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The Unconventional Aspects of Japan

Today, manufacturing in Japan is independently dynamic.
While purposefully inheriting the culture that still thrives
in the production areas
and skillfully carrying on with techniques that
have been perfected long ago,
the country keeps pace with the current age with flexible ideas

for great leaps forward, to innovation, and to the future.

It’s a fresh Japan that also surprises even those of us live here.

Some made historical, traditional crafts enveloped
in the cutting-edge notion,
or others offered the bold combination of
regional culture with foreign culture.

Aiming to vividly redraw the Japan which the world imagines
and to easily leap over any preexisting classic items,
creators of the next generation have gathered together
for this MORE THAN Project.

We hope you enjoy the challenges of the 12 teams

that will renew Japan with unprecedented creativity

after countless trial productions, experiments, ideas, and ingenuity.
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12 Japan Born Projects from 12 Regional Companies
12 B DOERICES, 12 DAXK,

Small and medium-sized enterprises (SMEs) from 12 regions in

9 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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NEW “SAKE” TO THE WORLD from Yosano, Kyoto
NAKADEN BRANDING PROJECT

Cha no ma

KAMEDANI

MARUNADO, to the world

JAPAN MADE STROLLER

Cul de Sac-JAPON AOMORI HIBA PROJECT

Updating Fujiyama, Samurai, Sushi and Geisha
Chiaki HAYASHI / Representative Director of Loftwork Inc.
7O¥T - HBLFM-RY T4 vERHTS
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Deliver JAPAN PRIDE as JAPAN BRAND around the World
Shigeru FURUICHI / Deputy Director of Creative Industries Division,

Commerce and Information Policy Bureau

JAPAN PRIDE%Z JAPAN BRAND & LTt RICETS
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CANADA

COMPANIES

SMEs that produce a diverse range of products including
traditional crafts and fashion items, making the most of
Japanese regional features and culture.
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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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SMEs team up with project ma/na/g/érs and designers to {
expand merchandise steeped’in cultural traits from-all around the world,
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The products are targeted for expansion

in six western countries, namely France, Germany,

Britain, the United States, Canada, and Australia.
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In addition to Asian countfies like
Singapore, Taiwan, Hong [Kong, and

PROJECT MANAGERS

As the managers in this project, they carry out consistent
management beginning from market research, through
product refinement and PR, to distribution.
ARTATIINDFEE, MHHAE. BHMEE.

PR, MBFTE—BLTIR—IX b,

ADVISORS

Professionals working in product development and distribu-
tion for selling in overseas markets. Advisors support the
activities of each project with their extensive knowledge.
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T VIETNAM Vietnam, these prodycts are
H also targeted to Mexico.
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Successfully expanding overseas is not the end of this project; in fact, it's just the begin-
ning. The project aims for overseas sales of products not only from Japan but also

from country A to country B, then from country B to country C,

to spread our target products out into the world.
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Becoming Japan’s Future with

EHIC, BROFEA

Tomohiko AKIMOTO Loftwork Inc.
MTERE nxenorrr-7

This is the third year of the MORE THAN Project, the management of which | have
been involved in as a member of the project secretariat. During the first year, examining
how we the private sector would be able to maximize the value that only METI could
provide, we focused mainly on the improvement of methods of conveying information
while making full use of our creative abilities. In the second year, with the aim of stepping
up to a greater challenge, all of us engaged in the project formed a team and actively
created opportunities for different business operators to contact each other; thereby
establishing a system for drawing not on the ability of individuals but on the ability of a
group. Through these efforts, we were able to reap a rich harvest, acquire a lot of
knowledge, and build a solid human resources network.

Thanks to the baton of knowledge passed down from one team to another and
ungrudging support from partners specializing in various different areas, both the quality
and the volume of the project have advanced during this year, the third year, at a far
faster pace than ever. What can we do to help this flow continue into Japan’s future?
Asking this question to myself, | picked up the brochure we issued last year and found
that a sentence | wrote provided a clue: “we intend to release, as open data, specialized
advice along with all of the know-how and experience we have cultivated over the last
two years, for people who want to expand overseas but are unsure of how to go about
it.” We have realized that it is extremely important for business operators planning to
enter new and unfamiliar overseas markets to obtain access to relevant information and
networks. We would like to support these business operators in their efforts to compete
in the international arena and occasionally collaborate with them to develop the MORE
THAN Project brand into a promising Japanese brand. In pursuit of this ambition, we will
hand the assets accumulated by individual business operators down to the next-
generation of challengers. This is our mission left unchanged ever since.

It just so happens that the countdown has begun to the 2020 Tokyo Olympic Games,
and Japan is about to take its next step to move forward with a new wind at its back. We
will keep taking on new challenges as long as there are business operators, who want to
spread the culture and techniques of traditional Japanese craftsmanship, not only across
Japan but also all over the world and pass them down to the next generations.
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Tomohiko AKIMOTO #xTkE

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 rela-
tions 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 craftsmanship 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 cre-
ativity in order to win the hearts of overseas markets.

FEARZTFHA O IRRBEZHE, EFPDPSRLLT—MANUMIRZyT7ELTEDY, BERE
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Special seats for Japanese food

BARODRDHFRE,

WASHOKU Cut-Glass

Edo Kiriko is a Japanese traditional glassware and its
origin dates back approximately 180 years ago. Artisans in
Edo, now Tokyo, were charmed by European glassware, and
produced similar products engraved with patterns. Utilizing
the Edo Kiriko artisans’ techniques that have been handed
down from one generation to the next since then, we have
developed WASHOKU Cut-Glass as tableware to perfectly
complement Japanese food and sake. In the development of
the product, we examined what decorative patterns we should
create from endless combinations of vertical, horizontal, and
diagonal lines to be engraved in order to make food look and
taste better, how we can achieve the perfect balance between
glass color and food, and so on. We actually visited Japanese
restaurants and discussed these issues face to face with cooks
there to seek the best solutions. We would really like you to
relish the delicate beauty of WASHOKU Cut-Glass, which is
designed to take even the light reflected on food into account.

BLT180F/T. TR DBANRRDH Z XL S WK EL -
DR EEN ESNBIFEFo LK. BADOFLSFAMLEZ ]
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MELENOSREDNBERHETTEE L, BMICHZ2HDR
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What lies beyond “observe,” “omit,” and “add”?
BLT. H0WT, MmAAEIS,

“We want to make Edo Kiriko, which has become increasingly sophisticat-
ed by artisans over the generations, more widely known to the public.” This
wish has urged us to embark on this project. Considering that our activities
become a part of the long tradition that started in the Edo Period, we always
bear in mind the three perspectives: “observe,” “omit,” and “add.” We maintain
meaningful elements of the tradition, while discarding redundant ones without
hesitation, and then add a modern touch thereto. Only in doing so, we think we
can pass the Edo Kiriko tradition down to the next generation. WASHOKU Cut-
Glass is cutting-edge Edo Kiriko produced through exhaustive dialogue with
the modern food culture and repetition of the cycle of “observe,” “omit,” and
“add.” Believing that people around the world will favor the sparkle of WASHO-
KU Cut-Glass, we are now fully prepared to enter the new markets in London,
home of the cut-glass culture, and in Singapore, a gateway to Asian markets.
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PROJECT

MANAGER:

This yorokejima design is distinguished by a gentle

pinstripe pattern based on a bamboo motif.

Since the degree of waviness varies subtly with the force the craftsperson
put into it, every one of the glasses has a distinctive, one-of-a-kind feel.

NEEF—TICLERPPERIBIENRIE [ L5145 Lo
BADNIETEATEEPBICED B0,
INTDIT AN BEZDEDOVERMEER STV B,

o COMPANY :

After being polished once using

a wooden plate and a resin pad,

this glass is given finalized with cotton

and felt pads soaked in polish.

It carries on today the technique and spirit of
cut-glass craftspeople from the Edo Period,
and remains uncompromising

until the work completes.

AREPWHIE /Ny R T—FEEZE P T A,
S5 T TIVMCHERIE L HAAEET
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HORIGUCHI KIRIKO INC. #X&# EAYF

The Edo Kiriko cut glass artisan Toru Horiguchi, grandson of Ichio Horiguchi (the first person to go by the title Shuseki),
studied under the second Shuseki (Tomio Suda) and later inherited his technique and stance to become the third Shuseki
and found Horiguchi Kiriko. The company, highly serious about glass, continuously makes strides to impress customers,
to make them smile, and to keep them surprised at what it can achieve. By preserving traditional arts and crafts, Horigu-
chi Kiriko will continue to offer authentic Edo Kiriko products to its customers.

AFUFHA EOTEEFRBR) ORTHZEOBIE. ZREFH(ABEER) ICAHEL. T0H. =RBAELT KFTEHHEMEH#HK
LIBOYFERL, BHFEEZICAVEWL., BERICEBEXRBEBEEEADLHOALAMBICBDO NS, [BDIN]DEHKET
D, (A& £S5 BHRICRELED T3,

Takuya HOTTA EHE®

While working at K. K. SERIC, Hotta helped export the expertise and products of French companies to Japanese cor-
porations. After acquiring an MBA from the International University of Monaco, he returned to Japan in 2006 and
joined Honda Consulting Co., Ltd. to be part of the management revitalization project involving over a dozen Honda
Group companies. He left Honda to start Culture Generation Japan Co., Ltd. in 2011. Starting with Tokyo Crafts & De-
sign, a project initiated by Tokyo Metropolitan Art Museum, Hotta has helped the launch of a variety of new products
utilizing traditional craftsmanship and developed sales in Japan and overseas. Together with Kotaro Nishibori, Presi-
dent of TCI Laboratory Co., Ltd., he is in charge of organizing the Next Market-In Project.

HASHEVIICT 77 ALEXOZEEPIEN - BROBREEANDBALET I, EFIAXFICTMBARER. 2006 FICIFEL. #
KEHFL LY T2 JI2T, HONDAYL =T R4+ B OB EBR 2175, 2011F LB L. BE. %X &4t Culture Gener-
ation Japan i ¥ %, RREEMEEEZE Tokyo Craft & Design# BV 12, ZHIE=HMaE, LEH-b@mmESZ<AIEL.
AELVBATORBERICZKOEEE LIF2, /48 [ Next Market In ] EXE#F %, TCIMRABEREARELICHED 2,
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1-6 6-piece set/ Each piece in this set of guinomi sake cups has its own distinctive feel. 1:
Hane / Carved to represent the wings of a person holds it, dreaming of flying high in the sky.
2:Wa / Creates a thread of tension through a single line carved after polishing. 3 : Kurogise-
mangeyo-kittatehai / A bright, kaleidoscopic pattern appears in the bottom of the cut glass
when drinking sake from it. 4 : Kagomenikikutsunagimon-kittatehai / Combines a chrysanthe-
mum, a flower Japan is symbolized, with a kagome basket-weave pattern from the traditional
Japanese craft of bamboo ware. 5:Tabane / A vivid black-and-white lattice pattern that ex-
presses the bold idea to bring people together with strong will. 6 : Kikutsunagi / Reflecting a
vision to link people together for a long time with happiness.

7 20-piece set / This paulownia box is packed with cut glass cups in diverse colors, shapes,
and patterns. It would be fun to set it out at a party and letting guests choose their own ones.

1-6 6FH —DVEDICERLEBNERADI—HILNDSWE, 18
FICULEADRERY, EPEARETEILO5BE-THWELE
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DBERBEPETIN TS [, 3 BEEITVWTAOTIOERE, H1FD
ECAEBOLOILBEHIERNB[ BEWAERTILE (KAELFE
ATFESIESTIEWV) ] 4 BRDERIECHEIMTMIICART S
H#HIC, BAEZRMTIENVEDTHIHEADLYL [HE-HE
XYNRLE (D TDICELDBEDBAE LTIV ], 5 HEWE-ENE
LA-BWERETAERNBIEL4LIERBLAETR], 6: FBU2ALL
LOTIELL, EVWIBEVWLSEENA[ERB(Z<DLE) ],

7 20%H S E¥LE. B, XEOYFEREFEDAE, 2B
BICHBL. BALBILFADBERZATHLILIGFEVABELL,

ADDRESS : 5-10-2 Matsue, Edogawa-ku, Tokyo 132-0025, JAPAN / TEL : +81(0)50-3735-3755

CONTACT: admin@cg-japan.net ~ URL : http://kiriko.biz/
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The world opens

U5, 5T,

360° BOOK Cityscape

The 360° Book is a book that opens out into a three-dimensional diorama. It was
originally a complete one-of-a-kind art book whose mass production was difficult
due to its highly elaborate specifications. There are three key processes that have
made the product available to anyone; 1) bookbinding processing allowing the
pages to fan out 360 degrees without falling apart; 2) die-cutting technology with
laser cutter accuracy; and 3) fine stitching technique ensuring that all the pages
open up equally in proportion. These processes have been developed by highly
skilled experts through a painstaking process of trial and error. We would like
you to look around the free, open, and new book world, enjoying this new product
as a visually appealing storyteller as well as a decorative article for your room.

NR=VERKEALHEDT F I3 HIIRT S [360°BOOK |, T2ld. HENICFDIAALTED,
SABEENHELV—FHDDT— T vT Tll, #ICESTHF—TUERICT 0D EL -
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Opening the future of books
AKDOXRFKEVS5<,

Although it has long been said that the publishing industry is in decline, we
hope the 360°Book series produced by enthusiastic efforts of persons involved
will become one of the springboards for revitalization of the overall industry.
Since MOUNT FUJI and SNOW WHITE launched in 2015 as part of the 360°
Book series contain no words at all, they overcame linguistic barriers and suc-
ceeded in attracting people throughout the world. This success has made us
strongly motivated to advance into overseas markets. Adding to existing lines
the new Cityscape series featuring major cities in seven countries across the
globe, we now aim to not only broaden our domestic customer base but also
reach as many new customers as possible worldwide. We will continue to take
on new challenges from this point onward as well, while imagining a future
where this new format of storytelling spreads globally and everybody every-
where enjoys the 360°Book.

