry Bros. & Rudd, and accompanied by a 

selection of British music classics, from Roxy 

Music through Elton John, the Rolling Stones 

and The Beatles.

The ballroom doors opened to the soft tones 

of saxophone soloist Marcus Pittman on the 

stage as guests and nominees—nervous or 

nonchalant—found their way to their tables.

Many lingered over the eye-catching 

orange convertible Range Rover Evoque that 

stood just inside the door, or the stunning 

Jaguar F-Type. Two extremely lucky guests 

would later win weekend driving experiences 

from Jaguar Land Rover Japan in the ceremony’s 

prize draw.

Other guests admired some of the other 

100-plus prizes provided by generous sponsor 

firms and organisations, including luxury 

stays at the ANA InterContinental Tokyo, the 

Peninsula Tokyo and the Grand Hyatt Tokyo, a 

city tour with Walk Japan, a Brompton bicycle 

and bottles of Johnny Walker Blue Label whisky.

Later in the evening, a guest won a pair of 

return tickets to London courtesy of British 

Airways after taking part in the BBA’s traditional 

game of heads or tails.

1.  Guests posed next to a Jaguar F-Type.
2.  Toasting a year of British business success.
3.  Black Angus Beef Wellington was on the menu.
4.  There were plenty of prizes to be won.
5.  Wines and Champagne were provided 

by Berry Bros. & Rudd.
6.  BCCJ Executive Committee member Jonty Brunner 

presents a prize.
7.  BCCJ staff and interns welcomed guests.

TOP STORY
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www.bbr.com

Founded in 1698 in the heart of St James’s, 
Berry Bros. & Rudd offers you expert advice and a range of 
extraordinary wines.

For further details please contact Berry Bros. & Rudd 
Japan: Tel. : 03-3518-6730   Fax. : 03-3518-6737 or 
e-mail: japan.mail@bbr.co.jp
URL (UK): www.bbr.com  /  URL ( Japan): www.bbr.co.jp

Extraordinary Wines
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Essence of drive
Revellers were summoned to their seats by 

Guy Perryman and Madoka Kato, the voices 

of London Hit Radio on InterFM and joint 

masters of ceremonies, who got the evening 

under way by introducing Emma Hickinbotham, 

BCCJ interim executive director. She used 

the occasion to congratulate Executive Director 

Lori Henderson on the birth of her bouncing 

baby girl, named Hope, just a few days earlier.

The microphone was then passed to David 

Bickle, president of the BCCJ, who thanked 

Ambassador Tim Hitchens CMG LVO for 

presenting the awards for a fourth consecutive 

year, although he expressed regret that it would 

also be the final time, as the envoy’s tenure ends 

in December.

Bickle also thanked the five judges: Rika 

Beppu, a partner with Hogan Lovells; Arata 

Oguri, principal with Arup in Japan; Rosalind 

Campion, minister-counsellor for economic 

affairs, strategy and communications at the 

British Embassy Tokyo; Steve Crane, chief 

executive officer of BusinessLink Japan and 

Export to Japan; and Eddie Jones, head coach of 

the England rugby team.

Expounding on the theme of the evening, 

Bickle said the “essence of drive is about 

never ceasing to try to exercise ourselves to 

the maximum of our abilities, because we are 

capable of amazing things.

“I think that all our nominees tonight have 

this fighting spirit, and the desire to challenge 

themselves to break through limitations”, he 

said. “They embody the qualities of drive and 

determination and I sincerely hope that some 

of these qualities will rub off on the rest of 

us tonight”.

Best of British
The sumptuous five-course Great British dinner 

commenced with confit of Scottish salmon, sea 

scallop and prawn with lobster mayonnaise 

and lemon tarragon dressing, followed by a 

Jerusalem artichoke soup, with black truffle 

essence, king crab cake nugget and chestnut.

The grapefruit Champagne sorbet with 

raspberries paved the way for the main course 

of Black Angus Beef Wellington, which was 

accompanied by mint hollandaise, gratin potato 

and string beans. The dinner was then rounded 

off by a dessert of pumpkin chocolate syrup 

sponge and cream cheese ice cream.

Throughout the meal, waiters delivered 

a selection of Berry Bros. & Rudd fine wines, 

including a white Burgundy, a Sauternes and 

St. James’s Finest Reserve Port. Each table also 

enjoyed a bottle of Isle of Arran 18-year-old 

single malt whisky or a Kilchoman Machir Bay 

single malt whisky, courtesy of Whisk-e.

With the conclusion of the meal, the 

evening took a decidedly Liverpudlian turn as 

The Mayflowers took to the stage to perform a 

number of songs, including spirited renditions 

of Twist And Shout and Eight Days A Week, as 

well as This Boy.

Shining lights
Attention then turned back to the main stage, 

where the BBA statues, created once again by 

Kate Thomson of the Ukishima Sculpture Studio 

in Iwate Prefecture, awaited the winners.

“The challenge of making the trophies is to 

resolve complexity into simplicity”, Thomson 

told BCCJ ACUMEN at the event. “I designed 

this year’s awards to suggest a sail catching 

the wind to drive itself, and whatever it is 

steering, forward.

“The Carrara marble is carved into an 

elegant curve carrying the momentum of the 

movement upwards, symbolising the pace, 

determination and progress demonstrated by all 

the innovative firms and individuals nominated 

for the awards”, she added.

TOP STORY

The Mayflowers played a selection of classic British rock hits.Saxophonist Marcus Pittman performed.

The trophies were again sculpted by Kate Thomson.



The Japan Association of Overseas Studies (JAOS) 
and the British Council are honoured to receive the 
2016 British Business Award for UK-Japan Partnership 
for forging new links between Japanese agents and UK 
English language schools, helping young people realise 
their potential through the provision of international 
education opportunities. We would like to thank the BCCJ, 
the BBA judges and our partners for this recognition.

REALISING 
POTENTIAL

JAOS was established in 1991 to promote the healthy development of the study abroad 
industry in Japan. JAOS membership consists not only of study abroad agents, but 
also includes public organisations such as the British Council, with total membership 
exceeding 60. www.jaos.or.jp/top-eng

The British Council is the United Kingdom’s international organisation for cultural relations 
and educational opportunities. We create friendly knowledge and understanding between 
the people of the UK and other countries. We do this by making a positive contribution to 
the UK and the countries we work with – changing lives by creating opportunities, building 
connections and engendering trust. www.britishcouncil.jp/en

©Mat Wright

What science can do

Oncology combination therapies
AstraZeneca is investigating combinations of 
biologic and small molecule therapies for the 
treatment of cancer. These combinations target 
the tumour directly and some help boost the 
body’s own immune system to induce tumour 
cell death.

Grand Front Osaka Tower B 3-1, Ofuka-cho Kita-ku Osaka, 530-0011
www.astrazeneca.co.jp/
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The awards
The first award of the evening was in the 

Entrepreneur of the Year category, which went 

to Tamao Sako of The British Pudding for her 

achievements as a Japanese expert on British 

baking and cuisine, as well as for her success in 

this year’s Gourmand World Cookbook Grand 

Prix prize for Igirisu no Katei Ryori (British 

Home Cooking).

The next presentation, for Community 

Contribution, went to Klein Dytham architecture 

for generating positive change in communities 

through its construction of temporary housing 

units in the Tohoku region and Kumamoto 

Prefecture after recent disasters in both places. 

The firm was also recognised for its revitalisation 

of the T-Site complex in Daikanyama, and for 

building communities in more than 900 cities 

worldwide with the creative PechaKucha Night 

presentation format.

The award for UK–Japan Partnership went 

to the Japan Association of Overseas Studies 

and the British Council for launching a summer 

study in the UK programme for senior high 

school students from Japan.

The fourth trophy was in the Person of the 

Year category—the only one of the awards in 

which members of the chamber were each given 

a vote. Jacky Scanlan-Dyas of Hogan Lovells went 

away with the award for her efforts to preserve the 

strength of the UK–Japan commercial relationship 

by helping Japanese firms determine the impact 

of Brexit on their operations, as well as for leading 

pro-bono and gender equality projects.

The penultimate award, recognising 

Innovation, went to AstraZeneca K.K. for its 

commitment to Japan, exemplified by the 

successful launch of its innovative anti-cancer 

drug Tagrisso, as well as initiatives to expand 

and expedite access to treatments for Japanese 

lung cancer patients.

As is tradition, the final award of the evening 

was for Company of the Year, with five well-

known firms battling it out for the trophy.

