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Prelude to Copernican Transition of Consumption

* Polarized Purchasing Activities

After the collapse of the bubble economy, consumption deflation
caused by the shrinkage of the absolute scale of consumption, and
psychological deflation caused by the feeling of excessive
saturation of products have been lingering. A symbolic
phenomenon developed under such circumstances is the
polarization of purchasing activities. At the one end is a price
revolution, and at the other end is highly value-added
merchandising. Consumers are attracted by cheap prices, and this
has resulted in the shrinkage of the scale of the market of needs.
The other one, the market of desires is typically presented by high-
quality watches and large-screen high definition TVs.

* Battle Royale in the Distribution Industry

This phenomenon reflects a distortion of purchasing behavior in the
age of saturation of merchandise. The sales of the products of the
largest volume between low and high price products do not grow,
and instead, the sales of both low-price and high-price products are
growing. Yet, large-scale shopping malls are continuously built to
sell these middle class products.

The expansion of business also applies to business hours. While
seeking convenience for 24-hour working cities during the bubble
economy, convenience stores began 24-hour business. But this
business style is based on the model of mass consumption and mass
disposal prevalent during the rapid economic growth period. The
24-hour business of convenience stores implies the waste of energy,
increase in risk of crimes and imbalanced costs.
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* Paradigm shift for the aged society

As elderly people are returning to city centers to live their post-
retirement lives, their shopping behavior is going to change. Large
suburban shopping centers are not for them, and the existing
supermarkets in the city centers are not good for them either in the
scale, services and inventory they offer. The services that retailers
in the aged society should offer will be "telephone orders and
delivery." The greatest aim of this style is to reduce waste. When a
retailer has to keep a large stock of products not knowing what
products will sell well, he has to dispose of leftovers. Another aim is
to revive communication between shops and customers. This
business practice of "taking orders and delivering products” should
be a modern style using information technology. A typical model
might be like this:

A grocery shop calls a customer's mobile phone to get orders, or to
inform the day's special sales, and the customer places an order,

sets the time for delivery, and makes payment by electronic
banking.

* Change in consumption

In the future, more intangible products will be bought, and instead of
purchasing and possessing products, more people will be paying for
the use of products, from automobiles, houses, washing machines to
other endurable goods. This will be a precondition to develop
production systems with reduced emission and waste disposal.
Companies in the distribution industry are still competing to open
new stores and to enlarge their store scales. | would like to
emphasize that the competition will not see any winner. Not only
consumers but also people in distribution businesses should change
their concepts of consumption.

Seiichi MIZUNO, Social Marketer, President of Institute of
Marketing Architecture Co., Ltd.
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From Mass Consumption Society to Small Consumption
Society

* Dramatic shuffle of the Japanese society

By 2050, the whole Japanese society will, or will have to undergo a
dramatic change from a mass consumption society to a small
consumption society. Factors that promote such a change include:
1) Accelerated progress of population aging, 2) Globalization and
Asianization, 3) Development of critical environmental issues, 4)
Widening gaps between the rich and the poor in Japan, and 5)
Potentiality of the occurrence of great earthquakes.

The population in productive age will fall from 88 million in 2005 to
10 million in 2050. The shrinkage of population to support
production cannot be avoided.

China's rates in the world industrial demand of resources increased.
Out of its population of 1.3 billion, the meddle class people who are
engaged in production have now become a large body of consumers
amounting to 400 million. China has grown to be the world's
largest consumer market. The Asian economic sphere will be
doubled in size in the coming decade with the conclusion of the
Free Trade Agreement and so forth and become a large economic
power.

* Into a dual character society

The above two data suggest that Japan must transform itself into a
dual character society in order to cope with internal changes as
well as external changes simultaneously. In the global competitive
market, R&D and production and sales should be strengthened in
order to win competition. For this, the production system using
information networks is required, and the Japanese living and
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working overseas will have to be tripled to 3 million.

