Japan... the land of Mt Fuji, samurai, sushi and geisha.
This is the limited perception some people still have of Japan,
but there’s a lot more that Japan has to offer.

Rather than using an endless stream of words to explain
them all, we wanted a project
that could speak for itself and for Japan.

The MORE THAN Project.

Japan’s strengths from this point on may be the ability
to use techniques and culture that have been handed down

from long ago, for the future.

In other words, tradition must be brought to the forefront

and craftsmanship reinvented.

Some may incorporate modern design into traditional crafts.
Others may lead the adaptation of industrial machinery
for everyday products.

Still others may utilize cutting-edge technology
for unique cultural foods.

The key is to see tradition not only as a legacy of the past,
but also as a resource for the future.

We want you to feel the new trend taking shape,

in this country that is continuously changing and evolving.
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Sixteen features of Japan,
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Small and medium-sized enterprises (SMEs) from sixteen regions in
ten prefectures around Japan are participating in this project.

They are trying new ways of manufacturing and creating originality
with distinctive, traditional and cultural backgrounds

that cannot be confined within the framework of Japan.
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SMEs and project producers are collaboratlng in the development
and sales of produ(ts that align closely with. the characteristics
of the targeted countrles around the world. Ad\users and experts
are ‘also supporting businesses from a third- party point of wew |
'The Ministry of Economy, Trade and Industry sub5|d|zes thesg/:ﬂtlwtteré
and Loftwork manages planning and operations. b . A
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TAIWAN
COMPANIES PRODUCERS

SMEs that produce a diverse range of products As the managers in this project,

including traditional crafts and new-generation they carry out consistent management
fashion items, making the most of Japanese beginning from market research, through
regional features and cultures. product refinement and PR, to distribution.
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The prodqcts will also be sold to three countries in Asia,
namely Si‘hgapore Taiwan and Australia.
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Materializing sales overseas is not the goal of this project;

in fact, it’s just the beginning. The project aims for overseas sales of
products not only from Japan but also from country A to country B,

then from country B to country C, to spread the products out into the wofld.
BHERAOETHA 707 bOBOYTIIEL, Z2HODFLOIHBEY T °
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SPECIALISTS ADVISERS

Designers and creators with a thorough Professionals working in product development,
knowledge in a specific field of work who distribution or sales overseas.

participate in product development using Supports the activities of each project with their
their expertise and skills. extensive knowledge.
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REEXHEOML O, ZLTEREA

Tomohiko AKIMOTO Loftwork Inc.

MITKRE #egorrr-—2

| recently participated in a seminar where a speaker from an overseas seller
of Japanese products said that “although numerous Japanese products and
companies are seen at exhibitions every year, it is difficult for them to take
root overseas in reality” | was surprised to hear this from this speaker consid-
ering his profession, but his next words startled me: “it’s because Japanese
companies do not consider overseas markets early in the development stage of
their products’

An acquaintance who has experience with overseas product exhibition also
told me that trying to sell Japanese products abroad just as they are is unreal-
istic and that we need to understand the target countries and refine products
to suit the local market. From these words, | realized that a key factor for suc-
cess is to consciously develop products aiming for the global market, instead
of developing products for the Japanese market and then after confirming
their success, trying to sell the exact same things to a different market.

At the same time, however, | want to say that there are many companies in
Japan that are like diamonds in the rough-with the potential to compete in
the global market but not realizing their own capabilities, or at least not yet.
Through this project, | confirmed with my own eyes all the potential and value
not adequately conveyed to the rest of the world, and therefore unnoticed.
Thinking over all of this, | set out to share these buried treasures by making
the most of the distinctive project planning and designing capabilities of the
creative agency, Loftwork, within the one year granted to us. By focusing on
this new approach that brings together SMEs with producers, we have been
tackling different challenges, together with the Ministry of Economy, Trade
and Industry.

We have produced this booklet as a record of the project to ensure that the
initiative does not end in one year but brings continuous success for many
more. | sincerely hope that new participants who are willing to take on this
task the following year can identify with our vision and accomplish even more.
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Tomohiko AKIMOTO
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Graduated Chiba University with a degree in Architecture under the faculty of De-
sign Engineering. While attending the university, he participated in various art
events as a staff, and worked at an architectural firm. Then, he began working for
the first operations company, located in Setagaya, Tokyo, which began the use of
abandoned school facilities, as a public relations manager and as the head of the
planning department. Since April 2014, he has been working for Loftwork Inc.,a
creative agency located in Dogenzaka in Shibuya, that also operates FabCafe To-
kyo. Until then, he has planned and managed tours and events focused on food
and production that connect local areas with Tokyo, some of the events hosting
over 20,000 participants. Drawing from such experiences, he is now in charge of
bringing together local production and creative in order to win over markets over-
seas, the MORE THAN PROJECT.
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COMPANY :

PRODUCER:

“ORIGINS” K.CHOEMON’s Journey

Kutani porcelain is a traditional craft of Ishikawa Prefecture.
One of the kutani potteries, Kamide Choemon-gama, has
been on a constant quest to incorporate modern trends while
preserving the traditional techniques of the last 130 years.
Visiting the workplaces of artisans all over the country for
this project allowed us to reconsider our own roots and to
come up with new ideas. From this experience and with the
collaborative efforts of enthusiastic designers, We created
porcelain with forms that are easy to use and designs that
will be natural fits for the European lifestyle. To craft the
porcelain, We used wood-fired kilns that are slowly disap-
pearing in our modern age. We want to go back and redefine
the origins of this tradition to create new meaning and value.
AR ERRTIEMIE AGFR. TOETELT 130FICE-THE
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Kamide Shigei LLC
ARSt EHES

Hirotoshi MARUWAKA
(President of Maruwakaya Co.,Ltd.)
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The porcelains of the traditional Kamide Choemon-gama pottery feature rich colouring
and glazing that have remained unchanged for 130 years.

Painters hand-draw on small pieces of tableware. Faint blurring generates a peerless look.
RHEDHZIREPEHOIHEIL. 130FFAHSEDSLV EHRARFIROEHR.
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To produce pottery with complex shapes, parts of the pottery are combined in separate molds,
and then baked to create the finished piece.

The precision of the hand-crafted molds determines the precision of the shape of the pottery.
WHELH OB, PAIELREFTTHAEGDELE, RELETFTERSES,
BAOFTO(OILROBES Y, ZTOEERMBORBSICRMENS,




PRODUCER’S VOICE

Defining “tradition” is difficult, but | am always conscious of two things:
“to preserve” and “to hand down”. Techniques and experiences should be
preserved, and ideas and methods that help the tradition adapt to the ev-
er-changing world should be handed down. This is the basic concept of the
project. | believe that skilled kutani porcelain potters should travel to various
locations for new ideas and inspirations from such experiences. It is also im-

portant for them to realize the potential porcelain has in overseas markets;
this new approach, | hope, will usher in a new era for traditional Japanese
crafts. This project cannot be fully realized without Kamide Choemon-gama

pottery that constantly incorporates innovative ideas. It is also essential that
the products are sold in Paris, because people in Paris seem eager and will-
ing to enrich their lifestyles. Since Maruwakaya opened a shop in Paris early
spring of 2014, | have been able to observe and learn more about Paris. | am
excited to see how these Japanese products, the embodiment of everything
I’'ve mentioned above, are received in Paris.
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Hirotoshi MARUWAKA LE##

As the president of Maruwakaya, having Japan and France as a base, he works to sur-
prise and delight our 21st century sensibilities. To do so, he takes a revolutionary ap-
proach to the most advanced of technologies and applies them to anything ranging
from traditional crafts to advanced industrial goods. In Saint-Germain, Paris, he
opened NAKANIWA to display and sell beautiful Japanese products.

[#%&2 | (maru-waka.com)f{F&R, BARET TR EMAIC, M IED SHRERIEICESRIEVDEH
TREBORMEDEHMN L) EAEZBEL, 21HICEEEZIACDEFICEZEEVDORMEET I, /¥ -
YU RUCT ELEEBRORLZDERBFTEITI NAKANIWA" £4 -T2,




Banshu Hamono

Cutting tools have been manufactured in the Banshu region
for the last 250 years. Once famous for producing Japanese
swords, the region has developed into a mecca of the hard-

ware industry. The lineup includes Japanese razors (a favorite
of barbers and apprentice geisha), grip scissors (for cutting
thread and for craftwork), pruning shears (treasured among

pruning gardeners), multi-purpose knives, and hair-cutting
scissors. Among these cutting tools, of particularly high qual-
ity are the ones from the Banshu Hamono brand. Skilled arti-
sans work on each of these tools with meticulous care, result-
ing in superb sharpness reminiscent of Japanese swords, and
unmatched durability that will withstand many years of use.

COMPANY: Tanaka Meister Inc.

PRODUCER: Shinya KOBAYASHI




Only one piece of iron and two pieces of steel are used to make a pair of grip scissors.
The materials are hand-forged and shaped in a process that takes about two weeks.
Because Banshu Hamono uses high quality Japanese steel,

their cutting tools boast ultimate sharpness and minimal wear.
BUSOMBE—ADHKEZRDBOL, ZhE2HBEL T TFITEZETRET 3,
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Pruning Shear

Japanese Straight Razor
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Gardening Scissors “Okubo”
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Gardening Scissors “Koeda”

Japanese Grip Scissors
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Ikebana & Flower Scissors
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PRODUCER’S VOICE

The ultimate goal of this project is to nurture the successors of blacksmiths
so that their techniques are handed down to future generations. To achieve
this goal, the earnings of artisans have to be raised, so | want people all
over the world to use Banshu Hamono cutting tools - just as diverse types
of artisans have been using them for work in Japan. More specifically, | am
planning to promote communications between Banshu and Japanese users
of their products who are accomplished on a global level. A network to
respond to orders for specific sharpening requests will be established and
development of new markets will be continued. In 2014, | was able to open
up new sales channels all over the world, including Paris, Berlin, New York,
Singapore and Tokyo. | want to work together with local blacksmiths and
the Ono Hardware Wholesale Cooperative Association, as one team for the
local brand. As the producer, | will be responsible for not only managing

the team and increasing the number of sales channels, but also for chang-

ing the awareness of local manufacturers and preparing a welcoming envi-
ronment suitable for future successors.
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Shinya KOBAYASHI /Mikdi

Coelacanth Shokudou. LLC ~ He believes that design is not the goal but a means to
get closer to the goal. Not bound to any specific field, he is involved with design
meant to utilize local resources. On March 28th, 2011, he opened a design research
center, Coelacanth Shokudou, in Ono, Hyogo. His major works include Banshu Ha-
mono, Banshu Abacus, and Sesshu tiles, ranging from branding to product devel-
opment focused on spreading local properties to markets overseas. As a designer,
he has exhibited at the Milano Salone Satellite 2013. He hosts networking events
every month, centered on local branding.
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PRODUCER:

marumasu scarves from Tokyo

You can freely change the shape of monomatopée scarves;
curling them or folding them as you wish, just like origami.
The features of marumasu scarves are the mellow, delicate
textures and daring designs like those seen in paintings.
The two brands, monomatopée and marumasu, belong to
Marumasu Dyeing Co., Ltd., a dye workshop established in
1901, and which succeeds to the genes inherent in the To-
kyo yuzen dyeing method for kimonos that began in the
Edo period. Colourful printing techniques inherited from
Tokyo yuzen, dyeing techniques fostered in Shibamata, To-
kyo (where jersey is produced), and modern designs are
brought together, creating world-class scarves in which high
quality and sophisticated designs are harmonized.
EATBESICHMAMEDY & REERDEIRBELTI M EHO
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Marumasu Dyeing Co., Ltd.
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Yuya TAKAGI
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Vivid yet delicate. Exquisite designs inherited from Tokyo yuzen can be found in various places.




