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Designing Interaction among Local People
Masato ISAKA, President, Japan Institute of Design

As a means to revitalize the economy of local areas in the age of
decreasing population, it is proposed that tourists, business visitors
and non-permanent residents to those areas be increased in
number. In addition, tourism development and urban
redevelopment are advocated to revitalize local economies. In
response, “shopping streets” in local towns are being reviewed as
resources for tourism development.

The number of shops on average shopping streets is between 40
and 50 shops, a decline from the peak in 1985 with 80 shops. The
consequence is an increasing number of “shuttered shopping
streets” in which many shops are no longer in operation. A
majority of them have done nothing to stem their decline. Large
supermarkets and other massive commercial complexes caused the

decline of traditional shopping streets, but even these large shops
have been faced with similar problems over the past few decades.
Retailing and service businesses have both basic and value-added
services. Basic service is the sales of merchandise and services to
customers in exchange for monetary payment. Value-added service
means the provision of additional services to please customers.
Some service industries tend to place greater emphasis on value
added services as a means to vitalize their activities, and as a result,
they lose sight of their basic services.

Shopping streets are a part of the infrastructure for local people. They
have been physically improved and business has been shifted more to
services, and today additional services such as “childcare service” and
“delivery service for elderly people" have come to be offered.

The greatest advantage of a shop is that it promotes person-to-person
marketing. In order to see shopping streets as a tourist resource, social
design for interaction among local people is suggested.
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Shopping Streets and Tourism
Yukio SAKODA, Chief Editor

According to recent surveys, foreign tourists have a greater interest
in interacting with ordinary Japanese people. This desire is stronger
among tourists travelling on a personal basis. With a hope to
promote interaction between foreign travelers and local people, a
traditional “ryokan” or inn in the Yanaka district in Tokyo stopped
providing dinner service, which has been a traditional and highly
praised part of "ryokan” service. Instead, it gives customers a
neighborhood map showing restaurants and eateries of various
foods. This small adventure seems to be strongly favored by
tourists. To find ways to fulfill tourists' desire to interact with
people, we should look further into our daily living.

As | wanted to have a look at people's daily living, | visited two
shopping streets in Tokyo, Togoshi Ginza shopping street in

Shinagawa and Sunamachi Ginza shopping street in Koto. These
are known as active and thriving shopping streets when many other
streets are declining.

A common point for both is that the streets are narrow without car
traffic, and that shoppers can walk around freely without worrying
about traffic. Sunamachi Ginza is a narrow alley in which even
bicycles can hardly move. The narrowness of the street helps to
maintain and even promote the liveliness of shops. In the
beginning, both streets were developed to supply foods and daily
commodities to people working in large and small factories in the
surrounding areas. Later, factories and offices relocated to other
places and apartment houses and condominiums were built, but
demand for these shopping streets from new residents has
continued. The atmosphere of the mid-20th century still remains
in these places, and as various ready-to-eat dishes are sold here,
"tourists” from other towns are increasing in number.




Special Issue

FRESREED T/ & FEE

KK smaizmrss v sumnem

MEShRIROZER
TITVADEFEZT V) - VT —
TN DL (B OERE] 2, 220 ]
3D B IR EN T WD, E
B e EOW IR 2 BCE = [ 220
FE ] #HEE AR E RS W
T k2 & CRRE LT3 %[22/
4], HHARENREILHE LT
(BEEZ#{5 EPEVHET ENT) ik
5 [HHEINLZEM] Thbo FEE
DYty 72 ZIXTEIEE 2RSS 2 Y3
FYFEMR, BIBCRRHMRICH STzt
V£ ISR FL A D IR L T IR OARIE H % 1L D 37
T, 7Y 13km D EARERK & 3OO
JESRAIEAL L7z, VAR ED
AL ETHREDO RIS - 72 ) T4
ENTZNTHALA A=V R ETH S,
FEDG SO [FBEHEE | £ A — T,
FLTHOWDOTIE RV, BIED F#gR
JEERGREE O 400 O G Hi 1 R IE R S 2%
PaIER (PESE). FREUREER (b
JelF) . PRI ERNTE MR (A
LV SRRSO NTED, $EFEo
TH W72 D1 1998 4B 4G 0 7 U $
D0 (F# AL 2 & & B B 53
RRERIZ V) 25 THh D, ZZRIFEEE
DM TS T —#iFER &S . &H
L7z 3)Edr e UCEB L2IEEI 5,
— RO TR & L CRMEICAIE X
% (REDELT RIS B OFR L L\

