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Fashion designer Naoto Hirooka and his 

h.NAOTO fashion label were among the big draws 

at the Japan Expo in Paris earlier this summer.

Among the scores of artists from Japan and around 

the world exhibiting at the Yokohama Triennale 

this fall is painter Manabu Ikeda. We interview 

the artist.

Rumi Shibasaki has taken the traditional summer 

kimono known as the yukata to a new level of 

street-level popularity with her novel fabric 

designs.

Author, director and actor Shatner Nishida also 

counts origami among his skills. We take a look at 

Nishida’s paper-folding prowess. 

Keiko Mutoh has helped pioneer a boom in the 

popularity of Japanese dining in Kuwait. 

Japan-EU English Haiku Contest winner Federica 

Bertacchini explains the attraction and power of 

the haiku form.

Eiji Mitooka’s designs for train interiors have won 

him numerous awards. We interview the industrial 

designer and illustrator.

Sueshiro Sano comes from a long line of ship-

builders, but is best known today as a maker of 

mahogany bicycles. 
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Front cover: Amezaiku candy craftsman 
Sadaharu Ishiwari at work on his stall
in Tempozan Market Place, Osaka.
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An interview with Yoshiharu Fukuhara, hon-

orary chairman of cosmetics giant Shiseido and 

chair of the Public-Private Expert Panel on Cre-

ative Industries.

In its July 19 report on the status of restoration 

work at the Fukushima Daiichi Nuclear Power 

Plant, TEPCO confirmed that the progress target for 

Step 1 has been achieved.

Japan beat the United States in a thrilling final on 

July 17 to claim the FIFA Women’s World Cup.

In advance of the 13th Tokyo Girls Collection in 

September, we ask Chief Producer Maki Okuda 

about the show’s continuing success.

More than 400 years after its founding, Kikuchi 

Hojudo remains one of Japan’s most accom-

plished makers of teapots.

Julian Ryall continues his appraisal of Japan’s best 

museums.

Foreigners living in Japan are enjoying life as nor-

mal again after the quake.
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AA triceratops, please!”

The little boy’s request for a three-horned dino-

saur is directed at Sadaharu Ishiwari, who reaches 

into the heated pot beside him and takes out a 

blob of soft candy about the size of a ping-pong 

ball, and starts working it with his fingers. After a 

while, he adds some yellow food dye and kneads 

it through, so that the transparent candy gradually 

turns yellow. He makes a cut here with some 

scissors and tweaks a bit there with his fingers, so 

that candy stretches, legs and horns appearing as 

the dinosaur takes shape. Adults and children 

look on entranced.

“Here you go.”

It’s only been about a minute since he received 

the request, but there is already a ten-centimeter-

long triceratops in Ishiwari’s outstretched hand, 

and the little boy is grinning from ear to ear.

Ishiwari makes his “candy craft” of amezaiku at 

a stall in the corner of Tempozan Market Place, a 

large shopping center next to Osaka harbor, 

Osaka Prefecture. 

Amezaiku is said to have started during the Heian 

period (794–1192), when it was used to make of-
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ferings for temples in Kyoto. Once upon a time, 

amezaiku stalls could be spotted at festivals all over 

Japan, but now there are only about twenty profes-

sional amezaiku craftsmen in the whole country—

and most of these are Ishiwari’s apprentices.

Ishiwari receives a lot of inquiries from overseas. 

Last year, five people in total from Austria, Austra-

lia and the United States came to Japan to spend 

one or two months learning the craft of amezaiku 

from Ishiwari.

Ishiwari has also been invited to demonstrate 

amezaiku at festivals and other events all around the 

world, including the United States, Australia, Germa-

ny, Thailand and Saudi Arabia.

He even did a performance at the Japan Night 

2010 side event to the World Economic Forum An-

nual Meeting (Davos Conference) that was held in 

Switzerland in January 2010 to introduce the appeal 

of Japanese foods.

“Amezaiku is a traditional skill; the techniques of 

the craft have long remained unchanged. The design 

motifs do however change with the times. Recently, 

for example, I have received many requests to make 

candy in the shape of members of the AKB48 pop 

group,” says Ishiwari. “So, I always have to keep up 

with the trends.”

In principle, he refuses no request.

There are many similar examples of arts, crafts and 

fashion products in which Japanese designers and 

manufacturers draw on unique, long-standing tradi-

tions but present their work in contemporary styles. 

Such products, which are admired around the world, 

may be considered aspects of “Cool Japan.” This 

month’s Cover Story introduces some of the people 

playing a key role in Cool Japan, fusing the traditional 

with the contemporary.

Sadaharu Ishiwari at work making 
amezaiku in Tempozan Market Place. 
Each piece costs 500 yen, but Ishiwari 
also gives away bonus candies. As an 
indication of the size of his repertoire, 
he can make 100 different types of dogs.

Dinosaurs and horses are popular requests in the 
United States, while in France there are many requests 
for dragons and cats. 
“The best thing about my job is making people happy. 
That’s the same whether my customers are Japanese or 
foreigners,” says Ishiwari.
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TThe 12th Japan Expo was held 

in Paris between June 30 and 

July 3. This expo introducing 

Japanese popular culture drew 

a record crowd of 200,000 

people, attracted by various 

events such as cosplay, karaoke 

concerts, video game tourna-

ments, and more than 150 

dojinshi (self-published maga-

zine) stands.

One event that drew a particu-

larly big response was a fashion 

show featuring Naoto Hirooka, 

the charismatic designer of the 

h.NAOTO fashion label, who was 

invited from Japan as a guest of 

honor. The venue was packed 

with about 2,000 Parisians, 

mostly in their teens, who were 

thrilled by the “permanent item” 

collection, which featured twenty-

three pieces, including several 

new works, in the three themes 

of Punk, Gothic and Lolita. 

 “I’ve done shows in LA and 

Baltimore in the United States, 

but this is my first show in Eu-

rope. It has been a real honor. 

Unlike Japan, where people can 

Naoto Hirooka alongside a mannequin 
wearing clothes in the punk-style line 
he made for his fashion show at the 
Japan Expo in Paris.

Japan Expo 
in paris
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buy my clothes like it’s no big deal, the energy from 

people wanting to get hold of my clothes was really 

something else. It was an electrifying experience.”

The h.NAOTO label started out with Punk fashion 

designs in 2000, but soon fused the Gothic and Lolita 

fashion styles to produce the GothLoli style, which 

was an instant hit. Hirooka describes GothLoli as “a 

fashion that embraces darkness, even within an 

image of wholesomeness and purity.”

The rising popularity of GothLoli accelerated as it 

became a favorite with Vijual-kei (visual style) musi-

cians who wore it on stage when they performed, 

and the enthusiasm soon took off overseas, helped 

by the popularity of Japanese anime. Amy Lee, the 

vocalist of the American rock band Evanescence, 

asked Hirooka to make her outfit for the 2004 

Grammy Awards.

