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Abstract: In this paper, we look at the growing influence of pop culture on
tourism in Japan, particularly in relation to film as an exemplar of today’s popular
cultural expression. By applying the concept of “soft power” to popular culture
and tourism, we illustrate its significance as tourism generator and meaning-
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1 XC®HIC

1.1 XFqs7E&EY—-URK

AT TRREDFLEZTIFOMTRAy =2 HENT L, ZLTATA T, 23322 —vay
DIODERER T TR, 204 asa=r—raryopfflaey—9 R M2 MET 5 72
OOPEHAZREET 2, I o2, N EBERMITE V) X T4 7ORENC X > T, ALIE, SRR -
RSN Rz RO ThikZ L7c wWkE b ICk 5,

29 L7ricBI L T, Jennifer Laing & Warwick Frost (& Z D3 Books and Travel DY, HEEDSHE
K9 2ke—EHEFORBPLA LY —EHHZY—VRAIBLEDLVH)YRNL S DT TR
S, LIEL@EY—YRAMHEPHNRZMGEZ@E L CElZA 2, Wbz XD (Hero’s
Journey) &\ o 7RG S DL ETLTET—HD EIF, KOEHNZOWTRD L) IZhXTw 3,
N4 DEAZARIE, TXEOD> 6 %2 —HEATHIIC, A% ZROFGEISULIICIHIE S ... 0K
SRl 725228 % ¥ 9 ) (Laing and Frost 2012: 1-2) , % ®_ LT Laing & Frost iZ, XAt WwIHEE L %
AT 4 7E, THRADEOIROME., KOO, 2 L TRENICIZIRITEIEZ & O ikIT/TE)IC
R IET . Brlcx bz b7 o TR ThH 5, L., fhmfdiI T3 (Laing and
Frost 2012: 193)

1.2 ARORSL)

AT, HRCBWTEHENDOH 2, Xy 7ALF v =0V =) XLICRUFTEEICTOW
T. RIS HORy 72V F v —REOHMBFITH 2WG2zPL L L THEEME (visual
medium) ;  (Butler 1990: 50) & BI{RAHTF DD T, Z LT, Joseph Nye H342M5 L 7z “soft power” (v
7 b 87 —) BE& (Nye 1990a, 1990b) Z ARy 7HNF v —EY—Y XLICEHATZ2Z LT, 2hon
FroAD&EM 22 1% El, BEHWREOREOEEEICOWTHEN 21T, £/ MEBEREDRYy 7HLF %
—PERAZEEDTLNI—ZF LRy 7HNF v —0ROEK, T4bbcontent” (27T )
Dlffizl-E5 LK), V—UAMIHNE#ZGZA 5 L)% T—DREINCODVTHHEMRT 5,

EDVDIRARXRT A T ERAY =Y RLDRUDEERL TURE, Y=V RAMNEIZDRADR Y 7'h
VT e —DEELZ I IGICEIrNDE I ENEhoT, ZLTHP. RAATATIE, AV —
YA ML TRIFTRL, HAKRITEZ DRI, FAILOBHEARA, A 8=V T—2a v,
BRI 2 REBICHRMET 2 X 912 5 7% (Beeton et al,, 2005) , 29 L7RULT. 2>>T John Urry 2%
V= R LWFFRITE A L 7 “tourist gaze” (BIXDFHIL) LWwIHEE (Ury 1990) . T ¢l Lk
WAXT 4 7 EOBRIEZIEL TWw5, ZORIZOWT André Jansson b, THEOF I LIIXA T4 7
ARX—=Y DI LA BHIIEAG DO DOH 5, RO AT 2R L Tw% (Jansson 2002: 431)

1.3 YV—UXXLZFERITDYE - ER. TLTZZICEEND“content”

7272, EREPIBELDIE, v AV =V XLRRDATICD , KEX T4 7375y — I XL DFE]|
BTH o, BAIE 18 Hica 5 19 HFLICH T THEE DO EBED TS, 5. SCEDOEEEZ KM
THEBERBT 2720105077y Ry 7 =R 3, EMRSCEREDRERA T 4 73, MHicy—
) AL %R L IHIRIGCdh % (Hibbert 1969; Turner and Ash 1975; Towner 1985) , & 512, ZEflii 7
IR LRI LA NTWELITTIE R, JEHP XY, 7—rohoWEEb £7-, it
F, LD THRE ) ~"DZXYVF AL ELTH ETRELEH %2R 7L TE 7, Orvar Lofgren
X, “picturesque” (EZ7F v L A7) | T4hbb HRZZENX, 7L —LIYTIOLER - 5, &
W) EBILADERKDLD, 29 LY —Y R FDIATEIRE L 22> T L1ERIT %2 (Lofgren 1999:
19) . VROVEED 7 v F 2 7 ANFYE, BRK, V-V ALDOES b Eh, 23V F v 7 XUk
Bz RO T THVE) [, 20 HREEICE T A v & L TRIMT T 24 R Z2 R b > T
W5,



) LN o N2 L kAaYEEICHET 2D, GTe A X =Y 2 RANICE> TS 2 b D &
T %content” (v 7T ¥ ) ZEEFELTVEHTHA I, “contents tourism” (2> 7 ¥V « V=YX
L) EVIEZTFIEHLOTHANT (Tarvyyy - v—Y XA, L) EEEINREEE) |
NFEFTHEM LIcH7Z) HREINTHADED 5N TEZICHEDL 6T, iMoo FEE & 4
D, MHADFEMSPLH AP HAGE» S HFEZ IZU O LT 2/EREICIRL THRINS I LIFIZEA
Elxhrotz, Lo T, ZOWEERLRIITH 5 “contents tourism” b MR D T E L6 —RIZIZESE LT
Wi, 2628 MIBKGED Tay 7y y - V=Y XL 28 WHERLT 200, ZoHmd &
INTwZv, BRINIZIE “content” & HAEIZIZ T 572>, “contents” E HETLIC T 20 M E k5, &
Zxcic, Tavyy gk, ICBL T, #lZ1X Ministry of Foreign Affairs (HANEE) .
Nissim Otmazgin & Eyal Ben-Ari DatibIC L 5415 X 912, “content industry” & I % F\» 2 555 0%
\» (Ministry of Foreign Affairs 2006; Otmazgin and Ben-Ari 2012) . L22L %236, Tavsvy - v—
U R L IZBIL TIE, “contents” EEBIZICT 2 AV LDIEMETH 2 EEESITEZ D, LWwWIHIDD,
HUICHARFEDOHEFITEWE W) I TEL, 77 v 2EEMTF, Y=Y X L%2FEHT W58 - /Wi
F. BIEBDavy Ty (Ab=Y— ¥¥xI7¥%— ar—ravy YUY FFIvriE) »
FAET D672,

1.4 BRABECEFZ7ZITPONRYTHILF ¥ —\OELDSRD

WTNCE K, BCKREEICBWT, 7P 7Ry 7OV F v —~DOELBE LD, BELHEALZS
Hix, X DEIA QiGN by iio o, 29H Licaryryry - =Y X L0 MICEIT 2% %
JBFT 25 TH 5, THER,  (Korean wave) TH 67z 702X A (Kim et al. 2007; Kim and Wang
2012 R EBM) LRBRIC, avT vy s V=Y RLbER, Ry TANF v — v ) NI
T57—%, BRI RY TANTF ¥ —L ) HUWEFZ LY — ) XL LOBFRE L VI T—=, D
WhHzEGELTWwS, AfElE, A—A P27, HEA, £ XY RGOS I X 2 HFEFIE DR
D—BEFEEDLBDTHY, WHHEL TS 7 Z2BOLTIToEmOBRTH S, HHELTITH, R
N7y FRBRM AT 4 7H 6 OB MESD, HEERTIE T Y 7 UMD E B REITK E
K% DO22H5, "THEEAL EZT7XVAD TR, & Th— by —v) KEEZRLADOHEL
7e—7 T, FRHIZEOED S Astro Boy ( T8 ~ &g ) X Kimba the White Lion ( T¥ ¥ ¥ 7 )VK
1) FOTLEYY =X THRDT7TZXIZH (A v F—% v b, B, 7LEZBELT) SNTE
7o L2L ZNs HAD“anime”ld, WHIHEAICESTD T4 A=—, [\ 2Fh 7709 —=LLTD
“animation” & [AFE TlIZe\v, HROD 7= XX, 77—t 59 k0. & L AEHMED Okl 722 XLy
RIEETH D, FIET 250 (PAY) PBEICR»ND Z E1% v,

DEDX)nEREZRE2, AT, Ry 7HVFr—-av7 vy ey =1 XL0MGREICE
HLU. IO HARGERT OB SRR 2 2B L . 7 & 7REPS K E 2 &%Hz2H) ThH A ) 21 {Hhifd
KBITE, ATA4T7 AV F2—AF + V=URXL RTATWFEHKTEY—V L) OHY IO
Wi U T AT,

2 BREPIPEEFBIRYTHILFr—EYITRIND—

2.1 RyTHILFv—DRZA

“pop culture” (A 7ANF ¥ —) LWIBI MRV bINS L) ICh->7DIF 1950 FRE o n
v 7 —)URRUICZ > T 6D Z £ 7DY (Kennedy and Kennedy 2007) . S HTIX, 2Nk hHio7
— FRXAIZOWTH, JABDOR Yy 7HNF v —ICHTUIE D, FEELZEH T2 DT EEZLS
NTw3, T, TRy 7)) =KRRNLBERZEEET—FRALVF Y — L 05250 LAED
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. “low” (B—) EWIHIFETRIHTIALBVE, INLDALICEST, Ry 7TANVFv—it Th
AANF e — ICNTE Te—ALFr—) THY, Ky 77—rE, "™H™MM7—F, 1923 T
—7—"F1 &7 % (Wheeller 2009) .

L7 L. Brian Wheeller 2’5532 8D, V=V X LIZOWTEZ LA, 2D, "™nhA; & To

— TZT2EZTRIEFICHROHTFICREINTLE 0, BEIRZIZ %5 (Wheeller
2009) , Sue Beeton 239 % L i, SHFEA D "hg ) AR THEEDOT— M, UKHIL D
iRy 7AhNF v —ThH-o>7 (Beeton 2005) , HlZIEX, SHNAT—FEINBH> =T AET
DS, BRI TS BRRATD T4 787 4 —< v R ELIFZREN A 72 - 7 (Patterson
1989) . F7EF, AKIRITA T4 728 TID EIFsiTwve 3 & 912, “Beanik” (E—F =7,
E—hrP b —>av) 2fET 2/NHIK Jack Kerouac 25 1957 FEICHEFR L, URERRD SIEENL
Fi& 3 72/Ngl On the Road (FBiE T by (1959) . T4y - -m—Fy (2007) ) 2%, Jliticz
THE, V=YV ALDEDODHAF - fHEMFELEL THOIRRICEHIN TV S EWI)HEHDLH S
(Associated Press 2007; Reid 2012) .

22 BT3PPI TPORYTAHILFv—

20124F, A —A 7Y 7O Julia Gillard EHH%. Australia in the Asian Century LT 2HAETT Y7
WHERZOTRBORZREL, 7Y 7TREEHIBICB T 2HAEE K NRERICODZ2 4 —A 7Y 7D
VG E B A S 262 L7z (Commonwealth of Australia 2012) , L22L 29 L7 Y 7EHEABKD, 4
— AL FVTDOEHELLICESTIE, WESISMZE, EV)DVIEEZREIATH-H), L)
Db, FHFICHRD LI KBRS TV K HIc, #6137 TICEEO@R® K-POP, HAD 7 =
R eV - J-POP R L, TYTHIEORRL Ry TANF v —ICHRIICELATED, wWbWw?
HAGET Mavsyy - =Y XL ERERLEIADITITEIZEBEIC L > T 57,

HAD Ry 73 a—Yy 7oA, HEME, HEOFLE R <, 4yF®£UWyP%
W2 FUCIAE 2 L E b, PV T7IRETZBNEE 7T -2 ), SRy 7HLF v —
TOTRIRTHEIND X9 o7-,  (Commonwealth of Australia 2012: 46)

ZHLEBHRIZOWTDOLA =AM 7 72EHONES OWIES. ACMI (Australian Centre for the
Moving Image) THiflE S 4172 "Game Masters €] (ACMI2012) & \Wo 77 T7DRY 7ANLF v —B
HERNROKENSDIZ, A=A P 7V T7WREBIZ7S TRy 7hLVF»—DANKRZEAMNITEHD
Thb, IH6ICTH LEEIEIE, HHOAEEMOES &L XXk >TEL L Twa k)il o
nb,

BlZE, MEDXR Y 7RF—PSY (X7+T %) H 2012 FIV Y —ALL TIMAY A Vg &,
FE A Y A b YouTube 27 v 7’SN/ETA 7Y v 7DEEEZBZ CEHEZ O, HRKE Y &
ol (HEEMI2013) , 72, HAD7 7 v a vEFILTRFOE 2 ) —iEAR0IEAR 0 b ZDAK
B7 T ORZEBATED, HIZ1F 2011 £I12Y) Y —Z I "TPON PON PONJ &, 7L N AFETEIC
SEBX 1T iTunes Store %3 L THESR 23 4 [FETHEITHUE S 41 (Warner Music Japan Inc. 2011) . Kt v + &
“oTWwb, TH LERWERZTF, A—A 7V 7OHTFIHREY « =4 (The Age) . “Ears tuned
to the East’ L W) 7O T7HR Y 73 2 —Y v 7 OREEGRFEZMAA, PSY &2 ) -2 LiIFTw3

(Bayley 2012) .

2.3 RYTHILFr—EVY—UXNREROBRMEICET 25EH

TIEZIHI LRy 7ANF v =2 HRUD, V—=YRLICEIBRTE2DEAH)»? D
EED, vAY =Y RLRRUFEI» SRy THANLF v —13Y—) AL %L LTEL, ZHEFE
i, SHOR Yy 7AVF v —b V=V X LZEINTEHEMT, FHEL, BELLTVS, ORI
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DT Chicko Iwashita (3. "X T4 7ELTORY 7ANFv—Iid, HWHIOA X =PRI 74
TYTATAZ, BHICEITIED, BT, #IEd 5, (Iwashita 2006: 59) &iBXTw3 L,
Angelina Karpovich, Sangkyun Kim. Glen Croy & Sine Heitmann &\ 72285 b kD WA %2R L T
\»2% (Karpovich 2010; Kim 2010; Croy and Heitmann 2011) , S SICHE DAL L THEF TEHON
X, WADRERT 28y 7NV F v —BRBY — ) R FFEBICE S Bb 2H01%, FHEEDLTTO UK
R 7eeha, BRI, REMNZEBRZ EGO, MBIV EEREVTHS I,

Wl 7 L ERSIC L UE, 29 LBIRMEIE I SICHBATH 5, 20 AL DR, % < Oiff%eH
Mo NY Ty Fea—ay IcB) M - 7L EEY =) XL EDREFRMEICOVWTIHEHLTE .

(Tooke and Baker 1996; Riley, Baker and Van Doren 1998; Beeton 2000, 2001, 2005, 2006, 2010; Croy 2010;
Reijnders 2011; Connell 2012) , I 626 —#HOFFICH . LH Tlk. Seongseop Kim 5 .
Sangkyun Kim & Hua Wang 7% &, 29 L7ZBARMEZEBEDCOA L ST, 72 7HBNEDCO#E A2 6
BIZ L) E LD, 7V THEOMAZICL>TITbNE L HIKE->TETWS (Kim et al.
2007; Kim and Wang 2012) , 9 L7 7Y 7ICBHT 257 ki X5 Ic Lk b, L lk, BOKDILo 5
%% % A 7°? film-induced tourism (7 4 VL« £ ¥V Fa2—A b « V=Y XL, WRIEMDERT 2 Y —
U RL) BHOWZEICHND 2 LD L Ro D TR, T TRAEDERBICL->THRAELT
VB BIRIC DT H BT 7 2 BEERIIITZE D BN ATBE & 70 > 72,

CORTEDDIFEHTREFEROOEDIL, TV TIKEVTZANVL AV Ta—Ab V=Y
R LISFEO BT 2R3 H 5. PUIETIE, BHRIEME Y — ) XL L OBfRE 70— VL i 5L
ftocé s 2, IENEOHBEANHG & 3V OREL TOrd 2—BIstE LT, AU 7y Fora—
NVIERZ TUEEETE) & L2 O 0HHINE L3 H 55 (Hayward 2000; Beeton 2008; Mintz
and Roberts 2010) —— D3N TH %5, 7225, HRATIE, 74 VL A VT a—AbL V=YL
. Ay THNF v —BROHIBBORCHIBBIRIC E D X ) B2 5.2 3 D06k d 20, H
HRERDVEDTH D,

24 VYIRND—D—FEEULTORY THILFv—

29 LEmDFu E o 72DIE, 1ED 1990 4D Nye l2 X 5V 7 b7 —lEDIRRTH A9,
Z0DE, V7 PR —D—EREELTORY 7ANF v —L 0I)BZHVBFHEL TE7, Nyell L
. V7 P87 =ik, EOREEZ TR L T AHEFNPRFE I L wolon— Pty — LKA X i,
fiblE 2> & DEFD EICIFEN 2 EERBERZEE, EICNT 282805 2 2L T2 T
Hb, ZL T, 2 LEH3HEOEHEELCHE L VI DX, ZoEO X, BOAIAMEEL. FEREK
ADLFE, B, 2 L CHEAEL CTEILLEZ2 DD TH S (Nye 1990a, 1990b) , 7 E Nye ik, Z
ALY 7 MY —Di&%, 2004 F12 R S 11723 E Soft Power (B TV 7 b7 —5 ) OHFTX
SICKHEYL L Tw 3 (Nye 2004)

