2008 £
AR ERSEE

—REFRMEFCZSMEBHETOERERIGOHBDOHY H—

Domestic Fieldwork Report 2008

Collaboration between Residents and Administration under
Community Reintegration, the Case of Achi Village,
Nagano Prefecture

2009 &£ 3 A
March 2009

B H BRFKFhE R SRR

Graduate School of International Development
Nagoya University



2008 £
INRHEHRES

—REFRMAEFICESHEBRETOERERSOHBOHY H—

Domestic Fieldwork Report 2008

Collaboration between Residents and Administration under
Community Reintegration, the Case of Achi Village,
Nagano Prefecture

2009 &£ 3 A
March 2009

AT EXRFRFHRERRFAEHEE

Graduate School of International Development
Nagoya University






X T ® I

ENEMBET, RS TOERNLRBEENRREES 2 ERT H2EERBHRERICE > T
BELMOVMEAO—DTHY | EAEHTHEL & LICHERILEER L TMLEST D
nNTWz, TOEZRBMIE, 1) BAREBEEG 2052 LO0EERZERT L, 2) 74
— NV RHABEOEANFTESCES, HAEGMELLE2EETS. 3) BAOHEBBEREZ D
é%ﬁ%%ig 4)ﬁﬁé&A%ﬁ%-ﬁk%%%@%é’iéﬁw—f%%%ﬁb
T, ERAR THEFEEEORBZHEL, D4 8THD,

1%5&#@%%u% THE IR R - REFROBIREICH %2 ROFHEST & B8
S, EFIIEHFREHOMN 2 2L TV 5, 2008 FE 1L, ¥ E T G IEH &R O #H
HE/FT, 11 A 4H2D 6 BICHT CEHRAMRAE. £72 11 A 28 BIZIIRESZ1T2 -
T2, ZMEFIZ 284 (EEELAHRERE1F4E, 2L 1 L ITEFHFER. BARAFE 11
&, BEEITAL), BE -ATH - Bl - BEFO 47V —F1Thhh, B 54 085|RI1C
Hicoiz,

W%HM\%EEH@%imLt%W%H’%%L AT X 2009 FEICEPET S Z
EVRTFEINTVD, bHLAAGHRBIZAEHICLIZEEBOENWETHLILDD, B{LDK
HIZHHBIEEORTE2FAETLBITZFNRVICATELEL ZENTELEOTERNNE
B,

SEIOHE L@ L CTHICEHRICE T2 &1, BIBEBIARIZE O X 5 22488 D5
FEEZITANDIEBETH L, BESEMENZNLLIEAENIZ (DhbhodiMF it
BIBENOOREMMAF LTV W)) T AN E > TRERBHETHD Z L1
EFHLNRNRV, ZRTH, AHLO ORHHRES A BEBAICERY A, 25V IZIER
LTI EW)IORMBEROBER THLEL I DR o7, THRICHEL T, ##ELD
FETOLFELLORERRIIH L, WAWVWARIE LOFTESLEERKRO ZHBH L2V
2E. MORNPNTERBE2FSE T ENTER,

KHREEIT, RESOFETWELEVWEZa Ay MELEE 2, AEORBZ224EH R
DICHB LB LEEMTH D, Y THREDORBFEINTWND N, AHEOHRR &
LCRIERNDOFAICTENTZE TS50 > TOWIRIEENTH D,

KRB HHEOEMICHT-> CITHAVEEVEZMEROMENEZIZ LD &S
FrICHBIEBHERO F x| TOMBHEEICR o 7BREOF 22, ZOHEEY TE
SHFLEB L ETF ET,

& B K FERFEREE BB R R
2008 FEENEMIFIEEZE R
WA






M
%
S
=
S




X MR D=3 A |

-
—

(

AN
==

e

5 LR OB

WG4




H K

Contents
P L B LT eerereemememem ettt s 1
3E ...................................................................................................................................................................... 3
2008 $§@W¥ﬁﬂmﬂ%@w¥ ..................................................................................................................... 6
1. EE’J ........................................................................................................................................................ 6
Q. AL B S TP EPEIE vt 6
B, T I T I PR rereeeeeeseeeees et 7
4. ?E%ﬁﬁ&ij}ﬂié@_%—‘ .............................................................................................................. 9
B R DA I -veoveeereee et 10
BRI AT DD L o veve e 11

% 1% Income Generation through Tourism Sector in Achi Village:

Interaction between Agric“lture and Tourism .................................................................. 13

% 2% Participatory Approach in Development Planning:

Addressing the Settlement Issues in Achi Village - 37
5 3E FEMICIIT AEBAETEAL e 57
FTAE EFERTHEIBEFEBMNICB T APEREESICL ABE L b 79




2008 4EFE [EWNEHHE O

1. HE

A B RFRFPEEBREBEZERNT, 1995 FLIE, EHOB Y ¥ 2T LA0—& L L TENEH
HE (Domestic Fieldwork, B&#r DFW) Z%EfE L T\ 5, DFW (X, 1992 FLIEARMFIER C%E
i S LTV L SN EHIAFE (Overseas Fieldwork, BEFE OFW) ZE7/VIZERI NI H DT,
INBZOoDT T MIAMERDERT LERHEEOIEL > TN D,

DFW OFE7:BiJIEL, BAROHIKBERE Z® < H#MESCIT B Z L« A2 LORY MO0
THHHAEZB L CTESILICH D, BHFEROETAEDEZ S IZEERZE « 1 OEBMEE
D> TWDH, [k, £ 5 LIEBEICR FIEOR WA AR ANFESCEFAEICE->T, H
AENTOREEFZFESZ LIIRER EEORBHMELEZ X ABICLIEFICER THDL EEX
bNDTHTHD, T2 LFE - AEFEHZEL T, SMFEEDN (FEHAE 2M5ZL0E
A EKTLHI L, T L CEEAEERE TO /L — 758 2@ L CEMFRE O AL
B HELZBETHZ L L E-DFW OBEELRBMER>TWV5,