In the meanwhile, Japan should conduct marketing tests to respond
to the population aging in Asia and the world as it will be 50 years
from now. The research on lifestyles that people can be satisfied
with low energy consumption should be given a top priority. It will
give a good opportunity for designers to display their strength. The
principles for a small consumption society are 1) Use good products
for long, 2) Make what you can make yourself, and 3) Recycle and
re-use products.

* Australia - a small consumption society

In Australia's population of 21 million, the elderly occupy a large
percentage. People exercise economy. Mr. Nagami has been living
by repairing cameras for the past 30 years (Fig. 1,3) in a town, one-
hour train ride from Melbourne. The relation between persons and
objects is very close. In Melbourne, elderly people and wheelchairs

are indispensable elements in its townscape (Fig. 2). There are a few
recycle shops in every town (Fig. 4). Its small population suggests a
small number of skilled carpenters and painters, and high fees for
them. As a result, "do-it-yourself" is the least expensive solution
(Fig. 5).

* Turning from the production-and-consumption centered society
Japan should urgently establish its economic system specializing in
R&D on value-added products while transferring its production
bases for popular products to Asia. We must complete this process
by 2010, the average year set to achieve the goals in the Kyoto
Protocol, when the production of cosmetics in China will exceed
that of Japan, and when a quarter of the Japanese population will
be aged 65 and over.

Kuniaki TAMURA, Producer, CHUGOKU HAKUHODO Inc.
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Small Unit Consumption Society

Infrastructure is now being changed to cope with population aging.
An important thing is how this physical change affects consumer's
psychology and the consumer market. In Japan, population aging
began while the market was reaching its maturity and the
personalization of the market was progressing. Now, pushed by the
waves of market maturity, market personalization and population
aging, "small unit consumption societies" are emerging.

* Society in which individuals are the main actors

The Japanese society is undergoing a great change from the mass
production and mass consumption society to the small production
and small consumption society to meet individual needs and desires.
The current theories of scale merits and consumer's buying power
will be no longer relevant. The "small unit consumption society"

can be rephrased as "consumption units in an individual-centered
society." If a shop makes serving individual customers its main
business practice, the quality of products and services will become
more important than quantity.

* Shift of targets from families to individuals

Conventional marketing in Japan has aimed at families. The great
change occurring now is a shift from family-oriented marketing to
individual-oriented marketing. Convenience stores have increased
and they now amount to 40,000 and more, and it is said that the
number will increase in the future. Their success lies in their
individual-targeted business style. On the other hand, supermarkets
and department stores are undergoing setbacks. It is because their
marketing polices are based on a family unit. They are now
struggling to review their marketing. The main target may remain a
family, but they must consider a family not as a unit but as an
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aggregate of individual persons.

* Emergence of a cultural economic society

In 2010, the postwar baby boomers will reach their retirement age.
What kind of market will emerge? There are signs that culture
precedes economy in the market. When a culture emerges, a new
market also emerges. Who are the bearers of the culture? It is
individuals. Therefore, when individual's needs and desires are
detected, there is a potential market.

This culture-oriented tendency will be particularly strong in the
aged society. The unit, perhaps, will be "colleagues" or "friends."
However, if marketers consider these groups as masses, they will
fail. Even though an aggregate of individuals may seem to be a
large market, the unit of the market is an individual.

A typical example is the pet market which has expanded to the size
of 1 trillion yen market in the past several years. Individuals who

love different animals constitute this large market. Pet shops must
cater to the needs and desires of individual customers.

* A small unit consumption society is a self-complete community
This means all services are provided within a walking distance.
Yardsticks for such a community are human modules. If we look at
Tokyo, it is clear that this huge city is being restructured to embrace
several mid-size Tokyos and many small Tokyos and further micro
shopping streets, each one being a unit consumption society. Some
sections are being transformed into suburban style, theme-park
style, or hermitage-style towns. It is a natural development because
consumer's individual desires can only be satisfied by small unit
service. When the market matures, and individual consumers are be
mature, the unit of consumption will naturally be an individual.

