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s of August 2015, there are
222 designated kinds of
traditional crafts which have
been continuously supporting the
daily lives of Japanese people. These
are designated under the Act on the
Promotion of Traditional Craft Industries
(the Act), which came into force in 1974.
At that time, commodities were massproduced, mass-consumed, and easily
thrown away. Such disposable culture
permeated Japan, while traditional craft
industries faced problems including
a lack of successors and difficulties
in procuring raw materials. Hence, a
movement to rebuild the foundation of
traditional craft industries, which had
been almost lost, occurred and helped
the Act to be passed.

Creating various “links”
toward the development
of new markets
A great attraction for traditional crafts is
its “timeless” quality and characteristics,
such as the superior techniques of
craftsmen and the special charm of
the crafts that only comes from the
passage of time. On the other hand, in
modern society, the various needs and
lifestyles of consumers have increased
the necessity of not only “defending”
the traditional products but also
creating new markets for them.
It is, however, also true that business
operators have had various difficulties;
for example, they lack marketing or
branding know-how, and they have

difficulty establishing networks with
retailers and buyers. Therefore, in
recent years, efforts have intensified to
overcome current limitations through
collaboration beyond conventional
frameworks. For example, through
teaming up with energetic designers,
crafts have been transformed and
gained sophistication. Additionally,
through holding events for networking
between producers and retailers,
collaboration has been promoted.
In these ways, attempts to discover
possibilities of collaboration are now
increasing around Japan.
What are the outcomes and
achievements of these efforts?
We will be following the latest trends.
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Between Craftsmen
and Buyers
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Producers wish that people would be more aware of the value of their products.
They also wish that they could develop different sales channels.
Mechanisms for linking producers, or production areas, to shops and consumers
are now drawing attention.

From producers to sellers, from sellers to users—
Historically, there have not been many opportunities to
directly link these three parties. JAPAN TRADITIONAL
CRAFTS WEEK, which started in 2014, is an event that
aims to link them together as a circular route.
In 2015, Japan Traditional Crafts Week will be held from
Saturday, October 24 through Tuesday, November 3.
Its scale will be larger than last year in response to the
tremendous feedback from the previous event, which was
held at 22 shops mainly around the Tokyo area. This year,
forty shops in Tokyo and 10 additional shops in Nagoya,
most of which are home decor shops, will participate and
“co-star” with the traditional crafts of each area as shops
paired with one production area each.
In addition to the exhibitions and sales of the crafts
and workshops, craft-making experience events will be
available under the guidance of master craftspeople at
Japan Traditional Crafts Aoyama Square, a gallery and
shop operated by the Association for the Promotion of
Traditional Craft Industries. Thus, this event will provide
valuable opportunities for producers to get a direct sense
of consumer needs and to create a stepping stone to
gaining the next generation of fans and the expansion of
sales channels.

During JAPAN TRADITIONAL CRAFTS WEEK
in FY 2014, producers exhibited 21 kinds of
traditional crafts in total, from areas ranging
from Hokkaido to Kyushu. Through visits
to the production areas throughout the
country, relationships between the retail
owner and the craftspeople developed into
collaborative planning for the event. The list
of participating shops includes bookstores,
kimono shops, and jewelry shops, in addition
to home decor shops, and they held “stamp
rally” (contests to gather stamps from various
locations) to encourage visitors to tour around
the shops. Workshops and demonstrations
during the week showcased the various skills
and techniques of the craftsmen and the
attractiveness of the materials used. It was a
good opportunity to understand consumers’
needs and seemed to motivate many
producers, or production areas, toward the
development of new products.

 APAN TRADITIONAL
CLICK! l J
CRAFTS WEEK 2015
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Between One
Production Area
and Another
Production Area
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Throughout their long history, traditional skills have been polished and handed down within regions—
By removing their limitations, and pairing with different areas and fields, new value will be generated.

November is designated as Traditional Craft Products Month.
In order to deepen the understanding of traditional crafts,
toward their further dissemination, the Traditional Craft
Products Month National Assembly and other events are held.
At the Assembly held in Saga, in 2014, a new initiative drew
attention. It was the collaboration between the production
areas of Imari and Arita (where Imari and Arita porcelain
are made) and other production areas of traditional crafts
across Japan, called the Production Centers Collaboration
Project. The Project was realized after the enthusiastic
responses of 11 production areas to Saga Prefecture’s
proposal. Based on the concept of “An Encounter Leading
to New Innovation and Creation,” new possibilities for
traditional crafts were explored through collaboration
between production areas and personal networking,
encouraging Monodzukuri.
For example, Youwa was created through collaboration
between producers of Imari and Arita porcelain and
Wajima-nuri, a representative of Japanese lacquerware.
On the surface of the Wajima-nuri, Asanoha kuzushi,
a sort of geometric pattern, is drawn using Imari and
Arita porcelain painting techniques. The combination of
these two styles is striking. A meeting with Yamanaka
lacquerware craftspeople also led to a successful outcome,
which has been named “Material to co-star – combination