Yoshiki and Sugizo of the popular Japanese rock 

band X Japan, who attended a chat show at the 

Japan Expo a day before their concert in Paris, wore 

h.NAOTO clothes at their concert. In 2010, Yoshiki 

and Hirooka collaborated to launch the “NY” fashion 

label in the United States.

“I want to create clothes that people in their thir-

ties and forties can feel comfortable wearing, by 

being even fussier about materials and stitching, but 

without changing the h.NAOTO image. And one day 

I’d like to showcase my collection at the Paris Fash-

ion Week. When I do, it would be great if Yoshiki 

from X Japan could play piano…”

French youths in cosplay 
outfits attend the Japan 
Expo in Paris, June 30. 
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T
Where do you find your inspiration 
for your pictures? 

Manabu Ikeda: The themes and subject mat-

ter of my pictures are mostly an expression of 

my own experience, but recently I incorporate 

ideas from TV, books, or photographs, which I 

reconstruct inside my own head. It depends on 

the piece. With some I decide on the theme 

first and then draw, but with many of my works 

I just let the ideas take their course and prolif-

erate. My bigger works tend to fall into the lat-

ter category. 

However, even though I let them take their 

course, I want the picture to include the things 

I am interested in, so I include things like the 

relationship between man and nature in pres-

ent-day society, and my aesthetic sense as a 

Japanese person, while at the same time trying 

not to become too serious. 

You now live in Vancouver under the 
Overseas Study Program for Artists 
run by the Agency for Cultural 
Affairs. Why did you choose Canada 
as your destination? 

The theme of my pictures is the relationship 

between man 

and nature, 

and I had an 

image of Vancouver as a city where the city and 

nature coexist in harmony. I chose this place 

out of the desire to see with my own eyes the 

points of fusion between the two, how people 

confront nature, and so forth, and to use this in 

my works. 

 

The work you exhibited in “Bye Bye 
Kitty!!!” held in March by the Japan 
Society of New York made the 
headlines in the New York Times. 
How are your works interpreted 
outside Japan?  

People overseas may regard my choice of mo-

tifs, my technique, and so on as “typically Japa-

nese” or “typically Asian.” I think people over-

seas tend to ask me more about the hidden 

meaning behind the themes or motifs of my 

pictures compared with people in Japan. But 

the way people look when they are viewing my 

pictures is the same everywhere. When I see 

them enjoying my pictures, bringing their faces 

closer and pointing to various parts, I think that 

all human beings are fundamentally the same.

Points and Lines
Yokohama Triennale 2011 is being held in Yokohama, Kanagawa 

Prefecture, from August 6 to November 6, bringing together works 

by contemporary artists from Japan and around the world. The 

Japan Journal’s Osamu Sawaji talked to one of the artists exhibiting 

at this year’s event, painter Manabu Ikeda.
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How did you feel when you heard the 
news about the Great East Japan 
Earthquake? Has the earthquake 
affected you as an artist? 

I was in Canada, so I learned of it from a friend’s 

e-mail. When I saw the images on the TV, I 

thought it was a country somewhere in Asia, 

but when I saw the word “Japan” I was barely 

able to move from the shock. Some part of me 

had thought that even if a tsunami hit, it would 

not have this effect on a developed country like 

Japan. So much so that from where I was watch-

ing overseas I genuinely thought that the epi-

center was not Tohoku but Japan, and that the 

whole of Japan would be submerged in water. 

Seeing Japanese signs and rice paddies, houses 

with tiled roofs and cars, the familiar landscape 

of my native country being swallowed up in the 

tsunami was soul-crushing.

And I remember feeling so guilty that I alone 

was overseas and out of danger.

Having always depicted the relationship be-

tween man and nature, this earthquake became 

a major proposition for me. From now on, I want 

to paint pictures that will raise the issue of what 

we should do in respect of the environment, nu-

clear energy, and radiation, but that will also in 

some way empower.  

What works do you plan to exhibit at 
Yokohama Triennale 2011?

The works I am exhibiting at the Yokohama 

Triennale diverge slightly from my usual style, 

consisting of life-like pen drawings of real ani-

mals and drawings of imaginary organisms pro-

duced in the same way—a total of thirty pieces. 

By displaying them in rows like specimens, the 

boundary between fantasy and reality is blurred, 

and offers the viewer the sensation of wander-

ing back and forth inside a magical illustrated 

reference book.
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“Canis latrans,” by Manabu Ikeda (2008); pen and 
acrylic ink on paper (19.3 x 16.2 cm). This work is being 
exhibited at Yokohama Triennale 2011.
Ikeda creates his works with a mapping pen to render a 
level of detail that is unique. With this technique he 
can produce only ten square centimeters in an eight-
hour day.
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Yokohama Triennale 2011 (August 6–November 6)

Yokohama Triennnale is a tri-annual international exhibition of 
contemporary art that was inaugurated in 2001, and subsequently 
held in 2005 and 2008, attracting approximately 1 million visitors 
to date. Under the theme of “OUR MAGIC HOUR,” Yokohama 
Triennale 2011 will be held at two main venues—the Yokohama 
Museum of Art and Waterfront Warehouse (BankART Studio 
NYK)—and focus on works that allude to the magical mysterious 
powers in our daily lives and world as well as those that refer to 
mythology, myths and legend.

Access
Yokohama Museum of Art: 3-4-1 Minato Mirai, Nishi Ward, 
Yokohama. Close to Minato Mirai and Sakuragicho Stations. 30 
minutes from Tokyo Station on JR lines.
Waterfront Warehouse: 3-9 Kaigandori, Naka Ward, 
Yokohama. Close to Bashamichi Station. 30 minutes from Tokyo 
Station on JR and Minatomirai lines.



Rumi Shibasaki (center) 
and colleagues model 
yukata in the Rumix 
line, featuring (from 
left) a classic wave 
design, swords, and 
electric guitars.

OOne of the features of Japan’s summer season is 

the wearing of yukata, a casual version of the kimono 

that is unlayered and worn next to the skin. It is said 

the yukata originated during the Heian period (794–

1192), when the robe—made of hemp and then 

known as the yukatabira—was worn by members of 

Timeless 
Appeal of 
the Yukata
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the aristocracy on 

their way to and from 

their bath. Yukata be-

came popular among 

the common people 

during the seven-

teenth century, in the early years of the Edo period 

(1603–1867), when cotton came to be used. This 

lightweight material “breathes,” and the robes are 

thus still often worn in the summer months, particu-

larly at summer firework events and festivals.

Regular yukata motifs used to include such designs 

as white patterns on a navy background. In recent 

years, however, numerous fashion brands have 

started selling more colorful yukata, which have been 

especially popular with younger generations. Espe-

cially noteworthy is kimono textile designer Rumi 

Shibasaki, whose novel yukata designs featuring ani-

mation characters such as 

the “Neon Genesis Evan-

gelion” TV series, skulls, 

the Virgin Mary, and other 

such images have gar-

nered attention.