Masakazu TANIGUCHI, President, Japan Life Design Systems Inc.
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Design in a Cultural Consumption Society

* Consumption is the way of using products

The remarkable economic growth in Japan from the 1960s to the
1980s was supported by active purchasing. Now, the Japanese
economy has been sluggish due mainly to low individual
consumption.

The term "consumption" is used as the purchase of products and
services. However, the act of consumption should mean to make
full use of the function and the purpose of the goods (merchandise)
that one has bought.

* Social Consumption and Cultural Consumption

Individual consumption shares a high percentage in GDP. But now
in Japan, it is said that individual consumption has hit the ceiling,
and as foreign trade, another important portion, is hardly expected

to rise, the remaining social consumption holds a key to reactivate
the economy.

For social consumption, measures to respond to the needs of the
elderly, urban and rural infrastructure development, measures
against natural disasters, education and cultural promotion are
included. Economic activities for social consumption are often
called public investments. It is important to study how users can
access and make full use of such facilities and services.
Traditionally, the national and local governments have been
purchasers and managers of socially invested facilities and services
and citizens have been users. Recently, however, NPOs and other
non-governmental organizations are taking the roles of the
government. Regional currencies have come to be used to buy and
sell services, suggesting the emergence of a new economic
circulation.

Within social consumption, education, leisure activities and tourism
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can be categorized as cultural consumption. Cultural consumption
can be a subject for study in the future. Use of information
products may become cultural consumption when the use of these
products takes a certain fixed "form." The yardstick of cultural
consumption is the level of satisfaction that consumers feel.

* Cities as places for exchanging consumption experiences

The typical information products that Japan is supplying to the
world are animation films. Animation products have been released
by different media and repeatedly appreciated until an animation
culture has been established. But now, animations are rapidly
segmented and individualized in the world of the Internet. In the
Animation Convention, animation producers and consumers meet
together. Conventions and festivals are opportunities to exchange
the experiences that people have gained through consumption.
While sharing and learning ways to use objects and information,

people deepen their cultures. Local communities and cities provide
opportunities for exchanging experiences on a daily basis. It is not
only commercial facilities or service complexes that provide
opportunities for consumption.

Household electric appliances were the objects of individual
consumption in postwar Japan and merchandise symbolic of a
modern life as well. Users shared their satisfaction of possessing
and using of these products, hence, the development of a lifestyle
that can be called the culture of household electric appliances.
What is required now is an opportunity to exchange the satisfaction
that users have gained through consumption. If they were to
become places where users can express or share the satisfaction
they gained through having consumed some product, the shops
would regain their attractiveness.

Masato ISAKA, JD Executive Director
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Quality of "Wealth" and "Consumption”

| had an opportunity to testify at the court in October 2004 on the
construction of Ken-ohdo, an express highway connecting suburban
centers of Tokyo to alleviate traffic congestion in the inner city
which is promoted by the Ministry of Land, Infrastructure and
Transport. | insisted that this road requiring an investment of
several trillion yen is already outmoded. If the same amount of
budget is to be used, projects aiming at environmental restoration
should be planned. Giving successful examples such as the
introduction of de-motorized transportation systems such as low-
floor trams in Strasbourg, and the removal of highways in the city
center in Seoul, | proposed a dramatic change in public investment
policies in Japan.

*In the global and Asian perspective

At present, the critical realities of environmental destruction as the
consequences of traditional economic and social development
patterns are spreading from our neighborhood level to the global
level. In the past decade, the situation has become even worse, as
China and other countries in Asia have followed the patterns of
socio-economic development that industrialized countries had
taken. A theme to discuss in the future is the issue of the quality of
wealth and consumption.

