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Feature

here used to be a secret .

spot in the waters off Irio-
mote Island in Okinawa Prefec- :
ture that I visited every summer. !
It was only accessible by charter :
boat, and the waters there were ‘!
probably around 15 meters
deep. Even from the surface you
could clearly see the brightly :
colored coral and seaweed on :
the seafloor, and even the small
fish that lived there. The water :
was so clear that as I snorkeled
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By YOSHIKUNI SHIRAI / EDITOR-IN-CHIEF

there, stretching out my arms .
and legs, it felt like I was float- |

ing in midair.

I stopped visiting after the :
summer of 2016. Some might
remember that was the year a |
massive coral bleaching event :
occurred in Sekisei Lagoon. I |
was stunned when I visited that !
coral was :
bleached and the fish had gone. :
The clear water just made it all :
the more eerie. It felt sad, like a

summer. The
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wonderful spell had suddenly
broken.

The Ministry of the Environ-
ment has been surveying rates
of coral bleaching at Sekisei
Lagoon since 2016. According
to the 2023 report, the coral
does appear to be starting to re-
cover, but it is still early days.
While compiling this month’s
special feature, I couldn’t help
wonder what the coral off Irio-
mote Island looks like now.

THE SASAKAWA PEACE FOUNDATION

Established in September 1986 as a private nonprofit grant-
making foundation with endowments from the Nippon
Foundation and the Japanese motorboat racing industry,

the Sasakawa Peace Foundation became a public interest
incorporated foundation in October 2011. In April 2015 it

merged with the Ship & Ocean Foundation (commonly known

as the Ocean Policy Research Foundation, formerly the Japan
Foundation for Shipbuilding Advancement), which had been
established in 1975 to promote the shipbuilding industry and
related industries. After the merger, the Ocean Policy Research
Institute took over the Sasakawa Peace Foundation’s work in
international exchange and cooperation, along with the Ocean
Policy Research Foundation’s work in research, surveys and policy
proposals. The Sasakawa Peace Foundation is currently headed by
Yohei Sasakawa as honorary chairman (who is also the chairman
of the Nippon Foundation) and Atsushi Sunami as president.
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INTERVIEW

An ecotourism project utilizing mangrove forests.
COURTESY: THE SASAKAWA PEACE FOUNDATION

Sasakawa works for a sustainable blue economy

By MINAMI NAKAWADA

COURTESY: THE SASAKAWA PEACE FOUNDATION
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apan is not large, at 380,000 square

kilometers of land area, but add in its

territorial waters and exclusive eco-
nomic zones and it encompasses 4.47 mil-
lion square kilometers, ranking sixth in the
world, following the United States, Austra-
lia, Indonesia, New Zealand and Canada,
according to the Japanese government. The
sea is an integral part of the island nation’s
economy and culture, which are based in
many ways on benefits derived from the
sea. Take sushi, for example. The tradition
of eating raw fish, now loved by people all
over the world, is grounded in the abundant
marine resources surrounding Japan.

The oceans are, of course, the common
property of humankind, but they are now
facing a critical situation. The “Special Re-
port on the Ocean and Cryosphere in a
Changing Climate,” presented at the 51st
Session of the Intergovernmental Panel on
Climate Change in 2019, noted that marine
ecosystems already appeared to have
passed a tipping point. The entire planet is
in a state of crisis, and the warning bells are
ringing: “The actions we choose now will
determine our future,” the report said.

In the face of these challenges, one pri-
vate organization is at the vanguard of re-
search addressing problems and issues re-
lated to the oceans, from both a policy and
scientific standpoint: the Sasakawa Peace

J Blue Credit was established by the
Sasakawa Peace Foundation with the
approval of the Japanese government.
The initiative targets the conservation
and development of marine ecosystems,
with carbon credits earned for the
regeneration of seaweed, an effective
absorber of carbon dioxide.

The ocean absorbs thermal energy and carbon
dioxide, helping to mitigate global warming.
COURTESY: THE SASAKAWA PEACE FOUNDATION
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Foundation, established in 1986 to promote
international exchange and cooperation.
One of its five goals is the “realization of a
peaceful world through the ocean.” To this
end, it conducts research and development,
policy dialogue and public awareness ac-
tivities. We spoke with Atsushi Sunami,
president of the foundation, about its ef-
forts and methodologies for solving the en-
vironmental issues facing the oceans.

“Considering ocean issues from an envi-
ronmental perspective, our goal is to realize
a sustainable ‘blue economy.’ The blue
economy is a concept that aims for econom-
ic development while preserving the marine
environment through the sustainable use of
marine resources. In a sense, we are trying
to strike a balance between the ‘use’ of the
ocean, through the harvesting of fish and so
on, and the ‘conservation’ of the marine en-
vironment while at the same time protecting
the environment and livelihoods of those
who depend on the ocean,” Sunami said.

“One of the various initiatives we are un-
dertaking to realize the blue economy is
blue carbon credit system called ‘J Blue
Credit’ ” he said. “Developed with experts
and with the approval of the Japanese gov-
ernment, the system establishes carbon
credits based on the regeneration of sea-
weed to reduce CO2. Instead of planting
trees to reduce CO2, companies can regen-
erate seaweed forests. This is the J Blue
Credit system. The idea is to include sea-
weed regeneration in the credit system and
then use the funds from emissions trading
for environmental conservation or to fund
more seaweed restoration.

“The concept of blue carbon credits has
existed for some time, but in order to make
it operational, we had to produce scientific
evidence showing how much CO2 could be
absorbed by a certain amount of seaweed.
‘We have now been able to do this. Our next
step is to expand the system to all parts of
Japan and to roll it out overseas. We are al-
ready in talks with ASEAN countries like
Indonesia, the Philippines and Malaysia.”

The foundation is also advancing the
project through research into technologies
for the propagation of seaweed and work-
shops with seaweed experts in Japan and
abroad.