RE N & Bt Shopping Streets and Tourism

STIEEHOMMEVEIRAET &, Flk
ST 3 22T b5 ),
720 »pOTTFLEICHEM L
IR BERE . KL, VLG 7 & & bk
ThHE. T UVEDTEIEEIRD 2 NEA
Ebolhbdbihiwv, 4 vy
Ca—RERAOEEENTZT 4O
BARTIE L, BEEZOD Dy
r—Jftshizarsrybkhoiz, B
MAEDSIE - T —RIE R iy
%0, EWVoTAY Ut ty M bifl
EL72H35 20w FREURIZRE G oo
Je# [EE 1 5HDRY) 5 o Ta NI
277 R AV BRAIIZ D RSk
FIZD L7 DRV B 7L X
[ 47 | SR iV, DRICITER
IMIEDON= T % ] ITHFRD B,
WoOWws ¥ x5 [FRGURES] 2l
BEGT THIWE L 22720 ik D BEICEE I L,
FLETRZF Y57 % —»EMNIC
PGS D R,

R E T — HFH 477 A, 4 1400
FAL D BHITEH S 700 A HTLst
5700 TN L IR SR R R
BAL G O BT A FREI ML T
% (http://gendai.ismedia.jp/
articles/-/39308) o *F-H & HitAtAh 5 1
TIRDFEND L) (PR BDLA
A RTy 7)) AF)ADEZFEEY 3
veT=01E [BboF R EL] BET,
BOL L TR HE & v o el 022
BIOAMI S 2 277, B 25T
TWh, [ X714 TERENEW] L 3h
BHRINOFOANLD, T7EALRT

WHEH (R Ch TR ) AP
JEHR DS 72\ 72 0 H B IRF 0 3 3 3 A8 H
W7, FGHLT 3 M T e — A b
MO XD b R 12> T RKOT
Mcidze &b, PRAFES R Lo 22/
FEE R LD, FRIC [TIEE] 2
ABETE B AT, FTH 2 5 E%104H
U7z, S IE TG Tl & A%
Ldsh, B R3ERO KL % Phed T4
Lire —AEROTHEIZEKSLELD D7
W

WITD NI & - THBEREIL, HEE
HWXIZHEO H D X 9K S N7z v)E
HEED—2>TH Do 1km’ H72 ) D/NGE
JEROZ, ST HLX 0 85, Kl Hy X @
167, KIHIX D 133128 L. HEHBX
T22812ET 5o HIXNOHZ 3 #1981
DH H BUIRE)EE A L. BRI 1A
FIEECHIEN 256 H ). Kitodk
JEERD 6 SR IE N TE T D, 2
D9 b BGUEDAME T 78, 7Rl 7%
OISR TH B, $7294 5 —D2E
BPESEIE, TR E R & o TR
IO LR 7 LR i 2 SR E O
W7Zo7z L ald ([FTRETHOF 2
T 25, PO IZ ARG Rk X
DEITHE L, AT B L7,

FARS N FEEDE

TCA ZOWEEEO T, M T
DoN-HRA EOERBICESS 2 KD
- 72 2 ok () 123kE
N, —HOTIRN IR M5 KH T
BHoleo WO TOHLNHAEDL ER&

Togoshi Ginza: Its Space and History
Daiki AMANAI
lecturer, faculty of design, Shizuoka University of Art and Culture

*Phenomenological Spaces

Our image of one Togoshi Ginza does not have much tradition.
There are around 400 shops in the district which belong to one of
the three neighborhood shop associations. It was in 1998 that
these three associations joined together to hold the first Togoshi
Ginza Festival. Since then, people came to recognize Togoshi Ginza
as a united entity. For TV programs, the shopping district itself
became a good topic. As there are many second-class eating places
and many people are always coming and going, the district is full
of resources for TV programs, especially “restaurant hunting”, rather
than being simply a background of "TV stars on the street" or
curbside interviews.

According to an estimate by one of the three associations, the
district attracts 40,000 visitors on average per day amounting to 14
million a year, about half of which are coming in from outside the
district. It is accessible by three-car-composed short trains. Thus,
even without any historic buildings or monumental spaces, it has
the air of a common people's shopping town for daily commodities,
and draws a greater number of visitors than well-known shopping
and amusement districts in downtown old Tokyo.

For local people, Togoshi Ginza is one of the shopping streets which
are networked in the Ebara area. The number of retailers in the one
kilometer square amounts to 228. While a neighboring shopping
street with its rich variety of apparel shops is envied, Togoshi Ginza
specializes in restaurants and eateries.

