


Making the Tradition of the Future.

Every tradition has its beginning.
The numberless Japanese staple goods blossoming
across the world all began as small buds.
Left behind on the road to cultivating and growing that bud,
into a fully bloomed flower,
is a trail littered with hardships that have been overcome step by step
on each project’s journey to a brighter future.
The MORE THAN Project is that beginning for those set on making
new Japanese traditions for the future of the world.
These kinds of projects can include incorporating
modern designs into historical Japanese industries,
or combining the delicate hand crafting skills of Japanese masters
with the cutting edge in advanced technology.
Facing seemingly never ending challenges,
gaining inspiration in times of failure,
and growing stronger by overcoming adversity;
we ask that you please enjoy the flowering of these 13 projects,

poised to carry on the mantle of tradition for generations to come.
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13 Japan Born Projects from 13 Regional Companies
13O ERICLS, 13NDEXK,

Small and medium-sized enterprises (SMEs) from thirteen regions in

thirteen prefectures around Japan are participating in this project.

Against a background of unique tradition and culture, unable to be completely
confined within the framework of “Japan”, these companies are

trying new ways of manufacturing and creating originality.
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s including As the managers in this project, they carry out co
e most of management beginning from market research, thri
I refinement and PR, to distribution.
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TAIWAN In addition to East and South East Asian
countries like Singapore, Taiwan, and
Vietnam, these products are also targeted

AR to expand in middle eastern countries.
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SMEs that produce a diverse range o
traditional crafts and fashion items, making
Japanese regional features and culture.
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Successfully expanding overseas is not the end of thi e beginning

DESIGNERS
Designers and creators with knowledge in specific fields
of expertise who participate in product development
using their specialized experience and skills.
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The project aims for overseas sales of products no
from country A to country B, then from country B t
to spread our target products out into the world.

g in product development and distribution
eas markets. Advisors support the

project with their extensive knowledge.
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Onward to a Future Where Expanding Overseas is the Standard
B EREAD HEYRTICESREN

Tomohiko AKIMOTO Loftwork Inc.
MRTRE snxennrsrr—o

As the year draws to an end we have now seen through the second term of the MORE THAN
Project. Having managed this project over the last 2 years, | have spent way more time than | have
ever before in my life, thinking about Japan, it’s industries, manufacturing, and culture. What is
needed to expand and spread Japanese merchandise overseas, what are some methods, who
should we connect with, and what should we do to gain stability within different markets? | have
been completely absorbed in the continued search for answers to these important questions.

At the beginning of the project’s first term | was asked by representatives of the Ministry of
Economy, Trade and Industry (METI) to make it a business that appears completely unlike METI.
However, we stood firm in our belief that we need to make this project into something that cannot be
made without the aid of METI. We wanted to maximize our potential, doing things only able to be
done with government backing and using methods only able to be executed by a private
organization. With creative agencies as partners we are able to find intrinsic value in real products
and aim to create brands that accurately represent those values. With that in mind, during the initial
first term | concentrated my efforts on polishing design, creating a system to properly launch the
project while keeping its core goals intact.

This second term of the project saw the strengthening of communication. Designers were paired
with each project member, sessions were held to learn from past team experiences, along with
matching events bringing in outside professionals. We took aim at making each person connected to
the project a community member, and by doing so created our plan for the future, relying not upon
the individual, but upon the group. This in turn deepened ties between the government and the
private sector becoming a driving force leading to previously unimaginable achievements.

Even so, there are still a large number of attractive goods and aspects of Japan yet unknown to
the world. This is exactly why we intend to release, as open data, specialized advice along with all of
the know-how and experience we have cultivated over the last 2 years, for people who want to
expand overseas but are unsure of how to go about it.

| sincerely hope that in little over a decade it will become common practice for local business to
expand overseas. There would be no greater joy as a project manager than to receive recognition
from future businesses expanding overseas, when they remember that it all began with the MORE
THAN Project. It is to realize this future, that | continue to pour hard work and passion into
our MORE THAN Project.
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Tomohiko AKIMOTO #ixkiE

Graduated from Chiba University with a degree in Architecture under the faculty of Design Engineering. While attending
university, he participated in various art events as staff, and worked at an architectural firm. He then began work in Setagaya,
Tokyo as a public relations manager and head of a planning department for the first private managing company which
took closed down schools and made usable as facilities. Since April 2014, he has been working for Loftwork Inc., a creative
agency located in Dogenzaka in Shibuya, that also operates FabCafe Tokyo. To this day he has planned and managed tours
and events focused on food and crafstmanship that connect local areas with Tokyo, with some events hosting around
20,000 participants. Drawing from such experiences, he is now in charge of the MORE THAN Project and ultimately bringing
together local manufacturing and creativity in order to win the hearts of overseas markets.
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Like a Perfect Slice of Cloud
¥B3CENEYYTY,

Contemporary washi project

While inheriting the 350-year long tradition behind hand-made washi, or Japanese
paper, within Ehime Prefecture, “Contemporary washi” has been developed as an
adaptation of this traditional practice, to fit in a modern living space. By randomly
layering its raw material plant fibers, sunlight and wind are able to pass through the
countless number of small holes formed by the material. Blending into its surroundings,
almost like air, it can be set up as a partition without creating a sense of pressure.
Additionally, having been made by hand using Kannon spring water, chosen as
one of the 100 famous waters of Japan, the paper is left with a charming rustic
white color. Just like a slice of cloud, this light washi can be easily arranged into

absolutely any shape and any space.
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Retaining the vestiges of wood, the mulberry shavings become

a pure white fiber after being boiled and washed with water.

By passing water with the dissolved fibers through

a wooden frame they begin to pile on one another creating the washi.
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A Chain of Innovation, Becomes Tradition
EHOBAEERD, EHRICES,

When you hear the words, “Interior design using washi” the majority of
people likely visualize a room full of Japanese house fixtures like shoji and
sliding doors. However, Contemporary washi has been used in a variety of
spaces, whether Japanese or Western, like in overseas brand name display
windows or homes designed by the architect Kengo Kuma. At the root of
flexibility in actively connecting with different cultures are the beliefs of the
creator, that only something really innovative and loved by all can become
the next tradition. Taking a brave step into unchartered territory while
paying homage to the history of its land of origin, we hope that having been
created through this flexible stance, our washi will continue on 10 years or
even 100 years into the future to become loved by the people of London
and New York, establishing itself as the traditional washi.
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COMPANY:

PROJECT
MANAGER:

Through the use of washi, harsh outside light filters into your space,
soft and inviting. Contemporary washi breathes into modern interior design
a delicate sense for the ephemeral that the Japanese people possess.

FIBENTDZET. AR DELPEIALBBEN D,
Contemporary washild. JHAANZ2 LD THEHLDERZTS
AARAD ML EEE KO FTUTICEDPES,

Kasugai Japan Inc. D 9§50\ Iv/52 (k%)

Kasugai Japan Inc. was established in 2015. Developing business under the theme of community problem solving
and restoring values, the company has set their gaze on recreating regional values through craftsmanship and
teamed up with the washi artisan, Ms. Yukari Sato, who is actively engaged in the industry within Ehime Prefecture.
DIV v (#) 13 2015 F Al WEH R DORBARRCMEOBEL T -V ICBERRELT-THY. SEL HDOIKULS
IO i EEBRIHIAR FAUKEREBTHANISEES T 2MBERERRERE2y T AT,

Uiko OYASU XZNEF

In addition to working as a planner for a Tokyo advertising agency, from the year 2008, she has started various
events such as the Shikoku Regional Genesis Project. 2013 Ministry of Economy, Trade and Industry Worker
Dispatch Project selected Producer.

RROLERBETTIF—ELTEBT25, 2008FE L MEDMBAILTAYTIMIMD Y, HABANI ELS LT3,
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BHYTIL scale:1/3

1-3 1:Random, 2:Lattice, 3: Diagonal Grid / The mesh pattern can be 115 484 21 18F 3RO F RABD/NSEZ—LIEBELTOLBIEN TEBH,
intentionally made, however, the amount and distribution of fibers within ZIBAELIMMDBEAHTRIBRMICERILLAEV, LEARUBABETH
the pattern can only be left up to fate. This goes to show that even washi —DELTRLREDHBDIE B,

with the same mesh design have a unique pattern that expresses itself

unlike any other.

ADDRESS : VOGUES501 3-9-36 Higashi-mura, Imabari-shi, Ehime 799-1506, JAPAN ~ TEL: +81(0)898-55-8028
CONTACT : info@kasugai-japan.co.jp ~ URL : http://kasugai-japan.co.jp/ http://www.requ.jp/washio1
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What Kind of Japan Shoul
SHIE. EALBEXEEZETH,

d We Strap on Today?

“Knot” Global View with MUSUBU PROJECT

Using materials and parts made domestically while being
assembled with sophisticated local techniques handed down
from generation to generation, we introduce the 100% made
in Japan watch, the Knot. Having a choice in type and style of
the strap, just like changing clothes, you can pick the perfect
style and feeling for any occasion. The “MUSUBU PROJECT”
uses materials unique to Japan such as brand name Tochigi
leather, treated in a rare natural tanning method, and Kyoto
Braid, a traditional craft that originated from the obi or belt
of the kimono. On top of that, starting with the dye known as
“JAPAN BLUE", Tokushima-Indigo, plans are underway for a
string of products that utilize local resources across Japan
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Becoming the Knot That Ties the World Together
HREODESHEVBICLES,

As for the reasoning behind the brand name Knot, it comes from the
driving force of the product which is the simple desire to create a watch
that can serve as the knot that ties the world to Japanese culture. With
the advent of the smartphone and other digital devices, more so than for
telling the time, watches and clocks have become a type of fashion people
use to express themselves. This is exactly why we think something like
Knot watches, with its bold presence as everyday use personal wear, can
become the means to root Japanese culture in the everyday lives of people
around the world. By reviewing the process of distribution and bringing the
cost of one strap down to the price of a t-shirt we succeeded in making
our product available to a wide variety of consumers. Starting within the
ASEAN region, we will continue to create knots that tie Japan to the world
on the wrists of people everywhere.

(BRI BEDEKEDDKNOt EVWIEEE
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The silk thread is bundled, twisted together,

and then knitted creating one complete braided strap.

Upon close inspection, the intricate design of the stiches shows
the mastery of the craftsman who knows the features of

the materials and movement of the machines.
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(Left) Raw hide washing, curing with tanning solutions,
drying, and stretching; there are expert craftsman
throughout each step of the entire process.

They see through the completion of the leather making
slight adjustments as the weather changes over time.
(Right) Workshop where our glossy original
hand-stitched straps, using Tochigi leather, are produced.
Through careful processing, like triple painting

the cut face of the leather, not a corner or crevice of this
product is neglected creating a gleaming finish.

() BEOKEN - B BADEGAR - E1E - BIELEE,
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COMPANY: Knot Co. Limited #®X%# Knot
Having established a track record and gaining esteem as the main distributor of Nordic brand watches within Japan,
the company has been rewarded the Danish Export Association Award and the Prince Henrik Medal of Honor.
Established the made in Japan watch brand, “Knot” in 2014.
T IR T4y FDRRBRIDE “EBESEL Fffich [ Fov—7 8t SNy ERBTRERE |
, 2014 %, Made in Japan 7#v F73 [Knot | #&l%

PROJECT Kenji MIYAKI EX{E=

MANAGER: University of Miyazaki Faculty of Regional Innovation; Design produce and management Lab. Associate professor,

Kobe Design University; design marketing department part-time lecturer, Tokushima Indigo Japan Blue Promotion
Council producer, University of Wales UK, MBA. Mr. Miyaki works actively along with companies and local govern-
ments in sales channel development support and product development that utilizes materials and technologies
from areas across Japan including Ehime Prefecture, Tokushima Prefecture, Osaka Prefecture, Tottori Prefecture
and Nara Prefecture, as well as in Japan brand-related business concerning METI.
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1 Watch Unit / On the cover of the face of the
watch is sapphire glass, with a hardness that is
second only to diamonds. Additionally, for the
watch case we use a special corrosion resist-
ant stainless steel that allows us to create a ro-
bust product that will last for years to come.

RSt REDH/N—IZIE, Y1V ESRICRSEE
ELDOY T AV HI A&, E5ICr—XICRTHER
MICENEENEXT O LREFEV. RVWERE2EHICT
BIENTEBBRELEDWERE L,

2 Kyoto Braid Strap / The method used to cre-
ate the Kyoto Braid Strap, called Kourai-gumi,
allows for a dense design pattern and historically
has been used in the creation of luxury goods
decorations. By bundling the silk threads together,
a pliable strength and delicate pattern is created.

FEMERINT T [ SEM ] EMFIENDZOEHAH .
BRETFYIPAERIEP SBMMDERMICEDN
TEEEEDLD, BRERRBTHAAEDE. LEPHE
MMM ERBEEEAT VS,

ADDRESS : La Ruel Kichijoji 201 2-33-8 Kichijoji-honcho, Musashino-shi, Tokyo 180-0004, JAPAN
TEL : +81(0)422-27-6847 ~ CONTACT : info@knot-designs.com . URL: https://knot-designs.com

| '3

3 Tochigi Leather Strap / Over a 20 step pro-
cess, the diligently tanned Tochigi leather is
fashioned into a strap through delicate handwork
in shaping, sewing, and polishing the leather. On
the reverse side of the strap, in testament of con-
sistent handmade quality, is the carved seal
“MADE IN JAPAN HandCraft” mark.

