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Once again, Turkish Airlines 

has garnered top honours 

at the 2013 Skytrax World 

Airline Awards, being named “Best 

Airline in Europe” for three years 

running. The Istanbul-based global 

carrier also walked away with “Best 

Business Class Catering”, which 

includes its unique “Flying Chef” 

service for Business Class passengers 

on long fl ights. Over a 10-month 

period, Skytrax surveyed more than 

100 nationalities from more than 160 

countries in determining the results. 

“Very nice” is a turn of phrase that 

Temel Kotil, president and CEO, is 

fond of using and which he employs to 

describe the successes of his company. 

Some striking statistics state just how 

nicely.

Financial development has seen 

operating revenues rise from $1.96 

billion in 2002 to $8.12 billion in 

2013, says the airline, which forecasts 

the 2013 fi gure to rise to $9.75 billion. 

Similarly, during that period, yearly 

passenger numbers have risen from 

10.4 million in 2002 to 38.5 million in 

2012. And the airline predicts a further 

rise to 46 million in 2013.

Kotil, a former university academic 

turned airline executive, has a 

relationship with his staff resembling 

that of a professor with his students. 

“Communication is not ‘I say it, you 

do it’. It’s ‘let’s do it together’,” he 

explains. There is a very noticeable 

number of young people in senior 

positions working at the airline’s 

headquarters in Istanbul, in part a 

refl ection of the age demographics of 

the Turkish population, but also Kotil’s 

trust in their ability.

“Surprisingly few people know 

about the reality that one of our 

main missions is to represent the 

Republic of Turkey, together with our 

embassies,” says Halil Gunay, Japan 

general manager. “People often come 

to us for information on Turkey, and 

that mission – and taking tourists to 

Turkey – is often more important than 

making money.”

Business Class Catering

The pleasure is in the details. On 

extended range fl ights, a hot towel 

is provided as soon as passengers 

are seated, and offered before and 

after meals during the fl ight. Vintage 

Champagne and fresh orange juice are 

served as a Welcome Drink. Menus 

are personalised for each passenger 

and have been specially designed for 

Business Class. Drinks and meals are 

provided according to the passengers’ 

choices, while the service components 

adapt to the time of day, and sensibly 

differ between daylight and night 

fl ights. 

Passengers choose among Turkish 

mezze (selection of small dishes) and 

hors d’oeuvres prepared according to 

Turkish and World Cuisine recipes, 

followed by a soup service. There 

are three choices for the main dishes, 

also drawn from the best of Turkish 

and World Cuisine. A wide variety of 

dessert selections includes ice cream, 

fruit and cheese. Turkish coffee, 

cappuccino, espresso and fi ltered 

coffee are complemented by hot 

chocolate and a variety of herbal and 

fruit teas. 

On overnight fl ights, fresh fruit 

juices and smoothies are served after 

waking up, and are eye openers before 

breakfast, which consists of fresh 

fruit, cold cuts, cheeses, fresh yoghurt 

and muesli, as well as three hot meal 

choices.

Throughout the fl ight, there is 

available a wide variety of alcoholic and 

non-alcoholic drinks and beverages, 

including wines from exclusive Turkish 

and World cellars. 

Comfort Class Catering

Also on extended range fl ights, a 

special and unique service programme 

– unlike many other airlines’ standard 

economy meal in economy-plus 

sections – offers a specially designed 

upgraded menu. Passengers are 

welcomed with aperitif drinks or other 

beverages, nuts and Turkish mezze. 

The restaurant-quality service includes 

fresh ingredients such as salad and 

green vegetables, with a choice of hot 

meals created from Turkish and World 

cuisine. The meal is topped off with 

dessert, fruit and cheese selections.

Before landing, a second meal 

service is offered with hot or cold 

options, and passengers may also 

choose lighter selections. During the 

entire journey, a full range of snacks 

is available. Accompanying the meals, 

as well as throughout the fl ight, a full 

range of specially selected alcoholic 

and non-alcoholic drinks is offered. 

Genuine Hub

Turkish Airlines fl ies to 237 destina-

tions in 104 countries, making the 

Istanbul-based global carrier number 

one in terms of countries served.

Gunay says the airline saw 

opportunities – fi rstly from the 

location of the country. “We could 

see clearly that Turkey could be a real 

hub, geographically. We always knew 

from the beginning the importance 

of the location,” he says. “On the one 

hand, we are in the middle of fi re; it’s 

geographically challenging. But, even 

as we are taught in school, the location 

is very strategic – linking Asia, Africa 

and Europe. It is in the centre of 

everything.”