* Going Back to the Classics of Economics

In his masterpiece "The Wealth of Nations,” Adam Smith considered
that the wealth of people should be increased and emphasized the
manners of consumption. He distinguished "necessary
consumption” from "luxurious consumption,” and insisted that
satisfying people's necessary consumption by controlling the use of
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limited resources to luxurious consumption would lead to the
wealth of a nation. He further differentiated "individual
consumption" and "social consumption” and pointed out that the
good balance between the two kinds of consumption was important
for the improvement of the wealth of a nation.

In fact, the theories of wealth and consumption by Adam Smith
implied a cynical criticism to the absolute imperial rule of France
that dominated Europe then. He anticipated the future growth of
the economic wealth of England, which was a small country but
was beginning to satisfy people's necessary consumption through
the on-going Industrial Revolution. Within a century, the country
became the power now known as Great Britain and enjoyed
prosperity.

John Stuart Mill, Adam Smith's successor, was yet suspicious about
Smith's theories on wealth and the satisfaction of necessary
consumption, as he felt that the concept of "quality of life" as an

indicator of richness was lacking.

We should not forget another economist of the time, John Ruskin
who left a famous clause, "There is no wealth without life." He
advocated that true wealth would not be achieved without
conserving and developing nature, culture, art and other unique
values that gave brilliance to human life. He developed his own
theories of wealth and consumption not limited to the amount of
material properties in possession, and the level of consumption, and
the level of income.

In considering the problems of today, we should re-appreciate these
excellent classic economic theories.
Shunichi TERANISHI, Professor, Economics, Hitotsubashi University




Special Issue

HEBHEDTFFAL V2

AT ) - FHA V~FBOMEIZELITT

HMEERE ssasr—271vs—zeA

77 Y ADEFEET TV NT A TR
RS Y OBLDRIIZDOWT (B
B O MR 72 SCHR A S § 5 LRI
LBV ERD)DRYRTLADL ) %
HMRXEZIRL T 5%,

[ZEM TR BaR I ZE e v 9 A
ZERLES LD L4000 T T) B HE
T 5%, 7 a— AL E F—{Loikik
DSERC 3 T4 HIZB W T [ 25
LN &2 5 I TRME N
WZH S TR b S TEGR M7 B 3L
WXV b0L ) [FX[ ks v a
TVTA4 T2 6NTLE 572,
Eo

[Z TR BaR 1 04> % B
DHT I EF B4 5 AL ITHA IT47
BUEH[ 22 a7 ) 74 104D R A
FEYVIZBUTBHEDHTITY L)
Z LR BEDL P EHPLHE~D
B0z »wTdkbhstiaid, [%5E ]
THO[ERITHIMEITHY . Zh
b o> Thhvbh g R T 5 &1
[—f]CHh MR Th H MEHRIE V)
LB DBIES D ZOWTRY K
FERIZAEAT L HhERBUBE C AR ) % i
CZLTVO0BRTH S & Kzl
WENE L2 Turd Lz
W RO KFLE I EBOE L
university & L CHIZ R T L TH
DB BRBENORET Y ICHIED %

T BB TH - 7213 T H 5 HOKRE
3 Ho 8 LEHMAETED HE~D
TR0 2 R HEE 3 % i & 11
STWVWEEVWRZLESL) L EHEDD
72dZid b & %o L FR R
L EMPDMEHSENIT AL E LN
) FE L REER TR o TR b B RS
Holeb,bok LHATHRIEDAF
W& BIZOT & & BRI 2 FEH 3
LZMBTHAHI LA E Y AT
ATRX Y M RFATBITIZORLAFL
L2 %25 LB RO T A V]
EWVI G EDT =B A HEEL LD,
B & 2 AIXEHRLITHY .
HEOELD ) & 2 ALl E V) 2
LR BEDL ) Do TR L NT 1
I HRZEDEE[E T DR TRLT
N7z B — 58 & ERLoMic s
F5—-4o0H 573 L BFEO - 1EHE