2. AEEZEEMmER

INETOEMEFITROBY TH D, 13 [EE L7 HAREED DFW [XEEREE,. BFETH
BREBFAIEFFICZ T ANE LTV 2720 2, BMIEEE 1T 2008 45 11 A 4-6 BICEE S, AT 4
DOT =< RN G DIT, ZENENDR D BRFEFIZOW TS EAVERMRIZE DT, REE S FIEFE
. AR TRICEEMZFON., BREREZ SE QW RV, ThCk» TRELZ B &%)
WP WRTRO T 2 ICERE, HERRO T — R RNy 22 T2-2 8, Z L THEED A %4
DETHINROFAICEERIBERRLIHEREZG D Z LN TE, REEEDES L o7, TR BARE
EOSIFAEITBARNTAE 11 4 & BFAE 17T 4 DFF 28 4 TR S,

B DFW O EfiFEi

P HHES T SMEEH (N, §2E)
1 1995 4 RIS S A — T 10 ( 4)
2 1996 4 RIS S A — T 13 ( 8)
3 1997 4 T RN R 2 B AT 19 (11)
4 1998 4 T RN R 2 B T 25 (14)
5 1999 4 FHIRBERNEENT 36 (25)
6 2001 4£ 0 U B B 2 BT R\ T 23 (14)
7 2002 4 IR B2 LR R )\ T 26 (18)
8 2003 4 IR B VR AN FEAR B B ) 1A 36 (16)
9 2004 4 IR B VAN FEAR B ) 1A+ 32 (15)
10 2005 4E EBETFIRENRER 31 (17)
11 2006 4E EHRTHFIRERREA 40 (19)
12 2007 4E F B R T HIRENE N 25 (20)
13 2008 4 £ B B T IR ERR AT 28 (17)

(1) 2000 4FEIFHHES AT OFEFREIC &L 0 Il S h e oiz,



3. us I ALHNRA

DFW o 7w 77 XL, FribHE, V—x%> 7 - 7/L—7 (Working Group, LT, WG &
%) TEOREREE, RHFLE, BRBESO4HOOEENOERIND,

B EHRiaHE

H B¢ AT EENE
5 H 21 H (k) 16:45-18:15 2008 £ DFW ZE & TBAROHGITE [HKOFE~ T — :
WA R CHETORBRNL)
5 H 28 H (k) 16:45-18'15 [ &35
<y BERE fookEm g DoOoBE
8A 48 (H) —7H (K EBEWHAOHRIT ENEHBHER S - [ B AR HisBE 38 8%
<R > HEEE FefEr REEEFFnF kR B2 D& b [E o~ A TTREME |

B UV—F%F - TA—TFT L OB R

REEIL, BINFESBOFMKE - BLIIRC T, &BF., 1TBL @k, ZBFED 4D WG 253%IT bl
7o, HRASEIIAAEROEEOmM G L L, EICSMNFAER L THRCERZ1T>72, 6 AD 10 A
2T T, & WG IHELHBORED T, HEERLZEN., TATNOREREORE, FERFOD
AL ORE, M2 EMFEOERSCHREFEORIHEEZ ED T,

Th—7 RS

BT AT BRI OTR R R e E OB &V | BULEDPH 2RO T #E O FH
WG1 | EETOEEREEL RS> TS, —75, BREXETH L RERITELEERBPBAERIC
TR bo, RHEEIT B & TEE) ORBIFIFRAIBICRRIRTH D ERMHRICL D, W
FEOMEEMZE U BOWRERELERS Z L2 B ET 5,

AFFEIIFEFOLLTOEBICBWT, BIAR EITHROEEIZRIET 52 L BRIET 5, 1.
wae | EROEEMEICETFHEER~OSMOES, 2. FHERRICK T 5ERSME R
1TEL TIZOIAESPERA LY 7Y e—F, 3. EFEMEICET 2 BRICKIT 5 BIAE, FF
ME, LRT 74 T7THIEOEE],

IR [EEHENLLL TVENE LENCELE LR 20 L, NMETRIOHLE.,
AN - AEZPNOL D O, FEFRERES], MR TEXXE 5 HHlIS5< W ZFELT
was | VP. LAL. 2000 4E 4 A BHEAT S TERIRHIE ) & TBEEA & OG0 XM
wak | HOBRERUEBR 2OV — RO RN O TEELEX D EE2 D, ARHEIINH#ER
R & BT & OE PR W O BIERKICE o T TESR), Tk, & [miEE) OBA D
FIEFHICEY &< BERIE~DEELBRT D,

BB RHEBAE, PSR L IR AN PEERE, TR PR OREA T [ T 2 T > U
WGa | Do BEEREOR A A AWM T 5 KEREEEH> TS, FTER, PERO

& | HADERTHICh o TELS L BONARA RERERLNITH I LB LT
Do




B BHREE

FPE R CEM SN 3 ARIORHEIEOHEMIILTO®E ) Th 5,

WG1 WG2 WG3 WG4
- R GEK - RS E - RS EK - FHEERGEK
11 H 4 8 |« FEGREIEER - RS EERE - | - RAR (REt|-#HFR (232=
(k) - FEES D S LE BIREHER X — PR ER) T H—)
11:00 iR - HEEATES
-17:00 (PRt > & —
PR ER)
- JA [ X - RFIBERS (23] FRIEEEREE - REDFER
11A5H |-MEOCE ({HFMA a=T 4B H |- E=FHH - BEEEBEEVX—
(k) EAE) —) - FEE (2w v—Fy
9:00 - {EFAEEMRAE (E - REBRE (RE  HED)
-17:00 REEFT) X ) - PR R EER
- JEREBLERE
- JRERIREL T VEDOS T4 R | ERER
tox— (NPO =% |+ 2 Aldl - EBANE
11A6H B 7V R—K- RT7oT7407 (| Hf
() HA R 22— SEMGHES) | AT T 4T (f
9:00 R SR ES)
-15:00 BRI YLD LIS
2 c B — L]
AN