P, HRORY Z7HNF v =077 TOANGIE, LIFLIE Taailan— 37— oDl
Hi—B 21, BUROHBEAR - B3I 2B RRe. MK O HARFEE ERZOEE, Wb b
TEESRRE ) ~OHABNOMIGR E—%2HET 2, brvidznetET s, TREFNRY 7 b
N7 — ) ELTHEMIZRARZINTWS, 512 1990 4D Nye I2 & 3 Y 7 b 37 — & DR DD
am e LTEHITRE DD L LT, 2002 FFI27 XY AANY ¥ —F Y & b Douglas McGray 12 & - THE#
S N7 “Tapan’s gross national cool”23% % (McGray 2002) ., ZDFdHIFHAMSICKE REEL 5
Z. MEFD HABIN O SUCA R 2GS 2 & o0 T Loz, 29 LcH, 2006 FiCiE, 4KFD
WBEKEL « BRAEKERDS TR o F A, L iz T, avy sy yEERIcmy, T
ADIEY T av v vid, MRODEDSZIC, BRI W25 F L, ... —HICBEED, =y
RYHIZBEWTWEEL &9 EFUERLIT TS FEBA 2006) . HAIZ, B _XKEHRKEICE T 3
Wk DR, R o VIR ZARL TE, 29 LEHARIZE > T, UL D) £ 1x, X



th—F7%bs V7 87— —2@U T, f&FHUNTE, EHEHS TORERZ RO 2 2
LRABELE T 2RICH D,

25 VYIRND—DOXREEEWNMEICEAT &R

L2 L ZD—HT, Nye* McGray @it L 72V 7 b X7 — BT 2 8Eme. 2B 17— P v
Ry UL E o ZZHARBUNDOBRDS, VY 7 F 87 —ORE L FRIEIC D WTERR A 7 iam = W
PRI LTSI EHHIFTHS (Press-Barnathan 2012, Bouissou 2012) , 1 Z1X. Glen Fukushima
X, H2EDRY T7ANT ¥ —DWHTDOANKRD, THbEMHEEDY 7 b7 =12 ) ) 50E)
PIZOWT, ITFD X ) IR Z &I Tw3

WIS T Y 7 O—TBHIR TIE A 7 4 7 3KFAT L, BRINTIEFERIL A b 7 U@ ThH | K
EOEFITIFEBESFHEN TS, HAADRZIUCHZ MO TW 3 DIdE VLR, LarLl, 2
) L7BIRD, HADMEED, 6 BOFEKTHEH, B, BEIN TV I LIZRDIDEA ) D,
T, HADBMBEOEZEZ HFPRZ2BOICKEREE N 2R > TVEEFADRE 59D,
(Fukushima 2006=2006: 21)

Fukushima (35&im DT, HAADY 7 b7 =T 2 BAZREL 00003, T4b
L, B THRRBEY 7 b8 =05, Znzmibd 20823 H 5, E@I?IE (Fukushima
2006=2006: 21) , #H I THARIZZOERIC»»H 6T . BHF UL Ry 77HVF »—%2H L T
(D DY 7 bR —%EE, FELTWS ) EDFETH S (Fukushima 2006=2006: 21) ., HiHED
£ 8D, Fukushima 1ZRY 7LV Fvr—D TV 7 b7 —; £ LTOEBORITOWTIIEEGENTH
. THRICHEZOIZ, KFEZEP L, XREZ2ER L, BERMIGRICHEZ 5 2 2 720 OIgT
H5) EIXTW2 (Fukushima 2006=2006: 22) .

29 LI, HROR Yy 7AVF v =12 T 2N TOZITIED 5363 LS HEWTIE R W
ZEDHH, MOTHETHS, LWIHIDH, Ky 7ANF v —2EH LIRS Ry 7hLF
Y —ICKBERT TV FOMELIFFEHNDRITH 50672,

NBEBEOERICINE, Xy Z7HLF v =3 TRHRICX 2 HEOIEE THRAZL L T %301k,
ThHhbh, TR, BIEOFTHOLEDBSEL 2 ETHRIZLETH > T, InZdE L THA
ANDEEDRME R &, FARKROHAZBZS 2B TELZ XL TH S, ZORFIZIE, TiF
[ia, BEY)., ZRik &y . BEOHADGH UL LRGN, THL ORI 5480 TRy 7
ANF Y —g Thotey JEITKD ARy 7AVF v —HE2 2006)

Lo LECHIIC AU, Ay 7V F v —2 150 L 7 SUUA LR oL, Ry 7 h v F » —H3ist
TOHMKMFICHFENIIZITIED o TwS Ev) | RIS TE 20220 LTws, ZLT
%@ﬁ%atf\747yaykﬁ%kﬁkbﬁub\:5Lk%§%%ﬁ%ﬁ A AREMET S &

o BIZIE, AHITIEZRS, FI2ABbADE) BANELDX v 5 7 & —3BlsE R & L CHEICIRE
éfm#tc%i ZOMREFNINRS, INFhT74 7 aryTkbIAEELH S H, HEnrlT
DEBHPCEFIIA T4 7ICE>TRENINL D Litkwvy, L LEENZMENORD HAaziED %
BT EA LRI, ZREZ A, 2) LELEEICLST, HFIZ I o PEERMES
B> Twa )i TL v, KIEZEGHEBETOHA), FLHADKR Y 7HLF v —IC
Z, TEICELLEDIAENLA AR T A=Y a vy, MAINARA b= =PI RX Y 77
T =6, DbDNL VN, Z2O—/T, BEBUEMEGEPRNRBEZEL AP T7 = AL,
CHLY Yy L OERDUIE UIFEBRIICHETEZ2EATWE 2 LB HETH S (Ravitch and Viteritta
2003, Won 2007) . THARANDBIESLKME) 2825w Ds (BEEAR Y 7 0LF v —EHF
222006) . EK7 7 v Figig L L CHBEAVPHBETODIRMEPRITIERWI LIZHe»TH S,



D&, HERDR y 77h VT v =22 T ORENW NICERK 7 7 ~ FOWMESLIZIAT 72 Z2 DE RIS
ZMEIC OV, R ELERORMDD 2T —~HDTH 5,

L2LAEDS, Ry 7TANFr—av Ty IRV —YRAL%ZFERTINEETETRESC RS T
BEO, ATHT7PMREELZI LRy T ANFr—avTryyoffolicinicicnEH%
LT3 ZEHHETHD, I6I2, BIZIERTED PSY % ET P TDR Y 7hHINF ¥ =07 2 7 Hilg
BHBATRERYENZRE W28 E20UE, 2HLERY 7HLVF ¥ —2K2BHRADELIZS
BLEEDREIT TV EEZSNLD,

3 DAL - AYT2—Rb - Y=UX ) H5 TAVFTIY - Y—=UZX Ly N

31 DAL -AYF21—R+-Y=UXL; & "TAVFTIY-Y-UZX L,

WREEDSEFE T 2 Y — ) ALIZOBTIE, IHE TRAICERI NGB I N TE 7, Bl ZITREN %
b D721} TH . movie-induced tourism (Riley et al. 1998) . cinematic tourism (Tzanelli 2010), film
tourism (Roesch 2009) . set jetting (Grihault 2007) . TV tourism (Reijnders 2011) 7 £23% %, Beeton
k. ZnslE 15 EMICHC S N —HEOHEEDR L CE HiPH 2 afE 7 2& £ LT, film-induced
tourism & \» 9 iE% HE/8 L7z (Beeton 2000) , AFE TG EHEE Z D Beeton 12 & % film & > 9 FED AL
WCIARDOEILHE Y, AEEZ T X =2 avIidb b A, 747 a v, 7LEY Y —X%E
DOWURIEM 2 M5ET 555 LT3, EFIRFIC, contents tourism & V> 9 GBS FAERICIAHiZR 2 >+ 7 b
ZORET HRELE L TMED T TAHRI W,

3.2 BRIECEFZD74IAL - 1VFT2—Rk - Y—UXA
HAR QWb pE 3 I3 TE 5 H S, AliE R ICE T, HkZ & RFBmE 2 s, 7o
(independent production) b &, BEKEAR D OEMMBEAFHIEINTHE, HRO 7= X EMbIE
FIEDIE L EEEMICEHE S 4, #4477 v b % v, £, BNERIEERES T HA»S ZTFTHA
WCHETIHADTLE F =i, BSb, FRic7o 7T ARDE W,

HABR RO HBERS 74 VL« A v Fa—A b« V=Y XLDOAMEEZRD TS, ELX
VTIEHABNBUER (INTO) 237 =Xon/rih - DA K=y 7% JEE%E O N ERETREL T
\»% (Japan National Tourism Organization 2014a) ., 2014 FRKBIFE, FRDF—LX=IIZiE, 7= X
PHLm O v 7S 2, HAMEPHERE S o B E & DI L < v 7 “Pilgrimage to
Sacred Places”d HIZE X 41 C\» % (Japan National Tourism Organization 2014b) , #lZIX, EEHFSDH b
HBFEELCwLIEEZGICE 2 L, 2Oy TTHAINTLIERD I B 1/EM H A e i
? TLove Letters (1995) & HhEBudEid IR (Y5 @ If you are the one, i : JHo 728D & L
Ji. ) 1 (2008) —ourHipsifiETcH 5, 2 LT, TLove Letters (F#EEADMT, TH- 72
D E L, 3 BPEAOHETARZEL, 29 LAAMBEO AR E >00) &> T, ME» L%
DY =1 A FDAGHEZ BN T &\ ) FEED D B, AR A AGEE BOCIREE O AKX A F T
b . “Hokkaido in a Movie and a Drama” & @ L 72 F#EE R — T2 O ROl 2 K E CHLD RIiF, 25 -
fE AR ERE - BT EEE - R CIEMAE 217> T\ % (Hokkaido Tourism Organization 2012) .
TLESY—Xb %7, VY RALTRELEKHZHZLTwS, fIZIETVE LRI+ Mo
51 (1981~2002) FERFHZHAE L LTED, v/ Tl S N BRI DA APNE R DEK,
FEICBI S 2 HROBERMECTH 2 THhoED S ERME) 23, BIfEL Y —V A 2 EREHICHEIIL
Wil T3,

HARBMOM ST AIHETH, 74 VA - AT a—A b V=) XLDBEINTEHIEE > T
W3, % OBCKIEREIFMK., HRAOHIBGEOEFETIE, vnr—> a VRFEOFHER - XEEZHWE L
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T, 740823y avz2R LTI e08-MBIELTwb, 2H L7400 yyarvyOHAR
BT 2EMKE. RE7 4 VvLhea Iy a VEIEESZETE & LT 2009 FICFHERL 2P v oS
Y7403y aryThHhb (Japan Film Commission 2009) , ¥ ¥ /8v « 74 LI v ay
DY =7HA M, BASEHO 74 V823 yraraD) vy raiionTend, 7404533y
SarvDAY v 7, FHUES, BEEED Z UEWAEL 3 Y — ) X A5 TOBENRR % kT
ZEDRVEI | fEICEETW S, Db, KEOBES T L EFHOHES &b Riuf, BiEvk
CEENIZBILYEE 570, 29 LEEBICHBAS, HlZIE, NHK (X 2011 4 6 HIZ, 2013 4£D
KW R Z <38 E/\E (1868-69 fF DRI TRIEH DRI H 7> 7 etk THRKDOY v~
XN EBMEIND) OEEEZMIERTHD, SEEMTO R 2fT) ERRLL, 2=
2 — A%, 2011 4F 3 H 11 HOREHARESRK L ETIFREITFRICHAEDLON - HERZELRIT 250
ELTAR BN ZZ 72, RIMFI7<RHBEHEO I — LT v & 4 MZERMZEL TR, FJ
2 DEE E RO GHIANDORERBIE T — LD Z % (Seaton 2014) , ZD72, T D NHK DFFEE
D 2011 4 9 H, 2 RTIE, 7ey 27 Misga 2R e 3, KK 7 v iiGbe TR 2 b
TREHRELLE: EERM 2011) , SOXHIT, 7400 AV Fa—RAF V=Y XLDMEETE
LT ZEiE, 5%, HAOHBERICE > TSV EIDOEBICZ > T35,

HERDZ7 4 Vv« £ FTa—RAb V=Y XLIHT R0, ECTHE S N EE L BRI
T DOPIZO BRI CET I ENTE S, L L, HAEIC X 27860 HARD AN 2315 &
CBITE74 VL AV Fa—AF V=Y XLICHET2EBRIE, HEXDbD L IZD L MEHEZRIZL
T3, HEFHAANEEIC X 2080 HIciE, SEESCHRIC B 1) 2 T2 BRI A %2 HA D F4l1c
HWHL XS EL72bD—HlZ1F film location tourism IZBH T 2 KK & CARDIFZEZ £ ORF 2011)
—bHRAZFsNS, LH2ALHT, HETIX, av7 vy - V=Y XL LVIFED, FROBEMICE
WTH, HABIND 7 4 Vb« AT a—Ab « V=0 XLHEMKICEWTH, HEHOMITHEE
o TWBIENH S,

3.3 BRICEFZIVFTVY-Y—UXAICEAT DEBDEFH

AFBHEHTAERZZEB D, #WE 10 FURICb ) HATHHAINTERaryTvyy - V=Y RXLL
WO REEE, VU RLCBEET 2Ry TANF v —DH o0 M2 HL HANBETH 2, Xy
THANTF 2 —DT —< L WEEYE (narrative quality) ICBE# LT, Tavsr v, L i@ HAD
ﬁn%%%ﬁ@% WWAEFNTELZDIE 1990 FROZETHD, ZOBEVHBL 2%, FEHIFHA

BII2E0y—) A LBELZRD TR LGS, BIESHILI50ary7yy - V=YLt
7% EREIE, MR b2 S BICIFEL Tt DR bITb s X )ik o7, Hl 2 ITHERBZ
&, TR D A% D3, MR EE (1644-94) MR Z KA ZZHZ i iTa%, Yiloay7vy -
V=Y XL ELTHL TS (B 2010:29) .

IOl Tavyryy L) MEBHAROBOGBERIZE W TH O TARIED T 57z D i,
2005 FICHEFAEA - FEFEEA - LT IETHEL 2 TBURE 2 v 7 >y ofilfE - I5HIC
HilsREL D & O HICBH T 2 TR G E BT THh B, FAREHTIZ, a7 - /—UXAk
DVTHUTDO L) ICERZIT>TWS, M2 a7y (WE, 7LEFRZ <, /Al <
YA, A=0nE) EIEHALC, BOLLBEEEOREANS Z EEBEXLLEY =Y XL THDH,
Zo TRERE, Mg Tav 7oy EB L BRI NHISEAEOFEHA - A A=Y L LT ™Y
Aty T —=tks ML, Z0WREEZBUCEIRE LOEHT 5 2 &) (B 2Z8EH 13D 2005:
4% ZDH AT, M#HEFE, BRWIcary 7y 2B8UEERE L TEP L T HiEZ TERD L9

IFEHTN35,

HERIZIE, 7405 AT a—AF Y=Y XLHEDETHIETD LIELIFID LiFon T
THEENPLSETFN TS, L2LETBDEEY, av7vy - v—1 XLBHHEHEIZ. X T4 7
BICEHT20TIEELS, AT TIBEZREKI L) 2T, WEBEICER T3 88 »H 2, oF
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b, THEEtE

(narrative quality) 252 9 L7 ED X —7 — N7, Hl Z IZHNE—D, B0 X

T4 720 LF20TREARS, SEIELATa 7% TavyF Uy, & LTHEMMICHS 2L

<.
H59

xR IVTIUVEFOUIEEXD UL

T ay 5Ty OFBEHBEZEOEREZMRESHLZ ) EHRATVREDIZZDHFIODEDT

(JEN 2010) . FAFZE TN, TRICRT LI 7%, THE7—4, o7 LA Y —BIRMEIC

BOCOLHT

aAVFUYDIAT

Mg

T LE R - NG

FAD - TR =4

a v T v VICBY 3 ik o #
i

TER DL DR
Weid AR RF D & v b /Nl B 7
EDEIR

TER DRl o ik
¥ v 778 -Gl OEE

avFYYDIEHICET 5B v R4 BRE pEHICB A AE=Z 2 X v
PRAE - TR WX v b ORF + DA
Wit 4% o Bl

AT UVICETAARY FDOB
fi&

WemiBgfRE (FER. BaEf. i
¥#) oOifiEs, HfTY T —
T7Y, 2T EHODIAR

BtRE (1B, &, AHiB) o
W, Wity 7 —
7Y, =T ERBEDIaARTL

o . RN
L ARV B
; [ B8 1% = N ZXFNER E, R
s | R (PR W | 7= U E R0

avF Uy EiED L EEME
% 75 v PR

VT VYDA A=Y & EH LR OB
AVF YDA A=Y LT I v F L il

TaHzers

TLE, HH, MEEEe &L KX T4 7 2IE L S8R

web 12 Xk 3 #84

weblog 72 £'1C X % HUS A O 878 E

NFERL

RIVT4THAFILD

WL ELERE D 2 X 2 b5 L LT
DEM
AvRT 4 avEEET S
ETEHFI VA Y DER
ot S ERIER 7 & D AM D
HH

Mt B DIERDE K

o REIZFIHITOE XD 2,

HAT - E 5 E 122> (2005: 50)

X

EsLT—AL) D3D2OTLAV—

om0

EBEHtS

HHE RN (2010: 62) 2 E&HE,
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TEE K%L
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BT 2T LZ2ERLTWE, MNESEaYy Ty - V=V XL EWIEZHOTITVRRWD, ML
TokId)niidizarsvy - V—IVXLOREEZDLLDTHAH, Thbb, MEDELT—L
k. TRERD X BER 7 » VEIEOREZT TR, FESEhavrryy FRicInEThED
BHINTIRDoT oA « V—=L05%) Lo THBMICRES L, £/, 2RI X > THIIRO B
WPEHEANDIT LD L) G ETARESHEEE L T, W), av s v YRR BBk L &
WKBRLZ 7 =L ko T0b EZAICREDH 5 EvwoidibTh 5 (N 2010: 58)

34 XF4PZvHOREDAVFTIY -VY—UZXA
—J. WNERIE, B 27« 7T, EOER (av7yy) ZEBER (vVF212—2X)
LT "XF4 739 7A3 ICEHL, 2THOLEATA 7 Iy 7 AEEOR T, Hillkb X574 7 &
LTboTwott LT, WEDX T4 73y 2 ZDEIZOVT, UTDOLIITKEL=ZDODH;
ARy Z 3B L Tw2 (LA 2011: 50-53)

(1) BB (1990 ) tFflcev A - 72X - av¥a—% =4 —25 « /NGt - Bl - 4 XV kb

LoBfEflcary T vy AR ANDIERLL 72K, ZoRoa v 7y opilEiE
. FEOBER GEDF) PARESBOZIFFIIMFT-ARANICary Ty E2%E75
EMIEAETHS T,