B LB 2 4200 Hh 7T &
ORE R L A 2T %9 2T
L ORBEL 2T NDESLS LM
WOREOR WEEE RS9 A THHER
TP 252 TN,

BATOREI L BEDOMIiRE 22 b0
ThoH BB LPERIT. GREL LT
AIZEMIMEZIZD DS Libivbh
AR Z TR L bbb L2 R
b3 %o E UK L CHISLE T I3 BEAD
TEE AT %R R S 7 i g
X, (ZFOA I BT BRLICE
595 TH Y EHEZIDY 9 EH)
THbh.Z) THRIFUTEL BIFEL &
NOLAIMEHBETLL RV BRI
D HIBE L [ D 7 T H 5 54T
SN EO@EE | TRIFIUEE S v,
COBETEXWMYRZ) |

Z 2TV ) B L, A 2 BFRIC B
LETHAAFEHNTH MBI TD 2w,
o (W 70) B 72 MER e BT A D
B2 B 720 i e s o

Re-designing Community Currencies

French philosopher Alain Badiou explains the current situation of
the postmodern world in a very simple way. Suppose "art,"
"science,” "politics" and "love" are the categories that make humans
human, today, when the process of globalization and that of
uniformalization are underway in parallel, "art" is replaced by
"culture,” "science" by "technology," "politics” by "administrative
governance,” and "love" by "sexuality." If the former four are
considered as the categories of truth, the latter four are the
categories of reality in postmodernism. What have been lost in the
process of transition from truth to reality are the foundations of
"universality," "sublimity" and "wisdom." The foundations that
dominate humans today are "generality," "secularism," and
"information." The process of transition is accelerated on the global
scale.

non

The comparison of the four categories provides an important hint
to consider the status of community currencies.

Currency is like blood circulation in the real world. Currency and
capital expand blood capillaries all over the world merchandising
human lives, and subjugating humans. Community currencies that
were created in order to fight against capital movements that have
the potentiality to contribute to restoring humanism and the
categories of truth. Above all, community currencies must be the
"currency of love" issued from the category of love. "Love" here
means love in the theological context. It was Walter Benjamin who
preached in the early 20th century to introduce divine violence to
change the reality filled with mythological violence, and as a
concrete practice, the community currency is being introduced now
in the early 21st century.
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When the community currency boom emerged toward the end of
the 20th century, some people expected that this would be the
central force of the one remaining possibility for Marxism's survival.
As one of them, | initiated the Earth Day Money. | dreamed of the
re-designing of the consumption society. The key concept was "to
contribute" instead of "to consume." | conceptualized this
community currency as ethical money with which people can
contribute to the solution of the North-South problems and
environmental issues by purchasing goods and services. When
people would donate to NPO or NGO activities, they would receive
"points for contribution." But common people are better motivated
to donate if their act is to lead to expiation. What should be set
against consumption is redemption or indulgence, rather than
contribution.

This reminds me of indulgences in the middle ages. The indulgences
might have been a kind of community currency, that might have

functioned as securities and been re-sold. They finally caused
inflation and led to the Reformation. In Catholicism, the
indulgence system still exists, which is unique system of
"economics” whereby contemporary people can be exempted from
punishment for their sins by the good deeds of Christ and other
saints. They have a concept of "partial indulgence,” which | think
would become a community currency, if it can be numerically
valued.

Born in the overpopulated world, we all know that we owe much to
the environment. In this sense, we can understand the theory of
original sin in reality. There may be a thrilling encounter between
the wisdom maintained in the church and the zeal for community
currencies.

Masaaki IKEDA, Founder Earth Day Money
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New Relation between Production and Consumption
- Knotworking Consumption Society

A new age is clearly envisaged with a new term. The term
"knotworking" is coined by Y. Engestrom and his group who are
working both in Finland and the United States. They consider
interpersonal relations to be connected, disconnected and
reconnected spontaneously like "knots," and the dynamic relations
which keep changing as "knotworking."

