Energize and Invigorate
Your Hometown!

Ways to Improve
Regional
Resources
Vineyards spread out against the backdrop of the Yatsugatake Mountains and the Southern Alps of Japan.
Koshu wine, a wine made from an indigenous Japanese grape variety grown in Koshu City, Yamanashi
Prefecture, is now highly regarded in Europe. Making the most of regional resources is now attracting
attention, bringing about significant changes to various regions in Japan.

A

s the name suggests, regional
resources are the resources
(industrial resources) unique to a region.
The term refers to specialty products
and tourist attractions. The Act on
Promotion of Business Activities by
Small and Medium Sized Enterprises
Utilizing Regional Resources, enacted
in June 2007, has led to the spread of
this concept.
Regional economies are invigorated by
developing new products and services
utilizing regional resources, and by
increasing transactions and expanding
job opportunities. In this mechanism,
prefectural governments first categorize
the regional industrial resources
into one of three types, namely (i)
agricultural/forestry/fishery products,
(ii) industrial products and technology,
and (iii) tourist resources. Then, SMEs

formulate business plans for utilizing
these resources, and qualify for various
support measures with accreditation by
the central government.

Capitalizing on the advantage
of resources and aiming to
establish a brand
There are currently about 14,000
designated regional resources. The
concept stimulates the ideas and
willingness of business operators and
municipal governments, and combined
with the regionally-based collective
trademark system, is encouraging the
generation of new regional brands.
On the other hand, there are also cases
where the attractive points of regional
resources cannot be exerted effectively,
and the economic effect remains

limited. Therefore, METI is currently
considering the expansion of support
measures, including legal revisions, in
order to add a new framework to the
Act on Promotion of Business Activities
by Small and Medium Sized Enterprises
Utilizing Regional Resources.
“Local Abenomics” gives regional
communities the principal role in
growth. Regional resources should play
an important role in boosting activities
in various regions.
In the following pages, we would like
to probe into key points, such as the
initiatives and approaches and ways
to collaborate with relevant parties,
through multiple successful cases and
explanations by experts.
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Koshu City, Yamanashi
Prefecture

The strong belief of an indivisual is the driving force

Chain of opportunities
connected to local
wines
“It is aspiration that strengthens brands,”
“Think by yourself, rather than following
precedents.” The former was advocated by
Shigekazu Misawa (photo below), and the
latter by Hisanobu Ishihara (photo on the
right page). Let’s delve into the background
of the Koshu wine breakthrough.

“T

here were apparently also many
inquiries from abroad,” says
Shigekazu Misawa, President of Grace
Winery. In January 2014, a luncheon
tasting event for Koshu wine was held
at the Embassy of Japan in the UK, a
rare and remarkable occasion where 20
guests were invited to dine at the table
in the official residence. The overseas
promotion event organised by the KOJ
(Koshu of Japan), an
association established
by wineries and
municipal governments
in Yamanashi
Prefecture, appeared

to have generated a
significant impact. Their
overseas advances
in 2009 were the
beginning of the full-scale
implementation of METI’s
“Japan Brand Development
Project”. Hisanobu Ishihara,
from the Industrial Promotion
Division of Koshu City, also says
with satisfaction, “By inviting wellknown journalists and sommeliers,
and also through promotion efforts by
the governor of Yamanashi Prefecture
and the Mayor of Koshu City, feedback
was far better than expected.”

Grace Winery’s Cuvée Misawa
Akeno Koshu 2013 won the Gold
Medal and Regional Trophy in
the 2014 Decanter World Wine
Award.
Ways to Improve Regional Resources

Koshu City was established as a
new city in 2005. Hisanobu Ishihara
has endeavored to the development
of the Wine Domain of Origin
Certification Regulation by Koshu
City and other systems since the
era of the former Katsunuma Town.
As the person in charge of wine
promotion, he says, “Next, I would
like to establish a business model
for grape growers.”

Koshu City instigated various
measures to expand the popularity
of Koshu wine. The “Subsidy to
Encourage the Cultivation of Koshu
Grapes for Wine” program is one such
measure, which aims at establishing
a system for stable production in
order to counter the decreasing trend
in the cultivation of Koshu grapes.