HBARLY—XT 9T 201CHbRATRERTTEICE
DEINEED MPLPLEFAFICLoTHRE - HER - FHE
SN ARDI T v T ICh B, EEICK, —BULTADF
T2<b5h/FE& LTI MADE IN JAPAN HandCraft |
DHEIPEh TV B,
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Japanese Gardens in Your Room
BEOHROBXER,

Green’s Green powered by moretrees

Benefiting from the rich Shinano river flowing through
the middle of its city, making gardening an ever popular
pursuit, Niigata City is Japan’s leading supplier of moss.
Bringing together the lovely flowers of Japan, the tastefully
deep expression of moss, and domestically made cypress
boxes (masu), MASUMOSS is a hallmark of its land of origin.
Having the appearance of a condensed form of the Japanese
aesthetic sense of wabi-sabi, the product is just like a minimalist

"%

e _‘°>?-' Japanese garden. It is, of course, perfect for interior decorating
‘\‘Q @ BN and could be used perhaps as tableware in a Japanese style
:_\_._ —— LY restaurant or at a home dining table, creating a close sense

- el
of the seasons of Japan during an enjoyable meal. Try out for -~ - - r -
yourself Japanese charm through this product and the overall - ﬂ ”‘

experience it offers.
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FEmiE. BREHOBOHBHTHHYET, AEEAERDETE. #
KRREWRBEOE., BEE/XOMDOIEHNFAFMLAZIMASUMOSS |
DM ELPSETFNELE, [HU- SV D EHELELIEZDITEN
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As a Forest Grows, so Does Its Region
FOBETL, WEBE D,

Continuing on from last year, wood pellets have been
adopted as a heat source used in house cultivation of moss
balls. These are a biomass fuel made using timber from forest
thinning during forest maintenance. Through this, unneeded
timber is diverted to cultivate moss, generating profit that again
goes into creating a sustainable resource cycle that helps
to protect forests. This kind of reforestation by local energy
production and consumption has also brought about a positive
growth cycle in local economies. Once more, in order to protect
Europe’s natural mosses threatened by a gardening boom in
recent years, we are also looking into exporting Niigata moss
cultivation techniques. This all comes from the strong desire
of our project team to : “create a community that continues to
develop forests along with their local economies.”

FEEIC|EHE BEDONIAKEICAVWIBEIRILY—ICE[A
BARLyMN 8RB ShERMEFEOBRICRETIEEMETHLT
DL NI FATZABRKITT, ZhiCkN, RBICE-EAMEFRALTE
EBTC ZITHRAENREBURMREICHRILTOIEVIEBRRAIGELE
BOYA7IVEER, COLAIFRIVEF —OREMEICLSIFOVIL, i
BRFCHDFRRELAEOLTVET, £/ BRITIEFORET LT
BWBLAPITVWBI-—Ov/NORARBEFE-0D. FROBEERMO
BHLERBICRET, ZOITRN TR [ HFOERBFLHELCRET S+
2% DN W] EVWITAVIINF—LDBWVEWDASAESTVET,




In the front section of the picture are
the wooded hills where raw wood materials
used for wood pellets can be collected.

The once uncared for and overgrown mountain
now economically supports the city
that expands out below it.

FAICRABZDEARENL Y DR ELBARMPERIMTEBE I,
—BFRFANSSNTRNMEL > 22D,
STRIUTICEN 25 ERBEMICKA TN,

COMPANY: WPPC Inc. (#%)WPPC

Having begun in 2005 as a general incorporated association, The Wood Pellet Promotion Council, the company
was officially established in 2014. Utilizing their experience in commercialization and promotion of wood
pellets, the company aims to locally create mechanisms that lead to environmental conservation, halting the
use of fossil fuels, stimulating regional activities, and creating jobs through circulating energy from unused
local wood resources.

2005 FICER M SN e — B EARENL M EERBHR R ERIS E L T2014F ISR RENXL YD EREE RV EHL
DREREEDL, WIHICRIAEDORFAEREWBAICTIXNY—BIRS LI ZETILRRBOFERER VLD, HEIEM,
ERRH. RERLSICRIBEMEAIIERELTWS,

PROJECT Shinkichi MIZUTANI X& @&

MANAGER: Born 1978 in Tokyo. After graduating from Keio University Faculty of Economics, Mr. Mizutani began work in
the environmental plant department of the Kubota Corporation. Afterwards he moved to work at an Indonesian
planting organization working to address the regeneration of rainforests. Later in 2007, after being called upon
by Mr. Ryuichi Sakamoto, he was appointed secretary-general along with the launch of the forest conserva-
tion organization, “more trees”. He now works on regional activation in response to increasing demands for
domestic raw wood materials.

1978ERREEh, BEBBAFREZHELER. WIRITRET IO MIPICHSE. ZOEAFRI7 TOHEMREIC
B, S MM OBECRVET, 2007 FICRAE—KOF UL HZ LB FHMRLE A [more trees | DILE LT ICHFWERS
BRICHE. BEAMOBRILAPHILFELDFHITS,

DESIGNER: Keita YAMAGA WEEX

Born 1974 in Niigata City. Mr. Yamaga established the P-Design Laboratory of Niigata City in 2012. He serves
as the representative of the laboratory. He is engaged primarily in branding, design, and product development
of alcoholic beverages and foods rich in local culture.

1974 FFBmEE . 2012FHBHICPT YA VAR ERIL KK, TICHBEEL L RAK BREORRKMAR. 777127,
FHIUICHED B,
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1 MASUMOSS (Black Pine) / A pine that from
ancient times has been said to be the dwelling place
of gods. Maintaining a close relationship with the
Japanese lifestyle and arts, it is famously used in
the classic performing art of Noh painted as stage
backdrops, or as material for the yearly decoration
called the kadomatsu that celebrates the new year.

MASUMOSS (78%V)/ &R&LWMPEDESNTE
TtBo BEREY SHAZEE [RR]OBERICHLTHIND
BARTH), EDOBLENERSHY PR IICHAVSNS
L& BADERXEBEVLERELEOY ERF - TE 1

= W
? @ AN

2 MASUMOSS (Daimonjisou) / Known as the
flower signaling the beginning of fall. In haiku it
is known as a flower that symbolizes an image of
autumn; this small flower has held the emotion of
the season through the ages.

MASUMOSS (41 E>Y V) BRTRMOFNE
HFBEELTHO NS, FAICSEVWTHMDI AT %
SMTIERDVEDESNTHY, HLHPBZD/NEE
TEICERMOERERLTE £,
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3 MASUMOSS (lIberis) / Places into harmony
within a small wooden box the subtle and profound
world of a moss garden with elegant flowers origi-
nating from Europe. It embodies the feelings of
Japanese people with refined taste who have cre-
ated this new attitude towards a traditional art by
actively incorporating a foreign concept of beauty.

MASUMOSS (/X Z) / BEN 6 DMEOHF LI
OyNEEDERLIEENSMORISHAMS L, B
EDEEEBEVICII AN, AL EBERANELTE L
BADHEFEDOESEFRLTL 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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The Day Body Odor is Eliminated from the World
HRAPSERNHEASH,.

Kaki Wash America

This soap tackles unpleasant body odor and is made from persimmon tannin, which
has been used as a deodorant and insect repellent since the Heian period in Japan.
As for our production method, we have opted out of the normal mechanical processes
and have adopted a “framed method”, passed down over the 70-year history of one of
the longest established cosmetic factories in Osaka, known for making soap with better
foam density, foam breaking, and moisturizing capabilities. The raw material persim-
mon tannin is thoroughly inspected in Osaka laboratories for odor fighting effects and
only components that pass regulations are used in the product. The clear soap bars
produced using these materials are gentler on the skin and excellent at fighting odor.
Having poured time and effort well spent into this soap, from the selection of raw mate-
rials all the way to production, we will continue to eliminate body odor all over the world.

FLRIEFAL SR - HRDEN TEDONTE ML, RUCEZFRRDLDDAIRICLE
Ufeo BHEREICKE . RERTRIE70E£BAZZHO LR THZICH P SEH N, BEOEHE
BELWHBDREE - BUN - RIBEEENABRY ONDEVWDN D[R EE | 28R A.
FERDIHHEICEARDOERI THRERESZRICKREL, REICER LIRS DA EERLTOL
9, ZOLTTEBN 2 AR RIANDEBRF D4 HENOREDEARR, FRORRY
SMIFETHELEZELELSFREENVEZORBR T HRPOBREHLTVWEET,




Becoming

the Cosmetic

That Represents Japan
During the Tokyo Olympics

REAEW T,
AZRXDEFKERA,

Sankyu Kagaku Kougyou Co., Ltd. has
produced to this day over 4,000 types of soap.
The main components of their raw materials
have been consistently plant materials.

They place great importance on using

living natural ingredients in their soap

meant for use on living skin.

ZNET 4,000 EEU EHDREHBE
SELTEASIBLFTE,

EHOERS ICE—B L THEMEDREM £ E->TE
EXTVWBRALCEEMNZRRELSZZ,
HEETVBEROBAEAVBZEEATICLTVS,

Persimmon tannin is also effective as a deodorant for aging odor, or body odor
produced by the middle-aged and elderly. However, surprisingly, aging odor has re-
mained relatively unknown within America. To raise awareness for those people who
are struggling at fighting body odor with normal soap without realizing aging odor is
the problem, we also educate the public on aging odor based on medical knowledge.
Additionally, on the design front we do not simply follow the traditions exactly as they
are handed down, but try out more modern approaches working closely with American
designers. As for the future, we intend to proactively spread our persimmon soap
abroad to places like Europe, Canada, Australia, and India to name a few. We imagine
a future where persimmon soap comes to represent Japanese cosmetics and becomes
the must have souvenir for foreign visitors especially during the Tokyo Olympics.

MESMBEDERICHENTTY, BALZEICTAUDTRINBREDEEN M HE L
ShTVwEth,. BERNIBREAZETONT. ERBDEBR TRV ELLEVWIEICEA-TVWEALS
ICH LT EZHEMBICEDVWANBEOHBOATLTVWEEY, £A7 /I EICHVTIEE
HIERERFRCOTREL PAVDATFH1F—OBHObERRW AT TO-FERAET,
FANRICIE, I—Av/S HFL F-ZANTVT AP REEICHTEBOICTHERBRELD
TWDHYTT, BARDAZXAE VA INEBSTHEADEIBEFEHEICHYN, BREAULEY
TDEIZEZDOHEANBEXAEP CORBESLTEELTEVKDIREEBELTVET,

It actually takes over 70 days

to create one bar of soap.

By carefully taking time during the purification
process we have created a soap bar praised
for its clarity and silky shine.

1DDAEREDCDETICETZRMIERIC7TOAL £,
Lok EBBEDP T THRTEIZEICLST,
KHDOBEWEREEBIRABE &2 7
ABPEAHIN S,
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As a finishing touch our experienced
craftsmen carefully polish each bar of soap.

e

Our gleaming soap bars, dirt and mark free,
are completed through delicate hand crafting
throughout the entire production process.

B EFELT BREBABRIBAD
—DVEDDRREFEICEE LTSS,
BNPEDEVEALARIE. HEETFERPEV

WL LEFHEICLIoTERT 2,
The level of transparency seen in each bar of soap is
testimony to its gentleness on skin.
Clear soap washes away dirt and grime while maintainin — -
P y dirt and grime nal 9 COMPANY : Sankyu Kagaku Kougyou Co., Ltd. Sft#T®HA%#
a perfect balance of natural oil and moisture within the skin. Founded 70 years ago, the company produces clear soap bars made using the Japanese traditional framed
As a result you can feel the difference in moisture of production method. By holding firm to the time and effort consuming traditional soap-making methods, di-
your freshly washed silky skin. verging from mechanical processing, we continue to, without destroying its delicate raw materials, make
soap that is gentle on the skin and embodies its natural components.
ERENES IR, IANDEHEDOD L E DL, BI%705F. AXGHRLRREEE-oBBRREEE, BENALRL). FEBYP VREECIADBI LT Bl R
ERABREIRDERIBEBNDHEZEE L. FIRSTIC, EMEED LEPUCELVRREEVEI TV ET,
ALDAKR &SRB DINTLRERD,
%(D‘)Jili/ S LAY OELD PROJECT Koko HAYASHI #2313
N7 A%
X ’ R MANAGER: Based in the United States, Ms. Hayashi conducts the sale of Mirai Clinical Cosmetics, made with Japanese
Lothelie2 2BV TRBETES, raw materials, within America, England, Canada, and Australia. Through the Mirai Clinical brand and her
own literary work, “Less is More, Japanese Anti-Aging Secrets” etc., she brings the Japanese culture of health
and beauty to the world.
TA)HEHR SRS, BADRK £ E5 72 Mirai Clinical (bR E7AUH, AX YR, hFH4, #—ZXFYUTICTERTE, Mirai Clinical
752K, &% [Less is More, Japanese Anti-Aging Secrets | & %@L T BADER - BEXLE HRICREF,
DESIGNER: Jan RISHER
After gaining experience working for marketing and public relation companies, in 2015 Ms. Risher established
the company Shift Key. Conducting design and publication support for new and growing brand names, her
clients include: USA TODAY (TV program), Calvin Klein (fashion), etc.
Y= T I, REstE EERERLI-0B5, 2015 & Shift Key it £ 7 AU H TEEIL. HILWI T RDTHA L, RBEXHEEEE
i T2 771472 Mjl : USA TODAY (FLEEHM). DIV I54(Trya)
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Clinical Fermula

1 Mirai Clinical Purifying & Deodorizing Soap Bar / The fusion of strong deodorizing elements
of the persimmon tannin with Japanese clear soap that is soft on the skin, allowing it to retain
its natural moisture. This strong odor fighting element is a component within persimmon
called tannin. Chemically combining with source substances of bad odor, tannin renders the
chemicals that cause odor incapable of producing a smell.