B FREHES
BRMESOFEMILLTO®EY ThH D,

HH =

H ff 2008 4~ 11 A 28 A (&) 13:00-15:00

il IERRS, 2 Ia=T 4 Kb -

= MEEBREREZ XL OKRGZOH 2 CHREICSH N TEWF %

mEk | DFWEME B
TR (EMES DFW ZEE)
WG1-2 O®E (&% 15 pEo7 LB T7—va )
BRILE (K9 15 731H)

N WG3-4 o@E (% 15 pEo7 LBy T—va )

HEESE (K 15 2fH)
TRAE (IR E)
TEE FA &S DFW R R)




4. HYHEE LBMFELED—F

ITO@Y ., 328 4D0FENSM LT, BE1TA, ZHE11 ZORRELR> TS,

TN—"
No. K4 a—A R P [
HYHE
1  Kulkarni Mandar Vijay * DID M1 5 N
2 Nguyen Duong Quoc DICOS M1 W A
3 AT DICOS M1 LS HA
WGL: #F | 4 pir DID Ml & A
JIK ke 5  Hasyirun Niam DID M1 Ll PV S
(94) 6  Kochar Gaurav DID M1 W AR
7  Khodori Eko Purwanto DID M1 W A RRTT
8 AfEut DID M1 % HA
9 IRIFeEE DID M1 [ H A
1 Bagus Hidayat DICOS M1 5 A RRTT
2 Shakir Ullah Shakir DICOS M1 % TITIH=AE
wae . 47 | 3 DwiJoko Budiharto ** DICOS M1 W A R T
W T 4  Abellera Eilen May Velasco DICOS M1 w 4B
5  Hnin Hnin Yu DICOS M1 28 Ty V—
(8 4) 6 WHLR T DICOS M1 S A
T BObRER DICOS M1 bzl N
8 I ik M1 S AA
1 Huis DICOS M1 L3 Bis
2 EER DICOS M1 % alEs|
WG3: ekt 3 Sultana Maksuda DICOS M1 'S NTFTTF v a
HRS 4  Md. Rafiul Islam * DICOS M1 % NTTTva
(7 4) 5 IR DICOS M1 5 H A
6 KRR DID M1 L3 HA
7  Wisnungkara Yoshua DID M1 W A RRTT
WG4 - gk |1 sUHRACE ** DICOM M1 I A
2 R DID M1 % HA
M 3 Rk DICOM M1 s [
(44) 4  Rezaee Alireza DICOM M1 D %

(JF) ok JV—"  J—=K— % J—F « T —H—
DID : [P 5. DICOS : [HESH i, DICOM : [HEg = I o =4 —3 g U H 15 IER05eR
M1+ 144



5. REDOHERL

AET, FEMTHLMERNORER IE 21T U D, EEBAZ - B EMRZEESNICBER T
589150 & DENOFHEEREIC S EM SN TWD, BARDBMHIRIZIIT 2B EF O EE L
ELTH, AENEDNTIEREIND Z ENEEND,

KEORIZUTO®Y L7R2> T3, 4 DDOTNV—TRIOMEENRFE, 1TE, Bk, HE
DNEIZHE < . FFEHRE ITITFCER D, FSURE IR BENIDRAMA STV D,

BB, ABIOREN A, B, PR CIREETHLIFEOLOTHY , AFERE X
HUHEDOLD T AWEICTBE WX -0,

(3t&F Ngov Penghuy)



BT A DAL

BT IR B REEEICALE T 2 WO TH 5, AN 170 FHF¥r XA — kL 20D 9
ENILHREEF CTED LN TS, BIXERILEZE L L T RERSPEIHE X ORESEEAS
BT U, ALITENERAT, BIZERE T, TR, MEIXRREET, SEAAICEL T 5, EE
500m 2> 5 1200m & CTOLRHIC 52 DEE N SET D, AO 6462 A (2008410 A 1 H
BTE) . sl b= (65 Ll EAD) 1% 289%., FEEEOBIBER L HANTEIL->TEWHIEE
TRV LOO, D FEELIZS % BT T 5 Z E R TFHEIN, Bk — A DORMEEE
DEFEZEZ EOMKRITEERBRE L > TV 5D,

MOWREEZRTHL &, HBEOBIREKE OBFE - SREZ(TEN V2 LTHRIEICEST
W5, 1956 4 (BEF1 31 ) OWb W ZBfOKRE G, Sk, Eff, BEMNO 3
MAEGEL. [BRIERSFEE L7z, £72 2006 & (FK 18 ) ICIZRAR L AL, #HikT
BRNBA S — K L1z, £ LT 2009 FITIHENEN OGN TEINTWD, FROKE
BRI X D MU ERIIBE L EITF TH D L WA L9 AP E b o TAT ZITEHERRCF
Rix EOFEMR, EREFE~OEBIISHLEVEBE SN LEIATHD,

FOEFEIT, B 40 EREE TIIRECERLZTL L LILBENRERThH -T2, ZD%
WEEEHITRED Lizb oo, BENRE - b - @4k - BT - BEEL 0HICED LI EET
HHTEND, MTIIRELY TEBEE) LMEOITSTHLEEL TV,