Rolling inwards, the triangular ends of the scarf fill out the flat scarf creating more body.
The scarves are lighter than they appear, and the part around the neck

is as soft as only 100% cotton can be. The scarves can be washed at home.
AH-T7RIEO=ZAMEELACIIICARICIZZE T, FHRERPAFICES T,
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PRODUCER’S VOICE

When | visited the workshop for the first time, | was surprised by the excep-
tional quality of the products and, at the same time, felt a strong need to
pass down the earnest craftsmanship to future generations and to introduce
it to the world. The ultra-soft marumasu brand scarves, with their vividly
printed designs and the monomatopée origami scarves in geometric shapes
(like shapes seen in architecture), is sure to capture your attention. The two
brands were born in Shibamata, a small downtown area where the atmos-
phere of tradition still abounds. At Marumasu Dyeing Co., Ltd., established
in 1901 and located in this town, skilled craftspeople and younger workers
with modern tastes work together to dye the scarves. This small workshop
uses only materials produced domestically and strives to pursue new, ideal
craftsmanship which allows local companies all over Japan to continue
using them in their business. The techniques and designs of this small local
workshop, perhaps, may slowly change the awareness of people everywhere
in the world towards their livelihoods. We introduce the Japanese facto-
ry-brand scarves in Europe, where scarves are widely used and owned.
MOTTHEFE U ZORBEORIICECDERBIC[ZNZTOECERICE/FYEL
TWBH%E, FRICELV HRIEA LW EVWIBODBERINE L, EoTHESH
PP TRELETI D HBEINZZAN—ILTZ2 R [marumasu |, EHHESEEND
£ B HEMFHET O [ monomatopée Origami scarfl, 2D2DD TRy EFhi-
AT, B EZHEPLVERRDTENEILETH TLA, BIE1901F VO RVWESEZS
DAMEEH/RASHIE. SEHILLATHZEOBAES, SEELEFHENAVRELNEYSS
BHZhOTICEBELTVWET, EEALITHESIZEICZEDY, BARDERARFKICHE
T&3. HBOIKYDFHLWHY FICIMWBT CO/NSEETHEOFEfiE 71 », wihit
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Yuya TAKAGI =¥

Leveraging his in-depth knowledge of lifestyle goods from fashion to stationary, Yuya
Takagi has been developing products for the European market while based in Paris for
the last 3 years. Currently, he oversees product development for Mark’s Inc.
T7yal~XEBET FMTRAZMNEBPICTHEMADGEREED L, /) 8L 3 F /. BN iHE
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PRODUCER:

KANAORI: The Metal Textile

KANAORI wire mesh is made of thin metal threads. It is soft
to the touch in the same way as hand-woven fabric, and has
a warm texture. Similar to other fabrics, this can be woven
in various ways, including plain and twill weaves. By effec-
tively combining different materials, such as stainless steel,
titanium and brass, you can control the strength, the feel
and the colour tone of the mesh to your liking. KANAORI is
developed using the very best technologies of Ishikawa Wire
Netting, which has dedicated itself to producing high-preci-
sion products with cutting edge technologies for nearly 100
years since its establishment. KANAORI has great potential
to expand the possibilities in the field of art and design, such
as accessories and interior decoration.
BHDEERELAEDESZET. FRVDHTDIIEXPHoP LA E
BOHAOHIAEVEERL2M [KANAORI ], #i4) &R IS,
BRRAEEOZHLEHBY AN RIEET ATULIARFEL, BEREEDERM
ERRIICHAEhENIL, BE. MR BREEEICELIEII LD
TEET, AIEPSHI100F. BICKRERDT7/00 — W) ANL D
SEREOHBIKNICEBELTEZARIIEMOFEMORERILE
[KANAORI[IE, Z7EH) =1 T UTHEE, THAL X T— DR
&L 2 MBME L TRZLRIREMEROHTVET,

Ishikawa Wire Netting Co., Ltd.
AlIEWKH

Ryutaro MATSUDA

MREREKER




You can see that the metal strings are woven, just like threads, in this close-up photo.
The KANAORI in the photo is made of various coloured stainless steels

to produce a rainbow-like gradation.

BAT2E ERIFROLSICHSATVBZEN - ENEDD B,
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PRODUCER’S VOICE

We see KANAORI as a new type of wire mesh that builds on the unique
properties of different metals: steel, stainless steel and titanium, to name a
few. By combining the different metal threads, just like you would hand-wo-
ven textiles, we are able to give KANAORI a unique texture suggestive of
fabrics. Our goal is to dispel the industrial coldness and the utilitarian feel
that traditional wire mesh imparts, by using this new fabric-like texture, and
to open up new markets. This material has allowed us to take the technolo-
gies that Ishikawa Wire Netting has cultivated over the years and establish
it as a true brand. | imagine that a time will come when wire mesh will be
something much closer to people’s lifestyles than it is now— used perhaps in
housing or clothing, which will be a true milestone for KANAORI. | feel that
if this unprecedented approach and branding of wire mesh become the new
business and start a chapter in the history of Ishikawa Wire Netting, the
entire wire mesh industry is in for a big change and rise in its standards.
B BIRTEMEDREDHL/-E[KANAORIIE, kXX T LA FECEEDEBIEF
DINThOEFMEZSIZHL, ThozillaahbE, EE5TFRY TOEDVEDEAH L
MDEILREMEERTEZETT, HRBIDOEOIGRAEVWERETEHIZIET b S
TEWICRLC W, WhDBZTERFELTO [ S-S AR 23 L, Fil-h~v—T b
ERIHTBZEPIBNTT, COFRMERICENT, ABEETHIA/EMHASHEIEE -
TEERMOTIUNMEERBLE L. TMELTDTKANAORIIZIE, EXICIZRARD—
IS, EFRICREFEDO—FICE, ABDEHSEWVGET, £FICHELECATHASNSTO
FIMANEEFRL TV IAINAS =2 EBWTWET, SETOELMICE LI LT TO—F &
TIoT1 TP RINERDFLVWESRR BED—S LR ANE £BEVIERBHD
EEFICOEDBEBELTVET,

Ryutaro MATSUDA #:HH BEAER

Hailing from Hirosaki City, Aomori Prefecture, Ryutaro Matsuda is a graduate from
Keio University’s Shonan Fujisawa Campus. After working as a news cameraman,
he worked for a food and beverage production and planning company and then
became the president of Oiseau Inc. in 2010. He specializes in producing and plan-

ning the startups that can represent the needs of businesses and the community.
SHREIARIH G, BEKF SFCE, 3REHATIUNOLE - RETOT1—- A5 ER T 2010F LY
(BR) A7V KTk, BEPHEO =X EeRBITIHFRBEEOLE - TOT21-X21BBLTS
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PRODUCER:

Edo Karakami project

Edo-Karakami is a decorative patterned Japanese paper,
made by specialist craftsmen using traditional techniques
such as woodblock printing, stencil printing, and gold or
silver powder scattering. The culture of Edo-Karakami flour-
ished with the growth of Edo city (now Tokyo)in the Edo era
(1603-1867). It was widely used for the decoration of fusuma
sliding doors, walls, and ceilings. Thus, Edo-Karakami beauti-
fied the interiors of various Edo households. Tokyo Matsuya
was founded in 1690 as a washi(Japanese paper) wholesaler.
It now possesses more than 350 Edo-Karakami patterns and
continues to decorate various sorts of interior items, includ-
ing walls, lighting pieces, furniture, and artistic panels, with
its Edo-Karakami patterns and delicately textured washi.
CIFDShH1E, FIMKICEMEELZTESR, IR, BRT
HTORE AR (FEALAT. EAOAM, B2FR) ICLBFMIDITEMTI, DX
BOELIF[ERTR]EHIN, MEOBREIZCSH, BEPXRH. IWEE
IRIASBRSINTEE U, 1690 F(CARTFMEEE LTAIZE L. LISk300
FLIEOREEEFODRFMED IR OhH] DX ARG, EIC350 FEFELL
Fo BEEISUHIREARE. RE 7MY EE H50B(TUT e
HEFBORENWE NIFD SN AR ESTIEDHEAFT Iy 7 EXHRTHY) L
THIENTEET,

Tokyo Matsuya Inc.
BXEE RERE
Tomoko YANAGI
mEF




The pattern is printed with dark red paint on the handmade echizen Japanese paper.
Woodblock of Gourds pattern (woodblock date unknown)

The paint is transferred to the surface of the woodblock with an instrument called furui,
which is a circular screen made of stretched gauze.

A sheet of Japanese paper is laid on the woodblock

and a print is made by rubbing the back of the paper gently with the palm.
MATFRESMEICKRBEE(ZALWVS) FBY MRA [HE | (FRETH)

BEFE->TIRAICIRNOEENY, MELEE, BLLETETTIIRETLLES




The pattern is printed with a mixture of mica powder and turquoise paint.
The paper decorates a set of Edo-Karakami three boxes of decreasing size placed one inside the other.
Woodblock of Kishu Clouds pattern (woodblock dates from 1853)

This woodblock was carved about 160 years ago.

The dark green colour stained into the block eloquently conveys its long history of use.
Fhoh s AhFrE[RMNE KRS (Z5)F1BY MRATHRME] (FIR1853%F)
HLZ160 FRHICHE S M MRA, KALICHEEHFL RENFEENRIEZHAICES,




PRODUCER’S VOICE

The origin of Edo-Karakami is said to be the domestic production of deco-
rative papers that were imported from China, dating back to the Heian era
(794-1192) in Kyoto. They quickly caught the attention of nobles and were
used for writing letters and poetry. Later, the usage of the paper was de-
veloped into the decoration of fusuma sliding doors, walls, and ceilings of
the residences of nobles and samurai. In 1998, Edo-Karakami craftsmen in
downtown Tokyo, and Tokyo Matsuya, the wholesaler of Edo-Karakami, es-

tablished the ‘Edo-Karakami Cooperative together, in the hope of resurrect-
ing the popularity of Edo-Karakami. In this project, we introduce Edo-Kar-
akaml,IW|th |.ts long e.stabllshe.d hl.story, to people in Europe, as an interior TSR P 4”‘1‘:3” g i
material. It is our wish that it will become known by as many people as
possible through this project and that Edo-Karakami will fit beautifully into
their lives.

[IFRDODH|ZDIN—VIFRERETEHORY, E (FE) »SERUEMERESFA
ICEEELATERERRIE VDO, O5ICERENPHFEENDITEREEEMS L0
EWELI AIRRFEEDIC, ROFBNERTCEALENIRICEY, IFOHTT2L3L
FhohiH] P REOEBEZITE L, 1998 FICIXZDREMDMAKEKFTEENIFEH,S
PHBEMEE N ELSN. SHORR TANCHE AR E, RITHMEBETH 2RETMRED (5
MOFER2ZEZFMNTVET, ZALGRVERDHS (IR, SLH]E, I—Ov/XDH~2
WCATITRMELTRBNTEIONARTAY 78T, COEBEEL T SWEDAICTIT
FrbohH] EM-oTIEE, ChhbbEEFEZEESLDRICEZREIBZIEEESTVET,

Tomoko YANAGI #l &+

After graduating from Musashino Art University’s Department of Architecture,
Tomoko Yanagi studied at the University of Ferrara in Italy. She was then appoint-
ed as the manager of store planning and design at a leading Italian fashion brand.
She promotes Japanese design and handiwork overseas.