Kotil uses a mantra – “We are 

building a bridge [from East to West] 

using Istanbul as a hub” – to explain 

how the city’s position between Europe 

and Asia, as well as the Middle East 

and Africa, allows passengers to 

transfer in less time and at a lower cost 

than is possible elsewhere.

East-West Connection
A global hub
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Temple University, Japan Campus (TUJ) is 
the oldest and largest foreign university in Japan, 
and the first institution to be recognized as a 
Foreign University, Japan Campus by Japan’s 
Ministry of Education. TUJ remains the only 
full-service American university in Japan to offer 
comprehensive degree and non-degree programs 
in English.

TUJ is a truly dynamic and global institution 
– students come from 60 countries (Japan, the 
United States, East and Southeast Asia, Russia, 
the Middle East, Africa, Latin America, Europe), 
and 60% of undergraduates are international. 

For more information, 
please visit www.tuj.ac.jp 
0120-86-1026   tujinfo@tuj.temple.edu

Undergraduate program 
Art, Asian Studies, Communication Studies, Economics, 
General Studies, International Affairs, International 
Business Studies, Japanese Language, Political Science, 
Psychological Studies
(More than 140 majors through Main Campus in 
Philadelphia)
M.S.Ed. in TESOL / Ph.D. in Applied Linguistics
Executive MBA 
Law School (LL.M. and certificate programs)
Academic English Program
Continuing Education
Corporate Education

100% English speaking campus 
American degree in Tokyo
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e-dressing
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The share of fashion sales taken by e-commerce in Japan 
is growing fast. So fast and so diverse is the field that 
there is a problem with measuring the market size. The 
Ministry of Economy, Trade and Industry (METI) says 
total online apparel sales hit ¥144 billion in fiscal 2011, 
but its analysis misses several key non-store retailers 
and is actually a serious underestimate. Yano Research 
Institute’s estimate for fashion goods (apparel, accesso-
ries and jewellery) was ¥636 billion in fiscal 2011, rising 
to ¥702 billion in fiscal 2012, with a forecast of ¥950 
billion for fiscal 2015. Yet, this is a conservative projec-
tion, given that the three largest online firms – Rakuten, 
Amazon and Zozo – sold a combined ¥480 billion in 
apparel and accessories in fiscal 2011.

JapanConsuming’s estimate, on the other hand, which 
includes the main portals and brands as well as retailer-
owned sites, suggests online apparel and accessory 
sales of ¥746 billion in fiscal 2011, rising to ¥872 billion 
in fiscal 2012. We expect online apparel sales to rise to 
between ¥1.3-1.4 trillion through year 2015, accounting 

for around 8% of the entire apparel-and-accessories 
market in Japan.

There is real traction in both sales and investment to 
support this growth, not only from e-commerce firms 
and speciality retailers, but also from department stores, 
catalogue firms and TV shopping channels. 

Isetan Mitsukoshi, for example, has invested around 
¥1 billion to build a new distribution centre for online 
sales and has just merged the non-store operations of 
Isetan and Mitsukoshi. 

The leading TV shopping firms, QVC and Jupiter, are 
expanding online broadcasts. QVC now takes a reported 
10% of apparel sales from online and has just launched 
a new fashion brand, Chapter One, in a tie-up with 
online fashion store Yumetenbo.

Non-store retailers that have traditionally sold  
through catalogues now take much more share from 
e-commerce. Senshukai already garners more than 53% 
of sales through e-commerce, while Nissen takes 49%. 
Both are leaders in mobile commerce (orders over port-
able handheld devices). The mobile fashion market is set 
to see a further jump in activity following the takeover 
of Magaseek by NTT DoCoMo (the number-one mobile 
carrier) this spring and Rakuten’s recent acquisition of 
Stylife. 

Further M&A activity is expected as major players look 
to consolidate market share and buy in innovation.  

ROY LARKE
JapanConsuming is the leading pro-

vider of intelligence on consumer and 
retail markets in Japan. The monthly 

report provides news about, and in 
depth analysis of, current trends.

JC JapanConsuming
For more information, please see www.japanconsuming.com or  

contact Sally Bedown at subs@japanconsuming.com

Japanese online fashion sales climbing fast
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Craft crusade
Text and photos JENNIFER ZYLINSKI-SPARGO 

Soergel chats with Kashiwagi Art Foundry operator 
Teroyuki Kashiwagi, descendant of a cast metal 
master who moved to Odawara in 1686 
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T
ake a deeply traditional 
Japanese craft business, 
lacking successors and 
struggling against the 
odds for survival in modern 
times, and launch it into 

the firmament of glittering global fash-
ion brands. 