After graduating from a 

fashion school, Shibasaki 

started her career as a de-

signer of kimono robes 

and accessories, establish-

ing her Rumix Design Stu-

dio in 1994. She has cre-

ated many yukata designs 

for top-ranking fashion 

brands. At the same time, 

she has launched Rumi Rock, her own brand of novel 

yukata designs, which has earned her many fans.

“The yukata designs for the Rumi Rock brand are 

based on Edo (former Tokyo) motifs. The mind-set 

to pursue something fun and exciting is regarded as 

something to be cherished. The basic elements of 

my design drawings are lines and rhythm, stemming 

from the cultures of ukiyo-e woodblock prints and 

today’s manga cartoons.”

Shibasaki has received orders from abroad, includ-

ing a request to incorporate the ukiyo-e works of 

Utagawa Kuniyoshi into the yukata design.

More than a few Rumi Rock fans routinely wear 

yukata robes and kimono on holidays.

 “It feels nice to change into a yukata when you 

are off duty. You can relax when you’re wearing one, 

allowing you to make the most of your leisure time,” 

notes Shibasaki.

A Rumix designer cuts a 
goldfish pattern to be used 
for dying yukata fabric.

BO
TH

 P
H

O
TO

S 
YO

SH
IF

U
SA

 H
AS

H
IZ

U
M

E

10 11
Highlighting Japan   AUGUST 2011 Highlighting Japan   AUGUST 2011



BO
TH

 P
H

O
TO

S 
YO

SH
IF

U
SA

 H
AS

H
IZ

U
M

E

Bringing Paper 
to Life

“Bird Carrying Flower” was made by 
folding a 20 × 20 cm sheet of square 
newspaper. Shatner Nishida says his 
motivation for using English-
language newspaper is three-fold: 
Origami made with newspaper 
captures a sense of “time”—paper 
fated for recycling is reborn; 
English-language print is beautiful; 
and the paper is easy to fold. 
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TThe Japanese word 

“origami” is used the 

world over to denote the 

pastime of folding paper. 

And after the Great East 

Japan Earthquake, peo

ple worldwide folded ori

gami cranes in a gesture 

of support for the disas

ter victims.

Although many people 

think origami should be 

made by folding a single 

square paper without 

cutting it, some origami 

is in fact made using 

multiple sheets of paper 

and with the use of scissors. 

In recent years, techniques and theories in respect 

of origami have moved forward at an accelerated 

rate, with even software to design diagrams of ori

gami now available. And there are numerous math

ematicians and physicists in the world researching 

origami or making origami as works of art.

In the midst of this emphasis on origami’s rational 

qualities, one origami creator continues to produce 

works rich in individual artistic character. His name 

is Shatner Nishida, who is an author, director and 

actor. Nishida uses the motif of living creatures for 

all his origami works, each one filled with a sense of 

energy that gives the impression it is going to move 

at any moment.

“The process of folding origami is very similar to 

that of creating a living thing. A unicellular single 

sheet of paper goes through various processes of 

evolution to create a ‘living thing.’ My origami is, as it 

were, the vicarious experience of that evolution. 

When I fold, I try not only to incorporate my powers 

of observation in respect 

of the living creature, but 

also the way the living 

creature feels.”

Nishida uses diagrams 

as little as possible, in

stead creating his works 

through an innocent ex

change between his fin

gers and a single piece 

of paper, never making a 

cut. Nishida says that it is 

“as though it is not me 

making something, but 

allowing the paper itself 

to make something.” 

This probably accounts 

for the warmth and feeling of vitality akin to works of 

ceramic art that is unique to his pieces.   

Nishida presents many of his works on his website. 

Many overseas visitors to the site post comments 

such as “awesome!” and “they almost look alive!”

Recently, filled with a desire to deliver hope to the 

disaster victims of the Great East Japan Earthquake, 

Nishida folded a new work, “Bird Carrying Flower.” 

“I have always tried to fold living creatures that 

appear real, brimming with a sense of vitality,” says 

Nishida. “But the earthquake has made me feel 

differently. From now on, I want to give form to 

something that did not exist in the world until I 

folded it.”

Nishida has provided the image of this work to the 

Great East Japan Earthquake disaster relief mobile 

phone fundraising website. Here, mobile phone 

users can download the works of anime artists, pho

tographers, novelists, and other artists for a fee of 

105 yen, with the proceeds being donated to the 

victims of the Great East Japan Earthquake.

Shatner Nishida with samples of his origami
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OOver the past few years, Kuwait has been 

experiencing a boom in Japanese food. Whereas 

previously there were only a handful of Japa-

nese restaurants, today there are more than 

twenty of varying size. The pioneer responsible 

for this popularization of Japanese foods in Ku-

wait is Kei.

“My father used to run an offshore oilfield-

related operation in Kuwait, and opened Ku-

wait’s first Japanese restaurant in 1980,” says 

Keiko Mutoh, owner of Kei. “At the time, most 

of the customers were non-Kuwaiti residents 

such as Japanese or Westerners. Japanese food 

was very rare, and eating Japanese food had a 

kind of status.”

From around the mid-1980s, Mutoh started 

to help her father with his work, going back and 

forth between Japan and Kuwait. In 2003, Mutoh 

took over the business after her father passed 

away. Present-

ly, she runs 

two restau-

rants in Kuwait 

and one in 

Bahrain serv-

ing authentic 

Japanese cui-

sine such as 

sushi and tempura. The difference between 

now and 1980 is that around 90% of her clientele 

are Kuwaitis.  

In 2009, Kei began selling Japanese fruit, 

and in fall 2010 opened the Japanese Café Par-

lor Kei Café adjacent to the Kei Marina branch 

in Kuwait. 

Following the nuclear accident precipitated 

by the Great East Japan Earthquake and the 

Kuwaiti government’s subsequent ban on all 

imports of comestibles from Japan, Kei has had 

to draw on everyday ingredients such as soy 

sauce, miso and nori from stock.

Mutoh says, however, “If the ban on imports 

continues, we’ll have to switch to ingredients 

made in other Asian countries, and I’m worried 

that might affect the flavors we seek.”

Mutoh has been busy supporting the disas-

ter-affected areas in Japan through charity ac-

tivities in Kuwait, in one case providing Japa-

Kei Puts J in Kuwait
The Ministry of Agriculture, Forestry and Fisheries annually presents 

an Award for the Overseas Promotion of Japanese Food. The Japan 

Journal’s Osamu Sawaji interviewed the recipient of the 2010 

award, Keiko Mutoh, owner of the Japanese restaurant Kei.
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Keiko Mutoh

Kuwaiti diners enjoy a Japanese meal at Kei in Kuwait.

BO
TH

 P
H

O
TO

S 
CO

U
RT

ES
Y 

O
F 

KE
IK

O
 M

U
TO

H
COVER STORY



Blue sky and twelve stars
Embracing a round red sun
A fraternal hug

When did you start to write haiku?