HREFEMAPREZHE, (U7, 717-FKFEZ, EMMNITZ N CEHEEEY, 2H%
HEARDTHA e BANBN L. BROFHELZREIIZEEETS
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Fresl hi deli | in tf Id
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Japanese Traditional Sushi Ball

In 2008, the frozen temari sushi (ball-shaped sushi) of Mishi-
ma Foods was awarded with the Minister of Agriculture,
Forestry and Fisheries Award in Japan. The company devel-
oped electromagnetic wave equipment that enables sushi to
be frozen without the loss of freshness. Because there is no
need for any kind of special equipment for the receivers, this
fresh sushi is available for catering anywhere in the world.
Simply let the sushi stand at room temperature before con-
sumption. Mishima Foods has also developed healthy vegan
temari sushi made from vegetables grown in Kyoto, the birth-
place of temari sushi. For around 40 years, Mishima Foods
has supplied food ingredients to long-established Japanese
inns and restaurants in Osaka, the prefecture known as “the
kitchen of Japan”-the convenience and taste of their frozen
temari sushi are surely guaranteed.

2008 F . HANEBMAKEAEEE2ZE LSBT - XDSRFRFHFT,
BEFARE UV BRORRBICEY, BEEEETIELHFRERRTDIIL
PWRIEETY, BHHREEMP VSV ELBRBEREN TEHDT, H7
FDHSWBIGICHEELFTET—2) T T52ENTEET E5(C,
FRETIEHOH, RIMOWBHFEEFE 1AV —LFRER [T1—
HFRETBFICHRE [BARDEF] ART FH40FICE-TESR
REPHTICERERELCXAZIRT-—XDOSRFHRFRIL. FFIXIC
MATZDEKRLS BTV Z TS

Mishima Foods
BREH=ZB7-X
Kai HIKI1JI

5lit &




Before and after thawing. The sushi stays fresh because proton freezing keeps most of the food cells intact.
REMERAE REMRAOBBSIPEVT O FEERICIVEENZEEL,




Preparation of this cute-looking temari sushi only requires thawing.

Temari sushi requires less work, space and equipment to prepare,

while improving hygiene and reducing labour costs.
REBLHEBSLVFHETNOFEEIARBEDNS,

AEOFEPAN-, BHEFHEEZH/NTEZ, HFEAOVRAVEBPAFHRLBHTEZS,




PRODUCER’S VOICE

Temari sushi was originally made for geisha in Kyoto, so that they could eat
sushi without opening their mouths too widely; you can even say that it is
a type of traditional Japanese party finger food. Mishima Foods, located
in Nagata, Osaka Prefecture, supplies frozen temari sushi to various plac-

es. They are frozen by using a special food processing technology called

proton freezing. The frozen temari sushi can be sold not only in Japan but
also overseas because the sushi can be thawed at room temperature while
maintaining its original freshness and taste. Mishima Foods also developed
vegan (dishes using only vegetable food materials) temari sushi for future
sales in overseas markets. | hope to impress people with the From KYOTO
brand by topping vegan temari sushi with additive-free Kyo pickles, a spe-
cialty of Kyoto, and sharing the story of the origin of temari sushi. | will
introduce frozen temari sushi as Japanese party finger food with the unique
story and quality in Singapore where the food service industry, catering
and party culture have taken root.

HEHEFRETE THMOEEIALBPHEBLIEAOTHERNSNB LI ICEER SN Wb
EIIANRZ=Z ’IT423FIV IS=T4— T4 >H—T—KR|TH%, KIRFFREICH BH
SHEBT X, BHRESRINIEN TCH2 7O FREEEAL. BREBRN) AIBEELSEF
BETIET CICHRALIGMNRRAL TV S, SRP DBERBRIPFIEETHIEIC. 7FUT 1
EEEST BRLETTHEOBANOERSIEE, 5ICBAY—rvbNERMLULTT—H > (18
MEBMDAEE-7-BE)FRERAE L, RMOERMEDOIHDEXZ2ELTEALD
D, FERFETREDIN-—LHEITEDEEZETFromKYOTO TR EFIRMF /2, 4F
REESSLVOT -2V TRN—T =X EPIRFTVNTNWB I HR—ILIZT, A= —1EET
FUTAEFBRA B v INZ—AN—T =T H—T—RELTRELTWV,

Kai HIKJI 5l &

Born in 1980, Kai Hikiji spent the majority of his teens (ages 11-18) in San Diego.
After graduating from Keio University, he landed a job with DENTSU INC. He then
went on to work for THINK GREEN PRODUCE, before branching out on his own as a
freelancerin2014. He plans, develops and produces a wide array of content concen-
trating mainly on food, fashion and cultural initiatives.

1980 4 Eh, N~18EETTAUDHLTAITTBI Y, BREEZDAFELE HASHERIC
975, 2012 F &£ V) #% X5 %t THINK GREEN PRODUCE, 2014 F &N 7 =5 R, BX® T 7vial.
DINFrv—EELEALTYDORE, BR. TOF1—X%1TH
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Birdy Hand-Polished Bar Tools

Birdy bar tools are crafted using micro-precision technology
developed for Japan’s leading automobile industry. As a
contractor to Toyota Motor Corporation for over sixty years,
Yokoyama Kogyo Co.,Ltd. has enhanced its technology to
develop proprietary, high-precision metal polishing technol-
ogies to complement the advanced stainless steel processing
technology used in the manufacture of tableware in the
city of Tsubame. In the final step, the inner surface of Birdy
shakers and mixing tins are hand polished to within 0.1 mi-
crons. These technologies create bar tools with an extremely
smooth inner surface that features the slightest indenta-
tions optimally balanced for combining cocktail ingredients.
This innovative surface fully draws out the original, delicate
flavor of spirits, fruits and other ingredients.

AADELEE

ERBHFEREGT YN BEAD T LA IR
ARBABOREEZ0.1I 702 LA
HITIVRMIZE= BRMMNTR 5 .
REFPETNELE LS IR, 7)La—ILXe
AREFOMMERAKE CTEQICFIZHLET:

Yokoyama Kogyo Co., Ltd.
HLBERHKX S

Andres LOPEZ
FZVRKLZ-ONRZR




The inner surface is polished to the ideal smoothness.

This surface maximizes mixing and cooling

to help create cocktails that are clear and rich in taste.
It also produces smaller air bubbles for a creamier mouth feel.




The exterior line is streamlined, featuring softly rounded shoulders.

The design motif is a rugby ball.
The shaker fits nicely into your palm as if it was meant to be there.
Shaking is extremely natural, as if an extension of your hand.

Courtesy of : Bar Namikibashi Yamazaki




PRODUCER’S VOICE

Birdy brand bar tools are a complete deviation from what was considered
common sense in the bar industry. Birdy bar tools are developed based
on a totally new concept: to create the ideal tools by removing all that’s
unnecessary and finishing with an advanced design and unparalleled
functionality. Even so, communicating these remarkable new products to
audiences overseas required a factor to distinguish Birdy products from
those of competing brands. Together with Erik Lorincz, the head bartender
at the legendary American bar in the Savoy Hotel, we refined the products
and gave Birdy the prestige it deserved. The new line, Birdy by Erik Lorincz,
features bar tools manufactured based on advice from Erik, including
optimal weight and thickness for bartenders overseas. The packaging is an
extension of the line, making use of Erik’s face and signature. In the instruc-
tion manual, the technology and benefits are clearly explained before Erik’s
take on the user benefits, and finally original cocktail recommendations.

We are currently finalizing negotiations to start sales in Germany and the

UK, and are working on expanding the lineup.

[Birdy | IZ3N—%(FRDEBEIRAKDPSEADN—Y =1, FREHRULTCEBOY—ILE(E
BEVIESKFLWFETHRESN, SENL T 2F5 EOLVEEEEEERL
TWd, BABRICHI--TIE, 77U RELTHREMG Tt EERNTEIERIDVES 71,
ZZTHRARTIVEH BIEHRDOT A AL - IN—=D Ny KIN—F> & —_ Erik Lorincz &
ICARTASIIMISMULTHS W, TIURICHFEMEES A 7=, BHBITOESXEHR, /N~
TLE=ANDTE=IRIEENKKICTRNAIZILTHS W, BRLULAEODFHTZR[Birdy
by Erik Lorincz | T#H %, 1INy =S FHA NIV IDEES A EFEVN, AABTTHD
FEOARELEHTTIVERN 7TARXTvINR=VEAE LR IKE. TV IDY— v
Wy NT=TICE) ZDRIEBROICIEY o7 BEAST. 1Y, UKZIEUDFLEA
DR 1Ty TDHREE>TW B,

Andres LOPEZ 7 FLZ-ONZ

Creative Director at TYA, Inc. Andres was born in New York to Colombian parents
and has lived and worked in Tokyo for over 20 years. With a wealth of experience
in the advertising industry, Andres specializes in assisting Japanese companies with
branding in overseas markets.

MASHT— T I— JUIMT14T-TrLT%—, AOCETAOERObE, Z2—F—VIEFh,
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Green’s Green by moretrees

Kokedama are made of Japanese plants and moss - a vital
component of Japanese gardens from long ago. If Kokedama
are placed on the tables of overseas restaurants and hotels
that serve Japanese cuisine, designated as an intangible cul-
tural heritage by UNESCO, diners will be able to enjoy their
meals while getting a sense of the seasons of Japan. It is a
miniature replication of the Japanese flower-viewing custom,
hanami. Kokedama are not just ordinary plants; they repre-
sent the essence of Japanese culture. The young plants are
cultivated by wood pellets, a renewable forestry resource, to
contribute to the realization of a sustainable society.
BARBROEMIC. E<PS5ARERICRPEHEVEALINTEL[E]
EHUIADEATTENDEE |, IXXINEWMLBICHERBEINHEE
RETIBEHNOEABLANT X, ATIVDRET TV h e i) T
Fhit, BAOEEFEZELCANSEEOREEELOET, ZThizF(CH
ADTER | DNESEER, BEBMORICINES LWEDFED [TE
DEBENEAHSNTVWET, £FEMELEME KL TR
AMERBROBERBEIRIVY — [REXL YN EERH, Hftrlestt
ENDEBMICHEREBLTVETS

WPPC
(The Wood Pellet Products Company)

#X &4 WPPC

Shinkichi MIZUTANI
KB HE




Kokedama, used as interior ornaments, are miniatures of moss gardens traditionally

found in Japanese gardens and temples.

A kokedama and a Japanese flower in a small container evoke sympathy

with austere beauty and refined simplicity, and the mind of hanami, or flower viewing.
BAEEPTFORANICERASATEZLTEELZ. ENREACHENMNLOHFBETH S
ZZICBABROEEE DI €, BUBRVERROLENELEBOPTREEIETVS




Kokedama in masu, containers used for sake from a long time ago.