S, BARERIIRBLEESHATALWVWTTD,
FIEICHE DI ABDBEICL>TEENZ360°
BOOK#, £R&HeR) ETF2E-52 17DV EDIC
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JY=RELTHR7HEOEFESHHEEF—TICLE
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COHLWEERRHIHFHISREL, #HH360°
BOOKZ®H /=) £AICELATWRIREEZHREL LD
5 ZhhrsbkEERIT CTVEXT,

This single book is completed using the whole
experience and techniques of a factory that also
manufactures precision machinery, accurately
cutting each page that has only slight differences.

HRETRIN—Y ZEDDT N EEREERITIR
BEEMOMILFN 12 TIHORREFMEREE L.
—MOEDERIELRAAL,




The threading work all is done by hand.

Each page is stitched with care, one at a time, using
the thin yet strong thread used in the traditional
Kyoto textile of Nishijin brocade.

RO IETRTFEE,
FERDA=HE R [ FpER | ICHEDNIMERERERA VT,
INR=TANR=TETEIREVNEDE TV

COMPANY:

PROJECT
MANAGER:

DESIGNER:

Seigensha Art Publishing, Inc. #X&# §40%

Founded in 1995 in Kyoto, SEIGENSHA Art Publishing opened its Tokyo office in 2004 and London branch in 2005.
With the motto “To illuminate human behavior through visually oriented books,” the company specializes in publishing
books in the fields of art, design and art criticism. It has published about 600 titles and has received the Japan Book
Design Awards 12 times. In addition to the Kimura lhei Award, SEIGENSHA has won 12 awards at public art exhibi-
tions held at various museums.

1995 F A%, 2004 FREXEMK. 2005 FICACFCXBRAR. [YRXOEMOFEBRERT | Ty —CT7—b FHA 2 Eilf
FFRL EEMEBEFEOHMIC [RHPEEE]ED,
EMBRAZETII1220

&5

Yusuke OONO X#HKXK& (DOMINO ARCHITECTS - —f &%+ FH#17+-)

First class registered architect. Born in 1983 in Germany. After completing graduate school, Oono joined architect of-
fice NOIZ ARCHITECTS upon its foundation. He incorporates computational design and digital fabrication in product
development in both experimental and practical applications. He has been the principal of DOMINO ARCHITECTS
since 2016. Working primarily as an architect, Oono is also active across various fields including interior design,
product planning and art installation.

—REEL, 1983FERfVEEh, KFEREBTH. RETBHFnoiz architects DI B EFBICER, I>E2T7—YafLFH1s
RFVNTFT V=23 ERREXEOBMA,S5TAY Y MIBYAN TN S, 2016 LW DOMINO ARCHITECTSH%, 2%
EN—ZELT, AXTUT, TAETM, A2ZBL—Ya i, BEEITIL AP SFEBH LTS,

Kazushige TAKEBAYASHI 1T#—i%®

Representative / Art Director / Designer at THINKA inc. Takebayashi has not only been engaged in advertising, but
also been active in a variety of communication-based creative fields with his foundation in graphics such as branding,
comprehensive direction and artwork for TV programs, CD covers, package design and book design. The works with
which he was involved received the Silver Cube at the ADC Annual Awards (New York Art Directors Club) in 2014 as
well as the In Book Award by D&AD and made it on the shortlist at the CANNES LIONS. He was one of the finalists
among the JAGDA New Designer Award nominees in 2015.

BMARHICHRER T bT1LI2— /TH(F— LEDHEST, TIoF12T. TVEROBET (LI RUT—bT—7,
COY vy b Wor=IFHA2 Ty IFYA % F5T70y &Ll BEVWAI 2= —> 3> 7UI(7 1T TiEg). [REE]
20145 NEW YORK ADC Awards[ Silver Cube]. D&AD Awards [ In Book |. CANNES LIONS [Short List]. 2015%
JAGDA HAHTZAR/I%— b
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1 Mt. Fuji (H90mm XW90mm) / Mt. Fuji has
been an object of veneration by the Japanese
people since ancient times, and it's depicted in
numerous works of art including vkiyo-e. The
crane is one of the birds that symbolize Japan,
and one that makes frequent appearances in folk
tales. This book combines together two quintes-
sential images of Japan.

B (HIOMmM x W90mm) /&< h5HADA%IC
Eah, FHELEOEMERICOZ P NEE
e REICHEZ(EBL. BAERKKRTZIENVED
THoEB. BADRHYERHMEH T EDE 12—

ADDRESS : 9-1 Umetada-cho, Nakagyo-ku, Kyoto 604-8136, JAPAN ./ TEL : +81(0) 75-252-6766
URL : http://www.seigensha.com/

CONTACT : sonoda@seigensha.com

2 Snow White (H90mm X W90mm) / The motif
of this book is the Brothers Grimm fairy tale
“Snow White.” The characters of Snow White, the
wicked stepmother, and the seven dwarves ap-
pear on one page after the other, presenting a
story that conveys a sense of the passage of time.

AZE (H90mm X W90mm) /7' LEzE [ AEHE |
EEF-TICL—ft. BEE. EE. EADNALED
BISAMENR—TZEICHEH . BRBMOS5E
HES B,

3 Earth and moon (H90mm X W90mm) / This
is the third work in the series after “Mt. Fuji”
and “Snow White.” It achieves an even more
precise structure thanks to the evolution of the
production method based on the experience the
two preceding works. Its design has a playful
spirit down to the smallest detail, including
rockets blasting off, an astronaut floating in
space, and even a UFO trying to abduct a cow.

wEEA (HO0OmMm X W90mm) / [ExI] TBE%E]
ICHE<3IEE. RI2FDREBREED L TRIETELSE,
SNBEEEMERR UL, RULD2AT v b FHER
IFHERITE. FEENESIETHUFOLE, MEpE
TEVLEZEDPELTHA
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The pinnacle of pour-over evolution
fFHETEBTSI-E—,

KYUEMON Ceramic Coffee Filter Project

A production center of Arita ware, traditional Japanese
ceramics, located in Arita Town, Saga Prefecture, has con-
tinued to manufacture delicate yet solid porcelain products
since the Edo Period. Mixing Arita’s 400-year-old tradition
with our original pottery techniques, we have developed
the KYUEMON Ceramic Coffee Filter. The ceramic filter,
containing countless pores as small as a few microns in
diameter, helps to thoroughly filter out impurities from coffee,

giving it an improved smooth and mild taste while prevent-

ing it from causing unpleasant, harsh flavor to the extent

possible. And, unlike disposable paper filters, it remains

usable almost indefinitely. Make as many perfect cups of § )

coffee as you like using a KYUEMON Ceramic Coffee Filter. L ' 4

HAZRRTZHEMOVEOBREDEE LT, IR, SM
WMy OBELBEEYRI TEAEERERFHET, FHI00FEDEHE
ETHEOREREMEHIEDE TE>2ON [KYUEMONEZ3yY
JA—E=T4IE—=]TF, bTHEIT7A LV BNDANEERICZE
Wt T3y IDT4E—IC&Y), TN EBEIEEL 50—k~
i, MERPACAZRY GHZAEACHLEOASHN EKERDAET,
FVETOMTIILE—EIFELVFEKAMIEADDHMEERLE ST,
ZDELBWKDAED—#%Z, AIETHEDP O LTAHATLLES L,
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Challenging with the newest product in 400 years
400 FHDMIETHTE,

Due to its translucency, whiteness and high durability, Arita ware has
been favored by not only Japanese people but also people around the world
through the ages. However, if we continue to produce existing products alone
under present circumstances, where consumers’ preferences and lifestyles
are changing at a rapid pace, Arita ware might lose its place in the market
at some point in the future. This sense of crisis propelled us to develop the
ceramic filter with an unprecedented filtering performance. What we really
wanted to create during the ten-year trial-and-error process was not a refined
version of traditional craft commodity but a brand new Arita ware product
possessing unique values. We will make inroads into North America, where
people love coffee, with this innovative product-our newest in Arita’s 400-
year history. Our aim is to develop it into an engine that drives the growth of
the entire Arita area.

BEEBDISLOEERDELILMAEDTEY
5. BHEE. BRIEHEAAHFOAZICHEEI LS
FFINTEELE. LALALXDEFR I TRE
AP HDENIE-RTEL->TWERK, ChET
BYDBEMEESTWBLE TR, WODEDPTFEED
FEhTLES>PBLNGW, ZALBHEEEIALNES
EEESPFCHABLAEDN, POTHEVIEEZDM
HEBBEEELTDEIIVITAIVE—TLT
10FICHRIRITHEBROB., ALWBIEN L o7
DIMEHEIZRD) T 7L Tl 1= -7 HHEE
o E oK LWERB, ZDO400FBDHE
TA—E—XIEDBALILKICHA. BHEADE
SIfZICHRRIETVEE T,

Since this filter was reported on by
coffee-industry web media in 2015,
we have received inquiries from
around the world.

This small pottery producer that has
made pottery in a quiet environment
far from the madding crowd has
attracted the enthusiastic attention of
coffee connoisseurs over the world.

2015 FICO—E—2£REMD

Web X7 1 7 TR I TR,
HAZEDPSHVEDEDED
BLEE TS,
MEEBWN-FEIPBREOFT

B EREE>TELZD/NSHRETIC,
HROI—E—1FE 15
HWRIREEZIILCO

We searched continually, through repeated prototyping, for the form that
would realize the most effective filtering performance.

As a result of precisely adjusting the filter thickness and depth, in units
of millimeters, we were able at last to come to a solution.

AECOCRHEERBEL LS,

BT ROBVDROIER T 0B EIRIEE T /=

TN E—DEHPREEIVEMTHPH,ICHEL TV HZRTIC,
FORL—DDIERRIC/-ENBELIEN TE =




COMPANY:
PROJECT
MANAGER:
The aroma and taste of coffee varies greatly
with the length of time it is filtered.
In order to realize the optimal filtering speed
for extracting coffee, we produced a filter with
countless pores using KYUEMON'’s unique
DESIGNER:

pottery techniques.

IBBREORSICESTEY PHROVWIEKZLED S,
d—E—DMHICHRELIRBREEZER T 5780,
AAZPIRIRE DHEEFRA T

NP DII—BRET IV Z—ITHEL 7,

Kubota Minoru Ceramics Ltd. A{REIERMEAR

Kubota Minoru Ceramics Ltd. was founded by Minoru Kubota in 1965. Although its history is relatively short compared
to those of other kilns in the Arita region, it has succeeded in developing products that make the most of the functional-
ity made possible by ceramic materials, by relearning the art of ceramics from the ground up

HREHAGREBIRMERT 1965F. ARE SV, FAMRXOEELTRELERLGEVHOD, BEE—HPSFV, £73v7
EMOFEOREELZEDL LABRORRICKI. €73V IPB TRARFA-H—"DOERBEHEHIT.

Shuhei HAYASHI # &3

The president of Fun Projects Inc. Worked at a Japanese-owned consulting firm. After that Hayashi engaged in
overseas market development for an industrial product manufacturer for 10 years. He has engaged in developing
agencies and doing business in 30 countries around the world. His mode of operation is back and forth action be-
tween his desk and the field. He spends half of the year overseas on business trips.

HMRAEHT 77OV VYRRBMER. BRIAZHYI T2 T T7—LICTEFE. TOH, TERMA—-D—ICTI0EBBATHBRBD
XSRS, HRIOHEIRIBEEE. BEIERMFEHF D NERBOEEEEE Ty b~ ICEROEHEBHHIRICE .

Satoshi YOSHIIZUMI #HR B
Principal of TAKT PROJECT, and a designer. Yoshiizumi graduated from Tohoku University School of Engineering,
Department of Machine Intelligence and Systems Engineering and learned engineering. He worked at Design Of-
fice nendo from 2005 to 2008, and at Yamaha Corporation Design Laboratory from 2008 to 2013. In 2013, he
co-founded TAKT PROJECT Inc

TAKT PROJECT ffR /FH#1+—, RIAZTZBEMAETEZRER
F71ZnendolZfE#E. 2008 F L1 2013 F & TVINMRAIHT YA MR

o 2005F £1)2008F &£ TTFHA >~
CTEfE. 2013F TAKT PROJECTHASHHRERIL.

, IVIZTILTEFE
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1 KYUEMON Ceramic Coffee Filter / Regular care consists of simply
rinsing in cold water and pouring warm water into. Even if the filter gets
clogged with coffee grounds, it will perform just like new again after sim-
ply heating it over an open flame.

KYUEMON+tZ3yya—-b—71 8- EERDFANICDELDEKEVEZBEL
NDHo MEZICI>THBEWIRELTH, BEATHIABLEFTITINEZ—ELTOR
RENIRES,

JJ 2

2 Dripper / This durable, stain-resistant dripper is made of Aritayaki por-
celain. It can be used by placing it directly on top of a coffee cup, to make
your coffee break even more enjoyable.

R yN= /LR TCEBENIKWERBED R v/8—, Ay TICEEBTSZDT, KEDVE
EXEVWDTHELEIEN TE S,

ADDRESS : 1050-1 Kitanokawachihei, Arita-cho, Nishimatsuura-gun, Saga 849-4166, JAPAN / TEL : +81(0)3-4400-9849

CONTACT :info@fun-projects.com ./~ URL : www.ceramicfilter.jp/

38 39



Everybody becomes TSUMIKI architect
EhTH, DHZEER,

TSUMIKI Project

TSUMIKI, we have launched unique building blocks, made
of domestic cedar wood, for children and grown-ups as well.
Architect Kengo Kuma famous for utilizing woods as building
material designed the product; who says that he himself loved
to play with building blocks in his childhood. Inspired by the
silhouette of coniferous trees, its simple triangular shape al-
lows itself to be not only a toy encouraging children to devel-
op their flexible creativity but a small star-shaped objetct art
and a superb decoration on walls. We recommend TSUMIKI
as baby gifts, shop decorations, or for a wide variety of any
other purposes along with your imagination go. We hope you
enjoy the warm feeling of this wood product in your daily life.