I started writing poems when I was really young, but 
I discovered haiku only in 2007. I heard of haiku po-
etry on a morning TV program, and I found it to be 
a very interesting and challenging poetic form. I start-
ed researching haiku and tried to write some of my 
own, in Italian. As a student of communication, I 
found it challenging to follow the metric rules and—at 
the same time—be expressive in such a short number 

of syllables. I had a blog 
at that time, and I start-
ed a small contest, to in-
spire my friends. I re-
member I got some very 
creative responses.

Why did you enter 
this Contest?

I am a big fan of the 

cultural activities organized by the Japanese Embassy 
in Denmark—the country where I live at the mo-
ment—and I regularly receive and read their newslet-
ter. The announcement of the Contest was dissemi-
nated via that channel, therefore I discovered it 
through my e-mail. However, the reason why I ap-
plied was because one of my colleagues—and best 
friend—who is half-Japanese, distributed the an-
nouncement in our office and made the challenge an 
occasion to reflect on the current situation in Japan.

What is the message of your haiku?

It is that in difficult times, like the ones Japan had 
to face after the recent earthquake, solidarity among 
countries might not be enough. A step forward is 
needed; people need to think and become united, as 
though in one unique country. I used a symbol to 
visualize this idea, and I imagined what would hap-
pen if the European flag hugged the Japanese one. 
We would have a blue sky and twelve golden stars 
surrounding a red sun. There would be a new flag, 
but also new people, hugging in friendship, mutu-
ally understanding each other and collaborating 
when in difficulty.

Italian Takes a Haiku to Japan
The second Japan-EU English Haiku Contest was won by Federica Bertacchini from Italy. The 

Japan Journal’s Osamu Sawaji interviewed her.

nese food to a Kuwaiti family on their return to 

Kuwait from quake-hit Miyagi Prefecture. 

“So many people here have expressed their 

sympathy for Japan and encouragement to 

me,” says Mutoh, who adds that her business 

has not so far been adversely affected by the 

quake. “I would like Kei and Kei Café to con-

tinue to be centers for the transmission of Jap-

anese food culture and hubs for cultural ex-

change,” she says.
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T
Where do you place your emphasis 
when you design rolling stock?

Eiji Mitooka: My major theme is how I can de-

sign tools that people can use comfortably. 

Therefore, I always put myself in the users’ 

shoes when I design. Comfortable sites found 

in our daily lives, such as stylish restaurants, 

living rooms, and resort hotel rooms, have to 

be compressed and encapsulated within the 

confines of train cars. As I respectedly examine 

and reconstruct, I combine convenience, colors, 

shapes, materials, and other elements, fitting 

the pieces together like a jigsaw puzzle.

I don’t intend to give form to just some spe-

cial image as an artist. If I did that, I wouldn’t be 

making publicly used facilities, but would end 

up with mere works of art.

First, I decide on a concept. I think about 

what needs to be done for this train, for what 

purposes, and for whom. I’d like to make a com-

mercial product, not a manufactured product. A 

manufactured product may be put together by 

assembling necessary functions, but that is not 

enough for a commercial product, which can be 

considered to be meaningless unless accepted 

by customers. What needs to be done to make 

customers happy? Finding the unknown factor 

is most important, and this is not possible un-

less I stand in the users’ shoes.

You have often utilized natural 
materials and elements of Japanese 
aesthetics.

I think identity as a Japanese is needed in our 

design. The world will understand our designs 

only if the influences of Japanese culture and 

history are incorporated. This is why I make 

use of the materials and traditional crafts unique 

to the region.

For example, the Kyushu species of moun-

tain cherry is used for wooden furnishings such 

as the window blinds and frames of the Tsubame 

800-series Shinkansen that runs through Kyu-

shu. Camphor laurel is used on its walls. Trains 

boasting local history and fruits of the environ-

ment run on our local railways, and I hope this 

will enrich our passengers’ journeys and make 

them feel more comfortable.

Railways were first built and 
developed in Europe. What are your 
opinions on the rolling stock used in 

Traveling at Speed 
in High Style
Designer Eiji Mitooka has created popular rolling stock interior designs that are novel yet feel 

nostalgic, being fused with a warm and woody ambience. Toshio Matsubara interviewed Mitooka, 

who is currently working on a new train car design.
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other countries?

There are excellent types of rolling 

stock in the world, such as the ICE, 

Talgo, and TGV trains, just to name 

a few. They are all of outstanding de-

sign. The good old Orient Express 

was the world’s best-quality sleeper 

train, and it brought the luxury asso-

ciated with the gorgeous mansions 

of the nobility to railway cars. This is 

what we’ve been trying to do, al-

though on a slightly different scale 

and level. My question is whether a 

train car can surpass a resort hotel. 

Railways run along mountains, riv-

ers, and oceans, and their window 

views are significantly more exciting 

than those of resort hotels. If the 

quality of services and the interior 

designs are enhanced, I think we can 

make a train that surpasses hotels.

Design plays an important role in the 
travel experience, it seems.

For example, the Yufuin-no-Mori express train 

and Hitoyoshi steam locomotive I designed fea-

ture a buffet. Passengers can drink coffee and 

have a chat with the service crews, which will 

likely make a memory for them. We are helping 

to make remarkable journeys. Excitement and 

a luxurious time are important when people 

travel, and both the crews and the passengers 

are “actors on stage” and performing their roles. 

It’s the designer that acts as a stage for all the 

processes. My belief is that designs need to 

convey some sort of a story.

What sort of rolling stock would you 
like to design in the future?

I am currently preparing a project to create the 

world’s best resort train. It will be a seven-car 

sleeper train that will take a three-night, four-

day trip through Kyushu. I want to make rolling 

stock that employs the world’s best arts decora-

tions, from China, Italy, the United Kingdom, 

and other countries based on Japanese culture. 

The train is scheduled to go into service in two 

and a half years. I would be happy if the train 

encouraged passengers to design their own 

journeys and be something that exceeds the 

Orient Express.

Toshio Matsubara is a freelance writer.
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Eiji Mitooka
Born in 1947, Mitooka is head of Don Design Associates. Working 
as an industrial designer and illustrator, Mitooka has come up with 
innovative designs in a number of fields, including architecture, 
rolling stock, graphic arts and product design. He has won a 
number of awards, including the prestigious Brunel Award, an 
international award for railway-related designs, for his designs of 
trains’ interiors and train stations for JR Kyushu. Mitooka is 
pictured here with a model of the Tsubame 800-series Shinkansen, 
the interior of which he designed.
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Sueshiro Sano stands with 
one of his mahogany bicycles.
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IIn a workshop in Kiba in Tokyo’s Koto Ward, known 

as a town of lumberyards and shipwrights since the 

Edo period (1603–1867), Sueshiro Sano handles 

the production of mahogany bicycles. 

Sano is the heir of shipbuilders who have been in 

business for more than 200 years. He began to 

study drawing and shipbuilding design in earnest at 

age thirteen, and at fifteen he started building an 

ocean-going yacht, which he completed by himself 

over a period of three years. The boat was intro-

duced in a U.S. magazine specializing in wooden 

boats, and then the advanced skills of Sano came to 

be referred to as “Sano Magic” with both respect 

and praise.