The masu containers are made of cypress grown in Japan, and have a faint, fresh scent.
TENBEE2NHFHE. BXTELISAKEAOBELTHLEATE M

AHICBEECEZAVTS Y, RPHLEFUHIABICIEOH,ISESTL B,




PRODUCER’S VOICE

The purpose of this project is to open up sales channels for kokedama
produced in Niigata, which has a flourishing floriculture industry, by estab-
lishing a base in Paris, France. Greenhouses used to cultivate plants are nor-
mally heated by burning fossil fuels. However, in this project, pellets made
of local wood are used as fuel to support the local production of energy for

local consumption. Furthermore, masu-square measuring cups made of cy-
press grown in Japan - are used as containers for the kokedama. Using wood
(a sustainable resource) for the heating process and the container shows
our close connection with the forests. It is important for me to share such
initiatives so that people can understand our commitment to sustainability
on top of the elegance of the product itself. We named the kokedama in the
masu containers “MASUMOSS”. By having a unique background, design and
name, we expect our kokedama will be readily distinguishable from other
kokedama when they become popular in the future.
EEREPBAGHEBRO[EE] 2. 77 @V EREELAI—Oy /N ERDICEREE
BEF TP ZH7aT 7 OENTY, MEB THEZILNIZRDINEIC I ERBA £
ERTZON—MRWTTH, SERRBTOFTMERE»SEETNS [KREXL v ZINEICER
TEHZET IXNF—DHERBENOBEVEEETOELIICADTVET, 2. BEEEZND
PEHICBEEE/XOMEFRALTVET MBHLVERIC. BiRrAEEERTCHIAMEHAWL
B2 EIC&Y), ZFMEDHMEZSHZE LYY ICE-TWES, TOFZTNELTOERS LG
THEL ZOULEBEBHE URA TV IET YATF TN EIALETMHEATOEVEES
TWET, COMICIS SN A-EBEIE. [MASUMOSS | &2 1rE Uize AN=U—721FTH<
BEXX—3ILJTHEMETZET. SHEBEPERLEZBEOEFMEICHEAFL VTS

Shinkichi MIZUTANI K& {85

In 2007, Shinkichi Mizutani was appointed as the executive director of composer
Ryuichi Sakamoto’s reforestation initiative “more trees”, which promotes reforesta-
tion both in Japan and abroad, the use of Japanese timber, and product develop-
ment and market cultivation for agricultural products.

2007 ERARE—KOHFMRLEE M [more trees | EBBRICHE. BRMCHITEHRI EHEL,
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Arita Porcelain Lab Paris Launch

The Yazaemon kiln, an Arita pottery established in 1804,
has preserved the traditional Koimari-style techniques for
seven generations, since the first generation of Yazaemon
Matsumoto. This pottery has a history of 210 years because
it embraced tradition, while continuously pushing the
boundaries to create new and innovative porcelain. An
example is the Japan Series created by the seventh genera-
tion of Yazaemon. The luxurious and elegant Japan Series
porcelain is manufactured by applying the original tech-
niques of Yazaemon kiln to a more modern style. The motif
is the traditional kissho pattern of Arita porcelain. Flowers,
water, animals and other motifs drawn on the porcelain are
considered good omens, making this porcelain particularly
suitable for celebrations.

1804 FICRIZEL. IHAMRAKEZFANSERICE-TRZEEHRHZE
BRRERAXDOHEMEZ RN TELFALIME, BEET210EFDORE
EEHNTLBIEN TEDIE. EREDMA ERRFIC, 2R FHEVEFRIC
bikAHET TE = 5TT, ERBFREIMINFHIFBJAPAN DY -]
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TU—SE LREEADEFEOREEAHLEL . EF—TICERLAED
BHERBEOERI AT SRR 6. K BMEE wWFhbEEE:
BUctFiEEdbNESh, MVDB/ELTHRBETT,

Arita Seiyo Co., Ltd.
FHEEKNSH
Yuki ICHIKAWA
Lalll=:ES




Repeated coating with a brush creates elegant shading on the surface.

Each of the items is hand crafted, so no two are identical in appearance.
RIEZYEMELR)ETIETREICRORVEEIEENS,
TATHADFHABILLZIHNEOT, VEDELTRLRBORBRBEVENVS,




Countless fine cracks made by using a traditional technique

called koshi, add grace to the porcelain.

The translucent deep blue is derived from the cool, clear water found
in the abundant nature of Japan.
RUEVWIEHRBECLIBEROM,P LBA (V) BICHKEMATL S,
ERAROHZHMBIE. BAOEHEARN S LS5TEILEKEIX—-TILTWVS,




PRODUCER’S VOICE

In 1616, a type of stone suitable for porcelain production was discovered in
Arita, Saga Prefecture — and Arita porcelain was born. Later, Arita porcelain

was exported through the East India Company for the royalty and nobility

in Europe. Now, art galleries and museums all over the world keep careful
custody of these exported Arita porcelains. Yazaemon kiln, an Arita pottery
whose specialty is Koimari-style and with a history of 210 years, set up a
modern brand, Arita Porcelain Lab, to complement the modern lifestyle and
to expand the new Arita porcelain line for next generations to the world.
Skilled artisans carefully add final touches to each piece of porcelain by us-
ing new techniques derived from the top-secret techniques of the Yazaemon
kiln. The deep high-quality colours were made possible by glaze and tech-
nigues developed through countless numbers of trial and error. The aim of
this project is to sell Arita Porcelain Lab products in the most celebrated and
trend-leading city of Paris — where buyers flock from all over the world - by
telling our story of how our pottery came to be and our skilled artisans who
are committed to quality.

1616 FEICARTHO (KM FA2 AN EEREHDMTRRESh, BRI BELE UL X
D, RAREE@BL TI—OyNNOEEERICERR P BHINE T, Z0OEEHIhEE
AR S THEHRAFOEMECENE TCEELODELTAEINTVWET, HFREAEHKK%E
BEETIRIE210FEDHAZMER. RERICEIZHLVEREOKRX £ HAHICET
3720 BROZFATXZAIICHHETELTZFARITA PORCELAIN LAB z 4
SEELL, FISAREORMEEL L LR LREERAVWT AROBAF—D—2
TRICFEETHETTWEES, LETRADHIBEVIE AN EVZEDRHEER
IRU, EEULAFE - BHEICKIRDILAEBDTY, A7O0Vz 7 DOBEZEIR. ZDARITA
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Yuki ICHIKAWA Il #d
Yuki Ichikawa has lived in France for a total of 12 years. She has worked in product
development, sales strategy, public relations, web galleries, and marketing in gener-
al for four luxury brands (Guerlain, Cartier, Champagne PH and Staub) for 15 years.
L. Z92270)=TF R4t (550 DIvT4I, v IN—=2PH, A~ T
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Magical yarn
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PRODUCER:

Twist & Wash

The Bishu region has long been famous for the production
of woollen yarn and textiles in Japan. Over the years, unique
yarn twisting techniques and dyeing and washing processes
have evolved in the region. The way playful knitted products
are created using these techniques which dramatically change
the expression of the yarns, almost feels like magic. The
distinguishing feature is undoubtedly the beautiful non-uni-
formity achieved by bringing together yarns of various col-
ours and thickness and producing uneven surfaces with knots
and permanent ceases. This creates a cosy, already-worn feel
that is sure to make this scarf a staple in your wardrobe.
ARTEHEL DS TV FRMERAWVZRXERDEMELTHIS NS EMit
o ZITRVWERED I TEENTEAREMI PR E. KOMNIE, I
BOELEZRTENSBREICESTWET, TEhDEME. $BTEED
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Sanyo Corporation ./ Maruyasu Knit Co., Ltd. ./
Hisashi Sangyo Ando Nenshi. LLC
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Neck warmers made by knitting woollen seamless socks as long as the limit of knitting machines.
They are about two metres in length when spread out.

Unique accented yarns and details of heels attract smiles.

T=WIyIREREBLEL RABDODBRRADREETR/ATI(SONERYII+—7—,
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A special washing process greatly shrinks the long neck warmers.
A careless elegance, natural appearance and creases soft

to the skin make this a comfortable piece.

RROZY 774 =7 - BEHFEVMTICEL>TEo L IRMBLT LS
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PRODUCER’S VOICE

Our team consists of long-established subcontractors in a region known for
wool textile production called Bishu, which straddles western Aichi Prefec-

ture and southern Gifu Prefecture. The process includes twisting the yarns

to change their shapes before weaving the fabric, hand-washing the woven
fabric to create the intended texture, and manufacturing knitted fabric
that is now used for car seats and items for the home. The subcontractors
possess techniques characteristic of the wool producing region, and their
businesses depend on the delicate work of artisans with many years of expe-
rience. However, the scale of the business has declined to about one-tenth
of the peak period, and the shortage of successors is becoming an imminent
problem pronounced by the aging population of Japan. Participation in the
MORE THAN PROJECT gives us the opportunity to utilize the valuable skills
of the subcontractors to produce end products and to partake in overseas
exhibitions. | hope that this project contributes to the revival of the Bishu
region and becomes the first of many future endeavors.

HEOF—LIE. EMNEMIENZ, EHMEBRISIRREEBEEICELNADT—ILTHIZAILD
EHT H<{»5EBHEHMIDEHDTHEITRETHERINTVET, EMEEIRIEEE TR
DFRICEALEEADIRRE. EHAEY) LDV -72RIC. REWNTHEFEETITI>%HVINT
X ZLTREAETED—Y—MRAFTVT7EETHRYEONZ Zy MEMBIEZE, Zhb (i
=V DEMESTIEOEMENERME2E->THEY, REOREREF DBMAOMC LA ERIC
EoTHRYIIAL->TWETY, LA LBREZORBEIRBHADIOPDIREEICLEY DDOHY). Skt
ICEZBMEMBDHBEAILLEDTVET, SEOMORE THAN 7OV 17 hADSHIC
£oT THUIEEROHMEFE, L-HBRERMEN L. BAORREANDHRICFYLDT
BESEIEZE L, 2OTAYT M. BNMISOFEMEEE S50 T—BEEHEL. SEROH
T kE D7D DE—HE LD EEFR TVET,

Takaomi KOBAYASHI /MR

While actively working as a fashion designer, he also consults large corporations
on design and works as a part-time teacher. After going on an around-the-world-
trip, he returned Bishu, known for textile production, and is working as a producer
and designer on CSR initiatives and clothing for the handicapped.

REFT YA F—ELTER. AFREANDT YA L REPIFZHHEMEOT I, HR—BEODEE[ER[E
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PRODUCER:

“kawaii” spread to the world!

The word kawaii has made its way into daily use on a global
scale. 6%DOKIDOKI is a brand created by artist Sebastian
Masuda, the driving force behind “Harajuku kawaii culture”.
Clothing, accessories and sundries of the brand are intro-
duced to the world through an art project called the Time
After Time Capsule. In addition to the current popular and
standard items, many more new, artistic items are released.
“Sensational Kawaii”, the concept behind 6%DOKIDOKI, will
spread its wings across the world as part of Japanese pop
culture, soaring over the restrictions of fashions and bound-
aries in the world.