Such is the ambition of Nicolas 
Soergel, managing director of Chinriu 
Honten and its online store Nihon 
Ichiban. Chinriu Honten, founded in 
1871 in Odawara, south-west of Tokyo, 
is in the business of pickled plums, or 
umeboshi, and related products.

“What worked in the past will not 
work in the future,” says Soergel. “For 
example, our products all go with rice, 
and rice consumption is declining. Also, 
many young Japanese are abandoning 
the tradition of seasonal gift-giving. 
The trends are against us, and the same 
is true for many Japanese traditional 
food-and-craft businesses.”

French-German Soergel, whose wife 
is the family company’s fifth president, 
discovered this firsthand as a member 
of the association of producers that 
exhibit at Takashimaya department 
stores’ Aji Hyakusen (100 flavours) 
festivals.

“The owners all know each other. 
Over a beer or two we realised that 
many of us face similar challenges,” 
says Soergel, who understood that, 
despite a stagnant domestic market, 
Japanese food and culture are becom-
ing increasingly popular around the 
world. “There are very few authentic 
products, while in Japan there are pro-
ducers with a wonderful heritage but 
with no idea how to tackle the overseas 
market.”

Slipping back into an IT industry job 
for a couple of years, the former head 
of East Asia operations for Deutsche 
Telekom spent his spare time experi-
menting and developing his master 
plan: Make Chinriu Honten the exem-
plar for revitalisation and globalisation 
of dying local craft businesses.  

Step one was to connect with 
some of the millions of non-Japanese 

worldwide who take Japanese profi-
ciency tests, on the assumption that 
they have at least some interest in 
Japanese culture. His language blog, 
nihongoichiban.com, gained popularity 
and led to step two, the Nihon Ichiban 
blog. This featured things to do, eat, 
drink and buy as gifts in Japan. 

“Connected to Facebook, it worked 
extremely well,” he says.

Step three was to build what is now 
one of the most complete directories 
for Japan-related blogs, with some 400 
bloggers. With a total social media 
audience of about 65,000, Soergel quit 
his IT job and got to work on the online 
shop. To get suppliers, he began with 
the business owners he knew best. One 
of the first to join had one revealing 
stipulation.

“You can sell my product as long as 
no foreigner ever contacts me,” the 
craftsman said, according to Soergel. 
“You take responsibility for all that.”

Soergel visited companies all over 
Japan. A fortuitious introduction led 
to a tour of Sumida ward, with fur-
ther introductions to local craftsmen, 
including a producer of Edo kiriko cut 
glass who had previously rejected 
Nihon Ichiban as superfluous, yet who 
responded positively to the personal 
contact. 

Soergel emphasises the supreme 
importance of this element.

“When I visited the owner, I had a 
95% success rate. With phone calls I had 
100% failure,” he says.

Some of the craftsmen, at first plainly 
disinterested, opened up when Soergel 
began asking questions.

“You have to show real interest in 
what they are doing,” he observes. 
“They will be offended if you treat their 
work as just another product.”

By the time of its mid-2012 launch, 
the online shop had 50 suppliers.

Membership received a boost 
through the Greater Nagoya Initiative, 
where officials recognised the value 
of matching Nihon Ichiban with local 
enterprises. 

“They were extremely efficient, and 

every company I visited became a 
member,” says Soergel. “Twenty new 
ones joined in three months.” 

Part of the process that Soergel 
clearly relishes is learning from master 
craftsmen about the finer points of 
their craft.

“In order to write accurate product 
descriptions I had to figure out how to 
explain in English things that were dif-
ficult even for Japanese to understand 
in Japanese,” he says.

It is impossible to predict the next 
hot product. Pickled cherry flowers 
were dormant among Chinriu Honten’s 
offerings until they were covered by a 
popular US food blogger. 

“Suddenly we were selling pickled 
sakura flowers throughout the year, by 
the hundreds,” says Soergel.

He was amazed when sales of glass 
wind chimes took off. With the addi-
tion of other types of wind chime, sales 
swelled to over 100 units per month.

With improved presentation, more 
efficient shipping and a spreading repu-
tation in Japan, Nihon Ichiban contin-
ues to gain momentum.

“We work in niches, but it works well 
because we have many of them, with 
little competition in each area,” he 
explains.

Since December, Soergel has begun 
selling selected products through 
a growing list of local Amazon.com 
outlets, such as Amazon US, Amazon 
France, Amazon Germany and Amazon 
UK. This requires a bank account in 
the country of delivery and a barcode 
system. 