BEIIRDOTHBLTCXLONMEETH L, P LEFHICHRMHALKER. BHE
RERE - 7T AT v 7 IILEERZENER . 1991 4 (ERL 3 ) 1TI3RE & HAEE K
280 BMICET HETLE 0T,

BEMICEBWT TE@EE) LMABSTONTWHDIRBNRETH L, TiZEL 2 BMiE
SRIBOFERITESNEFH LV, 1973 4 (FEF0 48 ££) . EEFEIIBOR—Y v VFEFIE
RANEBH, TORIBREL L THEBLE, 4HENOFREGHEELE-> T 2 FFHELT
TEFEELEWOFMEIDOD, ZHE THRERIX )N D DBLENZ o 7oh, 5% IFBEEFE
MHOERIZNZANLI E LTS, ZOMIZEH, 3 ODAX— REHEKER, BERO
B oMM OV | B IRE LN TBEERICEE N TV D EWE &> T, MWEE
BEORNGNE SREEITHEEL TV D,

FIBRIREIZ D72 N BF-3< 0 OB A L LT, [2FEYEEE] 27 bohs,
CHITEREECE N BR, BEAR EOZRLERA B OO, kO 2 @D T\
IENIRNRHENTH D,

BRSO ~OFERSICE L TIE, FIERL B IGEROEBNEALBIEHRE LT
55 ORENFR S LD 1272572, THIEMEE—HERA 1998 F (AL 10 4F) ITH RIS
% (BRIEIHE) #HESNLTEZbOT, FRICEBBEDONS BIF 2 EFE, 2002 FE
RKETIZ6 DOBEENOL bivle (FOHREH LICREHXZEOBIET D), HOER



B MER-AVOEVDNEDEZED LND, FHFEATRERANS< D] Ob &Iz, #EBla
2RRELRERICBVW T EROEESCHBII )N R oIS D 28D L WO HEOH
WHETHD, BERERIT (1) #HIXKATRIEFE, (2) HEmBTITROoOEE 3) Mk
e oFEE, O3OIHEIN, BEHNOFEEEMIED BIGESMERT D, 2003 F (F
B 15 ) 2 HIE 5 » EOMIXEE AT HIL, & BIBRAER L 7oK EE (FRk 20 4
BE—24 ) 1%, FIEMOE S RKREFEICHMZAEN TN D,
Z DA RBEICOVWTERSMARIHEL LT M3V RBEFE) b5,
;ﬂi5AuL®EE#%iﬂiﬁd<D%@@i%ﬁﬁf%nékwﬁﬁﬁﬂt&ﬁﬁ
EEOBITREMKR OERSCHEZEORK S ZORIEZFIA L TED L,

ZOEHI, DFEEl L VO o LI BT MBI R 5 b BUOEETR
RERACBEICEEN, ELEERERBREDICL OOV OB HHER SN2
& BT O HUIBBA R I IX R VI D AR W< Db RIHE 5, 4% & b o BIsERER
ERFE - IREBL-DLOPBRNREZ O ThH D,

BE 3R

B TR 28 5 i & FHE ]

BT 55(2007] [RIEMEREET A K7y 2]

RE—1E, 124 RIEF[2005] TR OERBIRMERKICOWVW T MERE BIR] 511

fie x RIE[2007] MER LATEOHBIC K 2 BIEZOM 53V | (REETA < THTAEHR ) 2618)
http://www.zck.or.jp/forum/forum/2618/2618 . htm

Z DA A A BRI )

Fal At A — L —<  http://www.vill.achi.nagano.jp/index.htm
(BT 722 2008 £ 12 A 17 H)




w1 E

Income Generation through

Tourism Sector in Achi Village

-Interaction between Agriculture and
Tourism-

AN SCELK)
. Introduction
. Agriculture

1
2
3. Tourism
4. Linkage between Agricultural sector and Tourism sector
5

. Conclusion
Reference
Written by
(Working Group 1)
Masayuki Kotani** Mandar V. Kulkarni* Emiko Iwasaki
Fusae Mitomi Gaurav Kochar Hasyirun Ni’am
Khodori Eko Purwanto Nguyen Duongquoc Takeshi Murakami
Group Advisor

Associate Professor Fujio Kawashima

**Group Leader *Sub Leader



% 1% Income Generation through Tourism Sector in Achi Village

(FnSCEAY)

N%HiEﬁE%%T@%%:ﬁ%L Am6@9Awmﬂﬁ%@Zé WEHEDEIGTHD L, H
—REEEN 18.9%, FHIRFEEN 30.1%, FEIREEN 51.0%TH 5, FKREEXD ) LREEREEN
7% % 5D, FT ifl%E TRELIT ORI, jcﬂ: BUEEEOH LD AMEEIZTNDH I b [
MEREZE | LED CEOFEMICERVBA TN D, o, FICITBEMHER, BROE, REKERZ2ED
BN HY, ZOELIZE S TEERNARLE R TS, BET [EREE) LB
LTV, A EIOENEMRBHE TIL, H@Vﬁ%%’iifw5%¥&ﬁ%¥ﬁﬁﬁ%%f\4V&
Ea—flEAE L CENETNLONOREIZHIT %S - ELZ L, #EIKEOSTLHZ LE2ERE
L7z,

B

W%H?m\ﬁﬂ(ﬁbwﬁ)%@ﬁb T ARG HA L hv b, AiEf E% < OREORED N
INHEINTWD, HIZ, MEBLEFICL - TEEShL WD [HIEty % —) Tk, SEE LR
éhé%%@%%%%ﬂ%bf%%F&%ﬁ%w%w%J#W%mfwé ZOHEEAFIH L CHE &
NI RBEMIC T TRIEMBEWRIE ~— 7 20 2MBORGEHIELEBE L, BENHOT T MMeE
RATND,