Another of the foundation’s initiatives is

— 9

what it calls “umigyo,

tivities like tourism, education and leisure.
“Umigyo is a policy the foundation has

been promoting with the Liberal Democrat- |
ic Party since 2022,” Sunami explained. “It :
aims to make wider use of fishing ports, not :
only to catch and sell fish, but also to sup- :
port vibrant new businesses like restau- :
rants and tourism operations. This will al- :
low fishing associations and fishers to :

develop new businesses.

“However, it requires changes to regula- :
tions and the status quo. For example, the :
Fisheries Agency, which manages fishing
ports, could be encouraged to allow more :
flexible use of fishing ports so they could :

house restaurants, or multiple fishing asso-

COURTESY: THE SASAKAWA PEACE FOUNDATION

a strategy for region-
al revitalization that leverages local fishing :
ports and villages to deliver nonfishing ac- :

- ATSUSHI SUNAMI
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Sunami was born in Okayama Prefecture in 1965. He is president of the Sasakawa Peace
Foundation. He is also president of the Showa University of Music, adjunct professor and
special adviser to the president at the National Graduate Institute for Policy Studies (GRIPS)
and guest professor at the Research Organization for Nano & Life Innovation at Waseda
University. Within the Cabinet Office, he has served as counselor and is now chair of the
Okinawa Development Council, a member of the Economic Security Legislation Council,

a member of the Basic Policy Group under the Committee on National Space Policy and

a member of the Expert Committee on Science, Technology and Innovation. He is vice
president of the Japanese National Commission for UNESCO. In the private sector, he serves
as co-chairman of the Nikkei Blue Ocean Forum Expert Committee, chairman of the JAXA
Consortium for Satellite Earth Observation and co-chairman of the Lunar Industry Vision
Council. He earned his master’s in international affairs and Ph.D. in political science from
Columbia University and bachelor of science in foreign service from Georgetown University.

ciations covering small areas could be unit-

examples in Japan and other countries,

proposing policies and conducting public
relations activities to promote understand- :
ing of these policies with as many people as :
possible. We are also working to launch this :
umigyo model from Japan and to make it :
i take root overseas as well.”
i When it comes to such wide-ranging re-
form, private groups like the Sasakawa :
Peace Foundation can play an important :
role due to their strong relationships of :
trust with the government and other stake- :
i holders. They can bring together the Minis-

i try of Land, Infrastructure, Transport and
ed to revitalize an entire region. The goal is :
to promote the diversification of the fishing :
i industry to a more general maritime indus-
| try.
“Currently, we are researching successful :
¢ works. This approach can help move new

Tourism, which has jurisdiction over sur-
rounding ports and roads, along with the
Fisheries Agency, which manages fishing

i ports, making possible measures that go

beyond piecemeal administrative frame-

policies forward toward realization.

The issues facing oceans are as bound-
less as they are. And, unless they can be
solved through initiatives like the blue
economy, they could have significant rami-

¢ fications for Japan’s economy and society

as a whole. With the oceans accounting for
70% of the Earth’s surface, everyone has a
stake in these issues. The Sasakawa Peace
Foundation is but one organization among
many trying to make a difference, but its

: work seems to have real potential.
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Ai Futaki, a self-described
“subaquatic messenger,” has
set two new Guinness world
records for free diving. Active
around the world, she aims to
bridge the gap between ocean
and land.

https://aifutaki.com/ https:/
www.instagram.com/aifutaki/
©AI FUTAKI PHOTOGRAPHED BY FABRICE DUDENHOFER
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ALGAE
How algae could help save fisheries for the future

By RIKO SAITO

|
© ALGALEX INC.

® Summary
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What is Umamo?

Umamo is a powdery seasoning
made from an algae grown
using lees from the Okinawan
rice-based spirit awamori. Rich
in umami, it has a taste similar
to karasumi (salted, sun-dried
fish roe). Lees, glucose and
algae are put into a tank, and
as the algae grow they create
not only umami, but also lipids
that they store as DHA.
https://umamo.jp/

Top: Umamo can be sprinkled on curry to
give it a richer flavor.

Below: Umamo also can be sprinkled on
pasta, just like karasumi.
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aced with climate change and :

F overfishing, the world’s marine re- :
: who was once involved in importing fish

i feed for a major general trading company,
The Ministry of Agriculture, Forestry :
and Fisheries says that fishery and aqua- :
culture production in 2023 was 3,724,300 :
tons, down 192,700 tons, or 4.9%, from :
the previous year. According to Fisheries !
Agency white papers published in 2008 :
and 2023, the percentage of fishery re- :

sources are in a state of crisis, and
Japan is no exception.

sources caught at a biologically sustain-
able level has been gradually declining
worldwide, falling to 65% by 2023. For
example, the catch of Japanese sardines,
which exceeded 2.5 million tons in the
1980s, declined to 561,000 tons by 2022.
Sardines can no longer be considered a
mass food source. Furthermore, a de-
cline in small fish like these leads to a
decline in the large fish that feed on
them, which has a significant impact on
overall fishery resources.

Aquaculture can help prevent overfish-
ing and ensure the sustainability of ma-
rine resources. But Japan’'s aquaculture
industry has its problems, too — namely
that wild fish from South America are be-

FRFEOWEZA TS W

feed for raising fish.
© ALGALEX INC.

ing imported as fish feed. The president
of the company AlgaleX, Daichi Takada,

says the situation is dire.