In 2008, Sano used the generations of shipbuild-

ing techniques he has inherited to manufacture the 

first mahogany bicycle.

 “My grandfather, a seventh-generation ship-

wright, often used to tell me that those 

who imitate others will not get to the top. 

That is why I never imitate others. I built 

the mahogany bicycle because I wanted to 

shape something that no one else in the 

world had done.”

This bicycle shot into the limelight after 

prototype No. 3 was exhibited at Eurobike, 

the world’s biggest bicycle fair, held in Ger-

many, in 2009. Weighing the same as a car-

bon bicycle, yet as beautiful as a work of art, 

with a never-before-experienced ride feel, 

the mahogany bicycle astonished people.

 “By utilizing the special qualities of ma-

hogany to give the frame resilience, it is 

possible to use stress to assist the pedaling 

force in the same way as the footboard for 

a vaulting box. Everyone who has ridden it 

says it is as easy and fast as an electrically 

assisted bike,” says Sano.

With the exception of the mechanical parts, all 

parts of the bicycle are formed by exposing 0.8–1.0 

mm strips of mahogany to heat and moisture, bend-

ing them by hand, and then bonding several layers 

together with adhesive and pressing them into a 

wooden mold. The handlebar is hollow and carefully 

carved with a chisel. The lightest model weighs no 

more than a mere 7.2 kg. Sano is only able to pro-

duce three bicycles in one year. Despite the 2 million 

yen price tag, he has advance reservations for the 

next two years. 

Highly admired for their artistry, one of Sano’s bicy-

cles will be shown at the Victoria & Albert Museum in 

London from this September to January next year. 

Sano comments, “One day I would like to use 

the new techniques I have developed for making 

mahogany bicycles to build an ultra-lightweight 

wooden boat.”

Two Italians stop by Sano’s workshop on the recommendation 
of a neighbor whom they were visiting.
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T
Creating a New Japan contains the 
phrase “Japanese creativity.” Please 
tell us about its significance.

Yoshiharu Fukuhara: I think of “Japanese 

creativity” as a method of incorporating things 

with different properties into a wide concept 

and creating new things. Hybrid, as it were. For 

example, in the fifth and sixth centuries, Japan 

introduced characters from China, but the char-

acters were not used as such, rather, the pho-

netic sounds of the Chinese characters were 

adapted to create the Manyougana for writing 

native words in the ancient Japanese language.   

In the Meiji period (1868–1912) as well, 

Japan introduced Western culture and created 

original Japanese technology and products. For 

example, in the early Meiji period, when Shisei-

do first started selling Western-style cosmetics 

in Japan, they incorporated the Art Nouveau 

style, which was the fashion in Paris, by using 

oriental art forms at the time, in their perfume 

bottles and labels. However, they didn’t simply 

use the designs as they found them; by adding 

traditional Japanese design elements, such as 

arabesques with motifs of flowers and grass, 

they gave them a Japanese character.

I think this was another form of what we 

now refer to as Cool Japan. Cool Japan is created 

by adding contemporary elements to traditional 

culture, not simply preserving traditional cul-

ture. Manga and anime are examples of Cool 

Japan, but I think they are also popular with 

foreigners because they contain elements of 

some kind of traditional Japanese culture.

What part can culture play in the 
recovery from the Great East Japan 
Earthquake?

In Tohoku, the festivals and other regional tra-

ditional culture have become a symbol of recov-

Creativity after  
the Quake

In May, the Public-Private Expert Panel on Creative Industries at the 

Ministry of Economy, Trade and Industry, which has held repeated 

discussions about the development of Cool Japan, announced the 

Creating a New Japan: Tying together “culture and industry” and 

“Japan and the world” proposal. The Japan Journal’s Osamu Sawaji 

speaks with Yoshiharu Fukuhara, honorary chairman of Shiseido, 

who chairs the Expert Panel, about Japanese creativity and culture 

after the Great East Japan Earthquake.
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ery since the Great East Japan Earthquake. I 

believe that culture is an act of creation by peo-

ple who wish to lead better lives. That is why 

culture confers a forward-looking energy on the 

spirit of people. 

Last year, people in Minamisanriku in Miya-

gi Prefecture got involved in the Kiriko-dori 

Project. Local women in their twenties and thir-

ties went around the homes, listening to memo-

ries and anecdotes from the lives of the people, 

which they then represented in paper cut-

outs for decorating the eaves of ninety 

buildings on a one-kilometer stretch of 

the main street. Through this contempo-

rary version of the activity of making kiriko 

cutouts, local people discovered their own 

creativity and a fascination with the re-

gion. However, just when regional devel-

opment through the arts was bearing fruit, 

the Great East Japan Earthquake struck. 

Many of the people involved in the project 

perished, but I heard that those who re-

main feel strongly about wanting to con-

tinue the kiriko project. I think these are 

the kinds of people who will be the driving 

force for recovery in the town. 

What kinds of things are necessary to 
nurture people who will be the 
bearers of Cool Japan? 

It is the role of government, local governments 

and corporations to create places for nurturing 

people. For example, I think that the Yokohama 

Triennale, which runs from August, is one such 

place. Fumiko Hayashi, the mayor of Yoko-

hama, is backing the Yokohama Triennale from 

the perspective that “culture is important for 

revitalizing Yokohama.” Yokohama City is not 

the only supporter, but the Japan Foundation 

and the Ministry of Education, Culture, Sports, 

Science and Technology are also backers. Held 

three times so far, the Yokohama Triennale is 

dispersed across several venues, but this year, 

it is mainly held at the Yokohama Museum of  

Art. By showing the works of many artists to-

gether, I hope that it will become a place for 

giving shape to the new Cool Japan. 

I have been told that some overseas artists 

cancelled their participation in the Yokohama 

Triennale because of the earthquake disaster. 

However, conversely, I have also heard that 

some artists are traveling to Japan because 

now is the time to encourage the victims of 

the disaster.

We cannot create and diffuse Cool Japan 

with only Japanese people. By involving people 

around the world, a new Cool Japan can be cre-

ated, one that I believe will spread further.
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An exhibit of the Kiriko-dori Project held at Minamisanriku 
in Miyagi Prefecture last year. This kiriko cutout hangs from 
the eaves of a house where soy sauce used to be produced. 
The design features barrels and the family emblem of the 
soy sauce producers. Kiriko-making activities have begun 
again after a hiatus following the Great East Japan 
Earthquake. The Association for Corporate Support of the 
Arts supports these activities through the GBFund.
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OOn July 19, Tokyo Electric Power Company  

(TEPCO), the operator of the Fukushima Dai-

ichi Nuclear Power Station, published the prog-

ress status for the Roadmap towards Restora-

tion from the Accident at Fukushima Daiichi 

Nuclear Power Station (hereinafter, the “Road-

map”), which was first announced in April.