Q) FEBRE (2000 FHifg) c AT A4 TELTDOA VI =3y FBMEAL L TAMICE KL 7 2
IO, XTFTA T Iy 7 RRCA VI =2y b2 D RO RHE, 24 X o THBEZED
MBI HEIC % 5 EFEIRFIC, AL RV TARRRESEICHIT2a >y 7Y OFEDTERICZ D |
AVTUYDEELHE, RDFLRITTF, OERDBOOELICEYKRD S, £/, *v ML
TONHAED 2 I 2= —v a vy IERICEAINE L)Lk 3,

(3) BB (2000 fELIEE) @ 29 L XA F 4 ZICHiE b D ko W, Zofiox 74 7k
EBIT, HIHE VI GH X T4 7L >T, avrryy»EENICHKRERT 22 LT, av
TUYERMEBSEE LA ar—va v, A vy —% v b, BEEEOXT TR - /2
EINB LD, ZORE, BIZRXT7 = AL EOEMOEEICKE S 2 L THIBICAES &1
Te¥itcicavyryye, 77 EMBHERI LA, a3 a7 —> a vzl L THAHEBEIME
HEINDEZET, ARV EFOEMMPAY S FIVT Yy AO8EUERE, 7 7 v LERE D@ E
FNLHDELTEH L) ITkhoT,

IH)LkMinzEFzs e, W, 72X ED7 7 V3RO X)) RfTA%ZEBLT, avy7TvyoD
IR AT B OB I 2 RE 2 HoTw3DTH B, Thbb, FVCFL-avyFryE
TLICZRBIMEE T4 Z HEHIEL, YouTube (7Y 7u—F L7, unrifERsHc A7 A4 07
ARy 270 rIcEzFed, D77 NAD TN T S, HH0IE, I 778 —I1HL T
$£IIaRXATL ARV %2 (SNS 2ELTC) WILAY, AAGEZERL 27y CHMALAED TS, 2
DEIBT7 7V DITHD, 2TV RHRITITENCR E R EPCLENZGATwEDTH D, B\
ZNE, 77 VICREEETH Y HOHEETH L LS, Puva—~— OMIE»H 2D
(LUAF 2011:48) o 2F D, - B ix, 7 7 ViEBIRA Y 74 VB2 EL T, A%, Z L Tk
FHr, FEDODBFTIANDIRANERETTEary7ryya2hAaHLTwEDTHS, ZLTHH - Lo
ik, HIHIClZY =V A M E LTOHEZITY), BEEAZDIZ, OO7 7 v EVIREDAI 2 =T 41
BT, KITHNCEHINIZEHRE ., K- Hhonai a7 o NTEEIIIEHRLIavyT vy
BOTHY, 1% - Lo ZFNAS 9 EHITOBOGRHHE I FE T2 AXNERTIE R VETH %,
¥, 77V THYY—VANTHLHE - L o5D% 1k, ASHEATHIK 2 S 2 =5 ¢ LD
MO ZEEILELED, RTIVTATHARZDEDED LT BRE, fEko ThAL, & T4/
A+ OERTOBHICLTLE)Z DD B,
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3.5 VFVY - VY=UXAICELIEBRLRHS

2Lt oEz UL, HBRRITHIMZ X T4 7L LTIADZ 2 E3ZLTHASIH, AT
A TDOEEER, BV FLERZIFORTAYy =% THNTZ, b, LT25461F, T€£Za2xXv
by TEEIR S 2oV I, TEOERMRE, o DHGEIH, & £ SICRAKOREZ R L Tws 2 i
AN,

BEEROFZZITTIE, THWE 2L & THRY E. AT 7REL TEHRNDO T 72 A% W]
BEETHERE - HEBEIIIESL D, EWIRTRDEINTE L, MM "TX574 7, (FLE,
Bz &) <lid, FIZIEARZHITOEFH)IEDOFHEAN R | B2 EKEO T L MG LH L7
D, Lw) k)i, BEEEELEDOHEETRORhALEEYZ FETEE - EE2B8->Tw A, 30
Mz 276, LEVEZHEEE~NYIIC XY 2y ZEDXABEDOTHS, b AHA, HEHITE
FEMI A FIC ANBT-DICHEMN A2 R4 3%01EH5, Lo, V=Y R MNEELER3 L
2 LZEFEME IZGEDPRELS ELR LD THS, L vIHIDdb, Y—Y A MEEIZZ ) L2EEYD X
INCEEWIEDR D 2017 TH O, RETHD ) L) BDDTE RV 6E, V—Y A MEBOGE,
HLOMAEIFZ, HEEGEZH N, 2H) LARBEEZ T 22D ICHEHBIIREDET%., kN
(physically) 1Z#itt T3 Y =Y X FOflicdHh 52 D7,

ETAD, A VY =%y POBEYE TAEE, L THEH) OXNZBRICLBOZDTH S,
HIZ, ATAT «av T VY DEBITEDP =794 FOMEE VI TAEICTHftIN T2 E
T, V27 HA FEPBHRILTATA 7 - av Ty 2HETEIEE, EBOY A =8Pz a
VTV RBET AITADPAROBREZROL ) IR ok, ZORE. TXF4 7y & TIRKITHIW
W, oMb FELZELZ T 72D TH D, 20U D AV I73A4VF Xy bIV—LT7 7 VDBF ¥
VIEFTEIETHEENENN—F vV a=T74D, - Lo > TRl ZEW®RZ b OFHEED
BTICE) 2 T—HARTIEIH) LEEFVEA 7794V - S—=T 4 VT =F 7 X LEED .
HHEDaIa=74 ko> T0o7,

O LN ZEEZIUL, "TAT4 71 & "=V, OFEHRTERI>TVLHREZORIIC
THEL-D, TR, & T =Y XL, —ZNTEFR74NVL AV Ta—RAbr V=YX L%2k
R 2 S ODEBELRBEELRDEN—%D A VI —% v bOSRKEARFEEIZOWTEZZMATY
LTED, avF vy - V=Y RLHAZED T ) ZATOERELH ROV ED L L TELT LD
>2TCZ X9,

oI, avFyY V=0 XLIELBZH ) —O0FEELHLEIZ, VT UVZEDOLDIINT S
BEZ, ATyl IHIBICNT2EENLE, EDX)ICBITTEIRELDPLEVLIHTH
5, Thbb, 77VDXT 4 TREBZAMNICEE %Y —) A MEBICE S Tl 2209 2
E, HRDavy 7y « =) ZLIHET 20O FHIHNAD L  —HIZIE To Ewd 7y BT
5H%E (Yamamura 2014), TV A g ICBIT 28%E (Okamoto 2014) . THEE BASARA (CBYT
D078 (IUA 2012)%2 E——Tld, avy 7Y « V=1 ALRMZKNEL Z2oi2id, 7 7 v L His
the & O HEN 2 BIRE ORI DEA TR 72 LRSI T 5,

3.6 BRUSEXIEDAT 171t
V=Y XLHEICEITZI) LEBEZHIE, V=Y RLDOKRERLZDH Y HOBINE{LOFTE
NTER, HRDOY =Y ZLEHEIE, WO2DBEBEZRTEEL TELD, 2 ZHTIFOHED Y
— ) R LEHEDOWRIE, RESRDZEFEICX T TE S (AfRIUA 2009: 8-11)
(1) ~AY =Y XL Dk (1960 F4~70 ER) @ S ORI, A v 7 7 DRATITEI 2 BlE L.
ZDFRBEDIF I AT B 2R LR ch 5, KBA v 7 7%, —RRICHRE T & 2 iRE 5
Zi AL, BEIREZ RELT 2 5 L LT, REIEESRENICH O, 29
L7z =V RLBERZE L S IFL HEE LT, KITStoBBIL Iy 7 — PRI
FMDSFEEE L 7o, IS L RITAHDY — ) R ABFEOFLEZHS . wbw b TREHAIEDE,
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DIEERTH %, HIREIITH  FTIEZ LT 27200 M E L TED T 6 ke, Yk, v
—VRXLEFRLIERAT 47X, HeE, 7L E, 794, Bl E0RFENR A T4 7T
HY, ZILEAT 4 7EXAZHBHER T LER, 724 R, BEEESEOBLRs T
Wiz,

(2) v AY =Y RXLD 6= 2 —Y =) RLANDIELT(1980 FFR~90 ) : v A Y =) XLicfib %
MR TEROF 7272V — ) ALBHEL L T2 —Y— ) ALDBRIEL., Z DL ADEF
LU 72, N7V 81 2 KB - fEEBAFE (Musib AR X 2 KAL) ' — b BESS
2. HIGMHIC X 2 KREBUEEHENE) D% 25, N7 VERWE O BB R O ilhe, HusiRdss 2 32 CiE
T E L CHSER BECHEERZEL T, WHhWw 3 TEMAEDG) ofRELIH:H 2 E
$5, A74 7REICEHLTE, LObIREHETA Ty XOF Ik D, x A, 7L
ROl e E 2 EE T 220 0GA LR Z AHRIGERTE 2 X1 b, ZORE, Y
—VRLEFHTIATAT7Rar7 vy 4RI LTw L,

(3) KMy =V XL DHE (2000 FFR~)  FHRILOHERICE b v, RITITEZHET 2R D
HEAZBERLEL A vy =%y MIRRINLERA v 7 703(H, V=Y X L%23E5T 52
YT UIIZOWT Y| filA NIEZE DBRPIEE, 74 7 AIANKEIL LB T, 41 V%
— %2y b EEGEOEELEAT AT, BIROH a0 T Y BB RTZIENREAL LS,
WERB O AEDS, 29 LBRLEgtto~wy F o 720 I L, 2 b B RITHRHO R
HT, WARED I 2= —vavfdEInsg, Z2ofR, A, YA MOHEBEZBZ
WaDay 7oV IBEALEROAL Dy 7= 7D K ) Ik B,

2 LEAfR N R IX Itz 1E, Tavsyy - =Y XL BHEELTEL0iE R
V=Y XL TEHrEe OBRBETH 2 (AR lUff 2009: 8-11) . L1EE I dDDOD, ZF TORHY
KO TERZEHEDTOAEY =Y ZLDRRENHZ DI TIERY, L ARERDITENIY — I2Hi:
LY RDMbo7l T, Y=Y RAMIE>TOEREDRSKRISIENY , FRITTEIN X D \vo Z
VM T o T L ARDLDDRUTH B,

UL, HHREETIE, 33227 =2 arveXA T4 T7ICerbdHEMNIE, Ho@05 70 ATY
— Y AL EEHHEAD S, TDRD, XD A T4 7L 7 vk 2, KITHMCITL T2 2 %
“oo7urRAEEl, Thbb, B, GIOX T4 T—EMPE_ 2 XV M)A Y
— DL EWRBPMNEINDEZEILEEAT4T7 YA ME—TH 3%, 2OEAFDOZ7YV AT —LIL,
ZI)LTBEPEZ 2 XY POARKRDOFFNETHLILELH L L. BEEOEINICH -2 B% % 5 2K
ITHIH LS -ETh 500 H %, ZLTHE I, KITITAZOLDDAF 4 7{bThH s, A=
— bt 7 4 UEH WiFi KR, 70 7ED X7 4 7HIMHRFOANLIIEE D RTTOLLEE, 29
L7eAXAT 4 7 THODHRERZFSL., 2 L CHEREZIEBL T 2 ET, BHZiins742z0b0
BAF4 7L TV Ew) T rLATHE, ZOBEKT, avyry - v—UXLiE, KT 7
07 kA BRI TEI oIS Dary T Uy REELTVwEEEZLS, bIZIH) LThENL
VT UV, MMEFEERANEMD LT, By — VRN EEL YTV ERLDTH S,

4 1558

AT 7ty =) ALt xXfbobt, KRB0y —) Aoz REIE, FEEL T L Hd
PEEIZH) DIF, RO LB T INVMNDOELELLTH D, TGHOEHICKKEZRNRD
EICRHET AL VB ER), 0, 2oLkt InEFofifilicbblzo TiiTbTELZ
ETHY, BT LB T2HE DRI LITHADHI» S SHELTH L, HEDF W T7 = X8
H&KHLE ) BEEICEBH L TWw 2 X Hiic, DY =Y AR 2 =54 LI LIRD T3,
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ZHILEHITIE, V=URF - M2 22T A WEDXT 4T - 2V TV VINT 2R H0R
B, V=YRAMEHEI I 22T 4 LDOMDEELRBENEDLEP>TVoT0S, 29 LBHR
23, BEIFHAKD a2y Ty « V=) XLDOHMD % { TREINTVWEDTH 5,

Bl 7= X771t >T, 7= AFMOFEBESHZEFRETH I LiEmNTcd s, -
7ok, 29 LEBEHONCR—RX%2 L2HODEEZ 7 2 AR Ty 77y 745, HOF N
—7L—1+E AABREEELLIZATEE.2T7 Yy 7975 Lo kBEZIT)I 77 b3
(Okamoto 2015) , FHICIX, a ¥y T Y IYNDOBELWED, av 7Y OHEE L Lo g S ~D%
EWRICOBRH LT, VYR =7 7 UPYZHIB~ADYVE—F -t £HEEI LIGHEIC
HRMICSINT 2% &, HIgIREICKRECEHRL T 2H6bH 2, 72X T6EXThy 77
D, ALY 7o) = Eo0FICIHEEN (BIAEN) OMEEOEMHEITR 57D Hg iR e It
[T T6 E a9 70y MEZHELHISOS THATS, 2L ) LTwalid, Z20MTH 29
(Yamamura 2014) . 29 L7=EBKRIZBWT, av7vY « V=AM hol%l ODEEZELLDY —
VAL T 2EZ 5, Had MHEDBRELELTOY =Y XL o, 947274 0EL
TOY—=Y XLy, THEFIHLBEREZEZD2TFRELTOY =V XL ) NEELLTETVED
72

iK% T 28, B4 1xdH 6w UUMBEREZ R ESEHALH 5, 2L T2 I L ULEIFRE
ik, BloT, VUV R IMRBZIEZASLHNG THiE %5, 2ol Eld, V=V R MEBRORE
E-AEICHEDLIEICEST, ZLOHELGZ TSNS, bLAAMTLHZ) LEMERELER Y
THANF 2 —D7 7 ThHhsbIITIERVL, 20082, LarL, Y=Y R MEEBROEE - Al
WIEEO L HICE ST, Ry 7ANF v —2BRERICRTEEDOL CIFHFEHIET 20D TH S
L. V=V R MEBZE U2 X S HET 2 9 2 TH, Xy 7ANVF v —IZ DWW TOH L 2 Hfig
ZHETH A9,

EIFEIDDOD, Tavs vy V=YL FEEDLDODOY =) ALFEICEEEL v, H
FEDY =V AL ELHATHED (H20IEMMED) Ry T7AVFv—, HH0IERY T7ALVTF v
—DEEBMANCHR T ST TR I LHFFETHL, Ry 7TANVFy—2Zon) - BEFHELL
v —Y XL (popular cultural tourism) %, 2DV TV Y EEKTZEIADLHZID T ET, A
k. V=Y XL EhEDOHRUL L DBIRMEEZZEZ 2 2 LN TE S, ZORHAZZNaryT vy -
V=) ALDUEELETHZ, THLELEAFTAYT VY « V=Y RLEEZ T E6IE, 2O
REFHADACHEHT 22 L TE LI,

13



ik

Associated Press, 2007, “‘On the Road’ with Jack Kerouac: Retrace Famed Author’s Steps on the 50
Anniversary of His Masterpiece,” NBC News.com, September 28, 2007, (Retrieved 20 December, 2012,
http://www.msnbc.msn.com/id/20977397/ns/travel-destination_travel/t/road-jack-kerouac/).

Bayley, J., 2012, “Ears Tuned to the East”, The Age, October 28, 2012, (Retrieved 19 December, 2014,
http://www.theage.com.au/entertainment/music/ears-tuned-to-the-east-20121027-28ck0.html).

Beeton, S., 2000, “It’s a Wrap! What Happens After the Film Crew Leaves? An Examination of Community
Responses to Film-Induced Tourism,” N.P. Nickerson, R.N. Moisey and K.L. Andereck eds., Conference
Proceedings, TTRA National Conference - Lights! Camera! Action!, Burbank, CA: TTRA National
Conference. 127-36.

, 2001, “Smiling for the Camera: the Influence of Film Audiences on a Budget Tourism Destination,”
Tourism, Culture and Communication, 3(1): 15-26.

, 2005, Film-Induced Tourism. Clevedon: Channel View Publications.

, 2006, “Understanding Film-Induced Tourism,” Tourism Analysis, 11(3): 181-8.

, 2008, “Partnerships and Social Responsibility: Leveraging Tourism and International Film Business,”
T. Coles and C.M. Hall eds., International Business and Tourism: Global Issues, Contemporary Interactions,
London: Routledge, 256-72.

, 2010, “The Advance of Film Tourism,” Tourism and Hospitality Planning and Development, 7(1): 1-6.

Beeton, S., H. Bowen and C. Santos, 2005, “State of Knowledge: Mass Media and its Relationship to Perceptions
of Quality,” G. Jennings and N. Nickerson eds., Quality Tourism Experiences, Oxford: Elsevier Butterworth-
Heinemann, 25-37.

Beeton, S., T. Yamamura and P. Seaton, 2013, “The Mediatisation of Culture: Japanese Contents Tourism and
Pop Culture,” J. Lester and C. Scarles eds., Mediating the Tourist Experience: From Brochures to Virtual
Encounters, Farnham: Ashgate, 139-54.

Bouissou, J-M., 2012, “Popular Culture as a Tool for Soft Power: Myth or Reality? Manga in Four European
Countries,” N. Otmazgin and E. Ben-Ari eds., Popular Culture and the State in East and Southeast Asia,
Abingdon, Oxon: Routledge, 46—64.

Butler, R.W., 1990, “The Influence of Media in Shaping International Tourist Patterns,” Tourism Recreation
Research, 15(2): 42—-63.

Commonwealth of Australia, 2012, Australia in the Asian Century, Licensed from the Commonwealth of
Australia under a Creative Commons Attribution 3.0 Australia Licence.

Connell, J., 2012, “Film Tourism — Evolution, Progress and Prospects,” Progress in Tourism Management, 33(5):
1007-29.

Croy, G., 2010, “Planning for Film Tourism: Active Destination Image Management,” Tourism and Hospitality
Planning and Development, 7(1): 21-30.