“Almost all of the fish meal and fish oil
used to feed farmed fish (in Japan) is im-
ported from South America, mainly Peru
and Chile, and it is made from bluefish.
In other words, fish raised in Japan are
eating fish from South America. As long

AlgaleX's factory and headquarters in the Okinawa
city of Uruma, near mangrove forests where it
collects algae for research and development.
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CHEH UL, L Lk

2O TRFBAE TRMADHOEA D> Tz
Algale X fREDHRERAL R O @AM, HAD R
KORKRFBIZKZONT 0D 2 LI falf e fioTz, T58
JHEADEI L 72 5 5B LRI BET R TRv =% F ) It
EroiiAsnTo 2 5H» R 2% Y HADRA

fevaz bbb, TEBRURZROHHER L Z 0, M
T. BRAKERBEL EORLELRERLHY, HDH
R IEE 22 LY 228 H D 2T,
FOKEE DA~ DR 2 4TI L 7o B o mHIR, 2021
it e b B EREROE FEICAE L A6

JEHTCHET2OHHEL O, KRICBE L SN B kE
O DL FE RIS T B DR HA 0 b KR - 7=,
ZITADPENTEKRL . FERHE CRIICROE
Ludfilu=—ry MED 2K, BTohTwv3ig
AR OER RS Y (O 28 ORFBCRIILL.

AAFEELR L6206




Saturday, August 31,2024 | The Japan Times | B5

as transportation remains costly and car- :
bon dioxide emissions remain high, im- !
porting fish from South America is not :

sustainable at all,” he said. “In addition,

suddenly stop.”
It was Takada's strong desire to break

2021. Through fortuitous encounters

chain. Algae, which grow in waters

brackish mangrove forests in Okinawa.

Algae are notoriously difficult to grow, and
developing Umamo took a lot of trial and error.
AlgaleX hopes to achieve industrial-scale
production using its own Al technology.

© ALGALEX INC.

and development center there.
“The one algae that caught our atten-
tion was (a type of) Aurantiochytrium, a

{ microscopic algae that is one-hundredth
there are all sorts of risks, like natural
disasters, political upheaval and import :
restrictions that could cause supplies to :

of a millimeter in size and invisible to the
eye. It has a 15% concentration of the nu-
trient DHA, which is much higher than

i the 1% concentration found in tuna and
i other fish. Algae are eaten by corals and
this dependence on imported fish that :
prompted him to launch his startup in

plankton, which are then eaten by
shrimp and small fish, which in turn be-

: come food for larger fish,” Takada said.
with some leading researchers, he decid- :
ed to focus his attention on algae, which !
are at the very bottom of the ocean food :

“We thought that if we could produce
large quantities of this algae cheaply and
efficiently, it would be possible to culti-

i vate fish without relying on other fish for
throughout Japan, are abundant in the :

food — in other words, without depleting

i the ocean’s resources.”
For this reason, he set up his research :

Takada and his staff began working on
production of the algae in 2021. Howev-
er, algae are notoriously difficult to grow,
meaning that production at the quanti-
ties necessary for aquaculture would
have been challenging, so they decided
as a first step to try to create a new mar-
ket for algae that could be enjoyed di-
rectly by humans as a nutrient-rich
health food.

“There are products out there that take :
advantage of algae’s functionality, such :
as Euglena, Spirulina and Chlorella, but
they are health supplements and so are
not marketed as foodstuffs for their :
taste. We decided to try making algae :
that would taste good. By growing algae :

using awamori lees,” a sediment result-

ing from the distillation process for an
i clams. In terms of nutritional value, it con-
! tains more than 10 times as much of the |
i omega-3 fatty acid DHA as mackerel, 10 :
i times more GABA (an amino acid linked
i emissions. An innovative and sustain-

Okinawan rice-based spirit, “we suc-
ceeded in cultivating a unique and deli-

cious algae that is rich in umami. The

lees would otherwise have been discard-

ed, and so this also addresses the sepa- :
i and three times more of the vasodilator :
arginine than garlic, giving it such rich !
¢ umami and nutritional content that it is

rate issue of food loss.

“However, when it comes to using such !

unused foods in new products, it is diffi-

» DAICHI TAKADA

© ALGALEXINC.

President and representative director of AlgaleX Inc. Born in Kanagawa Prefecture in
1989, he graduated from Waseda Law School and then worked for a major general trading
company, where he was responsible for mergers and acquisitions, business restructuring
and venture investment. He established AlgaleX in March 2021.

cult to use them as raw materials or to :
industrialize them because their compo- :
sition is not stable. This is where our Al :

technology came in” for growing the al-
gae.
Dubbed Umamo, their algae contains

more astringent succinic acid than shijimi

to lower blood pressure) than tomatoes

hard to believe it is just one single ingre-
dient.
And thus a need to solve aquaculture

i problems has resulted in the develop-
: ment of a delicious new seasoning. In the
i future, Takada hopes to work again on
1.5 times more glutamic acid (the umami :
: component) than kelp and four times :

his original goal of the production of
aquaculture feed. If the algae can be

i grown using the company’s proprietary
i Al technology, it will be possible to pro-

duce it remotely, right next to aquacul-
ture farms. This would cut transporta-
tion costs, time and carbon dioxide

able aquaculture beckons — and there
are high hopes for Takada’s efforts to

i help make it a reality.
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ave you heard of the nonprofit :
H organization Tomorrow, which :

runs cultural activities focused :
on art, crafts and architecture? Its presi-
dent, Kayo Tokuda, worked for many :
years as a curator on Naoshima, the :
famed “art island” in the Seto Inland Sea. :
Tomorrow’s board of directors includes :
the Pritzker Prize-winning architect :
Ryue Nishizawa, and its advisory com-
mittee includes Soichiro Fukutake, the !

honorary chairman of the Fukutake

Taiza Studio is located in a port town in
Kyoto Prefecture facing the Sea of Japan.
This renovated century-old house is used as
a base for food events and other activities.
PHOTO: NOBORU MORIKAWA

Feature OCEAN

Foundation, which was behind Naoshi- :
i include events and tours that combine
‘art’ with ‘dining together’ in Taiza. The
Tango Peninsula, where Taiza is located, |
is rich in traditional fermented fish foods
like heshiko (mackerel marinated in rice :
i bran), seaweed, Taiza crabs and other :
seafood, and it is attracting attention for :
its association with good health and lon- :
gevity. Regular and also ancient rice vari- :
eties, organic vegetables and dairy farm- :
i wakame soup, and it is popular as a nu-
i tritional food — something that mothers

ma’s art transformation.