STRHFORBEEICH)DDHD [kawaiil. ZORBETTHZ [RE
kawaii DIV F+— | DESIFEELTHONE T7—T( XM, EHENZIF >
P 7A71—-293% [6%DOKIDOKI] DRREs - #EmAE%E, 7—h OO0
Jh[Time After Time capsule] @ L THAICRELET. BEFEOAR
TATLREZETATLICINAT 7—MENLY)BRBEATh-FRTA
TLERRK, [6%DOKIDOKI] DAL+ 7TH5 [ Sensational Kawaii |
B I7yoa b HROBIRGMA v/ Z—X Ry T HIFv—
ELTHFISHE =D EET

Sixpercent Inc.
BEREH D vIRIS—EVb
Keito KOHARA
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6% Clip and Brooch / DOKI Clip and Brooch (left) and Heart Attack, DOKIDOKI Ring (right)
Wear these colourful designs and you’ll look happy even when you let out a sigh.
[6%7Vy7&70—F/DOKIVYy7 &7O0—-F]|(X) & [HEART ATTACK(=FFKF)U»J](
BT TVRE, LEABDBEDVTVTHRLITERFICRATLESRROVYSH 3,
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Boyfriend Blouson / 108 Worldly Desires

Centred on kawaii, in a microcosm of life, the design portrays the 108 worldly desires

of Buddhist teachings, including greed, gluttony, lust and sloth.
[BOYFRIEND 7vJ >,/ /@ 108,
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PRODUCER’S VOICE

Kawaii is said to be the most dispersed Japanese word in the 21st century,
and people worldwide are showing increased interest in kawaii culture. In
this project, | want to approach markets that are keen on art and kawaii
culture all over the world for clothing, accessories and sundries of a fashion
brand called 6%DOKIDOKI directed by Sebastian Masuda, the man leading
“Harajuku kawaii culture”. Local networks are being set up and other works

are progressing with the cooperation of specialists, namely Nao Tasaki (a
New York resident), an art manager who took an active part in Takashi Mu-
rakami’s studio called Kaikai Kiki; the other is Eva de Klerk, the developer of
an art village called NDSM in Amsterdam, the Netherlands. In cooperation
with one of Masuda’s art projects, Time After Time Capsule, staged in Miami

and New York in the U.S., we will conduct market research, improve existing
products and carry out public relations activities, in order to acquire sales
channels to retail outlets at internationally distinguished art galleries.

[Kawaiil i3, 21 R ICA->THRHERLV-AXTE EEDNTHY. ZOXLIFHFFTROY
EE-OTVS, AEBEHETIE. FEE Kawaii"hVF r—DHE—AEE LV GERTSIEHENXF v
DI77varTZR[6%DOKIDOKI] DR - #E % HRD[7— r][Kawaii BV F+—]
WCEADEEDY—TyMIH L7 Ta—F LIz, BEOFFIRELT BEICH EERDRSY
FIAAH1FXF| TCOERRBRPHBT— X —IA M HBRERR(Z2—-3—-7FF)R 7
FLETLRATIVELDT = T4y [NDSMIFTANAY/NS—=THBIT7=7T-77—UK
ICHKFEL. RIS BB RN T -V BEZDHNER TV S, PAVHDTITIPZ1—3—7
THRETIHEEROD7—NOY [ TIME AFTER TIME CAPSULE &7 LN STHE
AEEEHRUR. PREFTV, HRBHOEMBEI L -2 TLY 3y TINERBEEFTEEEL TV

Keito KOHARA /MNEEE

Founder and CEO of artcomplex, Keito Kohara manages as art spaces modern archi-
tectural heritage sites that are registered as cultural heritage, and creates art hubs
in locations such as old shipping yards. He is the producer of the non-verbal perfor-
mance titled GEAR.

T—hALTLyIREETOT1—Y — BEEWLH THIERBELET—FAIN-IELTEETS
o, SERPTBFE Y/ N—=2 3> FBHEET—bORR I EToTV B, S2N—INLINTH =R [ ¥
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PRODUCER:

| | | Si lesian:
more than the sum of its parts
BANX{E HE=NTFHLI O HE

Japan Made X Singapore Design

Each country has its own culture and lifestyle. Although
Japanese craftsmanship is outstanding, whether or not it
is also useful overseas is a different story. We wanted to
somehow alter the designs of traditional crafts to fit the
needs of the target country while retaining the traits of the
traditional craft industry. This project puts the idea into
practice in Singapore. We asked Edwin Low, a skilled de-
signer and consultant both inside and outside of Singapore,
to redesign traditional Japanese crafts such as Arita porce-
lain, Takaoka casting crafts and hand-made glass products.
Uniting the two cultures led to the creation of unique items
that were completely new yet ready to blend into the Sin-
gaporean lifestyle —truly the best of both worlds.
EFrEGNEXMELEFBZEOBRLNET, BRDOHD I HFVHLITE
FTH TP BATEIOEEERAPED IFRIGEE, TIHEMEEDIRE
EP LD, THICEMREDEERICHRLELEEDI D ZTAK
kxS AR—IWTEMMELA-DPARTOD T IVMNTY, BRE. S
M. FRZEAFAGLEDHADER I =%, T HAF—Pa>HILa b
LT AHR—IVERAN TiEET S Edwin LowRK D FH1 2 FrL 7232,
ELBEDOMERMEICLIBESKH LW ULALIHR—ILDESLICT
ALY ERIZCEARPEBELE LA,

KIHARA. Inc
#ASHEFNT

Keisuke OTANI, KCmitF
KCmitF X& &




Tembusu, the iconic tree in Singapore, is printed on very thin,

handmade glass produced by Shotoku Glass Co., established in 1922.

Look at this glass from the side and you will see that the drawings

at the front and the back overlap, creating a momentary three-dimensional space.
1922 FREORBEHFICLZBEOFRE ISR, YU AHR-—NEREMTIAR[F VTR &V,
BAEDPSRBEFRERDBRNEL Y, BOLKZMNIE LN S,




A bunchin (paperweight) in the shape of a pencil,

forged in Takaoka, proud of its history of 400 years in metal casting production.
Enjoyment, look and the feel: the longer used the more profound these become.
A00ENEEFHIERMEM T RELRLANHE(EPEHICHBLIEY) 285,
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PRODUCER’S VOICE

Using traditional Japanese crafts as a base and collaborating with recog-
nized designers and trend-setting sales companies in Singapore (our target
market), we developed new products and improved existing products to
better accommodate local demands. Everyone relates to Japan in many
different ways, so we decided to add two main target groups-Japanese
culture enthusiasts who are willing to buy high-grade Japanese goods, and

trend-conscious consumers with an affinity for Japan. We chose local crafts

such as Arita porcelain, multi-layered cotton gauze, Takaoka casting crafts
and hand-made glassware from Tokyo, to transform them into items that
reflect the local culture of gift-giving and day-to-day lifestyles. In other
words, products with the designs, shapes and sizes that meet local needs
are produced using local Japanese craftsmanship and techniques. Historical
Japanese craftsmanship and Singaporean culture are reflected in each of
our products.

BARDEHRIED I EEOEREN—RILT MRE (S AR—IV) TEETETHA
F—RrRE)—RTERFTEEFEERETHIIET BAMBOZ—XICRmBL LT
BRUVBARMORAEETVWELL, SREARBREHEL W ERBOWART 7> (F1—
T ZyFB)DHEST. BARICENES D ML NICBRBRAH - HEEBD 2 — 7 v I
ATWET, BEARNICIIMIEERTCHIERLE. ZE/M IV H—EiEm. SEHEY. RO
FREHIAEMERMELT RUOETFRIE - BERBBIC TN 3EFERARETD
Ta1—R, SEMPETEISELHD I FMTEN—R (T, ZDBRFPE, 15 EICRM
Z-XEMVAN BRDEE HZEHDINADIEDONR A== HR—IL DAL
ERAESEER T

Keisuke OTANI, KCmitF KCmitF x&Z 7

Keisuke Otani utilizes a wide range of merchandising experience to connect Japa-
nese craftsmen and women with overseas designers, coordinating the manufacture
of products that make a big impression in their respective local markets. With a
national border-spanning team at his back, Mr. Otani is breathing new life into the
words “Made in Japan.”

BeBHTIVRPEETHE MDD BRBREEL L. ARD DI FEBADTHIF -2 RE
h3BWmEEANTI—Tx—%2—, EIREMALF—LTH ;D Made in Japan &£ # 19
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PRODUCER:

Field suite Project

Snow Peak is an outdoor goods manufacturer of innovative,
high-quality, long-life products that boasts high technical
capacity. The company is located in Tsubamesanjo, a city fa-
mous for its craftsmanship, in Niigata Prefecture. Snow Peak
has developed a luxury tent in which you can experience the
greatness of nature in comfort, designed by architect Kengo
Kuma. We envision a relaxing space that makes the indoors
and outdoors appear seamlessly connected, with the endless
blue sky and stars right above you. We propose a new style
of travelling and outdoor pleasure by introducing this tent
that allows you to fully appreciate all four seasons of Japan
in the most luxurious way.

Snow Peak Inc.

Hima FURUTA




This tent is still at the development stage,
but production of the tent alone is not the aim of this project.

The ultimate goal is to experience being in the best of Japan possible:

in the right place at the right time.
FYMSRERRPLEN, TVMEDLBIEEYNTOTIIMNOEBHTIREL,

ZOBEZOBAICLIEVENEREBOLL)ICTE[RRINEORERTH 3,




PRODUCER’S VOICE

Since its establishment, Snow Peak has been clearing the path to enjoying

the outdoors, by spending an affluent and luxurious time in nature, con-
sidering the viewpoint of its customers. Only Snow Peak, which has been
developing innovative new products, producing high-quality products for
its customers and understands the appeals of camping more than anybody
else, can propose the Field Suite Project. This project offers a completely
new style of camping in which you stay in a large tent designed by Kengo

Kuma, as if checking into a hotel, to relax and enjoy a luxurious time and
space at beautiful sites in the regions of Japan, amidst the abundant nature
and distinctive charm. In the U.S. and Europe, there is a new trend known as
glamping-a word derived from glamorous camping. We want to collaborate
with various regional communities in Japan to make glamping take root,
and offer a more direct and deep impression of local attractiveness.
RIZELER—BLTIESHA—HY—TH3|EVWIAGZTEA [BROFTEL TERLEIEEE
FTZITTINRTDELAFIEHIALLTE X/ —E—7, EFNAFEGOBAREEZTV. B
AUDERELE/ I ERE T, Fv>TOBNEHSI D TWE, ZALR/ —E=T 1
D5 Z TEIIRED [Field Suite Project | T¥, Zhid. EXLBEREFL. ZThEhIHE
DEANEFBE ODAAZSHDOEL VBT, ABTUMIEZTRTIVICF v I10TE3HDEOL
BETHEAL BREBEEEBED /1) EKRDIZEN TEZEWI PDOTHEVF TR
BAIVTT, PAVAXRA—OYINTRIIIIAXFTvoELT=[TIELTIEMIENEN)
DOHBIDHF G EmE. BAROHIFKE—HICHE TR E, ZOLMDB AN LI ZIL
TMIEHBRVBEERHELAVEELTVET,

Hima FURUTA HH#E

A project designer who was born in Tokyo, Hima Furuta dropped out of Keio Univer-
sity. He has been involved in a number of regional branding projects, including the
Yatsugatake Nanroku (southern foot of Yatsugatake) in Yamanashi Prefecture’s “Ni-
honichi Asa Project” (Japan’s #1 Morning Project) and the Tokyo Marunouchi’s “Asa
University in Marunouchi” (Morning University in Marunouchi) project. He is the pres-
ident of Umari Inc.