Mirai Clinical Purifying & Deodorizing Soap Bar/ AN OFEH D& AREHEICEN - BARDEA R
ICVHEDRDOEW SR A EER G, BALHERADRREIMEICETNIMHE =D EVIES ThFRW
DRERELZMELALE L, BELYEICEHESED,

ADDRESS : 2493 Blaine Road Moscow Idaho 83843 USA .~ TEL:+1-347-474-6877
CONTACT : info@miraiclinical.com / URL : http://www.miraiclinical.com/
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A Craft That Has Trained the Mind of Japan
BADEHREHBATEL, TEMTT,

Banshu “SOROBAN” Project

Over hundreds of years it has been a given in Japan that everyone can read,
write, and do simple calculations. However, in the not so distant past across
the world, this level of education was considered a rarity. One of the heavily un-
recognized tools used to acquire this education was the Banshu “SOROBAN?,
or abacus. Having an over 400-year long history, this abacus is not a simple
calculator but is a tool for education that has invigorated the minds of Japanese
people for centuries. The Banshu abacus has additionally been designated a
traditional national craft, which comes as no surprise for those who have actually
held it and felt its elaborate crafting first hand. As a tool for improving calculating
speed and concentration, or better yet as an example of perfect hand crafting,
experience for yourself firsthand this wonderful blend of art and mathematics.

BAEFICE-TIH0H3. B3 SENTED | £ HNATELTEZAE, STRERDL
ITEW. POTOEHRTHIDOHBEKERHFFLEONT L ZhERDTHOXATELEER
DUEDH [HEMNZAHIEAL, 400FLIEDES EFHS, BL2FEETRAECHBEERELLTH
AADEREFELSETEE L, ELBMNIABAREN R IZMICHIBESNTSEY,
ERICHNTAHAZEXTDORBIHLEDONICEIPESNET, EFNPHAERELA LS EIEELL
T EEFAZOBBELT CO—EFICPoUSFIEBNTHTIEZE L,




BREDOLE, XYLz 2LE EEEDOELL,

In recent years within Japan, low quality abacuses made overseas have
occupied the market. Pile on top of that the falling birthrate within Japan, the
market for abacuses has been sluggish. On the other hand, in countries that
are experiencing remarkable economic growth the number of children is ex-
plosively increasing, bringing the importance of education to the forefront of
parents minds across the world. It is our aim to cultivate abacus educators in
those types of countries and in doing so continue to expand sales channels of
the Banshu abacus. This is an entirely new promotion style that will change the
way the world views the abacus, not as a product but as the tool for education
it can become. In order to continue manufacturing of the Banshu abacus along
with increasing the production volume of 100% Japan manufactured beads
and higo-bamboo, we will continue to fit Japan’s unique abacus education
and culture to the countries of the world bringing them into the local culture.

Connecting with Tools, Connecting to Culture, Connected by Industry

EEARERTIE, BAROEDENZAEAICT
BRI TOET, SO FIERBEDELY. ZAIEA
MBEHETRHATOET, — A RBRBEREFSZELVETIE
FEHBOAONBRNICEML. BEKOBER# Y S
FoUZEFE UL, ZDEIGEAICAV TERBEEEZS
T BEMNZAIEADREEBEL W EPII-EDE
BT, ChidtEDOFhhS5REZAEADAA-VEEA.
TAFEIREGTRESHEXLBEZDEVWIF LT
OF—3ar, BMNZAILTAORSEHED /-, £/-ER
H8E100% DEHEEITMDEEEEZ LIF3/-0I1C. BE
REOEBRBE L EMROELIIEI N L TR, R
BEIETVEET,

The shafts, frames, and beads of each abacus are made at
different studios and assembled together at yet another.

Precision accuracy and detailing of the Banshu abacus is maintained by

expert craftsmen throughout the production process.

ZAIEADE - 4t REZNZFNELZIETOHNTEY, AL THELF,
BEMNZAEADMBICESSVEER. TN TOIRICEMRI VWD ETREA TV S,




There are also workshop-type Banshu abacus
goods created in the “Abacus Village”

Here anyone, from young children to

senior citizens, can enjoy making

their own abacus regardless of age.

[ZBIEAELYY [ EWD
T—7av7BOERLHIEMNILIEA.
HREPSEFEFVET,
FERmEMDTEAEADINEELD D,
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At Abacus Village, by matching your own
combination of 11 different colors of beads
with 5 different colors of top-bottom frames,
center plates, and bars, you can create
your own original one of a kind abacus.

[ZBFAELYY | TIREBOLETHR - Flk- Vv
NEDKEZBHICHAEGHET
HRICVEDLEFDAV S FINEAIEAE
ERIEBIENTES,

COMPANY:

PROJECT
MANAGER:

DESIGNER:

Daiichi Co., Ltd. (¥) %11 F

Founded as a business over 100 years ago, Daiichi is a long established producer of the Banshu abacus.
The business was first established in March of 1909 as Miyanaga Jitsuji Shoten. It was renamed Daiichi
Co., Ltd. in 1987 and became incorporated. Through creating original workshop-style abacus in their Abacus
Village, they continue to spread abacus education culture throughout Japan and the world.
BIX100F 2 HAZERHBEMZIA AR, BAA42F3ABKRABE L LA, BME2EMARHIMIFEWBLIEAE
T2, 7—72avT BADFII TN EAEADIN [ ZBIEAEL Y Y] 2 BLTAAH, HRFICZAEADHEILELD TV D,

Yasuhiro HORIUCHI EREL

Mr.Horiuchi engages widely in local industry led production and branding as well as the direction and de-
sign of department stores. In 2012 he began the “Hyogo Craft” project which showcases various crafted
goods from Hyogo Prefecture, and began working with the product “mori no utsuwa” which is made using
local materials found in Hyogo Prefecture as well as on the brands “IRODORI” and “megulu” which are
made by Banshu weaving craftsmen.

WIBEEDTOTF1—- AR TIL T L) BEELRELEDTALI2a R T YA L RILSFHF 115, 2012FCIEEEEDE
/KN ERBN T3 [Hyogo craft | #35 Lif. REROMEMEESTOFT M FOR]. BNHBOBAEDCBZTIUN
[IRODORI |- megulu | HF #i+5,

Shinya KOBAYASHI /ik#ith

Mr. Kobayashi works in design that utilizes local resources regardless of the field, while placing importance
on a vision to protect local culture. Mr. Kobayashi primarily works in market development, focusing on getting
the word out domestically and abroad as well as product development and branding like his work with Banshu
Hamono, Banshu Soroban, and Sekishu-tiles. A couple of keywords for his activities are cultural inheritance,
awareness reform, and education.

MEEFHANET L ERPICLABERDTIHIEEREEL LA THA L ICRVBE, ZICHEMNTIY. BMZ2EA. BNELE
DITZoTF12Th5EmRAR. BRATHEAS] ZEISEALRBRAICIET, XEME,. BRSE HEEX—7-NIEHH,
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1 Minister of Economy, Trade and Industry designated traditional craft,
The Banshu Abacus / Called the masterpiece of abacus craftsmanship, the
Banshu abacus stands at the apex of its craft. Made from carefully vetted
materials by tradition craftsmen making each part with minute hand detailing,
this abacus has beads that smoothly move back and forth, stopping right on
point. As time goes by and using the abacus becomes second nature a
deep sense of connecting with the past is born and enjoyed by all ages.
RBEEAERTE GHRI=ZR BNZA A/ [EEBAORSEE] EFFIEhZEM
ZHEADIESR, BHERINEFEMEGEHR IS A — DO EDFEETRB L LY~
ZAEAI D BOHOPICENE PDOELZ Yy EIEED, BERIE EHICFICHIR A, RO
HOHPEEhIRETILBES,
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2-4 Banshu Colored Abacus / Differing from the carefully crafted look of
the traditional abacus, this is a style of abacus with an adorable look and
charming color. This product is easily handled by children allowing them
to take to math like ducklings to water.

BT —22EA  BARELEODEE L ERNEZAEALIRELRY, Fyr—3>
THEBHVWERBEIESLVWHT—ZHIEA. ThESFELLELEIEATREICES
FAEFICMBZEN TE D,

ADDRESS : 734 Tarui-cho, Ono-shi, Hyogo 675-1333, JAPAN .~ TEL : +81(0)794-62-6641 ~ CONTACT : info@daiichi-j.com . URL: http://daiichi-j.com
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Peel Off After Painting
BN=HET, IPEXT,

Masking Color Project
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Paint that you can peel off after applying, Masking Color. From windows to walls and
mirrors to even car detailing, just like masking tape you can peel off painted designs as
you like and even apply that same design in a completely different location. The pen-type
design is another advantage of Masking Color, making it easily usable without the need
for brushes. Producing little to no smell it can be applied to walls inside for parties and
any occasion without worry. We supply a wide color variation from standard base colors
to transparent colors totaling in 20 different types. Try for yourself, painting your favorite
quotes, animals, food, plants, and characters, peeling off and re-applying it as you see fit!

Bl BICEPEBIER [IAXLTNT— ], BREEBEIAHEPINIDAT(ET, FEhHEIS
ICHWEREYRFX L IT T DL ICM) AT D TE FNEERIDBATICEENETZEHRIEETT,
NRALTEDTELREDBRBPELL [BIEADEIADBNDVED, BVHIEEALEL VD,
N=TAFEFTIBENTHROLIRA N B EN TEET, HT7-—NVI-2a BERELSEREE
T2208, XF 8- @M BNLOLE FEHEHDEARICHENT EPLT BBUBELTHTLEZE L,




Repainting the World,
a New Standard

HREEZIHZB.
HMLWESE

Establishing the new genre of “peel 'n’ place” into the world of painting, we
hope to set new standards on a global scale. With this goal in mind we set out and
developed our product. We aim to sell all over the world but for starters we set
our gaze on expanding into America and Europe with their deeply rooted window
display and decoration culture. After winning the prestigious international “iF De-
sign Award” followed by a number of others, our product continues to receive
increasing recognition from a wide variety of industries around the world. As
our first step towards international expansion we have joined the Maison &
Objet exhibition held in Paris. Moving forward we plan to join in a number of
exhibitions. We hope to establish “peel 'n’ place paint” as the new standard,
and dream of the day when it can be seen across city streets around the world.

[EPEZIEVIFHLVWI v e ZROMFITIT BT ZhEMBEKRED I 2 4—RICL
Vo ZABBWALZDERERELELL, BEEEHATTN ETEIFIT(XTLA
RFAL=2 3> DOXEFRLARMFNTNBZ I AR TAUATHOEREBIELE Y, EFEMIC
EBDH5 [IFTHI1>T7T-F] 2R3 LDHESZDETEGFHASAZ LT EERTORLD
BRIBESTEE L, BHARFADCE—SHELT £TE/NUTHESNS [XJ-T- 4701
ICHE, SHIMAEERAFECTT, [EPE2ZR LV OIHLVWERERBESE, HRAFOH
ATIOEPEDNIRREERTVET,

Masking Color, made for professional use in places

such as store front windows and art performances.

The paint is made using a highly durable resin often used in
exterior construction making it long-lasting and wear resistant.

15 Tobam IR DA A VAW E TS S SANTY =
TO1-ZADE=HIZDLSbNEYRFZLTHT—,
ERICITBEOHELECHFERINATNS
HAMEDSWEIEZER LTS8,
BREUIKRBELLPT L,
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For Taiyo Toryo, which has since the day of its inception consistently focused on

the manufacturing of commercial paint, the road to developing a product for

the everyday user was far from smooth. Everything from raw materials, to containers,
to colors had to be reexamined from the perspective of average consumers.

BI¥LIR—BLTEBAZHOBEICHEFNTEAREZRICEST,
— MA@ TAZY FORARERLTFELEDY TEED 7,
FEH Bir BLEEBREORATINTERETLEN Ho7,

COMPANY : Taiyo Toryo Co., Ltd. XFEZHRHKX K4
Since its founding in August of 1951, the company has been involved in the develop-
ment, manufacturing, and selling of paint products to be used by building material

manufacturers, automotive manufacturers and a number of products used as industrial
E‘!W = !T coatings. They also conduct the manufacturing and sale of paint used for road mark-
ings and white lines.

1951 F 8 RAIELIR. ZHRTECEBE  BMA-—H—LEICRER. TERAZHLEORRER
F-8E-RELTV S, BROBRE EREFERAZHOMERTD ToTW1 3,

Taiyo Toryo, the company that worked on the exterior painting of Kabuki-za during its 2013 reconstruction.

PROJECT Ryu KOZEKI /ME3RE—
MANAGER: After graduating from Tama Art University, Mr. Kozeki studied under the designer Mr.
Toshiyuki Kita. Through holding exhibitions in trade fairs around the world such as

_ . e . RV . the Milan Salone, Ambiente, and Maison & Objet, he has conducted producing and
2013FE IR TEAON - REREOHEEZR EFH I KEER, branding for products set to expand abroad.

ZHONTOMPSICETRERS 4L, RHEH503AE, SHELTERT 2L SEEMASEE,, TH(F—OBESBREZECHE. 37/ 40— % TOEILF AV T 4TVt
EA»SOEWMEBEZDOHRMEZA TN S, FRLHERORATANOHELEEAL. REOHARBICEI LTI TP TOF2- 25175,

Putting effort into the smallest grain of the paint and taking an attitude of thorough quality control through
all aspects of production, lends to its high level of trust domestically and ever refining techniques.
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1 Masking Color (L/168ml/ 14 Colors) / Just one bottle can completely
fill in one square meter of wall surface. Since you are able to quickly peel
off the paint after it dries, it can easily be used for decorations that need
to be changed with the season, such as during Christmas and the New
Year celebration.

VRXLTHT— (L-168ml- 214 &) RMUIATHLZIA—NILmAELEEEY
REE D, IS E@HFTIEHTED D, TUATARHED SRV A EEHIC
SoTHEBEATIVENHZTAL -3 IlHFENRT L,

ADDRESS : 6-4-18 Higashikojiya, Ota-ku, Tokyo 144-0033, JAPAN .~ TEL :
CONTACT : info@maskingcolor.com ~ URL : http://www.maskingcolor.com
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2 Masking Color (S/38ml/20 Colors) / The S-size tube is easier to grip
and comes with 6 additional transparent colors not found in the large size.
Just like stained glass, this wide range of colors skillfully incorporates
light into never ending possibilities of expression.