GlaxoSmithKline K.K. (GSK) emerged 

victorious, with the firm rewarded for its 

TOP STORY

ARATA OGURI 
Principal
Arup
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team
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media sponsors
Custom Media K.K.

Financial Times Ltd.

Guy Perryman

Sponsors Judges

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

efforts to help people to do more, feel better 

and live longer, for widening access to its 

products and for its commitment to assisting 

Japanese society.

Philippe Fauchet OBE, president of GSK 

Japan, said he was delighted to accept the award 

on behalf of all his staff, adding that “the UK is 

very strong in the pharmaceuticals field and it 

has been a pleasure to compete in this category”.

The final act of the evening fell to Bickle, 

who invited Ambassador Hitchens and his wife, 

Sara, on to the stage to thank them both for 

their efforts to enhance ties over the previous 

four years.

“You have been a fantastic ambassador for 

the UK–Japan business relationship, and we all 

wish you both well in the future”, he said. 

Sara Hitchens, an integrative counsellor 
and wife of UK Ambassador to Japan 
Tim Hitchens CMG LVO (left), accepts a 
bouquet of flowers from David Bickle.
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COMPANY OF THE YEAR

GlaxoSmithKline K.K.

Reforming their business model to ensure that 

patients remain the top priority, GlaxoSmithKline 

K.K. have made significant changes that have 

furthered their contribution to the health sector 

in Japan. They have shown commitment to 

their patients through increased accessibility to 

products, contributions to medical sciences and 

promotion of better CSR activities under their 

Orange Banner.

UK–JAPAN PARTNERSHIP

Japan Association of Overseas Studies 
& British Council

The Japan Association of Overseas Studies & 

British Council have created new ties between 

Japanese agents and UK English language 

schools through their Summer Study in the UK 

Programme for Japanese Senior High School 

Students. This has established educational 

opportunities for young people in both countries, 

which has aided further cultural understanding 

and, in addition, helped to advance UK–Japan 

relations in trade, politics and commerce.

ENTREPRENEUR OF THE YEAR

Tamao Sako (The British Pudding)

Tamao Sako’s interest in British baking and 

cuisine was the spark that turned her passion 

into a business. Now recognised as the 

Japanese expert on British cuisine, her success 

has garnered her a reputation that has seen her 

appear on NHK television and receive this year’s 

Gourmand World Cookbook Grand Prix prize for 

her British home cooking cook book.

TOP STORY

2016
WINNERS
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INNOVATION

AstraZeneca K.K.

With the launch of its innovative anti-cancer drug 

Tagrisso and initiatives to expand and advance 

access to treatments for Japanese lung cancer 

patients, AstraZeneca K.K. (AZKK) has shown a 

strong commitment to Japan’s health industry. 

AZKK are also making strides in developing their 

oncology portfolio to address quality of life and 

therapy for Japanese patients. 

TOP STORY

PERSON OF THE YEAR 

Jacky Scanlan-Dyas

With a background spanning four continents, 

Jacky Scanlan-Dyas, corporate partner at Hogan 

Lovell’s Tokyo Office, also acts as the company’s 

Brexit spokesperson. Scanlan-Dyas has 

helped to preserve the UK–Japan commercial 

relationship, aiding Japanese businesses with 

their analysis of Brexit’s impact. She also sits as 

the chair of the Hogan Lovell’s Citizenship and 

Diversity Committee and is on the committees of 

Women in Law and Breaking Barriers.

COMMUNITY CONTRIBUTION

Klein Dytham architecture

Through the provision of temporary housing areas 

in the Tohoku region and Kumamoto Prefecture, 

Klein Dytham architecture has generated positive 

change in Japanese society. Other projects also 

include the revitalization of the T-SITE complex in 

Daikanyama, the creation of new spaces in Ginza 

and the generation of communities in over 900 

cities worldwide through the creative platform 

PechaKucha Night.
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Osaka’s Hankyu Department Store 

was the venue for another annual 

trade event in October: the Hankyu 

British Fair 2016. Beginning in 1970, and now 

in its 49th edition (two fairs were held each 

year in 1975 and 1977), the event serves to 

showcase UK retail and catering operations, 

and provides them with an opportunity to 

meet Japanese customers. Attendees appear 

on a strict invitation-only basis. After their 

intention to make the journey to Japan is 

confirmed, Hankyu meets all transport and 

accommodation costs.

“I am primarily known for this, the 

fisherman’s gansey”, said Yasmin Milburn, 

owner of Island at the Edge, a clothing 

manufacturing business located on the Isle of 

Skye. Remarkably, her range of, among other 

things, fisherman’s sweaters, scarves and wrist 

warmers, is fashioned from a special type of raw 

material. Milburn, as well as being a retailer, 

is also a crofter who, along with her husband, 

looks after a flock of sheep. Wool from those 

sheep is used to make her garments.

Island at the Edge is the sole “homegrown”—

as Milburn put it—tweed maker on the Isle of 

Skye. “When people come to the croft, on tours, 

they can actually meet the sheep that supplied 

the wool which is used in the tweed”.

“We sold out of wrist warmers by the end 

of the second day”, she said, referring to the 

Hankyu event. In all, 30 sets of wrist warmers 

were quickly snapped up. During the fair, 

Milburn knitted products while looking after her 

stall to meet extra customer demand.

If consumers want a specific item, a lack of 

fluency in English is not a problem.

“I have had hundreds of people visit my stall, 

and they don’t speak English. Language is not a 

barrier”, she said.

Events such as the fair allow specialised 

British firms to see Japanese customers. But 

what effect do they have over the long term? 

When the tables are folded away and the 

physical presence gone, what happens?

“The fair had an impact. We sold out of 

some of our ranges during the second day, 

and since my return [to the Isle of Skye], I have 

had subsequent orders, which is very welcome 

for a small business here”, Milburn later 

explained by email.

The English Midlands, despite decades of 

industrial decline, is still home to a sizeable 

manufacturing base.

A.E. Williams, a family-run pewter goods firm 

based in Birmingham, was also present at the 

fair. BCCJ ACUMEN spoke to Sam Williams, a 

partner at the company, just as he was putting 

the finishing touches to one of his wares.

“The company was established in 1779”, 

said Williams. “I am the seventh generation 

of the company. It has always been a trade that 

has been passed down from father to son”.

A.E. Williams has a 20-strong workforce, 

which fashions a range of items, including 

corporate gifts, jewellery, tableware, 

cufflinks and tankards. Its products are 

exported to Russia, the Gulf States and the 

United States.

“Traditionally, the tankards are the pewter 

item that everyone thinks about. We have the 

largest and oldest collection of bronze moulds in 

TRADE

By invite only
British design and ingenuity on show in Osaka

BY TIM MAUGHAN
PHOTOS BY TIM MAUGHAN

>>

Traditional British design was appreciated by customers.



TAILOR-MADE STYLETAILOR-MADE 

EURO MERICAN 

suits from $395 
blazers from $275
tuxedos from $595 
trousers from $135

overcoats from $650
shirts from $69 

(mini(minimum of four shirts)

Other superfine quality suits from 
$550 to $2,600

Schedule a fitting with tailor 
Vinod Bahrunani during his Tokyo visit on January 17-20

sales@eutailors.com 
080-4130-0091 (on visit dates)

Appointments at: ANA InterContinental Hotel (Jan 17-18)  
Tokyo American Club (January 19-20) 

or in your home or office

Prices in US dollars (excluding shipping);
delivery within two weeks
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TRADE

the world—some of them date back to the early 

1700s. Nowadays, we make a lot of corporate gifts, 

such as pocket watches and flasks, for companies 

that want their own logo, or mark”, he said.

Patrick Mansfield has a good deal of stamina. 

He has visited the Osaka British Fair for 31 

consecutive years. He lives in two worlds: he has 

a home in Brighton, as well as Tokyo. His firm is 

Tower Enterprises, which makes highly detailed 

metal miniatures.

His best-selling products, he explained, are 

Alice in Wonderland, Cinderella and Little Red 

Riding Hood. All the handmade products are 

fashioned from pewter, in Inverness, Scotland.

“The Japanese market is different from the 

UK market. If you come to Japan, you have to be 

very versatile in business. You have to observe 

the market, and pay attention to the details; 

packaging is also important”, he said.

In the UK, he added, small figurines are seen 

as ornaments. In Japan, though, customers use 

them as jewellery. Most of the Tower Enterprises 

items are used as pin badges.

Remarkably, Mansfield does not run a shop. 