FrER OREDORE L L TEZADOHED & Elb, ROWEHRHOBERRZE T b b, BB 40 i
FEFZAOX 5,216 ATHY, 2EOBRENEDLEIEIE 64.8% Th o7, Fk 17 FI2iTE 0T
2,774 NETRA L, FlEb 365%CHEDL TS, iz, EFEHED I H 65%H 65 iU LTHY | HE
JBOSADVE L 72> T D, AT L TREFHIORERE D O —igail> T %, BBF0 40 4K
DR E B HFEAE L 648.93 ~7 #—/L(ha) Th o 7228, Fak 17 FIC1E 244.33ha ICE THEHIAATE
0. PRk 20 FHAET 174ha SR E U CTRERDIRETH 2,

BEZNOORD & Em b ORI LT, FTHOREEEETLZHESTLERDHY | BEOIEMEE
M2 LNZFORICRD EERZD, FDO-OIT, 1. FIERIHEDOL R & IRHIEE DOIEME., 2.
EHR R TSRHEDEMD 2 RARELIZV, BEFOREIERHELZFA L, [MENE] OREWOTS
B 2 5 oD CHU 2 1] B S 572012, FBBE e RBIEE RN RE720, £, HEENED LD 22
EME RO TV DENEEITHEIEL, (R0 -WVEEY) LRIRIC TBEVWWRBEY] ZEoTn L
NHEETHDL LEbNS,

WERHOFREICx L TIE, ZOFERAELLTL. A—F—HIE0EA, 2. ALBEEREEE~D
U—AD 2 RAERELZV, AIEICEL TE, FEMN CLBAREE CRICEAIN TS VAT AT
%éﬁ SEEICEMAE 1 FEORNTELHL, BHIZBEZELATELI EWVWOFHIETHD, F

. FAFICEMBEES A~ EZE LHT LIk o T, REITAGEOFEMEZ2 B & O CHEREE

2720 A AERD 0 D 2 L TlERM A AEN R ERIICEZ D 2 LN TE DL EEZ D,

B

AT L. BAER. 2. BEOR, 3. IBHEER, 4. H60EF/mEOKRE < 4 SOBDLH
WH Y, SR TERK 150 TABFEMNZ3H TN, BIRERE LT, IREOM, FEOBSIKDAL
T, ZFAF—EPNFATREL 25, £, BOLRELHY . FEIT) IV L ENTE 5, 0



% 1% Income Generation through Tourism Sector in Achi Village

BRCIIESG LT AVNRHE L TR SN XS BMBERTZY 7R —h WO FE=tr ¥—
DEENDHY . £ ZTIIEMHER LMENEEOB. T nE—2 a3 ROV T —DRER EE2IT> TN D,
BIEBULEN R DB & LT, BULEROENN & BUOLEDEBEOBA NZET Hid, FENOE
HEITZ S NEMR, BEARLE0HEBENOONRFTHY . REhiHzinz 2ERESCAEEICE
WTIEZ DML IRV, Eo, FEAMCIT ERICZET 72 X5 BRI H 203, ZhE B L
HCTT 7 BEARREE T2, TRDHEZAPDRN] EWHIHIREZEZ TS, 2L OBEITKIET
DO 1. BT 0T — a AFHOIIR, 2. FBOLH & HUIBTETR & O L D A EO R L

3. Bt mE— a VIEB A OERSMOMEE, O3 SOEMNHLIREE LiZW,

IR OBNED T TE—T 3 VEHITEMERTY 7R — AL e &E 2R LTS
N, FOBEFEIKH L TAMPRELTWS, FIEMNEEE LT mE— 3 VEAEMIIT O AMO
B, ERPEETHDH, £/, S8BT A NOU =TV A NOFRELZH D Z & CHRIEELSNDINRD
N DEGIERICT 7 EATE DT HIELBRIBEDO ETRAIREEZ D,

2OHDREL LT, FBENMBPBNELZFHET 272012, HlgER (Fl 2 1 XBEY) 7oL & 0ElE
ERESZ ENZET N, BHRENZ OB AR LT fhlc, ZOHIR TR D BIEMSCIM &R X
ZIRGETHZ & T, TOBYHICH O BEBANMEZ D Z L0 BRI ABICL R 5,

3OHDREIIBHEE~OHTER, FICBERFEOSMTH D, BFRIZLE > THENEEITX
TRNARIZ 22 015, BUOLEITMENOREMZFIAT 2 Z L THOEHE L ToMmBHEZT B —1 715
ZENTED, ZOTHDITHESEE L THBABRICERSMOBRALZEICED LI ENEETH D,

BELBCOMEER

BT CId, FTERERIEM CIELN M I AR 28 CHARICIRIE L2 . BOLTiiniz Ax»
VU afp 2B LAY Y, BELBRENHZE L OIS NH D, LrL, BIAOHE THD &,
FIEF CTIRBEE O — NS 7~ 0 EEFENEAZ T 12,282 F, HIFVZE T 1,887 HTHLDIZX L, [F
U <IRIE 20 2 5 I B IR B 5 O RIVEEEEIIEIRE T 31,249 [, BIRVET 7,758 HE RE A
5%, ThbL, MENOBAEIIIBAROHEE LM ESELIRMAH LV 2L THY, 22
CBENRBMRCTX2EE2 5, BOLELBENFELEVRDOREMN2EOIAZN LI 5HE L
LT3 O|ELRLV, 12BN &M OFEM, 2 o8B HEOR O®EF, Z LT3 2ENHHOE
Mefh s 7oE—T 3 ThD,

BEFEOBATICH L, [ CTIXEIT & & - 72— Bt A 2 124625 2 L CH- 2Bt 04
FreR b rleeENn b b, EDTD, TNOOREMEFEMNEDRIEY CTRALTHZ L TRFEICE - T
BT RN & 72 D