FMREDEODOEKEELEDPSER U AXHMEFE ST FE
bOORANETELOHB[DHEIEENE L. THIEFHIT DI,
A EFRAULEBEEZHZFEIT. HPBICEOHAEVEE /2L
EOIERERDORMER, HEMEA - ULAEZATD[DHE ] IE
PHOPLRIEMEBCHEE2ELTEHELA, NELERDFT
Jrllh, B—EEMBIMEKREITITICHENET, HERVOE
NREHDOEMLEE, BESLDIELELFETID [DHX | &27F
AL REDAINBWAZBRICHAL TTHATEVWAPTL & I,




Bridge between cities and forests

WMHEHFDRITEICLS,

Although the use of wood has gradually declined in recent years in
urban areas, Japanese have been in close relationship with woods through
our life with such as wooden livingwares and buildings. We believe, since
the company’s foundation, that wherever people live there must be a way
to connect with local forests; we work on promoting the use of domestic
timbers. In this project, we chose cedar trees grown in Morotsuka Village
in Miyazaki Prefecture, which is certified under an international proof FSC®
set for sustainable forest management. Collaborating with locals in not only
procurement but also processing by artisans, we aim to contribute to the
sustainable development of both the forests and neighboring local communities.
Certainly each of the wood-block pieces is tiny, but it has great possibilities: we
are to grow TSUMIKI to be the huge bridge between cities and forests.

EEEERPRENEMELTHIPOARICHL
ATEEAARTY Y, RE, HHBTIRACHN S
ENBRATHSTETVET, LALIEZICEATY
Th, WEHDFEOLEPBHEIRHD | EfEL. BIEL
k. BEAMOMBLEARICEHTEELE, SED
TOTTINCERLADE. HiErEEn RS
575N 2EREEREE [ FSC®l £ MB LAEIBEER
HOX¥H, FELITENTE CEBORE AL
KBETH2ET, HmEHELYBARICEN DS
DG EREBICOEMTEREEATVET, —D
VEDD[DHE [N EEHDTTH, FRIEBAE
BEDLCEALEIBICABZEREN. ZNDEE
EBAERTNCDOBHITT,

Kanzashi is a method of woodworking: The skill which is used
to reinforce picture frame, increases strength of TSUMIKI.

By inserting small planks in the joints between pieces of wood
and making connecting surfaces broad, the painstaking
technique makes TSUMIKI tough and not shake loose easily.

BENELEDZDREROMREEICAVIARIRM [HPAL L],
RERDDHEBITNEHMEKAPATV EFEICEST,
EEEEIAZ L EBICRIESP LV

EXE[DHE IV TEHY B,




No rules and no limits in stacking TSUMIKI
Through playing with them, it naturally
develops the ability of spatial recognition.

HAEDEHIFERK,
FEFLBBIENICEL R TERIBIC
ZREEDBHRTIENIBREBTENR TV

COMPANY::

M
design

PROJECT
MANAGER:

DESIGNER:

more trees design, inc. #X&# E7 by =X - FHIY

more trees design, inc. is involved in the planning, development and sales of original products that utilize domestically
sourced timber and other blessings from the forest. It also offers services to incorporate wood into store interior and
office spaces, event planning and production. By proposing new applications utilizing blessings from the forest, the
company builds a bridge between cities and forests to aim for sustainable forestry and a community-based society.
EEAMEGLHETH[HROEH | 2EAFVTFLTOLZT NOLE - BAF - BT, EHPT T XALEDEBICHIIAREL. 1N
SROREHIELEEFN B, [FOEAIOHALAREREL TV ET [#MMEFRD LN ERIE L. YXFFIILEFHRMEH
BHEDBEEEELTVS,

Ken NINAGAWA ]Il 2

Born in 1978 in the U.S. and grew up in Tokyo, Ninagawa moved his base to New York in 2000. Mainly working in the
fashion and art industry, he has built a network of creators and opinion leaders. As the manager in charge, he over-
saw the product development and event planning of G-SHOCK watches in North America for CASIO COMPUTER
CO., LTD. After returning to Japan in 2012, he joined an IT company Aratana inc. where he worked in the New Busi-
ness Division and became involved in creating the lifestyle web magazine “dia STANDARD”. He founded BYOBInc.
in 2014 and continues to create the platform for media mix modeling, build communities and offer event planning to
bring sophistication and prosperity to people’s lives.

1978 FET7XUNEEN, RRE S, 2000FE 21—V ISR EB LER, 77vial T—rERERDIC, TUIAEZ—P( TN I
SH—ED XY NT— U EEE, ARBPOIC, HOAREEHARE [G-SHOCK | Df& - IXC MEE, BEFEEELTIRIAS
MY, 2012FRER. ITRETFLFICAM. FREEBFBL. V2 T7Xx7 17 [dia STANDARD | £ %17, 2014 EHRE
#BYOB%EHR. AX—ITEP LTI TDIDIIAT(TIvIADMEMEAH, AI2 2T HBE, AN IREEFH TS,

Keita YAMAGA LEEX

Born in 1974 and raised in Niigata City in Japan. Graduated with an art degree from the Faculty of Education at Niigata
University. After working at Otabox Co., Ltd., Yamaga founded P Design Lab in 2012. Mostly dealing with products that
have rich local features, he is involved in product development and assists the promotion of products and services
through designing and directing operations. Some of his works include sake brands such as Jozen Mizunogotoshi and
Yukiotoko, UNITED ARROWS special year-end gifts, Matsuya Russian chocolate, CUSHU, Sumai Net Niigata and
MASUMOSS.

1974 FFBHEST N, HBE S, MBAEHELBEMBEE. BRXEIHAFE - 4KV ERT2012FP 7Y 1 VMR £ Lo
wigEErLERERDIC. AREEEISELYER - Y—EXENVITYTIREBELTT YA HIE TaLooaFeFr G
%, (ARG HE FBELENK, EEZS. UNITED ARROWS#EHERE, O27Fa3307 Yy, CUSHU. FFu net #H.
MASUMOSS %
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1-2 TSUMIKI (each piece : H11cm X W 12cm X D 4cm ) / No matter how many pieces of these
blocks are stacked on top of each other, they retain a light appearance. Since they are pro-
cessed from pure wooden materials free from paint or varnish, you can enjoy the natural color
and grain of the wood. Three sets are available —7 pieces ( photo1), 13 pieces (photo2), and
22 pieces—so you can choose one that fits your needs and what you want to build. The pack-
age is designed with a motif of mountains where they are produced.

D2HE(1E-ZDHI1X:H 11lcm X W 12cm xD 4cm) /&
hEWE-X&BALT CHRIEBIEIBY D, BREMERETS
ZEBLKZDEEMILTVWB =D, AXEFKDBEVPAED
BLbHD, FAERENEZVWEDICEDE TENS LS, 7E-X
AW (EE1). 13E=XAY (EH2). 22E-X AN D 3FESE
ERB. /Ny —JEERICENG BN EF—TEBE STV B,

ADDRESS: #103 1-9-11 Sendagaya, Shibuya, Tokyo 151-0051, JAPAN ./ TEL : +81(0) 3-5770-3969

CONTACT : info@more-trees-design.jp ~ URL : http://more-trees-design.jp/
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A range of superb tableware

LR EZHAELES

Utsuwa.Guide

A large plate for serving whole boiled fish, a tiny bowl
in which condiments are daintily arranged, and refreshingly
cool glassware to make summer meals look and taste fresh-
er, just to name a few. Japan is unrivaled for its variety of
tableware, which is arranged so that each dish complements
the food served on it. Hanada, a shop specializing in table-
ware, has thus far provided tens of thousands of varieties
of Japanese tableware, closely working with hundreds of
artists throughout the country. Factoring in the artists’
characteristics and local culture, our tableware products
have been created to accentuate the taste and flavor of
food served in them to the fullest extent possible. With the
aim of introducing their charm throughout the world, we are
now offering basic types of Japanese tableware for every-
day use to people overseas to adorn their dining tables.

EAEEAERESTICEN IR, EkeZo LB/ FEL L
RI-BTEORMESIZATEHIXARELE, HRERELTH. FIRH
BEFBRICADEESHEREBR DRFIIOIRLLVEEA, 5DHE
FIE [ESLDS>DOhTER | . BAZSHICVW SR HERD S DhERER
WRAEERLED S, ChETHRBENOMARERMBMLTZIE U 1§
REPHIEALEHZ LN S, HIEEVFOEMZ 2S5 ZHT DI
ESh BB IRELTOMER. TOBHEHRICIET 570, ZhEh
DEDANZNEENSEZL. BLDREERBZEERDIDHEXSZFE LI,




A world of food on Japanese tableware
BEDSOHhIZ, HRFDR%,

Japan’s distinctive climate and history make up the country’s food cul-
ture. In other words, experiencing the beauty and pleasure of using Japa-
nese tableware, foreign people would be encouraged to interpret Japanese
traditions through the senses. Furthermore, Hanada sets great shop by its
belief that food is a leading player, with tableware a supporting one. Table-
ware sets the stage for food; it is of no use unless it makes food look good.
Based on this belief, we attach priority when entering overseas markets to
flexibility to adapt spontaneously to the local food culture. We work together
with local cooks and listen carefully to the opinions of local people to supply
the most suitable Japanese tableware products, while imagining a future
when food from around the world will be served on Japanese tableware.

BHCBICEALZARDALPESEIE. ARDEXL
DEMEDHD, DENHRDAZIZ[HVLW][HDhD
ZLW]EBRBLTHSI LR BRDGEREEERICIRR
LTH5ITERETAET, ELTEAIB THENI TR, 5D
HIRBE I EVIEZERTCLTVET, I30hEHIEE
HICHY), FEEZRY LT TTOMEN EEN 2, %
DEZBILBENSIL. BHANDRRICH-TIHAL
NHZOEDEXLICBERICEAD 2EHMEZERL £
Lo BIOMBAEHEL LN S, ZZTESTALDTE

ICBEEGENS, BHICESIDhDDLBERN, ®N

TIMAERICHRFORNVEIFIISNIAEERTVET,

(Above / left) The bowl has its pattern formed in a
mold after being shaped on a pottery wheel.

It loses about 15% of its volume after firing in the
kiln, and its design takes this change into account.
It's made through a process that puts

the craftsperson’s imaginations to the test.

(£-&)ALATHE LR ERICY T TRFEER T,
BER TR, 2 DhIE15%F BT DT,
ZOEALERBUAETHL=B%ED< %,
BIGHPHShBEETH D,
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This bowl aims to help create your own distinctive
ways to present dishes, abandoning fixed thoughts
and expanding the imaginative powers to the
maximum, rather simply combining Japanese-style
dishes together as in the photograph.

BEEODIIICMBEMAEDEIDIEHBAADI L,
EE#EcR T BEHERVEIESTET,
BALRSTIEDREY DI AEAIELTIELL,

Neither too flashy nor too plain, this bowl aims for
a design that serves as a good background bringing
out the appeal of the foods it contains.

BEIAWTES. THCHEYTES, COMPANY:: Nikken Co., Ltd. #X&# A&

ZIICBONARBEOBALEZ - LEE LTS LI, A retailer of Japanese tableware. A long-established store that has a history of over 40 years at Kudanzakaue. The

WNEBE LTO S AR YT Dh main market channels are Internet sales and big deals for items such as business use products for restaurants and
- ° Japanese-style hotels.

Al FMRB//NTE, ABRETIOEREHERH. EHOM. Web B, REEPRESEZRAEAOFr ELRTEE,
PROJECT Jun KANEKO £F l#
MANAGER: After graduating from Keio University Shonan Fujisawa Campus (SFC), Kaneko entered Sony Corporation. In 2005,

he joined Six Apart, Ltd. in the U.S., which developed the world’s first blog. As an executive, he provided Nifty and
OCN with blog platforms. He also oversaw the development of Movable Type's three bases in Japan, the U.S. and
Europe, and won the best CMS share for 7 years in succession. In 2012, he established the website for Japanese
food targeting international markets at Cookpad, the largest recipe website in Japan.

BEICSFCEFHEME, V2 —ICAH, 2005F LW HRTMOTITATERRELALKEDY v IZ - 78— MEIBE, BTHEELT 2771
POCNADTAY 7Ty h74—LiE#. Movable Type DEKRO=M AN EIEEL. 7EEFRCMSY 71115515, 2012F &
WEERBRADLYEYA R 797Ny RICT BHEIVAXEYA M ELE LSS,

DESIGNER: Misa WATANABE iEi#%{k
Watanabe is a designer specializing in food based in London, U.K. She engages in a wide range of design creation
and projects relating to food for overseas markets such as branding, design of product packaging and PR tools, art
direction of books and magazines, recipe development, food styling, and photography.
REOS R EHAICERD TS REFPIELETHMF— TI>T12T BRIV T =Y/ PRY=ILVDTHA L BHE EHFDT— M1
LIvar LYERE-7-FR21ULJ BRERLE, BAOI—Try MBI REEOFYA > HIfE- 700 17 MBI F# 5,
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1-2 Haruya Abe, Embossed dish (9.5inch)
(photo1) / Flower shaped plate (photo2) /1:
This work has a depth that seems to absorb any
color—blue, yellow, or white. Its pattern, which
seems to rise from the surface, is made using
the traditional technique of raised characters.
2:The cute shape of flower petals lends a gor-
geous touch to the tabletop.

fIEBEN BZINTM (BEEA) - &HIE/I (BE 2)
1:5. # B ENBIEHBRVIAENILILRADH
3, FEHBSLILGNHRE. BHEWSEHMEMICLS
HD, 2 AIELTEVSDL BN, REICSIPHLE
ERABo

ADDRESS : 2-2-5 Kudanminami, Chiyodaku, Tokyo 102-0074, JAPAN

CONTACT : nikken@utsuwa-hanada.jp

3 Kazuyoshi Osawa, Somewake hittsumi bowl
/ This bowl was made especially for use with
the local lwate specialty hittsumi. Its simple
shape represents a distillation of specialized
knowledge, including its long base that makes
it easy to hold even when filled with hot broth
and its deep bottom to hold ingredients in
abundance.

KIRME R V24 EFOMLFIE[ VoD H]

WROHDEE, BN R) EABRVELE, BRED
TeEDHRICHMEN BEESIN TV,

TEL : +81(0)3-3262-0772
URL : http:/www.utsuwa-hanada.jp/

4 Hotaru Gama, green oval dish / This dish is
symbolic of Hanada’'s tableware for everyday
living. Its simple shape, which fits with any type
of lifestyle and can be used for any dish or situ-
ation, is flexible enough for any way you might
enjoy your meals.