*Historic Layers
The land on which the shopping street is located was sandwiched
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by two villages along two roads running west to east on the
Magurodai plateau. There was a narrow and long rice paddy along
a marsh. In addition, bamboo forests around the peoples' houses
provided them with a source of income as they could sell bamboo
shoots in the Edo era. The population in the Ebara area was 2,612
persons in 462 households in 1872. Even on the map published in
1922, there is no indication of a shopping street.

The Great Kanto Earthquake occurred on September 1, 1923.
People says, earthquake debris was used to fill the valley and
reservoirs in the Ebara area. Looking at the straight streets in the
area, we can observe the strong intention of local land owners to
develop the area into an urban sector. In the development process,
bricks from Ginza were used to construct roads, hence, the name
Togoshi-Ginza. Ginza bricks was thought to be reused in Togoshi to
construct brand-new shopping street to serve a rising residential
area, rather than to be debris to reclaim a marsh.

The population in Ebara town rose from 4000 in 1912 to 8500 in
1920. After the opening of Togoshi Ginza station on the lkegami
Line (1927), the population rose to 132,000 by 1930 double the
population of neighboring towns. The population density of 1500
per square kilometer rose to 23,000. As the Ebara district was
outside of the area to which the City Planning Act was applied and
the land price was relatively low, the land plots were narrowly
divided. Small shops, factories and houses are crowded together.
This may be the reason for the atmosphere of a downtown for
common people and the prosperity of the shopping streets.
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Marché (market by producers) at Togoshi Ginza
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Events to Help Shopping Streets Become Tourist Sites
Mayumi YAGO, Designer

The increasing number of large-scale commercial complexes
threatens the sustainability of existing shopping streets. In
defiance of the trend, there are a number of shopping streets which
are mobilizing their wisdom in an attempt to reactivate their
businesses. Their attempts are covered in the media, and have
come to draw visitors from distant places. In a sense, they have
become tourist spots.

Here, some notable examples of events will be introduced.

*Marché

Marché is a French word for market. In France, Marchés are held at
many places selling all kinds of food, clothes, miscellaneous articles
and cosmetics for everyday life.

Similar marchés have come to be held in Japan for the past several
years in front of shops, or open spaces in shopping streets. At a
Marché, farmers, food processors and other producers from rural
places sell their products directly. For them, the Marché functions
as an opportunity for market research, providing them a hands-on
way to get to know and better understand consumers' needs and
desires and enhance the quality of their products. For consumers, it
provides a good occasion to meet the producers, and to ensure the
safety of products they are buying. Consumers may find food
articles from local places which are not sold in supermarkets in
their neighborhoods. By organizing a Marché, a shopping street
can advertize the street, and attract visitors with an image of safe
products through communicating directly with producers.

*Night Bazaar
A Night Bazaar is a market opened in the evening which is often

6
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seen in Thailand and other countries in Asia. Now Night Bazaars
are hosted in Japan as an event to attract visitors to a shopping
street. In general, it is held once or twice a month from the
evening to the night of Saturdays for children and adults to enjoy
in front of shops or in vacant spaces in a shopping street. By
having a Night Bazaar, the shopping street is able to show its
presence to visitors, and by continuing the event, it becomes a
topic of the town to attract more visitors from outside the
neighboring areas.

*Bar Walk

A Bar Walk is a popular practice in Spain. People go around shops
to eat and drink and enjoy communication with shop people. The
Bar Walk was introduced to shopping streets in Japan. At a Bar
Walk, participants buy a coupon ticket at a shop which is a member
of the event. A coupon has 3 to 5 tickets, and participants can use

the tickets at 3 to 5 member restaurants and coffee shops. Member
shops prepare a drink and a small dish of food of their specialty.
The event provides member shops with an opportunity to gain new
customers. Participants can enjoy different foods at different shops
at a favorable price. Further, they can visit various shops light-
heartedly, and may find some new favorite shops. This has become
a regular event in some shopping streets with many eating houses.