Behind the emergence of "knotworking" is a change occurring
between the production and consumption sides, from an indirect
relationship with products and services as catalysts to a direct
relationship. The direct relationship between a person who requests
a product or a service (principal) and a person who produces the
product or who offers the service (agent) upon request supports
economic activities. The relation is not as stable as networking, but

the people involved keep changing in knotworking.

* An age of specialists

The agents, who produce products or provide services at the request
of the principal, or consumer, must be equipped with special skills
and reliability. The brand value of an agent becomes more
important as a yardstick for his/her trustworthiness.

Economic activities based on the relationship between principals
and agents promote the increase in specialists. This is proven in the
statistics in the United States and Canada in the 1990s in that the
ratio of specialists/technicians rapidly increased. As of 1991,
specialists/technicians already occupied 20 percent. In reality, the
ratio is larger as there are people who can be categorized as
specialists in each occupation category.

Specialists in the contemporary society cannot meet the desires of
the principals, and they need to work as part of a team with other
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specialists. Medical services, for example, need a doctor, a nurse,
and a therapist. Depending on the condition of a patient, whether
acute, stable or recovering, the members of a team will change.

This manner of working is applied to any field in which specialists
are involved. The most important thing is the unstable, circulating
linkage of specialists. | had a chance to listen to Engestrom in
September 2004, and realized the importance of knotworking.

* Unfinished products

In the traditional market, finished products are sold, and the
relation between producers and buyers is terminated at the point of
purchase. In the knotworking market, principals and agents
maintain relations, and "unfinished products" become the main
merchandise. As typically observed in computer software, items
and services provided by agents are not complete products, but
they are to be customized and developed after being purchased by

principals. Now, customizing services are becoming a key not only
for houses and large machines but also for household electronics.
Unfinished products are products that evolve and adapt to user's
needs.

Agents need to have more complicated expertise and skills to meet
various demands from principals. In addition to certificates that
show the level of one's skills, communication skills, responsiveness
and flexibility to different conditions are also required of them.
Joining a knotworking society may seem like taking part in a game
without knowing all of the rules. But living a life is similar - joining
a game without knowing all the rules. We have to add rules and
actively participate in the game, which means that we have to
continue learning on our own initiative. What | want to aim at
beyond knotworking is a voluntary learning society in which we will
continue to learn and renew social rules.

Ken-ichi NISHIYAMA, Professor, Economics, Saitama University
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Editor's Note

Around 1980, the Japanese began to place weight on emotional
richness over material affluence. Already in the 1970s, social
indicators were developed such as life satisfaction index in addition
to the conventional GDP and other monetary yardsticks of the
standard of living. This may reflect people's awareness that the
richness in life cannot be measured only by a monetary yardstick.

J. Fourastié explains in his book that the standard of living indicates
the quantity of materials obtainable by one's income, while lifestyle
indicates the quality of elements in one's life that greatly affects
one's satisfaction. Such elements include the nature of work,
working hours, education, leisure, houses, comfort, household
services, hygiene, health and life expectancy.

There are two methods to measure the status of life using non-
monetary indices, approached from the supply and demand sides.
Suppliers place an emphasis on living environments, and evaluate

the conditions of material and human environments necessary for
better living. From the demand side, psychological and subjective
aspects such as the satisfaction of their needs and desires are
evaluated.

Designers have been proposing lifestyles. Yet, many people do not
feel that their lives are rich. Why is that? It may be because the
suppliers have segmented people's life into profitable and non-
profitable markets, and have been and still are supplying products
only in the profitable market. Life consists of various elements, and
people find their lives enriched because of this. This viewpoint has
been missing in designer's proposals.

Emotional richness depends greatly on an individual's state of mind.
It may fall into the personal world of concept that no other persons
can understand or share. And this is true with designers. In
considering the segmented consumption society, it is important to
link individual satisfaction with social satisfaction. ~ (Ayumi Nanjo)
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