3728 BHBAM . [ES5LD52h TEHIERE
T5—M, EALESLICHTHEBRIII A, FEEDHIH
BORELVICTNEERY, BOBVWORDEL
BHEEZRICZTED B,
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Japanese sake in wine glasses

E2%E, VMV FATHFKES,

NEW “SAKE” TO THE WORLD
from Yosano, Kyoto

The Town of Yosano in Northern Kyoto Prefecture spreads
over fertilized fields and is blessed with pure spring water
from the Oeyama mountain range. Based in the town, we,
the 130-year-old Yosamusume Brewery, have developed
a new type of Japanese sake with a view to making it an
international standard going forward. Ease of consumption
is the greatest characteristic of the new sake. A number of
improvements made to traditional brewing technique have
enabled us to achieve an alcohol content in the sake as
low as that in wines, which is why it is easy to drink. Also
introducing the wine concept of terroir (valuing the geo-
morphology, climate, and soil type), we use only rice and
water sourced from the Town of Yosano as raw materials in
order to add a regional touch to the product. It will be fun, for
instance, to take your families and friends by surprise with
the sake served in wine glasses at a weekend home party.

FARALES. ATUEIIDFEALZBEZ KNP BEEE KO, 53
B, COMTIB0FEM<EH. SHBBEENPRROBRIZELZBIFEL
AABE DN E L, RADE#MIE. TORAP T, EHOEEEIC
HAREERQTCUNBEW T EDBENTILI—IVEHD BLAR T
MAOEERLTVET, S5 ZOLMESTIEDHEKEE LT T
DEAZHAT7AT=IV]ERIANC, BEROKEKICEIEHTFOHD 1T
EEH, BLOERHWABTIEDTNTVWE B A, EAITBEERD/—
TAT. TATIRNTEVTRIEXRAECEBDPETHBZIDH—ETT,




Micro sake brewery taking on enormous challenge
NEEEED, KELHE,

As Japanese cuisine has been gaining popularity around the world, sake
has become widely acknowledged abroad as well. However, there are still lots of
people who have never tried sake outside Japanese restaurants and it appears
to take a little more time for them to enjoy sake on a daily basis. “We would like
people throughout the world to enjoy Japanese sake more casually and with more
fun.” This wish prompted us to tackle the challenge of creating the new sake. We
not only endeavored to create a product that is easy even for sake beginners to
drink, but also paid close attention to all the subtle details, including filling manu-
factured sake into wine bottles so that they could easily be stocked in local wine
cellars; these represent how much enthusiasm we have poured into the project.
We are determined to enter foreign markets with this new sake, demonstrate
that a micro sake brewery in a small Japanese town can compete in the interna-
tional arena, and eventually help the overall sake market to expand overseas.

MEAROSENICHV, HRABTHELENS
EOICES>TEAARNE, LALIBARBHIEETTL
DERATZZED BV EVINDELEEL EEROETE
DHETELECBEIMRELDICEH S D LRI D
PNEITYT, [HRDAZEIC, boEHRICELL
AADBEERATHSWEZW], ZALBTOEN
PORBISIAENE L O TDATHRAXT
WIRZBIETZUTEL A AREBEETA R
ICHEORAATHEMBD T T —ICHLERPTLLT
P& FEmICRULEMBPAEIREIRVESHE
DERNo COFLWEEHEZ T, NEEEIDBEBETH
HATHEETEBEWIZEERL. HHLIEES
TORRBEMBZDODDIHEARHIE->TVEET,

(Left) Water quality has a big influence on the results of brewing sake.
Yosamusume Brewery brews sake that brings out the natural
delicious taste and aroma of rice, using ultrasoft water from

the spring flowing from the Oheyama Mountain Range.

(Right) Using Kyo-no-Mamekkomai rice (Koshihikari rice) harvested
near the brewery is a part of the terroir that

Yosamusume Brewery works on.

() BEOEFMAEREERTZKDE,
SHRBEEXLILRD S/EEHIBHAKERA NS LT,
KEARDIEHEFYNBIEILDBEEMTAATL S,
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[ROE-ZK (AVEAH)) [ 2EIDD,
SHREENFBIETTAT—ILDVED,




(Left) The rice is spread out in ridges to increase the surface area to expose
the air. This stimulates fermentation and results in a higher-quality sake.

() BZFEDFREMMICTEDR BRICHMNPEEEIEPL T 0,
FEBNERICEY, BOEbE L5,

“A traditional but new sake is what we are aiming for,”
says the sixth-generation master brewer, Shiro Nishihara.
While using brewing techniques handed down

for generations, he enjoys sake-making liberated

from the existing frameworks.

[BHfELTVWEDIR. H<THLWE] L

6B RDAERB A IRES,

e Z I HNTELBERMEENP LEN S,
BEFORICEShMEVWERAEDICNEELATVS,

COMPANY:: Yosamusume Brewery GSBRiES
Located at the foot of Mount Oe, which is mentioned in one of the poems in Hyakunin Isshu, this brewery overlooks
- “:“: i Amanohashidate, one of Japan’s three scenic views. The land of Yosano has long been cherished for its scenic beauty
that offers rich soil and pure water indispensable for sake brewing. Taking care of such blessings from nature, we have
been making high quality sake with much care and attention.
AARZR - RIBILELA. BA—EICHBEHTINTLILORICH ZER. BAPZEIENBE. ILKKBLSHEFOMIE, BEREBEDILY
ICRDPEHEVEBEBFRKDIKEPSFEL TV S, ThOoNEHETRICEL, ZEDYDAKEEDIFET T3,
(Upright / left) Rubbing the grains of rice together and PROJECT Ryota SAKO & %X
churning it carefully, the brewers concentrate all MANAGER: & Copywriter / creative director. Born in Osaka Prefecture, Sako graduated from Ritsumeikan University where he studied
of attention on what they sense with their hands, | international relations. After working at an IT recruitment advertising firm and editorial company in the Kansai region,

he started a creative design unit Letter that plans and executes communication design in a variety of fields under a
two-person structure of art director and copywriter.

AE=F48— /IVIAT1 T T4 75—, KRFFHS. IHEAPERBRPBEE, ITRKALRELE HEORE D47 3>
ERT2012F I, VVIAT4TTFHI> 22y h[Letter|EREL. 7—hFrL I8 —EAE-F12—D2BFHTEHELHFD
A2 -V arTHA 58 - £,

to achieve a final taste unique to Yosamusume Brewery.

(AL -&E)REbHFEDED, UoKWERBKTS,

FIEhBREIC2MEERRSLLN S,

SHRBEEETORETRSE TN
DESIGNER: Toshinori TATSUMI 3 #&

1 Designer / art director. Born in Nara Prefecture, Tatsumi graduated from Ritsumeikan University with a degree in eco-
nomics. He has been involved in a variety of projects, including the promotion of commercial establishments and art
direction for universities. In 2012, he co-founded a creative design unit Letter that plans and executes communication
design in a variety of fields under a two-person structure of art director and copywriter.

TH(F =/ Tt 1L 7%~ RREHEG. IGHEAFREFZBEE. BERERT7OE-2a>PRETOE-Ya 07— bF1L I3
CEBLERMBB V)IATTTHFA 1y [Letter [ERRBL. 7—bF(L72—EE-F 12— D22 FFITEHEEHF N
1= a FHA EEE - Ei.
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1 No0.43 “YOSA’(720ml)/ This sake is characterized by a fresh aroma and 2 No0.43 “YOSA Sparkling” (300ml) / This is a sparkling wine based on
citrus taste that reminds us of white wine. The light and simple palate goes No.43 “YOSA” It goes well with deep-fried foods or meat dishes, since the
well with any kind of food, and brings out the full flavors of the ingredients. carbonation that resonates throughout the mouth washes the grease away.

No0.43 “YOSA"(720ml) /B71 > &R U S EIEKE, WP LT VR, 7o No0.43 “YOSA Sparkling"(300ml) " N0.43 “YOSA" DR/N—=vYU>T44 7, O
ENELEHRDWT, EALKHIBICHHHEX T EMDEKRERFDICFIEIL TS, DFRTOHECHEITZREBABFEHRVTEL TS0, BTFMPARBEICDHLE D,

ADDRESS : 2-2 Yoza, Yosano-cho, Yosagun, Kyoto 629-2423, JAPAN ./ TEL : +81(0)772-42-2834
CONTACT : sako@Iletter-inc.com ./ URL : http://www.yosano.or.jp/yosamusume/index.html
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Bishu or Italy ?
127, BMD,

NAKADEN BRANDING PROJECT

The largest wool fabric production area in Japan, Bishu, has long sup-
ported the domestic fashion industry. Centering on world-class wool fabrics
as witnessed by some saying that only Bishu can be comparable to ltaly in its
production, the area manufactures various textiles from a variety of materials
through numerous manufacturing procedures from spinning yarn to finishing
the fabrics, divided and done cooperatively by companies specialized in each
process. Nakaden Keori Co., Ltd. plays a leading role in the field of high-grade
wool fabrics in Bishu. Our products developed jointly with up-and-coming de-
signers are modern and fashionable and feel soft to the touch, including tweed
that is so smooth it makes you feel like touching it with your cheek and summer
wool that is so lightweight it feels as if you were wearing nothing. Get delight-
ed with the soft touch against your skin that only Bishu fabrics can provide.

ER—DEZMERE LTARDOBMEERE R AT RN [12)T7rEMP] &
SHMBEFEEHFANICFTFMOS VT - EMZROIC, BE3FRMEMEAEDELTEIZAIVI,
RIHELSHLEFETORIRICEPIDRENES NEFENCLZ DD, TALRBMNESRERY
DRFTESTEDNREER T, [FOTHIF—EHBERRELUERIE BFRXOZERTERY)
ANI=T7yo a3 ER SAADNELEREVWDTEE. BTMAECEBEBERSPEYI—R 2
REBBLOICEPLPEYY—T—EE BMNEZTOBEOMERITHEL THTLLZEL,




Made in Bishu - a hallmark of Japanese quality
MADE IN JAPAN 55 MADE IN BISHU A,

We aim to enhance the competitiveness of Japan’s textile industry,
which is renowned for its products of uncompromising quality and world-level
technologies, so that it can resist the recently accelerating trend towards
low-end goods. We also aim to pass down the traditional wool fabrics of
Bishu to future generations. These strong wishes are the starting point for
the project. We have taken another step toward global expansion, such as
development of new products to be adopted by international luxury brands
making full use of the sophisticated and unique skills of Bishu and contin-
uous participation in the textile fair in Italy, Milano Unica. Thanks to these
endeavors beginning to bear fruit, the power of the overall Bishu brand
has gradually been increasing in recent years. We believe that as long
as we continue the efforts in pursuit of the wills, the day when universally
fashionable clothing is made from “Made in Bishu” fabrics is not far off.

ZBOHEVREEHRTHIER Y ORMTHS
hZAARDBMEZEZ EFRLFEIRMEETR
DEICETEVTEVEZEISE(EZI LV, ZLT,
EMDEBIDEHERRAEHNTVEV, %
ABERELVEVWYARTOVIINDRETT, B
MESTIEDEBERMNEEDICRETZSEH
DERITZRFEGOFHEREARE. (2VT7DT7FX
SAVERE [IT/92H ] NOMGEHELE, 2h
FTICHEVEEBNEN IR, IEFETEERSEDTS
CRANGRLAIIEESTEE L, ZOFEHEENE
SHLETNSELTNIE[MADE IN BISHUJ®
AW THRORTIHBIETSNZEEH, Z5E AL
BTEEELTVET,

The work continues even after the
base fabric is complete.

The quality of fabric is carefully
checked in every detail with a variety

of testing equipments before shipping.

EMH TR UIBEBLEIE DD,
T - 7= E RERHEICH 1T
HMEBICEZETRRLCREEEDI O,
FORCHRENEES,

Nakaden has a flexible approach to dyeing.
It is well considered to choose appropriate dye

method for different fibers, like wool, cotton, linen,

silk, blended fibers and more.

EDICHTEEREDREERDOES.
PAVINE NN = NI=2 O Y
INThORMICRBELREERBOTRDET TV
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This highly translucent fabric is woven
of extremely fine yarn. It is soft,
delicate and light, like a sheet of air.

BHDAR TR LS 2EBMEDEVE,
N ETHL B FR3T—HOERTRDE S,
This woven fabric of cotton and wool has a knit-feeling.
The loose woven structure brings into natural stretch on
the fabric as if it is knitted, and it is suitable to make
comfortable and smooth clothing that is easy to wear.

MET—IEBYEDELEZVMDEILEREDHD—H,
HATKEEEER L AR B ELBEEEZETC DT,
B ILEHOSLLELDHMDIREDLBZEN TE S,

COMPANY: Nakaden Keori Co., Ltd. =H{zE#H X &4t

The parent entity was founded in 1906, and the present Nakaden Keori Co., Ltd. was founded in December 1960.
Equipped with 76 highly versatile looms made in Germany, Switzerland, and Belgium, the company is capable of
manufacturing a variety of textiles in both small lots and large lots. Materials that are difficult to produce with general
looms such as fancy tweed can be produced with positive rapiers. Moreover, top-of-the-line Jacquard looms for
weaving labels have been introduced to produce high-quality materials for menswear. By utilizing our knowledge and
experience developed through having top European brands as business partners, we aim to create a world-class
Japanese woolen fabric brand.

BAIZBRA39F (1906 F ) Al%. BENHREEMMASHIZRBIISE (19605 ) 12 BICEKIL, NV, A X, NILX—HORBEMED
BV 768 EHEL. ZRIE-/NOYMPSREOYMETHIEL TV S, LBOBBETREL VI 70—V —REEDRMbIEE S
1TDLET THIT. E510, BRIBEOMI—LI v H—FEEZFAL. HITROSKEMBEELTVNS, BRMOyTT I FHME]
FICHOMR - BBEEL LT HRISEBIT2BAOEBM T I FEEIET

PROJECT Akiko SHINODA ({EHM=F

MANAGER: International director of the Japan Fashion Week Organization. Shinoda has organized promotional events for Japa-
nese brands in New York, Italy, Paris and other cities worldwide in order to actively spread Japanese designers,
brands, and Fashion Week to other countries, and support younger creators to advance overseas. She was selected

- as one of the “BoF 500", the world’s 500 most influential people in the fashion business, in 2014 and 2015.