The above three types of event take a model in other countries.
Foreign origin and the sounds of events give fresh and fashionable
impressions to the Japanese and help stimulate their consumption.
A common point to all these events is that they facilitate
conversations between sellers and buyers. This may suggest that
consumers want face-to-face communication in shopping streets at
a time when catalogue sales and internet sales are becoming
commonplace.
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Sightseeing their Daily Life
Ayumi NANJO, JD secretariat

*Togoshi Ginza - Feeling the History of the Area

Togoshi Ginza Shopping Street is located close to Togoshi Ginza
station of the Tokyu lkegami Line. It stretches 1.3 km long with a
railroad crossing in the center. There are 400 shops on both sides
of the street. Immediately after walking into the street, an arched
signboard, street lamps, the statue of the mascot character, and
various illustrations are seen, and music from the shopping street is
heard through a loud speaker. A guidebook is placed at various
places for visitors to pick up while walking. In the guidebook,
Togoshi Ginza Croquette is advertized. Several shops were selling
croquettes (deep fried mashed potato mixed with a variety of
ingredients), and they decided to sell croquettes as a specialty food
of the shopping street under the name of Togoshi Ginza Croquette.

The guidebook shows how the shopping street as a whole is actively
promoting the sales of articles sold at different shops.

Designs reflecting the local history are adopted in its
ornamentation. The arched signboard at the entrance is designed
with a bamboo-leaf boat as its motif, because Togoshi was the first
place to grow bamboo forests in the Edo period and village people
sold bamboo shoots for their living. Other elements are designed
with a Japanese flavor. People can enjoy a liveliness that is like
shopping around festival stall stores in the historic atmosphere of
the town. It is like a theme park.

*Sunamachi Ginza Shopping Street - interaction among people
enlivens the town.

Sunamachi Ginza Shopping Street is 670 meters long and has 180
shops. Its location is not convenient for outside visitors, as it
requires riding on a bus from the neighboring train or subway
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stations. Even so, it draws more than 15,000 visitors a day.

and what they like as early as possible. To activate a shopping

The shopping street is so narrow and shops are so small that
conversations between shoppers and sellers on both sides can be
heard. This creates a lively atmosphere in the area. The narrow
street is crowded with people lining up to buy articles, sales shelves
are placed outside shops, on the eaves of shops, and there are
streamers. It is like a street fair.

While walking, | stopped at shops selling ready-to-eat dishes and
pickles, and shop owners said, "we cook all food ourselves here," so
| felt like eating, and | was prompted to buy things.

| noticed that so many shops were selling the same kinds of dishes.
Were they competitors with one another? With some questions in
mind, | visited the office of the shop association. An officer
answered, "Each shop has its own flavor, and customers choose
what they like. So there is not much competition. When a new
shop is going to open, we give advice to memorize customers' faces

street, the characteristics of shops and interaction among people
are important.”

*Pleasure of Traveling Shopping Streets

One of the pleasures of traveling is to find something new or
something different from other places, or to have a glance at the
daily life of people in places one is visiting. As shopping streets do
not have historic, natural or artistic resources to attract tourists,
their main resource is the people's daily life. Therefore, people in
shopping streets should show what they are and how they live
without attempting to be special. Tourists will enjoy their
atmosphere as a tourist resource.
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Study of Shop Front Scenes
Makoto NISHIYAMA, Product designer

*Shop frontage as the frontline for interaction

In the Sunamachi Ginza Shopping Street, downtown of Tokyo, shop
proprietors display their sale items on the street in front of their
premises. As the frontlines of shops extend outward from the both
sides of the 3-meter wide alley, pedestrians need to be careful not
to hit each other. In the narrow lane, shop displays compete with
each other, and the shopping street looks like a fair.

Shop fronts provide contact points for shop owners and shoppers. |
gather that shop owners are forever looking for new ways to
interact with passers-by to draw them into their shops. For
example, the awnings of the shops facing each other seem to be
hitting each other, and they appear like a canopy (fig.1). While
watching these shops, one notes that the shop owners seem to

change the length of the awning according to the movement of
the sun. They extend the awning when the sun is shining, partially
of course to protect their merchandise, but also to protect shoppers
from the sun (fig.3). The ideas of shop owners are expressed at the
shop fronts (fig.2, 4, 5).

In a book by Kon Wajiro, advocate of the Study of Modern
Societies, there is a passage as follows:

"People who go to the marketplace today intend to be engaged
solely in an economic activity. They do not intend to stroll there.
But in the actions of shoppers in ordinary shops and department
stores, there is an element of strolling. Therefore, shop owners
should offer something to please strollers, or at least have
something for strollers to stop and look at." (July 15, 1929
Introduction to Study of Modern Societies)
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*Observation of Shop Fronts

In observing the displays and happenings in front of shops it is
possible to find a new perspective on shopping streets. The displays
observed here cannot be called brilliant designs, but the ideas that
shop owners come up with in their daily business may trigger
something innovative (fig.6, 7, 8).