Instead, he only sells his wares at three British 

fairs in Japan—those held by the Isetan and 

Mitsukoshi department stores, and of course 

Hankyu’s. Events such as this, especially for 

a businessman who only attends trade fairs, 

are vital.

“Participating in a British fair is the best way 

of introducing products to the Japanese retail 

customer. You need to collect information, and 

be prepared to make simple, but important 

changes”, he stated.

Within a stone’s throw of the Tower 

Enterprises stall was the bakery Bloomers of 

Bakewell. The firm had a substantial catering 

presence at the fair, with hardware and a 

busy team constantly readying products for a 

seemingly endless stream of customers.

“We are right in the middle of the Peak 

District, and we are famous for our Bakewell 

pudding”, said Richard Nealon, the firm’s 

director. “You can only find it in Bakewell. It’s 

puff pastry, with a layer of strawberry jam.”

There are three layers to these puddings, he 

explained: almond custard on the top, then the 

jam; at the bottom, puff pastry.

Bloomers’ products are distributed across 

Derbyshire and South Yorkshire, and those 

available during the fair were not made on-site, 

but prepared in Bakewell. They were then 

transported to Southampton, before being 

shipped to Kobe.

“They were defrosted, then reheated”, 

Nealon said.

Tamao Sako, a Japanese food writer 

and owner of The British Pudding in Osaka 

(page 21), discovered Bloomers while on a visit 

to the UK. She liked their products so much that 

she suggested to Hankyu that the Derbyshire 

firm be invited to their British Fair. Nealon was 

quick to take up the offer.

“Their hospitality has been amazing”, he stated. 

In the course of the fair, said Nealon, 

thousands of tarts and puddings were sold. The 

event, he added, gave the firm the opportunity 

to see Japan, and to meet a market that was 

previously unknown.

“Japan has huge potential, and something 

we would not have considered before”, 

he said. 
Tower Enterprise’s figurines were popular with shoppers.

A range of British goods were on sale. The Hankyu Department Store in Osaka invited a range of firms to take part in the British Fair.
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S isyphus was banished to 

Hades for misdeeds in life 

and spent eternity pushing a 

large stone to the top of a hill, just 

to watch it roll back again. This is 

the salesperson’s life. At the end 

of the financial year, we are back 

down at the bottom of the hill. 

Here we go again, having to move 

that big rock all the way to the top.

“You are only as good as your 

last deal” is a common refrain in 

sales. We struggle all year to make 

our targets, and then we go back 

to zero revenue and start rolling 

those massive key performance 

indicator rocks up the hill 

once more.

Most salespeople struggle to 

make their targets, and the targets 

are always being raised. The effort 

to get deals over the line before the 

cut-off leaves us in a dishevelled 

heap. We go to bed one night 

utterly exhausted, only to arise 

the next morning to face an even 

bigger rock. We are already tired, 

so how do we motivate ourselves 

to get in the game again?

The first thing is to not worry 

about the past. Draw lessons from 

it, but don’t allow yesterday’s worry 

to intimidate today’s attitude. Fill 

your mind with thoughts of peace, 

courage, health and hope. We 

cannot tolerate a vacuum in our 

minds, so either the good stuff 

goes in or we allow the bad stuff to 

disable us. We should not dwell on 

the negatives, but concentrate on 

solution finding for client problems.

Oh no! Our biggest client 

won’t be buying this year and 

that is going to leave a massive 

hole in our numbers. Don’t moan 

about it. Start work on finding 

new wonderful clients to replace 

the lost one. Develop a positive 

momentum to carry you forward.

You have your health, and 

that is critical in sales. It is a 

stressful occupation, an emotional 

rollercoaster that can quickly spin 

out of control. Make sure you 

maintain your health by adjusting 

what you eat and drink. We all 

know what we are supposed to do, 

we just don’t do it. Well, this next 

year let’s all do it!

Expect ingratitude. This way, 

bad news and bad behaviour 

never catch you mentally 

unprepared. Your client chooses 

your competitor and not you, 

despite the close relationship you 

have together. You feel like you are 

dealing with an unfaithful spouse 

THE ETERNAL  
SALES STRUGGLE

How salespeople can maintain momentum

and are burning up with rage. 

If you assume ingratitude is the 

usual state of the world, then you 

just brush it off and move forward. 

That good client of yours will be 

back at some point, so don’t blow 

the relationship for the sake of one 

deal going missing.

Count your blessings, not 

your troubles. You are focused 

on how hard it is to push the 

rock, but not your strengths. You 

have experience, contacts, track 

record and a good reputation 

in the market place. You are a 

professional who always has 

the client’s interests as your first 

priority. You practice your craft and 

you study to improve even further.

There are always more potential 

clients than time available to 

service them, so there is no lack 

of potential. Your competitors are 

not studying, and don’t have the 

client’s interests at heart. This gives 

you an advantage over the long 

• Look after your health

• Focus on the positives

• Learn from failure

term, as those rivals just flame out 

and disappear.

Try to profit from your losses. 

Not every post is a winner, despite 

your best efforts. Analyse what went 

wrong. Don’t be afraid to ask the 

client for feedback. Our experience 

is the sum of our failures. We learn 

what does work by finding out what 

doesn’t work. In the startup world, 

they have the mantra of “fail faster”. 

This is an old idea. Edison applied 

this same concept to discovering 

which materials would work in 

creating his electric bulb.

Create happiness for others. 

Give something back. Provide 

advice, volunteer, turn up and 

help. When we give, we receive 

much more in return. Our soul is 

warmed by the act and our spirit is 

strengthened.

Don’t be overwhelmed by the 

hill in front of us. Break it down 

into centimetres and roll that rock 

a little a day, every day and we 

will get to the top. Ok, we have 

to start again, but that is the fun 

of the game. We get to play again 

and see what we can do this year. 

See which wonderful new clients 

we can help. See what creative 

solutions we can generate. We are 

an awesomely powerful learning 

machine and the game is our 

university of life.

Engaged employees are self-

motivated. The self-motivated 

are inspired. Inspired staff 

grow your business, but are you 

inspiring them? 
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One hundred years on from the opening 

of the Battle of the Somme—the 57,470 

British Empire casualties on the first 

day make 1 July, 1916, the bloodiest day in 

the British Army’s history—representatives 

of Commonwealth embassies, schools, 

associations and organisations gathered to 

pay their respects at the Commonwealth War 

Cemetery in the Hodogaya district of Yokohama.

The only annual Remembrance Day 

ceremony in Japan was held on 13 November, the 

closest Sunday to the 11th hour of the 11th day 

of the 11th month, and almost a century after the 

guns on the Western Front finally fell silent.

Member nations of the Commonwealth take 

turns to conduct the Remembrance Sunday 

event in Yokohama, with this year’s service 

organised by the British Embassy Tokyo.

Commander Donald Crosbie of the 

Royal Navy served as master of ceremonies 

and welcomed the guests to “this beautiful, 

solemn and peaceful place”. Representatives 

of four religions delivered commemorative 

observances, led by the Reverend Canon 

Andrew Dangerfield.

Royal Navy Capt. Paul Casson, the new 

defence attaché at the British Embassy Tokyo, 

then read the powerful poem In Flanders Fields, 

written by Canadian poet and physician John 

McCrae, who died of pneumonia in France 

before World War I ended.

Laurence Binyon’s equally moving 

They Shall Grow Not Old was then read by 

British Ambassador to Japan Tim Hitchens CMG 

LVO, followed by the crisp notes of the bugler’s 

Last Post and two minutes’ silence. Scottish-

born Frank Hunter then played bagpipes, 

including Amazing Grace, while representatives 

of 24 embassies placed their wreaths, followed 

by dignitaries from Japan’s Ministry of Foreign 

Affairs and the Ministry of Defense, as well as 

other local associations.

With the conclusion of the official 

ceremony, heads of Commonwealth missions 

and other visitors moved to sections of the 

cemetery set aside for individual nations to 

pay their respects. Many lingered over the 

individual memorials bearing the personal 

details of the men remembered here, which 

often include a brief message from loved ones 

in distant Britain.

Private G.J. Gray, of the Middlesex Regiment, 

was 26 when he died on 2 January, 1943. On 

the bottom of the metal plaque where he 

is remembered is the message: “Someone 

thinks of you always and tries to be brave and 

content. Mother”.

Not far away lies Private A.E. Lambeth of the 

Cambridgeshire Regiment, who was 30 when 

he died in September 1944. His epitaph reads: 

“Greater love hath no man than this. He laid 

down his life for his friends”.

Six markers in one plot of the cemetery bear 

the always-poignant words, “A soldier of the 

1939–1945 war. Known Unto God”.