TOVIIN - FHAF—, RREEETh, BISAFHRER, IR - N\sEFE [AA—0H 7OV 7M. BR
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PRODUCER:

Tokushima JAPAN BLUE Project

Throughout the ages, the Japanese dyed many daily neces-
sities, including tenugui towels and shop doorway curtains,
in indigo blue. The colour is called Japan blue overseas
because many painters, such as Utagawa Hiroshige, used this
blue in their ukiyo-e art. Tokushima Prefecture is the most
famous prefecture for the production of indigo in Japan.
The features of Tokushima indigo, being a natural dye, are
the profound yet fresh blue colour and unique texture - very
different from synthetic dyes. Bringing together this Tokush-
ima indigo representative of Japanese beauty and spirit with
cutting-edge technologies, new life is given to speakers,
flooring, leather items, and organic foods.

AARTRED?S, FOCWPERELESOEBAMEEICEOTERALTE
Flo £/, MINEEZRBUDR L2 GIRAMZHARICEEZRAWEIET,
ZFOBIEBNTI v TN— EFUTFRENTEE L ZALEDE/
ELTHARERRTION[REE ], RREHTHI[REE JIE (LF %
HBERELED, ROVLWERLEHEZLVWE DB EBIFORE VW R, BA
S5LVWEBHBCBHMEEFARTICOREBE |2 R mHMICH TEhE,
ARBHOAE—H—HREELH, 7O-UTMRLY—TATL B
BEmICERIELELL,

Tokushima Japan Blue Project Committee

(Chairman and Representative, Toshiro Kohama, Dairi Lumber Co.,Ltd.)

BEE /N T —HERES RERE AFAHKRSH INEFILE)

Kenji MIYAKI
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Dying with indigo is said to strengthen cloth. The gradual deepening of the colour

as the years pass by will delight you.

Indigo-dyed cloth with its antibacterial, deodorizing and insect repellent qualities
can be used for many years.

BROLEFRLKREIPETEVDI, BEZLICLIBDREVEELDS
HE-BR-BRYHREHIDT, RVBHERIITEIIENTES




PRODUCER’S VOICE

Tokushima (formerly Awa) indigo—a local specialty of Tokushima, is a natural
dye that has been produced domestically for over 700 years. Its graceful
hue of blue and superior quality never fails to fascinate. Tokushima indigo -
Japan blue, presents a sense of beauty and high spirit typical of Japan, both
domestically and internationally, from the aspect of industrial history and
cultural history. Tokushima indigo, therefore, is a valuable product for the
Cool Japan initiative. Several companies in Tokushima in different businesses,
such as producing natural indigo, and processing, manufacturing and selling
products that use indigo, are collaborating in this project. Through this
project, the ability to deliver the message of Tokushima, a sanctuary of Japan
blue, will be raised constantly and comprehensively with the aims of creating
new demands and symbiotic business models, guaranteeing high quality, and
ensuring strong differentiation from similar or imitative products. We will
develop enticing products that use Tokushima indigo and establish a unified
local brand, while, at the same time, presenting Tokushima indigo as the

world’s very best indigo, and contributing to the value of Japan’s brands.

TO0FL LdRIDSEEN/HCKEERRENTH, TOERLEFNEBHERENIZDAL
EBTLIREL V., BEOUMIBHEER 1S IR E |, EXSE - MEtEVWThOBEENS
b, RAHMCHARSLVWEERCSVREMMEERLTELID[ D v/ TV —=BEE | £ BBH
LEESER LR XFEBNIT—II v EmMELT H57-0TT+—HRTBMEDSH
HBOTY, RTAYIME, W - BETRAEDEEPHANDINTEERTEICEHIEH
NEFEBEEN/RAL. HLVWEERBEHENEIXIETIIVOEIL, SRERECMDRE
U rRiEmcDERMNERNEEZBMEL. BAOFTDEM - BEH 5L DRIEN £ -
HENCEHTOKEYEATT, HFRNONIT+IIELT [ REEDBNNLEMEAR ]
EF—MBERTZI R I EFTLTED, JAPAN 77 ROMER LICHFSLTVEET,

Kenji MIYAKI =E7x&{E=

Kenji Miyaki is the creative producer at LLC Startin’Blue, creative coordinator at the
Osaka Prefectural Commerce and Labor Department, managing producer at DIMO
2014, visiting lecturer at Kobe Design University, and the producer for the 2013 Cool
Japan New Talent Discovery Program of the Ministry of Economy, Trade, and Industry.
LLC.startin’blue 7)I( 7477 OF2—% — KRFHIFBHB /YT 747 I-T131%—. DIMO
2014 BERIETOF2—Y —, HFEZMIRAE EHDHEE. 203RFEEE /NI v/ OFE
EEBEEEE 707 1Y —
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BY KAMAWANU

Tenugui towels, used for centuries in Japan, have been trans-
formed into scarves that add an extra touch of elegance to
your everyday style. Hand-dyed tenugui scarves achieve their
rich colour tone and texture through a Japanese technique
called chusen which produces the same pattern on both
sides. The more you use and wash these scarves, the richer
and softer their cotton texture becomes. Designed by Thom-
as Lykke, the scarves are an exquisite blend of Japanese tra-

ditional craft and modern design, and convenient for carry-

ing around in Europe, where temperatures tend to fluctuate
widely between day and night.

KAMAWANU CO.,LTD

Akio AOKI




Tenugui began its life as an accouterment for religious services in the Heian period.

Later, in the Edo period, tenugui became popular among the common folk as multi-purpose cloths.
In those days, it seems that people of refinement competed in artistic quality

by having tenugui dyed to suit their aesthetic senses.
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100% cotton. Enjoy the natural feel of cotton on your skin.

The colouring produced by chusen dyeing depends on the weather,
the temperature and other conditions during the dyeing process,
leaving scarves with the same pattern with a range of hues.




PRODUCER’S VOICE

SCARF BY KAMAWANU is a brand created as part of the overseas strategy
of Kamawanu, a manufacturer of tenugui towels. The scarves are designed

by the internationally acclaimed Thomas Lykke (OeO Design Studio), who is
based in Denmark and has experience working with distinguished, long-es-
tablished, Japanese manufacturers. It is difficult to convey the functionality
of tenugui towels (which Japanese people are familiar with), in Europe
where there is no tenugui culture. To overcome this difference in cultures,
we doubled the length of tenugui towels and created tenugui scarves for
the European market where nights can be much colder than during the day.
One characteristic feature of the scarves is that they are hand-dyed using a
unique Japanese technique called chusen, which creates the same beautiful
pattern on the front and back. Although items imported from Japan tend
to be expensive, there is great potential for the tenugui scarves to take root
there as beautiful yet functional accessories, since scarves are used on a dai-
ly basis in Europe. With SCARF BY KAMAWANU, | want to set the stage for
people overseas to enjoy traditional Japanese crafts in their everyday lives.
SCARF BY KAMAWANU I THBS WA —H— [ EDB | DBEBNEEO—E TiLb LI/
TIURTY, THAF—lE, Tov—VEHAICHARBEROEH XA —H—bD I EITLN
HANICFFHADNSV A —ZX - Uy TR, FRSOWEDEWRCKEEEIC, BAAP LSS
HEEMZRATHEDI ISVDHEETT, T TRRDEREZP AL XA-—T72HEN
ICHICDFZI—Ay/XOEFZEICES V., TOSCVDORIEFICLAIN-—TERESEE
Uie BARBBOFLOBMEEFR IEAVEZID—TIE, BERIEL EB52RETHRELID
REVEDLSHEVONEHTY, FAHAERERETNWESMCAEYP»BTIN XH-T13
HERELTEZMBLTWEDT BATHFEICELDD Ty XELTLENWIRTWTATLA
T4, SCARF BY KAMAWANU %@ L CHADERFEEBATHABNICELATHS
ZBREBIOCN ZLTVWELZVWERVET,

Akio AOKI &hkiEH:

Akio Aoki launched MIRU DESIGN in 2009, after serving as the director of DESIGN-
TIDE TOKYO from 2005 to 2009. He produces and coordinates product development
projects, exhibitions and corporate branding, and leverages his network of archi-
tects and product, interior, and graphic designers.

2005 £~ 2009 F£F7 %114~ b [DESIGNTIDE TOKYO| D FrL 72— %% T. 2009 & MIRU DE-
SIGN%a&), TREIN A2 FTUT BE TI7T19 75 E. 2 FETYAF—DRYNT—T&FEDL
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Washoku in the UK, engawa

We opened a Japanese restaurant called engawa at Ham
Yard Hotel, a top-class hotel located in Ham Yard, Soho,
in the heart of London. The restaurant’s main dishes are
wagyu (Japanese beef) teppanyaki and sushi, and Japanese
afternoon tea that comprises of traditional Japanese tea
and sweets. The SAKE BAR will serve sake, which has be-
come increasingly acclaimed all over the world in recent
years. Plenty of wood fixtures and old Japanese designs and
craftsmanship are applied in the interior. This is the first
restaurant with washoku culture in London where people
can enjoy not only the food and the service but also the
taste and techniques of Japan from the entire restaurant.
AR D E. SOHODNLY —RIZH D mE KT Ty 7 RTIVHAM
YARD HOTELIZ, fiBLZX 7> [engawa J&F—T7> &€ % L7=c WAGYU
Skt E HFREAMAZI—ICEA. RERBOFREIALAICIIA
NIZE# L T) 70 72— RELEF, S50, EFHF P TEHVEHE
EBTWARAAEEHRDZBSAKE BARBERICHER £L1>TUTD
BERRICARM 2V, BARERORPHEIFEHL5-TVET, FEEPH—
EXEHEAADZ L EHEEPSARDKEH ZRAETES. IhETD
ARG Do ZMBEXIELA NS T,

Salt consortium inc.
YR A )=V TLB%R S

Satomi HATANAKA
BhitH




Engawa, used as the name of the restaurant, is a space unique to Japanese houses
that merges the inside of the house with the outside.

The restaurant is named engawa in hopes of being an outlying support base

to convey true Japanese dietary culture in Britain.
EROBER[FA |13, FEREENHORHAICHY, BEERET 3 BARARERITOLERM,
EEILAVMOBEANDRLZEZZRHBICLAEL, ENBOHLSZDLHIFHITSNE,




The restaurant menu features a variety of delicate and elaborate dishes
that portray the Japanese sense of beauty.

The specialty is Kobe beef teppanyaki (p136).

Come and enjoy Kobe beef teppanyaki imported from Japan,

served for the very first time here in Britain.

EOXZ 21—l A0, BMTHBLAROETRLZARLLHEOH4,
RROBER [HFFO#KIRKEE ]| (P136), XKETHHTHAENOWFFEALTLS,




PRODUCER’S VOICE

Unfortunately, food in Britain is often considered sub-par. The good news
is that there has been a recent increase in the number of restaurants trying
to change this, indicating that British dietary culture is dramatically and

dynamically changing. “Washoku in the UK” is a project striving to bring

about a new wave of Japanese restaurants in the UK, where restaurants
are rapidly incorporating creative ideas. As the first step, we have opened a
restaurant called engawa, which serves wagyu teppanyaki and sushi at Ham
Yard Hotel, a top-class boutique hotel located near Piccadilly Circus, in the
heart of London. Kobe beef and top quality tableware are imported direct-
ly from Japan to offer the very best of Japan that people can rarely expe-
rience in Britain. The restaurant features many Japanese-style designs to
create a lasting impression in London, including kanji chandeliers (designed
by transforming kanji characters written by a prominent calligrapher into a
three-dimensional shape), walls with traditional Japanese patterns, and a
distinctive large noren curtain at the entrance.