“Japanese craftsmen don’t have any 
of that. We have become an enabler for 
Japanese companies and designers so 
they can sell abroad,” he says. 

The online shop now lists about 
1,300 items, from 60 suppliers. With 
food and craft well established, Soergel 
is working hard to add more designers. 

“Craft is easy,” he says. “With design-
ers, you have to search for them.”

Again, the rule is to expect surprises. 
The Vegetabrella, a cute umbrella 
that looks just like a head of lettuce, 
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 WHEN I 
VISITED THE 

OWNER, I HAD A 
95% SUCCESS RATE. 
WITH PHONE CALLS 

I HAD 100% 
FAILURE 

Ishikawa Lacquer wood-turner Tomoko Suzuki explains her part in crafting a lacquer-ware cup

was available through small umbrella 
specialist Tokyo Noble, but not through 
Nihon Ichiban, when it was featured on 
Japanese TV last September. The owners 
knew Soergel, however, and they called 
him in panic.  

“They had had 800 emails in two 
days, including many from overseas, and 
were totally at a loss,” he recalls. Within 
a couple of hours he had provided the 
shop owners with an appropriate email 
response and added Vegetabrella to 
Nihon Ichiban.

With a background in finance and 
business administration, Soergel worked 
for Sony in Germany before teaming 
up with a friend to launch a success-
ful startup there. He and his wife 
then moved to Osaka, where he spent 
two years re-integrating Boehringer 
Ingelheim into the German pharmaceu-
ticals company’s global structure. Next, 
he was jetting about Asia for Deutsche 
Telekom. 

“I was unhappy,” he remembers. 
“There is no emotion in IT services.”

It seemed bizarre, even to Soergel, 

to be dissatisfied with such enviable 
success, so he consulted with friends, 
visited a psychiatrist (who managed to 
assure him that he was not crazy) and 
undertook a rigorous reassessment of 
his private and professional objectives.

“It took me two years to figure it out. 
In the end, when I got rid of big financial 
goals, I found there was no separation 
between private and professional objec-
tives,” he says. “Now my mission in life is 
to become ‘Mr Japanese Culture’.”

As such, he sees the leveraging of 
French culture into stellar fashion 
brands as a model for his adopted 
homeland.

“Japan has a similarly rich heritage, 
but there is very little branding and 
almost no professional development of 
the brands,” he notes. 

A prime example (he draws it from his 
pocket) is Koshu Inden deerskin leather, 
made using techniques developed for 
the production of parts of samurai 
armour four centuries ago.

“It takes months to make a wallet 
like this. It’s beautiful and extremely 

durable,” says Soergel. “The potential is 
there, but their bags look very old-fash-
ioned to Western eyes. If that company 
could work with foreign designers it 
could be the Louis Vuitton of Japan.”

Soergel even sees Chinriu Honten 
acquiring some companies now head-
ing for oblivion and energising them 
enough to attract young talent.

“Young people will not join a craft 
company if it has no future,” he notes. 
“And if craft companies are allowed to 
close down, the culture disappears.”  

C U L T U R E  S H O C K



Date: October 4th, 2013 (Fri.)    
Time: 18:00 – Midnight
Venue: The Westin Tokyo   
Tickets: ¥15,000, table of 10 ¥150,000  
(including dinner & drinks)

Book now as available tables are limited 
Tel: 03-6420-0860
www.runforthecure.org/en/casino-night
Dress code: Business attire

www.runforthecure.org

Everyone’s a winner, as proceeds will go to 
Run for the Cure® Foundation in its fight 
against breast cancer as a life-threaten-

ing disease in Japan.
• Poker
• Blackjack

• Roulette
• Craps

• Big Six Wheel
• Slot Machines Let the good times roll...

Guest Chef Sohan of Bourbon Street,  
Tokyo's very own N'Orleans restaurant, will be 
adding his magic to the culinary team at The 
Westin Tokyo. As he says - "The Cajun 'n' Creole 
cuisine is partly French, partly African, partly 
Soul with a sprinkling of fun and lots of love." To 
add to the N'Orleans festivities will be DJ Silver-
fox, along with live jazz and blues acts.

P A RT N E R S



M
any airlines reduced 
services to Narita 
International Airport 
as European business 
travellers cancelled 

trips following the triple disaster of 11 
March. But now European airlines are 
coaxing passengers back to Tokyo.

“We are trying slowly and steadily to 
get the whole business back to normal,” 
says Jenny Fürstenbach, passenger 
sales manager for Japan at SAS, which 
celebrated 60 years of business in Japan 
in April. 