*Shopping Street Living Today

Sunamachi Ginza Shopping Street is often said to maintain the
atmosphere of Tokyo in the middle of the 20th century. Although
others may appreciate its nostalgia, in my mind, the street sounds
outmoded. However, because it was part of the fieldwork, | walked
through it and tried to observe the street without bias.

Shop owners here seek the optimum way to cope with problems
that occur flexibly although it may not be in a well-planned
manner. It was in this aspect that | felt their liveliness.

Before visiting the shopping street, | was rather skeptical about
whether it was interesting or worthwhile to see it. But |
immediately realized that | was wrong. In their efforts to carry out
business | could see the wisdom and ingenuity of the shop owners.
Their positive attitudes and trial-and-error efforts in everyday
practice lead to the expression of their shop front designs (fig.9, 10,
11).
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Thinking about Nishi Ogikubo while Walking in Togoshi Ginza
Street
Keiko TORIGOE, Prof. of Aoyama Gakuin University

While walking along the Togoshi Ginza Shopping Street as part of
my fieldwork for the theme of Shopping Streets and Tourism, |
could not help thinking about a different downtown. It is the town
around Nishi Ogikubo train station (the nearest JR station to my
house).

How different are they? Around Nishi Ogikubo station, there are 23
different shop associations with varying differences in origin and
scale which spread in different directions. The spatial structure
itself is basically different from Togoshi Ginza which consists of one
straight street. Some associations are along the bus routes, while
some popular shops are along back alleys that are inaccessible by
car.

Nishi Ogikubo downtown has a different character from the
downtowns near neighboring train stations, Kichijoji in the west
and Ogikubo in the east. For example, shop owners in Nishi
Ogikubo seem to have the attitude of “Let Kichijoji have fancy and
fashionable shops. We prefer ‘quiet prosperity'” As a matter of
fact, specialty shops such as antique shops, secondhand book shops,
gallery-and-variety stores, live houses featuring jazz and cafes
abound in Nishi Ogikubo.

The 23 shop associations are a loose network under the Union of
Nishi Ogikubo Shopping Associations. Being only loosely linked,
there is not the same kind of unity as seen in the Togoshi Ginza
shopping street.

*Nishi Ogi Kanko Techo (Tourist Handbook)
| would like to introduce a booklet entitled Nishi Ogi Kanko Techo
(Tourist Handbook), 2014. One should note its catch phrase on the
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front cover which says “Nishi Ogi is not a tourist spot.” Although

the viewpoint of soundscape. People begin voluntary town

the publisher is the Union of Nishi Ogikubo Shopping Associations,
the actual planning and editing was carried out by the
representative of the Nishi Ogi Information Center and his friends.
The information contained in the booklet is divided into five
categories of "basic information," "history," “nature,” "literature,”
and "architectural works." Even though it is a “tourist handbook"
and it includes various kinds of information on the area as "tourist
information”, there are no shop advertisements.

*Soundscape and new kind of “tourism"

When | saw this booklet, | felt a strange sense of affinity. In
"Environmental planning from soundscape,” which is my specialty,
we note that people find new relations with their hometowns and
deepen their affinity toward them through identifying and
experiencing the environmental cultural resources of a town from

development activities based on these experiences. There are some
examples.

An earlier example of this is the booklet, “Nagasaki Landscape:
Sounds, Ears and Hearts" (1992). The author, a sound designer in
Nagasaki, asked people to recommend places "where you enjoy a
good Nagasaki soundscape” and selected 20 soundscapes from
among entries. This project gave people in Nagasaki an opportunity
to review their "town" from a new aspect of “soundscape” and to
regain a feeling of attachment to their city.

In 2007, the 16th Urban Design Forum Kansai was held under the
subject, “New Styles of Urban Tourism: Live, Walk, Enjoy and Invite
People from other places.” In its booklet, Keiji Chiba contributed an
article "I wonder if there is a word that surpasses TOURISM in the
same way that “machizukuri (community design)” has surpassed
"“urban planning'"
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Chiba writes as follows. In the 1970s the term "machizukuri” came
to be used frequently. It is used to mean the general betterment of
a town in total, physically as well as socially, especially in terms of
upgrading people's living through their participation. While "urban
planning” has a connotation of spatial planning by the
government, in "machizukuri,” the citizens are the main actors in
upgrading their living environment. “Tourism” in Chinese
characters suggests “seeing wonderful sights in a place other than
one's own place." Therefore, Chiba proposes that seeing the fruits
results and actual activities of "machizukuri" can become a new
style of tourism.