In the Roadmap, TEPCO reports that the 

“Radiation dose is in steady decline,” looking at 

the period of three months from April to July as 

the target for Step 1, and confirms that the 

progress target for Step 1 has been achieved. 

Also, concerning the nuclear reactor, “stable 

cooling” is considered to have been achieved 

based on a situation where the heat generated in 

the reactor is being steadily removed, and hy-

drogen explosion is avoided by injecting nitro-

gen gas into the PCV (primary containment ves-

sel). The spent fuel pools are also considered to 

have achieved “stable cooling.” In addition, by 

processing the contaminated water that has ac-

cumulated in the buildings and elsewhere (accu-

mulated water), and starting “circulating injec-

tion cooling” to reuse the water to flood the 

nuclear reactor, the risk of unintentional leakage 

to the environment has 

been mitigated. Else-

where, the report states that to reduce the radio-

activity concentration in the seawater in the plant 

port, decontamination is being conducted utiliz-

ing circulation-type seawater processing appara-

tus, and that as a countermeasure against tsu-

nami, temporary tide walls have been installed, 

and that steps have been taken to improve the 

life and work environment for the workers.

Concerning the outlook for the future, there 

is no change in the status of progress towards 

the April Roadmap targets for Step 2, which are 

the “Release of radioactive materials is under 

control and the radiation dose is being signifi-

cantly held down by three to six months (from 

April).” Also, for Step 2, the circulation injec-

tion cooling is continuing to take the nuclear 

reactor to cold shutdown conditions.

At the 17th meeting of the Nuclear Emergency 

Response Headquarters on July 19, Prime Min-

ister Naoto Kan said, “Things have progressed 

this far with regard to Step 1 thanks above all to 

the people working really hard at the site. I vis-

ited the site myself last Saturday and saw so 

many people working hard in the hot weather. I 

think their efforts are truly remarkable.”

Prime Minister Naoto Kan 
delivers an address at the 
meeting of the Nuclear 
Emergency Response 
Headquarters, July 19.

Click the link below to view the government’s “The Great East Japan 
Earthquake” web page.
http://www.kantei.go.jp/foreign/incident/index.html
Click this link to see the measures taken to ensure the safety of beef 
after radioactive cesium was detected in some samples sourced from 
cattle in Fukushima Prefecture.
http://www.kantei.go.jp/foreign/kan/topics/201107/measures_
beef.pdf
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IIn the sixth FIFA Women’s 

World Cup soccer tournament 

held in Germany, the Japan 

team (nicknamed the Nade-

shiko after the flower which 

traditionally symbolizes Japa-

nese female beauty and 

strength), ranked fourth in 

 FIFA’s World Rankings, beat 

first-ranked USA in the final to 

win their first World Cup. 

In the July 17 final against 

the USA, Japan twice fell be-

hind, only to come back each 

time and force the game to a 

penalty shootout. Edging the 

shootout 3-1, they claimed the title. 

After each game, the Japanese players 

walked around the pitch holding a huge banner 

which read, “To Our Friends Around the World, 

Thank You for Your Support,” acknowledging 

the special support they had received following 

the Great East Japan Earthquake.

Japan returned home on July 19 to a warm 

welcome from hundreds of fans and a media 

throng at Narita International Airport. The 

team paid a courtesy visit to the Cabinet on the 

same day and reported their victory to Prime 

Minister Naoto Kan. Prime Minister Kan ex-

pressed his belief that the people of Japan were 

given great courage by the performance of the 

Japan team.

Japan has made the 2012 London Olympics 

their next target. The team will play in the Asian 

qualifiers that will take place in China from Sep-

tember 1.
Prime Minister Naoto Kan holds the Women’s World Cup 
during a courtesy visit by the Japan team on July 19.

Homare Sawa raises the World Cup for Japan and the team rejoices 
following their triumph on July 17 in Frankfurt, Germany.
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T What is the theme the 13th TGC, at 
Saitama Super Arena on September 3?

Maki Okuda: We did wonder if we should go 

ahead because the Great East Japan Earthquake 

was so tragic. We decided to do so however be-

cause we felt that people need events to lift their 

spirits, now more than ever. The theme is going 

to be Smile For “  ”. We have left that last part 

blank so that people can insert whatever mes-

sage they want, whether they be family mem-

bers, those affected by the earthquake, or 

countries that have supported Japan, as well as 

those producing the fashion. We also want to 

send out a smile to as many people as possible, 

all over the world, via TGC.

One particular section of the venue will fea-

ture booths where people can sample cosmetic 

products and buy drinks and foods such as local 

dishes from the Tohoku region. This will enable 

people to make themselves pretty and have their 

hunger satisfied before the main event, so that 

they can enjoy TGC with a smile on their face. 

We are also planning to hold a charity auction in 

support of those affected by the earthquake.

Why do you 
think TGC 
has become 
such a 
success?

Basically, we just created somewhere for girls 

to have fun. Before TGC, there wasn’t anywhere 

girls could go and spend about six hours enjoy-

ing fashion and entertainment.

We also introduced a system that was unlike 

any other fashion show, enabling people to use 

their mobile phones to buy clothes right away, 

just like those being worn by models on the cat-

walk in front of them. Buying clothes intuitively 

like that really fits in with how girls behave. I 

think that is another of the main factors behind 

our success.

What kind of response has TGC 
received from overseas?

The 12th TGC, which took place shortly before 

the earthquake of March 11, was covered by 

the media in countries such as China, Taiwan, 

Tokyo Girls Collection (TGC) has attracted fanatical support 

from legions of young women ever since it was first held in 

August 2005. Chief Producer Maki Okuda, who has been 

involved in the event since the 2nd TGC, spoke to the Japan 

Journal’s Osamu Sawaji.

Girls Just Wanna  
Have Fun
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Maki Okuda, chief producer of 
Tokyo Girls Collection

YAMATO NADESHIKO



South Korea, Germany and the United 

States. I once gave a talk about TGC in 

Germany, and everyone was amazed by 

the way in which people could buy clothes 

immediately via their mobile phones. 

They had never envisioned fashion and 

technology working together like that.

Every TGC event attracts upwards of 

20,000 people. I would say that at least 

1,000 of those are from countries other than 

Japan. One of the best compliments that I ever 

received was from someone who had come 

over from Hong Kong, who said, “I envy Japan, 

because Japan has TGC!”

You studied in the United Kingdom 
before getting involved in TGC.

After quitting my job at an advertising agency, I 

spent one year studying communication at the 

London School of Economics, focusing particu-

larly on providing information to victims of 

crime. I felt that victims in Japan were unable to 

obtain sufficient information about crimes they 

had been involved in and those responsible.

When I came back to Japan, I was planning 

to get a job working for an NPO or as a civil ser-

vant, so that I could put what I had learnt in the 

United Kingdom to good use. I ended up get-

ting involved in TGC however after I got a call 

from Chief Producer Ayako Nagaya (now head 

of the TGC Executive Committee), who I knew 

from my days with the advertising agency. She 

asked me to help out with TGC, which was just 

getting off the ground at that time.