SAS put a lot of energy into coun-
teracting the negative image of Japan 
following revelations of the meltdown 
at the Fukushima nuclear plant. 

“For a long time the foreign media 
portrayed the image that Japan 
had sunk in the sea, everything was 
radioactive, and we all lived in shelters,” 
Fürstenbach says. “So, we realised that 
we needed to help our crew and sales 
staff understand that the situation in 
Tokyo is quite normal.” 

In May and June SAS ran a points 
campaign for travellers looking to 
visit Tokyo through the end of 2011. 
Members of the SAS EuroBonus mileage 
program have the chance to visit Japan 
for 40,000 points for an economy class 
seat on a roundtrip basis, compared to 
the standard 80,000 points. 

Leisure travellers remain wary about 
visiting Japan, but SAS has seen a pick 
up in business travellers. “That is a good 
sign, because if business travellers feel 
safe then leisure travellers will follow,” 
Fürstenbach says.

Turkish Airlines set up a special fare 
in April and May, donating part of the 
proceeds of ticket prices to the victims 
of the disaster, according to information 
on the company’s website. A donation 
of ¥3.9 million was made to the disaster 
area through the Japanese Red Cross 
Society. 

For Lufthansa German Airlines, which 
celebrated 50 years of doing business in 
Tokyo in January, the Japanese market 
is the second most important intercon-
tinental market after the United States. 
The company intends to focus on Japan 
during the autumn and winter period, 
offering attractive prices. 

“We want to show that Japan can be 
one of the more attractive places when 
it comes to cost,” says Otto F. Benz, 
general manager for Japan. 

Lufthansa also organised a one-week 

study tour to Japan for about 25 
representatives of the German travel 
industry in early August, allowing deci-
sion makers to gather information and 
get a firsthand impression of the post-
disaster situation.

“They got a clear picture that Tokyo is 
a safe place, and that tourists can visit,” 
Benz says. “It was important they came 
here because only when the agents are 
convinced Tokyo is safe will they gener-
ate new programmes.” 

For Finnair, 2010 saw Japanese sales 
overtake Finland-based sales, and it 
is no surprise that the airline aims to 
boost the number of Japanese leisure 
passengers visiting Europe. 

Finnair was helped by the fact that, 
along with Lufthansa, it is one of only 
two airlines that fly daily services to 
Central Japan International Airport 
near Nagoya, and Kansai International 
Airport near Osaka. 

Finnair promotes the shortest flight 
times to a number of regional European 
locations where no direct Japan flights 
exist, such as Manchester. It is also 
hoping to cash in on the natural beauty 
of the polar lights. 

“We compete with other countries 
and regions – such as Canada and 
Alaska – for ownership of the aurora, 
but this is really something for Japanese 
people to come and see,” says Sakari 
Romu, sales director Japan.

Opinions differ on when the Japanese 
market will fully recover. 

Romu believes that European travel-
lers are unlikely to return until spring 
2012. The Finnair sales director has 
advised Japanese tourist authorities to 
conserve all their energies for a market 
rebound then. 

“Next year’s cherry blossom viewing 
is the next key period for Europeans to 
return,” Romu says. 

But SAS’s Fürstenbach is reluctant to 
write off 2011 yet.  

“Three weeks after I arrived in March 
2010, we experienced the Icelandic ash 
cloud, and we said ‘Oh! This is not a 
normal year’,” she says. “2009 wasn’t a 
normal year either as we had the swine 
flu. So, if you start looking at it that way, 
you will never have a normal year.

“Tokyo has been back to normal for 
some time, and we want to mirror that 
as much as possible,” she adds.

Lufthansa’s Benz asks a rhetorical 
question: Is this the country to invest 
in?

And his answer is an unequivocal Yes! 
“Japan is in a difficult situation, but 

the trend is positive rather than nega-
tive,” Benz says. “European business 
travellers will return in full by next 
year.”   