Koshu wine has developed into a
regional brand which is
well known even
among wine lovers
throughout the
Koshu wine - the first
Japanese wine to win in
world, but it has
a worldwide contest!
been a bumpy
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Industrial Promotion Division
of Koshu City

Cultivation incentives to
ensure stable production

Establishment of an
appellation of origin system,
aiming to certify and promote
pure made-in-Japan wines.
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of the system goes back to the
Wine Domain of Origin Certification
System by Katsunuma Town, which
became effective in 1983.” The former
Katsunuma Town (now part of Koshu
City) is one of the biggest grape and
wine production areas in Japan. In
those days, when winemaking
in Japan relied mostly
on imported
Hisanobu Ishihara
ingredients,

to “aim for pure made-in-Japan wine
made from Koshu grapes” was an
excellent decision. “It was also a superb
system in terms of protecting grape
growers growers,” recalls Misawa, who
made and sold the first wine certified
under the system.
There were hard times: wine imports
sky-rocketed with the appreciation
of the yen in the late 1980s, and
the number of vineyards decreased
accordingly. However, the group of local
winemakers including Misawa strived
to protect Koshu wine. Their efforts
continued in the 1990s and thereafter,
among others the introduction of the
winemaking technique “Sur Lie” which
was made open by the major local
wineries; the implementation of
new hedge cultivation systems at
the winery’s estate vineyards;
as well as collaboration with
a renowned professor from
Bordeaux University, France
on vinification following
EU standards. Their
steadfast effort and strong
determination persisted,
and now, Koshu wine

Shigekazu Misawa,
President, Grace Winery
Established in 1923, Shigekazu
Misawa is the fourth-generation
owner of Grace Winery. Upon leaving
Mitsubishi Corporation, where he
worked for 10 years, he joined the
family winemaking business in 1982.
Since then, he has devoted himself to
making Koshu wine. He is now also
serving as the chair of the “Koshu
Wine EU Export Project”.

road.
Koshu wine is
made from Koshu,
an indigenous grape
variety of Japan. The credibility
of the product is guaranteed by the
Wine Domain of Origin Certification
Regulation by Koshu City, which
became effective in 2010.
According to Ishihara, who works
for the Koshu City Office, “The origin

Katsunuma Grape Festival
Katsunuma Grape Festival has
been held every autumn for more
than 60 years. The “Wine Village”,
which is a part of the festival in
which more than 20 wineries from
Koshu City run booths, enjoys great
success every year.

becomes
a regular
award
winner in wine
contests both
inside and outside
of Japan, reaching
its peak by earning the
Gold Medal and Regional
Trophy in the 2014 Decanter
World Wine Award.

Protecting and nurturing local
productsん、栽

enthusiasm for the Koshu grape is
ardent. He thinks not only about
wineries but also the grape growers
and the development of regional
industries.”
On the other hand, Ishihara takes pride
in having started the Wine Domain
of Origin Certification Regulation by
Koshu City, as mentioned above.
The regulation is also highly regarded
among experts, as an epoch-making
system for verifying grape origins
through vineyard visits.”
Strong collaboration among wineries,
grape growers and the local
government generated new industry
promotion initiatives by involving
relevant organizations and other
business operators. “Wine tourism”
is very popular locally, where people
visit local wineries while touring. Other
tourist events such as Katsunuma
Grape Festival and Fruit Marathon, the
latter being a race where participants
can enjoy wine after crossing the finish
line, are also attracting attention.
Other measures such as the “Subsidy
by Koshu City to Encourage the
Cultivation of Koshu Grapes for Wine”
to support growers have also been
developed. “The government tends to
constantly follow precedents. However,
in order to establish a regional brand,
I believe new ideas should also be
incorporated. Maybe I meet more with
people from outside of the city hall than
people from inside,” laughs Ishihara.
Looking towards the future, both
President Misawa and Ishihara point
out the importance of the “development
of a production infrastructure.” “Without
a rock-solid infrastructure, branding
may well not being able to get pass the
planning stage,” and “only by fostering
and nurturing local products can we
build consumer trust,” they emphasize.
Deep understanding of regional
resources and loving them thoroughly
- maybe this is where the starting point
lies for successful branding.

CLICK!