—MHEEAN BRT77yoar - v —V#ERE BETFL72— Za—-3-7. 12U7. NUBHEREHHTEAT I FrOTA
E-Ya AN EEERBL. BADTYAF— TR T7vial - I1—VDBARESSVEFIVI 2 -DBMERTIE
ERANICIT . HRDT 7y aEVXRATHENDH 5008 LT [BoF500] 1220144 - 201553 H
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1 Worsted wool dobby fabric (100% wool) / A
typical Bishu weaving structure gives the color
through the round loops a cute look. It has a
fluffy and extremely soft feel.

MERFE—(T—IL100%) “BMS L WFEBIARD & i,
HARDPEIELEDZLBNIES LV, FHIEH-E,
BHTY T b

4 Hybrid jacquard (54% mohair, 28% cotton,
18% wool ) / This fabric is made of cotton, mohair
and wool, dyed in piece. It has the combination
of the dry touch of cotton, the shine of mohair
and the warmth of wool.

NAT)yRIwH—K(EAT54% - #528% - 7—IL18%)

QYR EEATI—IVEREDTED D /2o Ty b2
DFRE. T=IVEANTOXRE. 7TV MOBELIEEE
b o4,

ADDRESS : 1688 Gouchi Nishi, Sanjo, Ichinomiya-shi, Aichi 494-0003, JAPAN
URL : http://nakadenkeori.co.jp/

CONTACT : nakadentrade@mbr.nifty.com

2 Leno tweed (73% cotton, 27%wool ) / This fab-
ric is woven of cotton and wool with leno struc-
ture. It is perfectly suitable for comfortable and
relaxing clothing as its lightness and elasticity.

HTIV1—N (#873%7—IV27%) / #& &I —IVEH
LicEt, ST B LB S CHBEEI B
T NZv I AL EBEDHDIRDFEF IS5E LT,

5 Wool mixed boil (57%wool, 43% polyester) /
This fabric is sleek, delicate and so thin that it al-
most looks transparent. It is possible to both
yarn dyeing and piece dyeing.

QAR F—RRAI (T—IV57% - KYIL XTI 43%)

BZOEPEITRASEEFEL LaXh TR L,
Feg o LR GO DM A ICHICFTEE.

3 Bishu tweed blanket finish (100%wool ) / This
tweed fabric, symbolic of Bishu, is woven of woolen
yarn with loose density. Its napping finish makes
the surface soft, warm and gentle to your skin.

BMY1—RTZ 2y (7—1100%) /K DHEE
REPHOSD Y LT BNERRT DV —FE#,
EBEMIICENFIFIE2T. REWEIE-ZY HI7zh%

6 Wool-linen mesh (58%wool, 42%linen) / This
fabric brings together the dry touch of linen with
the softness of wool. Its overwashed finish
makes it feel familiar from the first time it is used.

=LY R Ay 2 (T—ILE8% ) % 42%)  E5-E
LR ERHE P B T—ILDRAVWIEEFETIEH,
FWESLADR LT, MDD SFENEN DI H S,

TEL : +81(0)586-61-3111
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A small piece of Japan
bWeEBEEXELD52%,

Cha no ma

Cha no ma is a ready to assemble modular space emphasizing traditional
Japanese quiet simplicity, as typified by rituals for serving and drinking Japa-
nese tea. This subtle and simple interior product has been developed through
collaborating with traditional companies from Kyoto which has refined their skills
over centuries. These companies include a 300 year old bamboo store, a 350
year old Japanese lacquer store, as well as one of the most prominent “Washi”
Japanese paper makers in Japan. A Cha no ma module is built by combining
a frame made of pine with hand-made Japanese paper panels and split bam-
boo stems for walls, inside lacquered tea utensils and artifacts are placed. It
provides a space for relaxation in your home or a place of relief in commercial
facilities, creating a quiet, relaxing environment wherever it is located, a room
within a room. Setting it up takes only about 30 minutes. Spend some time in
Cha no ma and you will find a small piece of Japan entirely dedicated to you.

EDBIRRINIBVDERB THALTAEZEANETY 12—/ [Chano mal, 2Dl
DEREACTITIE, T THEFECE-HEBWTEMERDEH. ZLTHATHHEL
MMOBFI N HEEIZETEENE L HOEEEZR TR TFEFIREEMBO/NZILERHA
EhEAEREIC, ATHETARBPIZRERBE. ROKDAELEELT. BERBOEL
DIHBELT BARBHHICEREEBEERELET, AL TUIETIEMIEHTN3051F L,
ChanomallHBzBWIE 223 HE/ETOBVWILEERICENET,




Looking to the future

ROFEADENTLL,

While an increasing number of people express their grave concern over
the recent trend of mass production and mass consumption, it is also true that
products made of traditional materials through long-established processes are
seen less and less in our everyday lives. However, at the same time, the number
of foreign people interested in Japanese traditional culture such as the tea cere-
mony, calligraphy and flower arranging has been on the rise. In order to grab this
opportunity, we propose to promote the sale of traditional Japanese materials in
the form of “Cha no ma” to architectural firms and interior industries in Europe
and the U.S. Not only focusing on single materials such as bamboo and Japanese
paper, we endeavor to market a modular space consisting of traditional Japa-
nese materials to help revitalize all artisans based in Kyoto through our project.
Wishing to ensure the passing down of artisan culture fostered through a thou-
sand-year history of Kyoto to future generations, we are determined to fill spaces
in the world with Cha no ma, creating comfortable and pleasant environments.

KEEE, KEHBILESEPWIThZIEHZ
{ESBEETTN, <P SEHIRMPEET
ESNZHDICMh IRV HRLZICK-TETVND
DHERTY, LALEFIC, BRXPEFTEE Vo7
BARDRHEXALIC D EFTEIAN B BDEIOT
WZTEE L, ZOREICISAD =0, FAlBIERUR
DEEZEZHRPITUTESRIC[ Cha no ma
EVWOHTHADIEMEMERELAAVEEZE LTV
F9, MMV -8 RBRTRE(EREL2E
TORELZEDDIDIE. COFESHERMICEITE
BASEOBEEICOEF TV D, TEDHR.
REMDEEN BATELBAENY EHEZDZED
HBWED, 2OTOHT MCHRDRE & /DM & GE
7ZLTWEET,

(Left / Right) Each piece of this bamboo
lattice enclosing an empty space is
split to a thin, delicate form.

This precision, which only highly
experienced craftsmen are capable of,
lends a sense of tension to your interior.

(- A) ZEEDHRACITIETF .
—AR—ANHRD T
BIRETBALBALD S ZHIY HEZBESH,
ERICRRBEHZ 5,

The circular pattern gives solid
shape to ripples of water.

This washi Japanese paper
presents an unmatched elegance
by relying on fortuity.

P DIERRISKDBERWD ZDEEDBIC L5720 D,
BRIEICERDZET,
fBICh WEIEE - A D TEHN B,
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This teaware takes advantage of
the bamboo used in tea-ceremony rooms,
with its unique mottled pattern.

WEOHEREDS, HFEEOZMTHEHND
M\ e FEEICICAL .

By using this mat of woven wood,

you can practice yoga with a Japanese feel.

RNFEMDO~ Y bEFE AL MORAIFERE S EH<
AHELLESD B,

This vase, made of the quintessentially Japanese
material of bamboo, goes well with both Japanese
and Western flowers thanks to its black finish.

MOKBO LS aIFRMb, BICEDHBIET
FIEICHFTEICDUS ITER E L B

COMPANY:

PROJECT

MANAGER:

DESIGNER:

?

Katoku Co.,Ltd. #=X&# il

As a promoter of Japanese paper, we provide Japanese paper according to customers’ demands through our net-

works with paper production areas around Japan. In order to widely communicate to a lot of people at home and
abroad about the excellence of Japanese paper and handicraft, and to suggest a rich life with Japanese paper, we are
working on developing products utilizing traditional artisan skills and new technology. We would like to tell as many
people as possible about the attractiveness of Japanese paper as a Japanese traditional craft, and promote its
spread throughout the world.

MENTOE—2—E LT BALEDOMBEOEED Y FT—TICLV, BEHKDZ-XICEOELMPERHAL VS, BRIDZLD
AZICHEDRBESLEX, FAEORBLLIEZLEEALIE, MEDOHZELLEFEREING GHOIBAR. o HilEE
PULEBERARICHZARVEATVS, —ATHZLDALICARDGEHIETHAIMEOBHERE . HRANDRBEEDH T3,

Junzo YAMASHITA WTIE=

Yamashita organizes manufacturing in which the possibility of a new lifestyle utilizing traditional materials and tech-
nologies which are cherished in Kyoto can be suggested and worked out. He engages in space design and the prod-
uct development of traditional materials. As a representative director of Space Magic Mon Co., Ltd., he deals with tra-
ditional products as well as housing design, graphic design, consulting for traditional industries in Kyoto, projects
relating to traditional industries in Kyoto, and art direction for Gift of Kyoto catalogues and overseas projects.
REPBUTCEABMDEMPRMEED UL LLEEBERLAIV ORI EE A REERZE/ DKW ERRALTWS, ZETH 1> -
EREFEMOTOLT AR, BRSHAIN-ZTT v 7ERRBFGEHE LU A TOL Y MRS EEBRET QT TT1v 0T H1 >
POREMDIGHEED AT 127, REDEHEEICEHZTOV I VM RHEDXFTMEZOTRBATOAS I IO T T 1L TV 3
CEFEITS,

Roger JANSSON

A designer originally from Sweden and based in Kyoto. Jansson engages in a wide range of activities such as product
design, graphic design, interior design, 3D modeling and rendering, and interpretation. As a designer of Space Magic
Mon Co., Ltd., he is in charge of products using traditional materials, the design of exhibition booths at home and
abroad, advertisement design, branding, and interior and exterior housing perspectives.

2y =T oHE BBREEOTYA S — TOLINTIA L TIT709 0712 ATITTFHA L BDEFV T &LEY YT, @R,
BILER, ARSHAIN-ZATIVIELDTFH(F—E LTERBEMEFEALLTOZV N BRSBTS T -ZARVLRENDTHA >,
TI>TFa T FERNN-2FEIBY,
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1:Chano ma (W 198 X H201.5 X D 198cm) / Comes in three colors: the Natural Room, which
takes advantage of the natural appeal of bamboo, and the White Room and Black Room, made of
bamboo latticework painted white and black, respectively. 2:Washi panels / The Echizen region
is Japan's leading producer of fusuma sliding doors. This single panel is the fruit of more than
1500 years of quality and technique. 3 :Ki-ori Tennage yoga mat / This is the world’s first product
of woven natural wood, made by slicing wooden planks into thin threadlike strips and weaving
them together. It's a flooring material that you can roll up and take with you. 4 :Bamboo vase /
This vase is made of tortoiseshell bamboo, with joints that swell like the shell of a tortoise. It brings
this material that is used mainly in the traditional tea ceremony to everyday use. 5 :Tea canister
(black or vermillion) / This canister retains the look of natural wood grain by using the suriurushi
varnishing technique on its interior. It can hold about 70 g of tea. Its inner lid fits snugly to protect
the tea from humidity. 6:Bamboo plates for individual servings / These bamboo plates take
advantage of the distinctive pattern of bamboo streaks. The cool silver-leaf coating brings a
refreshing look to your table. 7:Bamboo tray / Since the natural ridges retained on its surface
help to stop items from sliding around, this tray makes it easy to carry tea utensils and sweets.

1:Cha noma (W 198 xH 201.5 xD 198cm) / 1A%k
DHEED U [FF2TWI—L] MTI8RFEZINhThAER
D [RTAM—L] [Ty INV—L]D3BERER, 2:
AR/ SRV BEEAATH—DOBTEDEM, 1500F U LD
BEPESTEREERMPIADSN-—1, 3 KETFH—
Ja-3AATYN S KORERDEIICHECECITIZL. Zh
SERMATOL - HRNORAERE N, ADTHLEVNTES
Ja-UrT, 4 i S HPBORROLIICESATVLS
BRY, TLRETEDNZIORME EREVADERICL
Foo BIRMB(BELIEER)  AAICKEEYE(THIBL) EWVD
HEEHV., KBEORBEIFZIA TS, REIISLZ709. K
ENVEVELEN ERPSREERC, 6 84 11455
TROZVREPEP SN, FULTRREZYY, BRI
TP ERIEEBEATNS, 7ML A/ REICHATEL:
MDA BYEDDREEREZTOT, FRPETFEBURT L,

ADDRESS : 52 Kamitobatsunoda-cho, Minami-ku, Kyoto 601-8104, JAPAN .~ TEL : +81(0) 75-681-2471

CONTACT : mon.zo@nifty.com / URL : http://katoku.co.jp/
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Tiles fit for eating off
BETRANTHTLESL,

KAMEDANI

.
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Sekishu-kawara tiles are one of the most famous three tiles in Japan. The tiles
with a characteristic color of reddish brown called Kimachi-iro have been used for
the roofs of houses in the Sanin region and contributed to creating picturesque views
of villages there since 400 years ago. The roots of Sekishu-kawara tiles are lwami
pottery vessels originally used for storing foods such as miso and pickled plum. Go-
ing back to such roots and adding a modern touch thereto, Kamedani Ceramics has
transformed Sekishu-kawara tiles into tableware, including plates and small bowls.
We especially take pride in our heat-resistant cooking tiles produced through ex-
haustive research and study. Their great direct heat conducting ability is perfect for
cooking moist and tender meats and vegetables evenly. We intend to lay these tradi-
tional and modern technologies-based tiles over dining tables throughout the world.