Upcoming 
events
>	Austrian Business Council 

www.abc-jpn.org

The Business of Soccer: Visiting  
Kawasaki Frontale

26 September, Thursday, 16.00-18.00 (18.00-20.00)

Venue: Kawasaki Stadium (optional bus at 
Shinagawa Station)
Fee: ¥5,000 (members), ¥6,000 (non-
members). Fee includes networking reception.
Contact: tokio@advantageaustria.org 

>	Belgian-Luxembourg Chamber of 
Commerce in Japan
www.blccj.or.jp

BeLux shop @ Mitaka 
International Exchange Festival

22 September, Sunday, 10:00-16:00

Venue: Inokashira West Park
Fee: free of charge
Contact: info@blccj.or.jp

Belgian Beer and Food Academy: 
food-pairing

1 October, Tuesday, 18:00-21:30

Venue: Hilton Tokyo, Shinjuku
Fee: ¥19,000 (members), ¥20,000 
(non-members)
Contact: info@blccj.or.jp

>	Finnish Chamber of Commerce in 
Japan
www.fcc.or.jp

FCCJ Tour to Nissan

12 September, Thursday, 09:00-12:00

Venue: Nissan Oppama Plant, Yokosuka
Fee: ¥3,000
Contact: fccj@gol.com

Joint Nordic Luncheon Meeting 
25 September. Wednesday, 18:30-21:00

Speaker: Pekka Vauramo, CEO, Finnair
Venue: Grand Hyatt Tokyo, 3F, Tarragon Room
Fee: ¥6,000 (members), ¥8,000 (non-members)
Contact: fccj@gol.com

>	German Chamber of Commerce and 
Industry in Japan
www.japan.ahk.de/en/

PR Event in English “Closing 
Cultural Gaps for Bigger 
Business in Japan”

12 September, Thursday, 9:00-11:00

Speaker: Craig Saphin, president and 
representative director, en world Japan K.K.
Venue: GCCIJ, conference room, Hanzomon/
Kudanshita stations
Fee: free-of-charge
Contact: events@dihkj.or.jp

German Wine Festival 2013
22-23 October, Tuesday-Wednesday, 18:30-21:30 (Tokyo)

Venue: HAPPO-EN, Nuit, Shirokanedai
Fee: ¥6,500 for each day
Contact: events@dihkj.or.jp

>	Ireland Japan Chamber of Commerce
www.ijcc.jp

IJCC & BCCJ Joint Chamber 
Networking Event

12 September, Thursday, 19:00-21:00

Venue: Irish ambassador’s residence 
Fee: ¥5,500 (members), ¥7,000 (non-members)
Contact: secretariat@ijcc.jp
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Buena Comida

Latin American 
cuisine 

at its best!

www.chefstable.jp



Upcoming meetings

Committee meeting dates are subject to change. Please contact the EBC secretariat for confirmation.  
Tel: 03-3263-6222.  E-mail: ebc@gol.com 

R	Animal Health

28 November, Thursday, 15:00, off-site

R	Asset Management

27 September, Friday, 12:00 noon, EBC

R	Automotive Components

10 October, Thursday, 16:00, EBC

R	Energy

12 September, Thursday, 14:00, EBC

R	Food

11 September, Wednesday, 09:00, EBC 

R	Human Resources

6 November, Wednesday, 19:00, EBC 

R	Legal Services

12 September, Thursday, 18:30, off-site

R	Logistics and Freight

10 September, Tuesday, 17:00, EBC 

R	Materials

11 November, Monday, 17:30, EBC 

R	Medical Equipment

26 September, Thursday, 14:00, off-site 

R	Railways

21 October, Monday, 09:00, EBC 

R	Tax

17 December, Tuesday, 12:00 noon, EBC 

R	Telecommunications Carriers and 
Equipment

19 September, Thursday, 10:00, EBC

>	Italian Chamber of Commerce in 
Japan
www.iccj.or.jp

Networking: Aperitivo della 
Camera

26 September, Thursday, 19:00-21:00

Venue: Panino Giusto Aoyama, Gaienmae 
Fee: ¥1,000 (members), ¥2,000 
(non-members)
Contact: promo@iccj.or.jp

>	Netherlands Chamber of Commerce 
in Japan
www.nccj.jp

Briefing and Drinks – A brief 
guide to Japanese rule-making 
procedure

17 October, Thursday, 18:00-21:00

Speaker: Takeo Nishitani, chairman, Weber 
Shandwick
Venue: Randstad K.K., New Otani Garden 
Court, Akasaka-mitsuke 
Fee: ¥4,000 (members), ¥5,000 
(non-members)
Contact: nccj@nccj.jp

>	Norwegian Chamber of Commerce in 
Japan
www.nccj.or.jp

NCCJ 10th Anniversary
11 October, Friday

>	Polish Chamber of Commerce and 
Industry in Japan
www.pccij.or.jp 

Polish Festival 2013
27-29 September, Friday-Sunday, 11:00-19:00 (-20:00 Sat)

Venue: Roppongi Hills, Oyane Plaza
Fee: free of charge
Contact: tokyo@trade.gov.pl