of materials –.” The distinct beauty of the wooden base and
porcelain coexist in a single craft.
As for personal networking, the young craftspeople who
will lead the future of Imari and Arita wares and the people
who are involved in traditional crafts in other production
areas visited each other’s production areas. Through
communication with craftspeople in other production
areas and factory and workshop visits, they found ideas
for innovative collaboration. It seemed that the participants
were greatly inspired by these networking programs.
Future collaboration between young, local designers and
the craftspeople is in the works. In addition, preparation
for commercialization is ongoing. We are looking forward
to seeing what amazing projects develop out of the
collaboration between the craftspeople and the retailers
working in partnership to leverage their respective vigorous
spirit for challenges as a whole town in developing new
crafts and increasing the attractiveness of the production
areas. The Production Centers Collaboration Project is
likely to have ideas to develop the traditional craft industries
for the next generation.
 eport of the 31st Traditional Craft Products
CLICK! l R
Month National Assembly (Saga Assembly)

Meanwhile, for shops too, this event seems to provide
various forms of motivation and other benefits as
indicated by the following quotes: “We were able to
deepen our understanding of Monodzukuri by listening
to the producers’ explanation of the excellence of the
products in person. We would definitely like to continue
to sell traditional crafts in the future too.” “Communication
between the shops which participated in the event has
been promoted.” “We believe that the event is helpful in
creating a new appeal for our shop.” (Comments from
shops which participated in 2014)
In fact, this initiative has steadily led to successful
outcomes. For example, relationships triggered by the
event have led to the development of original products, and
some shops have continued selling traditional crafts made
thanks to this collaboration. We should keep an eye on
these trends.

The photo shows Youwa, a type of tableware which was created through
collaboration between the producers of Imari and Arita porcelain and
Wajima-nuri. Its name was created by taking one kanji character from
the name of each of these traditional craft and putting them together. It
represents “blending,” which happens to be pronounced the same way
in Japanese. Throughout the production of these special products, there
were many challenges to be overcome, but each challenge flowed into the
next and the results are undeniably remarkable.
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Between Traditional
Crafts and Designers

s
t
r
e
p
x
E
s
Oversea
s
e
i
t
i
l
i
b
i
s
s
o
Draw out P
Cooperation across the seas is spreading, through efforts such as inviting experts who
understand overseas markets and opening shops to gain publicity for Japanese traditional crafts in Italy.

u Kumagaisoushouten Co., Ltd.
A set of multiple cups which expresses the manufacturing process of Kyoto
ware (Kyo-yaki, Kiyomizu-yaki) step by step was completed. Its linking design
is an attractive point.

u Kimoto Glassware Co., Ltd.
Overseas experts advocate the Sake Ceremony as a new way to drink sake.
This company developed a set of Edo Kiriko sake cups to fit the concept.

In order to sell overseas, it is necessary to plan and
develop products which precisely meet local needs. It is
important to take into consideration the possibility that
the products may be sold overseas from the preparatory
stage.
Designers, buyers, and coordinators who understand
local markets should then be invited from overseas. One
effort to continuously support product development is
the Overseas Expert Invitation Support Project (a NEXT
MARKET-IN Project).
“The project is starting to produce some results, and we
have become confident in our project.” Kotaro Nishibori,
the person in charge of the implementation of the project,
says that he has received positive feedback. He is the
fifth president of Hiyoshiya Workshop Co., Ltd., which
is famous for its Kyo Wagasa Umbrellas, and is also
the president of T.C.I. Laboratory, LLC., which creates
business overseas for traditional industries in each region.
“I have seen many cases of giving up overseas expansion
for various reasons; for example, the products didn’t
match local lifestyles or preferences, or the products

M E T I : C o m m e n t s f r o m T r a d i t i o n a l C r a f t I n d u s t r y O f f i c e ,
Commerce and Information Policy Bureau

Now is the time for the “Traditional Craft Industries
Restoration”!
What do you imagine when you hear the term
traditional crafts? Tableware and ceramics from
the Edo period? Craftsmen who continue to
work using traditional methods?
It’s easy to forget that these were state-ofthe-art products in the past. Some people
love traditional crafts because they are made
exactly the same way as they were in the past.
The value of that fact is of course important.
However, Japanese people in the past didn’t
think that way about tradition. In the Meiji and
Taisho periods, by leveraging conventional
techniques, craftsmen produced goods with
new designs which were competitive with and
often more sophisticated than increasingly
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industrialized daily necessities which were being
imported from abroad. Accordingly, as opposed
to the simple craftsmanship value of traditional
products mentioned above, Japanese people
in the Meiji and Taisho periods developed
traditional craftwork into leading items to earn
foreign currency.
Over 100 years later, we think it is our mission
to firmly support revolutionaries of the 21st
century, meaning business operators who work
with traditional craftsmanship, who are working
hard to overcome the difficult situations faced
by each production area as industrialization is
advanced and the market is flooded by cheap
products.