HOROERIZIIEk A e WENEC D200 ETHLN, BARBEOE L KFHFELBFZHETH HMHE
FOBNFELIZL > TE, BOBRIZZOENEIIREIWEEZ D, F7-. BHESHEMNERED %
IRFET HH - aiE e L CORE, FIENOREEOERELHFETE D,

I XA OB EEE, BEONFICL > TEER~—7 v b ThiHH, BILEMELERT I LI
K VBEZIER TEX L FREER S D L EX D, BIRRHTHE L &5 OEEIC LV BIE~DOHHIC
BT 2BHRBEL. BFE~OHHOERD T RE—2 a L2179 2 L RFOHEZRICEECH S, 5
MOSMEHORAMEIC, ME, BSOBEIEORME ENEDBRICARRIR L2 D,



% 1% Income Generation through Tourism Sector in Achi Village

1. Introduction

1-1. General Information of Achi Village

Achi-village is located in Shimoina, the southern part of Nagano Prefecture and surrounded by
mountains with an altitude ranging from 600 to 1,200 meters. The location of the village allows access to either
neighboring Ilida City, or for those who prefer much larger cities, Nagoya City, which is only 1.5 hours south. In
the year of 1988, the total population was 6,060 and now in the year of 2007 is 6,493. However, just like other
rural mountainous areas, the issue of an aging society is a serious problem in Achi. Now about 34% of villagers

are over 60 years old.

About 60% of the population works in the industrial sector. The following table 1.1 shows the number
of people engaged in each sector. In the service sector, there are 28% of total workers in the village in the year
2000, and 34% in the year 2005. They work in many tourist sites such as Hirugami hot spring, ski resort, and so
on. Therefore, Achi Village recognizes the service sector as the “Key Industry” in the economy of the village. On
the other hand, even though the share of the workers in agricultural sector is not big, Achi Village recognizes the
agricultural sector as the “Core Industry” in the economy because for the village, the agricultural sector has a

relationship not only with the economy, but also with the culture, social welfare, environment, and education.

Table 1.1: Number of people engaged in each sector

Primary Industry Secondary Industry Tertiary Industry
, , ) ‘ | Wholesaing | Fiancig, | TeRed | SO | g | | puic | Ofes | To
Sector | Agriculture | Forestry Fishery Mining | Construction | Manufacturing N Estate | Information Senvices )
Retailing [ Insurance Gas, efe. Senvice
Business _|Communicafion|
2000 51 18 5 2 354 811 453 2 3 "M 15 937 86 1 3350
2005 617 10 8 1 32 699 365 3 1 92 15 144 15 2 3364

Source: The Achi Statistical Yearbook 2007
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This report is dedicated to all the people of Achi Village and everyone involved. We sincerely hope that

our efforts will be found to be useful.

1-3. Background of our Research

As students of GSID, we learn about regional development and problems associated with it, in theory.
But the practical aspects of development are not exactly what one would expect them to be. Thus, it is very
important to have hands-on experience of the process, and while doing so we come across the complexities and

intricacies associated with it and we learn to tackle them.

We did some initial research and found that municipal office still considers agriculture a core industry,
even though the number of people engaged in it continues to decrease, due to problems like aging, lack of arable
land, etc. We also found that tourism sector in Achi Village, which still continues to enjoy relatively high revenues

is also likely to face problem of stagnation in future.

All this made us realize that although Achi Village faces several problems, the main problem requiring

immediate attention was revival of Agriculture without obstructing the existing system.

Therefore we concluded that it would be good if we can find some ways for the agricultural and tourism
sectors to complement each other’s growth and in the process generate income and provide more employment

opportunities to the residents of Achi Village.

1-4. Research Objectives

Our research objectives are summarized into three parts:
1. To clarify the current situation of the agricultural and tourism sectors in Achi Village
2. To explore possible linkages between these sectors in Achi Village

3. To provide suggestions for generating income through the agricultural and tourism sectors

1-5. Research Question

Following the above mentioned research objectives we have set the following research questions:

1. What is the role of the agricultural and tourism sectors in Achi Village’s economy and how to increase
income from these sectors in future?

2. Can the agricultural and tourism sectors complement each other to promote the economy in Achi
Village?
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1-6. Research Methodology

Before conducting fieldwork, we did some literature review in order to obtain basic information and
statistical data of the economy of Achi Village and each site. Furthermore, we have learned what might be the
characteristics and problems of the local economy. Our field research includes two methodologies; direct
interview and observation, for data collection. Our main method is interviewing persons in charge at each site,

such as the chief of each department in Achi municipal office and the head of each site.

1-7. Itinerary of our visit

Municipal Office

. Zibuzaka Tourism Center
Agriculture Support Center CAEMRER N 2 —)
(EBXEEE) =

Chief Mr. HASEGAWA CIH R 1O
Municipal Office
[OEEopie
I\Slr.OK AN%tV;Vi/)%, Achi-no Sato
Village Head - (B508)
President Mr KAWAUCHI Rt i A
Support

(BRHERTYTHHR—)
Senior Managing Director
Mr. KINOSHITA

Municipal Office Goka Productive
ep. of Economic Promotion Cooperation
' S ks (RFEEMES)
(EFEHR) N THARA
Manager ' ’
Mr. [HARA,
Mr. OKANIWA Mr. KINOSHITA
Fertilizer Center
Municipal Office (AR 2—)
Dep. of Village Maintenance
(ABSEERR) Higo Tourism Farm
Manager (BR#RE)
Mr. KAWAUCHI Mr. and Ms. HIGO

Visitors Center
Hahakigi-kan
(ESHE—tr5—
MESEREED
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2. Agriculture
2-1. General Information

Agriculture is one of the main income sources for Achi Village. The municipal office of Achi Village
has set out agriculture as the core industry for the economy of Achi in their 5™ Comprehensive Plan from 2008 to
2017 and has been focusing on promoting this sector. Their priority of achievement is divided into three parts:
First, to prevent the occurrence of unused farmland; second, to promote developing human resources through
cooperation with agriculture-related to organizations or institutes; and third, to promote utilization of local
resources for agricultural development. Principle agricultural products in this village are Kashu-cucumber (E £k
= ¥ 9 V), asparagus, tomato, sweet corn, Japanese ginger, rice, apple, Ichida-persimmon (7 FH i), green pepper
and so on. Especially cucumber is one of the most famous products of Achi Village, which is largely distributed to

several markets, not only for local use, but also outside of the village.