>	Swedish Chamber of Commerce and 
Industry in Japan
www.sccj.org

Crayfish Party
11 October, Friday, from 19:00 

Venue: to be confirmed
Fee: to be confirmed
Contact: office@sccj.org

>	Swiss Chamber of Commerce and 
Industry in Japan 
www.sccij.jp

September Luncheon: 
“Communication Challenges 
between Japanese subsidiaries 
and European headquarters”

19 September, Thursday, 12:00-14:00

Venue: Grand Hyatt Tokyo, 2F Anise Room
Speaker: Prof. Franz Waldenberger, Munich 
School of Management
Fee: ¥ 8,000 (members and non-members)
Contact: info@sccij.jp

>	Multi-chamber event

Mercedes-Benz Japan Cup 2013 
The North America – Europe 
Golf Challenge

4 October, Friday, 08:00-17:30 

Venue: Atsugi Kokusai Country Club, 
Kanagawa.
Fee: ¥24,000
Contact: www.dccgolf-japan.com

>	European Institute of Japanese 
Studies 
www.hhs.se/eijs/

Academy Seminar
“Papa no Shohi” (Fatherly 
consumption) – Ikumen* and the 
rise of a new market opportunity

11 September, Wednesday, 18:30-21:00**

Speaker: Dr Florian Kohlbacher, senior 
research fellow and head of Business and 
Economics Section, German Institute for 
Japanese Studies
Venue: Alfred Nobel Auditorium, Embassy of 
Sweden, Roppongi
Fee: ¥3,000 (payable at the door), free for 
students
Contact: eijsjap@gmail.com

* Ministry for Health, Labour and Welfare 
project: men who enjoy parenting or wish to 
do so in the future, and grow through it
** drink & snack followed by lecture & 
discussion (19:00-21:00)

Compiled by DAVID UMEDA
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Straddling borders

John Mader
Text  and photo  DAVID C HULME
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John Mader’s little brother, push-
ing his tiny toy car through a model 
city built of Lego blocks in the family 
basement, was oblivious to his error.

“Bob!” admonished the miniature city’s 
builder. “You can’t drive down that street. 
We’re in the Renaissance. It’s 1653!”

Mader, now senior project manager 
for Lend Lease Japan, uses the anecdote 
to explain his childhood fascination with 
both urban planning and history. Add to 
that a talent for draughtsmanship.

“I was drawing floor plans of houses at 
age six,” he recalls.

Then mix in an aptitude for languages. 
Mader is able to conduct business in 
German, Dutch, French and Japanese 
as well as English. Born in Wilmington, 
Delaware, he spent a couple of sum-
mers in Germany with his grandpar-
ents, taught himself German grammar 
while still in primary school and began 
subscribing to the German weekly news 
magazine, Der Spiegel, around the age 
of 12.

“I was an odd child,” he concedes, 
explaining the diverse and turbulent 
backgrounds of his immediate forbears 
that fuelled his interest in history. 

He cites a large collection of love let-
ters held by his German grandmother, 
written during WWI by his grandfather 
to a woman of his acquaintance in 
France. The relatives in Germany spoke 
mostly in Bayreuth dialect, and WWII 
had swept some in from as far afield as 
Ukraine.

Never interested in sports or in being 
popular in school, straight-A student 
Mader was comfortable exploring a 
nearby stream and forest, drawing 
houses, building miniature cities and 
obsessing about Noam Chomsky’s theory 
of transformational-generative grammar.

“I was nerdy. All I wanted for Christmas 
was a renewal of my Der Spiegel sub-
scription and a copy of Der grosse Duden, 
the nine-volume authority on the 
German language.”

For his Harvard University Bachelor of 
Arts degree, he majored in government 
because the most interesting courses 
were in political science.

“I was into history, though, not power 
or politics,” he says. 

Then he picked up a book and taught 
himself Dutch, which helped him obtain 
a Harvard scholarship for thesis research 
in Europe. Three months in Holland 

yielded a tome on the electoral decline of 
the religious parties in the Netherlands 
in the 1960s.

Uncertain of how to build a career 
on his arts degree, Mader contacted a 
Gallup-affiliated pollster in Amsterdam 
who hired him for his language skills (a 
knack for computer programming helped 
as well) and willingness to conduct 
research in five European countries. After 
moving to the Gallup Organization’s 
Princeton, New Jersey headquarters, he 
continued a mix of market research and 
public opinion polling. He then enrolled 
at Princeton University to study for a 
Master of Public Administration degree 
in International Economics.

Graduating in 1983, Mader made the 
rounds of interviews at banks on Wall 
Street.

“I’m applying for jobs I don’t want,” he 
realised. “This is crazy.”