The cemetery contains 1,555 Commonwealth 

war burials and commemorations of World War 

II, including 53 who remain unidentified and 

a number of special memorials to casualties 

whose graves have not been located. It also 

has one grave from World War I, as well as 

171 burials from after that war.

Two students from The British School in Tokyo 

were among those who laid a wreath before The 

Cross of Sacrifice, followed by two Cub Scouts 

from the school’s 1st Tokyo Scouts Group.

“For young people in the UK, Remembrance 

Sunday is an annual event that they are all very 

aware of”, said Brian Christian, principal of the 

school. “We have many members of the British 

community who send their children to our 

school and we believe it is very important that 

this day is relevant for us here as well.

“We share the values of this day and I 

feel it helps us to remain connected to our 

Britishness”, he told BCCJ ACUMEN.

“It’s important to commemorate those who 

have fallen on all sides in all wars—today, that 

is more important than ever—and we want 

to get our young people thinking about these 

situations and taking part in such a thoughtful 

occasion as this”, he said.

Remembrance is an important part of the 

curriculum at the school, Christian explained, 

with an assembly in the week before the 

ceremony dedicated to the significance of the 

day. And on the 11th hour of the 11th day of 

the 11th month, the entire school observed two 

minutes of silence. 

MEMORIAL

Steve Trevellick (left), head of corporate communications, Cornes Technologies; Royal Navy Captain Paul Casson, 
defence attaché, British Embassy Tokyo; David Bickle, BCCJ president; and Brian Christian, principal, British School 
in Tokyo, attended the ceremony.
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Members of the Commonwealth remember  

those who made the ultimate sacrifice
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Jeremy Hackett, founder and chairman of Hackett London

BY CHRIS RUSSELL

Jeremy Hackett, the founder 

of Hackett London, on the 

appeal of British style

A lthough quality tailoring can be found 

in many places around the world, 

it is fair to say that nowhere has the 

same cachet as Savile Row. But although 

an inspiration for so many, few have been 

as committed to exporting its designs and 

sensibilities as Hackett London, which has 

grown from a small shop in Parsons Green, West 

London, in 1983 to become one of the biggest 

names in menswear. And those same Savile Row 

principles have remained embedded in the 

Hackett brand throughout its history.

“I’ve just always been obsessed by good 

quality, things that endure, things that are 

properly made, things that have some sort of 

heritage to them, and with a little twist to them 

as well”, said Jeremy Hackett, the firm’s founder 

and chairman. “I like to say it’s classic, but not 

old fashioned, and I think there’s a fine line 

between being old fashioned and classic”.

That line is perhaps closely tied to 

evolution—a sense of progress that is 

nonetheless rooted in the past. And it is 

evolution of a sort that brought Hackett to 

Tokyo in November, when he came to the city 

to launch Mr. Classic: Yesterday & Tomorrow, a 

bilingual update from the Japanese publisher 

Banraisha of the 2008 book of the same name.

“I had no intention of doing another book, 

really, but I was here last year and Yoshimi 

[Hasegawa], who has written several books 

on Savile Row and things, approached me 

and said, ‘Would you like to do a Mr. Classic 

book?’”, said Hackett. “I thought, well, yeah, 

ok, I’ve got lots of photos and stories and blogs 

that I’ve written before that I’ve not really 

done anything with and bits I’ve written for 

various magazines, so I thought well, let’s 

cobble it together”.

Made up of articles and stories on many of 

the finer things in life—luxury cars, watches, 

exotic trips and, of course, fine clothes—the 

book also includes background on his life 

and the Hackett brand, his well-received 

contribution to the Diary of a Somebody series in 

FASHION

Just the 
Classics
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the Financial Times’ How to Spend It magazine 

and, naturally, a chapter on his visits to Japan. 

These are all interspersed with photographs, 

most of them taken by Hackett himself.

“I’ve become quite a fan of Instagram”, 

he said, “so there’s quite a lot of Instagram 

photographs in there”.

Those who follow his account—@mrjhackett—

will know what to expect—quirky, arty shots 

of Hackett’s work and travels, as well as plenty 

of photos of his two Sussex Spaniels, Harry 

and Muffin. And as well as being an outlet for 

Hackett’s passion for photography, it also gives 

an indication to what is best received, with his 

pets being particularly popular.

“It’s a sort of interesting way of doing market 

research, I suppose”, he added.

Inspiration abroad

As the book’s chapter on Japan attests, Hackett 

has been visiting the country for well over two 

decades, his first trip having been in 1989. 

Although primarily for business and not as 

extensive as he would have liked, the trips have 

nonetheless afforded him the opportunity to 

catch a glimpse of Japanese style, and find some 

inspiration along the way.

“I’ve always found that the Japanese have a 

unique way of actually putting British clothes 

together, and when I come here I’m always 

inspired by the way [they do it]”, said Hackett. 

“I think, ‘Oh, that’s good—we should do that 

in London’.

“It’s just the little tweaks they do with things. 

They’re quite playful with it as well, and mix 

things up quite a bit.

“They might buy tweed and then it will be 

put together in a really rough way, in a street 

way that is a million miles away from what 

you might see in Savile Row, but the original 

reference was Savile Row.

“Or they might go back to, say, the Prince of 

Wales, the Duke of Windsor and look at the way 

they put clothes together, and then reinterpret 

that. Fair Isle sweaters [for example]. But when 

you put those on young kids in Aoyama, it looks 

completely different, but new and fresh.

“Even the real fashion designers still look to 

Britain as a sort of inspiration”, he continued, 

“whether it’s Comme des Garçons or something 

like that, you can tell in their collections that 

they’ve looked back at some historic British 

reference and used it in a new way. And that’s 

great, I like that.”

Of course, underpinning this is the high 

esteem in which British tailoring and menswear 

are held globally, something that runs from 

Tokyo to Dubai and Madrid.

“I believe that whenever people become 

successful, wherever they are in the world, they 

think, ‘Oh, I must go to London, go to Savile Row 

and have my shirts made, get my shoes made, 

get my suits made’”, he said.

“The whole concept of British style is 

something that is exportable all over the world, 

[where it sells] more so than in England. I think 

it’s one of those things that distance lends 

enchantment … You go to Milan and you see 

guys who look more British than anybody you 

see in London, and they take it very seriously.

“To most people I suppose there’s something 

romantic about the English lifestyle that we 

apparently live, but most of us don’t, of course—

the house in the country, the social season that 

we have, the horse racing, the polo, the tennis, 

the cricket, the rowing. These are all things that 

England or Britain has a great reputation for. 

Again, it’s seen abroad much more clearly than 

it is in our own country”.

Indeed, it is associations with such events 

that have helped drive the Hackett brand. The 

firm has just taken on a partnership with the 

Henley Royal Regatta, providing clothes for the 

officials, and this joins existing agreements with 

Aston Martin Racing, Williams Martini Racing 

and British Army Polo.

“It’s a way of us showing the English heritage 

as an add-on to not just selling clothes, but 

selling clothes around the lifestyles that are part 

of all these sports”. 

FASHION

Hackett’s designs are inspired by classic British tailoring.
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Niseko is one of the most popular resorts for British skiers. • PHOTO: JUN KANEKO VIA FLICKR

I f you spend any time in 

Japan’s main ski resorts, you 

will no doubt hear more 

than a few Australian accents. 

But increasingly British ones are 

getting louder, with the quality of 

Japanese skiing now experiencing 

greater recognition outside the 

Asia–Pacific markets that have 

typically supplied the resorts’ 

international visitors.

And while the Japan National 

Tourism Organization does 

not provide specific ski-related 

statistics, overall tourist numbers 

give an indication of the growing 

popularity of Japanese skiing 

among British people.

Despite falling outside spring 

and autumn when the weather is 

more agreeable, as well as Japan’s 

famous cherry blossom season 

in late-March and early-April, 

UK tourist figures posted double 

digit growth during December 

2015–February 2016 at an average 

of 21.4%. And the UK was the top 

supplier of European tourists in 

this period by some margin.

“It’s growing in popularity—

the underlying trend is that each 

year it grows because more and 

more people are realising, are 

hearing stories of how good it 

is, and Japan as a destination is 

perennially popular”, said Nick 

Coates, a former resident of Japan 

and a co-founder of the British 

ski tour operator Different Snow, 

which specialises in trips beyond 

the usual European and North 

American destinations.

In part, this has been the result 

of greater media coverage, which 

has in turn raised awareness of 

Japanese skiing. Although in 

the case of Australia there has 

long been an appreciation of 

the abundance and quality of 

snow in resorts such as Niseko in 

Hokkaido, that is now increasingly 

the case in the UK, too.