Croy, G. and S. Heitmann, 2011, “Tourism and Film,” P. Robinson, S. Heitmann and P.U.C. Dieke eds., Research
Themes for Tourism, Wallingford: CAB International, 188-204.

Fukushima, G.S., 2006, “Japan’s ‘Soft Power’,” Japan Foreign Trade Council Newsletter, No0.639, July/August
2006: 18-20, (Retrieved 12 December, 2012, http://www.jftc.or.jp/shoshaeye/contribute/contrib2006_078b.p
df). (=2006, "THAD TV 77—, THAEGASH®R —MttEEAHARES 2, No.639

(2006 4 7 - 8 H&4ff5) :20-22. )

R, 2011, THAMC R 7 wfiE W TEMSNR UNEOR) PR~ THER#

2011.9.14 AL, 6 1.

14



WgE, 2006, TIRRASMEERESES SUUALRDFRB——B 0 S ADZROTVWET, , IEH
F—ALX—=, 20064 4 H 28 H, (20124F 12 H 11 HIYS, http://www.mofa.go.jp/mofaj/press/enz
etsu/18/easo_0428.html) .

WBERy 7HNF » —E2, 2006, T TRy 7ANF v —DXAIRICE T 2iEH s (<BIT 2
Wiy, AMBEEAF—L =, 20064 11 H9H, (20124 12 H 11 HE{Y, http://www.mofa.go.jp
/mofaj/annai/shingikai/koryu/h18 _sokai/05hokoku.html) .

Grihault, N., 2007, Set-Jetting Tourism — International, London: Mintel International Group.

Hayward, S., 2000, “Framing National Cinemas,” M.H. Jort and S. Mackenzie eds., Cinema and Nation, London:
Routledge, 88-102.

Hibbert, C., 1969, The Grand Tour, London: Putnam.

Hokkaido Tourism Organization, 2012, “Hokkaido in a Movie and a Drama”, Visit Hokkaido Official Tourism
Website, (Retrieved 11 December 2012, http://en.visit-hokkaido.jp/events/movie/index.html) .
JENTE—, 2010, THESa Y 7YY ORELHEEORER—— THEHL 2> 7 vV IcBIY 2 AR

Ty Tay sy yfusiisis av 7 vy 3UL¥s, 6:58-72.

ARFE= - IINER, 2009, TESREE2ICE T 2 BOGEA  XIENIC BBt Z7a—o3v b L v
Fy TJACIC (5% WEREANH AR E#RB G2 v & —, 24(2): 5-17.

Iwashita, C., 2006, “Media Representation of the UK as a Destination for Japanese Tourists: Popular Culture and
Tourism,” Tourist Studies, 6 (1): 59-77.

Jansson, A., 2002, “Spatial Phantasmagoria: the Mediatization of Tourism Experience,” European Journal of
Communication, 17(4): 429-33.

Japan Film Commission, 2009, ¥ ¥/ 3 «+ 740 Aha 3 vy avyi—Ao_—=, (20154 1 H 4 HEUS,
http://www.japanfc.org/index.php) .

Japan National Tourism Organization, 2014a, “Japan Anime Map,” (Retrieved 1 December, 2014,
http://www .jnto.go.jp/eng/animemap/index.html).

—, 2014b, “Pilgrimage to Sacred Places,” (Retrieved 1 December, 2014, http://www.jnto.go.jp/eng/indept
h/cultural/pilgrimage/index.html).

Karpovich, A.L., 2010, “Theoretical Approaches to Film-Motivated Tourism,” Tourism and Hospitality Planning
& Development, 7(1): 7-20.

Kennedy, M. and J.B. Kennedy, 2007, The Concise Oxford Dictionary of Music, 5th edition, Oxford: Oxford
University Press.

Kim, S., 2010, “Extraordinary Experience: Re-enacting and Photographing at Screen Tourism Locations,”
Tourism and Hospitality Planning & Development, 7(1): 59-75.

Kim, S. and H. Wang, 2012, “From Television to the Film Set: Korean Drama Daejanggeum Drives Chinese,
Taiwanese, Japanese and Thai Audiences to Screen-Tourism,” International Communication Gazette, 74(5):
423-42,

Kim, S.S., J. Agrusa, H. Lee and K. Chon, 2007, “Effects of Korean Television Dramas on the Flow of Japanese
Tourists,” Tourism Management, 28: 1340-53.

A& A, 2011, TBRHHRFZMIC 31T 2 BOGBIR O ATREMEIC B § 2 — & %%« sy i B G E0C #E R
ZMCTy Tavyryyy—=YXaW%E) avy7vyy—1 XL0%ES, 2: 1-16, (2012 4 12 H
11 HHUS, http://eprints.lib.hokudai.ac.jp/dspace/bitstream/2115/44703/1/HUSCAPO2kimura.pdf)

[ 2l - REAPESEE - ALY, 2005, TBMERSE a7 > ol - AN X 2 iR & 1 J5

BT 2 AR, A - REESEA - SUBAE, 2005 4R 3 H, (20114 9 H 26 HIX
#, http://www.mlit.go.jp/kokudokeikaku/souhatu/h16seika/12eizou/12eizou.htm) .
Laing, J. and W. Frost, 2012, Books and Travel: Inspiration, Quests and Transformation, Bristol: Channel View

Publications.

15



Lofgren, O., 1999, On Holiday: A History of Vacationing, Berkeley: University of California Press.

BBz, 2010, TYREEZIKST 20t 0E——av Ty y - v =Y XL LIy Bt

McGray, D., 2002, “Japan’s Gross National Cool,” Foreign Policy, 130: 44-54.

Ministry of Foreign Affairs, 2006, “A New Look at Cultural Diplomacy: a Call to Japan’s Cultural Practitioners,”
Speech by Minister for Foreign Affairs Taro Aso at Digital Hollywood University, (Retrieved 11 December
2012, http://www.mofa.go.jp/announce/fim/aso/speech0604-2.html).

Mintz, S. and R.W. Roberts, 2010, “Introduction: The Social and Cultural History of American Film,” S. Mintz
and R.W. Roberts eds., Hollywood’s America: Twentieth-Century America through Film, 4th edition,
Chichester: Wiley-Blackwell.

H#E MJ, 2013, TSty bREM—7 2 7HMIRR 4 &, @E, KT TPSYs ENEHE A G,

FHEEMI (REHTHE) 5 2013.1.1, 1170,
Nye, 1.S., 1990a, Bound to Lead: the Changing Nature of American Power, New York: Basic Books.
—, 1990b, “Soft Power,” Foreign Policy, 80: 153-71.
, 2004, Soft Power: The Means to Success in World Politics, New York: PublicAffairs.
Okamoto, T., 2014, “Otaku Tourism and the Anime Pilgrimage Phenomenon in Japan,” Japan Forum, Published
online: 11 December 2014, (Retrieved 22 December 2014, http://dx.doi.org/10.1080/09555803.2014.9625
65).
Otmazgin, N. and E. Ben-Ari eds., 2012, Popular Culture and the State in East and Southeast Asia, Abingdon,

Oxon: Routledge.

Patterson, A.M., 1989, Shakespeare and the Popular Voice, Oxford: Basil Blackwell Inc.

Press-Barnathan, G., 2012, “Does Popular Culture Matter to International Relations Scholars? Possible links and
Methodological Challenges,” N. Otmazgin and E. Ben-Ari eds., Popular Culture and the State in East
and Southeast Asia, Abingdon, Oxon: Routledge, 29—45.

Ravitch, D. and J.P. Viteritta, 2003, “Toxic Lessons: Children and Popular Culture,” D. Ravitch and J.P. Viteritta
eds., Kid Stuff: Marketing Sex and Violence to America’s Children, Maryland: John Hopkins University
Press, 1-18.

Reid, R., 2012, “Jack Kerouac’s US Road Trip,” BBC Travel, 12 September, 2012, (Retrieved 20 December,
2012, http://www.bbc.com/travel/feature/20120913—jack-kerouacs-us-road-trip).

Reijnders, S., 2011, Places of the Imagination: Media, Tourism, Culture, Farnham: Ashgate.

Riley, R., D. Baker and C.S. Van Doren, 1998, “Movie Induced Tourism,” Annals of Tourism Research, 25(4):
919-35.

Roesch, S., 2009, The Experiences of Film Location Tourists, Clevedon: Channel View.

Seaton, P., 2014, “Taiga Dramas and Tourism: Historical Contents as Sustainable Tourist Resources,” Japan
Forum, Published online: 15 December 2014, (Retrieved 22 December, 2014, http://dx.doi.org/10.1080/
09555803.2014.962568).

Tooke, N. and M. Baker, 1996, “Seeing is Believing: the Effect of Film on Visitor Numbers to Screened
Locations,” Tourism Management, 17(2): 87-94.

Towner, J., 1985, “The Grand Tour: A Key Phase in the History of Tourism,” Annals of Tourism Research, 12:
297-333.

Turner, L. and J. Ash, 1975, The Golden Hordes: International Tourism and the Pleasure Periphery, London:
Constable.

Tzanelli, R., 2010, The Cinematic Tourist, London: Routledge.

Urry, J., 1990, The Tourist Gaze: Leisure and Travel in Contemporary Societies, London: Sage Publications.

Warner Music Japan Inc., 2011, T8/17V VU —ADTE 22— ZT7NUNLDY A FVBIRE | ¥ T EDH
2B ! iTunes 5 23 7 B¢ TPONPONPON SEATHEME D 720 >5 A% —F | 1, Warner Music

16



Japan F— A X_X—, 20114E 07 H 01 H, (2014 4F 12 H 29 HHU4, http://wmg.jp/artist/kyary/ne
ws_34932.html) .

Wheeller, B., 2009, “Tourism and the Arts,” J. Tribe ed., Philosophical Issues in Tourism, Bristol: Channel View
Publications, 191-210.

Won, K.S., 2007, “A Study of Anime’s Success Factors in USA and Its Suggestions,” International Journal of
Contents, 3(1): 29-33.

A&, 2011, T7 =X - = U A CHIlBIRBI~ S b0 7 7 v 2 ary 7y Y —Y R AHFEE~]
FORUGEAT IR,

RS, 2012, TURIEIEUFBUEO B © Hilk PR ~7 7 > B : BRI, THERZ 0 —7
V1, 206:50-51,

Yamamura, T., 2014, “Contents Tourism and Local Community Response: Lucky Star and Collaborative Anime-
induced Tourism in Washimiya,” Japan Forum, Published online: 11 December, 2014, (Retrieved 22
December, 2014, http://dx.doi.org/10.1080/09555803.2014.962567).

E—hkY - X— BUGHIZEH., FdK, PhD, RIEY 7—HA F2iTV0 4036, HildttRicki7 2 Y —
VRALDRR L Z DFBICEICLER ), #E 20 FLL RSO, aa=F 45 74010 - A
VT a—=Ab V=YL, FAFY—  RAZAL V=Y RLLEVSEHEDIL, V=Y XL
R, BE, X747 7404, av7ryyy—Y ALY 2 EBOEBELFEIE 7Y = 7
MBI %, RIS, %< DX, RlF e FE, FMFICOWLTH, DT 4 itz &L Tw
%, Ecotourism: a practical guide for rural communities, Beeton’s Guide to Adventure Horse Riding, Community
Development Through Tourism and Film-Induced Tourism, %7z, 2015 fE\Z1&. Tourism and the Moving
Image, Film-Induced Tourism (2" edition) % (i ¥ &, TTRA (Travel & Tourism Research Association) 7
P T RESCH SR . TTRA International BiFHEE, 7 - Fu—7 K% (A—RA 7V 7) HEHEHK
B, v~ F 27 IRE A2V 7) HEBH,

Sue Beeton PhD is a travel and tourism researcher and writer. She became involved in tourism through guiding
horseback tours, and witnessed first-hand the growth of tourism and its effects on local communities. Over the
past 20 years, Dr. Beeton has conducted tourism-based research into community development, film-induced
tourism and nature-based tourism. She is currently involved in a number of international research projects relating
to media, film and contents tourism. As well as producing numerous academic papers and related media articles,
she has published four books, Ecotourism: a practical guide for rural communities, Beeton’s Guide to Adventure
Horse Riding, Community Development Through Tourism and Film-Induced Tourism, with a fifth book, Tourism
and the Moving Image due in July 2015, as well as the second edition of Film-Induced Tourism. She is founder
and president of the Asia Pacific chapter of TTRA and past Board Member of TTRA International, an Honorary

Associate Professor at Latrobe University, Australia as well as a visiting Professor at University of Macerata, Italy.

WNSR  JduE KRBt emSEE e v & —8d%, L (L) . SEMESUeBDeRswm. 2> 7
VY e Y=Y XL, NEAN, BEEBELZFESEMHAL L TOY =) ZLICEH, FIZ7T = X%FD
BARSE DS, WIS DABKE AL D PR - FERTAR S fthoF BRAE - A it 1o 7z 1% #] - mpetkic > w»T,
ENND7 4 =V F7—27 2@ L CRENIEZEIL TWw3, 20—/, B ULEED
TR - MRKICE 2 2 BT 2RO RFERFL T s, EFIC T7 =X - 2 v A THIIEREL

17



CERROEA M) o THFGERE & g, (RS 28, F— 24 X—213 http://yamamurataka
yoshi.com/

Takayoshi Yamamura is a Professor in the Center for Advanced Tourism Studies, Hokkaido University. His
main research areas are heritage tourism and contents tourism, with a focus on anime-induced tourism. Since
2008, he has published numerous books and articles about contents tourism and has served as the chair of several
governmental advisory boards, including the Meeting of International Tourism Promotion through Animation
Contents of The Japan Tourism Agency, Screen Tourism Project of The Japan Tourism Agency, and the ANIME-
Tourism Committee of Saitama Prefecture. His book Anime/Manga de Chiiki Shinkd (Community Development
Through Anime & Manga) has strongly influenced the tourism policy-making of local governments in Japan. His

website is http://yamamuratakayoshi.com/en

V—bkY - TaUvT ALBERFEERTE S v Y — B, Fe vy —BRHRET 0 75 4
HiEH, BUE, TLEFRI=ICEoTFERINI~NY T =Y - V=Y X AICBT 20582 R, &
F\Z. Japan’s Contested War Memories (Routledge, 2007). Voices from the Shifting Russo-Japanese Border
(Routledge, 2015, Svetlana Paichadze & Hffi) 72 030 5, F7ii# & L C. Japan Forum D "a v 57
Y—URLEARDR Y 7HNF v — 1B 2545 (UNGERE ) 8555, F—LX—213
http://www.philipseaton.net/japanese-top/

Philip Seaton is a Professor in the International Student Center, Hokkaido University, where he is the convenor
of the Modern Japanese Studies Program. He is the author of Japan’s Contested War Memories (Routledge, 2007)
and Voices from the Shifting Russo-Japanese Border (Routledge, 2015, co-edited with Svetlana Paichadze). His
recent research is into heritage tourism induced by television dramas, and he has recently co-edited a special
edition of the journal Japan Forum (with Takayoshi Yamamura) on the theme of contents tourism and Japanese

popular culture. His website is www.philipseaton.net

18



Six case studies of contents tourism

Philip Seaton

Introduction

This short series of research notes brings together some of the case studies that have been
researched by members of the project ‘International Comparative Research on the Spreading and
Reception of Culture through Contents Tourism’. This research has been funded since April 2014
by a Japan Society for the Promotion of Science grant (Kiban A, grant number 26243007).
However, the project had its roots in a small group research project started in the Research Faculty
of Media and Communication in 2010. The initial focus was sustainable tourism in Hokkaido, but
as the international potential of the concept of ‘contents tourism’ emerged, the project switched
focus. In the summer of 2011, three members of the group, Philip Seaton, Takayoshi Yamamura
and Takeshi Okamoto, presented initial research results at the European Association for Japanese
Studies Conference in Tallinn, Estonia. This panel presentation formed the basis of a special edition
of the journal Japan Forum (Vol. 27 No. 1) published in 2015.

As the project gained momentum, other researchers joined, too. Three of those researchers have
contributed research notes to this essay collection. Akiko Sugawa-Shimada (Yokohama National
University) took part in the British Association for Japanese Studies (Japan Branch) symposium
‘Rethinking Cool Japan’ in May 2012 along with Takeshi Okamoto and Philip Seaton. Thereafter,
she also published her research on rekijo (history fan girls) as part of the Japan Forum special
edition. Clothilde Sabre joined the project after the EAJS conference in Tallinn, and then took up a
JSPS postdoctoral fellowship at the Center for Advanced Tourism Studies in 2013-4. Kyungjae
Jang completed his PhD at the Graduate School of International Media, Communication, and
Tourism Studies before joining the project as a full-time researcher in October 2014.

The first half of this essay collection was in Japanese. Katsuyuki Nishikawa, who has provided
the introductory essay in Japanese, has been a project member from the beginning. His introduction
discusses how contents tourism references the world of ‘the idea’ and draws a parallel with
European tourism in the eighteenth century. However, the centrepiece of this essay collection is a
Japanese translation of the research group’s first major publication, the paper ‘The mediatisation of
culture: Japanese contents tourism and popular culture’ published in Mediating the Tourist
Experience: from brochures to virtual encounters edited by Jo-Anne Lester and Caroline Scarles.
This chapter was co-authored by Sue Beeton, Takayoshi Yamamura and Philip Seaton. Sue Beeton,
whose 2005 book Film-Induced Tourism is considered the pioneering work in the field, joined the
project in October 2012 when she came to Hokkaido to be keynote speaker at the symposium
‘Film/contents tourism and local communities’. Publishing our research in both English and
Japanese (and in time, other languages too) is a vital step toward achieving our aim of cross-
fertilising the literatures in various languages to create a truly international research project into the
global phenomenon of travel induced by engagement with media. This publication of the Japanese
translation of ‘The mediatisation of culture’, therefore, is an important step in the development of
the project.

The English term ‘contents tourism’ is probably unfamiliar to many. It comes from the loan
words kontentsu tsirizumu in Japanese. The broad research area of media-induced tourism has
many different terms to describe the touristic behaviour of people who visit sites related to media,
whether film locations, theme parks, celebrity residences, or other places made appealing as a
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destination by their connection to media. However, the attraction of the contents tourism approach
is that it focuses on contents - the narratives, characters and other creative elements - rather than the
media format per se. This avoids complicated distinctions in the multimedia and multi-use age
between whether it was the film, the manga or the computer game which was decisive in triggering
the tourist behaviour. It also goes to the heart of what scholars across the field of media-induced
tourism have long recognised: to understand why fans spend considerable time and money reaching
a place related to media products that are important to them, we have to go to the contents to
understand why one film, for example, is more likely to trigger the desire to travel in them than any
other film.