Accordingly, and despite a thin design 
portfolio, he successfully applied to the 
University of California, Berkeley, and 
earned a Master of Architecture degree. 
He then worked for architectural firms 
for a decade or so in California before 
coming to Japan in 1995 with his wife, 
Susan Lawson.

“We brought our wedding date for-
ward so Susan could get a spouse visa 
and we could come to Japan together,” 
he explains. 

“Susan’s parents were artists and 
showed her kokeshi dolls and Hiroshige 
prints when she was a child,” Mader 
recalls. “When working for a Japanese 
architect in San Francisco in the 1980s, 
on the design of a housing project for 
Nishi-Azabu, she decided she needed to 
learn Japanese to read the Tokyo building 
code.”

Mader’s own interest in Japan burned 
on several fronts. His mother had  a 
particular interest in Japanese gardens, 
Japan was a hot topic when he was 
studying economics, and architectural 
school put him in touch with the coun-
try’s foremost designers.    

Having started learning Japanese at 
summer school in the United States, 
he won a grant from the Blakemore 
Foundation that allowed him to study 
Japanese at the Inter-University Center 
(IUC) in Yokohama. 

“I arrived with no prospects,” he 
relates. “All I had was the grant to pay for 
tuition and living expenses.”

Toward the end of the IUC course, a 
Japanese friend introduced him to Tokyo-
based architecture and engineering firm 
Nihon Sekkei. A Princeton-educated 
manager hired him. 

“I had seven years of experience in 
San Francisco, so that helped. Even back 
then, a lot of the work was already in 
Asia. I had projects in Osaka, Shenzhen, 
Shanghai and Taipei in my portfolio,” 
Mader reflects.

For most of his five years as a pro-
ject architect for Nihon Sekkei he was 
involved with the Shiodome City Center 
project (43-story office tower and retail 
center) in Tokyo. He describes the project 
now as one of the most satisfying of his 
career.

“That is where I saw most of the pro-
cess. It was a lot of fun,” he says.

Mader adds a swarm of professional 
activities, such as public speaking and 
EBC committee work, to his demanding 
job. He maintains some artistic activities, 
including ceramics, and shares his wife’s 
interest in calligraphy and Japanese 
painting.

“I do just enough at the health club 
to stop myself from falling apart,” he 
laughs. “It is incredible how much we 
work in Japan. I don’t even give the dogs 
a proper walk any more.”

What drives him, he says, is not posi-
tion or money, but interesting work. He 
has been at Lend Lease Japan since 2009, 
relishing the challenges and managing 
to straddle the borders between design, 
construction and real estate finance. 

E B C  P E R S O N A L I T Y

Title: Senior Project Manager, Lend 
Lease Japan
Time in Japan: “14 years”
Career highlight: “Shiodome City 
Center”
Career regret: “Could have competed 
harder for choice design work”
Favourite saying: “Economics is a social 
science”
Favourite book: “La Méditerranée et 
le monde Méditerranéen à l’epoque de 
Philippe II, by Fernand Braudel”
Cannot live without:  “Espresso”
Lesson learned in Japan: “More 
empathy”
Secret of success in business: “Always 
think first of how you can help the 
people you meet”
Do you like natto?: “No”

 Do you like natto?
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L E N S  F L A I RL E N S  F L A I R

Yoshindo Yoshihara’s family has been involved in the 
craft of sword-making for 10 generations. He began 
learning how to make swords at the age of 12 from 

his grandfather, and continued to become renowned 
as one of the world’s finest practicioners of the 

craft. Along the way, he has garnered many prizes, 
co-authored The Craft of the Japanese Sword, and been 

named an Important Cultural Property of Tokyo. He 
now works with his son and trains five apprentices at 
his Tokyo workshop. Visit www.samuraisword.com to 

see Yoshihara’s craftsmanship.   

The Craft of the  
Japanese Sword

Photos and text  BENJAMIN PARKS

L E N S  F L A I RL E N S  F L A I R



W O R K  P L A C E

Photo IRWIN WONG

Loïc Réthoré
Nestlé Nespresso is a world leader in the business of portion-pack 

coffee systems. In Japan, the company sells coffee machines, premium 
coffee capsules and accessories across the country through a network 

of 19 boutiques, as well as by telephone and the Internet. 
“Our club members can order their coffee 24 hours a day, seven days 

a week by phone and the web, and they receive their orders the fol-
lowing day,” says Loïc Réthoré, president and representative director of 
Nespresso Japan. “My role is to make sure that the service we provide 

to our customers is the best that is possible.”

Nespresso Japan
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