“There has been a lot of media 

interest around skiing in Japan, 

particularly given the inconsistent 

snow in Europe and North 

America the last few years”, said 

Andrea Selig, product manager 

for Japan at the British firm Ski 

Safari. “The increased exposure in 

publications has opened people’s 

minds to the possibility of skiing 

somewhere different.

“Japan also features heavily in 

ski and snowboard films—usually 

most will have at least one segment 

set in a Japanese resort”.

This media focus has tended 

to home in on the main resorts 

of Niseko and Hakuba, with 

the former being by far the 

most popular.

“I think eight out of 10 enquiries 

… all focus on Niseko”, said Coates. 

“Niseko have been very, very 

effective in marketing themselves 

to the international community. 

All you’ve got to do is open a ski 

magazine in the UK or look at a 

ski website, and if there is a Japan 

article it is focused on Niseko.

HOLIDAY

GOING OFF-PISTE
Brits discover the joys of Japanese skiing
BY CHRIS RUSSELL

The Japanese alps are now on the radar of British skiers. • PHOTO: GEORGE ATANASSOV VIA FLICKR
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“[It] also has the variety of 

accommodation, the infrastructure 

and it has enjoyed some 

investment; that stagnated in other 

Japanese ski resorts in the eighties 

and nineties”.

Those Brits making the long 

trip east tend to fall into one of 

two categories, with some overlap 

between them. The first are the 

serious skiers seduced by tales of 

abundant powder snow, as well 

as the on- and off-piste terrain not 

found in other countries. These 

tend to be advanced skiers looking 

for the thrill and challenge of 

experiencing new environments.

On the other hand are those 

for whom skiing is not the sole 

motivation for the trip. For them, a 

visit to Japan is also an opportunity 

to sample its culture and history, 

be it a trip to one of the country’s 

famous cities or a stay in a quaint 

ryokan inn.

“The chance to have a totally 

different and unique ski holiday 

has to be the main selling point for 

any trip to Japan”, said Selig, noting 

that skiing in Japan also offered 

cultural experiences unavailable 

elsewhere. “Ninety-five percent of 

our trips will also combine another 

element other than skiing, perhaps 

a few nights in Tokyo or Kyoto, or 

even visiting more than one resort. 

There is often the thought along 

the lines of, ‘This may be the only 

time I visit Japan, so I want to see 

as much as possible’ ”.

And to an extent this makes 

British skiers stand out compared 

with those who come from the main 

international markets of Australia, 

Hong Kong and Singapore, who, 

given the proximity, often visit for 

the skiing and not much else.

“British travellers tend to be 

more culturally adventurous”, 

said Coates. “They’re willing to 

roll up their sleeves and get stuck 

in and stay in a little minshuku 

(guest house) or ryokan and have a 

cultural adventure”.

New terrain

For all the encouraging British 

demand, 2016 has presented a 

complication. With the pound’s 

plunge in value following the 

EU referendum in June, trips to 

Japan have become that much 

more expensive, threatening to 

put a dampener on what had 

been persistent and solid growth 

in UK skiers choosing Japan. 

That has required operators 

to change tack or find ways to 

offset costs.

“We are receiving a similar 

number of enquiries year on year, 

but the higher costs are deterring 

people from booking”, said Selig. 

“We try and communicate with 

our hotel partners and suppliers 

to negotiate special offers to 

encourage bookings. You also 

have to start getting creative when 

building packages”.

But there is also the recognition 

that, for the time being at least, a 

certain kind of demographic has 

perhaps been lost. For Different 

Snow, that means refocusing 

their efforts to compensate for 

the fact that Japan is no longer 

affordable for some.

“We’re moving towards the 

higher end and forsaking the 

lower-middle market”, said Coates.

But while the exchange rate 

might fluctuate, Japan’s underlying 

quality when it comes to skiing 

will endure, something that British 

skiers have been discovering for 

themselves.

“People in Canada and Utah 

might put up a half-decent 

argument [that skiing there is 

better], but they’re wrong—Japan 

is just simply the best”, said Coates. 

“A UK audience is discovering 

Japan and invariably loving it”. 

HOLIDAY

Hakuba is also popular, although less well known. • PHOTO: CHI TRANTER VIA FLICKR

Japan’s resorts see enviable amounts of snow. • PHOTO: MARK LEHMKUHLER VIA FLICKR
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Lessons
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Training
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Freeride Programs
• Daycare Services
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Over 15 years of quality tours and instruction in Hakuba
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AWARDS

The 2016  
Japan–British  
Society Awards
Prizes for sake brewer and book fan club

BY CHRIS RUSSELL

On 21 November, the Japan–British Society (JBS) gathered for its 

customary annual dinner, which this year took place at the Royal 

Park Hotel in Tokyo. Among the guests were the UK Ambassador 

to Japan Tim Hitchens CMG LVO and his wife Sara—attending their 

final JBS dinner before departing Japan—as well as the event’s guest 

speaker, Dr Naoki Tanaka, president of the Center for International Public 

Policy Studies.

The dinner celebrated the presentation of the 2016 JBS Awards, which 

recognise contributions to the furthering of UK–Japan relations. The 

society’s chairman, Takashi Tsukamoto, presented the prizes.

The JBS has been acknowledging the community’s work since the 

scheme was set up 2008 as part of the society’s centenary celebrations, 

with awards going to two recipients—typically one British, and one 

Japanese—who reside in Japan. They are awarded based on activities that 

foster and promote UK–Japan relations.

Tim Hitchens CMG LVO also spoke at the event.Dr Naoki Tanaka, president of the Center for International Public Policy Studies, delivered the guest speech.

>>



Elio Catering Elio Locanda Italiana is Elio Orsara’s award-winning 
restaurant serving authentic Southern Italian cuisine 
and hospitality for the past 20 years.

You can enjoy the freshest, safety-approved quality 
ingredients, homemade cheese and salami, signature 
recipes, homemade pasta and a passionate service at 
Elio Locanda Italiana.

Elio’s Catering recreates the same uncompromising 
quality o� ered  at Elio Locanda Italiana. All dishes 
are prepared in Elio’s Catering headquarters using 
organic and tested radiation-free ingredients, and
are delivered fresh to your event location.

Should you prefer to dine at home or elsewhere, the 
taste and genuine atmosphere of Elio Locanda can 
come to you!

2-5-2 Kojimachi, 
Chiyoda-ku, Tokyo 
Tel: 03-3239-6771

www.elio.co.jpTel. 03-5210-5701    Email: catering@elio.co.jp

20th Anniversary
20 years of passion and

genuine Calabrian cuisine

Elio.indd   1 11/21/16   5:19 PM
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AWARDS

THE JAPAN SHERLOCK HOLMES CLUB
Represented by Akane Higashiyama

In addition to the study, appreciation and promotion of the club’s 

titular detective, the Japan Sherlock Holmes Club is involved in 

an array of activities, encompassing the Baker Street resident, the 

character’s creator, Sir Arthur Conan Doyle, and the Victorian period 

in which the stories are set. The club’s pursuits include twice-yearly 

seminars on Holmes-related matters, as well as active engagement 

with fellow fans around the world, particularly those in the UK.

Next year, the club, which has more than 600 members, will 

celebrate its 40th anniversary. In that time, it has tapped into Sherlock 

Holmes’ rich history in Japan, where the detective was first introduced 

in 1887. Since then, Holmes has become a fixture of Japanese popular 

culture, with his iconic cape and deerstalker hat recognised by many.

Today, the Japan Sherlock Holmes Club continues to develop and 

build on that appreciation of one of Britain’s best-loved characters.

for contributions  
to uk–japan relations

for promoting sake and  
its artisanal craftsmanship

PHILIP CHARLES HARPER
Master Brewer, Kinoshita Shuzo

The only non-Japanese national to have been awarded the rank of 

toji, or master sake brewer, Philip Harper has played a vital role in 

promoting around the world the Japanese spirit and the craft that goes 

into making it, particularly in his home country, the UK.

Harper arrived in Japan in 1988 as part of the Japan Exchange and 

Teaching Programme, before later beginning an apprenticeship at 

Ume no Yado, a traditional sake brewery in Nara. In 1998, during his 

time there, he published The Insider’s Guide to Sake, an introductory 

book aimed at overseas enthusiasts. Then, in 2001, having worked at 

Ume no Yado for 10 years, he attained the rank of toji after passing the 

Nanbu Brewers’ Guild exam.