*Nishi Ogi Information Center and its Surroundings

Nishi Ogi Information Center began its activity in 2013. In the
background, there are variety of activities such as "Walking in the
town,” "Evening Market," “Strolling and Dropping in tea houses,”

etc. These activities are not intended to draw customers, but
rather, to involve people who love Nishi Ogikubo in activities to
identify and confirm hidden environmental cultural resources in the
area, and participants enjoy themselves in the process. In such a
spontaneous community development project, outside people
become interested and visit the town naturally, hence "machizukuri
tourism." As there is no proper word exceeding Kanko (tourism),
(such as matchizukuri for urban planning), the Nishi Ogi
Information Center had to declare that "Nishi Ogi is not a tourist
spot” while naming the handbook “Kanko (Tourist) Handbook.”

If the Togoshi Ginza Shop Association were to produce their
“Tourist Handbook,” would it say “Togoshi Ginza is Not a tourist
spot"? This is the question | have been consumed by since my
fieldwork visit there.
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Voice of Design Forum Opinions

Critiquing Design from Kenji Ekuan's Viewpoint - Exploring the

Points of presentations by panelists

future of social design

GK Chairperson Kenji Ekuan passed away in February 2015. We

reviewed design in the past along the axes of global partnership

across specialties, and movements to enhance the social value of

design, both concepts that Ekuan spent his life promoting, and

envisaged the future of social design that JD has been studying

since its inception.

Masato ISAKA, JD president, gave perspective on Ekuan's

achievements as follows:

- Revitalized the culture of material things from the postwar
devastation, and democratized the world of things,

- Conceived the world of things made by humans as Dougu, tools
suggesting a path of life,

- Expanded the field of design and built a global network, and

- Enhanced the quality of design through the cycle of movement,
project, and academic study.

Daiki AMANAI, lecturer for Design Faculty, Shizuoka University of
Art and Culture

What perspective did GK have in 1952 to work as an anonymous
design group in comparison with RIA ?

Joji KURUMADO, executive director, Takenaka Corp.

The ultimate destination of total design of any form is Social
Design. Business profits are indispensably related to social
sustainability.

Masatsugu MORITA, professor, Kyushu University Graduate School
Japanese concept of treasuring the past and learning from the
present and, the designing of "the relation between 'sensibility’ and
‘sense™

Kozo YAMADA, president, GK Design Group

The world is not one - the true role of designers. Imagination is
necessary to be able to see different worlds.
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From the Secretariat

*1st meeting of Board of Directors in 2015

JD Board of Directors held its first meeting in 2015 at the International House,
Roppongi, Tokyo on May 20, 2015. Agenda items included 1) Annual
Assembly, 2) Voice of Design Forum Opinions, 3) Projects and 4) Others.

*JD Annual Assembly

JD Annual assembly for 2015 was held on June 19, 2015 at the Maison Franco-
Japonaise, Tokyo. In this assembly the Activity Report and Audit Report for
2014, Office bearers, the revision of Rules and Regulations, and Activity Plan
for 2015 were discussed and approved as proposed by the Secretariat.

*Officers from 2015 are as follows:

Chairperson: Seiichi Mizuno

President: Masato Isaka

Directors: (reappointed:) Tomoko Inukai, Eiko Oya, Atsuko Kamoshida, Yukio

Sakoda, Noriji Sato, Hiroshi Sano, Masakazu Taniguchi, Keiko Torigoe,
Masayuki Moriguchi, (newly appointed:) Joji Kurumado, Kozo Yamada
Auditors: (newly appointed:) Haruto Kobayashi, Kiyoharu Fujimoto

Secretary General: (newly appointed:) Toshio Sasaki

Editor’s Note

Let us visit some shopping streets as part of our fieldwork - Toward the
end of last year, editorial members decided to visit some streets.
Immediately arriving at one, | realized that the shopping street is a
battlefield between clamorous middle-aged and elderly women and shops.
| 'am not in a position to report my feelings and to comment on the street
as a visitor just walking through. | have a feeling that maybe some of the
editorial members, having the same feeling, visited these streets a few
more times before they wrote their reports. Therefore it took a number of
days longer than expected for this issue to be prepared. Still, | feel
doubtful as to whether the readers will enjoy reading them. (Yukio Sakoda)
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