Publishing major research articles is, of course, a key aim of this research project. At the same
time, there are many case studies and issues which can be treated in a shorter article format. In these
research notes, our collective aim is to provide some extra examples of the phenomena that have
been treated in the group’s major research articles thus far. In this way we hope to create a diverse
range of case studies to help illuminate not only the conceptual and theoretical issues, but also the
dynamics of contents tourism in Japan and beyond.

In the years since the project started in the Research Faculty of Media and Communication in
2010, it has grown rapidly. In 2015, a new academic journal will be launched called The
International Journal of Contents Tourism. It is hoped that through this journal and the other
activities of the research group the concept of contents tourism will take root in the international
literature, and that the many interesting examples of fans traveling to media-related sites in Japan
and beyond can reach a wider audience. This essay collection is one more step toward this ultimate
goal.

Philip Seaton is a Professor in the International Student Center, Hokkaido University, where he is
the convenor of the Modern Japanese Studies Program. He is the author of Japan’s Contested War
Memories (Routledge, 2007) and Voices from the Shifting Russo-Japanese Border (Routledge,
2015, co-edited with Svetlana Paichadze). His recent research is into heritage tourism induced by
television dramas, and he has recently co-edited a special edition of the journal Japan Forum (with
Takayoshi Yamamura) on the theme of contents tourism and Japanese popular culture. His website
is www.philipseaton.net
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‘Rekijo’ and heritage tourism:
the Sengoku/Bakumatsu boom, localities and networks

Akiko Sugawa-Shimada

Abstract: This research note explores the heritage tourism of rekijo (history fan
girls) related to Ishida Mitsunari, a notorious samurai during the Warring States
period. As a result of the positive portrayal of Ishida as a handsome young man in
anime and taiga dramas in the 2010s, a growing number of young female tourists
have visited his birthplace in Ishida town, Shiga. The commitment to the local
community of rekijo and the grass-roots hospitality of local people helped to
establish cross-generational psychological connections via the spirit of Ishida
Mitsunari. The feeling of being connected is a vital factor for rekijo.
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Objectives of this research

Visiting historical sites such as battlefields, Buddhist temples, Shinto shrines, castles, and the tombs
of historical figures is often considered to be a hobby for older men in Japan. However, the
gendering of leisure activities has been blurred since around the early 2000s when young women
surged into the fields of ‘men’s’ leisure such as photographing trains (Ariyoshi 2005, p. 46).!
Rekijo, or history fan girls, have also become a nationwide phenomenon and turned Japanese
history into a popular and fashionable cross-gender leisure field (Sugawa-Shimada 2015). Since
around 2004, young women have visited famous historical sites particularly connected to the
Sengoku period (Warring States period, approximately from the end of the fifteenth century to the
end of the sixteenth century) and the Bakumatsu period (1853-1868). The rekijo phenomenon was
an attractive story for the mass media. Discourses regarding rekijo began to increase in 2004 and
2005 when video games featuring well-known samurai warriors in the Sengoku period gained great
popularity. The discourses expanded and reached their peak between 2008 and 2012. During this
period, a growing number of TV dramas, TV anime, films and plays characterised historical figures
such as Ishida Mitsunari (1560?-1600) as attractive men, and a new genre of history writers called
rekidoru (female history fan idols") gained much public attention around the time of the release of
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the Chinese historical film Red Cliff in 2008 and 2009. Although it is often regarded as a fad,
women’s heritage/contents tourism can help revive local communities and create a new type of
communication model between fans and communities. Through the case study of Ishida town, this
research investigates how the pop-culture-induced rekijo phenomenon in the 2000s has impacted on
local communities and analyses how this type of women’s historical contents tourism differs from
other cases.

Research outline

The rekijo phenomena has been observed nationwide in heritage sites that were already established

sightseeing spots as well as in those almost unknown to tourists. This research particularly focuses

on the latter to illustrate how women’s historical contents tourism functions as a form of

‘autonomous tourism’ " and how it changes values and communication networks in local

communities.

I. Period of the research: July-September 2012.

II. Site: Ishida town, Nagahama city, Shiga prefecture where Ishida Mitsunari (1560?-1600) was
from. The population of Ishida was approximately 740 and there were approximately 270
households in February 2011.

III. Sites in Ishida town: The tombs of Ishida Mitsunari and his family, Ishida Shrine, the well for
Ishida’s first bath (Ubuyu no ido), and Kan’nonji Temple.

IV. Methodology: Textual analysis and qualitative research (individual interviews).

V. Interviewees: Kinoshita Shigeaki, president of the Society to Honour Mitsunari Ishida (Ishida
Mitsunari ko jiseki kensho kai) and some anonymous staff.

Case study: Ishida Mitsunari and Ishida town (Nagahama city), Shiga
Historical facts about Ishida Mitsunari and his birthplace, Ishida town

Ishida Mitsunari was born in Ishida village, in what is now Shiga prefecture, around 1560. He is
well known as the manager of Toyotomi Hideyoshi’s finances, and after Hideyoshi’s death he
became the de facto commander of the western army at the Battle of Sekigahara in 1600." He was
executed after losing the battle and went down in history as the defeated commander at Sekigahara
and a rebel who fought against Tokugawa leyasu. According to one Japanese history textbook
published by Yamakawa Shuppansha (one of the most popular textbooks for middle and high
schools in Japan) ‘Ishida Mitsunari along with Konishi Yukinaga plotted the battle and fought
against Tokugawa leyasu’ (Gomi and Toriumi 2011, p. 150). Mitsunari is negatively represented.
Due to his negative reputation and notoriety, ‘the residents of Ishida town used to be ashamed of
their town and concealed their birthplace’ (AERA 2009, p. 60).

However, in 1966, the Society to Honour Ishida Mitsunari was set up by local residents. At the
site where Ishida’s house used to be, Ishida Hall was built to preserve the limited number of
documents and artefacts related to Ishida. They are exhibited in showcases in the small museum
inside. The Hall itself is also used as a community hall and functions as the centre of the local
community.

Although the association and Ishida Hall existed, Ishida town was poor in tourism resources with
no castle, no particularly attractive scenery and few souvenir shops. The location was inconvenient,
too. It was approximately three kilometres from the nearest station (JR Nagahama), and there were
few bus services. For history fans, documents and artefacts related to historical figures are very
important; however, few remained and they were displayed in exhibits of only 13 square metres.
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There were no fan notebooks (visitor books) in the venues related to Ishida. According to Kinoshita
Shigeaki (president of the Society to Honour Ishida Mitsunari), usually only a few middle-aged
male tourists per month used to visit Ishida town. This situation drastically changed from around
2009, when ten to twenty young women started visiting Ishida town every month. In 2009, annual
visitors to Ishida town exceeded 1,000, approximately 90 per cent of whom were women (Asahi
Shinbun 2009a)."

Representations of Ishida Mitsunari in popular culture and their influence on rekijo

What attracted young women to this notorious rebel? Pop culture products featuring Ishida in the
2000s served to considerably improve his image. For instance, the video games Sengoku Muso
(2004-) and Sengoku BASARA (2005-) portrayed Ishida as a handsome young man. Sengoku
BASARA, in particular, was marketed via several media platforms, including plays (2009-), the
Takarazuka revue (2013), three anime series (2009, 2010 and 2014), an animation feature film
(2011), and a TV drama (2012), and these were appealing to young women (Asahi Shinbun 2009a).
The NHK taiga drama Tenchijin (2009) cast Oguri Shun as Ishida, representing him as a tragic hero
who was a close friend of the protagonist, Naoe Kanetsugu. In Go (NHK’s taiga drama in 2011)
Hagiwara Masato was cast as Ishida, and portrayed Ishida as a passionate and naive samurai
warrior.

The increase in visitors was helped by the collaboration between Shiga Prefectural Tourism
Bureau and the taiga drama Go from 2010 to 2011. During these years, a special bus service ran
from Nagahama station to Ishida town. The regular bus service from the station to Ishida town only
departed once or twice an hour, so the special bus service on top of the regular service motivated
more tourists to visit Ishida town. As post-taiga drama publicity, in 2012 Nagahama city’s tourist
bureau organized the Warring States Taiga Drama Hometown Festival (Sengoku taiga furusato
matsuri) and attracted young tourists with yuru-kyara (cute mascot characters) such as Mitsunari-
kun. The private-sector-promoted ‘Ishida Mitsunyan’ in Hikone city also improved Ishida’s image
(Asahi Shinbun 2009b)."' Thus, Ishida was idealised as an ambitious, strong, beautiful young
warrior in popular culture products, and he was represented as an attractive, intimate character to
appeal to young tourists by the local government.

Impacts of rekijo on Ishida town and the Society to Honour Ishida Mitsunari

The growing number of young female fans of Ishida had various impacts on Ishida town and its
community. The most obvious change was the reconstruction of the local community through the
interplay between the hospitality of local people and activities of rekijo.

The major annual event organised by the Society to Honour Ishida Mitsunari is the ireisai (a
memorial ceremony to console the spirit of Ishida) in November. The society has a limited number
of members, so the preparations for the memorial ceremony are done not only by the members of
the society but also by young local non-members. The president of the society told me: ‘young local
people used to complain about such painstaking preparations. One said, “A memorial ceremony is
usually held until 50 years after a person’s death. Why should we hold Mitsunari’s ceremony for
over 400 years?”’. In fact, the number of participants in the ceremony had gradually decreased.

However, from around 2009, many rekijo began to take part in the ceremony. In 2009, 160
people came to a talk given after the ceremony. Women made up eighty per cent of the audience
(AERA 2009). In my interview with Kinoshita, he told me that approximately 300 people came to
the ceremony in 2011, and he noticed that the majority of people were women and families. Women
tended to bring their families, friends, and partners to the ceremony, and there were young men with
no knowledge about Ishida who accompanied their girlfriends to the ceremony (AERA 2009).
Social Network Services (SNS) such as mixi also connect people with an interest in Ishida.
Kinoshita greatly appreciated that some people who only knew each other online via SNS came to
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the ceremony to meet offline at the ireisai ceremony. He said, ‘We feel happy that people are
connected through Mitsunari and visit our town’.

He also added that the increase in the number of visitors encouraged young local people in Ishida
to continue the ceremony for Ishida Mitsunari. Ishida’s ceremony has even become like a reunion
for his fans and local people. One of the museum staff, a man in his 50s, commented: ‘we will
solemnly continue the annual ceremony. Unlike Sawayama Castle, which wants to generate tourist
business, we are indifferent to profits." This clearly differs from other sightseeing sites related to
Mitsunari. There are no fan notebooks left in Ishida Hall except our visitor’s notebook."! We don’t
count the exact number of visitors; however, it is obvious that most visitors have been women since
around 2010°.

Another member of staff, a man in his forties, told me that some female fans voluntarily help at
the ceremony. This is the moment at which the host—guest relationship disappears. In fact, during
my interview with this man, a young woman entered the museum. She seemed familiar to the staff,
so I thought that she was a local resident. However, it turned out she was a visitor who regularly
comes to Ishida Hall to help the staff. Although she lives in Fukui Prefecture, she seemed deeply
committed to the local community.

One of the secrets of maintaining good relationships between rekijo and the local community is
hospitality. Kinoshita told me that he always tries to talk to visitors. ‘They have come a long way to
come to visit our Mitsunari. In most cases, they are solo travellers. It would be sad if they came
alone and had no one to talk with’. In fact, when I was paying my respects at the Ishida family
tomb, he came up to me and started speaking to me. While chatting about Mitsunari, he informed
me about the upcoming ceremony and invited me to attend. After our conversation, some more
visitors came to the tombs. He immediately spoke to them as well.

Similarly, in the museum, a member of staff spoke to me when I was looking at the exhibition.
He showed me a video that introduced Ishida and his village. Another member of staff brought a
comfortable chair for me. Such individual hospitality is made possible by Ishida being such a small
community. Although this type of grassroots hospitality takes time and effort, it obviously makes
rekijo want to return to the town and to do something for the local community in return.

Conclusion

Revitalisation of local communities through pop-culture-induced contents tourism has created some
instant success stories in previously small, unknown towns. These include Washimiya town,
Saitama, which became famous as a site of pilgrimage for Lucky Star fans (Yamamura 2009, pp.13-
18), and Toyosato town, Shiga, which became famous as the site of pilgrimage for K-On!/ fans
(Okamoto 2015). Ishida town is also small and has been revitalised through pop-culture-induced
contents tourism. However, in Ishida town’s case, the emphasis is not on commercialisation, but the
emotional ties between the local people and rekijo through the spirit of Ishida Mitsunari. Although
rekijo voluntarily assist at the solemn ceremony, they do not drastically change the tradition and
would be unwilling to do so. The Ishida ceremony has become larger in size year by year, and some
celebrities have been invited to attract even more fans. However, as Kinoshita repeatedly
emphasised, for women’s historical tourism ‘the feeling of being connected’ to the spirits of
historical figures and among local people and rekijo is a vital factor. It also serves to generate cross-
generational communication in the local community.
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Notes

' AERA, a weekly news magazine, printed an article titled ‘Female otaku invading the male citadel” in 2005.
This article introduces women who consider railways/trains, insect collecting, and bonsai to be their
hobbies.

i Young female models and idols such as Kohinata Eri, Mikako, and An are some of the best known
rekidoru.

il Autonomous tourism is defined as ‘tourism in which the local community takes the initiative in the
management of the tourism’ and ‘that focuses on the spontaneity of local communities and tourists’
(Shikida and Morishige 2006, pp. 243-245).

¥ The official commander was Mari Terumoto.

VI asked for the precise number of visitors to Ishida Hall. However, Ishida Hall only asks visitors to fill out
the guest notebook with their names and addresses. Only one representative of a group of visitors is asked
to write their name. Thus, staff did not know the exact number of visitors.

Vi Ishida Mitsu-nyan is one of the mascot characters of the local community FM radio station, FM Hikone, in
Shiga Prefecture. Ishida’s servant, Shima Sakon was also the model for Shima Sako-nyan. They were
probably inspired by the better-known Hiko-nyan, the official mascot character of Hikone.

Vil Sawayama Castle is located in Hikone, Shiga, where Ishida used to live. In 2010, Sawayama Castle
collaborated with Sengoku BASARA (Capcom) to hold a large event for fans.

Vil Fan notebooks play an important role at sites of fan pilgrimage in Japan (see Okamoto 2015).
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Contents tourism and fieldwork in Akihabara:
an ethnographic approach

Clothilde Sabre

Abstract: This report gives a concrete example of how to conduct ethnography
about contents tourism and tourism imaginary based on an ethnographic
experience in Akihabara, Tokyo. This specific survey is part of broader research
which focuses on the image of Hokkaido among foreign tourists and the role of
contents tourism. Akihabara was chosen as a site for the ethnographic
investigation. The fieldwork was prepared, but once it began adjustments were
needed and the research adapted to the context. This account exposes how these
changes were made, drawing a parallel between this diversification and the idea of
multi-sited ethnography, leading to the idea of multi-sited fieldwork.
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On a sunny day in January 2014 in Akihabara, Tokyo, I met an Australian family with two children
in front of the shop Kotobukiya, then while chatting together we were joined by a Dutch man in his
forties, who took us to a neko cafe (cat café) because the Australian family (who had just left a maid
café) wanted to experience it. Leaving them at the cat café, the Dutch man went back with me to
near the JR station. He explained that he was a fan of the popular Japanese idol group AKB48 and
the singer Kyari Pamyu Pamyu. While I was waiting for another group of tourists, this time French,
which I was going to introduce to a maid café, he told me his story. He had discovered Japanese
idols and fell in love with them. This was why he was so fond of Akihabara. I left him and joined
the group of young French people, with whom I spent two hours in a maid café.

This was a fairly typical day while I was in Tokyo conducting ethnographic fieldwork into
contents tourism in Japan. This fieldwork was part of a broader research project about Western
tourists and their images of Hokkaido and Sapporo from the cool Japan perspective. This research is
closely linked to the idea of contents tourism. It questions how media contents influence foreign
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visitors’ perceptions of Japan, and how they are connected to the various efforts to promote popular
culture and entertainment through the label of ‘cool Japan’. This essay presents a research-in-
progress report that addresses ethnographic considerations more than providing conclusive analysis
and theoretical explanations.

Planning the ethnography: where, why and how?

The fieldwork in Tokyo was planned as a way of providing some comparative data to similar
research being carried out in Hokkaido. It took place over five weeks starting in mid-December
2013. Akihabara was selected as the main site given that the area has undergone a touristification
process launched about ten years ago. Patrick Galbraith (2009) has written about this process and I
have also witnessed the changes myself since my first visit to Akihabara in 2005. Long known as
Tokyo’s ‘electric town’ and considered to be the home of otaku (obsessive fans of manga, anime,
idols, etc.) since the 1990s, Akihabara has been renewed and rebuilt during the past ten years. It is
now promoted to foreigners as the place for people interested in otaku culture and hobbies, and as a
site where people may find unique items relating to Japanese pop culture. It seemed, therefore, to be
the perfect place to observe cool Japan tourism, or at least to look at the results of this attempt at
touristification. Consequently, I planned to use the Akihabara case study as a model of successful
touristification, in which a tourist area officially linked to contents tourism and labeled as a ‘cool
Japan’ site has been created.

I was planning to spend most of my time in Akihabara to become immersed in the place. But,
context immersion is not sufficient for collecting relevant data: an anthropologist doing participant
observation needs to talk to people, not only to observe them from afar. I chose, therefore, to use a
questionnaire as a means of approaching foreign tourists, collecting precise data, and engaging in
conversation with them.