[REPFERKGVEIELT AEELG—BRBZPEPBL-TVWBIEE, LOL—AT
[EFERLVLARIODEATVWSEVIREBHEEF-THN, REOERXEIE X &
KEBLDDH3 413y 75 %E LICHY) EY, [ Washoku in the UK JIE, 77U T A7«
THRLANZLY A BEERSTIEET HEARLAMI D ELTHLWAL NI ESR
BT, £TRORAFOBEHT VY —HXINBETIRFTM T T 7 RTI
HAM YARD HOTEL ®—#&I(Z, MFEMHIREEE & FFIL X T > [engawa |24 -7
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AT ESHSTARSLWT I EHVTVET,

Satomi HATANAKA Sz a4

Satomi Hatanaka graduated from the department of interior design at California
State University, Sacramento. She is now the CEO of Dressed Mind. She brings with
her a great deal of experience working on hotel and restaurant initiatives, many of
which have been carried out in other countries including in the UK.

BT AIWZTMILKBEY I FTAL ML LT UTFHA L RZE, #5354 DRESSED MIND X FREUH %
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Kamide Shigei LLC &FE&# EiHEE

Founded in 2013, the company is located in Nomi, Ishikawa, a region known for the restoration of Kutani
porcelain production. Their vision is to reintroduce the porcelain of the East, full of vitality, to the modern
world. The founder is Keigo Kamide, the sixth generation of the Kutani Choemon Kiln potters. During spring
2015, the first retail store for KUTANI SEAL in Kanazawa will open.

ABBEREOM, B BEEET TER 25 FRIE, EHNBNIRFOHUBOEREFRICFUVRT CLEEHET D, KKRIEBAA 12 F48]
EOAGBRET EHRARPIBOARBE L2 EHEE, FR27EH. £RICAEHT I F KUTANISEAL DL IBEEE 4720

ADDRESS : 65 Ho Yoshimitsu-machi, Nomi-shi, Ishikawa, 923-1123, JAPAN
TEL:+81(0)761-57-3344 / CONTACT : kamideshigei@gmail.com ./ URL : http://www.choemon.com/

P.026-033 Banshu Hamono

Tanaka Meister Inc. &4 FHv1 25—

Founded in 1963, Tanaka Meister Inc. is a wholesaler of blades and hardware.
1963 FAl%, ERDHIY - ¥ DEIRE

ADDRESS : 250 Oshima-cho, Ono-shi, Hyogo 675-1334, JAPAN
TEL:+81(0)794-63-3562 .~ CONTACT : kanamono@onocci.or.jp ~ URL : http://kanamono.onocci.or.jp/

P.034-041 marumasu scarves from Tokyo
Marumasu Dyeing Co., Ltd. AL#tf@E kit

This long-established dyeing workshop was founded in 1901 in Shibamata, Tokyo. It handles all the designing,
manufacturing, photography, sales and exports under its two factory brands, monomatopee and marumasu,
which apply their technical capabilities for start-to-finish production of dyeing and printing operations.
RROEXTRIZEI1901EPSHMCEHLETH, 6 TV N —BEETIHRMBHELCALL2D0DT77M)TF2 K mono-
matopee & marumasu TTH#4 > & 8iE - RF - BR5E - BIHO TN TET I,

| ADDRESS : 4-27-10 Shibamata, Katsushika-ku, Tokyo 125-0052, JAPAN
TEL:+81(0)3-3659-7211” CONTACT : info@marumasu-scarves.com / URL : www.marumasu-stole.com

Ishikawa Wire Netting Co., Ltd. &Il & E =4t

Since its establishment in 1922, the Ishikawa Wire Netting Company has been at the forefront of technological precision
and quality, consistently employing high mix, low volume production to accommodate the diverse needs of its clients.
RENFEDRIFELR, —BLASBOEEA-D—ELT SHRIELAZ-XCHISTE[ ZR1E - VEBEESRX | OB BICRER
DTFU/ AT —&BELEERE BREORMDO N ISEET 3.

ADDRESS : 5-2-6 Arakawa, Arakawa-ku,Tokyo 116-0002, JAPAN
TEL:+81(0)3-3807-9761 ~ CONTACT : info@kanaori.tokyo ./ URL : http://www.kanaori.tokyo/

i \ami nroi
Tokyo Matsuya Inc. #:i&# "RRLE

Tokyo Matsuya is a Japanese washi paper producer that was established in 1690. It serves as the office of the
Edo Karakami Cooperative Association, with Ayako Kohno in charge. Kohno has a Master of Architecture de-
gree from Musashino Art University. The Tokyo Matsuya Inc. office is a family business and doubles at the of-
fice of Hugo Kohno Architect Associates, which is the brain behind the Tokyo Matsuya UNITY apartment
complexes made using Edo Karakami and shoji paper throughout the apartments.

T 3 (1690 F) Rl IR P S HRTHRE R, IR Sr A BEAMEEHRF, HYE  AFEF. REFENAZEREZRMEL
REBT. REOMERREBICRE. ABFERENBEERE. AR [RFRRBUNITY IR, r 4 BFERELBICHER,

ADDRESS : 6-1-3 Higashi-Ueno, Taito-ku, Tokyo 110-0015, JAPAN
TEL:+81(0)3-3842-3785 / CONTACT : showroom@tokyomatsuya.co.jp ~~ URL : http://www.tokyomatsuya.co.jp/

i itional Sushi Ball
Mishima Foods #i&# =g 7 -2

Established in Osaka in 1975, Mishima Foods’ core operations include making processed foods for profession-
al use, foods for people requiring nursing care, and for wholesale channels. Mishima Foods received an
award from the Ministry of Agriculture, Forestry and Fisheries in 2008 for their frozen temari sushi that uses
the latest freezing technology.

FAFNS0FEABRICTRIZE, EICEBAMIRRENTEROIE, IR RIS REM £ > ARFRAEF P 2008 FRMKEXE

| ADDRESS : 3-3-45 Nagatahigashi, Higashi-Osaka-shi, Osaka, 577-0012, JAPAN
TEL:+81(0)6-6745-3422 ~ CONTACT : mishima-fooz@kza.biglobe.ne.jp /" URL : http://www.mishimafoods.com/

Yokoyama Kogyo Co., Ltd. ##l#EEHNE4

Yokoyama Kogyo Co., Ltd. is a historic small enterprise founded 63 years ago. With auto parts manufacturing
as its core business, the company engages in the processing and sales of construction materials as well as the
sales of solar power generation systems in Toyota City, Aichi Prefecture. The company launched its “BIRDY”
brand in November 2013.

FHEEHENICHVT BHEBMOMSEEMICEBEEMOMI - BREPABAREE S RATLDRTEEFHT5, AI¥ 63 F0NEHF
%, 2013F1MBICEH T T R[Birdy| 2 X2—h& ¥ 3,

ADDRESS :1-61 Omi-cho, Toyota-shi, Aichi 471-0815, JAPAN
TEL:+81(0)565-58-5558 / CONTACT : info@birdy-erik.com .~ URL : birdy-erik.com

P.074-081 Green’s Green by moretrees
#XE&E WPPC WPPC (The Wood Pellet Products Company)

Based on the company’s slogan of building a community that nurtures forests, WPPC strives to contribute to
the growth of the Japanese economy and the realization of a sustainable Japan by promoting the wide-
spread use of wood pellets, as well aiming to create a wood pellet business model.

BADFKHEE AHEOMEHT IKWEXA—H U REXL Yy OERZEL CTHARBEDORE CHRARLHESOERICERL. K
BXLYMDETXZXEFIVOAIEER S,

ADDRESS:316-2 Higashijima, Akiha-ku, Niigata-shi, Niigata 956-0841, JAPAN
TEL:+81(0)250-24-1942 ~ CONTACT : greensgreen@woodpellet.jp ./ URL : http://greensgreen.jp
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P.082-089 Arita P lain Lab Paris L I

Arita Seiyo Co., Ltd. FHZEHXRSH

Established in 1804, Arita Seiyo’s kiln has been producing Arita porcelain in the Koimari style for 200 years.
With 40 master artisans, it is the largest maker of Arita porcelain.
Bl 1804 F, 200 F M<K EAKNEXT THFRABERROFEZE S ICFMC, BEIOZORBHAP VI EHKARENETTH 3,

| ADDRESS :3037-8 Kuromutahei, Arita-machi, Nishimatsuura-gun, Saga 844-0022, JAPAN
TEL:+81(0)95-543-2224 / CONTACT : info@aritaporcelainlab.com ./ URL : http://aritaporcelainlab.com/

P.090-097 Twist & Wash

Sanyo Corporation / Maruyasu Knit Co., Ltd. / Hisashi Sangyo / Ando Nenshi. LLC
(B W AR=vb () AZER RBHRELIH

Several SMEs with specialist knowledge of the Bishu region have formed this team. Team representative, Sanyo
Corporation, specializes in fulling and wash processing. Maruyasu Knit Co., Ltd., manufactures various knit fabrics
used for a range of products including socks and car seat covers. Hisashi Industries creates ishoshi, fancy yarn with
a playful twist. Ando Nenshi, LLC is a twisted yarn producer that focuses on specialty yarns such as oblique yarn.
BN OEPINEM#EE T 2R NEETF—LEHT, AREED ) LB E. BRAFET TV IHHEEVINIHR, AR=vh
(), VY IRR A= — b BMELME - MEE, AEEER, BUDHIBEREFH IR E AEEHE f4T
(SBBVWRFEFN T BRARE,

ADDRESS : 1581 Takatomi, Yamagata-shi, Gifu 501-2105, JAPAN
TEL:+81(0)581-22-1039  CONTACT : t-nagai@sanyo-washer.com ./ URL : http://www.sanyo-washer.com/

Sixpercent Inc. HRE#H v I 2Nt~

In 1995, Sebastian Masuda opened 6%DOKIDOKI in Harajuku. He established the store as a place of expres-
sion, representative of Harajuku Kawaii culture.To celebrate their 20th anniversary in 2015, they have
launched a series of products under the concept “Sensational Kawaii”.

1995 FICHAENXF v RBEOHELTRBICT -T2 Lz RTE kawaii XEDKFRTF> K [6%DOKIDOKI], 2015 £ T20 &
ExMZ, [Eot—Yatl - h74A] 2w T MR EER

ADDRESS :TX101 Building 2F 4-28-16 Jingumae, Shibuya-ku, Tokyo 150-0001, JAPAN
TEL:+81(0)3-3479-6116 ~ CONTACT : info@dokidoki6.com ./ URL : http://www.dokidoki6.com/

KIHARA.Inc #sN&#+/1 7

Derived from the aesthetic sense of the Japanese people, Arita porcelain ware plays a pivotal role in preserving the
culture and traditions of porcelain. As a trading company specializing in locally-produced goods, KIHARA. Inc.
continues to design and produce tools keeping in pace with lifestyle changes.

BAAD BEHh 8 ED— & BV R T 2BH. ZOEREH THEIHMARHFNT I, EFEX2IVOBELEHKITK
Hoh3@/ETHILTOF 21— LEETS

ADDRESS :2351-169 Akasakahei, Arita-cho, Nishimatsuura-gun, Saga 844-0024, JAPAN
TEL:+81(0)955-43-2325 / CONTACT : kmatsu@e-kihara.co.jp ~ URL : https://e-kihara.co.jp/

Snow Peak Inc. #x&# 2/ —E—7

An outdoor equipment store, Snow Peak Inc. offers a naturalist’s lifestyle, producing high-quality, function-
al products and goods in the city of Tsubame Sanjo, a place renowned for its craftsmanship.
BRBEDTIITRAZOVEREL, BDINDELHM=F"EVOIHTDORAEEL L ERE CHRENSERERHETITIMNTA—H—

| ADDRESS : 456 Nakanohara, Sanjyo-shi, Niigata 955-0147, JAPAN
TEL:+81(0)256-46-5858  CONTACT : userservice@snowpeak.co.jp ~ URL : https://www.snowpeak.co.jp/

: Kushi .