Initially based in Kyoto, Tomorrow ex-
panded its activities in 2020 by establish- :
ing a base in the Taiza area of the city of :
Kyotango. Although Taiza lies within the :

prefecture of Kyoto, the small port on the

Sea of Japan is more than two hours
from Kyoto by train. The base, Taiza Stu- :
dio, is an experimental space in a centu- :
ry-old two-story wooden house that took :
: traditional woodworkers and craftsmen :
in ceramics, glass, Chinese paper and :
. fer now, we are also working with artists, :
i architects, chefs and craftsmen to ensure
i that the area’s food, lifestyle and beauti- :
Hatake” (“Fields of Tomorrow”). When
she thought about how she could use art :
to build a society filled with hope, she de- :
cided she needed to combine art with :
eating, the act most directly connected :

plaster four years to renovate.

Tokuda refers to the project they are :

undertaking in Taiza as “Ashita no

with our survival.

“Starting from the keyword of ‘food, :
‘Fields of Tomorrow’ aims at creating a
place for the act of cooking, cooking uten- :

SUSTAINABLE DINING

Project focuses on
harvesting ‘fields of the sea’

By TOSHICHIKA IZUMI

sils, housing and exchange. Its activities

ing thrive in the area,” she said.
“While savoring everything it has to of-

ful scenery grounded in its natural envi-

ronment are preserved for the next gen- !

eration.”

Tokuda says she has come to recog-
nize food as the most important element :
i in her curation. :

“Japan’s food self-sufficiency rate is :
currently 38% on a calorie basis. We are
¢ just on land, but in the ocean too.

in a situation where we cannot survive

i without imports, and when I wondered
: what we would do if something hap-

pened and we couldn’t obtain enough
food, I thought that seaweed would have
potential as a good source of protein. We
focused our attention on the seaweed
that can be found in Taiza, which is lo-
cated on the sea. South Korea and Japan
are probably the only countries where
seaweed is eaten daily. Especially in Ko-
rea, there are more than 10 kinds of

eat every day immediately after child-
birth to recover their strength. Not many
countries use seaweed as an ingredient,

¢ but it is nutritious and healthy. We want-

ed to make something of it.”

The first step for this new project is an
event scheduled for the end of Septem-
ber in Kyoto. A chef will prepare a spe-

i cial meal using wakame harvested at

Taiza for all the participants to enjoy.
Perhaps the “fields of tomorrow” are not

» KAYO TOKUDA

Born in Okayama in 1971, Tokuda was involved in art
curation with Benesse Holdings and the Fukutake Foundation
from 2001 to 2010. In 2016, she established the nonprofit
organization Tomorrow. She currently serves as its president.
https:/tomorrow-jp.org/

From 11 a.m. to 1 p.m. on Sept. 24, the
nonprofit organization Tomorrow will host
“Seaweed Cuisine with a Chef/Food Doctor”
in Kyoto’s Sakyo Ward. The lecturer will

be Sachi Sakabe, a researcher on cooking
and the director of the Japan Food Doctor
Association. Ken Sakamoto, the chef and
owner of the Kyoto-based Italian restaurant
Cenci, will cook a “wakame soup set meal”
using seaweed from Taiza for everyone.
¥5,500 (tax included). Applications are
accepted on a first-come, first-served basis at
https:/tomorrow-jp.org/program/sei-kitchen8/.
Participants will receive an e-mail from
Tomorrow with the address and other details.

The “Seaweed Cuisine” event’s wakame soup
meal will also be served at Taiza Studio
from Oct. 25. It includes four dishes: Taiza
wakame soup with grouper and a Korean
type of shiso perilla, handmade kimchi natto
with three kinds of seaweed (wakahijiki,
mirin and tosakanori) rolled in buckwheat
crepes, tofu and eggplant, and black rice.

Tateiwa, a large rock formation 20 meters in height, in Taiza, a village on the the Sea of Japan coast.
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COURTESY: TOMORROW
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PICK-UP ARTICLE

Painter Torajiro Kojima
(1881-1929) purchased works
of art in Europe that formed
the core of the Ohara
Museum of Art’s collection.
COURTESY: OHARA MUSEUM OF ART

Cultural resonance at the Ohara Museum of Art

By AYA TSUTSUI

COURTESY: OHARA MUSEUM OF ART

hite-walled warehouse-man- :
sions, ink-black lattice-tiled :
namako walls, rows of willows

swaying in the breeze: The picturesque
townscape of the Bikan Historical Quar- :
ter stretches along the Kurashiki River, :
lying just a 10-minute walk from Kura- :
. memory, and that impression may well :

Located on the Seto Inland Sea, the : :
town of Kurashiki originally prospered :
as a center of the spinning industry. The
Ohara family not only supported the :
town’s development, but also enthusias- :
tically nurtured its cultural foundations.
A privately owned museum opened by :
the family in 1930, the Ohara Museum of :
Art, is renowned for offering Japan’s first :
permanent exhibition of Western fine :
art, including works by El Greco and '
Claude Monet. Funded by the family, the !
collection was initially assembled by the :
painter Torajiro Kojima but was gradu- :
ally augmented and now extends to :
i ily seek to orient the museum and its

The museum came under new leader- !
ship last year, when Atsushi Miura took :
i tion spotlights the Ohara Collection from
i an assortment of angles, including re- :
i tracing the footsteps of Torajiro Kojima :
A Door to Modernity.” The Japanese title :
takes the form of a question: “Does
One
might wonder why, given that the Ohara
Museum of Art is already famous for its :
outstanding permanent collection, it has
chosen to hold a special exhibition that
phrases its title in the interrogative. The :
i known example of two-way cultural ex-
expressed in the keywords “transmis- :

%

shiki Station.

around 3,000 items.

over as director. Now it has opened an
ambitious exhibition titled “Cross-Cul-
tural Resonance in the Ohara Collection:

cross-cultural resonance exist?”

reason lies in the new director’s hopes,

COURTESY: OHARA MUSEUM OF ART

Exhibition: “Cross-Cultural Resonance
in the Ohara Collection”

Focusing primarily on the modern art that forms the core
of the Ohara Museum of Art’s collection, this exhibition
reexamines the ways in which modern Japan has reacted to
other cultures. By tracing the footsteps of Torajiro Kojima,
who laid the foundations of the collection, and placing
Eastern and Western artworks side by side to explore
their resonance with each other, the exhibition follows the
transitions in modern art to which the art museum has
been witness, through works produced as a result of past
and present artistic patronage.