The questionnaire focused on three points: first, images of Japanese pop culture and Akihabara;
second, general images of Hokkaido and Sapporo; and third, people’s interest in and knowledge
about Hatsune Miku. This last point requires some explanation. Preliminary investigations in
Sapporo revealed that the character Hatsune Miku was an important topic at the time. Miku is a
fictional character created to promote vocaloid software. The software is a singing voice
synthetizer, developed by Crypton Futur Media, using technology created by Yamaha. Crypton also
created some characters to promote the software, of whom Miku is one, and released the software in
July 2007. She is a cute singer with blue hair and has many fans in Japan and overseas. Fans can
create their own music and make her sing, as seen in many videos posted on internet. As Miku’s
image is open source, they can also create various artworks using her image (Crypton has also
launched a platform to share these creations called piapro'). Crypton Futur media, the company that
created Hatsune Miku, is based in Sapporo and the city is using the image of the virtual singer as a
promotional tool, especially during winter and for the Sapporo Snow Festival. With Miku now an
established part of Japanese pop culture, I was trying to see how she is perceived by Westerners, if
they are attracted to her, and if they made the connection between Miku and Sapporo.

The broad research method was to approach Western tourists in Akihabara for the questionnaire
survey, and more generally to wander around in the area, familiarising myself with it, and trying to
observe the atmosphere and tourist behaviour in Akihabara. Guided tours were also targeted for this
research to see what kind of tours and information are provided to tourists and to acquire better
knowledge of the sightseeing spots. To help achieve this, I also contacted Autrement Le Japon
(ALJ), a small French travel agency with 4 employees in Tokyo who I had worked with before
during my previous research in Tokyo. I was welcomed as a temporary member of the ALJ team
and was invited to join them for the New Year stays (there were two stays: 10 days or one month,
both starting from 26 December 2013).1 This gave me the opportunity to meet a group of French
tourists interested in pop culture (the travel agency mainly focuses on this clientele, see Sabre 2012)
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and to join them in their activities during their stay. In addition to Akihabara, visiting other places
related to pop culture and attending the Comic Market were also included in the schedule as other
sites of ethnography.

First contact and initiation of the fieldwork

I arrived in Tokyo in December 2013 and became reacquainted with Akihabara. My first day was
both surprising and disappointing. I had not been there for more than four years since my previous
fieldwork and I could immediately see how much had changed. There were a new entrance for the
JR station, new malls and new restaurants, and the area was no longer only frequented by otaku but
also busy with various passers-by who did not seemed preoccupied with manga and anime.
Nevertheless, the electric town and the otaku area were still alive and filled with regular customers
and foreign tourists. So, my initial worry was not about finding subjects for the survey, but about
how to reach them. On this first day, I sat in a tiny coffee shop writing gloomy thoughts about this
problem in my fieldwork journal. It was a cold, windy, rainy day and I was desperate to speak to
people in the street. I was also thinking that maybe accosting people and asking them to fill in a
questionnaire in the street required some authorisation that I had not received.

I was facing one of the most common problems of fieldwork: once in the place, how should
researchers interact with people? In tourism studies, this problem is amplified by the fact that the
subjects are not living in the location of the study, so ethnographers cannot take much time to get
subjects used to their presence and to accumulate many small interactions which, when put together,
will give researchers a broad idea of what they want to learn. Meeting tourists in a specific site
requires making the most of brief interactions with some people who are not staying in the place for
very long and may not want to feel that they are wasting their limited travel time. Drawing on my
previous experiences and some works that depict research at tourists sites (Couldry 2005; Palmer
2005), I finally began to approach Western tourists in enclosed places, like the UDX building
(where the Tourist Information Centre is located), just at the ‘electric town’ exit. People were nice,
and then the following day the sun came back, so I took my chance on the street, briefly introducing
myself and my goal to people who seemed to have time to listen to me. I repeated this exercise
during the fifteen subsequent days and I collected about 140 completed questionnaires. Each time I
tried to talk with the respondents as much as I could, about their general impressions or to help
them and give them information about Akihabara or Japan. Significantly, I never had any problems
regarding authorisation. Nobody asked me to stop or to show permission to survey people in the
street.

The problem of access had been solved, but another issue was raised: what about the sample, and
how did I select the interviewees? It is tempting to say the sample was ‘those who agreed to be
interviewed’, no matter who they were. Indeed it played a large part in sample selection, along with
choosing people at random. The tourist population in Akihabara was not something I could control,
so there were elements of random selection. My criteria for choosing potential subjects were very
loose, and oriented toward physical characteristics and language. In my overall research about
contents tourism the focus is on Western tourists for various reasons: to define a specific population
that has roughly the same references relating to Japan and its pop culture, to ease the fieldwork, and
to try to have one criterion for homogenising the sample population. Consequently, I was
approaching people who looked as if they were from Western countries, either through appearance
or behaviour, for example if they were speaking English or another European language.

This selection process may seem loaded and a bit simplistic, and it was a practical question that
kept worrying me in the field. Asian tourists, for example, are numerous in Akihabara but the
survey in English and French was targeted at Westerners. When people agreed to fill in the survey
(and in fact there were very few refusals), I asked for their nationality. Others issues existed about
the types of subjects I was selecting. I tried to diversify as much as I could, asking people of all
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ages, families, couples, and groups. But of course, here too my room for manoeuvre was limited,
and I was dependent on random sampling and my own implicit choices. Consequently the surveyed
population is not strictly representative and its characteristics, therefore, cannot be taken as entirely
statistically reliable. Nevertheless, their comments and impressions are useful for comprehending
the appeal of contents tourism in Japan.

Looking from the other perspective: guided tours and sightseeing

The main site of investigation was Akihabara, but data was not only collected via questionnaires.
To investigate a site of tourism, the two sides of the tourist interaction must be explored, namely
locals as well as visitors. During the brief fieldwork, it meant being familiar with the highlights of
Akihabara and evaluating the tourist supply in the area. To do so, I collected information in
advance, mainly from English-language websites linked to tourism promotion. These included
national organisations such as the Japanese National Tourism Office, JNTO, ! and private
initiatives, such as those supported by the Akihabara Tourism Promotion Association.” Based on
these Internet searches I found and joined two different guided tours in English (run by private
companies), both including some sightseeing spots and a stop at a maid café, which seems to have
acquired a ‘must-see’ label. This experience did not turn out to be an effective way to meet more
foreign visitors (I was alone on one tour and with two American girls on the other) but it was very
instructive in many other regards. The two guides were quite different: one was a professional guide
who has recently included Akihabara in her range of tours, and one was a girl dressed as a maid
who was herself a deep fan of the area. The tours were different, too, but with a common frame that
presents the tourist identity of Akihabara.

To summarise, the guided tours both created their own version of Akihabara as a tourist site,
with some variations on the same central theme: Akihabara is the site of anime, manga and idol
culture, a place inhabited by fans (or ‘otaku people’, as the professional guide called them) and
where contemporary Japanese pop culture is developing some of its more extravagant aspects. This
is also the discourse developed by tourism brochures and organisations, which described the area as
an ‘Otaku Mecca’ (JNTO V), a ‘Center of pop culture’ (Akihabara Tourism Promotion
Association*!), or a ““sacred land” of the otaku legions’ (Japan Anime Map, provided by the
JNTO""). The guided tours were then fixing the sightseeing route, with its variations and main
attractions, the latter symbolised by a visit to a maid café. This importance of the maid café for
foreign visitors was confirmed by my observations, by the answers to the questionnaire and by the
tourists I talked to. Many people were simply interested. They were not fans of maid style but
curious. As a French tourist and an Australian family said to me, ‘you can’t go to Japan and not try
a maid café once!’.

Multi-sited fieldwork?

Wandering around in Akihabara, window shopping, observing people and speaking to foreign
tourists was at the core of the fieldwork, but other sites that could potentially illustrate the concept
of ‘contents tourism’ were on the list, too. I was planning to go as one visitor among many and to
lay the groundwork for some more extensive fieldwork or to use these locations as points to give
out the questionnaire. Consequently, I selected three sites: the Ghibli Museum (very famous and
popular worldwide), the Toei Animation Gallery (from the Toei Studio, which has produced many
television animations and is recommended by the JNTO website*') and the Hasegawa Machiko
Museum (not listed by JNTO but linked to Sazae-san, a manga and family television anime well
known in Japan). In the end, none were included as sites for the survey. The Hasegawa Machiko
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Museum and the Toei Animation Gallery were quite empty and had only a few Western tourists;
meanwhile, the Ghibli museum was very busy but did not look like a place where I could freely
approach people. I could have tried standing a little distance from the museum, like the closest train
station, but for reasons of time and feasibility I postponed that project. Visiting these sites was more
a way of immersing myself into contents-related spots in Tokyo and observing the range of
available sites and the ways they were aimed at foreign tourists.

By contrast, the Comiket, or Comic Market, a bi-annual event where non-professional manga
drawers sell their own creations, was a good opportunity to give out questionnaires. I attended the
event as an observer but many Westerners were visiting too, so I approached them and collected
many questionnaires. Removing or ‘delocalising’ the survey from Akihabara was another approach:
I tried asking some tourists near the Imperial Palace during the Emperor birthday’s appearance, but
many practical issues like the lack of time and the necessity to concentrate on the main site meant
that I limited that approach to just the one attempt. Indeed, the Comiket survey was not really a
delocalisation to me, more of an intensification. The event is connected to Akihabara and otaku
culture, so it seemed that it was a place to find deep fans who also visit Akihabara, or, to put it
differently, a way to reach a sample of fans that I was not sure to reach by randomly selecting
people in Akihabara streets and shops. According to Georges Marcus’ definition™ multi-sited
ethnography aims to follow elements that are connected from one site to another. The worldwide
circulation of media contents and the local consequences are one example of this type of
connection, and the ethnographers who investigate these contemporary contexts have to conduct
fieldwork in the various sites tied by the globalised flows (the interconnected circulating flows
described by Appadurai, 1996).

In the present study, the fieldwork mainly looked at one site, Akihabara, and the other places and
methods of data collection were elements that contributed directly to the comprehension of this site,
so it was not a multi-sited ethnography in itself, but multi-sited fieldwork. This is a feature of
contemporary urban fieldwork conducted over a limited time period and focusing on the limited
experience of tourism. Multi-sited ethnography is a useful model for preparing and conducting
wide-ranging fieldwork, but it is also effective on a smaller scale considering all the methods the
ethnographer can use to collect data.

In the present research, multi-sited ethnography is the general perspective. In order to study the
imaginary of Hokkaido, its relation to contents tourism and to Hokkaido’s identity, various sites
need to be investigated and connected altogether. Akihabara was chosen as one of the sites and I
think the multiplicity of places and methods for that precise survey, using the same perspective of
ties, connections and key knots, can be referred to as multi-sited fieldwork.

During this short period of fieldwork in Tokyo I spent time in Akihabara observing and
immersing myself in the local environment. I collected questionnaires, joined two guided tours of
Akihabara and provided one informal tour myself to the French tourists I met through the French
travel agency; but I also visited various sites linked to contents tourism, interviewed guides and
tourism professionals, collected tourist brochures and so on. Every activity was a piece of the
fieldwork that contributed to the main survey, and this combination of various elements is a way to
contextualise the research and to minimise the isolation of the site from the broad context.

For example, on New Year’s Eve after my fieldwork at the Comiket I followed some Japanese
students to Washinomiya Shrine in Washimiya, a shrine famous for appearing in the anime Lucky
Star. 1t was filled with fans and cosplayers. The place is advertised by the Japanese National
Tourism Office in their website under the banner of ‘pilgrimage to sacred places, anime, manga and
games’.* | had heard that Japanese fans gather there. This trip was also a way to observe the
Japanese side of contents tourism, not to study it in itself but to complete the broad picture and to
improve my comprehension of the main survey in Akihabara.
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Initial conclusions

The methodology for my fieldwork in Akihabara was not completely settled before the fieldwork
and the method was adaptive. It depended on what happened in the field and on the circumstances,
thereby following the model of anthropologic ethnography. The hypothesis that guided the study
was not a precise one to be tested in the field but more of an open research question, and the
exchanges with the foreign tourists provided many avenues for further investigations. The first
impression gained from this research, although this is a tentative conclusion made before formal
analysis of all the data, is that the touristification of Akihabara is successful: the area is associated
with pop culture and contents by many visitors, but without losing its identity as an ‘electric town’
filled with electronic devices.

As for the people I met, it was striking to see the variations, from deep fans of manga, anime or
idols to families curious to see what a maid café was like, or passers-by who just wanted to have a
look or to buy some goods. Not taking into account the many biases caused by my approach, most
of the tourists were quite young (under 35 years old), travelling by themselves and wandering in the
streets (which was in marked contrast to the buses of Chinese tourists I saw regularly being dropped
in front of duty free shops in the main street). Australians were the most numerous and they were
almost the only ones who had some knowledge about Hokkaido.*' This point will not be developed
here, but it was striking to see the dichotomous representations between, on one hand, Tokyo,
Akihabara and pop culture and, on the other hand, Hokkaido, nature and sport. The most common
item associated with Sapporo was Sapporo Beer, and almost nobody knew that Hatsune Miku was
connected to Sapporo, even the fans. Moreover, among Japanese people I talked with, many did not
know either. ‘I thought she was from Akihabara’, said one man, a quote that perfectly depicts the
strong association between contents culture and Akihabara. Further investigation in Hokkaido will
provide more information about that, and the model that emerged from this experience of fieldwork
in Akihabara will provide a useful backdrop to a comparative study in Hokkaido. The promotion of
tourism through the idea of ‘cool Japan’ is developing in many sites and in many ways nowadays,
and investigating these various elements requires a common reference point, a role that Akihabara
would seem to play very well.

Note

! www.piapro.jp; www.piapro.net [Accessed 27 February 2014].

i This period was chosen for various reasons, one of them being that the Christmas holiday period is busy
with many Western tourists visiting Japan.

i See for example: http://www.jnto.go.jp/eng/indepth/cultural/kie/akihabara/kie akihabara 03.html, or
http://www .jnto.go.jp/eng/location/regional/tokyo/akihabara.html [Accessed 27 February 2014].

"V See for example: http://akihabara-tour.com/, http://akiba-brand.com/ [Accessed 27 February 2014].

¥ http://www.jnto.go.jp/engpre2/indepth/exotic/animation/index.html [Accessed 27 February 2014].

¥ http://akihabara-tour.com/ [Accessed 27 February 2014].

Vil http://www.jnto.go.jp/eng/animemap/ [Accessed 27 February 2014].

viil https://www.jnto.go.jp/eng/indepth/exotic/animation/d3_muse.html [Accessed 27 February 2014].

X “Multi-sited research is designed around chains, paths, threads, conjunctions or juxtapositions of locations
in which the ethnographer establishes some form of literal, physical presence, with an explicit, posited logic
of association or connection among sites that in fact defines the argument of the ethnography’ (Marcus
1995, p. 105).

* http://www .jnto.go.jp/eng/indepth/cultural/pilgrimage/rakisuta.html [Accessed 27 February 2014].

* This is due to the popularity of the Niseko ski resort (Hokkaido) among Australians.
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A fictitious festival as a traditional event:
the Bonbori Festival at Yuwaku Onsen, Kanazawa city

Takayoshi Yamamura

Abstract: This article discusses the Bonbori Festival, which is a fictitious festival
originally depicted in the anime Hanasaku Iroha, in Yuwaku Onsen, Kanazawa
city, Japan. It describes how the local tourist association and the anime production
committee cooperated with each other to create a new festival. It was found that
both the region and production company clearly recognised what the event itself
was, and constructed a cooperative relationship to enable it to be successfully held
as a genuine festival.
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Keywords: Bonbori Festival, Yuwaku Onsen, Hanasaku Iroha, anime, tie-ins.
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Introduction

Yuwaku Onsen (hot spring resort) is known as Kanazawa’s ‘guest room’ (okuzashiki). It has a
population of around 1,000 people but ten Japanese-style guesthouses with the capacity to
accommodate a maximum of 500 overnight guests. In 2014 there were 51,196 overnight visitors
(Table 1), making it a quiet onsen district nestled in the mountains.

In 2011, a new festival named the Bonbori (paper lantern) Festival was created for this onsen
district. Following the lighting ceremony (when the local community first turns on the lights that
year in the paper lanterns on both side of the approach to Yuwaku Inari Shrine) on 23 July, the main
festival was held on 9 October (from July to October, the paper lanterns were lit up from 19:00 to
22:00 every night). According to the Yuwaku Onsen Tourist Association, approximately 500
visitors attended the lighting ceremony and 5,000 attended the main festival. During these events,
the town bustled with visitors from across the country.

In reality, the Bonbori Festival is a fictitious festival originally depicted in the anime Hanasaku
Iroha. The anime production committee cooperated with the local tourist association to establish an
executive committee to hold the event as an actual regional festival. Furthermore, the executive
committee intended it not merely to be a one-off event. They wanted it to continue into the future as
a permanent event for the onsen district. The Bonbori Festival (both the lighting ceremony and main
the festival) was held for a second time in 2012, a third time in 2013 and a fourth time in 2014
(Table 2).
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Figure 1: Poster for the second Yuwaku Bonbori Festival 2012
© {6\ AJikfEH A © Hanairo Committee

Table 1: The number of people staying in Yuwaku Onsen each year.

Year Number of Overnight Visitors (people)

2007 64,663
2008 59,988
2009 55,387
2010 50,342
2011 53,512
2012 52,060
2013 50,675
2014 51,196

Source: Yuwaku Onsen Tourist Association
* In 2011, many guesthouse and hotel reservations were cancelled following the Great East Japan Earthquake.
However, after Hanasaku Iroha was broadcast in April 2011 reservations recovered and dramatically increased.

35



Table 2: The numbers of visitors to the Yuwaku Bonbori Festival (the lighting ceremony and the
main festival).

Date Number of Visitors (people)
First lighting ceremony: 23 July 2011 (Sunday) 500
First main festival: 9 October 2011 (Saturday) 5,000
Second lighting ceremony: 22 July 2012 (Sunday) 1,000
Second main festival: 6 October 2012 (Saturday) 7,000
Third lighting ceremony: 21 July 2013 (Sunday) 1,000
Third main festival: 12 October 2013 (Saturday) 10,000
Fourth lighting ceremony: 21 July 2014 (Monday) 1,200
Fourth main festival: 11 October 2014 (Saturday) 12,000

Source: Yuwaku Onsen Tourist Association.