YRXLTHT—(S-38ml-£208)  LWENPT EHAOEMREH6BZAATV
BS8HY AR AT RTZAD LS BHETHHICE) AN I-RBIEVWEFREHAAE,

+81(0)3-3745-0111
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Sitting on 350 Years of History
350F DESLIC, BhIFTIESL,

KUNISAKI SEVEN Project

It was 2014 when the Usa area of the Kunisaki Peninsula was designated a
world agricultural heritage site. In this land has been cultivated the raw material
for tatami mats, Shittoui, since the Edo era. Due to its excellent durability the plant
has been used to create judo mats and from its fire retardant properties it has been
additionally used in the Tohoku region of Japan around hearths. Presently there
are only 7 farms that produce these tatami mats and each farm can only weave an
average of 2 mats per day. From this rare material, Shittoui, we have been able to
make cushions and other interior goods perfectly fit to a modern living area. Come
sit with us on 350 years of tradition and feel for yourself master craftsmanship
handed down across generations.

2014F, HABREEEICRESN -ERFEFEME, COLHMTIFHRAL»SERDE
MEINTELEZDN [EBA(LoESW) | TY, MAMEICERTVWRZENSRENEELTH A
SN, FLERISBWCELSRILMADEFEDEDREMELTHEODNTEE L, REDERE
BREDTHLTEH. LrBIBRRTHEDZIDIB1A2EREE, ZALRDEEEAIT BRDESLIC
HECEIREC Ty a2 TITHEE DN E L, I50FEBR TP MDD TELESE
DECER G, FTHA ZOBRMEEIOHTHTLLEZEL,




Changing the Floors of the World
HRDKEEZS

Our slogan is “Changing the floors of the world”. It is our aim through
the KUNISAKI SEVEN brand for shittoui tatami mats to become the
premiere decoration in modern houses around the world. As shittoui
spreads across the world it has the ability to become the platform for
the spread of the traditional “Wa”, or Japanese style, manufactured
goods of Japan and we are confident that this will eventually lead to,
in a larger sense, the transmission of Japanese culture to the world.
Our main target is the urban areas of America with their sensitivity
for and ability to assess different countries’cultures. As a first step in
enhancing the appeal of our product in the U.S. we have appointed
Herbert Johnson as our designer, who was raised connected with
Japanese and American culture, to develop products from the mind
of Japanese people while adopting the point of view of an American.
Our team continues to create products perfectly fitted to market needs.

The cross-section of the standard

soft rush plant is round,

however the shittoui plant is a triangle.
This shape makes it too thick to be
woven into a tatami mat

as is so the plant is split in half.
Depending on this splitting process
an irregular cross-section can take
shape creating a unique texture

to the tatami mat.

— LA EOME IV EEME=AT,
ZTDEETRARTETERICTELV LD 2KICE PN B,
CORENSE ST TEBREW L RTE D
BICHBOREVWEET,

BIbDEVWEEIHARDKEZEZ 3], KUNI-
SAKI SEVEN 75> RERL TEEBI1DEF R TN
TPEEHDBFEREICEDZEEBIELIVWEY, tEIDH
RILEFEFNEZNE M| ORRELDD DD TT Y
R—LDEEERTIEIRY, BROICKELEKRT
DEHANEDREEICEIP D EEEFELTVET, X12—
TyMIBEDOLICHET. Thz RBD 3, LIRE
BOT7A)AEHEL. HONDHRKNESHZ/1-0DICH
KEXEICHMNATES. BAADIILRETAUHAD
HEEEDELERERY TEIN-—N—r- T3>V
ETYAF—ICEBA, vy -XIIHREICEDE L
TATLEEHBELTWEE T,

Shittoui is said to be several times stronger than the soft rush plant.
There were even judo tatami mats made from shittoui that were laid out in the Nippon Budokan
which became the venue for the 1964 Tokyo Olympic judo competition.

1TEOHEDREEF O >EVWDNEEE T,
1964 F (LRI NIRRT U EY VDRERIGELH1-ARRERETH.
tEAEfEsEREEP BN




These labor of love hand woven sandals are soft

to the touch yet durable and made by master craftsmen.
The spaces between the weaved material of the sandal create excellent
breathability and comfort for this footwear unrivaled during a hot summer day.

IZENBEEP T TRAAALER G, LRTHYEHSESL T DLV,
MM H B DBEMEICHEN, 508 LAEBEDMIBEZICHEICI N LU,

Freshly cut shittoui is a youthful green color,

however over days and months of weaving and wearing the plant takes on a refined amber color.

For this product growing old is just another thing to look forward to.

TEEEPYDHLWEESNEENTBELTVSD,
BHZER FVIAATWLIBICHRODWRVRRBICREET(LT 2,

EHLEBZDNIEFELRERLL,
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“Shittou Rush Grass” K7 OSBCA t&/ ER7BAEBERZHEHRS

In order to develop shittoui’s overseas business we are engaged in pairing combinations of manufacturers and
craftsmen, as well as activities connected to education and expansion centered around product quality control and
market development.

tEIDBABEREDNLD. EEEPIZLTOENEED, AN ITA )T EE - RBAALEERDICER ERICRIZEHET-TV 3,

Atsushi OTAKI X#ER

Representative director of Transcend Co., Ltd. Mr. Otaki conducts a wide variety of business including amusement
attractions, sports events, international brand management, and restaurant management. Currently he is engaged
in the management of U.S./Japan intercultural exchange of business and culture. He plans to open a dual café /
select shop in LA as a platform for transmitting ideas globally.

HASH PTo2 b KRR 7I2—ZAN ZAR—VAIRNUNBATIURRZ =TI b RREREETREVEEICHED S, BERE
KETOXL BEBMED YR —IAL M ETIo 2016 FLAICHARRBEOT Iy MR- LELBZATEMBE L LI 39y TEF T FE,

Herbert JOHNSON

Representative of the design project MONO DESIGN, Mr. Johnson has also presided over the creation of the denim
apparel brand, Prospective Flow. He is also the manager of the LA Japanese goods store, the Tortoise General
Store. Producing and planning Japanese culture and products from an American point of view is Mr. Johnson's forte.
FH#1r70Y b MONO DESIGN £, = L7/XLILT 52K Prospective Flow £5, LAFM#&EX 7 TORTOISE General
Store ¥x—Yv—, BANLXERERERATTOT1—X . TI20 T T3 LeBRBET D,
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1.2 1:Kaku-za, 2:En-za / Cush-
ions laid out on the surface of floors
and chairs. With a moderate thick-
ness these cushions can be easily
adapted to a sofa as well. These
mats have the dual effect of accent-
ing a room in addition to giving it a
faint aroma of fresh field grass.

1: BE-2:HE/ 7O0-)270#F
DEBICBC Iy a3, BELEID
oDV T7—ICHBIREART V., HEED
EEFVHPEBICIEO,PISENTOY
MRHEHFTES,

3 Placemat / Converting a tatami
mat into a product for the dining ta-
ble. This product brings tasteful
culture to a meal and is able to be
cleaned of any food or liquid with a
quick wipe down.

FrFarvyh BRETDEERE
Hogmic, BEOZEICABEI £F
hBhPKFEb—HETE&zxhn
Z%3,

4 Pot Mat / This is an item that
takes advantage of the robust heat
resistant characteristics of the
shittoui plant. Using this product
allows for everday pots and pans
to be used over and over again
without the expected normal marks
and damage from daily use.

MEE EEIORKDEFBTH S M
HMEELRSEEDPLETAT Lo BH
PTVWBBZDLEEMEORENDD
352ENTES,

ADDRESS : “Shittou Rush Grass” K7 OSBCA 465-1 Tsurukawa, Kunisaki-cho, Kunisaki-shi, Oita 873-0503, JAPAN
TEL : +81(0)978-89-9011 / CONTACT : chiri2220066 @gmail.com

5+6 Misanga / Unlike leather or
cloth this item is resistant to water
so you can leave it on throughout
your day without taking it off. Over
time the bracelet’s color and shape
form to your arm, becoming almost
like another extension of yourself.

EWA (IY24)  EXHERELEYK
VWO T—HREICF T TSR3,
EEEEbIChEEE B BB A
BEEO—EDELIICHE-TVL,
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Clothing Made Consulting the Dogs Who Wear Them
RIEBEHELTOL- BT,

Made in Japan for Dog in the World

Even though we cannot hold actual conversations with them, using refined
techniques and analyzing their reaction, we can listen in on what our dogs are
thinking and grant their wishes. The Warm Heart Company, which created the first
protective clothing for pets in Japan, has a product line consisting entirely of “100%
Made & Assembled in Japan” merchandise. Whether you are looking for cloth that
is gentle on the skin, matches fur color, easy to move in, or easily washed there
is something for everyone. We listen to not only the dogs themselves, but to the
voice of families and other consumers to supply necessary materials and function-
ality. As a result we were successful in creating clothing for dogs that embodies
Japan’s unique attention to detail and pride in hand crafting.

FEAREY TELLTH, HXHLPEBEAERHMAPHNERALEOBVWERZEN, 2D
KOEMZZZEN TEZIETTT, BRATRIMWICNRVNAREBZEZTVILET4—L/N—b
AL INZ— 3 IRTOHEZIZE VT “All Made & Assembled in Japan” #—&, ALICRIE I
Buh, EBICAID. FEEPLPTUVD RETHEHBALEWD - o REWFTHL RIEX%
DRENREDCEICECTEICEL2E. LEGRMEEBREEAS, TALHABEEOMEL
DEDEHD I DIEHRTRVBIF-RBAOKREBNF TEELA,




Making The World Happy, One Dog at a Time
ﬂﬁ&\ _ETO\ #t’:‘:o

The overriding concept of the Warm Heart Company (WHCY ) is “Al-
ways Dog First”. This concept was born from the founder, Yachiyo Nishio,
being asked by a veterinarian friend of hers to develop a comfortable
protection jacket for dogs that could replace the Elizabeth collar, meant to
protect pets from licking and agitating wounds. Instead of prioritizing the
convenience of humans, thinking of the happiness of our dogs first leads
to our own happiness as a result. WHCY is able to concretely realize this
concept through a thoroughly strict production and quality control system
that extends to our partner companies and on the floors of our factories.
As for overseas expansion, making full use of SNS along with owned
media marketing, we will continue to efficiently bring this new Japanese
brand to not only America but to European and Asian countries alike.

YA—LN—rHINZ— (WHCY) Da>tT M
“Always Dog First’s ZhISAIEETHIBENT R
BOEEHEVEIIRETZIIOTI/NEE (ZVHXZH
TR b B, REBICe>ThELRERBEDRAREEH
ADEBRERMICEKEBEIN-ZEPSEENZELFTY. A
BOEEZTTIEEL ROFLEE—IZEZNIE, BRY
ICZh B ABEDOZEEICHDEN 2TV WHCY 3%
¥ -THEOBRBICETHRL -BRLVEE - RETERE
FITZOBEVWEEFRHICKERBELVWEET, BANDLER
ICH=>TlE. SNSXRATLRAF (T T4 KE
EEREL. CO#FHI-HJAPANT ZURETAUHEIELC®
EUREEX 7 7AMERN » DBGERICRELTVEET,

Ultra-water-repellent, wind-proof,

and breathable material usually used in sportswear,

has been adopted as the cloth for

these revolutionary clothes.

A zipper has been worked into the back of
the clothing making it easy to remove.

EHICIEZR—Y YT T7ICHAVSATLNS
EBEAKMIZME LB - BT RM &R A,
BHRIZT7ZXF—DRFNTVWSB0
BEREHERT U,
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Up until now, the cones used in

treatment of cats and dogs has been powerful as a protector,
however, it interferes with sleeping as well as eating

while stressing out the animal causing it

to distrust humans. Specifically developed as

medical wear as another skin that can be easily worn
throughout everyday life is the “T-piece”.

ChETRIBADBBEICHVWONTEAETIXFy IEOD
IUYPRIAT - TOTF 72— LTSRN ED
BEPEREHT. AL ZIPARTNMENRRE L 70
BES5LICHEFICHTALYEIRD
HIVEDDEVLTHESIN AT AN I T—H
[TE-X|TH3,
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The founder, Yachiyo Nishio, is a former fashion designer.
She takes her experience and expertise, guiding each staff member within her sewing factory,
incorporating her knowledge into the precision hand sewing of each piece of clothing.

RIEEORENTRET 77y arTH1+—
ZORBEMBRIBERIBZEDOIZ T —AVENICETEAON. DXONZ—BE—BOKBOBEICEEL TV,

Warm Heart Company, Ltd. #) 7+—L/N—hh/X=—

The finest Japanese top dog brand, celebrating its 19 years since its founding. Placing importance upon dressing your
dog as a hallmark of society, in addition to designs for dogs’ use inside the home and out in public communities, the
company continues to expand the production of their variety of items persistently along “Made in Japan”. The company
is best known for their performance raincoats and jackets featuring waterproof and thermoregulatory fabrics found in
clothing worn by mountain climbers, skiers and even originally developed for NASA.

BIR19FEZMWABNAI RNy TTIUR, RICIREBEBZEEHREDNRAR-NEMBEMF U, REDFPEHMBTRITRDOEIC
FTHAMICMA. MNP OBOHDORIEERUARMERRE, RARDBEEH T VBB ERBELL/NZ—CR, FHEUE,
—&L7 Made in JAPANIC &35 D D<) 2 ER,

Kouji MIZOGUCHI #QOi&w
Mr. Mizoguchi has worked in business revitalizations, marketing, and starts-up at several companies, such as Yo-
kohama Tires, JTB, MTV, EMI Music, Lawson, etc. Having started his own company since 2011, he has cultivated
his extensive knowledge and experiences with SNS / owned media marketing & sales, in both domestic and global
markets, by leveraging his wide array of networking mainly in North America and Asia regions.
HEIAL JTBLMTV, EMIZa—Y v A—V FITI—TT( 27 HRBEL L FEBESEEMR. 201FELVBEORE
EZXG—bo SNS/ AT RAFATR= T4 TERRK-TITERBRINT— 7 EMELEERARED A NG LR TIMIGUR
R=TT1>TRR EESH.