@ Ohara Museum of Art

1-1-15 Chuo, Kurashiki City, Okayama Prefecture
Exhibition will run through Sept. 23, with the museum
closed on Sept. 2 and 9. Open: 9 a.m.-5 p.m.

(last admission 4:30) Admission fee: ¥2,000.

COURTESY: OHARA MUSEUM OF ART

sion” and “exchange.”

The fact that the collection has an es-
tablished reputation does, at the same
time, invite the impression that the ex-
hibits never change. Even if the exhibits
are changed out periodically, the works
remain strongly imprinted on people’s

take precedence. Miura hopes that this :
exhibition will play a part in sweeping :
away those past memories and transmit-
ting a new image to people. While the :
Louvre and many other art museums ':
around the world primarily display items
in their collection, Japan’s art museums
tend to focus on promoting special exhi-
bitions of a short duration that hardly :
ever reference their own collections.

This exhibition reveals the challenge
that the Ohara Museum of Art has taken :
on in tapping into its own strengths in a :
way that differs from the structure of :
conventional exhibitions, which primar-

visitors toward consumption.
Consisting of four chapters, the exhibi-

and the history of artistic patronage.

The most direct focus on the question
of cross-cultural resonance can be seen '
in the second chapter. This chapter takes
up eight themes — “other cultures,”
“nudes” and “labor” among them — and '
mixes together Japanese and Western
artworks on each theme. One widely

change is the way in which impression-

Ohara Museum of Art

This art museum was established in 1930 as Japan’s first privately owned
museum focused on Western art, whose collection primarily consisted of
works acquired in Europe by Kojima with the support of the businessman
Magosaburo Ohara. Following subsequent acquisitions of Japanese modern
and contemporary art, along with Asian and Egyptian art, the museum’s
collection now encompasses around 3,000 items. The museum also actively
undertakes a diverse array of other initiatives, including support for
contemporary artists, educational outreach activities and holding concerts.
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i ism found a warm welcome in Japan,
: while ukiyo-e prints made their own im-
. pression in France. Naturally, a deeper
¢ understanding develops if one’s viewing
i of the works is informed by that kind of
i knowledge, but regardless of one’s prior
: knowledge of art, visitors will likely real-

ize that the viewing experience is en-

: riched even more by actually looking at a

collection of artworks on the same theme

i brought together within an art museum.

For example, let us look at the nudes of
Pierre-Auguste Renoir and Kunishiro

Mitsutani, one of the artists who was in-
: spired by Renoir; as the Mitsutani paint-
i ing included in the exhibition was paint-

ed in his later years, when he had

i changed his artistic style, one can tell

that the resonance of these two artists
changed its timbre. I would encourage
you to visit the venue to see for yourself
whether the pieces in front of you reso-

i nate or not, and what kind of notes they
i strike with you.

For the Ohara Museum of Art, this ex-

hibition is just the start. One imagines it

will further develop exchanges that take
the art museum as their starting point.
Interactions between the artworks and

: visitors, among the artworks themselves,

and among the people viewing them can
create new resonances for us today.

i Their resounding tones will no doubt
i progressively spread beyond the art mu-

seum and Kurashiki, eventually echoing
extensively in a loud reverberation. I

plan to keep an ear out for the foresee-
i able future, to see what kinds of sounds I
¢ can hear.

PHOTO: AYA TSUTSUI
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Enowa: Gastronomy from the fields of Yufuin

t the inn-style retreat Enowa, :
A each of the 10 villas and nine
is furnished :

with an outdoor hot spring bath. It is !
located in Oita Prefecture, Japan's |
“onsen prefecture,” which boasts :
both the largest number of hot spring
sources and the highest yield of !
spring water. The Yufuin district of :
the city of Yufu is well-known for its
branding strategy as a luxury onsen
resort and as a city planning model :
for cities planning to become tourist

guest rooms

destinations.
Until the prewar period, Yufuin

was mainly a farming village. In the |
1970s, a group of local ryokan inn |
managers, inspired by an observa- :
tion visit to Baden Baden, Germany, !
promoted a tourism plan that would
enable their businesses to survive by :
preserving the area’s natural envi- :
ronment. They have succeeded in at- !
tracting customers by resisting large- :
scale development, instead operating
small and medium-size inns focusing !
on quality food and service. Enowa, :
which opened in June 2023, has had
a significant influence in the district. !
This is because executive chef Tashi :
Gyamtso has created the first innova-
tive cuisine in Yufuin, and a new rea- |
son for Japanese and overseas tour- :

ists to head to the area.

Gyamtso was born and raised in a !
mountainous area of Tibet that is :
3,000 meters above sea level. There, |
self-sufficiency in growing vegetables !
and raising cattle is the norm. “Pas- :
turing the cows was my job,” he said. :
“We were farming people, and we
bartered for necessities with our rela-

tives, who were nomadic people.” His

By TAEKO TERAO

family relocated to New York in 2008.
¢ After graduating from university, he
pursued a career as a chef in earnest.
Starting in 2015, he worked for four
years, eventually becoming co-execu-
tive chef, at Blue Hill at Stone Barns,
a restaurant near New York City that
promotes the “farm to table” philoso-
phy. Widening his culinary horizons
further, he trained at renowned res-
taurants in Europe and Japan, and
even at a sake brewery to study fer-
mentation. He arrived in Yufuin in
: 2020, three years before Enowa
i opened, and began preparations for
the restaurant by cultivating its fields.
“The environment of Yufuin and
the owner’s concept of ‘offering cui-
sine in which just-picked vegetables
grown in our own field play the star-
ring roles’ aligned with what I as-
pired to do myself,” said Gyamtso.
Currently about 200 different veg-
etables and herbs are grown each
yearintheneighboring 10,000-square-
meter field, without the use of pesti-
cides. Gyamtso and the restaurant’s
staff members participate in the farm
work under the guidance of agricul-
tural adviser Teruhisa Ishiwari of
Ishiwari Farm in Kyoto, who has
earned the support of famous chefs.
Based on the concept of “local pro-
i duction for local consumption” and

dishes born of the soil.