Toward becoming an ‘authentic’, permanent festival

Hanasaku Iroha was broadcast on television between April and September 2011. The original story
and animation production was by P.A. WORKS Co., Ltd., and production was by Hanairo Ryokan
Kumiai (the name of the production committee). The heroine of the story is a female high school
student who grew up in Tokyo, but through various circumstances came to live in a guesthouse run
by her grandmother in Yunosagi Onsen (which was modelled on Yuwaku Onsen) to work as an
apprentice nakai, a person who serves meals and attends to guests in their rooms in a traditional
Japanese inn. It is the story of how she grows as a person while experiencing various difficulties.
The anime depicts the Bonbori Festival as a traditional Yunosagi Onsen festival. The main event of
the festival is the release of lanterns into the sky to serve as signposts for a deity, in the form of a
small girl, to return to Izumo in Kannazuki (the tenth month of the Chinese lunar calendar). People
write their hopes on ‘wish cards’ that they attach to the lanterns.

The Yuwaku Tourist Association had previously considered holding some kind of festival in the
tourist low season of September and October. After obtaining the cooperation of the anime
production company, the tourist association decided to recreate the anime’s Bonbori Festival on 10
September 2011, just after the anime’s broadcast, as an event to commemorate the third anniversary
of a restoration project following flood damage in Yuwaku Onsen. In addition to members of the
tourist association, the executive committee for the festival comprised representatives of the
production committee and Kanazawa city. The aim was to create a genuine ‘regional festival’,
which, while not large-scale, would continue indefinitely into the future as a small-scale event. The
committee decided that the event should not damage the image of the anime work or the region, that
it should be held on an on-going basis within the means of a small onsen district, and that it should
be established in people’s minds as a traditional event of the region to the extent that they would be
unaware that it was originally based on an anime. The tourist association also prepared for the
festival rigorously in accordance with traditional local festival procedures. For example, the
programme of the ceremony and Shinto prayers were determined by the Shinto priest with
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jurisdiction over Yuwaku Onsen area. Moreover, on the day of the main festival in October, the
Shinto prayers were offered by the priest as the most important ritual.

The paper lanterns were set up mainly within the grounds of Yuwaku Inari Shrine and the path
leading up to it. The lighting ceremony was held on 7 July 2011 and the main festival on 10
September. At the lighting ceremony, guests were invited to light the paper lanterns and write
nozomi fuda, 18 centimeters by 6 centimeters wooden tablets on which one’s wishes are written
(Figure 2). Then, for the main festival, local residents carried two boxes for approximately one hour
in a procession along the streets of the onsen district. Fans of the anime and other tourists put
nozomi fuda tablets, on which they had written their wishes, into the boxes. Then in the onsen
district at the edge of Lake Gyokusen, the traditional ritual to see off a deity and the ceremony of
burning of the nozomi fuda tablets were performed. The deity in the shape of a small girl lives in the
Yuwaku Inari Shrine and she visits her home in Izumo (land of the deities) every October in the
lunar calendar. Local people in Yuwaku give her a warm send-off by lighting lanterns on both sides
of the approach to Yuwaku Inari Shrine. By burning nozomi fuda tablets, the deity can take the
peoples’ wishes with her to the land of the deities.

This story was originally created for the anime by the anime production company with reference
to Japanese mythology and the wishes of the tourist association. It was unprecedented for a
fictitious festival depicted in a work of entertainment, such as an anime, to be held as a regional
festival initiated by the region itself. Consequently, it attracted much attention.

Figure 2: Nozomi fuda, a wooden tablet on which to write one’s wishes

A bold decision to concentrate on the event itself without using PR

A noteworthy point about the preparations for the Bonbori Festival is that both the region and
production company clearly recognised what the event itself was and constructed a cooperative
relationship to enable it to be successfully held as a genuine festival. The Japanese guesthouse
industry comprises professionals in hospitality. It was decided not to provide any special services to
guests visiting because of the anime work, but to afford them the same hospitality extended to all
other guests. The production company, for its part, would create a high-quality anime work that

37



would be loved by its fans for a long time. Based on this idea, both sides shared awareness that it is
important somehow to turn the fans of the anime into permanent fans of the region, rather than
aiming for short-term economic effects.

Therefore, a brave decision was taken not to follow the usual path taken by many previous
regional tie-ins with movies, dramas, and animes: the organisers decided not to hold grand
promotional events at location sites and other large-scale regional events related to the work before
it was broadcast, nor to offer special plans for anime fans, nor to stage an excessive number of
events. Instead, the preferred approach was that anime fans visiting the location would slowly
savour the onsen district and soak up the atmosphere of the anime-created world. For example, the
tourist association would not help visitors work out where the locations shown in the anime actually
were. This was being considerate in that it did not deprive fans the enjoyment of searching for the
locations. It also had the effect of increasing the satisfaction they felt from simply walking around
the town.

Regardless of the approach adopted, the actual setting of Hanasaku Iroha was an onsen
guesthouse. Fans wanted to experience the onsen district as it was, without any alterations. Both the
region and production side fully understood this. Around the country, there have been many
examples of regional promotions tied to works such as movies, dramas and anime with the goals of
promoting their region and tourism within it. In the Yuwaku Onsen case, short-term economic
effects were eschewed and the approach adopted by Yuwaku Onsen deserves our attention for
capturing the essence of such tie-ins.

| \ 4 W
Figure 3: Poster for the third Yuwaku Bonbori Festival 2013
© 2012 fv A fikff & © Hanairo Committee
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Future Prospects

On the days of the festival, especially the main festival, many day-trippers visited Yuwaku Onsen in
addition to those staying overnight in guesthouses and hotels. The capacity of the onsen district is
small and parking spaces are limited, so it was important that Yuwaku Onsen was accessible by bus
from Kanazawa city. The executive committee secured a temporary parking lot at Kanazawa
University and arranged for Hokuriku Railroad to run a temporary shuttle bus service from there. In
the first three years the festival was held it generated growing publicity and the number of visitors
continuously increased, with visitors to the main festival totalling 12,000 people in 2014. In the
future, providing parking spaces and ensuring access via public transport are going to become
bigger issues. Furthermore, the festival has reached the stage at which the committee needs to
examine the optimum capacity of the festival.

Whatever happens, it is noteworthy in this case study that the approach adopted by the region
and the production company has generated a strong relationship of trust between three parties,
resulting in the alignment of the interests of the region, production team and fans. The region has
praised fans participating in the festival for their good manners and if this strong relationship
between the three parties can be maintained, ways to solve any potential future problems will most
likely be found. In the Bonbori Festival we have witnessed the creation of ‘new traditional culture’.
It was possible to create a high-quality event because Yuwaku Onsen is a small regional town. This
pioneering model will surely be an important example for other localities in the future.

Takayoshi Yamamura is a Professor in the Center for Advanced Tourism Studies, Hokkaido
University. His main research areas are heritage tourism and contents tourism, with a focus on
anime-induced tourism. Since 2008, he has published numerous books and articles about contents
tourism and has served as the chair of several governmental advisory boards, including the Meeting
of International Tourism Promotion through Animation Contents of The Japan Tourism Agency,
Screen Tourism Project of The Japan Tourism Agency, and the ANIME-Tourism Committee of
Saitama Prefecture. His book Anime/Manga de Chiiki Shinko (Community Development Through
Anime & Manga) has strongly influenced the tourism policy-making of local governments in Japan.
His website is http://yamamuratakayoshi.com/en
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Experience-based consumption in a dramatised space:
the history of the Toyako Manga Anime Festa

Takayoshi Yamamura

Abstract: This paper uses the Toyako Manga Anime Festa (TMAF)—held at the
onsen (hot spring) resort of Toyako in Hokkaido since 2010—as a case study and
presents its start-up strategy and development process. By focusing on the TMAF
cosplay event, for which the entire town is transformed into a ‘venue of cosplay’,
the paper reveals the key element behind the event’s success: the town’s opening
of its public space to tourists as a cosplay stage where they become primary
characters in a journey and can interact and communicate with other participating
characters. Finally, the paper shows that TMAF points to a new direction in
‘experience-based consumption’.
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Introduction

In recent years, the term ‘experience-based consumption’ has attracted attention as a keyword
associated with the development of tourist sites. In general, this term is used to refer obscurely to
experiencing things that cannot be experienced in places other than ‘in situ’. If tourism is dependent
on an ambiguous concept such as ‘experience-based consumption’ then satisfying modern travellers
becomes difficult. There are at least three dimensions of ‘experience-based consumption’ that need
to be understood when examining the reasons for the attention to such consumption in recent years.
First, the use of social media (e.g. Twitter and Facebook) is spreading, which enables people to
broadcast their experiences. Second, travellers tell of their experiences using the personal pronoun
‘I’; in other words, tourists assume the leading role at each destination while travelling. And third,
travellers generate interest in their key roles and destinations along their journeys by telling stories.
In other words, what is important is whether the tourist can play the role of the primary character
in the journey. Furthermore, how he or she interacts and communicates with other characters is
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crucial. Following from this, the destination community is faced with the challenge of preparing the
stage and story when organising an event.

The history of the Toyako Manga Anime Festa (TMAF)

An example of an event that has attracted much public attention is the Toyako Manga Anime Festa
(TMAF), organised by the Festa Project Promotion Committee and the Toyako Onsen Tourist
Association. It is held at the onsen (hot spring) resort of Toyako in Hokkaido. The festival was held
for the first time in June 2010 as part of a series of events celebrating the centenary of a volcanic
eruption which created a new hot spring in 1910. Since 2010, TMAF has been held annually in
June.

Figure 1: Toyako (Lake Toya)

The Toyako area was designated as a national park in 1949. It developed tremendously as a hot
spring resort during the period of high economic growth in the 1960s and 70s. The people living in
the area worked together as a community and survived dramatic decreases in tourism following the
collapse of the bubble economy, and also two volcanic eruptions of Mt. Usu in 1977 and 2000.
Over time, tourists’ preferences have changed from travelling in large groups to travelling in small
groups or as individuals. Large hotels, therefore, have become less important in the tourism sector.
After 2007, Toyako saw a dramatic decrease in the number of tourists until 2011. The number of
recorded tourists in 2011 was less than half of the number in the peak year of 1993 (Figure 2).

In response to these circumstances, TMAF was designed as a way of attracting young people to
Toyako. It began on the initiative of local volunteers from both public and private sectors with the
purpose of revitalising the onsen town.

The festa features various events, including a forum on community development, a show with
anime voice actors and an exhibition of original cartoon pictures. The most unexpected occurrence,
however, was that through TMAF the entire town was transformed into a ‘venue of cosplay’.
Travellers transform themselves into their favourite characters and perform as the leading actors in
a story.
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At the time of the initial event in 2010, there were various opinions and concerns in the
community. The organisers held a meeting in advance of the event to explain the objective of the
festa to community residents and participants and to establish guidelines to maintain order and
ensure courteous behaviour. Cooperation and advice from companies organising cosplay events
throughout Hokkaido made it possible to respond comprehensively to the needs of the community.
On the days of the festa, the organiser’s staff members continually patrolled the venue. Thanks to
such efforts, despite there being 3,000 visitors (including 300 cosplayers) during the two-day festa,
the event ended successfully and without incident. Tourists who attended were mainly young people
from various regions in Hokkaido and the overall attendance was much larger than initially
expected. Following this successful beginning, it was decided that the event would be held
annually.

thousand people . .
Repe 4.35 million people (1993) O Visitors from Hokkaido

B Visitors from outside Hokkaido

Volcanic eruption of Mt. Usu M Volcanic eruption of Mt. Usu
in 1977 M in 2000

Fiscal Year ( From 1 April of each year to 31 March of the following year )

Figure 2: Number of tourists in Toyako Town
Source: Prepared by the author based on the values provided by the town of Toyako

Factors behind the success of TMAF

The success of the event in the initial year attracted widespread attention. At the second festa in
June 2011 the number of visitors over the two days was 7,000 (including 1,200 cosplayers), more
than twice the number of visitors from the previous year. The number of visitors to TMAF has
continued to rise since then as well (Table 1).

There are two particular reasons for the success of TMAF. First, the public space of the entire
onsen town was set as the stage. Second, the organisers further relaxed the qualifications for
participants and welcomed cosplay debutantes wholeheartedly.

Typically, cosplay events are held at a special venue that is isolated and away from public view.
They are frequently aimed at a group of regular cosplayers. In the case of the Toyako cosplay event
the stage is Toyako’s entire onsen area and organisers actively called for debutante cosplayers to
participate in the event. The Toyako cosplay event was successful because the organisers found
potential in a group of people that previously had not been deemed a part of the market and
integrated these people into the market.
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Table 1: Visitors at the Toyoko Manga Anime Festa.

Year Visitors
The First TMAF, 2010 3,000 (including 300 cosplayers)
The Second TMAF, 2011 7,000 (including 1,200 cosplayers)
The Third TMAF, 2012 30,000 (including 1,200 cosplayers)
The Fourth TMAF, 2013 49,000 (including 1,500 cosplayers)
The Fifth TMAF, 2014 57,000 (including 1,600 cosplayers)

Source: the Festa Project Promotion Committee
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Figure 3: The Opening Parade of TMAF2014 in the main street of Toyako Onsen (21 June 2014)

The organisers simultaneously assumed leading roles as cosplayers and offered support to
amateurs to acquaint them with the cosplay stage. During the festa they held a cosplay contest for
debutantes, thus demonstrating great effort to create a new atmosphere in which people might
understand that the event was not simply dedicated to experienced cosplayers. The event was
conducted in a public space, so participants walked in the streets wearing the unique costumes of
various characters. Participants and residents had the opportunity to observe them closely. New
participants and townspeople became more interested in the event, and attendance has been
increasing from year to year as individuals hope to have new experiences.
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The cosplay event at Toyako is unique and its format is unprecedented. It currently utilises an
expansive public space as its stage where both debutantes and proficient cosplayers may enjoy the
experience alongside each other. Its success suggests new directions for the ‘experience-based
consumption’ model by demonstrating that it is possible for every participant to play the role of a
leading character in the story associated with a particular travel destination.

Figure 5: An event participant posing in front of amateur photographers (Photo by Jang Kyungjae)

44



Challenges for the future

Enhancements to the management system and the coordination of local resources will be major
issues in the future. Currently, only several core staff, members and volunteers organise and operate
this huge event. If the goal is to develop this project further, it will be necessary to seek a wide
range of support from the community.

Thus far, the project appears to be only in its initial stage and it seems that the cosplay event
itself is the ultimate goal for both the organisers and participants. I have taken part in TMAF as an
organiser/chair of the forum and the open seminar and also as a cosplayer since 2010. Through
these experiences, I have discussed various issues with the project committee members and local
government officials. From such a participant’s point of view, in the future I hope that participants
will be cosplay fans who not only enjoy the stage but who also love the surrounding area. The
community has sufficient potential to reach this goal and we, the project members, are eager to see
this happen.

Takayoshi Yamamura is a Professor in the Center for Advanced Tourism Studies, Hokkaido
University. His main research areas are heritage tourism and contents tourism, with a focus on
anime-induced tourism. Since 2008, he has published numerous books and articles about contents
tourism and has served as the chair of several governmental advisory boards, including the Meeting
of International Tourism Promotion through Animation Contents of The Japan Tourism Agency,
Screen Tourism Project of The Japan Tourism Agency, and the ANIME-Tourism Committee of
Saitama Prefecture. His book Anime/Manga de Chiiki Shinko (Community Development Through
Anime & Manga) has strongly influenced the tourism policy-making of local governments in Japan.
His website is http://yamamuratakayoshi.com/en
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Contents for tourism promotion
and prefectural government policy:
the case of Saitama prefecture

Takayoshi Yamamura

Abstract: This paper describes the approach that the Saitama prefectural
government adopted when launching a project to ‘make the prefecture a sacred
place for anime fans’ as one of five leading projects. With a focus on the
prefectural government’s tourism policy, the paper presents two specific
examples—the establishment of the ‘Super Deep Tourist Association’ (2008) and
the ‘Saitama “Super” Tourism Prefecture Declaration’ (2010)—and studies the
characteristics and originality of the Saitama prefectural tourism policy.
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Keywords: Saitama prefecture, tourism policy, Saitama “Super” Tourism
Prefecture Declaration, Yuru-tama oendan, Super Deep Tourist Association,
project for making the prefecture a sacred place for anime fans.
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Introduction

Since the ‘declaration of a tourism-oriented nation’ in 2003 by the Koizumi cabinet, many
prefectural governments have declared themselves ‘tourism-oriented’, established a variety of
regulations and formulated basic plans. In Saitama prefecture, the ‘regulation to promote tourism
development’ (Saitama-ken kankd zukuri suishin jorei) was enacted in March 2012. Based on this
regulation, the ‘basic plan for tourism development in Saitama prefecture with Japan’s top
hospitality’ (Omotenashi Nihon-ichi no Saitama-ken kankd zukuri kihon keikaku) for fiscal years
2012 to 2016 was formulated.

This plan is highly strategic and based on level-headed analysis of the prefecture’s strengths and
weaknesses. What is particularly impressive about this plan is that it includes a ‘project for making
the prefecture a sacred place for anime fans’ as one of the five leading projects and it proposes the
transmission of information and tourism promotion using local mascot characters as basic
initiatives. Behind the inclusion of such unique items in the plan was the effort made by the

46



prefecture in relation to the ‘Saitama “Super” Tourism Prefecture Declaration’ (Saitama ‘chd’
kankd rikken sengen). The declaration might initially sound like something of a joke, but it is a
serious declaration made in January 2010 by the prefecture with the aim of boldly launching
tourism programs in new ways (Table 1).

Table 1: Saitama ‘Super’ Tourism Prefecture Declaration (Saitama ‘chd’ kankd rikken sengen)

12 January 2010

Amidst protracted economic stagnation, Saitama announces its declaration of Saitama as a
‘super’ tourism prefecture to boost the dreams and energy of each citizen in the prefecture.

Declaration

« We have no seas, no hot spring resorts, and no world heritage sites, but Saitama Prefecture
will consistently use new tourism programs to be boldly competitive.

 Saitama prefecture will thoroughly connect new tourist resource gems and thereby
increase their attractiveness.

« Saitama prefecture will take full advantage of having a strong metropolitan area market of
40 million people nearby and aims to become Japan’s top easy-to-visit prefecture for day
visitors.

Saitama prefecture will utilise its feature as a microcosm of Japan in terms of the country’s
natural environment, history, and culture, and will actively attract foreign tourists visiting
Tokyo.

Source: Saitama prefecture (2014b). Unofficial translation by the author.