I had always been interested in fashion and 

had seen for myself that Japanese fashion was 

popular overseas. I love traveling overseas, and 

have often been asked about my clothes by peo-

ple in other countries. On three separate occa-

sions during my time studying in London, women 

from completely different age groups came 

up to me when I was wearing a top I had 

bought from 109 (a department store in 

Tokyo’s fashionable Shibuya district that is 

popular with young people) and asked me, 

“Where did you get that top?”

I think that Japanese girls’ fashion is 

becoming more and more popular over-

seas. We don’t have any specific plans as 

yet, but I would love to broaden the appeal 

of TGC in areas that are culturally similar 

to Japan, in East Asia for instance, particu-

larly Southeast Asian countries.

13th Tokyo Girls Collection 2011 Autumn/Winter

Date:  15:00, September 3 (venue open from 13:00)

Venue: Saitama Super Arena

Access:  Close to Saitama Shintoshin Station. 30 minutes 
from Tokyo Station on JR lines.

Expected attendance: Approx 30,000 people (total)

Featured models: At least 40 (As of Aug. 1)

Participating brands: At least 17 (As of Aug. 1)
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A scene from the March 2011 Tokyo Girls Collection at 
Yoyogi National Gymnasium, Tokyo
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KKikuchi Hojudo in Yamagata City, Yamagata 

Prefecture, specializes in traditional cast iron 

Japanese teapots. Noriyasu Kikuchi, the cur-

rent president, is the fifteenth generation of his 

family to run the business.

“The oldest written record of the company 

dates back to 1604 when Kiheiji 

 Kikuchi got seventeen people together 

to start to make cast iron products, 

but we are pretty sure its history is ac-

tually even older than that,” explains 

the current head Kikuchi, who took 

over the family business at the tender 

age of twenty-three when his father 

passed away.

The Kikuchi group made their 

name making iron candle-holders and 

other items for shrines. From there 

the Kikuchis moved into making ob-

jects for everyday use such as teapots 

and sake containers.

“The focus then was on practicality, 

not just appearance. So for teapots, they 

had to be light, even though they were 

made of iron, not reveal how much tea 

remains when pouring, and make the 

tea or sake taste good,” says Kikuchi.

By the time of World War II, the 

 Kikuchis’ techniques in working with 

metal were so well recognized that 

the company was ordered to make 
Kikuchi Hojudo produces teapots in the traditional way, though 
today some 50% of the iron the company uses is recycled.

BO
TH

 P
H

O
TO

S 
BY

 J
ER

EM
Y 

SU
TT

O
N

-H
IB

B
ER

T

26 27
Highlighting Japan   AUGUST 2011 Highlighting Japan   AUGUST 2011

Still Forging Ahead: 
KiKuchi hojudo
A centuries-old maker of teapots in Yamagata Prefecture continues to cast products of exquisite 

practicality and beauty which now have admirers around the world. Gavin Blair reports.

JAPAN BRAND



grenades for the Japanese Impe-

rial Army.

After the war, Kikuchi Hojodo 

returned to its roots and now sells 

its teapots and other products 

through specialist shops in twelve 

countries around the world. How-

ever, the company has stopped 

displaying some of its products on 

the global section of its website, 

as it found the designs were being 

imitated in other countries.

Although Kikuchi Hojudo has 

embraced technology and global-

ization for its sales channels, in many ways its 

operations have remained largely unchanged in 

over four centuries of doing business. The same 

techniques for smelting and casting metal are 

passed on from senior workers to juniors over a 

kind of extended apprenticeship that lasts up to 

ten years.

“The roots of Kikuchi Hojudo are in the 

samurai and their Zen philosophy, and the 

 pieces that we make embody that. For example, 

a simple thing like the spouts on teapots not 

dripping when being poured; for a samurai who 

might die the next day, aiming for perfection in 

everything was the way they lived,” says Kikuchi 

with obvious pride. The handles on Kikuchi 

teapots are inspired by the katana, or Japanese 

samurai sword.

Even when the company has updated its 

products to make them more relevant to mod-

ern times and to markets abroad, many of the 

elements that define the traditional essence 

and craftsmanship of the Kikuchi brand have 

been deliberately retained. The brightly col-

ored square-shaped iron teapots, which sell 

for 5,600 yen, are an example of this. Even 

though the design is angular, the corners are 

rounded down to avoid sharp edges pointing 

at people who are sharing tea. Kikuchi explains 

that this is inspired by the Japanese tea cere-

mony and its purpose as a communication tool 

between people.

In recent years, Kikuchi Hojudo has begun 

using aluminum and has created a set of strik-

ing plates and dishes created out of recycled 

cans, which is now part of a permanent collec-

tion at New York’s Museum of Modern Art.

The company has been making efforts to 

use environmentally friendly manufacturing 

methods since the 1990s, before many more 

“modern” companies.

“We use iron that is 50% recycled even 

though it is more expensive, and we’ve cut CO2 

emissions by 30% since 1990,” says Kikuchi. 

“The government has called for a 25% cut, but 

we achieved more than that in 1990.”

Gavin Blair is a freelance journalist living in Tokyo who writes for 

publications in the United Kingdom, United States and Asia.

The bright colors of Kikuchi Hojudo teapots appeal to many users 
around the world.
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MMy first surprise at the Aomori Museum of Art is its 

scale. And that goes for the building as well as many 

of the exhibits that it houses.

Fittingly, the first display room is the towering Aleko 

Hall, without a doubt one of my personal highlights 

of the entire complex. At four stories tall—some 19 

meters—it is the perfect grand blank canvas on which 

to showcase works that are on a similar scale. And 

no visitor to the museum will be disappointed by the 

art that has been chosen to inhabit this space.

Three of the walls are virtually covered by colossal 

backdrops created by Marc Chagall in 1942 for the 

ballet “Aleko,” based on the poem “The Gypsies” by 

Aleksander Pushkin and performed by the New York 

dance company the Ballet Theater.

Some comfortable chairs have been placed in the 

middle of the room—and made to look extremely 

small by the scale of the works around them—that 

allow me to lean back and drink in the undoubted 

genius that is Chagall.

The first canvas—a remarkable 8.8 meters by 14.7 

meters—depicts the star-crossed lovers that are the 

subject of the poem floating through a velvety dark 

night illuminated by a full moon. The second work 

has a similarly dreamy quality and shows the gypsies’ 

dancing bear holding a violin and a monkey in the 

sky above a typically Russian countryside.
Works by Yoshitomo Nara inside an octagonal chamber the 
artist designed for the museum’s “Creative Yard” space.

Jun Aoki’s design for the 
Aomori Museum of Art in 
Aomori City was inspired by 
the nearby Sannai Maruyama 
archeological site.
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Museum of Art

Opened in 2006, Aomori Museum of Art was built, according to Director Hibari Takayama, "to propagate 

the culture of the arts of the Northern Tohoku region of Japan." Julian Ryall visited the museum. 
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THE NATION’S MUSEUMS



The third of the four pictures is presently on dis-

play in the United States, but the final part of the 

tale that Chagall is telling is a fantasy depiction of St. 