In 2006, Harper published a second book, The Book of Sake: A 

Connoisseurs Guide and, since 2007, he has been the master brewer at 

Kinoshita Shuzo, the makers of Tamagawa sake.

Akane Higashiyama represented the Japan Sherlock Holmes Club.Philip Charles Harper accepts his award from Takashi Tsukamoto.
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A lthough perhaps best known in the 

West for its neon-lit metropolises, 

Japan has maintained a strong 

appreciation of the natural world throughout its 

history. And, from national holidays dedicated 

to the appreciation of nature, through to 

hanami cherry blossom viewing parties, this 

appreciation is something that continues 

to this day.

It is perhaps not surprising then that 

Japan has long been a significant contributor 

to the field of botany, a fact marked by the 

Flora Japonica art exhibition currently being held 

at the Royal Botanic Gardens, Kew in London.

Running until 5 March, the show at Kew’s 

Shirley Sherwood Gallery comprises paintings 

by 30 contemporary Japanese botanical artists, 

historical works from Japan and pieces from 

Kew Gardens’ Illustration and Economic 

Botany collections. In addition to conveying the 

diversity and richness of flora native to Japan, 

the exhibition also highlights the country’s 

significant influence on Western horticulture.

Based largely on wild specimens found in 

locations across Japan, ranging from Aomori 

City in the north of Japan’s main island of 

Honshu, to Awaji Island in the country’s 

southwest, the new pieces showcase both the 

artistry and scientific rigour of contemporary 

botanical painting. Rich and vibrant depictions 

of cherry blossom, maple leaves, Japanese 

camellia and peonies are among those featured 

in the exhibition.

Observed over many months and stages 

of a plant’s life, the specimens are painted 

to convey a special sense of nuance and 

detail. Many track the varied shapes and 

hues witnessed over a plant’s development. 

Paintings based on specimens within Kew’s 

collection round out this collection of 

contemporary paintings.

ART

JAPAN’S  
WILD SIDE

London showcases rich botanical art

BY CHRIS RUSSELL

1
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Historical works also give a sense of the 

development of botanical painting in Japan, 

with Edo and Meiji period pieces on show 

that have never before been displayed in 

Europe. Included are illustrations by Tomitaro 

Makino, the pioneering Japanese botanist, and 

watercolours by Sessai Hattori and Chikusai 

Kato. The exhibition also features Kato’s 

decorative wooden panels made of the wood 

and bark of the trees that they depict.

The exhibition is accompanied by a 

252-page book of the same title, featuring all 

80 works commissioned for the exhibition, 

information on the plants themselves and 

biographies of the artists. The book also 

includes an introductory chapter on the history 

of Japanese botanical illustration, penned 

by Hideaki Ohba, professor of botany at 

The University of Tokyo.

Once the exhibition finishes at Kew 

Gardens, it will move to Japan (date yet to be 

announced), where it will be shown at the 

National Museum of Nature and Science in 

Tokyo and at the Tokyo University Museum. 

ART

1. Acer palmatum by Kyoko Ohara • PHOTO: KYOKO OHARA

2. Tricyrtis macuranta maxim, Tomitaro Makino (1862–1957) • PHOTO: KOCHI PREFECTURAL MAKINO BOTANICAL GARDEN, JAPAN

3. Japanese wooden panel, sapindus mukorossi, 1874
4. Camellia japonica by Yoko Kakuta • PHOTO: YOKO KAKUTA

5. Citrus unshiu by Kayoko Miyazawa • PHOTO: KAYOKO MIYAZAWA

6. Wisteria floribunda by Noriko Fujita • PHOTO: NORIKO FUJITA

7. Magnolia obovate by Mieko Konishi • PHOTO: MIEKO KONISHI

8. Aconitum japonicum var. montanum by Koichi Saito • PHOTO: KOICHI SAITO

2 3 4

5 6 7 8
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ARTS
1

17–25 DECEMBER 

Cinderella

With a score by renowned Russian 

composer Sergei Prokofiev and 

choreographed by celebrated 

British ballet dancer Sir Frederick 

William Mallandaine Ashton OM 

CH CBE, this is a comic ballet 

production not to be missed. 

With lively melodies and dance, 

it is the story of the classic tale of 

Cinderella, including entertaining 

performances by the wicked 

stepsisters and the unforgettable 

moment the clock strikes 12.
PHOTO: HIDEMI SETO

Opera House, New National 

Theatre, Tokyo

1-1-1, Honmachi, 

Shibuya-ku, Tokyo

Various times

Adults: from ¥3,240

» www.nntt.jac.go.jp/english/

productions/detail_007998.html

03-5352-9999

2

22 DECEMBER 

YUSK Piano Recital

YUSK is a British-Japanese piano 

soloist who was brought up in 

London and suffers from Tourette 

syndrome—it took him 10 years to 

graduate from music college. This 

performance in Tokyo will be his 

7th recital. 

UK EVENTS IN JAPAN
COMPILED BY 
KIYOKO MORITA

Blue Rose (Small Hall) 

Suntory Hall 

1-13-1, Akasaka, Minato-ku, Tokyo

7pm

Adults: ¥3,000 

» www.suntory.com/culture-

sports/suntoryhall/schedule/

detail/20161222_S_3.html

0940-42-8747

◉ Free tickets

We are giving away five pairs of free 

tickets for this concert.

3

FROM 24 DECEMBER

Oasis: Supersonic

This British feature-length 

documentary on the Manchester 

Britpop band Oasis follows 

their journey to success during 

the 1990s. Produced by Matt 

Whitecross and directed by 

Asif Kapadia, the film features 

backstage and previously unseen 

concert footage, with an insight 

into the rivalry of the two brothers, 

Liam and Noel Gallagher.
© JILLFURMANOVKSY

Kadokawa Cinema Yurakucho

Yomiuri-Kaikan 8F

1-11-1 Yurakucho, 

Chiyoda-ku, Tokyo

(Among other locations)

Various times

Adults: ¥1,800 

» http://oasis-supersonic.jp/

03-3574-1131

 

鍵盤に指を置く時 

 

～Program～ 
ショパン ワルツ集： 
第 1番 変ホ長調 op.18「華麗なる大円舞曲」 
第 2番 変イ長調 op.34-1「華麗なる円舞曲」 
第 4番 へ長調 op.34-3「華麗なる円舞曲」 
第 9番 変イ長調 op.69-1「別れのワルツ」 
第 14番 ホ短調 op.Posth「遺作」 
ベートーヴェン：ピアノソナタ作品 57 第23番 ヘ短調 "熱情" 
シューマン：謝肉祭 作品 9 
ショパン：スケルツォ 作品 31 第 2番 変ロ短調 
  

ピアノリサイタル 

 
後援：佐賀県難病支援ネットワーク  一般社団法人日英協会  NPO法人日本トウレット協会 

主催・お問合せ：エクローグ音楽事務所 Tel:0940-42-8747 e-mail:info@eclogue.jp 080-5673-8711 (関) 
 
 

トゥレット症候群を生きる 

 

2016.12.22 (木)  

19:00開演 18:30開場 全自由席 
サントリーホール ブルーローズ  
（小ホール）東京都港区赤坂 1-13-10  

 Tel:03-3505-1001   
一般：3,000 円 学生：1,000円         
チケット：イープラス http://eplus.jp/ 

エクローグ音楽事務所 
e-mail:info＠eclogue.jp 

 Tel:0940-42-8747 
 

ユウスケ 

 

3

2

1
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◉

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

with your name, address and telephone number by 31 December to: 

coordinator@custom-media.com.

Winners will be picked at random.

4

23 DECEMBER

Voces8 Christmas Concert

Dubbed the “Fantasista of the 

a cappella world” and with two 

albums, Eventide and Lux, high 

up in the Classical Charts on their 

release, the award-winning octet 

a cappella group Voces8 are one of 

the finest of their kind. They will be 

coming to Tokyo for an afternoon 

Christmas concert of world-

class vocals. 

Tokyo Opera City Concert Hall 

3-20-2 Nishi-shinjuku, 

Shinjuku-ku, Tokyo

Adults: from ¥6,000

» www.kajimotomusic.com/jp/

concert/k=573/

0570-06-9960

◉ Discount

We are offering special discounted 

tickets for ¥5,400. 

5

8 JANUARY–9 APRIL

DAVID BOWIE is

A look back at one of the most 

pioneering and influential 

performers of modern times, 

DAVID BOWIE is represents the 

first international retrospective 

of the extraordinary career of the 

singer, songwriter and actor, who 

died in January. Over 300 objects, 

including handwritten lyrics, 

original costumes, photography, 

set designs, album artwork and 

rare performance materials from 

the past five decades from the 

David Bowie Archive, will come 

together for the very first time. 