● GRACE WINE
● I ndustrial

Promotion Division,
Koshu City (Japanese version)

Even Ishihara, who has been in
charge of wine promotion for years,
is impressed, saying “Misawa’s
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What the town
government
always keeps
in mind is to
maintain a flow
of information,
create a buzz
around a
concept, and
pursue new
numerical targets.
Approaches
starting from “tuna
steak bowl” keep on
expanding, including
the birth of Fukaura Tuna
Boys & Back Dancers, who
are engaged in PR activities as
“dancing public employees,” and the
release of “Fukaura Tuna Curry.”

Tuna

Fukaura Town, Aomori Prefecture

Utsunomiya City, Tochigi Prefecture

Tuna, which had been largely
unnoticed for a long time, finally made
a breakthrough!

What has always been common
got a big makeover as a
sightseeing spot

“Forty thousand dishes a year, with an economic ripple effect of 220 million
yen. We call it the ‘Fukaura Tuna Case’,” laughs Mr. Maguro Suzuki, from
the Tourism Department of Fukaura Town Municipal Government, looking
back at the brilliant debut of the “Fukaura tuna steak bowl.”
While the town takes pride in having the largest catch of tuna in Aomori
Prefecture, the region was having difficulty in identifying a way to utilize this
resource. Then, the town recruited a producer from outside, and started
developing a local specialty dish. The town mayor, inns, restaurants and
local media all strengthened cooperation to turn the idea into reality. “It is a
result of all parties recognizing what they should do, and getting involved
actively,” says Mr. Suzuki. “Team Fukaura” keeps on taking the challenge.
CLICK!

●O
 fficial

website of Fukaura tuna
steak bowl (Japanese version)

The closed Ohya Stone mine had been neglected for a long time and
the people living in the area never gave it a second thought. “However,
when viewed from a different perspective, I found that it has value as an
extraordinary setting,” says Mr.Yuzuru Matsumoto of Farmers Forest Co.,
Ltd., who is one of the trend-setters establishing “OHYA UNDERGROUND.”
There is a vast space under the site of the closed mine, and it feels like a
shrine built underground. Underground lake cruising, which is an activity that
especially arouses a sense of adventure, became a hot topic, and the place
now has increasing name recognition as a sightseeing spot. In addition, a
project to cultivate strawberries in summer using the groundwater from the
Regional operation with Roadside Station Utsunomiya Romantic Village taking the
mine is now under way. The ideas coming out of Ohya are riveting!
 oadside Station Utsunomiya
CLICK! ● R

Romantic Village
(Japanese version)

Cultivated and
flourishing!

Leading players that are
invigorating each region

Imabari
Towel

Goods, services, and experiences––all regional brands are the
result of exerting the potential of a resource that has always been
there. Let’s hear the stories woven by the people of each region.

Closed
mine

 nishi Travel
CLICK! ● E

(Japanese version)

The production volume of Imabari
Towels dropped to about
one fifth of that seen at
the peak in 2009, but
gradually recovered
thereafter. “It is now
revitalized,” says Mr.
Seiji Kondo, President
of Shikoku Towel
Industrial Association.
The information
transmission from
the production area
is uninterrupted, as
shown by such matters
as the opening of a
directly managed store
in Minami Aoyama, Tokyo,
and promotion activities
implemented abroad. There
is also a “towel sommelier”
qualification exam for developing
advisors for selecting towels. These
activities are invigorating the towel market.

initiative is put into practice for finding unnoticed regional resources and realizing
self-initiated regional invigoration. The site serves as a base for information on the
destination-led tourism and adding high value to the region, and is promoting an openknowledge style of approaches to sharing know-how and various regional resources
within the region.