According to statistical data published by the village, the number of people engaged in agriculture was
617 in 2005. While the number of farmers increased from 2000 to 2005, the number of households and family
members decreased during the same period as seen in Figure 2.1 and 2.2. Total number of farm household is
decreasing and lack of successors is a looming issue. Commercialized farmland totaled 244.33 ha in 2005 and
56.9% of it is used for rice fields, 27.1% for fields of other agricultural products, and 16.0% for fruit orchards. As

we discuss in the latter section, total farmland area has been decreasing and this trend continues.

Figure 2.1: Number of farm households Figure 2.2: Number of persons in farm households

1200 6000

1000 _&‘x\ 5000
300 \ 4000

600 3000

400 2000

200 H\U—.—'—@_ 1000

1965 1970 1975 1980 1985 1990 1995 2000 2005

1965 1970 1975 1980 1985 1990 1995 2000 2005

- ) .
Total Fulltime Parttime Total Male Female

Source) Statistical Data published by Achi Village Source) Statistical Data published by Achi Village

2-2. Characteristics of Sites through Interview and Observation

We describe the flow chart of stakeholders of agricultural sector in Achi Village. This chart depicts the

relationship between each actor and the flow of money, products, etc.
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Capital
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Arrow in the chart means flow of present relationship and dotted arrow means proposed

flow between stakeholders.

Here we would like to describe the activity of each actor and how they are linked to each other.
a. Municipal Office of Achi Village ([ #11%5)

In the municipal office, Department of Village Maintenance (55 & & E{i#R) takes responsibility
for promoting the agricultural sector. They support agricultural farmers directly and indirectly. Financial
support is provided by the municipal office directly to farmers who want to buy new machines or fertilizer. Or,
they promote branding of Achi Village through a certification system. Agriculture Support Center which is a
section under Department of Village Maintenance provides consulting services and facilitates spreading the
usage of compost, “Achi Yuki Ikiiki” and brands of agricultural products.

b. Agriculture Support Center (‘EEXHEE L ¥ —)

This center, one of the lower sections of Department of Village Maintenance, which is located within
the JA building is engaged in promoting agriculture at the practical level in two ways; the first is a consultancy
service for farmers. Achi municipal office receives inquiries or complaints about agricultural activities from
local farmers at the counter and Agriculture Support Center offers practical advice. The second role of the
center is to facilitate spreading of the usage of “Achi Yuki Ikiiki” and to promote agricultural branding. Their
problem consciousness is based on the thought that agriculture, a core industry for Achi Village, is now facing

some difficulties and must be better reinforced.
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c. Fertilizer Factory (HEfE & > % —)

The fertilizer factory, which was established in 2005 plays an important role in promoting compost
named “Achi Yuki Ikiiki (& 5 H#V X VX )” which is made of feces of livestock fed in Achi, for cultivating
agricultural products. In 2003, the Organic Farming Promotion Association (5 #&75% F 2R BL2) was built
for the purpose of stable supply of organic compost made from local resources. This association consists of 500
farmers of both arable land and animal husbandries at the beginning of November 2008. Animal husbandry
farmers provide feces of cattle as raw material of the compost and other members procure that compost. Those
feces are delivered by husbandry farmers’ trucks to the factory directly, mixed with sawdust, agitated several
times and fermented for 100 days. 700 two-ton truckloads of compost are provided per year, and it is sold at
¥10,000 per two-ton truck. This factory is managed by husbandry farmers as voluntary staff. Arable farmers
who want to buy this compost can apply procurement at the Agriculture Support Center (‘& &g % —).
When applying for an Achi-brand certificate, the agricultural product must be cultivated using “Achi Yuki

Ikiiki” compost.

One current problem is that there are few suppliers of feces though the demand of compost is great.
Only 9 husbandry farmers are members of the association for supply material, and therefore, the amount of
supply is limited.

d. Achi-no Sato (&5 D H)

Achi-no Sato is one of the food processing companies which was initially started as a third sector
firm. They provide products which are made of local or domestic vegetables. Their main product, for instance,
is tomato juice made of tomatoes cultivated in Achi Village and sold in local areas, and outside of the village as
well. They also contract with marketing company which advertises Achi-no Sato products on the magazine and
receives order for them. Their predominant markets are the Morning Market in Achi Village and mail-ordering
by word of mouth. A total of 9 workers are working in the company and most of them are part-timers, mostly
women who are housewives. The company hires them to utilize their skills, ideas or knowledge of Japanese
food processing. Those female workers also sell the products by themselves in the Morning Market. They are
trying to create new products or business chances day by day, but not willing to expand their market drastically
because they do not want to become a mass-production company. They utilize mainly local resources as their
philosophy. If they begin mass-production, however, it may be inevitable to procure resources from outside to a
large extent. Hence, they make an effort to keep the company its current size.

e. Goka Productive Cooperation (fEF0I4 L&)

This private organization was established 20 years ago by local farmers for the purpose of building a
new supply channel for agricultural products. They manage this organization by themselves. The main business
of the organization is to provide a connection between local farmers and markets outside of Achi Village,
especially Chita Market (%12 E 3l #a A E172745). This organization manages three consolidating spaces in
Achi Village and farmers deliver their products there directly. Assembly service comes from Chita Market to
the place, collects those products and sells them in the market. The main traded products are every kind of

vegetable and fruit which do not meet JA’s standards (e.g. shape, quantity, etc). The number of members is
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around 100, and 35 to 40 of them utilize this distribution system. The total sales amount is around 40 million

yen per year and 5% of sales are collected by this organization as commission and management fees.