Warehouse TERRADA G1 Bldg.

2-6-10, Higashi-Shinagawa, 

Shinagawa-ku, Tokyo

10am–8pm

Open until 9pm Fridays  

(Last entry one hour before closing)

Closed on Mondays (except 9 

January, 20 and 27 March, 3 April)

Adult: from ¥2,400 

» http://davidbowieis.jp/en/

03-5777-8600

◉ Free gift

We have 10 stickers related to this 

exhibition to give away.

6

15 JANUARY– 
14 FEBRUARY

Roméo et Juliette

Based on one of Shakespeare’s 

most celebrated plays—Romeo and 

Juliet—the French musical Roméo 

et Juliette, with music and lyrics by 

Gerard Presgurvic, will be on show 

in Japan at the beginning of 2017. 

First premiered in Paris in 2001, a 

Japanese version was performed in 

2011 and 2013, and this time it will 

feature a new cast. 
PHOTO BY: LESLIE KEE

TBS Akasaka ACT Theater

5-3-2 Akasaka, Minato-ku, Tokyo

Various times

Adults: from ¥13,000 

» http://romeo-juliette.com/

03-3490-4949

4

5

6
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BY MAXINE CHEYNEY

I n an increasingly globalised 

society, cross-cultural 

communication is more 

important than ever, with national 

exchanges being one major avenue 

for promoting understanding.

As one of the largest exchange 

programmes in the world, the 

Japan Exchange and Teaching 

(JET) Programme is at the 

forefront of foreign language 

education in Japan. And with the 

upcoming 2020 Tokyo Olympic 

and Paralympic Games, among 

other major international sporting 

events, an investment in foreign 

language communication has 

become more vital than ever. 

This year, JET has been 

celebrating 30 years of the 

programme, which, since its 

inception in 1987, has seen 

about 65,000 participants from 

65 countries. British participants 

represent 8% of this number. To 

celebrate the programme’s long 

success, the Ministry of Internal 

Affairs and Communications 

(MIC), Ministry of Foreign Affairs 

(MOFA), Ministry of Education, 

Culture, Sports, Science, and 

Technology (MEXT), and the 

Council of Local Authorities for 

International Relations (CLAIR) 

hosted an anniversary ceremony at 

the Keio Plaza Hotel in Shinjuku, 

Tokyo, on 7 November.

The 720-strong audience of 

current JETs and alumni was greeted 

by CLAIR’s Chairperson of the Board 

of Directors Tamotsu Okomoto, 

who highlighted the JET Prog-

ramme’s broad reach and its ability 

to foster relations between Japan 

and other countries. It was this idea 

of “building bridges” that carried 

through the ceremony.

International ties

Beginning the opening speeches, 

MIC Minister Sanae Takaichi 

stressed the support that the 

programme has given local 

communities and young people.

“We expect [JET participants] 

will serve to increase interest 

in sport”, she said about sports 

exchange advisors, who specialise 

in a variety of sports and aid in 

coaching and teaching at schools 

across Japan, a key initiative with 

the upcoming 2020 Tokyo Olympic 

and Paralympic Games, and the 

2019 Rugby World Cup. Hirokazu 

Matsuno, the minister for MEXT 

added to this that the promotion 

of international exchange is not 

just confined to schools, but also 

extends to communities, which 

will help to prepare regions for 

2019 and 2020. 

Minister for MOFA Fumio 

Kishida emphasised that it 

is through the programme 

that participants develop an 

understanding of the Japanese 

business environment. Many who 

return to their home countries 

can begin working as artists or 

practitioners of Japanese arts, or 

in the public services sector, and 

some even for Japanese firms.

Japanese Crown Prince Naruhito 

also praised the programme in an 

address to the audience.

Grassroots internationalisation 

across Japan was the main theme 

of the speeches that opened the 

ceremony, a point picked up 

by the Jamaican and Canadian 

ambassadors to Japan.

Jamaican Ambassador Ricardo 

Allicock told the audience about 

the recent Shitamachi bobsleigh 

initiative in Japan, where a 

bobsleigh was offered to the 

Jamaican bobsleigh team for the 

upcoming Korean Olympics. It is 

these projects and synergies, he 

explained, that have brought the 

two countries together.

“Feel the rhythm, feel the 

rhyme, get up, it’s bobsleigh time”, 

said Allicock, quoting the film 

Cool Runnings about the Jamaican 

bobsleigh team.

This is what he called “life-

long bridge building, which only 

begins with language sharing”. He 

added that Jamaica has entered into 

the first sister agreement between 

Japan and any Caribbean nation. 

JET

ENVOYS FOR LIFE

The Japan Exchange and Teaching Programme marks 30 years 

Now in its 30th year, the Japan Exchange and Teaching (JET) Programme 

has welcomed about 65,000 people from 65 countries to deliver 

grassroots international exchange between Japan and other nations.

President of the Council of Local Authorities for International Relations, Keiji Yamada
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Ambassador of Canada to 

Japan Ian Burney echoed similar 

sentiments, adding that the 

programme is an “exceptionally 

farsighted and wise investment in 

public diplomacy by the Japanese 

government”.

Future thoughts

Following the speeches and a 

presentation by Emiko Okuyama, 

mayor of Sendai City, with Melissa 

Hill, Sendai City Coordinator for 

International Relations, was an 

entertaining performance from 

three 6th grade students and their 

teacher from Goto Municipal 

Sakiyama Elementary School and 

the Goto City assistant language 

teacher (ALT), showcasing some of 

Goto City’s attractions.

Highlighting the transference 

of skills from the programme to 

other careers was former ALT 

James Regent, who now works in 

the controller office at the trading 

firm Sojitz Corporation, and 

Yoji Abe, manager of global HR 

and HR development at Sojitz. 

Both highlighted the attributes 

of JET participants that make 

them an attractive choice for 

international firms. 

Kenneth Price, from the UK, is 

an alumnus who decided to stay in 

Japan, and he now works at Sojitz 

in human resources.

“As a rural JET, there were 

very few English speakers in 

the area and I had to learn how 

to adapt to a situation where 

there are language barriers. In 

my current position working in 

a Japanese trading company, I 

deal with people from all over 

the world where English isn’t 

their first language”, he said about 

the programme. He added that 

it also made him “sensitive to 

differences in culture all over 

the world”.

He concluded, “Most 

employers are looking for foreign 

nationals who can adapt to any 

situation and work alongside 

Japanese employees. If you can 

prove that you have these qualities, 

job hunting will be much easier”.

A much-anticipated 

video competition closed the 

celebration, showcasing a variety 

of cultural experiences in Japan 

through the eyes of different JET 

participants. The videos included 

the winner, Ekin Kabuki Festival, 

Akaoka, Japan, by Alexander 

Barnett from Kochi Prefecture, 

and the recipient of the Best Idea 

Award, A Gourmet Tour of Aomori, 

by Soo Young Park from Aomori 

Prefecture.

The evening reception that 

followed the main event included 

welcoming remarks from CLAIR 

President Keiji Yamada, and 

performances from the taiko 

drum group Sai-ryu and from a 

ukulele “ukestra”. 

Just as Ambassador Ricardo 

Allicock explained in his parting 

words, there are two “irrefutable” 

factors to consider for JETs as 

they continue their journey in 

Japan. First, as potentially the 

sole representative from their 

country in their community, “it 

is imperative that you wear your 

distinct national personality with 

grace and sensitivity”. 

Second, he encouraged JETs 

to embrace the relationships 

they create.

“Get in the habit of seeing 

yourselves for what you are: 

community-level ambassadors 

for your country who are planting 

seeds today which will reap a 

significant harvest tomorrow”. 

JET

Sai-ryu performs in venues around Kyushu, and some of its members have played abroad nine times in seven countries.

“Get in the habit of seeing 

yourselves for what you 

are: community-level 

ambassadors”.
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COMMUNITY

1

Emma Hickinbotham (left), interim executive 

director of the British Chamber of Commerce 

in Japan (BCCJ), with Diane Kichijitsu, a 

rakugo performer who was nominated for 

Person of the Year.

2

Helen Iwata (left), president of Sasuga! 

Communications and nominee for Entrepreneur 

of the Year, with Joy Fajardo, client services 

manager at Custom Media, at the BBA’s 

Champagne reception.