¢ vegetables, combined with fish and

Oita Prefecture (Innovative)

Restaurant Jimgu/
Enowa

544 Kawakami-Maruo, Yufuin-cho,
Yufushi, Oita Prefecture
https://enowa-yufuin.jp/

with an eye to the future, they create :

PHOTOS: KOUTARO WASHIZAKI

meat from Oita. In early summer, the

vegetables include asparagus and
Dinner at Enowa’s main dining

room, Jimgu, begins in the green- !
house, where a fresh vegetable appe-
tizer is served amid the aromas of the
herbs grown inside. The dishes that :

follow also feature an abundance of : the district who have brought new vi-

i tality to Yufuin.

fava beans. All of them are vividly
flavorful. The style of cuisine may be
different, but Gyamtso’s philosophy
of staying close to the land perfectly
matches that of his predecessors in

The restaurant's signature dish, Bouquet,
is transformed in the Kkitchen into a
vibrantly colorful plated dish. Zucchini,
two types of carrots (big and small),
kale and other vegetables are combined
with three types of sauce: butter and
apple, yogurt and turmeric, and edible
chrysanthemums with other ingredients.

Arranged in a vase, Bouquet starts out as
a delight for the eyes.

“ TASHI GYAMTSO

Gyamtso was born in Tibet in 1990. In 2008, his family moved
to New York. From the following year, he attended university
while also getting started in the restaurant world. After honing
his culinary skills at American and Japanese restaurants,
mainly in New York, from 2015 he worked at Blue Hill at Stone
Barns for four years. For the last two-plus years of that time,
he was the restaurant’s co-executive chef. During that period
he also trained for several months in Japan and the U.K., and
in spring 2020 relocated to Japan and assumed the post of
executive chef at Enowa.
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VOL. 12:
Kose Corp.

S0

Mission: Sustainability

By OSAMU INOUE / Renews

Kose’s strong points

q4 Has promoted “Creating Beauty in a Sustainable

World” since 1991

2 Made it onto CDP’s 2023 A list in both climate change
and water security for the second consecutive year

3 Has transplanted coral across more than 12,000 square
meters under its “Save the Blue” project since 2009

4 Works to reduce plastics in its products, including bot-

tles and outer packaging

ILLUSTRATION: AYUMI TAKAHASHI

Kose takes pride in creating beauty in the world

Kose Corp. launched a campaign

to help coral reefs around Okina- :
wa, part of the Japanese company’s !
“Save the Blue” project channeling :
some of the proceeds from its flagship !
into restoring
i profit group CDP. Kose and Kao Corp.

are the only Japanese cosmetics com-
panies to have been included onthe A |
list in two divisions for two consecu- :

In July 2024, the cosmetics maker

Sekkisei
reefs.

cosmetics

This is the 16th year for the sum- :
mer campaign, and consumers now |
recognize SekKisei as environmental- :
ly aware — the rare cosmetics brand
whose purchase leads directly to pro- :
. Sustainability, gender equality
Kose's internationally praised sus- !
tainability efforts took a major leap !
forward in 1991, when it decided to
increase its international presence by
. establishing a corporate identity. Re- !
i garding conservation of the environ- :
ment as an important issue, it intro- |
duced the slogan “Creating Beauty in !
¢ a Sustainable World” (see the article

moting environmental sustainability.
Established

senting about 37% of its sales.

Kose commands a high reputation :
as a company actively working on :

sustainability projects. In July it was
included in the FTSE4Good Index Se-

ries, a major stock index for investors :
who look for environmental, social :
and governance (ESG) factors, for the :

in 1946, Kose also i
makes home products like shampoo :
and sunscreen and has gone global,
operating in 68 countries and regions, !
with its international business repre- :

fifth straight year. Its score places |
Kose among the highest-ranking cos- :

metics makers in Japan.

Furthermore, Kose was put on the
2023 A list for both climate change !
and water security announced this |
February by the international non- :

tive years.

in the box).

In 1997, it set up a Global Environ- |

ment Committee, cutting across
groups, and initiated efforts for social

The head of Kose’s Corporate Strategy Department, Yoshinori Haratani (left), and Seiji

contribution through its business. In :
2017, it joined the United Nations !
i Global Compact, aiming to contribute !
to achieving the international body’s
i the global environment, Kose has

sustainable development goals.

For this, it set up a body dedicated
i to designing sustainability strategies !
¢ in 2019. In April 2020, it announced a
sustainability plan that set targets for |
2030. These moves drove Kose signifi- :
¢ cantly forward in terms of contribu-
i tions to people and society, as well as
¢ to the global environment. In terms of :
the former, “a source of adaptable :
products and services” is arguably a
¢ tic of Kose is its goal of achieving an

characteristic of Kose.

Kose does not have products spe-
cifically for men or women in its flag- |
ship brands, such as Sekkisei and De-
corte. Yoshinori Haratani, director
and general manager of Kose’s Cor- |
porate Strategy Department, said: :
“We take pride in the way we ap- !
i proach gender, which we believe is |
most characteristic of our company. :
[Our products] help people maintain
their skin in healthy conditions re-
gardless of their gender. We don'’t :
need to make separate products for |
different genders, which helps us be- |
come more eco-friendly. The same :
goes for our business-use products — !
for example, complimentary toiletries |
at hotels, which our customers like :
i of Kazutoshi Kobayashi, who became

This philosophy that skin care and
makeup do not discriminate between :
genders is embodied by Los Angeles !

because they are easy to manage.”