The Saitama ‘Super’ Tourism Prefecture Declaration

Generally, in a declaration of being a tourism-oriented prefecture it is customary to use words that
extol the virtues of the prefecture’s history, traditions and rich natural environment. However, the
Saitama ‘Super’ Tourism Prefecture Declaration does the opposite. It is an eye-catching declaration
statement, almost self-deprecating in a sense, in that it lists the prefecture’s weaknesses at the
beginning: the prefecture has ‘no seas, no hot spring resorts, and no world heritage sites’, and
concludes with the determined statement that the prefecture will ‘actively attract foreign tourists
visiting Tokyo’. What the prefecture should really aim for in order to increase the economic ripple
effect of tourism is to increase the number of overnight guests, so the stated aim of being ‘Japan’s
top easy-to-visit prefecture for day visitors’ is a strategy that should normally be avoided.
Furthermore, the expression ‘attract’ (yokodori, literally ‘horizontally take’) sounds as if the
prefecture sneers at itself for being unable to boost inbound tourism on its own, rather than being an
expression of competitiveness.

However, this seemingly self-deprecating wording is a clarification of the prefecture’s
weaknesses based on calm analysis. By laughing off these weaknesses, the prefecture turns them
into ammunition and redefines the target market. It thereby aims to build a complementary
relationship that allows for coexistence instead of competition with neighbouring prefectures.

In general, prefectural government tourism policies are formulated based on competitive
strategies on the assumption of severe regional competition; in other words, other prefectural
governments are competitors with whom the prefecture must compete for tourists and the prefecture
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must edge out the competition. Such an attitude toward evaluating tourism based on winning or
losing using the number of visitors and economic effects as indicators tends to lead to narrow-
minded provincialism in which one does not care what happens to others as long as one’s own
prefecture is doing well. This approach hardly leads to cooperation or harmonious coexistence and
in some cases may create contempt among one group for others. It is noteworthy that the
declaration by Saitama prefecture is clearly different from these conventional competitive strategies
employed by other prefectural governments.

Yuru-tama oendan (mascot characters’ cheerleading squad)

One of the embodiments of the philosophy seen in the Saitama ‘Super’ Tourism Prefecture
Declaration is Yuru-tama doendan (mascot characters’ cheerleading squad). The strategy stipulated
in the declaration, which is to ‘thoroughly connect new tourist resource gems and thereby increase
their attractiveness’, has come to fruition in the form of Yuru-tama oendan.

Yuru-tama Oendan is a group of the mascot characters of various organisations — such as
municipalities, tourist associations, chambers of commerce and commerce and industry associations
in Saitama prefecture — and was formed on 14 November 2008 with the aim of promoting the
attractiveness of Saitama. According to Article 2 of the Yuru-tama oendan guidelines, ‘the said
cheering squad shall be composed of the mascot characters who wish to be members of the squad
and are able to participate in tourism or local product promotion events as well as engage in PR
activities. The characters will be decided by the prefectural governor.’

The policy of turning Saitama into ‘the sacred place of yuru-kyara’ (literally, ‘loose characters’)
was clearly stipulated in the Saitama ‘Super’ Tourism Prefecture Declaration. Ueda Kiyoshi, the
governor of Saitama, urged all 70 municipalities (at the time in 2012) in the prefecture to create
their own local mascot character. By the end of January 2014, with the mascot character of Saitama
prefecture, Kobaton, serving as the captain, 103 local mascot characters existed, mainly working at
tourism promotion events (Saitama prefecture 2014c).

The prefecture was also successful in hosting the Yuru-kyara Summit, an event at which local
mascot characters gathered from around the country. The first summit was held on 28 November
2010. It was held in November using Hanyu Suigo Park in Hanyu city as its main venue until 2013.
The number of visitors increased annually. The fourth summit (held on 23 and 24 November 2013)
was very successful, attracting 450,000 visitors over two days (Table 2) although the numbers
dropped slightly in 2014, when the summit was renamed the World Character Summit in Hanyu.

Table 2: Numbers of visitors to the Yuru-kyara Summit* in Hanyu

Date Number of visitors
First summit: Sunday 28 November 2010 50,000
Second summit: Saturday to Sunday, 27-27 November 2011 135,000
Third summit: Saturday to Sunday, 24-25 November 2012 295,000
Fourth summit: Saturday to Sunday, 23-24 November 2013 450,000
Fifth summit*: Saturday to Sunday, 22-23 November 2014 410,000

Source: Prepared by the author based on the Yuru-kyara Summit guidebook (Yuru-kyara Summit in Hanyu Jikko Iinkai
2013: 10-11), Hanyu city (2014) and Sekai Kyarakuta Samitto in Hanyu Jikko Iinkai (2014).
*The name of the summit changed to Sekai Kyarakuta Samitto in Hanyu (World Character Summit in Hanyu).
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The goal of this summit is to gather local mascot characters from around the country and for the
characters to convey the attractiveness of their localities together. However, the event is not held to
determine which areas are better; instead, it focuses on encouraging cooperation and mutual
assistance among the represented areas. Especially after the Great East Japan Earthquake of 11
March 2011, this philosophy of cooperation became stronger in order to support the devastated
areas in Tohoku and provide mutual assistance through inter-regional cooperation. The fact that
cooperative and complementary relationships focusing on coexistence rather than competition
among prefectural governments have been built through this kind of event deserves special mention.
It is one of the key achievements of the summit.

One of the underlying reasons why cooperative relationships were possible was probably that the
local mascot characters have a yurui (loose) presence, which elicits laughs through comical designs.
Interactions are encouraged through these characters because people smile, relax and lose their
competitive spirit when they see them. Therefore, the idea that regional differences are not a
competition but can be recognised and celebrated in a humorous way has prevailed.

Can Saitama be a model for Japan’s tourism future? From the competition model to the
independent path

Going even further back in time, a virtual tourist association was established on 1 April 2008 on the
internet called Saitama Cho Deep-na (Super Deep) Tourist Association by the Tourism Promotion
Office, Department of Industry and Labour, Saitama Prefecture (currently the Tourism Division,
Department of Industry and Labour). The association consists of five sections: Animation Section,
Entertainment Section, Location Section, Interesting Spot Section, and Yuru-kyara Section. It is a
tourist information website introducing the interesting spots within the prefecture and has generated
significant publicity. I remember being deeply impressed when the people in charge of the
prefecture told me passionately at the time of the site’s launch that they wanted to ‘promote the
prefecture to the world using the animations that Saitama prefecture is proud to have as tourist
resources’. This virtual tourist association is still in operation, constantly transmitting hobby-
oriented tourist information (Saitama prefecture 2014a).

Many tourists respond more positively to these true-to-life and heart-warming tourism measures
of Saitama prefecture, in which the prefecture acknowledges its weaknesses and does what it can
with its small-scale resources, than they do to the top-ranked tourist resources of other areas. Of
course, the Kanto metropolitan area has the geographical advantage of being close to a gigantic
market. However, even without such an advantage, we can learn greatly from the attitude of
Saitama prefecture. If rural prefectures in Japan followed Saitama’s example and energetically
presented the appeal of their own prefectures in their own unique ways without just being obsessed
with the competition model, Japan would be much more vigorous.
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The Anohana Rocket at the Ryiisei Festival and Menma’s
wish: contents tourism and local tradition

Kyungjae Jang

Abstract: This essay considers the links between contents tourism and local
tradition, with a focus on the TV anime Anohana. First, the phenomenon of anime
pilgrimage is introduced as a form of contents tourism linked inextricably to the
use of digital technology. In anime pilgrimage, fans use travel as a way of creating
forms of communication with local residents. Then, the links between contents
tourism and local tradition through the example of municipality—fan collaboration
at the Ryiisei Matsuri in Chichibu city, which is central to the story of Anohana,
are discussed.
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Introduction

It is 13 October 2013. In the quiet rural town of Chichibu in Saitama prefecture, handmade bamboo
rockets called ryisei (literally ‘vigorous dragon’) shoot up into the sky trailing white smoke. People
wearing traditional happi (a Japanese straight-sleeved coat) are watching the launch of the rockets
with baited breath. Around the venue of the festival there is a bustling atmosphere. The smoke from
stalls selling grilled chicken rises into the sky. The success rate for the rockets is a little less than 50
per cent, but nobody cares if the launch is a success or failure because it is a matsuri (festival) not a
competition.

This handmade rocket festival in Saitama prefecture is called the Ryiisei Matsuri and has a long
history. It is the annual festival of Muku Shrine, located in the Shimoyoshida district of Chichibu
city, Saitama prefecture, and is held on the second Sunday in October. There are 27 groups that
continue the tradition of ryiisei and each group creates and launches its own rocket. The theory for
the origins of the name ryisei is that the trails left by the rockets look like a dragon, so the rockets
came to be called ‘vigorous dragons’. Ryiisei sometimes include smoke or fireworks, while others
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might have a small parachute. All the ryiisei are handmade by the groups preserving the festival
traditions, so they are also commonly known as ‘farmer’s rockets’.

Figure 1: The Ryiisei Matsuri, 13 October 2013 (Author’s photo)

The ryiisei festival is primarily a festival for local residents. However, at this festival in 2013
there are young women and men wearing the clothes of anime characters. They have been enjoying
the festival just like other participants, but suddenly these groups of young people begin to focus on
the launch of the next ryisei. The fifteenth rocket is being prepared for launch. Its name is Cho
Heiwa Basutazu (Super Peace Busters). The rocket has been made especially in honour of the anime
Anohana: The Flower We Saw that Day and its fans. Meanwhile, a young woman is being
introduced on the stage. Everyone is cheering, taking photos and videos. The woman is Kayano Ai,
a well-known voice actress who played the role of Menma in Anohana and has been invited to
Chichibu to attend the event. She does the countdown and the rocket shoots up into the blue sky.

In this short essay, I consider the links between contents tourism and local tradition, and what it
means for regional development and tourism. I focus on the TV anime Anohana: The Flower We
Saw that Day and the ryiisei festival. First, I will introduce the anime and the phenomenon of anime
pilgrimage. Then, I will discuss the links between contents tourism and local tradition through the
example of municipality—fan collaboration at the Ryiisei Matsuri.

Anohana

Anohana: The Flower We Saw that Day, commonly called Anohana, is an original anime that was
broadcast during the Noitamina (late night anime) time slot on Fuji TV between April and June
2011. A movie version was released on 31 August 2013. It was written by Okada Mari, a famous
screenwriter who wrote True Tears, Toradora! and Hanasakuiroha (The Colors of Blooming)’.

The story is set in Chichibu city, Okada’s birthplace. Six childhood friends organise a group
called Cho Heiwa Basutazu (Super Peace Busters). Meanwhile, after the death of Menma, the
heroine of Anohana, the group splits up and the member go their own ways. Anohana tells the story
of the five members as they become high school students, mainly from the point of view of the
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group’s former leader, Jinta. One day, Menma appears to Jinta as a ghost. The members of the
Super Peace Busters get together again to try and fulfil Menma’s wish, thereby letting her pass on to
the afterlife. But the friends do not know what her wish is, so they try to various things that they
think might be Menma’s wish. One of these things is to launch the ryiisei rocket. Thus, the Ryiisei
Matsuri is central to the story of Anohana.

Anime pilgrimage

With the story of Anohana strongly linked to Chichibu city, fans on an anime pilgrimage (anime
seichi junrei) started visiting Chichibu immediately after the first episode of Anohana. Anime
pilgrimage is one form of contents tourisms in which fans visit places used as the locations or
backgrounds of anime. The origins of anime pilgrimage go back to the 1970s, when anime such as
Heidi and Anne of Green Gables featured in the anime series Sekai Meisaku Gekijo (World
Masterpieces Theatre). However, strictly speaking, such tourism in the 1970s resembles film-
induced tourism more than anime pilgrimage (see Seaton and Yamamura 2015). Anime pilgrimage
is inextricably linked with digital technology. With the development of digital technology from the
2000s, it became standard practice for anime production companies to use digital photos for
backgrounds in animations. Production companies take photos of real places and process them
digitally to create the backgrounds. With this development, the backgrounds in anime have become
modelled on real spaces. It can be said that anime now have real locations that fans can visit.

As described by Okamoto (2015), there are various forms of anime pilgrimage. Fans may take
pictures of the same scenes in the anime, visit the general area, try to discover first the locations in a
sort of competition, or use anime as a way of meeting and creating new forms of communication
with local residents. After the broadcast of Anohana, all these various patterns of anime pilgrimage
were seen.

Involvement of the local community

Anime pilgrimage is an activity initiated by fans. These anime fans are a minority in broader
Japanese society. Many anime are broadcast between 22:00 and 2:00 at night and their fans are not
very visible within society. Consequently, there were few cases in which the local community
became involved in anime pilgrimage. However, after the success of Lucky¥Star in 2007 (see
Yamamura 2015), local administrations started to get actively involved in the phenomenon, along
with companies providing transport from the Tokyo area to anime locations, the so called ‘holy
sites’ (seichi). The value of having fans visit their communities had been recognised by
municipalities and they tried to attract even more fans as tourists. The increase in the number of
anime pilgrims boosted the economy of the local community. Given these trends, collaboration
between animation production companies and local community can now be seen at the stage of pre-
production. Anohana is one such case.

Chichibu city, site of the background locations for Anohana, created the Chichibu Anime
Tourism Executive Committee in July 2010, a year before the broadcast of Anohana, to promote
local development through the anime. This committee and Seibu Railway Co. Ltd were involved
from the pre-production stage of Anohana. The Seibu Railway operates the line that connects
Tokyo and Chichibu. Before the anime, tourism of Chichibu was primarily day trips by car by
elderly people. The proportion of people using public transport was small. Anime pilgrimage had
the potential to increase public transportation use because many younger fans do not have driving
licenses. Thus, the Seibu Railway ran an advertising campaign based on Anohana — comprising
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seven different types of banners ads and video ads at stations in Tokyo and in the trains of Seibu
Railway — in April and May 2011 during the broadcast.

Local government in Chichibu also used the anime as a new way of promoting the region. On 3
May, a column called ‘Pilgrimage Notes’ about Anohana was placed in the local information centre
newsletter Hotto supotto Chichibu kan (Hot Spots in Chichibu) by the city of Chichibu, and on 6
June an exhibition about 4nohana began at the Ryiisei parking area (Michi no eki ryiisei kaikan).
After that, the ‘Anohana in Chichibu’ campaign was launched by the Chichibu Anime Tourism
Executive Committee, co-sponsored by the city of Chichibu, the Seibu Railway, and Chichibu
Railway Co., Ltd.

Contents tourism and traditional culture

One of the features of the contents tourism in Anohana is the collaboration with a traditional local
festival (matsuri). Festivals have traditionally functioned as a way of bringing residents together
and forging the unity of the community. In general, therefore, superimposing external elements onto
a traditional festival is not easy. The Ryiisei Matsuri is a traditional festival that has been held by
local residents for more than 400 years. Therefore, it is highly significant that elements of Anohana
have been added to the festival. This inclusion of the anime was made possible by a number of
factors: first, Chichibu is the hometown of Okada Mari, who wrote the script for Anohana; and
second, the local municipality had made great efforts to collaborate with the anime production
company. Interestingly, the local residents who organise the festival were positive about
collaborating with the anime. For example, the Yoshida Ryiisei Preservation Society, which
comprises 27 ryiisei preservation groups, created a mikoshi (portable Shinto shrine) for Menma, the
heroine of Anohana, and started a blog about the anime.

These efforts were considered to be helpful for the preservation of tradition. Financial support is
required to organise the festival and there was a campaign to collect donations to the event from
anime fans in 2012. As a result, 255 fans donated an average of ¥2,000 (around $20) each and the
fans’ ryiisei rocket was launched. In addition to financial support, creating new fans and sponsors of
the festival is also important for conserving and passing on the culture of ryiisei, and collaboration
with the anime is highly effective as a means of promoting the festival.

In return, the community came to respect the value of the animation for the local community. At
the Ryiisei Matsuri, Yamato Takeru, the god (kami) of Muku Shrine is worshipped. For anime fans,
the character of Menma is a kind of ‘pseudo goddess’. Thus, Menma’s wish to launch a rocket in
the story of Anohana is similar to the wish of the shrine’s kami. This is probably a reason why the
local community respects anime fans’ feelings for Menma. Against this background, and in contrast
to more usual traditional festivals, there was collaboration between the Ryiisei Matsuri and Anohana
from 2011-2013. There were posters advertising the event that featured the characters of Anohana,
voice actors did the countdown at the launch of the Anohana Ryiisei, and the offering of the
Anohana rocket to the kami by the anime production company. It is unclear what the long-term
future involvement of the anime production will be because there have been no new series of
Anohana since 2013. However, the Yoshida Ryiisei preservation society announced the launch of
the Anohana rocket in 2014 and made a call for donations on their blog in July 2014.

Discussion

The launch of the Anohana rocket at the festival in 2013 failed. However, this did not particularly
matter because the overall success rate for the launch of ryisei rockets is less than fifty per cent.
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What was more important was that residents and participants in the festival enjoyed the atmosphere
more than the success of the rocket.

The aim of the organisers and each preservation group is to inherit the tradition through
participation in the festival. The aim of anime fans is to deepen their own connections with
Anohana while watching the launch of Anohana Ryiisei. The aims of both groups can be realised
through the Ryiisei Matsuri in the collaboration of contents tourism and tradition.

But, ultimately anime is fiction. The feelings of fans who like a character in an anime and those
of residents performing a ritual with hundreds of years of history are totally different, and the
mikoshi (portable shrine) of the gods at Muku Shrine and the Menma mikoshi cannot be considered
on the same level. All that can be said is that both are united in preserving something that people
think have value, whether traditional or fictional.

Figure 2: A rocket is launched (13 October 2013, Author’s Photo)

The attitude of residents towards fans is positive for now. How fans will be involved in the local
community, and what community—fan connections will be created in the future is unknown. But,
the Ryiisei Matsuri is an important example for considering the ongoing relationship between
traditional festivals and contents tourism.
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For more information about the contents tourism research project, please visit
our websites at:
Philip Seaton: http://www.philipseaton.net/research/jsps-grant-contents-tourism/
Takayoshi Yamamura: http://yamamuratakayoshi.com/contentstourism_kaken_a/
Research Faculty of Media and Communication: http://www.imc.hokudai.ac.jp/rfmc/
Center for Advanced Tourism Studies: http://www.cats.hokudai.ac.jp/
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