Imabari City, Ehime Prefecture

Building a mechanism to convey
value with the aim to realize
“globally-known Imabari”
Imabari is the largest production area of towels in Japan. Aiming to
establish a world-class brand, the region was adopted for one of the
JAPAN Brand Development Assistance Programs by the Small and Medium
Enterprise Agency. A well-known designer was nominated externally, while
Imabari City also accepted staff temporarily transferred from the Shikoku
Bureau of Economy, Trade and Industry. Their approach on diffusing the
sense of “excellent quality,” “history” and “spirit of innovation” has achieved
results. The key points were that the business operators united under a
common sense of crisis, that the original quality standard was clearly set,
that a mechanism to convey value to the world was established, and that
an environment was created wherein profitable business can be realized
and the business can be advertised on an ongoing basis. The brand name
“Imabari” can now be heard abroad as well.
 fficial general information
CLICK! ● O

website of Imabari Towel

Yamae Village, Kumamoto Prefecture

A high grade product that had once
nearly disappeared is now center
stage again.
Yamae Chestnuts were once known as high grade products, and were even used
as a tribute to Emperor Showa. However, the brand ceased to exist due to
various reasons, and the number of chestnut farms also dropped sharply. It
seemed as though the product would be forgotten completely. However, it
was revived. “It is now used for desserts served at Seven Stars in Kyushu, in
a deluxe sleeping car train, and in JAL first class sections. In the village, we
are all eagerly looking forward to future developments,” says Mr. Takahiro
Nakatake of Yamae-Do, who was struggling hard to revive the brand,
talking about the positive response the revived product has received. Since
Yamae Chestnuts are slightly larger than other chestnuts, they have a great
presence about them. In particular, vacuum-packed chestnuts cooked
in their pungent skins are enjoying good sales, supported by consumers
for their sense of luxury and easy-to-eat style. “I am also thinking of selling
them abroad,” says Mr. Nakatake, indicating another dream to fulfill.
CLICK! ● Yamae-Do website (Japanese version)

The village focused also on supporting cultivation, such as employing new staff
according to the aging of chestnut farms. Further, in order to promote a framework for
back up by the entire Yamae Village, the establishment of an agricultural corporation is
also being considered. Triggered by the revival of Yamae Chestnuts, “The region is now
willing to try something also with other specialty products,” says Mr. Nakatake.

Yamae
Chestnuts

Umaji Village, Kochi Prefecture

The secret behind the business
success of a mountain village with
a population less than 1,000
Umaji Village promoted its name throughout Japan with a memorable
commercial, with a phrase in the local dialect saying “Everyone, why not gulp it
down?” in 1988. Its population is less than 1,000 (as of 2014), and 96% of its
area is covered in mountain forest. It was yuzu, a type of citrus, which laid the
way for such a small rural village.と、農協はゆず加工品の通信販売をスタート。
“Consumers do not purchase something because of the size of the production
area or the volume of production. It must be because they support the area
producing delicious and safe products honestly.” (Mochifumi Totani, the
President of the Umaji Village Agricultural Cooperative). Under such philosophy,
the Agricultural Cooperative started mail order sales of the processed products
of yuzu .
The image of “Umaji Village = delicious yuzu citron” was established by also
transmitting information on the profile of growers and the nature of the village
at the same time. The secret of success was the shared wish within the village
for the continued implementation and support of such activites.

In addition to “Gokkun Umaji Mura,” a yuzu drink that became synonymous with
Umaji Village, there is a wide product lineup including ponzu with soy sauce and
yuzu peel seasoned with chili pepper. Cosmetic businesses selling soaps and
creams, developed by focusing on the moisturizing effect of yuzu, are also getting
on track. The products are serving an important role also in terms of ensuring job
opportunities.

Yuzu

 op page of the website of Umaji Village
CLICK! ● T

Agricultural Cooperative (Japanese version)
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We talked with experts on regional revitalization!

More people are increasingly
interested in experiencing stronger
ties with regional lifestyles and
activities.
What is necessary for a region that wishes to make a change?
What kind of actions should be taken? We asked Mr. Tsuguhiko Sawanobori, the Director of Jalan Research Center, which
supports various different regional revitalization initiatives and has accumulated a wealth of know-how.

W

hen respondents to Jalan
Lodging Travel Survey 2014
were asked what point they prioritize
regarding travel, 61.8% answered,
“I choose a style of travel that really
lets me feel what it is like to live in the
particular region.” I think this is one of
the key points to understanding recent
trends. Meeting people, seeing things,
or having experiences that you cannot
find in urban areas but are only available

in that certain region - many people are
now seeking such experiences.
People increasingly travel to places
that fit their values, or might even
consider the possibility of relocating.
Rather than spa resorts or a tourist
facilities built at immense cost, people
visit places they are attracted to due to
the long history, culture or identity of a
region. I expect that case examples of
revitalization reflecting such a trend will

Mr. Tsuguhiko Sawanobori
Director,
Jalan Research Center
Recruit Lifestyle Co., Ltd.
Mr. Sawanobori joined his current
company in 1993. He has been
engaged in the travel business since
2002, and supports the revitalization
of tourist sites near the Kanto Region
as an area producer. He assumed
his current position in 2007. He also
acts as a member of various different
councils of the Japan Tourism Industry
and municipalities.