76 77




1-2 J coat B/ A full body raincoat that covers
down the legs. This product maintains 12 sizes
fitting anywhere from the smallest breeds to the
largest, with an additional 6 sizes for short legged
dogs, made with the needs of each breed in mind.
Additionally, due to the fashion in which the coat
hangs along the body of the dog this coat can be
fitted to any dog’s body type. Our J coat B realizes
a design that allows all 4 legs to move as intended,
making for easy outfitting, removal and a comforta-
ble fit that your dog can exercise and live in.

JA-tB/ HMETHN-FT3LH5AL1>a—h, #B/NE
APORBRICIHI2H A X, FRERICE6T AL, R
CEDETEBICHIXERA. - RDOEEKICH-
FAFHIIC LY EALBRICH LN ET1v T B,
4DDHBZNTZThBLOEZICH AL, BROLPTE,
BOHORE, EEDOLXTIEREBFICERI LTV S,

3-4 Easy for Rain / A raincoat that protects the
easily dirtied chest area of dogs from mud kick
back. This coat is easily put on wrapped around
the body and fastened with Velcro. There is no
need to pull the clothing over your dog's head or
legs, making it easy to put on and take off.

Easy for Rain /EhA 2 duni@Ehi) 2iEidh
PEFBLA L OA—h, BEHREEHICEESR/ITIDY
V7T ThHBEG, FERPEELSOEBDENP LW
DTAL—RIEBRTES,

5.6 T-piece / Therapeutic clothing made to
cover wounds and irritated skin. For wounded
dogs to wear this clothing without irritation we
have designed this product with the skeletal
structure of dogs in mind. For easy removal the
design is simple, and in order to reduce skin ir-
ritation for our 4 legged friends we utilize a
100% organic cotton that has excellent breath-
ability. Keeping bathroom time in mind we have
also created variations for male and female leg
openings in our clothing.

TE-X /GYEEEHN—F 50 DEBRARER. 15
EESRTHEMACENDILIIC, ROBIRICED
WTFHA U EFRETLTVW S, BRI EEICAZLOE
BRSO TIC, MADRIBE RS T -DRMICITBR
HOVWWF—HZy 7y 100%% HR A HEttICDH
EZBELTAIHEAZBATESYDDONEEZTWS,

ADDRESS : WHCY Kakinokizaka 3-8-11 Kakinokizaka, Meguro-ku, Tokyo 152-0022, JAPAN .~ TEL : +81(0)3-5779-6511
CONTACT : info@whcy.net /" URL : http://www.whcy.net
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A Sharpness That Springs to Life Again and Again

AIETHE AN ZBUN R,

Banshu Hamono + TOGIYA + You

Having its roots in the forging of Japanese swords, cutlery
such as razors and scissors have been made locally in the
Banshu region of Hyogo Prefecture for over 250 years. Among
the number of brands rooted in this area is the particularly
high-quality cutlery called, Banshu Hamono (cutlery). A huge
characteristic of the Banshu Hamono blade is being able to
almost permanently sustain its sharpness through, of course,
refining its edge. In order for the culture of sharpening to infiltrate
every corner of the as of now unrecognized overseas market,
we will begin with Paris in cultivating sharpening experts
in each country and establishing a sharpening source from
which we can teach the correct Banshu Hamono method of
sharpening to customers locally.

BATDOHBEEIL—VICES, BLZ250FFHSEITIRHEED
FAWEOLW BT TEAREEEMNMbIE, ZOMICIRME, #5575
ROFTHEICERELTIANEZAZATVA0ON [HEMNAM] T, ZA
HREMNIWE. FROBNMINKREEEAATHE | ICE->TZDOEI N
EEXKAMICHETEILONDIIEHbARELER, HRTIEEAFBMSH
TVWEVWZOMEOLE BN DBLICETRBEIEZLDIC, £TIE
NJEEBUHETZEETCHEMEE T MEOBROEFE I TZIICED
TAZICHEMNIMOELMEVNHEREATVEE T,




Making “Hamono” the Lingua Franca of the World
[Hamono ] Z it R D EBEEEIC,

Like the majority of traditional industries in Japan, Banshu Hamono fac-
es a shortage of new craftsmen to carry on the traditional art. It is commonly
said that it takes 10 years to become a full-fledged blacksmith. If a new
craftsman leader in the industry doesn’t emerge, then this long cultivated
technique could disappear entirely in the near future. It is from these fears
that our project found its beginning. However, our activities have been
picked up by various media outlets bringing in more people visiting Banshu,
creating awareness of the industry and region. Along with increase in the
brand name power of Banshu Hamono, profit margins for craftsmen have
increased, which in turn has finally resulted in successors poised to carry
on the craft. As we begin to see the opening of overseas sales channels,
we aim to make Hamono a household name all over the world, working
together with production regions to sharpen our activities and overall goals.

BADZLDIEHEENS ZI>TH DL, EMHA
MHE-BMERZOMBELIEATVET, —AFIICED
ETI0ELIPBZEEDNIBRAEEDOHR, Fi/i-GBWF
ARG TIE EOFR, B TE AW ERAT
LESHPHLAAEV, ZABRBHEE,»SZOTOT IV
IEHFELELE LEALIABEDEBE N ZLDAT4T T
BAEh, BNESNBADEZL T ETHIRRERD
BROTMLTVET, BNIMOTIRARLE ICHE#
WEBADFIRZERS LA, DVICHBEOEMEET
BhigdElle BAEVOFHULVWEREBIRATEZAS
[Hamono] £ WS EEEZHRDIBEEICTH L EM
—AELES>TIDFEEEMEFETETVEET,

Banshu Hamono has a sharpness boasted by

the Japanese katana, or swords.

Using the Japanese razor featured in the above picture,
with just a gentle stroke across the cheek,

you can shave facial hair with ease. Many Kyoto maiko,
a kind of apprentice geisha, use the razor to make
makeup easy to apply and maintain.

BATIEY O hbkz DB M I,

EEORAFTIE. Zo B THLIICHEICESERLETT
EEEZNWICHEET,

LD D ELEBHTIE L TREDER -BI1CH
BLEDN TS,




With a quick sharpening on a grind stone,
blades that have dulled quickly regain their sharpness, springing back to life.

Through continued careful sharpening one blade can last for generations,

being handed down from parent to child.

PRS- = HHBA THINIEARRDOM SN S A ZS
CHIEEERNE OEDDHAMER D 5F A EfL TEWRITBZEHTE S,

There is a variety even among

hairdressing scissors.

Being able to choose the ideal
functionality of the blade based on what
and how you will be cutting is another

characteristic of the Japanese Hamono.

FICEERKTHEEEIZ Y,

&30, E54050» BRICIEL T
REL D -EPEEEE R H IENZZED
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Tanaka Meister Co. Inc. #RX&#sFHv12%—

The company was founded in September of 1963 by Takeshi Tanaka. In the year 2012 Nobuhiro Tanaka was appointed
the Managing Director. The company conducts local production and wholesale of cutlery and hardware.

1963 F9RHEF KA, 2012 FHF( CERELK At EHOAY - £ DEERTE g,

Shinya KOBAYASHI /Mk#ite
Mr. Kobayashi works in design that utilizes local resources regardless of the field, while placing importance on a vision
to protect local culture. Mr. Kobayashi primarily works in market development, focusing on getting the word out domes-
tically and abroad as well as product development and branding like his work with Banshu Hamono, Banshu Soroban,
and Sekishu-tiles. A couple of keywords for his activities are cultural inheritance, awareness reform, and education.
DETa>EXRYCLAEFERD REREED LITHA2 NG, EICHEMAM. BNZAIEA AMNE )]
WAE HEEX-T—

Miho AKITA #HXE#E

While serving as an in-house product designer, Ms. Akita is engaged in a number of creative activities not limited to
her products, such as personal exhibitions and crafting.

ALNGZOTAZY MTFHAF—DES E by TEED FIVIA T T BiEEETS



1 Japanese Grip Scissors / Used for fine cutting of
yarn and cloth. In addition to the product featured
in the picture, there are scissors with a rounded
cutting edge so as not to damage the cloth, and
other types of products like curved blade cutlery.

B RPHOMHyLETICH NS, BEDHDLSIC
b, WEBOFHEVLICHEN AESLHDP R AL
ERALDEENH B,

4-6 BANSHU HAMONO 101/ A series of blades
with a traditional modeling born of the long history
of Banshu Hamono, matched with a present-day
design. 4:Cloth and paper cutting, Sewing Scis-
sors. 5:Yarn and cloth cutting, Japanese Grip
Scissors. 6: For shaving, Japanese Straight Razor.

BANSHU HAMONO 101/ #MAMDRVESEN BA
EEHEOEBIC.BROTFI e itEheid Y-,
4: iz B TACHI BASAMI - 5: %% £4)5 NI-
GIRlI BASAMI - 6: 8% ONIHON KAMISORI,

2 Pruning Shears / Used for garden and bonsai
pruning. This is a universal product that can do
everything from delicate work like trimming un-
needed buds, to cutting thicker twigs.

FH S EARPEBOAEICEI ABLEFEHELOL
D WEED S R P RO E T h§ HEER,

7 Trimming Scissors / Scissors specialized to
cut hair. With a hardness and axis point that reduc-
es resistance to its limit, this wear resistant blade
keeps its edge longer so it can get the job done.

BERKBEPIOICHELH EREBRET

WS Lo E S E TIHERMEICENZIP 1hko
FEERREE S,

3 Japanese Folding Knife / A folding knife from
the Meiji era. The knife can be used for manual
work, sharpening pencils, and has a number of
outdoor applications such as for fishing.

BT BRARRL S H B o/ hR T A T, TP
SREHENY) IR T IR T EERRIRERL,

8 Ikebana & Flower Scissors “Koeda” / Used for
cutting tangled thin branches such as ones found
on bonsai trees. The long thin handle of the scis-
sors allow for precision cutting preventing damage
to other branches of the tree.

NENSR S ARG ERBAS MO DBEIC(ER, /N>
RILD RV, BORKEBOIFICFAMY TE S,

ADDRESS : The ono chamber of commerce and industry 3F, 800-1 Oji-cho, Ono-shi, Hyogo, Japan, 675-1378 ./ TEL: +81(0)794-63-3562
CONTACT : kanamono@onocci.or.jp ~ URL : http://kanamono.onocci.or.jp/
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Weaving Together Tradition and Innovation
EREeEmzHYAEDEELL,

ITO, Landscape weaved

Through gathering together and reforming over 100-year-old low speed looms
from all over Japan, the company Kobo Oriza has completed the world’s first “kimono
cloth dimension one-row-machine”. This machine creates a woven fabric that has
a truly one of a kind pattern and originality, with a gentle tension and speed that
prevents applying too much stress on yarn, making for a living natural material and
hand woven feel to its end products. Fusing together this woven quality with the
“mode” feeling of cutting edge design, we present “ITO". Incorporating a lively
coloring inspired by its land of origin, Imabari’s history, nature, and climate, our
stole, with its soft melting texture consistent with the unique and exquisite design
of a slow loom, will transcend fleeting trends and become accent clothing loved
throughout the ages.

100 ERTIDER G EZLEICEDTHREER HRATAELIDD[BER—FI#E %
TEREEEIR#BE, BYrEToYaEAE—RICE>TRICAMNZED T TICHEY L8
(C1d, HRTH—CLIBIEFOMEIMEE, RAFMPEZLFHYISEVEDW IS ET, 22
ICEROEEE VCE-ROBEFRBESELDNITO], EHTHZSANESE., BR. BALHS
RELEEREPOEGABNINT -V, BREELSTIEOBBAEN. EATDLIICES
PEREVWDIDEDAb—ILIE, —BEDRNL U RICEASNTIEREBATRECERTES1IHNTT,




Interlacing Voices Throughout the World
HRAPOEFEZHIAATL

Following the goal of delicately penetrating into the everyday life within Japan,
up until now ITO has not been sold overseas. However, it has been made apparent
that ITO's time has come to be sent abroad, after winning international design
awards such as the Pentawards or Red Dot Design Award, and from the numerous
voices asking where our stoles are made and if they can only be bought in Japan
when they are seen overseas. Our first goal is to gain recognition within European
countries that have connoisseurs with a sharp eye for quality cultivated over a long
history and a culture of cherishing those quality goods, using them for a long time.
Eventually we aim at expanding our product across the world and more than any-
thing else we hope to raise our level of craftsmanship, incorporating and listening
to local demands and enhancing the quality of our fabric.

HADESLICTEICRBEIETVWELZVWEVWIBLWAS, ZhETTITOL BN TORTE
EfT>TEEEATLE, L Lpentawards, LYyRRyhTFHA L ELEDERBTHICENDZE
X, BHAEFNBIEICEHINI[ZOXN—IVIEAARE? | [ARTLLIEZLVD? | KEDENID,
ZA2ZAITOZENNB WA FEALEVWIRBRBEIN FEZTEELE, ETERVWDHBDERL
AENAESEEEEICE DN, FEVWEFIEHEHEOI-—OuNTHMEB &, A TIIHR
ICHEHIEVERVWETY, ZOLMIWNBELEHE I ERMILIIETRMELTDOEES
D IEDLANIVEEFBZEEMENKEBICLIZVEEZTVET,

Although high-speed looms have high production efficiency, differing from a more uniform finish,
using an old-fashioned slow moving loom provides room for the craftsmen to incorporate their
skills and aesthetic sense into the fabric. By going back to the origin of technique, we have
created a highly valuable and rare woven material.

EEDRERVWYPELEVUABE—ICE) P b emRBE e 3R L),
20— ICH AR BHEICEBAORPERR LR AT RMI H 2,
RMOBRRICESHDIEZZET, ZOMENPSMAMMEEDS 2H ) NFFEL
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The representative of Kobo Oriza, Mr. Masatoshi Takeda is clear,

“Rather than bringing back the old techniques for weaving, we want to use old-fashioned quality looms
to create an entirely new fabric.” Just as he says, these old-fashioned looms left behind by

the ages are now continuing on to create original fabric far ahead of its time.