Eisaku Matsumura, Assistant Director (left)
Takashi Fujieda (right)
Traditional Craft Industry Office, Commerce and
Information Policy Bureau
We are in charge of putting the Act on the Promotion of
Traditional Craft Industries (the Traditional Craft Industries
Act) into effect and promoting industries of the traditional
crafts designated by the Minister of Economy, Trade and
Industry. Although Japanese traditional crafts, which as the
essence of “Japaneseness” is the core of the Cool Japan
strategy, the present situation is that many production
areas are exhausted. We are struggling to change the
situation every day, by thoroughly implementing various
measures!

weren’t handled by overseas companies due to differences
in distribution channels even though companies participated
in overseas exhibitions.”
Despite such difficulties, Mr. Nishibori built a network with
agencies and designers little by little, repeating the process
of trial and error over and over. He accepted their advice
and proceeded to improve his products and expand his
markets. This method of overseas expansion (the T.C.I.
method) which he constructed on his own based on his
experience is the foundation of the NEXT MARKET-IN
Project.
“Designs, stories to evoke sympathy, special techniques,
and materials. Distinctive products that can be produced
only in Japan emphasizing these factors are desired. When
we look back at history, there are almost no products that
have remained the same from the beginning until now
because products will become obsolete if they cannot
adapt to the market. We craft products in response to
new markets with our superior techniques based on
the philosophy ‘Tradition is Continuing Innovation.’ And
we keep in mind that we have eyes to review ourselves
objectively and minds that are not afraid of change. I’m
sure that manufacturing with these attitudes will provide us
with various possibilities.”

Fifth President, Kyo Wagasa Umbrella Hiyoshiya
Workshop Co., Ltd, (also, President, T.C.I. Laboratory)
Kotaro Nishibori
He became the fifth president in 2004. The
company’s corporate philosophy is “Tradition is
Continuing Innovation.” He has not only inherited
tradition but is also developing new products
aggressively and aims to make his company a
global traditional venture company.

Showcasing the
attractiveness of Japan’s
crafts in Milan
For the occasion of Expo Milano 2015, which is
being held now, the Association for the Promotion
of Traditional Craft Industries has a showroom open
called “Japan Traditional Crafts Milano Square” for a
limited time in Milan (from March 1 to October 31).
Test-marketing events to win overseas markets as
well as the introduction of traditional crafts from
across Japan are being conducted. In addition, the
association continues to conduct aggressive public
relations such as through events in cooperation with
local Japanese restaurants on site and demonstrations
by craftsmen so that Japanese crafts will be
recognized among the diverse cultures of the world.

 ext Market In ~
CLICK! l N

Contemporary Japanese
Design Project

u ISUKE & Co., Ltd.
The design of traditional Kyo lacquer ware
has developed. This is tableware which takes
advantage of the contrast between the lacquer and
the pure grain of the wood, representing “lacquered
wood.”

 apan Traditional Crafts Milano Square
CLICK! l J

Supporting development of marketable
products by fusing Japanese manufacturing
technologies with overseas design
The Overseas Expert Invitation Support
Project (a NEXT MARKET-IN Project) invites
overseas experts who understand the needs
of overseas markets to work with SMEs
and micro businesses which are focused on
overseas expansion. And this is a project that
supports the development of products for
overseas markets which appropriately reflect
local market needs by providing continuous
advice on the planning and development of
products, confirming local market trends and
needs by attending overseas exhibitions,
and following up on the improvement of

products. Overseas experts are involved from
the product development stage and also visit
manufacturing sites including workshops
and factories. We think that the strengths
of the companies and attractiveness of the
products can be leveraged through the
viewpoints of overseas experts.

Kazu Nakashima, Chief of Second Overseas Business
Support Team (left)
Tatsuya Hayashi, Chief of Overseas Business Support
Team (right)
Startup and New Business Promotion Division, Business
Support Department, Small and Medium Enterprise
Agency
The Office for Overseas Business Support at the New
Business Promotion Division provides SMEs and
micro businesses with a broad range of support for
expansion overseas, providing information, support
for the development of business plans, support for the
development of sales channels, and follow-up after
expansion overseas.

We are supporting SMEs and micro
businesses in finding new opportunities in
overseas markets and in their continued
development after they break into foreign
markets.
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