Tokushima Japan Blue Project Committee
(Chairman and Representative, Toshiro Kohama, Dairi Lumber Co., Ltd.)

BEESv/INV T —HEGES RERE : AHAMKR SRR

Started in June 2013, the Tokushima Japan Blue Project is a comprehensive regional branding initiative
launched by the individual businesses involved in the indigo business, from production to productization,
with the aim of expanding business, exchanging information, and conducting research.
BEEENSHRMMEICEADIBREBEEPEL2DEDX AL ARERIH, MREEEHRNEMIBEA, HIXTSOFELTORRED DI
BMEEBHETE>TWCENT. 2013 F6 %R

ADDRESS :7-68 Tsudakaigan-cho, Tokushima-shi, Tokushima 770-8001, JAPAN
TEL:+81(0)88-662-5505 ~ CONTACT : shiro@dairinet.com ./ URL : http://www.dairinet.com/

P.128-135 BY KAMAWANU

KAMAWANU CO., LTD. #i&# b

KAMAWANU develops and sells household products including tenugui. The brand operates a total of 12
stores including the KAMAWANU Daikanyama store, which is celebrating its 27th anniversary this year,
as well as the Utensil Store KAMAWANU Asakusa store, which opened in 2013 and stocks a wide array of
lifestyle products including the tenugui. KAMAWANU products can also be found in department and spe-
cialty stores throughout Japan and abroad.

THSCVWEELOHETREEREOLE - RFTE1TI. SE27EBEUA L [HEhRABILEI 2R CH. 2013 FICHELLETH
CVEEBITEFICE EE/-5%%H7 [utensil store PELRABE| V- 12[EHEEE, /-, 2ERVBHOR
BEXEPEICT TASCVDIRFEET Do

ADDRESS : 3F 3-12-12 Higashi-Shibuya, Tokyo 150-0011, JAPAN
TEL:+81(0)3-3797-4788 ./ CONTACT : info@bykamawanu.jp .~ URL : www.bykamawanu.jp

P.136-143 Washoku in the UK,ENGAWA

Salt consortium inc. VIV k- ) — 27L&

It all started when the group opened a retro okonomiyaki restaurant in Hiroo, Tokyo, called Bochibochi in
2002. They went on to operate approximately 40 bars and restaurants including the Museum Café Mado
Lounge on the 52nd floor of Roppongi Hills Mori Tower, Naka-meguro's Yakitori Akira, and the ‘National
Diet of Japan Central Canteen’ in the National Diet Building.

20025 LEDBFAEEXR [IEEEFE]ICIAEY. AAKRELZB2BE[ZRIV V] BS#E20RE [ERRE | FERORE
[HES]HEMAOEHDLANS ERFALTND

ADDRESS:1-10-2 Nishiazabu, Minato-ku, Tokyo 106-0031, JAPAN
TEL:+81(0)3-3478-9501 ~ CONTACT : info@salt-inc.co.jp .~ URL : http://www.salt-inc.co.jp/




ADVISORY BOARD

We have called on a number of leading key figures
from various industries to act as advisers.

They know exactly how to leverage the strengths
and allures of Japan in product development

and how to communicate in markets abroad.

As members of the project’s advisory board,

they effectively and concretely support business operations
by periodically getting together to share project updates

and discuss any challenges that they faced.
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MATCHING FESTIVAL

We will be holding events to match businesses

with overseas-based creators and distributors.

Some of the specific business matching opportunities

that lead to the expansion of sales channels include lectures
from advisers, and opportunities for companies hoping to
make inroads in foreign markets to give presentations

and share plans on the processes involved in this project.
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ADVISER PROFILES

Shigeharu ASAGIRI

WHEER

President and CEO of Coedo Brewery,
Kyodoshoji Corporation, Ltd.

#ASAMEFE TN TLI) -
REMMG R R

Keiko URATANI
BAET

Marketing Adviser
Y=TTAVITT RN Y~

Yoshie KRIS
EWMRIK

Creative Director
IVIAF1TF1L 75—

Shigeharu Asagiri was born in Kawagoe, Saitama. He is the founder and CEO of
COEDO, which makes craft beer based on the concept of*Beer Beautiful”.In addition
to COEDO’s Beniaka beer that is made with Kawagoe's sweet potatoes, COEDO
promotes the agricultural allures of the Musashino area by showcasing the intricate
craftsmanship of Japan’s artisans as well as through its craft beer that invites
people to rediscover the true joy of beer which is choosing one’s own beer to match
one’s mood or meal, for instance. The brand, which is highly acclaimed around the
world for its quality and design and operates from a global standpoint, currently
exports beer to the USA, Australia, China, Singapore, France, and so on.

A ERIHmEE N, Beer Beautiful €347 M T2REAND I ZT7ME—IL[COEDOI DT 775 —-
CEO. JIIBEDH YA EL 5L/ [417 -Beniaka-] # £BIC. BADBAZICL2MPr»EHD
DNETE-LEBRICER] EVWIE-LAROELBHKRDLDOBEHEVFT R E—IL[COEDO] %@
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For more than 30 years, Keiko Uratani has built her career as a fashion designer of
food, and over the years she has always stood at the forefront of the food
movement, setting industry trends. She provides content direction for FOODIE and
MITSUKOSHI DAYS magazines which are issued by Isetan Mitsukoshi stores in
metropolitan areas and offer readers enjoyable food and intellectual content. She
has her own unique ideas about connecting companies and consumers together
through marketing communications, and she is currently working on broadening
her scope of expertise beyond food to include the practice of co-marketing.
BOT77yoalTL7oa b330 FEBAS X1 UTOHRT, BICHREERIZRNDL-—TA
RNEAEG TE AP REy 2 —E LTERICHSN D, ZHESFOERBEEHI BT 5. MEEL
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BEEFREDLEDESI— T4V A3225—2a ICRBOREBERES. BEBREBAGHE
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After making her way through various industries and a multitude of disciplines in-
cluding art, performing arts, events and manufacturing, Yoshie Kris ventured to
Milan to study where she was conferred with a master’s degree in business design
from Domus Academy. Then, with base camps in both Tokyo and Milan, she trav-
elled the world connecting with specialists and companies from an array of indus-
tries as well as communities by producing products, events, as well as social pro-
jects. Over the years she has served as a social trend researcher for Future Concept
Lab (Italy), the director of SLOW LABEL, and the director of the Yokohama Paratri-
ennale, a contemporary art exhibition that highlights collaborations between indi-
viduals with disabilities and a wide range of professionals.

EAM - BB AN - S CHETICEEREBEV S WK AZUTDRLRTHT CTEYERRT
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Manabu TAGO
HF £

MTDOinc.
HRAESHILTF REREHR

Eisuke TACHIKAWA
KNI EH

CEO of NOSIGNER Co., Ltd.
NOSIGNER X &#t KT ®R

Shoko TSURUMOTO
BEZF

Creative & Managing Director
IIIAT1TERR=IVTT1L I8~

Yu YAMADA

WA 8

Art Director / Designer
T—bFaL 82—/ FH1F—

—~

Manabu Tago worked at the Toshiba Design Center where he designed and devel-
oped a wide array of home appliances and computer equipment. He then joined
Real Fleet where he was in charge of design management. With the hope of
branching out and trying new endeavors, he founded his own company MTDO in
2008 where he works today. He provides comprehensive design, direction and
management from conception to manufacturing in a diverse range of industries.
BRABURETHI 22— ICTEDORE, BHREB TV RARICLTID S, ABHE #R
SHUTN - TU=RT7IEZF)DTFHAI2IANEREE L TRE, TORFLBEBOREE
HABN 2008 EFMARH I LT NELS B, BEICWAES, BERBEVEESFICHENT 3>
ETMAAX LT DETOALIRT IRNETE =R TTHIL TALT2a2 TXIAMLTVD

Born in 1981, Tachikawa graduated with a master’s degree in architecture from
Keio University’s Department of Science and Technology. He is the founder and
CEO of NOSIGNER Co.,Ltd. His focus is social design innovation (design that brings
positive change to communities). He is a design strategist with a multi-disciplinary
approach. His work has been recognized with global awards like the Design for
Asia Award, PENTAWARDS PLATINUM, and the SDA Awards, among many others.
He also served as the concept director of the Cool Japan Movement Promotion
Forum, which is an initiative of Japan's Cabinet Secretariat.

1981 FAEEh, BEZZAFAFREIFZHERET, NOSIGNER HRX 1 AR K. °
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After graduating from Joshibi University of Art and Design in Tokyo, Shoko Tsuru-
moto, has been involved in the planning, producing, and managing of artworks as
a collaborator in the contemporary art scene while based in both Tokyo and New
York. She has participated in many exhibitions including the major contemporary
art exhibition in Italy called Venice Biennale as well as many others throughout Eu-
rope, America, and Japan. She has created one of the leading tableware brands in
Japan, and handled everything herself from developing, managing and distribut-
ing the unparalleled high-end titanium tableware brand SUSgallery vacuum lay-
ered titanium cups.
TFEMBIARFZERNYERRER RS, BREMRIZAL -2 - LT fERBIE w3 —Ix
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Born in Tokyo, Yu Yamada began his career at IDEE SHOP in Minami Aoyama. In
2007, he went on to become a freelance buyer trading under the brand of
‘method’. Today he is the representative director of method. In June 2013, he
penned a special volume of Discover Japan titled Kurashi no Senmonten (Lifestyle
Specialty Store), which was published by Ei-Publishing. He has served as support
director for The National Art Center museum shop Souvenir from Tokyo, selected
merchandise for Tokyo's Tokyo store at Haneda Terminal 2, as well as acted as MD
coordinator for Marunouchi Brick Square’s PASS THE BATON store.
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Next steps for the MORE THAN PROJECT

MORE THAN ZAOVI7h D5 ROD—HAN

Tatsuya SAGO Director of Creative Industries Division Ministry of Economy, Trade and Industry

EEEXR gsEgs/II 7 TELE B8

In the various districts of Japan, there are countless numbers
of SMEs whose products have the potential to be accepted
overseas. However, there are all sorts of obstacles for these
companies to overcome in order to open up and expand
their overseas sales channels.

Each company has its own specific problem: having an
interest in marketing overseas but lacking sufficient
knowledge of the local market and distribution methods;
possessing technology that others do not have but not
knowing how to apply it for practical use; having the abili-
ty to develop products but lacking experience in branding
and product promotion.

Because it is certainly not an easy task for SMEs to do busi-
ness overseas, the Ministry of Economy, Trade and Industry
hoped to support their endeavors. As such, the Ministry be-
came a contributor of this project which strives to generate
demand abroad by forming teams comprising of the SMEs
and producers. The SMEs will provide special techniques, de-
signs, traditions and innovations that give competitive edge
to their products while the producers will build on their
value by refining the products and then providing global
channels. We envision a future in which Japanese products
garner more attention and recognition than ever before,
from all around the world.

Through the publication of this booklet which includes not
only the results but also the processes that these projects
went through, we hope to inspire other SMEs currently fac-
ing various difficulties to take the next step towards the
global market.
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