HARZKREDVEDIZHAShBAME, REFE (XFE5L2) EFENZMIFOKRIBET.
400FHIPSIURMA DR DEIREAIFEDICEDTECORIE. TLIEKREBERETLEE
DEGBRFICEDNAZBRBEEVIEEEZIL—VICLTWET, KAMEDANIE. ZALBMNE
NDEAEZHRRICEEFSE, MONHLEEDRBELTEETNEDSEE L, BEINEE MR
ICHMREERTHRELHEROMEARL, RE2FICTZEIENANIAPHERELT LS
beRELITET, FHELREBLEIDERORLE HAFORED EANBEZOOTVEET,




Handing down a scenic tradition
BRIE, REAKRT,

The overall tile demand across Japan has been on the decline due to a dwin-
dling population and diversified roofing materials. When we set a goal of passing
down the traditional tile culture to the next generation, we thought that we should
tap into promising foreign markets rather than stimulate domestic demand.
These durable tiles are coated with a natural glaze containing Kimachi stones,
which possess reinforcing properties. The tiles are then fired in a kiln at temper-
ature over 1,300°C, making them hard and robust for use as cooking utensils; for
example, they can be used as substitutes for heavy cast iron barbecue plates.
We are planning to introduce these cooking tiles together with a wide variety of
other products we have developed taking into account requests from restaurants
overseas, first to the U.S. and Australia where people love the outdoors. By
attracting attention among local people and creating overseas demand, we will
pass down the scenic views of houses with red-tiled roofs in our hometown to the
future generations in a new fashion.

AOBDRBERFEMDZHELEICL,
HBASARTEDZEEI» K-TETVET, [EiF
EfEWTE R b e MICE 2 #<C ] 258
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EtEH3REFOEERELARADMEELR).,
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HEEEBERRVEIL. 333 LN BHRRED
AREFHLWDLLETRRICOEETET,

The enamel used to coat the surface of these
pottery items is sourced from powdered
kimachi stone from the Izumo region.

Firing it in the kiln results in the distinctive
reddish-brown color of Sekishu-kawara tile.

BEDDDOREED—T 127§ DHHEDRFHL
HEWH TR S RFADHR,
ZhER<ZETRNERBOREEIEEN S,

Each piece has its own unique character,

due to subtle differences of texture in finish

arising from the temperature, humidity,

and other weather conditions when it was made.
The natural environment of the place of origin plays
its own role in the tile-making process.

SUERFDIREXIRE. RIEICEST
e DERICH P EEF RN, —H—HOEEEES,
EHOBRRELELEDICIDEVFTH S,
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Kawara soba, or buckwheat noodles served on a tile dish,

is a specialty of the Sekishu region.

Diners eat the noodles and other ingredients served atop a heated tile.
Sekishu-kawara tile has been a favorite of the locals since ancient times,
as the secret to enjoying soba while it's hot.

e DB [RZIE ], B#UARICHEEEMERY DT TAENS,
ZTRERPVWEFANZLOOMEBELT. AMNRRHE P SBBDALICEREINTE

It's said that pottery gets stronger

the higher the temperature at which

it is fired in the kiln.

In fact, the firing temperature of
Sekishu-kawara tile, made from
flame-resistant clay and enamel,

is more than 1,300°C.

This is exceptionally high temperature
for firing pottery in the world.

BRCREPBWEERLICES EVhh 3FE25,
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Kamedani Ceramics Co., Ltd. 8AZE % HR&4t

Founded over 200 years ago, Kamedani Ceramics Co., Ltd. has been making Shimane Prefecture’s traditional Seki-
shu-gawara tiles. Each piece is finished by hand with care in a time-honored method of using glaze made exclusively
from Kimachi stones and never compromising on the firing temperature of 1,350°C. We stand by the late proprietor’s
strong message of “No Kimachi, no tile business.”

BI¥200F [BAEX X BIREDGHHIEMNENET, ELNSDORFALTOMBEBAREIZS0TICZ DY, TEICADF
THEFTWE [REFEXHZILLRBERHD | EBRICI DT -EROBEES S# <,

Shinya KOBAYASHI /it

Founded design studio Coelacanth Shokudo in March 2011, Kobayashi has been offering logical solutions to a variety of
issues experienced by the traditional arts and crafts industry as well as small and medium-sized enterprises while cher-
ishing the local resources and culture. Extending his support in design, producing and sales development, he maintains
the style of not limiting his efforts to any method as long as it provides the fundamental way to solve the problem.
2011 EIREREHI —FHAREFH L, WEERE L2 AT Lik2 B EMEECHNLEDRAZHMBICTH>0OOTYI T
BRLTVSTWD, FHAXT07F1— X, RIEMAAL ERERRICAN SRANEHETHNEFRIEMDEVDN IRV,

Yudai KANEKO #®Fifk

Graduated from the Design Department of Osaka University of Arts and obtained a master’'s degree from Osaka Uni-
versity of Arts Graduate School. After working at a home appliance manufacturer as a designer, Kaneko returned to his
hometown Kochi Prefecture to take over his family’s fruit and vegetable shop. He opened mama marché, a design-ori-
ented produce and lifestyle store that sells local groceries together with general merchandise. Kaneko remains active
as a designer that tailors to the needs of the locals.

AREMARZTIA L ERE BAERIET. REXA-D—ICTTFHAF—ELTEHHEER T HEWTHISHRILT. RETHIEFR
EEME WxBMEFOIC, BA%EE. 7Y 2MICERE<CS LD mama marché 3830, WIRICIRE LAeF 1+ — & LTEENF,
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1 Tile cup / The rough look of
this piece, which takes advan-
tage of the nature of soil itself,
is part of its appeal. It's suita-
ble for a wide range of uses
including dipping sauce bowl.

Ehy7 / TOEEEZDEFE
PULERALVWRIEG BN Ty
THOY—=ZANIZT B HEM[FWN
VEES S

2 Tabletop cooking stove set us-
ing flame-resistant tile / This piece
of cooking equipment for use by a
single diner is used for grilled and
stewed dishes in Japanese inns and
elsewhere. Since it uses solid fuel,
it can be used outdoors as well.

BEAXAMBEL sLa>0tybh BE
TERELETHREMPB/MIEDNS
—NEDRAEEE, RICETMRE %R
ATWBDT, 7TIOMRT7THEETE S,

3-5 3:Small tile plate / This small plate is useful for holding seasonings or hors
d’oeuvres. While thin, it's extremely strong. 4 : Fuchidaka dishes for the tabletop
cooking stove set using flame-resistant tile / These medium-sized tile dishes have
deep bottoms so that the juices do not spill even when cooking meat and vegeta-
bles in them. 5: Flame-resistant tile / Using the rising shape of these dishes to
present meals in a dramatic way makes your tabletop a spectacular sight. They
also can be used to cook meats while draining away excess fat.

3: B/ SRR ANRRIE DY) DU A EICEAS /N, EHDEVEY 25, BHTER,
4 EXAH#E £L2>08 &5 FEORM, EZRDICLTHENT, APHFREHRWVT
bt ZIERD5W, 5 BEXEMBE &Y EF SR EEDL LTERD LI ICHIBEEY) DIt
hE, BENFEPPICED, REGAEEZEELEPSRERIZED,

ADDRESS : 736 Nagasawa-cho Hamada-shi, Shimane 697-0023, JAPAN ~ TEL : +81(0)855-22-1807
CONTACT : honkimachi@iwamicatv.jp .~ URL : http://user.iwamicatv.jp/honkimachi/
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The cutting edge of tradition

CHhHERORERTT,

MARUNAO, to the world

Sanjo City, Niigata, is active in monozukuri (creating
products) and has manufactured eating utensils and car-
pentry tools since ancient times. Founded in 1939 in the
city, long-established MARUNAO Co., Ltd. is a producer of
wood products, mainly chopsticks, for everyday use utilizing
good-quality timber procured from all over the world. At the
basis of our high-quality products, taken on by Japanese
department stores where the cognoscenti gather, lies the
superior skills of the company founder who made a living
as a carver of temple, shrine and Buddhist altar ornaments.
Our hand-carved chopsticks are produced individually in a
meticulous manner based on the techniques for ensuring
precise and detailed wood carving that we have inherited
from our predecessors: they look like small sculptures when
placed on a dining table. Enjoy the delicate and unique
feel of the extremely narrow tips of our chopsticks made
from hardwood timber, such as ebony, against your mouth.

EHOLRBPBAEEDEENIN BALDDICYDHE, #HB
B=%m. tRPHPOSEDLERELAMEFE N, BEehL LY
BEVOREZEFF I TCELEON1939FRENDEH I E~ILFF
Td, BRIZPESHADBEE CHORWEDODNZ ZORE . KD
HEELTWAESHPABORINICARLTIVWEY, @I THEY S
EERARDONDAREFEMEZIT#HRE, OEDTOTEICHIWHEIN
Bl EB3TCEREOLDNE R, BEBEEOEAZRERACLTER
SEABHAOELLS, MICEAVWEBEEOSH/NERL TLEIL,




Dine with the texture of ancient trees
ﬁﬁﬁﬂigf:*’&\ ﬁil\o

As Japanese cuisine has gained popularity around the world, chopsticks
have become widely acknowledged abroad as well. However, they have yet to
take root in local people’s lives, and we think we need to employ a flexible and
localized global marketing strategy in order for our everyday-use products to be
accepted by foreign markets. The first thing we do is process wood in a manner
suitable for the local culture, thereby enabling local people to have first-hand
experience of the product quality. Although our other wood products such as
spoons and cups vary in form, the enthusiasm of craftspeople who want users
to enjoy the texture unique to several-hundred-years-old trees permeates each
item. We have developed an array of wood products with the hope that cus-
tomers will first be attracted to familiar items and eventually become interested
in chopsticks. We are now considering delivering our products to five coun-
tries around the world with the aim of establishing permanent stores locally.

BARBASOS T ICF-TEATHLEIHASN
T&EH B L LBEBOAFBICIRMFCETICEES
TH5T. HEFEVWOEEZBATZUIANTHLI -
HIZIE, FHAEOA—DTAIPRELZEBRLCTVET,
FTEBRBOIZAEIPBETAREZIMNIUL. ZD&
BEEBRLTHLIZE, RERT XDy ThER
DL =B L2TTY. ZOREICE [AIEFEHE
B REFPHDOERICHMATIZLL VWS
ADEHLSEVWHENIADSNTOET, FICENX
TVBHDOLSHLATHLL, DD IEEICHEKE
BoTH5Akb0, ZAKBWEADTEY EIFfzK
Mmz, BHERHRNEZBELC HASHEICE
TWEET,




Each chopstick is honed from a single
piece of wood, burnished to a fine
finish while paying close attention to
the vibrations and sounds that could
affect the material.

These chopsticks are finished in a way that preserves Even at the MARUNAO studio,
the qualities of the wood itself. a place that brings together numerous
They are made of materials chosen carefully from among highly experienced craftspeople,
the highest-quality hardwoods, including ebony, there are only two people who have
rosewood, and snakewood, preserved under thorough the skills to manage the final process of
humidity and temperature control. filing the chopsticks smooth.
RKOBNFZDEEE ENVDOEICERETIE. BEhoUKBIREPFICEREMEEE L,
ERHCIEREPEE, Xx—77yR5E —ARDARGEEBEEN LT TN
BARORTHEFICRELGAMERE L. BRBREECHANEITINFADIETH.
EEPRENERZHESIEALRENDDETRET S, RIETREOX T EELETEIRIMELDODIE
bIMIC2 A0

COMPANY: MARUNAO CO., Ltd. w7+ #X&#t
MARUNAO was founded in Sanjo, Niigata Prefecture in 1939, as a company that handled decorative carving for tem-
ples and shrines.It carries on its traditional carving techniques, which aimed for precision down to every detail, in pro-
ducing chopsticks made of ebony and rosewood, made with exactitude and a beautiful finish. MARUNAO continues
exploring new possibilities for wood, as it builds on the track record of its predecessors.
HBREEMTHFHERMT AN EEE L U TI939FICAIE, MBE TOMBLBE LR 3R A DEHFEIE. BOHEEEELWME
WV ERHORM - REOEMSICR I N TV D, FAORMMEREA, FadADFIREMEER. KET 3,

PROJECT Yoshihito KATATA EH{E—

MANAGER: After graduating from university, Katata worked at a design office in Osaka. After experiencing the design develop-

ment of home appliances, office equipment, sporting goods and other items, he worked at a division of manufacturer
planning, development and design in Tsubame Sanjo, Niigata. There he aimed at field-oriented design and manufac-
turing, and engaged in duties including the process improvement, cost control, and branding. After he left in 2014, he
established KATATA YOSHIHITO DESIGN. He has won many awards including the “iF design award” and the
“GOOD DESIGN AWARD.”

KRFEEER. KROTH A BBMICHE, REPEHER. AA-VHRFOT VI U RAREBFRRE. FRER=ZZTA-H—20
E-RAE-FHIBPICHE. BEEEOTHF AP0 IV 0P T IRAEPREMBEN ST T T hEEDLEBETD
2014F (R4 # KATATA YOSHIHITO DESIGN 32 EUf, [iF design award ] [GOOD DESIGN AWARD] #ESHEZH.
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1:Luxurious 16-sided 235mm ebony chopsticks / With 16 finely created sides, these are the
chopsticks that represents MARUNAO. Combining a comfortable smooth feel on inner surface of
fingers with remarkable ease of use, the chopsticks are truly magnificent. 2: MARUNAO Star,
MARUNAO Sun / These 8-sided chopsticks feature an /chimatsu checkered pattern—used in
family crests and kimono—rendered in synthetic marble. They go well with any place setting, not
just Japanese cuisine. 3:Sweet morning / This combination Japanese- and Western-style cut-
lery set combines a spoon finished to consummate thinness with chopsticks that have exqui-
sitely pointed tips, for the ultimate smoothness. 4:Mint case / A case for holding tablets or ac-
cessories. Whether opened or closed, its smooth-sliding lid is held firmly in place by magnets. 5:
Sanroku / Tea-ceremony utensils carved from ebony. Their curves that call to mind the foothills
of the mountains and their natural wood grain make tea time even more elegant. 6 : Origami /
This letter opener is based on a motif of origami, the traditional Japanese pastime. Though
made of wood, its sharp tip is able to slice sheets of paper smoothly. 7:RULER “tri” / This
triangle measure is distinguished by precise scales carved into its wavy wood grain. The elegant
silver damascening gives it a graceful, refined look.

