d & it 2 &

5D

KYOTO

F’YGNB’ﬂﬁn

SIGHTS - RESTAURANTS CAFES SHOPS HOTELS PEOPLE

a

D&DEPARTMENT

th stk S




Ayvsign travel

thEHARER - dtF



EBERSE (CIP) iR

d iRt WA (B ) KRGS R,
KR ~ALEL PRI, 20184

I, didesign travel

ISBN 978-7-5086-8667-7

1. @des N @D @pgec @K I NS
&~ w4l IV . (1 K931.39

PEREESE CIP SEET (2018) # 033369 2

RBERNIEE. s bl EgH
Copyrightt/2015 D&DEPARTMENT PROJECT. All tights reserved.

d @itz

B & | H]ERESR
#OE OBRm K W
i RRE
RS SRR R ERAF
(R RER ARG R4S ERRE 0 E WS 100029)
R ELE AbRmTHERIERAR

F K 787mm X 1092mm. 116 Bl e 12 2 B 170TE
M % 2018484 HE IR Bl 2t 2008 54858 1 AR
FUHUEE  01-2018-0901 [EAAEFE . TSI 5 R08T 5

#£ 5, ISBN978-7-5086-8667-7
B e SR

KRALFTE - BB

WA EIRL. RIS, RASRERER.
RS-k 400-600-8099

JRFEHRAE . authort@citicpub.com



J¥

AN, AMNSBEMMBAZ R, “RiHIRDE" SEHMRRESE,

W7 VAR,

HAX—MAaEIFHRES "K&iEi" (long life design ) $FFFREIYIS .

BEEE AP EL.

MET AEEERDGE T A AR, © hEREa R RGN i k.,

%, KEBAIABT—FAtER TRHEBESZFMHNEE T, X—IRES A+,
AL, WERRATZEEEEAE, B2 S ams |, Wit F—Hmi,

FERAZ RN HR T ErSE, il EEWREE. BB 2N R TATE,

LR RPI AT RER T SR A EFR T o
T P e B AR AR g AF 7530,

18X — “d %t 2Zhk" (d design travel ) &5, [EREFAENFX—HIR,
I RERE, BATELL iR w38 —H i,

HAH 47 MERERE, —Hi—/,

PARFEAY 77 ST B . ZrdbilfE, DIERERY I8 iR, 2T ARARAT.

d Btk

%A BRI ( NAGAOKA KENMEI )

A Few Thoughts Regarding the Publication of This Volume

1 believe that a “design perspective” will become extremely
important for future aenerations, and indeed people of all
generations, to interact with all areas of Japan. By “design
perspective,” T mean an imagination, which discerns what has
substance and will endure, and allows users to easily understand
and enjoy innovations. I feel that now, more than ever, a new
kind of guidebook with a “design perspective” is needed.
Therefore, we will publish a guide to each of Japan's 47
prefectures, The guidebooks will be composed, researched, and
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edited identically and be similar in volume.

Our editorial concept:

- Any business or product we recommend will first have been
purchased or used at the researchers’ own expense. That is to say,
the writers have all actually spent the night in at the inns, eaten at
the restaurants, and purchased the products they recommend.

- We will not recommend something unless it moves us. The
recommendations will be written sincerely and in our own words,

- If something or some service is wonderful, but not without
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problems, we will point out the problems while recommending it.

- The businesses we recommend will not have editorial influence.
Their only role in the publications will be fact checking.

- We will only pick up things deemed enduring from the “long message.
life design” perspective.

- We will not enhance photographs by using special lenses. We
will capture things as they are.

- We will maintain a relationship with the places and people we
pick up after the publication of the guidebook in which they
are featured.

Our selection criteria:
- The business or product is uniguely local.
-The business or product communicates an important local

Kenmei Nagaoka
Founder, d design travel
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- The business or product is operated or produced by local people.
-The product or services are reasonably priced.
-The business or product is innovatively designed.
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editorial department
Tlustration: Kifumi Tsujii

Shopping in the city
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In temples and shrines all over Kyoto,
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looking for, I can't help but to browse around to find something
unexpected.

