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2 background checks on prospective buyers, particularly to ensure that no
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That the Century isn't for everybody is neither accident nor side effect. In
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¢ gloveswhile performing their duties, anyone arriving on the
likely hidden from view by its lace curtains - is
respectability well before the door has opened.
y linked the traditional Japanese definition of lwxury is
it makes perfect sense o view the Toyota through that prism.
For omotenashi alsohas an aesthetic component, as seen in traditional ryokan
guesthouses and chashitsu tea rooms where elaborate chadd tea ceremonies
are held. Both ryokan and chashitsu are ancient foundations of Japanese
hospitality, and neither is luxurious in Western terms, instead seeming
minimalist bordering on barren. Tradition combined with acute attention to
detail is what makes them so appealing. As Miseviciute has learned, ‘the very
essence of Japanese aesthetics is finding beauty in nature and imperfection.
Youwill of course find everything in Japan, but real luxury here is understated
and in 2 way “subdued”.’ Consider in thatlight the almost taxi-like ambience
10 the cabins of both earlier generations of the Century, with their grey wool
upholstery and matter-of-fact plastic switchgear. By the Japanese defiition,
opulence doesn't equal luxury - while hospitality and quality do. This also
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applies to the elaborate, multicourse kaiscki dinners that form anothet pillr
of traditional Japanese luxury, and are as far removed from TikTok-friendly
tomahawk steaks served in gold foil as Tokyois from Dubai - aestheticallyas
well as philosophically.

AMONG THE FLEETS OF BLACK TOYOTA CENTURIES ROAMING JAPAN'S
pital, one example subtly stands apart. Itis painted Brewster Green, a Rolls-
Royce shade, and belongs o The Peninsula Tokyo. While many luxury hotels
focus onacquainting foreigng ithlocal food delicacies, The Peninsula
Groupalsoi d themtolocal i Iture - The Peninsula Paris
has a Citroén2CV amongits fleet and The Peninsula Chicagoa 1946 Packard
Clipper. Fernando Bas Gil, The Peninsula Tokyo’s Director of Rooms, points
out that the Century is considered the pinnacle of the Tokyo hotel's fleet due
toits status as ‘a symbol of Japanese high quality’, one exclusively available:
inJapan. Hirochika Iwasak, Assistant Fleet Manager, emphasises the ability
ofthe Century to cater to the sensitivities of Japanese visitors to Tokyo: Since:
noise can be distracting, the car has been equipped with Century-optimized
noise-proof measures, including the seamless installation of noise-proofing
materials, There is an ‘active noise control system’ and guests can expect
“smooth acceleration and utmost serenity in the cabin.’

Fernando Bas Gil addsahost’s p ive to suchsile: a
aspect of Japanese luxury: ‘Omotenashi is characterised by non-intrusive
service, where guests are only spoken to when necessary. In Japanese culture,
thereisan i d dtospeak hend
each other, known as “high context language”. So, we strive to anticipate the
needs of our Japanese guests, while adhering to the appropriate level of
formality and politeness. We avoid being too casual.”

Bridging the chasm between Japanese and foreign guests’ expectationsof
luxury, as is required from The Peninsula Tokyo's staff on a daily basis, has
never been among the tasks any of the three generations of Century saloon
have been expected to perform. This car always was resolutely Japan-only-
And yet considerable change is arriving for Japan, against the backdrop ofa
dramatically ageing, shrinking population that has historically experienced
very little immigration, as wel level lic debt. Tadashi Yanal,
Japan'sichestman and founder of the fashion brand Uniglo, recentlylamented
in Time magazine: ‘Unless we tap into the rest of the world, and become more.
active, there will be no future for the Japanese people.”

Given the Century’s status, such concerns will affect ts future. Rather gl\:x|\
a continuing sense of contentment that it simply meets Japanese definitions.
of luxury, it has recently been tasked with conquering the restofthe worldjm
the form of the Century SUY, In contrast o its historic forebears) its desig]
is defined by the application of select Century tropes on an otherwise unrelated
setof proportions. And instead of accepting the philosophy of discreet ongoing
change to create permanence, the Century SUV symbolises @ desire 0
dramatically change the past i ing relevant for the future. Acar that
used to be a local custom is in this way transforming into a global product:
Just don't expect prospective buyers' backgrounds to be checked: &
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This cultural appreciation of handicraft exists alongside a V1V1q apprecilation
of globalised consumerism in much of today’s Japan. The popularity of: Western
luxury brands - from Rolls-Royce to Hermés to Alain Ducasse - hasn’t gre atly
affected the stance towards domestic luxury. ‘Just like a tea master during a
tea ceremony, says Miseviciute, ‘at most high-end Japanese restaurants, chefs

are cooking in front of you and it’s their way of showing not only their skills,
but also hospitality. Japanese hospitality is all about extreme attention to detail.’
This attention to detail is part of omotenashi, a modus operandideep-rooted
In Japanese society - Miseviciute translates the term as meaning ‘selfless service
without expecting anything in return’. She adds, ‘It’s important to emphasise
that omotenashi is a two-way interaction. The customer 1s expected to show
respect and “understand”.” Evidence of an absence of this respect and

understanding might include spe aking in anything but hushed tones or wearin
perfume that could overwhelm the olfactory senses of others
Similar concepts to omotenashi nlasr a vl :._