ADDRESS : 1662-1 Yada, Sanjo-shi, Niigata 959-1107, JAPAN .~ TEL : +81(0)256-45-7001

CONTACT : fukuda@marunao.com ./ URL : http://www.marunao.com/

'4 ls
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1:#E +AA% HE2E235mm / 16bDMBLEEHDOVILS
T ERRT3E, BOBICDHEVRhErEE, BV DLEIE
DHhHRTEFFESICRLEMR. 2:Marunao Star-Marunao Sun
/SRR EMCOAVShZHAMERE AT AEBATHVENG
ZFFBRUADY - 1CH L<BIEE, 3:Sweet morning /fR
N CGECH AR T e kiR BIRE T A%, O
HE)DEEIEBRLEMEDHNT Y-t yh, 4:3I2M=2
SBTLYNRTIEH )-8 LEILDDT—R, BHONIZZTA
K372k BAVEBHHAULEORAICL-TEZYEEEZD
%, 5B BEZHIVHLUAREGE. IWEERHEIHMFEER
DEEFOARBY, —ROVEEEICRAIERFAS, 6:0rigami /
BARGHEOEC VR | EEF—TICLER=IN=F1T, Tkl
AEEPSPhBEH L HEMORBE O EBYIRIT S, 7
RULER“tri" /W5 KRBICHEBLBRY P M EN A=A~
o BELBOGRERY. FTENCTRHIEHIEEITVS,
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Stimulate your own curiosity

T3, FHFDo

JAPAN MADE STROLLER

CURIO strollers are assembled carefully and individually
by craftspeople in Gifu, a major base for many of Japan’s
advanced manufacturing industries, such as the automotive
industry. They offer a very strong and tough aluminum frame,
shock-absorbing twelve-inch wheels, a cargo space under the
seat to hold a heavy shopping basket and an all-washable seat
that always stays clean. All our resources and efforts have
been channeled into creating an ideal stroller with which par-
ents and children can easily go outside whenever and wherev-
er. CURIO Strollers packed with innovative ideas for fun out-
ings help and encourage children, who encounter many new
and unfamiliar experiences, to stimulate their own curiosity.

BEREZRDICARDIDICNERORPEXIIREDRHAIC
&oT. VEDTORRICHMAL 5N/ [CURIOXME—F— |, B
ETHXRETIVIZILTU—L, BEERNTBI121>F21V, Ei:
WEVHID I ABERETOIIHAN=—R, AXNTETHISERE
T—bo INTIE, WOTHECATHEXPDIES—BELDILHDE

ZELWBHEDP DO DHEETREFDIAAT, 72{SAD
[RUDTIICHE I FEDLEDFFLE CACAERLLTVEET,

- W
-
"



Supporting worldwide child-rearing

HRAPOFETEZATV

We launched CURIO strollers in 2009 based on the concept of “a ve-
hicle to stimulate children’s curiosity.” Thanks to a number of steady
improvements such as annual parts reviews, their usability has been
recognized by Japanese consumers, who are said to be the most quali-
ty-conscious in the world. As we have recently begun to receive inquiries
from Europe, the U.S. and Asia, our products are gathering increased
attention worldwide. Although people’s lifestyles and living environments
vary across countries and regions, parents’ and children’s desire to make
the most of their time together in a comfortable way is common to all.
We are determined to make further efforts from a global perspective to
manufacture products which are finely tailored to each country’s life-
style and thus supported by parents and children throughout the world.

[FEHLDWHFLEFBITZIFEVHD | &>t
ThT2009FICHRFTEMAALAZCURIOXNO-5—, &
FON-VRELLEMELNELTEAZRI-ZET, H
FA—HEOREICELWEDEDNIAERDAL IS HIE
WRTAINRBOONTEE L, SHTERKRTITE
ErsbEVEbErELLIICEY, HRAPSDEED S
FoTETVWET, ERHIBICE->TES UAREERIRIE
FEESETTH. BTOBEEAYNI, HALTHREISED
ZLEVWEWSTRESEFTEXEL T, HERPOBFIC
FHEHINZEREBRL T SRIETO-NILERREZD
ENELLERDDZMOHL ARG I EE5IEDHT
WEFZWEEZATVWET,

It is impossible to guarantee product quality without

thoroughly carrying out all processes from frame

welding and polishing through stitching the seat.

Our highly skilled craftspeople operate machine tools

freely as if they were extensions of their own hands,

to carry out distinctively precise procedures one after the other.

TL—LOEE,. ME,PSY—bOKEBICEDET,
TRCOIRTHOLVWVEEEZBESEL TN IERROERRTE V.
PFEOB NI TEEBELIVEDDFOLIIC

BEICRY, BELGEEER)EL TV




Parts are updated periodically to

improve performance.

Owners can keep their strollers up to
date because new parts can be installed
on previous models as well.

MREM DD, N—VIEEHRWICEH SN B,

FUWN=VIELIFIDOETIVICHE) F 2 B gER 128,
BICRFOREEHRAT-—BTHIKI>N S,

COMPANY:
CURID

PROJECT
MANAGER:

Since the parts can be disassembled, all it takes is DESIGNER:

repairing or replacing individual parts as needed to restore

the same performance the stroller had as it was completely new.

This single stroller can be used and reused each time a new 2 ."

child is born to the family, and you feel attached to it.
IN—YIRBETEBDT, DELEHDEES
BARFEREDMRENLANAD,

EAERBIHHKTRIBMOTVIE, BFBEOBABEL>-—BELE-TVE

- RHTBIEGT

TAKAHASHI SEIGAWARA Co., Ltd SERE #AS4# F1VFAEEE
A tile manufacturer that has a history of over 60 years in Gifu City, Gifu. Since 2009, it has been selling stroll-

ers developed by their in-house business department.
IR RBIFEM TO0FLULHCEE, 2009F L WHABER TCEHBRONE-H—ERTE,

Shintaro TANABE Hi81EKER

After graduating from an overseas university, Tanabe worked at a local design office as a designer and art di-
rector. After coming back to Japan, he worked at a foreign-affiliated creative agency as an art director. After
that, he started his own business. Tanabe has been in charge of branding direction since 2009 when CURIO
first started.

BHDAFEZEE. BWOTFTHA AT RITTIMF— /7= FrL72—-ELTHHE, REH. AEROIVIA 717
I-Jzoo—lTT7=bF1LI2—ELTE#H. ZDH. L, 2009 FENDCURIODIL L EFBLY, TSRO FrL I3
S EEY,

Norifumi GOTO #BHRX

Born in Ichinomiya City, Aichi in 1963. After graduating from Aichi University of the Arts, Goto was in charge of
product design in various projects including the design development of industrial machinery at GK Kyoto Inc.
He established GOTO Design Office Inc. in 1998, and has been working there up to the present day. Goto is
now engaged in product design and design planning for a wide range of products such as daily necessities, in-
formation appliances, and industrial machinery.
1963 FFMBE—EMET N, FMBUXMAZEZER. MAKHCKRBTEERBO T HAREROICHL4LETODLY
FOTOZTRFYA L 21BY, 1998 EICERESHEBT M F 74 XEHILL. BEICES, AEMD SR, EERREL
ENBEVWAHFOTOLTMFHAL RUFHFALT I TEToTV S,
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1 stroller R / This highly mobile stroller is surprisingly easy both to turn
and to move forward in a straight line, with camber and toe-in features on
its rear wheels. By switching its front wheels to the same 12-inch tires
used on the rear wheels, it can be applied for off-road as part of an active
lifestyle, on sandy beaches or snow-covered roads.

stroller R/ BIZEMM NPT BEENOHDF v /N\— & h—1 HREEETRER(IC
A -HEEEDTV—F, AIBMERBERILCI12TF2IYVICERTTIIE, BIEPSE
BEEWSEFTA-RTOTIT1 T HEVAICBIEAT N S,

2 stroller A/ This compact stroller is shorter in width than stroller R. Its
size is well suited to tight spaces like railway station automatic turnstiles,
elevators, and crowded supermarket aisles.

stroller A/ stroller R &KW b HEEBHFENIL /NI be—FB, ROBBRILLITLN—
B—, BELILZ-—N——FTy e EFRVETOBRHICHLVERB LAY,

ADDRESS : 36 Jotodori2-chome, Gifu-shi, Gifu 500-8441, JAPAN ~ TEL : +81(0) 58-271-7301

CONTACT : info@curio-web.com ./ URL : https://www.curio-web.com/
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Air-purifying wood

ERAERK,

Cul de Sac-JAPON

AOMORI HIBA PROJECT

Aomori Hiba is native to Japan and considered one of
Japan's three most beautiful trees, along with Kiso hinoki cy-
press and Akita cedar. As it has a fine and delicate grain and
is highly durable, Aomori Hiba has been used as building ma-
terials of Shinto shrines and Buddhist temples since ancient
times. We have transformed wood from this tree into organic
products that enrich your daily life. The greatest characteristic
is the rich refreshing fragrance. The natural substances con-
tained in Aomori Hiba have not only relaxing effects but also
antibacterial, mothproofing, and deodorizing functions and
thus were used as medicine in old times. Natural scented and
highly functional small chips from the Aomori Hiba forest will
certainly purify the air around you and make you feel good.

AARBBEOHARTHY., REE/F MHIXFXEHATAR=ZKE
MOVEDICHAONZEHRE/N, EOMHBBELAREEMAENE
EP5, B OSFHIABDEMICEDNTELIDARME, BADES
LEEPICTZF—HZu TSI MIMELETELE, RADEEE.
BRBEDHDIRODPEE, TOTELBIRABRAICE, [PEELE
PEBVTyIRZIROMBICHIE - iR - HREOEENHHL-THW &
CRERAELTHRLENATWEL, BRPBALTYES VM
EHANSEHROPISN, HELEORPHBEABENRRELEDET,




Made directly from natural wood unique to Japan
2L EVWKRE, TOEEREITS,

Wild Incense & High Functional. This is the important concept we keep
in mind when engaging in Monozukuri (creating product ). Specifically, we
are doing our best to deliver the benefits of Aomori Hiba straight out of the
forest as much as possible. This is demonstrated by our products being man-
ufactured by local craftspeople well versed in Aomori Hiba’s characteristics,
and we strive to create simple, no-frills products. Furthermore, we thoroughly
utilize scrap wood generated in the course of timber processing, because we
believe that the great benefits of Aomori Hiba are maintained in whatever form
it takes. Starting with participation in trade shows or exhibitions in the U.S.,
France, and Singapore, we intend to create a new brand identity for our prod-
ucts and promote the spread of the Aomori Hiba brand name coupled with our
concept to all parts of the world.

Wild Incense (B# %) +High Functional (&
HEE)o ChIEFZBPREIILTVBHDINNDI
CETITT, EEBICIE, BHRENBLSTIEORE %
AEELBRN ZDEZEEIIDZ & RDEFMZELCHS
BEROBAVEECEDY), KRLEMEHLABER
BTFYL 2 D0P T TVWADIE. ZORBTY, /-,
REMITZBICELDIHMEABRRSTERTS
Db, EALDIEBETHNRMDBEHIEEDSHWESE
LTWaD5, 7AUH, TILR IVHR—ILADE
ReH@ERYVICCORZET I RELTHEILS
¥, [AOMORI HIBA|&WSEEEFA-BDTILE
ThEHRDBLAICETHEATVEZVWEEZTVET,

The sawdust generated in the production
process is pressed into solid form and used
as a dehumidifying agent.

Each piece of wood is used without any waste,
from the entire log to powdered sawdust.

MIEFTHZ BN T
TUREETHRUES., BiZH &L TER.
HARDPSVEDEADHRET.
—ARDOREFTZELLEVRLT,
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There is only one craftsperson in Japan capable

of making these hiba baskets.
He did not inherit this technique from anybody.
Rather, he restored it himself based on his own

recollection of his basket weaver father’s techniques.

ENHOFEFEEDCNABIBARBERIC—ALLVE L,
ZOEMSHEICHZHBI N TG D S 72H
BREBALZ S ZXDOHERFZERVHLEYS
MFTEESELEWVD,

Aomori hiba tree takes more than 200 years
to become a bearing tree.

As a result of experiencing the cold northern
winter over and over again, it's a strong type
of lumber with a tight grain.

MARICEDET200FL LOBENILELERE /N,
TEOEVEKEZAEHGMT B
ARENBIEHHEY. BEEARMELD,

COMPANY:
CuldeSa0- APON
O,
PROJECT
MANAGER:
DESIGNER:

Culde Sac LLC. #iATHvy ERAKH
The parents of the representative of Cul de Sac-JAPON are Aomori Hiba lumber dealer. Growing up surround-

ed by Aomori Hiba, she now incorporates its attractiveness into products. The company aims to brand Aomori
Hiba further, setting “Wild Incense” + “High Functional” as concepts.

ERNBERENOHMARE, EHRENCEFNTESZOBNEEMRICEELIAT, Wild Incense (BR %) + High Func-
tional (BH#HE) £ T MIS5EZBHRENDTIUNEEBIET,

Yoshiyuki YAKUSHIJI ZFFHIT

Representative member of Star Gold LLC. Yakushiji supports exhibiting products in countries overseas. He
has engaged in expanding the markets for superb products made in Japan, including denim produced in
Okayama, into Asia and Europe. He is now developing markets from Europe to Asia.

AREH X240 K KKt E, BALEYF—b, BMIUET=LERDIC, 22D DMade in Japan 7AZ 7 DT I 7 -
S-OyNAORBIEAICHDS, A—Ov /D57 I TEANDREHETH,

Ryo TAKAHASHI &# T

A freelance graphic designer and art director. Takahashi has experience in the design of a wide range of gen-
res such as the lookbooks of various apparel companies, websites, packaging, artist CDs, goods, photo books,
and art books.

TNV=F2R /T53T199T7H1F—. T—bF1LT%—, #ka2uTIXLILEEDLook Book. Web site, /Ny7—YFH 1>
T7—=74ArCD. JvAXFH1L / BEE, 7 v IDTHIHERBEVW T v D TFHA L F#1T 5.
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1 HIBA WOOD OIL / An essential oil extract-
ed from the Aomori hiba tree. Its active ingredi-
ents of hinokitiol and beta-dolabrin, not found
in most other trees, give it relaxation and anti-
bacterial effects.