Dodgers slugger Shohei Ohtani.

Kose has enlisted Ohtani to serve as '
a model for Sekkisei and Decorte ads |
since 2023. During the World Baseball !
¢ tainers of all eligible Sekkisei prod-
Ohtani posted on his Instagram ac- !
count a photo of his locker in which ‘!
containers of Decorte toner and :
cream were visible. This attracted at-

Classic held from February to March,

tention in social media and helped
boost the brand’s sales among both
male and female buyers.

As part of efforts to help conserve

been working to reduce emissions of
carbon dioxide in order to achieve
carbon neutrality in Scope 1 and 2 (di-
rect and indirect) emissions by 2040,
reduce its use of plastics, including
through reconsidering packaging ma-
terials and using recycled plastics,
and promote responsible purchasing
of palm oil.

One especially unique characteris-

“increase in awareness of environ-
mental issues through products and
services,” as mentioned above.

Planting coral
SekKkisei, sold in 15 countries and re-
gions, mainly in Asia, is a brand that
represents Kose. Starting in 1985 with
a toner made from Japanese and Chi-
nese herbal extracts, Sekkisei has
added new items and grown into a
skin-care brand that is a major seller
for the company. At least 67 million
Sekkisei toners had been shipped by
November 2023.

Sales growth accelerated in 2007
after Kose ran an ad campaign featur-
ing a popular actress with the support

its president that year. Riding on the
brand’s success, Kose launched the
“Save the Blue” project in 2009.
Under the project, Kose makes a
donation to fund coral conservation
activities for areas equivalent to the
total area of the bottoms of the con-

ucts purchased during two summer
months.

“Sekkisei is our signature brand,
and we were considering ways to

Kawano, head of Sustainability Strategy Office. PHOTO: OSAMU INOUE
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make use of its wide reach and popu-
larity to launch a long-term project.
The project has now developed into
an annual event involving not only
our customers but also our distribu-
tion partners,” Kose Director Yoshi-
nori Haratani said.

In 2011, the project’s target scope
was expanded to include coral over-
seas. Now it supports coral conserva-
tion in a total of nine countries and
regions, including Japan. Over the
past 15 years, the project has planted
more than 20,000 corals in areas total-
ing 12,269 square meters. It has
played a significant role in stimulat-
ing consumer interest in environmen-
tal conservation and deepening their
understanding of it, as the campaign
is advertised widely using pop-up ads
and displays.

The project expanded its scope of
activity in the winter of 2022, when
Kose began an activity to protect
snow, not limiting its projects to one
season. But these are not the only
contributions to global environmental
conservation that Sekkisei has made.

Reducing plastics

In September 2020, Kose introduced
the first full Sekkisei rebranding:
Sekkisei Clear Wellness, a new series
featuring unique ingredients extract-
ed from plants grown in Japan. For
this series, Kose reviewed all factors
related to packaging and containers
to reduce the use of plastics.

The bottles for the series use a
“green nano” resin additive, reducing
CO2 emissions when the plastic is in-
cinerated as waste, and biomass PET,
reducing the amount of petroleum-
derived materials. In addition, a no-
label design reduces the amount of

plastic and ink used, and the plant-

derived ink is biodegradable.

A cardboard material was chosen
for the outer packaging, and instead !
of printed instructions, a QR code lets
users access detailed instructions on- :
line. Kose also introduced refills for
the series, part of its participationina
project initiated by the Ministry of the :
Environment in 2022 for a model :
project for investigating CFP calcula-
tion, reduction planning and presen- :
tation. In this series, the company
made clear reductions in CO2 emis-
sions across products’ life cycles, !

from production to disposal.

Emissions calculations for the prod-
uct Sekkisei Clear Wellness Pure !
Conc SS, for example, have shown :
that refills had 28% lower CO2 emis-
sions than bottled products across
their life cycles, from the procure- :
ment of raw materials through to dis- |

posal and recycling.

In addition, Kose launched in early :
2021 the Sekkisei Clear Wellness ‘!
products W Barrier Mist and UV De- |
fense, the first to come in standing :
pouches made entirely of paper in- !
stead of plastic. Such pouches were |

believed to be practically impossible

ing company.

large one.

Remaining a pioneer

its efforts.

The bottles for the Sekkisei Clear Wellness series use a “green nano”

©KOSE

resin additive and biomass PET, and the outer packaging uses a
cardboard material. The ink used is plant-derived and biodegradable.

“The most significant update is the :
addition of the target of achieving net- |
zero CO2 emissions, including Scope
3 emissions (in the supply chain), by
2050, clarifying the target we’ll aim
for after the existing target of 30% re- !
duction by 2030,” said Seiji Kawano,
general manager of Kose’s office on |
sustainability strategy. “Going for- :
ward, we plan to work on horizontal
recycling, where we’ll collect bottles !
of cosmetics, including Sekkisei. We
are also preparing to decide by April :
2025 on target figures for the intro- !
i duction of refills for more products.”

“So far, we have done what we've !
had to do naturally as a member of |
society,” Kawano continued. “So go-
ing forward, we aim to contribute to !
people and the Earth, especially
where beauty is involved, while re-
i and services that have new added

“Working with external partners to !
inspire each other is a tradition of :
ours,” Director Haratani said. “I think
we should seek relationships that :
benefit both sides rather than cushy, :
too-friendly relationships so that, for !
example, we can work with even in- :
i dustry rivals on open innovation proj-
to develop, but Kose managed it with :
the help of Toppan Inc., a major print- :
i s0,” he added.