3

Jonty Brunner, BCCJ Executive Committee 

member and British Airways Regional 

Commercial Manager for Japan and Korea, with 

Madoka Kato, co-presenter of InterFM’s London 

Hit Radio show and co-MC for the BBA.

4

Robert Williams (left), director of AP Advisers 

and co-founder of the charity Knights in White 

Lycra, with Guy Perryman, BCCJ Executive 

Committee member, co-presenter of InterFM’s 

London Hit Radio show and co-MC for the BBA.

5

Julian Ryall (left), Japan correspondent for 

The Daily Telegraph and BCCJ ACUMEN 

senior writer, with Greg Story, president of 

Dale Carnegie Training Japan.

BCCJ 2016 British Business Awards

1 2

543
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UK–Japan events

COMMUNITY

1

UK Ambassador to Japan Tim Hitchens CMG LVO 

is presented with a special commemorative issue 

of BCCJ ACUMEN by Simon Farrell, the magazine’s 

publisher and BCCJ Executive Committee 

member, at a farewell lunch hosted by the British 

Chamber of Commerce in Japan (BCCJ).

2

The Ambassador’s Residence at the British 

Embassy Tokyo hosted the annual British 

Fashion Mission Showcase on 7–8 November. 

Japanese buyers expressed interest in a range of 

British fashion brands, many of them exhibiting 

in the country for the first time.
PHOTO: © BRITISH EMBASSY TOKYO

3

David Bickle (left), president of the BCCJ 

and Dr Florian Kohlbacher, director of the 

Economist Corporate Network in North Asia, 

at the BCCJ’s “The Ikumen Project: Leading 

by Example” event on 25 November at the 

Grand Hyatt Tokyo.

4

Kumiko Ishiguro (left), a member of the British 

Institute of Interior Design (BIID); Noriko 

Sawayama, member and Japan representative 

of BIID; Daniel Hopwood, former president 

of BIID; and Aiko Katoh, country manager of 

Houzz Japan K.K. at the Tokyo Big Sight Japantex 

conference, which ran on 26–28 October.
PHOTO: HOUZZ JAPAN

5

Members of the 1st Tokyo Scouts attend 

the Remembrance Day service at the 

Commonwealth War Cemetery in Hodogaya, 

Yokohama on 13 November.

1 2

543
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by ian de stains obe

THE IMPERIAL SUCCESSION

IF YOU ASK ME

T he recent death of Prince Mikasa 

leaves only four eligible heirs to the 

Chrysanthemum Throne: Crown Prince 

Naruhito, Prince Akishino, Prince Hisahito and 

Prince Hitachi. The Imperial Household Agency 

sees this as a major challenge and has quietly 

called on the government to debate ways to 

secure a stable succession.

This has opened up the old controversy of 

whether women should be allowed to ascend 

the throne. Currently, under the 1947 Imperial 

House Law only male members of the family 

line are eligible. However, a government panel 

established in September to study whether 

or not the present Emperor might abdicate 

has not been asked to debate this sensitive 

question. It is widely known that Prime 

Minister Shinzo Abe is not in favour of female 

succession, writing in 2012 in the Bungei Shunju 

that he was “clearly opposed” to having a 

female emperor.

Other administrations, other ideas. A 

decade or so ago, when Junichiro Koizumi 

was prime minister, there was a fierce debate 

on whether to revise the Imperial House Law. 

Koizumi gave up on submitting a bill to the 

Diet on the birth of Prince Akishino’s son, 

Prince Hisahito, in September 2006, but he still 

expressed concern that Imperial succession 

could become unsustainable. 

By contrast, there are seventeen 

immediately eligible successors in the UK’s 

House of Windsor, and they include princesses 

as well as princes. And under current laws, 

the total number of heirs is estimated to be 

many more.

There are precedents for the throne being 

passed to a woman, although they are historic. 

During Japan’s recorded history, eight women 

have served as reigning empresses on 10 

occasions. Two of them re-ascended the throne 

after abdication under different names. The first 

historically attested holder of the position was 

Empress Suiko, who reigned from 593 to 628, 

and the last was Empress Go-Sakuramachi, who 

abdicated in favour of her nephew in 1771. 

Women were specifically barred from 

the throne for the first time in 1889 by a Prussian-

influenced constitution adopted during the Meiji 

Restoration. The prohibition was continued 

by the Imperial House Act of 1947, which was 

enacted under Japan’s post-war constitution 

during the US occupation.

The 1947 law further restricts the succession 

to legitimate male descendants in the line of 

Emperor Taisho only, and excludes other male 

lines of the imperial dynasty, such as Fushimi, 

Higashikuni and so on. The law also specifically 

bars the emperor and other members of the 

imperial family from adopting children.

But in January 2005, the Japanese 

government announced that it would consider 

allowing the crown prince and princess to adopt 

a male child to avoid a possible crisis in the line 

of succession. In fact, adoption from other male 

line branches of the Imperial line is an age-old 

tradition for dynastic purposes, and was only 

prohibited in 1947 under Western influence. 

In October of the same year a government-

appointed panel recommended an amendment 

to the imperial succession law.

However, in November 2005, it was reported 

that the emperor’s cousin, the late Prince 

Tomohito of Mikasa, had objected to the reversal 

of male-only succession and suggested permitting 

the emperor or crown prince to take a concubine, 

which had been permitted under the former 

law. The emperor has so far refrained from 

voicing his opinion on the issue, but has urged the 

government to consider the views of his two sons.

The Imperial Household Agency is known 

to harbour serious concerns over whether the 

imperial family can maintain its activities in a 

stable manner. In 2011, the grand steward of 

the agency told then-Prime Minister Yoshihiko 

Noda that it was a matter of urgency to enable 

female members of the imperial family to create 

family branches.

The debate has continued and will no doubt 

go on as the future of the current emperor 

increasingly becomes the focus of attention. But 

in 2012, a Kyodo News poll showed that 65.5% of 

Japanese people supported the idea of allowing 

female members of the imperial family to create 

their own branches of the family and to retain 

their imperial status after marriage. 
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BY IAN DE STAINS OBEBOOK REVIEW

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

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

The winner will be picked at random.

New Ground

Ishikawa Takuboku (1886–1912) wrote many of his best-known poems 

in the space of just a few years, and his name is familiar to every well-

read Japanese. Yet until now, there has been no satisfactory biography 

of the poet and only a small part of his work has been translated into 

English. This lively and learned book by Donald Keene, who studied at 

the University of Cambridge, sets out to change that.

At the time of Takuboku’s death, he was not widely known to the 

public, but, as Keene writes, “since then, more than a thousand books 

and monographs have been devoted to his life and writings”. He is now 

regarded by many as a major figure in modern Japanese literature.

Takuboku wrote tanka, literally “short poems”, which are unrhymed 

and consist of 31 syllables. His mature work appears to have no obvious 

influences and he left behind no disciples. His is literally a unique voice. 

His letters and diaries reveal that he was a tormented individual, and yet 

some of his poetry has a humorous undertone. His tanka stand out less for 

their beauty than for their individuality, and Keene suggests his poems are 

as surprising to us today as they were to their first readers.

The idea that Takuboku was the first modern Japanese was voiced 

to Donald Keene over 60 years ago by Kosaka Masaaki, a professor of 

philosophy at Kyoto University. Keene writes: “Although it is difficult to name 

the qualities that make a poet appear modern, Takuboku’s poems make their 

modernity clear without needing further explanation”. And he illustrates this:

ware ni nishi >> two friends

tomo no futari yo >> just like me

hitori wa shini >> one dead

hitori wa ro wo >> one, out of jail

idete ima yamu >> now sick

“Surely no earlier tanka poet ever wrote a poem that included a dead 

man, a man released from prison, and still another who was sick; and 

Takuboku resembled all of them”.

Or:

arano yuku >> like a train

kasha no gotoku ni >> through the wilderness

kono nayami >> every so often

tokidoki ware no >> this torment

kokuro wo toru >> travels across my mind

“Surely no one before Takuboku had used such a simile.”

Takuboku sometimes used modern Japanese when he wrote poems that 

were not tanka, but all of his tanka were in the classical language. Keene 

observes that this makes them occasionally difficult to understand, but 

“Takuboku did not hesitate to use unusual characters or obsolete meanings”.

This is a scholarly study of a commanding figure in Japanese literature, 

but it is eminently readable and throws fascinating new light on the life 

and work of a man who is ranked as the first poet of the new Japan. 

The First Modern Japanese: The Life of Ishikawa Takuboku
Donald Keene
Columbia University Press
$35.00
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