Petersburg in scarlet and gray with a silver horse 

galloping across the sky. The depiction of a cemetery 

in one corner is a hint at the fate of the main players 

in the ballet.

I admit to being mesmerized by the vast strokes 

that have gone into creating the works and the bold 

colors. The silence of the room enhances the experi-

ence and it would be easy to sit here for several 

hours, but there is more to experience.

Other “white cube” exhibition areas of the second 

basement level of the building are given over to ro-

tating exhibitions, such as the “Hula Hula Garden” 

installation by Yoshitomo Nara. Three child manne-

quins lie on the wooden floor of a room, surrounded 

by flowers and plastic toys, watched over by rather 

angry-looking masks on the walls.

Further works are of rough-hewn wooden build-

ings, a stage with curtains, and a working room with 

books, a desk and more toys and masks.

The route through the building—which I confess I 

found very confusing—also takes in the work for 

which the museum is arguably most famous, the 

8.5 meter “Aomori-ken” statue of a dog that lives in 

a courtyard to one side of the building and was de-

signed by Yoshitomo Nara.

The other work that Nara created for the museum 

is in the outdoors “Creative Yard” space, where steps 

within a bunker-like structure take the visitor up into 

an octagonal exhibition space of faces painted in 

acrylic on cotton and titled Shallow Puddle I.

The museum also shows works by artists with links 

to Aomori Prefecture, including Shiko Munakata, 

 Yoshishige Saito and Shuji Terayama, as well as hav-

ing internationally renowned artists such as Henri 

 Matisse, Paul Klee 

and Pablo Picasso 

in its repertoire.

The entire mu-

seum was in-

spired by the 

nearby ancient 

J omon -pe r i o d 

(13,000 b . c . e–

300 b.c.e) Sannai-

Maruyama settlement site, the structure designed in 

the image of an earth trench capped by the huge 

white cover of the building. Many of the museum’s 

interior walls and floors are made of earth materials 

and are in harmony with the ancient remains.

The two most striking colors, which also work in har-

mony, are the white and the brown of the earth.

Julian Ryall is the Japan correspondent for the Daily Telegraph 

and freelances for publications around the world.

Access and Admission
Address: The Aomori Museum of Art, 185 Chikano,  

Yasuta, Aomori 038-0021.
Tel: +81 17 783 3000     Fax: +81 17 783 5244
Website:  www.aomori-museum.jp
Opening Hours: From 9 a.m. to 6:00 p.m. from June 1 to 

September 30 and from 9:30 a.m. to 5 p.m. between 
October 1 and May 31. The museum is closed on 
the second and fourth Mondays of every month 
and from December 27 through 31. If a national 
holiday falls on a Monday, the museum is open but 
will close on the following Tuesday instead.

Tickets: Tickets for adults are 500 yen, the price is 300 yen 
for university students and high school students 
while tickets for younger children are 100 yen.

 

The 8.5 meter 
“Aomori-ken” statue 
of a dog by 
Yoshitomo Nara. The 
mood of the work 
changes with the 
sunlight and shadows.  
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Japanese products are as safe and func-
tional as ever.

I came to Akihabara to buy a fridge. I trust 
Japanese-made appliances because they have 
the best functions and are very durable. A 
new video game is being launched today 
so the streets of Akihabara have been full 
of people since early this morning. There 
are also a lot of cosplayers waiting in line, 
dressed up in full costume. Rebecca

World Heritage site remains beautiful, as 
always.

The World Heritage site of Hiraizumi, in 
Iwate Prefecture, was completely unaffected 
by the earthquake. The Konjikido (Golden 
Hall), decorated with gold, is a truly stun-
ning site. There’s also a path lined with 300-
year-old Japanese cedars. A walk along it 
makes you feel like you’ve stepped back in 
time. Dean

Japan’s traditional culture is thriving.

I’m a landscape gardener and I work on 
cultivating traditional Japanese gardens. 
There is so much to learn from Japanese 
culture—like the elegant garden designs or 
the concept of wabisabi (simplicity and im-
permanent beauty). Just being in a beautiful 
Japanese garden, with such wonderful use 
of space, is enough to put you in a natural 
state of tranquility.  Arnaud

A variety of ingredients, presented with 
care.

My friend and I are eating at a Japanese restaurant 
in Ginza today. I love the way Japanese cooking 
draws out the natural flavors of the ingredients. 
I’m having eggplant tempura—eggplant is in 
season at the moment. This restaurant uses fresh 
ingredients and pays close attention to how the 
tempura is fried, so I know I'll get something 
delicious, no matter what I order. Celine
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Recovery Continues
AFTER THE QUAKE



Foreigners living in Japan are enjoying life as normal again after the quake.

Tourist attractions are alive with visitors 
from around the world.

Today I’m sightseeing in Asakusa, an area 
which gives a real taste of downtown 
Tokyo. Through the Kaminarimon (“Thun-
der Gate”) lies a long shopping street full of 
local Asakusa products. It’s a great place to 
shop for souvenirs. Next I’m going to see 
the Tokyo Sky Tree—one of the tallest tow-
ers in the world! Eunsil

Japan’s economy continues to hum.

This is Marunouchi, the central business dis-
trict of Tokyo. During the day, it’s bustling 
with business people on their way to meet-
ings, and shoppers searching for the latest 
trends. Nighttime paints a different picture, 
with the area’s many restaurants and bars 
coming to life. Tonight, we’ve booked a 
table at a nearby yakitori restaurant. 
 Andrew

Still harvesting tasty produce.

I've been helping to grow vegetables on 
farms here in Japan for the last five years. 
I’ve really learned a lot from the clever way 
Japanese farmers approach their work, and 
the technology they use to grow vegetables 
from the best soil and fertilizer. Steven

Bursting with life, just like before the 
earthquake.

I work at Tsukiji Fish Market, one of the 
world’s largest fish markets. As usual, lots 
of people are here at the auction bidding 
for the world’s finest fresh-caught seafood. 
The number of customers is back up to the 
level before the earthquake, so the market 
is extremely busy from very early in the 
 morning. Meilan 
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http://www.gov-online.go.jp/eng/publicity/book/hlj/index.html

 Highlighting Japan

JOIN OUR MAILING LIST!
To receive our monthly e-mail newsletter and information  

about updates to this site, please sign up via the 
“Newsletter” banner at the top of our homepage.

This popular summer sweet is made by blending domyoji (rice cake powder) 
with kingyoku (agar mixed with sugar) and azuki beans, and jellifying it. 

“Mizore” means “sleet,” the “kan” (jelly) being so named because the domyoji 
powder, suspended in the transparent kingyoku, has the appearance of a 

block of slushy rain, which makes for a cooling sight on a hot summer’s day.
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