Furthermore, Medicated SekkKisei
Brightening Essence Lotion, launched
this March, uses biomass plastics and
reduces overall plastic through things
like doing away with wrapping film !
and using paper rather than plastic :
for the seal on the box. These mea- |
sures allowed Kose to reduce CO2
emissions by about 9% for the prod- :
uct’s regular size and 10% for the !
i products targeted at Japanese con-
i sumers, and the two companies also
i jointly launched a beauty salon busi-
Thanks to these efforts, the sustain- !
ability plan introduced in 2020 has :
been progressing steadily. This April, '
Kose gave an update on progress so |
far and at the same time strengthened

maining what we are.”

ects or develop new products.
“And I think it’s in our DNA to do

In the past, Kose had a partnership
with L'Oreal, the world’s largest cos-
metics maker. When Kose founder
Kozaburo Kobayashi learned that
L’Oreal was planning to crack the
Japanese market, he visited the
French company and signed a techno-
logical cooperation deal in 1963. A
factory was built in the Saitama city
of Sayama to manufacture L'Oreal

ness.
Although the two companies ended
their partnership in 2001, the experi-
ence of that success stayed with Kose,
leading to collaboration with Kao.
In 2021, Kose and Kao signed a

comprehensive collaboration deal on
sustainability for cosmetics. In the
first project under the deal, the two
companies have been working to real-
ize horizontal recycling of plastic bot-
tles for cosmetics and other products
since April 2022. They are also work-
ing on a project to recycle cosmetics
into paints.

It is still uncommon for rivals to
work together on sustainability, but “a
pioneering spirit and showing exam-
ples for others to follow is also part of
what makes Kose Kose,” Haratani

i said.

“Kose was a pioneering company to
introduce [powdered] foundation and
serum products in the skin-care
genre,” Haratani continued. “We're
doing the same thing in the sustain-
ability field. We hope to offer products

value and are good for the global en-
vironment.”

Kose will remain a pioneer with
brands that show excellent awareness
about the environment. The Earth
must remain beautiful — helping to
do so is the pride of this “beauty cre-
ation company.”

A SekKisei display, referring to the “Save

the Blue” project, at a Matsumoto Kiyoshi
drugstore in Tokyo’s Asakusa area.

©KOSE

n 1991, the Kose group intro-

duced the slogan “Creating Beau-
ty in a Sustainable World” with a
strong determination as a “beauty
creation company” to share our wis-
dom and work to benefit other peo-
ple and the Earth.

Thirty-three years have passed
since then, but the slogan has not
lost color. On the contrary, it has be-
come increasingly suitable to the
current age. It is now the corner-
stone of our determination to unite
groupwide efforts to address sus-
tainability issues.

What made us come up with this
slogan and make it our cornerstone?
Why are we so serious about sus-
tainability? There are two reasons
for this.

One is that cosmetics makers are
kept alive by nature’s blessings. In
1991, there were not yet terms like
“SDGs,” or “sustainability” in the
context in which it is now used, but
in our company, we were already se-
riously discussing that we must en-
sure that limited resources never
get used up.

Resource exhaustion would mean
the end of plant-derived materials.
As a chemical maker that uses na-
ture’s blessings, Kose naturally has
a strong sense of responsibility for
conserving the global environment.
In my understanding, this is reflect-
ed clearly in the corporate slogan.

The other reason is that paying at-
tention to a sustainable global envi-
ronment and society is an indis-
pensable factor for us as a company
to be chosen by customers. In other

Thoughts on
corporate slogan

Yoshinori Haratani

Director

General manager, Corporate Strategy
Department

words, consumers will turn their
back on companies that are not seri-
ous about taking action for the glob-
al environment.

To be chosen, it is important for
us to continue to live up to our
promise to the Earth and people
from a long-term perspective, rath-
er than doing so in a one-off man-
ner. I think this is symbolized by the
efforts under the Sekkisei “Save the
Blue” project.

This is a project in which we fund
activities to protect the sea and for-
ests using some of our profits. This
year marks the 16th year since its
launch. This initiative to use the es-
tablished brand SekKisei to protect
the blue Earth has come to be recog-
nized widely among consumers.

We were determined to never give
up on the project, and our strong de-
termination is what has led us to suc-
cess. The fact that Kose is a family-
run company had a positive impact
on our thinking for the project and
our determination to carry it through.

“Don’t do things that future gen-
erations will be ashamed of” is a
philosophy that remains among
members of Kose’s founding family.
I have a very vivid memory of our
president saying to us, when launch-
ing the Sekkisei “Save the Blue”
project, “I would never tolerate it if
you gave up on this project.”

Sticking with the project is a way
for us to demonstrate our sense of
responsibility, and it means we are
keeping the promise we made in
1991 of contributing to people and
the Earth. We are determined to
continue to keep that promise into
the future.
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A great opportunity to enjoy bunraku

National Theatre, Tokyo presents:
Bunraku Performance for Beginners

Bunraku is a closely collaborative form that synchronizes narrative regitation, shamisen music and puppetry in performance.
the Edo Period (1603-1868).

bunraku in an easy-to-understand way.

It vividly depicts the stories of passionate citize

This is a performance for beginners that presents the cha

Performance

‘Datemusume Koi no Higanoko’

Guidance

‘An introduction to Bunraku in English’
Performance

‘Natsumatsuri Naniwa Kagami’

New National Theatre, Tokyo [The Pit]
(1-1-1 Hon-machi, Shibuya-ku, Tokyo)

| Performance Dates |

Sept. 7 (Sat.) — Sept. 22* (Sun.), 2024
*except 9/13 (Fri.)

| Curtain Times |

11am /2:30pm / 6pm

For more information

L

Additional shows and venues
— o

Traditional Japanese Dance Performance
‘Dis€éover NIHONBUYO with Animals’
Aug. 10 (Sat.) 2pm

Asakusa Public Hall

Traditional Japanese Music Performance

‘Discover HOGAKU: The charm of KOTO’
Aug. 31 (Sat.) 11am / 3pm
Bunkyo Civic Hall (Small Hall)

Kabuki Performance

‘Natsumatsuri Naniwa Kagami’
Sept. 1 (Sun.) — Sept. 25 (Wed.)

New National Theatre, Tokyo [Playhouse]