[EDBIDETTREL HLVBYERIET 3D ICIAXBEEFEVAV] EIEBERRORAENSAILES.
ZOEED@EY). BRICEVEShTOEIBRBED. STEERDEEDF YT FILOBI ERLEEAB LTS,

COMPANY: KOBO ORIZA Co., Ltd. %XSHTIFHE
Kobo Oriza conducts the planning and selling of shawls and stoles from Imabari, Shikoku. The company
restores and modifies Japan made power looms from the Taisho to the middle of the Showa era and uses
them to create original fabrics. Having been established in 2005 the company is now celebrating its 10th
year in business and will continue to take on new frontiers in the fabric industry.
MESAETAN=IV 23—V FEORE - RFTETI. B BESNAKE~BHFHOBARO NG, 513 . RAIK LR
E#VET, 2005 F R 10FEBELALSHEE HLBPORBER T3,

PROJECT Hirokazu KOBAYASHI /#k54%0

MANAGER: Mr. Kobayashi is the representative of the creative unit SPREAD. He is engaged in a large number of design
projects and exhibition events at home and abroad, having held exhibitions in Italy/Milan, and Switzerland’s
Basel and Bern. He has also held workshops and learning sessions in ltaly at the University of Milan as
well as San Marino University through his Life Stripe project which is created as an expression of time.
JUI(7171=yF SPREADKER, BERATORE- 7V TOTS I MNEBHSZH, ChE TICA2)T7/ 35/ Z(X /N~
HIL NV ETRRERME, 127 -3I5/KXF&YL7/ KETIHBERERT S Life Stripe £@L7—-72397 &
tyiarb k.

DESIGNER: SPREAD

A creative unit composed of designers Mr. Hirokazu Kobayashi and Ms. Haruna Yamada. Aiming to embody
their group name, the duo “Spreads” their ideas in a variety of ways and arrangements incorporating the
concept of memory. They have won a number of awards including the D& AD Award, Good Design Award,
etc. The duo works on advertising, products, CD jackets, cosmetic packages, poster and logo design, and
serve as art directors of the Tsubamesanjo Factory Festival tour event of local factories.
NAHBAREIREFERICLS7VI(T171=yh, [SPREAD=Af3]2BHELH50ZREERIAN P L EER BT,
D&ADHE. 7y RFHA HBZH, L& HG. COVvryb bR/ Syr—2, Od% -7, RRE2-HEDTHIL, THR
FANUIB=F THOER]|TRT-bTL I3 EBH B,
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1 WAVE RIVER / Although the
fabric is a flat surface the alternat-
ing weave creates a pattern with a
three-dimensional feel to this one
of a kind fabric made through the
world’s first weaving technique
Tate-Yoko-Yorokemojiri Weaving.
The shinning and fluttering waves
of the pattern shine from the twist-
ing of silk and hemp, an expression
of the gentle flowing Imabari rivers.

WAVE RIVER / FETH W HH 5L
HRAEMMERK LD S BRI, R
DEVEE[7=2TEZEAFH LW ]
ICEBHD, IEDIESHE XML D
HEMBEMDIRRICLDESZS LA
ERSARERNBINERBEL VS,

2 FLARE LINEN S/ A vibrant sil-
houette of the wind fluttering through
fabric. Through the application of a
“multiple weave”, overlapping and
weaving fabric, we have been able to
achieve the creation of an ingenious
stole that flares out into 4 layers at
the end of its cylindrical length. A
number of colorful wrapping styles
are possible with the 4 layered ends
of these stoles.

FLARE LINEN S/ AICA T WTWLD
SOLBEBHINBUINI v, #YE
BRTH[ZEHY ] ZICHL. BIRIC
DISNEMDEN 4RI L H B HEI
HaEZR=IVEERR, DNz 4MDOHE
FE-oTEHEEE AN IR,

3 BOLERO / A light woven bolero
that you can put your arms through
to warm your shoulders as well as
your body. With a dual color from
top to bottom and back to front, this
product is inspired by Ravel's
“BOLERO” which has two melodies
repeated within one rhythm.

BOLERO / #V) T BEX iR
Lo BICELTED? S BFEE, <8
KL, RE. EFTCREBZNI1HT— L,
B—UXLAT2REEOAOT— 1
iEEh359 LD [BOLERO]
PEALALRAEL =3 BTV,

ADDRESS: 55 Onibara-ko, Tamagawa-cho, Imabari-shi, Ehime 794-0017, JAPAN ./ TEL : +81(0)898-55-2564
CONTACT :info@oriza.jp ~ URL: http://www.oriza.jp/

4 STEP 4 / We have developed a
large style stair-like stole which has
4 “steps”, expanding upon the mul-
ti-weave method. This product is not
sewn so there is no seam, making for
a clean and smooth finish that is du-
rable, keeping its shape. With a long
diagonal length measuring 230cm,
this single stole can be conveniently
used as a bolero or lap robe as well.

STEP 4 /[2E#Y |t REBI € T4E
DREBEIRDKH R M—ILERIR, EHE
BHEDTHRVWEYP R EEPUD T
EYEBLPTREIRD LIV, WA
REWTIRH230cmnO> 7 H 14 X(Z
B ZOMICHRLO, BETEE1K
TEHZET,
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A Sake Spanning 170 Years and 7 Generations
Crosses the Sea for the First Time
TR170FE0EDY, BLHTBZEVET,

Hijiri x WAKAZE Project

Founded in 1841, Hijiri is a long established local sake
brewer. Using the polished ground water of Mount Akagi in
their hometown of Gunma, as well as the clear air from the
surrounding natural environment necessary for fermentation,
we have continued on generation to generation brewing
Japanese sake. “We would love for people overseas to taste
the natural flavors of this rich land brewed into every drop
of our sake.” Having found a group with the same vision, we
teamed up with the production team WAKAZE and launched
our project to spread Japanese sake across the world
starting in France. The 2 brands we prepared are the Hijiri
flagship brand “Hijiri” and the “WAKAZE Taste Comparing
Set” where you can find your own favorite flavor. Both styles
of sake have a deep flowing flavor brewed along with the
natural features of their land of origin.

18BMFRIXDES. BESE, BB ORMILF BV ZHTKE,
FEHORBIIRPELEVEALZRICHELBESPEERREDND &,
ReBARBEOCNFEITTEE U e [EHDERDN LAATEE, BIHD
ANZHEVBHEDTHO VW |, ZOBTOBICHELAEZTAT21-X
F—LWAKAZELHBAL. 772223 HMREEICARBEEZLDT
WKOPARTAYTIMTY, AELAET IR EBEEDE$81R [ 2 |
& BNFADFRERES [ WAKAZE ALY | D2D, Z2DES
52, ALt eEbICBLTRARVERDVLRNATVET,




Japanese Sake Getting along with French Cuisine
BEREBEE7ZVAFREBZHBRLIC,

In order to break into overseas markets, where the majority of people have
little to no experience with sake, we conducted research to find widely accepted
and loved flavors. We actually visited Paris and conducted interviews with local
distributers and consumers, giving them sake to taste test. While repeating the survey
we began to see sake not only through its flavor but through its ability to become a
tool for communication. “Each sake tastes great but the best part is drinking them
with others and having a great time !” We heard this over and over again, causing us
to rediscover the original charm of sake, its ability to bring people together across
age and cultural barriers. In countries such as France with a strong food culture that
carefully matches wines to meals, we hope to see more and more people enjoying
their food with a cup of Japanese sake in hand. We must make our dreams into
reality, and to do so we are prepared to take on the challenge of developing sake’s
market through exhibitions and business talks around the world.

HABREBROLGWADZWEBHANDERICHAY), STRVBALONVIFEARTVERD
DY —F TP RERICNVES N RBDBBEECHEEDAXICARBDRALRE 2
E1—%&FEM, ABERVRTHTRATIADE, KOFHFTEL AI2=25—Ya>y—)b
ELTDOHBBEDET U [ENBBVLWITE, AALTRALDFSETIOREI —FZELW]
EVSEHEL BACHAEBATHRLINI BBERROBHEERHE. BNLDICEDET
TAL e BADEEBBOMPLERYILEEODETII AT, BABERFICRBEELDHZO
EEBELRDEV, ZORVWERRIA BRaPEMeB UM o REFARICHKBLE

Just as wine has its grapes,

sake is brewed with special rice for brewing use.
Sake brewing begins with the steaming of its rice
which has condensed inside of it all of the flavor

- L
and fragrance components of a great sake. oy -

TAABEROT R I HB L2,

BABICHESE)ISE U555 4K [EEFEK] 5 5,
BORPEFNDTELBRA P EHEL T DKE
EIIELHBEENNIELES,

Across the freshly steamed rice is spread a kind of mold called “Koji” used for fermentation.
Through a hand kneading process the koji is evenly spread throughout the rice,
giving birth to the key of sake brewing, a high quality koji-rice.

RUERIC, RRERBIEIHED—RE[H 23D T3,
ADFTCTEICHAZCZETRIAREESCKICEL A,
BEENDREGBIRBICRPELEVEDOVWVERIETND,
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The finish of the resulting sake is strictly gone over and appraised by the Kuramoto ( brewery chief).
Only the sake that has met taste, aroma and color standards befitting
Hijiri Sake’s 7 generation and 170-year long history, is shipped around the world.

TEHP>72BIE. ZORLEPVEEEBTICEI TR UK REDSN S,
B-FN - BOITRTUIEVT 7TRI1I7T0FEDELEH D EBEEDHELT
SEHLWKEEBLLEZBDEFHFHOFUISES TV,

Hijiri Sake Co., Ltd. ZiEE&EKNXS4t
Hijiri Sake conducts the manufacturing and sales of sake and shochu. Founded in the 12th year

COMPANY:

of the Tenpo era, the Kuramoto took this long-established local sake, creating the company’s
flagship brand, “Hijiri” and began selling their product locally and in metropolitan areas to retail

stores and restaurants.
B REOMEREET . RR2FAROLWMA TR LEEHT T FERBAL. RAOHAE 5 THA
DTS - RATE THBALTL 3,

PROJECT Takuma INAGAWA FEIEKE
MANAGER: m Mr. Inagawa is the representative of WAKAZE, originally having worked in the foreign consult-
% ing firm, Boston Consulting Group. Through collaborating with Hijiri Sake on the “WAKAZE
a Taste Comparing Set Project” he has conducted surveys of consumer needs, began product
development with those needs as a starting point, and taken on publicizing along with sales,
reaching fund goals through crowd funding within 1 month of fundraising.
WAKAZE KR, AERI YT TR KA AL HNTA LTIV —T H G, [ WAKAZE BRA N
TybRFETOVIIN | TOEEBEEENDIATHAL -2 3> TOHEEND—IDRE Q=—Xt €A ELBEMAR
® PR-BRFEEBETV. VFIRT7 T U TIRBEREN1 7 AR T:ER,

Yoriko TSUKAGOSHI k¥
After graduating from the Kuwasawa Design School in 2009 Ms. Tsukagoshi began work as a

DESIGNER:

By adding in additional steamed rice, yeast, and water with the koji-rice into large tanks and

designer and later travelled to Europe. In 2014 she graduated from the University of the Arts

letting it ferment over 3 weeks results in a finished sake product. All the while,
London Central Saint Martin’s BA Graphic Design course at the top of her class. While working

the sake craftsmen called “kurabito” stay day and night at the Kura (brewery)

- as a freelance graphic designer and art director she holds various community art projects in a
constantly managing the brew to completion. number of areas throughout Japan.

2009 HEMIERERTIICMRAFEERT A OLBICRBELVERE, 2014F0FOEMiKEEL ML
HAICMATERK BR-KESZLIORICAN, SLT3BREN 1 TRESL S AN TES, 1> hv—F>X BAGraphic design 1~ X BT L, BEBATITT( v IFFI> F—pF1L Y
ZOE. BAEFIENBBALBPBISAEIAAL, ERETOBIRERLCERTS, Va OREETEED, HALBETIIAZT 17— OTAVIY MEREL.




1 “Hijiri” Yamada-Nishiki Junmai-
ginjo (720ml, 16% alcohol content)
/ This bottle of sake represents Hijiri
Sake and is brewed using the king of
brewing rice, the Yamada-Nishiki
rice strain. Having a neat and crisp
taste, this sake has great compati-
bility with strong tasting foods such
as cheese or liver pate.

2 LR FKSEE (720ml- 7)L3—
WEH16%)  BROEEE L (ERE
I MEHbN B [IUMER] TEEL 22
EERRTI1IR, §oZWELEBRDL
T F—ZARLN=INTEVS =T EDIE N
ARHDEHHEEN L,

2 “Hijiri Wakamizu” Junmai (720ml,
16% alcohol content) / A sake only
able to be made in Gunma prefec-
ture, made solely from Gunma rice,
water, and yeast. With a refreshing
aroma and a subtle acidic charac-
ter, this sake goes well with dishes
that have a fatty deep taste such
as duck roti or steak.

HD oK K (720ml - 7L —ILEE
16% ) / BEBEOXK. K. BEROAEHW
o, BEETLA O AVWE, B HPEF
NEEDDPEBRIERT. BOOT 4%
Z2F—XBEDIRHDOPHRDBOFIEE
HELEDS

3-7 WAKAZE Taste Comparing Set ( each bottle is 300ml, at around 16%
alcohol content) / 3: The effervescent “sweet X bubble” sake with a live
fermenting mash that continues to ferment. 4: The “sweet X fragrant” sake
with a sweet aroma reminiscent of banana. 5: The “sweet X clear” sake,
easy to drink with no strong overpowering taste. 6 : The “dry X clear” sake
with its refreshing flavor created from the Gunma native Gunma KAZE
yeast. 7: The “dry x fragrant” sake that spreads a fragrance of apples
throughout the mouth.