Ultra specialized shops  In Kyoto, you can still find very
specialized independent shops all over the city. It is as if the entire
city is like one big department shop. This is the city that takes

el

they sponsor so many different kinds of market every week:
“handcraft market”, “used books market”, “junk market” and
others. Tt's not just popular ameng the locals but also tourists
come, packing up the market. Even if there’s nothing Tam
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pride in craftsmanship, and these shops have been supporting
artisans. Most of these shops opened their doors more than
hundred years age. When I make a comment about how long they
have been around, most of them reply humbly, “We're still quite
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young compared to others. It's normal around here.” It is normal
in Kyoto to keep doing it for longer than a century.
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Singing the names of streets There are nearly 50 streets in

Kyoto, starting from Marutamachi Street and Jujo Street which
go east and west, and Teramachi Street and Senbon Street that
go north and south. It's a lot easier to say the street names than
giving the address when you are in the taxi. There are two songs
that would help you memorize the street names: for the streets
that go north and south, “Tera Goko", and for streets that go east
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and west, it's “Maru Take Ebisu”. The first characters of each
street are presented to be sang with hypnotic melody. If you can
remember this, you will never get lost in Kyoto!

Red buckets that protect the city and the people  If you walk
around the city, you would come across posters reminding people
to be careful with fire to protect historical buildings. But more than
these posters, you would see red buckets placed in front of
buildings all over the city. With “Beware of Fire” written with
white letters, the bucket can be used by anyone who sees fire.
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A Few Thoughts Regarding the Publication of This Volume

1 believe that a “design perspective” will become extremely
important for future generations, and indeed people of all
generations, to interact with all areas of Japan. By “design
perspective,” I mean an imagination, which discerns what has
substance and will endure, and allows users to easily understand
and enjoy innovations. I feel that now, more than ever, a new
kind of guidebook with a “design perspective” is needed.
Therefore, we will publish a guide to each of Japan's 47
prefectures. The guidebooks will be composed, researched, and
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edited identjcally and be similar in volume.

Our editorial concept:

- Any business or product we recommend will first have been
purchased or used at the researchers' own expense. That is to say,
the writers have all actually spent the night in at the inns, eaten at
the restaurants, and purchased the products they recommend.

- We will net recommend something unless it moves us. The
recommendations will be written sincerely and in our own words.

- If something or some service is wonderful, but not without
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problems, we will paint out the problems while recommending it.
- The businesses we recommend will not have editorial influence.
Their only role in the publications will be fact checking.
= We will only pick up things deemed enduring from the “long

life design” perspective.

- We will not enhance photographs by using special lenses. We

will capture things as they are.

- We will maintain a relationship with the places and people we
pick up after the publication of the guidebook in which they

are featured.

Our selection criteria:
- The business or product is uniguely local.
- The business or product communicates an important local

Kenmei Nagaoka
Founder, d design travel
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- The business or product is operated or produced by local people.
-The product or services are reasonably priced.
-The business or product is innovatively designed.
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editorial department
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Shopping in the city
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In temples and shrines all over Kyoto,
they sponsor so many different kinds of market every week:
“handcraft market”, “used books market”, “junk market” and
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looking for, I can’t help but to browse around to find something

In Kyoto, you can still find very

specialized independent shops all over the city. It is as if the entire

city is like one big department shop. This is the city that takes
pride in craftsmanship, and these shops have been supporting
artisans. Most of these shops opened their doors mare than
hundred years ago. When I make a comment about how long they
have been around, most of them reply humbly, “We're still quite
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young compared to others. It's narmal around here.” It is normal
in Kyoto to keep doing it for longer than a century.
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Singing the names of streets There are nearly 50 streets in

Kyoto, starting from Marutamachi Street and Jujo Street which
go east and west, and Teramachi Street and Senbon Street that
go north and south. It's a lot easier to say the street names than
giving the address when you are in the taxi. There are two songs
that would help you memorize the street names: for the streets
that go north and south, “Tera Goko”, and for streets that go east
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and west, it's “Maru Take Ebisu”. The first characters of each
street are presented to be sang with hypnotic melody. If you can
remember this, you will never get lost in Kyoto!

Red buckets that protect the city and the people  If you walk
around the city, you would come across posters reminding people
to be careful with fire to protect historical buildings. But more than
these posters, you would see red buckets placed in front of
buildings all over the city. With “Beware of Fire” written with
white letters, the bucket can be used by anyone who sees fire.
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