HIBA WOOD OIL / RN SHH LTy
o F I DARMDSEE EAETFREWETIRS
[E/FFF—I][B-RZTULID VTV IXHHRYP
NEMWREET,

4 FOR SHOES / These deodorant, antibacte-
rial, and dehumidifying shoe inserts demon-
strate their capabilities especially on humid
rainy and snowy days.

FOR SHOES /#ANDHER - fil - g, EED
BURPEORICEAEHICHRERET 2,

2 HIBA MAGIC / This product uses scraps of
wood generated in the production process as
dehumidifying and deodorizing agents. It helps
to refresh the air with enjoyable fragrances.

HIBA MAGIC /I T DRRICH 3 5#t £FRIE - THEM
ELTER, EVEELADD, BREBFRIEDOZEY
T&3%,

5 HIBA CHIP / These chips are made from
the “red meat” of the wood, which is rich in the
active ingredients mentioned above. Place
them in a glass, a piece of pottery, or a pouch
for use as an air freshener.

HIBA CHIP /& DBEMMAES<EAL [FE ] L
FFIENBEANSTEEF VT, HTAPMEF. K—FIC
Ah, FERIE LR

3 HIBA BASKET / This basket is woven en-
tirely by hand. It grows even more pleasant the
more it is used, as it takes on an amber color.

HIBA BASKET /¥ TFEETHR» LI 1258, £
VIABEEICBRBICEILTEDT, BRhWEBEBEDIEA
Ehzhlod,

ADDRESS : 24-13 Kamimeguro2-chome, Meguro-ku, Tokyo 153-0051, JAPAN ~ TEL : +81(0) 3-6412-8083
CONTACT : info@culdesac.jp ~ URL : http://culdesac.jp/
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STRATEGY SESSION

Meetings with Professionals to Formulate Strategies
7071y aF Ve RIBBERE

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.

BHARTESERE - RERENTOT7Iy 3 FILETRNAHF—ELTIEBHR,
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MATCHING FESTIVAL

Matching Guests at the Forefront of Activities
RAIRCEBTEITAMEDTYF T

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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Local Talk Jam CARAVAN

A Trip Across Japan to Make New Acquaintances Fellows
BAPZHHME D<) DR

Caused by the setting up of an open platform in which useful information for overseas
expansion has been put together, the staff of the project secretariat planned an event
called Local Talk Jam CARAVAN with partners in 10 locations across Japan.

It aimed to create methods for utilizing the platform and two-way cooperation through
communication with various people who play active roles all over the country,
including manufacturing business operators, producers, creators,

government officials, and participants of the event.

We are working on future-focused development of new partners across Japan.
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RUNWAY

The Final Inner Presentation for a New Dawn
HEGWBEVDI-ODORERSS

Those involved in the project (including business partners, advisors and the Ministry
of Economy, Trade and Industry) gather to overview the year’'s endeavors

and convene discussions that connect to the next steps further. Sharing the results

of business negotiations, the responses within each country, and any future strategies
that have been come into view, they aim to make the use of the various different
encounters and observations through the project for the future goals of each team.
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COMMUNICATION TOOLS

A System Able to Present Behind the Scenes of Each Product
LODEMMEFTIEABZLL A

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 12 teams and projects that represent

the pride of Japan manufacturing and ingenuity.
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ADVISOR PROFILES

Miyako HAMANO
B R
Cabinet Office Special Advisor

(in charge of Cool Japan Strategy)
AR BRE5 (V- I v/ HRRIEY)

As a general manager and executive vice president
of JETRO, Ms. Miyako Hamano has been engaged
in helping Japanese SMEs to export products and
develop overseas markets for many years.By mak-
ing the best use of her diverse network that in-
cludes promoters of overseas events, buyers, and
designers, she conducts original exhibitions and
business meetings in Paris, Singapore and else-
where across the world, bringing design, fashion,
and content together. She also conducts the China
ASEAN caravan project that involves approximate-
ly 100 SMEs every year in order to export their
products to China and ASEAN countries. The pro-
ject consistently aims to support profit making for
individual SMEs. Ms.Hamano is currently responsi-
ble for the Cool Japan Strategy as a policy consult-
ant to the Cabinet Office and also works on region-
al contribution and enhancement of management
skills through cooperation between business and
academia as a trustee of Shinshu University.
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Takehiko FURUYA
HERE

Director and Managing Operating Officer of
Matsuya Co., Ltd. in charge of Group Business
Planning and Business Strategies, Executive
President and Representative Director

at Scandex Co., Ltd.
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Completed the Master of International Affairs, a
master’s degree from the Columbia University’s
School of International and Public Affairs. Furuya
graduated from the Faculty of Law of Gakushuin
University in 1996 and joined The Bank of Tokyo-
Mitsubishi, Ltd. (currently The Bank of Tokyo-
Mitsubishi UFJ, Ltd.). In 2001, he joined Matsuya
Co., Ltd. and expanded specialty store projects
opening a boutique at Tokyo Station serving as
General Manager of Women'’s Department. And
also he established the slogan of “GINZA
Specialty Store”. Assumed General Store
Manager in 2013, he carried out the large scale
renovation of Ginza Store successfully.In
addition, Furuya has been deeply connected with
Ginza by staying active as one of members of
Ginmikai, a committee of young leading business
owners under All Ginza Association.
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Yasushi YAMAZAKI
]

Board Member and Brand Director at JDN Inc.
(#%) JDN B 75/ FF1L 74—

Born in 1969 in Muroran, Hokkaido, and grew up in
Sapporo. Studied psychology at Hokkaido Univer-
sity. Yamazaki’s passion for design led him to join
Tanseisha Co., Ltd., the world’s leader in spatial
design. As an intrapreneurship effort, he founded
JDN in 1997. Building the customer base from
nothing, he played a central role in expanding the
enterprise. He became the Board Member of JDN
Inc. in 2011 and currently works as the Brand Di-
rector, acting as a contest consultant, interviewer,
writer and speaker at various engagements. Board
member of JAPAN BRAND FESTIVAL. He enjoys
playing the saxophone in his free time.
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Naoko YANO
XHEF

General Manager of Planning & Design Office, House-
hold Division, Ryohin Keikaku Co., Ltd., Design Director
at IDEE CO., LTD. and part-time lecturer at the Depart-
ment of Integrated Design, Tama Art University
RGHE EEREE LEF Y VER. (K IDEE FH1VF(L
75— W SEEMKE |ETH A 20 FRDHA

Born in Tokyo. After graduating from Tama Art
University, Yano joined Ryohin Keikaku Co., Ltd.
in 1993. She moved to Sweden in 2003 due to her
husband’s job transfer and lived in Malm¢ for
three years, during which time she was out-
sourced to work at Muji Europe where she was in-
volved with the exhibit at Milano Salone and prod-
uct development for Muji’'s European market. In
2008, Yano joined Isetan Mitsukoshi Institute (for-
mer Isetan Research Institute) and directed the
Living Division. She returned to work at Ryohin
Keikaku in 2014 and currently acts as the General
Manager of Planning & Design Office of the
Household Division.
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Shigeharu ASAGIRI
WEER
President and CEO of Coedo Brewery, Kyodoshoji

Corporation, Ltd.
HARYBEBE ITIFTL7) - KRRHRER

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

CEO of method / Buyer / Supervisor
() Xy K KRBBERNAIY - HEE

Yamada was born in Tokyo. After working as a
buyer for IDEE SHOP in Minami-Aoyama, he
founded method in 2007 and began working as a
freelance buyer shortly afterwards. He is current-
ly 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 Pub-
lishing. 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.
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Updating Fujiyama, Samurai, Sushi and Geisha
70T - HBLFM - RY T4+ &2EHTS

Chiaki HAYASHI

Representative Director of Loftwork Inc.

H T8 #tasnsro-7 KERGR

People outside Japan do not know Japan as much as we think they do. When you
tell them you are from Japan, they often respond by saying, “Oh, Sushi. Geisha.” With
such a simplified stereotypical image of Japan circulating around the world, the gap
between it and the real is further widening.

This situation is not limited to only Japan. If you ask Japanese people what they
think about Kenya, for instance, many are likely to answer that the first things that come
to mind are “grassland, safari, animals,” etc. Their answers are not wrong, but it is still
relatively unknown that Nairobi, the capital city of Kenya, has developed rapidly into one
of the most prominent IT cities in Africa.

Over the past three years, those of us involved in the MORE THAN Project have
visited many job sites of monozukuri (creating products) that Japan boasts about to the
world; | have realized that there are a variety of factors that contribute to the creation of
excellent goods and services, including climate, history, skills, techniques and people,
who have synthesized all. The overall Japanese culture is made up of these small
individual contributors. Therefore, we would like to give our full support to those engaged
in monozukuri in their efforts to make inroads into overseas markets, thereby helping
people around the world to look at Japan from an updated perspective. This wish has
been the driving force behind the MORE THAN Project.

The MORE THAN Project is one of the initiatives promoted by the Ministry of
Economy, Trade and Industry (METI) to support Japan’s creative industries. The
effective use of state resources is one of the main goals of the project. However, it is
actually not easy to deal with the government. More than a few people have a negative
impression of the word, “subsidies,” and the name of METI’s creative industries policy,
Cool Japan, is also likely to raise some people’s hackles. Detailed rules set forth on
fraud prevention require an enormous amount of paperwork.

It is easy to criticize government programs. Nevertheless, it depends on how to utilize
them whether if you gain or let them waste. Highly-skilled designers and producers,
companies with expertise pushing forward with the creation of goods and services, and
the resource-rich government. If they all share the same objective and are able to
cooperate, they might as well put aside their differences in culture and methodology and
capitalize on each other’s strengths to achieve outcome. In this respect, the MORE
THAN Project has been successful and provided a valuable case study.

We can try a range of measures without changing the existing frameworks. For
example, we ceased to file a “report” which was merely perfunctory, while meeting the
requirement that “we must provide details of what we have done.” We compiled a
“project book” containing carefully-taken photos and refined explanations of products so
that it can also be used by business operators during their overseas promotion activities.
The book is highly rated by experts both inside and outside Japan as “an extremely
effective tool for earning trust from buyers.”

Furthermore, at strategy sessions and debrief meetings held once every few months,
heated discussion takes place over the participants’ positions and projects. Inspired by
other teams’ efforts to tackle their own challenges, each project team has gradually
come to set great store in results such as the number of business meetings, the number
of contracts clinched and the number of interviews. There is no doubt that this positive
peer pressure has boosted the quality of each project.

However, whatever system is behind it and whatever support it receives, the success
of a project is dependent on its “people.” A producer who, with a bag containing their
products, made an unannounced visit to a variety store overseas and struck a deal then
and there with the store manager whom he had never met before. A studio owner who
traveled abroad to do business for the first time and closed a number of great deals all
across Europe. These “people”, who treasure every small but extremely significant and
precious encounter, will build the future of Japanese culture. They are valuable assets
that the MORE THAN Project has cultivated over the past three years.

From this point on, we would like to create opportunities for people outside Japan to
visit the locations where outstanding Japanese products are made to garner hands-on
experience. | believe that through such experiences they will begin to see the product
not just as a simple thing but as something that carries a powerful message, and their
encounters with the manufacturers will be imprinted on their minds.

What we are trying to do is to create opportunities for life-changing encounters.
From the world to Japan, from Japan to the world, and from Japan to Japan.
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Chiaki HAYASHI # ¥&

Graduated from the Faculty of Commerce at Waseda University and received a Masters
in Journalism from Boston University. After working at Kao Corporation, she co-founded
Loftwork Inc. in 2000. Loftwork is a new—style creative agency that rolls out over 550 pro-
jects including web, business, community and special design initiatives each year. Loft-
work offers various “spaces” : “loftwork.com”, a network across over 25,000 creators:
FabCafe, the digital fabrication cafe operated in seven countries: “MTRL”, co-working
space that enhances people to experience handling a variety of materials. Chiaki person-
ally serves as the Japan Liaison to the Director of MIT Media Lab (since 2012), as a
member of the Good Design Awards’ Screening Committee (from 2013 to 2015). She also
engages as a communication director in an art festival, KENPOKU ART (since 2015),
and as CEO for Hidakuma Co., Itd, a public-private consortium, which aims to innovate
the forest industry (since 2015).
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Deliver JAPAN PRIDE as JAPAN BRAND around the World
JAPAN PRIDE %# JAPAN BRAND &L THHRICEITS

Shigeru FURUICHI

Deputy Director of Creative Industries Division, Commerce and Information Policy Bureau

HH R BRERAIVI(TTEEE BEAE

More than 20 years ago when | first visited to the U.S. to study, | was really imp-
ressed by the fact that Japanese automobiles and Japanese audio visual equipment
brands were highly admired there, and | felt pride in being Japanese. Japanese
engineers’ pride in “monozukuri” (manufacturing) creates high quality products which in
turn make Japanese feel pride. In Japan, there is an enormous amount of JAPAN
PRIDE, an excellent source of the JAPAN BRAND. Over our country’s long history and
in a setting of rich natural beauty, JAPAN PRIDE has taken root in the local culture of
life and has been converted into tangible goods and merchandise, which craftspersons
have created, passed down through generations, and improved to enrich Japanese
people’s lives. If those products can reach overseas consumers in the same way as our
automobiles and high-tech products do, it will certainly provide great pleasure to both
manufactures and consumers. With a view to delivering these attractive products around
the world, project managers and designers who are well-versed in overseas markets
assist small and medium-sized enterprises (SMEs) in their overseas expansion through
the MORE THAN Project. We will combine mastery of a craft with the knowledge to
compete in the international arena. We will also make available to the public all
information concerning our project including the challenges, requirements and difficulties
entailed along with measures to deal with them, so that other SMEs willing to make their
overseas debut can use it as a reference.

This brochure is compiled based on these objectives and considerations. We would
be grateful if this brochure is able to encourage and help SMEs in their efforts to deliver
a greater number of JAPAN BRANDs around the world.
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