WAKAZE SR#AHERE Y b (Z300ml - 7ILO—ILEH16% 1#E) /3 :£&/b3
ADREBERITIRAMD [HXE], 4 NFFEEHEZHWEND[HXE], 5:
TP HELERAR TV [HXFE], 6 WTEEOHE KAZEBBIYECI-E)EL
FEBMYD[EXE], 7:WAZOLSBFIFOAVLIEWNIED S [EXE],

ADDRESS : 380 Shimohakoda, Kitatachibana-cho, Shibukawa-shi, Gunma 377-0061, JAPAN ./ TEL : +81(0)279-52-3911
CONTACT : info@hijiri-sake.co.jp ~ URL : http://www.hijiri-sake.co.jp/index.html
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Designing the Ambiance of Singapore
IUAR-NOERBETYILELE,

Japan Made X Singapore Design

Teaming up with the Singaporean Gallery shop Supermama, we take on locali-
zation of traditional crafts from around Japan according to local specifications found
abroad. Centering on traditional craft goods, in order to dive further into the local
culture of these products, we have conducted strategy meetings and built bases
from which we can easily get the word out. These bases double as a place where
we can hold discussion with local creators and clients as well as a space that can
be coordinated into stores using the knowledge of local style gained through our
meetings. Through not only localizing our products, but also by arranging staff
and a sales environment tailored to the local style, we have been able to create
an intimate local connection for our products not found in “off-the-shelf” stores.

SUHR—IDEL T 39T Supermama & F—LEHA. BAZHOGEHIE 4R
RICA—ATA X, ZThoDFEREHMIC, SSICRBEHDANF v —ICANATC =D DIFERFHEE
BIEOWS D) ETVEL, T TESTIVIA 2P IIF( TN BERmEER DO DEREE,
ZZTHROLNAEHMREHEICEBBOBE TCI—Tr 2N EERHERDBIIGAATY, BDETTE
LHDERWBECARPEZRBETCA—HDIIXTEI2ET BBRDY a3y T ICHNB 7T TldEEN
EUOERERMDOBARsESED(NE LA,




Aristocratic twelve-layered ceremonial kimono
from the Heian period, military commander body clothing,
Noh costumes, etc. These brilliantly decorated Japanese cultural

With its crystal clear white body, this product
costumes have been embellished with Kyoto embroidery. y ¥ P

employs a deep Cobalt blue detailing that gives
Through these playful badges, depicting typical Singaporean people, P ) y P ) 9 9 .
the piece an overall warmth unique to porcelain.
Using a method of expression born of 400-year old
tradition, we celebrate the 50th anniversary of

the founding of Singapore.

we can easily come to know the exquisite techniques
used in creating these products.

TREBRO+ZE RHORR. EEREE.
BADIRE AL & R ICEM L X 2 TEORIHH,
SUHR=INDOHIREE e N2 Tz
A—-EFXBETyNRCEBLT, ZOREBAEREIC
S[EBICMNBFLEZEN TES,

To the left is a blanket from the textile manufacturers MARUJU,

. - ) P BXBISLOLRWBOAL.
founded in 1922, and Supermama’s joint fabric label “ikue’.

ECrh{HbNERLSEIERIEHFREHFENHD,
400 FEDIEENEALLREHET
SUAR—INDEESOEFEER TV B,

This blanket is created using textile processing techniques
that have over a century of history and incorporates
a Singapore pop culture feeling woven into the fabric.

BIZE90F DM X —H—. <)L 1—& Supermama D
HETFT V7L —~NI[ikuel DTS5 4rubk,

B &7 —HADDFE L & 35 DA DN THAMT (S
IUHAR-IWELWRY T LRI ERAAL,

Finding Teammates Throughout the World and Japan
F—LXxfrattRBIC, BEAHIS,

B dlCs
& -

Republic ol \Ungapoir
W7 o g 3 o
Repubiih Sngapurs
i @~
HAPPINESS, FROSPERITY AND PROGRESS FOR OU R NATION

-AKL
€«A+i

“Connecting Japanese manufacturing 100 years into the future”. This [BARDHD I EI100FXIZDES ], ShH HL
is our end goal. In order to make this a reality we not only need teams FEBDBEETY, ZOEBRDAEDICIEIHR=IVEGFT
around the world that share in our philosophy but we must create bases HBAHABEICEREEF TEZF—L. ZLTHERE
where we can hold discussions and launch publicizing plans. Of course, we BENTEIWRE DL TVKDLEYPHIET, BBA

cannot accomplish our goal just with teams overseas. It is also important
that we actively bring back to Japan a new kind of “Made-in-Japan” that
has been localized around the world and have our products as well as our
business model be known by more and more Japanese manufacturing
companies. With this will come new chances for expanding business. We
also recognize that we must create places where not only companies but
everyday consumers can become acquainted with our products, and by
doing so show people the as of yet unknown charms of made in Japan
goods, bringing our work to every corner of life in Japan and abroad.

ABHEITETATIEBNEEA, HRFTO-HF
AXENEHFLVAIR -2 - Sy EAKREARICHTE
BEICHEEAH, ZTOEFELIZDODEAEDHD DL
WERFEICH-THLEIZEDBARYITY, ZhiEEo»FIC
I EDRRAFARAHEABTLED, T ELY
THL—BOANLEEPERICHNShBi5E DN,
ABARDHD I DRSNS 2 HAOEEADIET. Fhlk
ENFEEHEESLDBLICETRBEILEIIEHEES
EEATVET,

Tin was used long ago as a resting spot for
Japanese sake and tea utensils. Although a metal
based product, we have taken advantage of the extreme
flexibility of its 100% pure tin body and through
detailing modeled our rich petal.

HPSHADBERPRBORMICHVWSNTE 85,

EETHIEDSFERICESHPEHME100% DHDIFEEEDL L.
TAT—IVEPETRUSEEM L,
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The ultimate goal is to form communities
connected through shared values and sympathies.
As we center on Japanese manufacturing

we continue to create mutualistic mechanisms

) that exceed the category of “country”.
The ultra-thin glass of Shotoku Glass,

which has continued on to this day from the Taisho period in Japan, SR EEIL,

is all made through a hand blowing process. MEBRP LB TR D<A =T 1 DK,

The material is made as thin as possible so it is able to be used ARDHD I ML BeWS>h7d)—%8BA %
as a tool with no feeling of discomfort when put to your lips, R EEDHBEAPEETNDDOH B,

making for a soft rim to the glass.

KERREVFERBHEFOBET X IR TFRETO(5N TN S,
FMEBEEELTOMBRETEHEILTWADT
BICMN-EEOBMBF DL RAOPFPE LU,

COMPANY: MARUJU Co., Ltd. #X&#tvIa—

Founded 90 years ago as a dye processing plant, taking advantage of its many years of accumulated know-how and
networking, MARUJU is a company that has worked with arranging and processing fabrics, sewing, and conducted
business in everything from product development to sales. Using natural fibers such as cotton and linen, MARUJU
has developed products that are simple, made through high quality processes using high quality materials.
RIXIOFNEEBMITHELT REOEMINAL/INTVERXYIT—VEFEI L EHOFE,SIMI. R, RERELSHFTET
EFHITVET, RARMMTHZIy b U EFERAL. SO TUVTEMPRIEICIEhoEmRERBALTVE T,

PROJECT
MANAGER:

Keisuke OTANI X&Z#

Having worked as an Merchandiser in various industries, Mr. Otani is instrumental in the sales of high valued prod-
ucts from manufacturing companies around Japan, as the merchandiser of the online select shop STYLE STORE.
Currently through the collaboration between Japanese businesses and local overseas creators he supports the
expansion of Japanese manufacturing abroad.

2 LEBTOMDER T #2714t U397 STYLE STOREDOMD &L THASHD 6D D<) SED S INfER R D8R
FICRA BERAARDHDO I OEsELRE B/ I-2—RIFZATKL - a>THFR—h,

Edwin LOW

Mr. Low is a graduate of the National University of Singapore. In March of 2011 he opened the gallery shop, Supermama.
In December, 2013 his collaboration product line, the Singapore Icon series, received the President’s design award.
SUHR—IWENKFEEE, 201MEIRICEF+TY—2av7 SupermamazF—7>, 2013F12BICATAL—2 3 BHRTHS
“Singapore Icon” >)—X'»" President’s design award # % &,

DESIGNER:

108 109




1 ikue / blanket / A plump and soft multi-wo-
ven cotton gauze with a camouflage animal
pattern print.

ikue / blanket / 3 o<K 5 FE 5P HZEHIAVIH—F
ICBMIRDHET T2 T )b,

4 Vanda / Tin-made chopstick holders crafted
into the shape of Singapore’s national flower,
the orchid, using Japanese traditional casting
techniques.

Vanda / BARDEHEMDI=HEAM T2 HR—-IVOETE
THIBEED-E-T-BHDEEX,

2 Aspects/ Thin hand blown glass cups paint-
ed with objects and landscapes that represent
Singapore.

Aspects / EREDHTFICVCHR-ILERBTSH
DXEAREEEHNT TR,

5 Good citizen of Singapore/ Comical embroi-
dered patches that personify the everyday
landscape, past and present, of Singapore.

Good citizen of Singapore ” > HR—-ILDEED
AERASEHAMELAIIAIERIIET v~y

3 National Day plate / A motif pictured plate of
the August 9th anniversary of Singapore’s 50th
year as a nation.

National Day plate / ¥ #K—JLEE 50 E £ N2
ZHTH28A9REEF -7,

6 -7 Hinoki stool / Wooden stools routinely
used within greater China, refined using highly
durable and pleasantly fragrant Japanese cy-
press wood.

Hinoki stool / FEE THEKICfEDhZARE Y —
WEMAMICENET)SVEROETY 7712,

ADDRESS : 5-209 Kusunokiajima, Kita-ku, Nagoya-shi, Aichi 462-0014, JAPAN . TEL: +81(0)52-901-1966
CONTACT : mail@maruju.net ./ URL : http://www.maruju.net/contact.htm
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“WAO”, Kawaii
Mo, Ly,

WA mignon Project

Maintaining a high level of quality, backed by techniques unique to Japan and its
long history of manufacturing, while maintaining compatibility with the modern sense
of cute, or “Kawaii”, we present WA mignon children’s clothing line. This fashion
line has incorporated traditional industries from across Japan in a large number of
its products, such as T-shirts featuring Hiroshima denim which originates from the
fabric bingogasuri, considered one of the 3 main kasuri weave of Japan, or aprons
that use as its material Imabari towels which are known for their excellent water
absorbing properties. WA mignon chooses to incorporate these industries in hopes
of expressing “kawaii” in a way unique to Japan, unable to be copied by any other
country. Along with its cuteness, Wa mignon is a kids clothing line that really brings
the customer a sense of being surrounded and embraced by Japanese culture
accumulated from all over Japan.

HDINICRVWEEDHZAADHMICEITbShAZBEOTE L, BED[rhLV ] DREE
EMMIEAEFEBRIT-3Z23> ], BEAZARBOUVEDESh2EM [ HES (CAZHTY)]
EERBICHEDLEETZLEH LS 07T v VX, BREOWAKMETHNOSNDSEXFTINERMICL
EI7ACEE, ShETHZLOTOFIMIBASHDEMEEZEELRIANTEEL, ZOEH
. OEDEICHBELTERAVWCOELTD[PHhVWW] ERBLAVEZALDS, 7323213
ZOrbnsLEEHII, BABRTEAEEROXEEFRVSIEWICELUSNZTFEHRTT,




Gifting Tradition to the Future
EfERRICHES,

Unlike adults, children grow and get bigger day by day,
going through clothing sizes just as fast. This makes children
clothing prices extremely important for the average consum-
er. However, we believe that children who will take on the
responsibilities of generations to come should, through their
clothing, experience the quality of high level craftsmanship.
With rich culture and stories connected by areas of production
across Japan, Wa mignon clothing is by no means a cheap
product, and is made in the hopes of firstly, being a perfect
gift for that important little person in your life. After which we
hope that it can be given as a gift to more and more children,
creating a cycle stimulating the local industries that make these
high quality products. Our project and goal is to hand down
the tradition of Japan to the future generations of the world.

KAERGY, BHERLTWFEHBDHE, FCICHI AP EDE
{E-TLEIZERS, FELRBMIBERTHEATEON — I
blhEth, LLIASIE. ROBREESFEHLBICZZRE
BULIBAOSVWEMICHBNTELWEEZTWEY, EHPDOLENT
EEREXECEIENMTISNATNE T -IZ23 > ORRIGRL
TRMALEHITEBNELCAY, ETRATPEANDEIMEVNSI 1B
TFICH-THLVAEVWERWET, ZhERICASLBFEN R OH»
(CBBV). ERIDFHEDICHEY) - EWSHAT P EERNIE, BDTE
EHDOEZEDRY) EPVICOENBIET, Fhl-bDEEIE. BADEH
ERRANEBZTOVIINTHHIET,

Within the cloth, which utilizes a thickness unique to hand-spun yarn,
is a robustness and exceptional ability to keep in warmth.
Also being a stretchable material, kids can freely romp about without risking rips or tears.

FTOOWVWERESTRDEAEED LEMICIE, RBEODREBMEELREINH B,
ALy FREMDED, FEOPEVLIEWNCEEZENAZDEIN UL,

The indigo dyed clothing has deodorant

and antibacterial properties. It is also said to repel insects.
Not only for its beauty, but to maintain that beauty

it is created with functionality in mind.

BEREDUARRICEBIR - MEVRP 55,
REFHEFIEVEDBEDITH,
RIEBOELSLEGTHELINERD IO DHEEEMICHER TV 2,
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WA mignon retail shop.

In addition to Hiroshima denim and Imabari towels,

the store holds in stock various products deeply rooted
in regions throughout Japan such as Sabae glasses
which make up 90% of all domestic frames

within Japan, or Toyo-oka bags that have
their origins in wicker crafts from the Nara period.