Well, how conscious are people of the
economic situations in their regions? I
have the impression that awareness on
this point varies largely by organization
or age group. While stores in contact
with customers every day feel a strong

1

Boast about your
region!

2

Look closely from the
entrance to the exit!

Boast about your region!
The wish to convey how wonderful your region is will create an
attractive region and products.

Try to reach a
consensus!

Teamwork is essential for regional revitalization. If all of the
people engaged develop a sense of ownership, their behavior will
change as well.
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34.1%

Talk with the local
people actively and
gather information or
exchange with them

38.2%

61.8%
Choose a travel
destination that can be a
reference for a destination to
move to in the future

24.3%

Travel by exchanging
with local people to use
the information as a
reference for my future
lifestyle

Choose things that
are good for or contribute
to the region

29.3%

37.9%

It is hard for much needed,
valuable feedback to reach
the right place.

Seek a way to utilize regional resources based on the cycle of
development, sales, promotion and improvement.
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Try experiencing
a lifestyle rooted
to the region

(Surveyed by Jalan Research Center)

be increasingly apparent in the future.

Key to achieving success
with regional brands

3

New needs among
Choose a style of
travelers who focus on
travel that lets me feel
the characteristics of
the peculiarity of the region
the region

sense of crisis, people who are away
from the front lines tend to think the
situation it is still acceptable. Travelers
must be leaving feedback regarding
places they have visited. “It would be
a lot better with nicer packaging,” “I
would have liked to buy souvenirs if
they were like this…” Such feedback
includes hints for defining problems
or improving attractiveness. They are
precious, valuable opinions. However,
if residents and businesspeople do
not recognize the current situation
in the region, the establishment of a
mechanism to properly feed these
opinions back cannot be expected.
What will happen to the region if no
action is taken and the current situation
is left as is? How large is the gap
between the current actual situation
and the image of the future? I think that
the first steps forward will only become
clear once everyone wants to know the
answers to these questions.

Everyone becoming involved
will bring everyone in the
region together.
I think there are three points to regional
revitalization. First, I would love to hear
more people boast about their region.
Their love for their region is so strong
that it is about to overflow, and it should
be fully infused into products and

programs. That is the source of power
in spreading the regional resources
around the world.
The second point is to generate new
products and services in the marketing
flow. Create a product, circulate them in
a distribution network, promote them,
and verify the results for reflection in
further improvements—while many
cases go no further than the marketing
stage = research, it is important to
securely manage the PDCA cycle.
The third point is to further increase
the occasions for discussing what
types of people and organizations
are necessary for the current region.
In particular, it seems that human
resources with consensus building skills
are essential. A top-down approach is
tried at least once, but is unlikely to be
sustained. However, if the approach
is your own decision, based on a
consensus among everyone, a sense
of ownership will be generated. If the
approach succeeds, it will lead to
further positive attitudes aiming for still
further success. Therefore, the level of
a sense of ownership largely influences
the cohesiveness of the region.

for the regional lifestyle and activities
is steadily increasing. For instance,
in Shinshu Seishun Village in Nagano
Prefecture, activities such as cultivating
fields and rice paddies together
with village residents and harvesting
products are becoming a nice regional
resource, and are contributing to an
increase in the number of people
involved in exchange activities. The
entire village here is like a theme park
in this case. However, while there
are such needs, regional approach is
lagging behind.
Where is the goal? In order to envision
the future, it is important to clearly
set the place to aim for. If the path to
take is decided, behavior will certainly
change accordingly.

CLICK!

●J
 alan

Research Center
(Japanese version)

Clearly state where the goal is.
As mentioned at the beginning, the
style of traveling only for pleasure is
decreasing, while the need to get a feel
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