7323 DEEE, LETZLRSEZFIVDENICSH.
EERFEIL-LDIEE LD 3 [HIIRE |
ZRERONEI REL TS [EME] 5L,
ARDEWF IR DA H@mERRL ISR ATV B,

COMPANY:: WA mignon CO., Ltd. #X&#7-3I=3~
This company is a “Made in Japan” children’s goods select shop. In addition to the main shop in Jiyugaoka,
there is an online-shop. Utilizing Imabari towels, Hiroshima denim, Sabae glasses, and Toyo-oka bags, the
company produces children’s goods based upon traditional techniques developed in Japan.
(MR T v RCOFHAROEL I ayT, BRAFEICKRENHY . 72512 avT bR, $AREIIN - LET =LA
BIIXAx - BRAANHE BARDEHREMEN-ICLEFHARETOT2-XER,

PROJECT Kazuhiro HIRAMATSU FE#fniE

MANAGER: As the Sales Manager of the Sun Rally Group Children’s Clothing Department, Mr. Hiramatsu has a number
of OEM achievements with major domestic retailers. From the time he joined the company he has consistently
engaged in the children’s clothing industry, becoming familiar with cycling fashion trends and overseas

=} markets, turning his hand to domestic and overseas work, conducting wholesale business, retail business,

internet business marketing, and collaborating with various domestic industries.
Y)W —TFEHRBFADEXEMIEE LTERNAFNEREDOEMEE S M, AH#ELP SBEEICESIETC—ELTFH
REFRICHEDY, 77023 Lo ROFBYBAY Ty MIEBL, HFEEE NTUEE 3V bREY-—FTT17 BX¥E
EDAZRZEAN. B FTBEFHIT TS,

DESIGNER: Kenichi YOSHIZATO &HE&H—
Established cmyk Interior & Product in the year 2007. Mr. Yoshizato conducts a variety of design activities,
creating designs for hotels, offices, and commercial facility or shop environments. After winning DDA in 1999,
he went on to win a number of awards including the JCD award with “2K540 Nippon Department Store”.
20074 cmyk Interior & Product &%, A7 X4 71X, BREFE NP ST LT T ETHBISE) THA BB E1T 50
99EDDAANELIEE, JCDARE[2K540 BABEE | ESHES .
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1-2 WA mignon Cardigan / These knit cardigans
are made in Gosen City, Niigata Prefecture, where
the textile industry has thrived for decades. With
its casual lightness and dense mesh it is able to
keep warmth in, like wearing a warm layer of air.

WA mignon h—71 4>/ B SHMMEEIBRAL
FREARM CRENALZ NI —T1H b EL
FBIEBERBECLZRBEDL SN £33 TEI VR
REEESTVWBREI BB LMED 5T,

3-+4 party ticket Shirt Series / This shirt uses
Hiroshima denim. This design is not only a cute
accent to the clothing, but the denim is an inher-
itance of dyeing and weaving techniques from
the land that produces bingogasuri.

party ticket >+ U—-X/ [RBTF=LEHAEDE
2w THAL DL HbVWSLWT IR MIES T
Tl REMOERIRESHBOTILED /Y
DEMHIIADSNTND,

ADDRESS : 2-8-7 Jiyugaoka, Meguro-ku, Tokyo 152-0035, JAPAN ./ TEL: +81(0) 3-6421-4793
CONTACT: info@wa-mignon.co.jp ~ URL: http://www.wa-mignon.co.jp/

5+6 Dress Towel / A quick glance its way and
it appears to be a dress but in reality it is an Ima-
bari towel. If you hand it up in the kitchen or
bathroom it brings a bit of humor into any casual
living space.

RLZ&AI / —RRLADESICRZAZNERSA
T FyFURHEABICH AL AREVESLD
CRICEDTMEATLEII-—ETEFAS5N 5,
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Meetings with Professionals to Formulate Strategies
7071vaFIVERIEBRE

STRATEGY SESSION

We have called on a number of leading key figures from various industries

to act as advisors. They are highly experienced in leveraging the strengths

and allures of Japan in product development to overcome differences

in commercial culture and they know how to effectively expand overseas markets.
These professionals function as members of the project’s advisory board,
effectively and concretely supporting business operations by periodically

getting together in “Strategy Sessions” to share project updates

and discuss any challenges that they faced.

BARUESEE - FERENTOT7Iy Y aFILET RS HF— LT,
[FEENXIEDEVEEIRYHMAZY] [LUMNRWEREEAOAELE]HE
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[RbTTFT—tyia | 2 EHNICHEL 2ELMBPRBRED &I
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Matching Guests at the Forefront of Activities
RAIRCEETEITANEDTYF T

MATCHING FESTIVAL

Inviting domestic operators, designers and buyers, we hold matching events

with performances and discussion sessions concerning the overseas expansion
of business. These events establish a place for companies to plan the publishing
of their project’s process, presentations by companies that are seeking to expand
overseas and for advisors and experts to hold talk sessions, becoming

the perfect place for business matching that will lead to overseas market expansion.
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A System Able to Present Behind the Scenes of Each Product
LONDERETIEABLLA

COMMUNICATION TOOLS

It is advantageous to produce tools that can be utilized by

project managers and operators during exhibitions, events,

and business negotiations through a variety of media. Starting by
incorporating the characteristics of each product together with our project,
we have provided multilateral mediums which act as contact points,

where people can come to know the hearts and minds of the people, stories,
and goals behind each one of the 13 teams and projects that represent

the pride of Japan manufacturing and ingenuity.
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ADVISOR PROFILES

Yu YAMADA
Wi &

Buyer / Supervisor
NAY—/EEE

Mr. Yamada was born in Tokyo. After working as a
buyer for IDEE SHOP in Minami-Aoyama, he
founded method inc. in 2007 and began working as
a freelance buyer. He iscurrently a representative
director of method inc.In 2013, he released Discover
Japan Special Issue : Kurashi no Senmonten through
Ei-Publishing, and in 2014, he released the book
THE METHOD OF SHOP SUCCESS by Seibundo
Shinkosha Publishing. In addition to acting as a
jury member for the Good Design Awards and other
competitions, he teaches part-time at Kyoto Seika
University and delivers presentations and lectures
at various educational institutions and production
areas, working actively in a wide range of fields.

HEREHH S, EEIWDIDEE SHOP DAY — % T,
2007%. method (XV vy R) &5, TU=F>ZDN
(Y- LTEEBEIED 5, BE. HREH AV YRR
1%, 2013 % [ 5t Discover Japan &5 L DEFJE |
(TMHARME). 2014F [ FHAL &R TRAD 2ayT
RIDDAVyR ] (X EH A ) ERT, JyRTFHFIUE
EBEXEFIFILH. BTV DEBEX. 7H
RBEAFFTHEMLE L, HERBOERLETOES-
HELE, BIRICEY EBT,

Shoko TSURUMOTO
BERT

Creative & Managing Director
IVIAT1T &I E—F VT TF1L I8 —

After graduating from Joshibi Junior College of
Art and Design, Ms. Tsurumoto has been involved
in the production, management and planning of
art work as a contemporary art collaborator based
in New York and Tokyo. Starting with Venice Bien-
nale, she has participated in a number of exhibi-
tions held at prestigious museums and galleries in
Europe, the U.S. and Japan. In branding a one-
of-a-kind, high-end titanium tableware, the SUS-
gallery Vacuum Titanium Tumbler, she handled
the entire process from product development and
production management to channel development,
and successfully developed the domestic table-
ware brand and a first-class distribution system.

LFEMBIARPELES NYERREMEIC, BAEN
RIATRL—2— LT MERHIE IR —IX b REIC
Hhd, TIxFTEILF—LEELHIA—Ov/N, TAY
B, BEROEMEE. ¥+ —ICBHBRESICHEZ<E
e HRWICHZEREVFENIILRT—TIIIT
[SUSgallery BZF4>hyT | DT F12 T &EL T,
FmARE. WETEIPSTBRAREETEN—2ILTITL,
BREADT—TNIIT TSR, —Rim@BEEY L5,

Katsunari SAWADA
ZFHBK

President and CEO, id10 japan corporation/
Branding Director/

Supervisor of JAPANPAGE
FATFA—TFo v N BRSERRRHRER
7507197195~/ JAPANPAGE ##&

Mr. Sawada was born in Sakai City, Osaka Prefec-
ture. After working as a planner for Interbrand at
its Tokyo Office, Sawada established id10 japan
corporation in 2008. The company is engaged in
planning brand strategies for new businesses and
providing marketing support for the creation of
brand stories for the products, services, traditions
and regions in Japan. In addition, the company
aims to develop infrastructure for the purpose of
cultivating foreign demand for the Cool Japan
campaign from regional areas through the crea-
tion of a network of overseas media organizations
and buyers, management of JAPANPAGE, sales
of the on-board advertising business for LCCs
visiting Japan and increasing the number of for-
eigners visiting Japan through publicity activities.
He served as a collaborator for the Manufacturing
Collaboration Project in Sumida Ward ; Explo-
ration of Overseas Sales Channels Division.

KEEFRHE G, 1> 2—T I RRRAT1ADT 7 F—
ERET 2008 FET7AT1—To Y v IR R E R H
HEXETITOIDOLBEULRERL D, BARDER H—
EXz# - WEOT IR M= —-D3—FF12 T X iE
BT 0 BHATATRNAY—ZybT—I1E%E. JAPAN-
PAGEMEE. FHBLCCHALERTE, EzEs/—IV
Ty OBNERRBCHASNEAMEEZBNICLAE
HIBRA 778 FEEBET. E2HK [HDINIATRL—
YA REBARBRABI IR —2-FEEE.

Naoko YANO
EHEF

General Manager, Planning & Design Office, House-
hold Division, Ryohin Keikaku Co., Ltd. and Design
Director at IDEE Co., Ltd. / Part-time Lecturer, Depart-
ment of Integrated Design, Tama Art University.
RSHE £EREBEET YV ER HRASH IDEE FH1Y
FAL 74— HBSEEMAKE STV 28 FRBHBE

i/

Born in Tokyo, Ms. Yano graduated from Tama
Art University before joining Ryohin Keikaku Co.,
Ltd. in 1993. In 2003, she accompanied her hus-
band to Sweden and started to live in Malmé for
three years. During that time, she worked for
MUJI Europe on a consignment contract and was
involved in exhibitions at Milano Salone and
product development for MUJI Europe. In 2008,
she joined Isetan Mitsukoshi Laboratory (former
Isetan Laboratory) Co., Ltd. and was responsible
for the direction of the living supplies. In 2014,
she joined Ryohin Keikaku Co., Ltd. again. Cur-
rently, she serves as the General Manager at the
Planning & Design Office, Household Division.

RREE TN, SEEMAFEZEERL 1993F, HAsH
B&EtE AL, 20035, ROFETIII—FA, 7
IWATIEBIT, 2O, EHEFXTI-—OV/YMUJIIIC
®FE, 37/- 40— OERPI—Ov/X MUJI OE&H
FRICHED S, 2008 F, HASH WAL HMER (1B
BHAMREA) AL, VELTDOFaL T3> %4BY,
2014 F. RBFENBUAL. BRELEFHESCETY
1CEREBDD,

Akihiko SHIMADA
EHEEZ

Kyoto Tourism Hospitality Ambassador/
President, CLIP inc.
RHMBERBLTELRE

WIVy T RERMG &

Born in Kyoto and raised in a family of craftsmen
who were engaged in the craftwork of traditional
family crests, Shimada graduated from Rikkyo
University. After working at the editorial depart-
ment of the Japanese sports magazine Number
for 10 years, he started to work on the direction
of regional revitalization and town development
throughout Japan, doing planning, production
and enterprise consultation related to food, living
and entertainment. He founded a planning com-
pany CLIP inc., whose mission is to promote his
hometown Kyoto to the world and attract foreign
tourists to Kyoto and to develop new business
and new business types through collaboration
among people, goods, events and culture. Based
in Kyoto, Tokyo and several overseas locations,
he has overseen the production of KOTORI light-
ings, IYEMON SALON, a designer hotel called
The Screen, the Glass Tea House and the reno-
vation of Kyoto City Zoo, with “tradition” and
“modern” as keywords. He released the book
“The Art of Building a Prime Personal Network
that all Successful People Should Practice”.

EHHEFL, MEIZBAORICE D, LHKFE, X
R—V# &5 [Number | fREEBIC10EREHEE. AXS
HOMEENE. FO), B BEOLBETOTF1-X £
EIHNTALT T, BUBREMEHRICRIEL. =4
ICHEABRE B NI REEE, Eb /4 OMX
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Py o], FH¥12HR7II [ The Screen ], [HFZAD%E
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AEEXSTVB—FH DA |, REBFEERZ4FRIER
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To Become a Guidepost for Others’ First Steps
BEAHMT—FDEEFICLES

Shigekazu FUKUNAGA Deputy Director of Creative Industries Division, Ministry of Economy, Trade and Industry
BAKRM gL ITFTERR BERE

Japan is a treasure trove of attractive products. There is a large number of SMEs
that have products just waiting to be introduced to the world. These products are made
using techniques accumulated over centuries of craftsmanship; steeped in culture
rooted in the everyday life in regions throughout Japan. However, the harsh reality is that
there are various hurdles to overcome for these businesses to develop on their own and
expand their market overseas. That's where the Ministry of Economy, Trade and
Industry, as a part of the Cool Japan strategy (an initiative intended to advertise the
charm of Japan to the world and to lead to new private business.), launched and began
supporting the “MORE THAN Project” which takes aim at developing overseas markets
through SMEs working with outside specialists knowledgeable in overseas markets.
These SMEs, with their little knowledge concerning international market development,
team up with a “production team” composed of project managers and designers who are
experts that have a track record of rich experience in overseas markets, specifically
encouraging these businesses to proceed with overseas expansion.

At the same time, by setting the adopted project as precedent and by widely
publishing the process along the way to overseas expansion, these efforts become a
milestone for other SMEs to set their gaze on international expansion, bringing into view
possible contributions to market expansion within their industries. It is our sincerest
hope that by introducing the efforts of each project in this booklet, we can create a
starting point for SMEs throughout Japan on their first step forward, out into the world.
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