2-3. Promotion of Agriculture in Achi Village

Two elements might provide us hints of how to better promote agriculture and vitalize Achi Village. The

first thing is branding of products, and the second is commercialization of unused land.

2-3-1. Increasing Productivity by Branding Promotion
Limitation/Challenge

In accordance with the principle of increasing the main product supply in Achi Village, new challenges
of branding promotions should be taken into account. Along with a closer relationship between customers and
producers, the basic requirements for agricultural products are becoming stricter nowadays. In order to deal with

the situation, it is very meaningful to reconsider the special local products and how to enhance their quality by

ﬁ Ef, ™ adopting good products.
x‘ﬁ?ﬁ r.-!=

A

The existing branding system in Achi Village can be considered a kind of

value-added method applied in order to cope with price competition. For the purpose

of branding, it is important to clarify the definition of the quality and establish the

i;ﬁ' methods of the measurement beforehand. There is a regulation in Achi Village stating
-

Certification Mark identified with the special seal.

that only those products which are produced using Achi Yuki Ikiki (compost) can be

The value of a brand is relative to its awareness among consumers. It is important and meaningful to let
consumers be aware of the specific good image of the area. However, Achi certification mark has not been
expanding well until now for some reasons. First, about 80% of agricultural products are sold through JA.
Consumers cannot recognize the certification because even if farmers qualify for the certification, the certification
will not be shown on the products when they go through JA. For this reason, those products are distributed to the
market as a brand of JA-Minami Shinshu. Due to the better sales connectivity of JA, farmers prefer to sell through
JA, thus in the process, loose the benefits of selling their products as Achi’s products. At present, only
Kashu-cucumber is sold as Achi’s product because of its popularity. Secondly, there are few husbandry farmers
who supply fertilizer to make compost in Achi Village because of the high-price of crude oil and elevated food
cost made it difficult to raise farm animals. That is why it is unlikely that production of agricultural products with
certification mark will increase if there is not enough compost. Thirdly, the problem is the seal cost which is
posted on each product. As there is no steady compost promotion and Achi brand has not been clearly recognized
outside the village, some farmers think it does not offer any to put the seal on the products. Therefore, it is
important and meaningful to let consumers be aware of the specific good image of the area although it requires a

relatively long time.
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Recommendation

With the precondition of branding, it is important to confirm some key factors beforehand, such as
high-value products, quality standards and the system of guarantying quality. Not only to focus on how to send
products to usual consumers, but it is also necessary to pay attention to advertising, both of the brand name and
the product’s value to potential consumers. It is because consumers generally believe that well-known branded
products have better quality or more attributes than unbranded products and they have a positive experience with
the product. It is also indispensible to let consumers understand the value of the brand and the products. However
if the above plan fails, then it would be difficult to draw out consumer’s differential behaviors even though the

value of products is quite high.

In order to increase new demands and supplies in the market and to know the trend of market demand of
agricultural products, Achi Village’s concerned people should also think about conducting market research. Firstly,
they should ask “what are the most desired products in the market?”, and they should also analyze “what are the
most sellable products in markets of urban areas”. Because the purchasing power in urban areas is relatively
higher than that in rural areas. Lastly, they should discuss the issue of, “how could the most desired products be

cultivated in Achi Village” and the feasibility of introducing the relating products.

2-3-2. Commercialization of Unused Farm Land
Limitation/Challenge

Achi Village faces a severe problem of decreasing farm land as any other village in Japan. The number
of farm lands tends to decrease every year. The rate of decreasing farm lands is around 11.0% on average. The
following table shows the trend of the total area of agriculture and the percentage of its decrease from 1965 to

2005 in Achi Village.

Table2.1: The Total Area of Agriculture and the Percentage of Decreasing (unit: ha)
1965 1970 1975 1980 1985 1990 1995 2000 2005
Total Area 648.93 603.07 507.71 484.04 459.35 405.89 388.38 361.81 244 .33
gzgr;t:ir?g 74%|  158%| 47wl sa%| 116w  43%|  es8%| 325%

Source: The statistical yearbook of Achi Village in 2007
Chart2.1: Problem Tree for Unused Land

Unused Land
Lack of Ideas to Lack of Worker Low profit of Agriculture
utilize unused land \
Aging Society | | Migration |
Low Income in | Urban Bias | | Getting High Education
Achi Village
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In addition, there are 174 hectares of unused land in Achi Village including prospective unused land.

There are several causes of increasing unused land.

The first cause of the decreasing farm land is, like other villages, Achi Village has been suffering from
and increasingly aging society. The ratio of the elderly people (65 years and over) has surpassed 29% and the ratio
of the productive age people, which means from age of 14-64 years old, has been rather constant at about 66.3%
of total population. However, the composition of labor force may pose a hindrance to agricultural productivity in
the future. The ratio of productive age people who are engaged in the agricultural sector is only 35.1% of total
agriculture labor force. It can be observed that aging problem is far greater in the agricultural sector than the
whole of Achi Village. The Table 2.2 shows the percentage of population by age in agricultural sector and Achi

Village as a whole.

Table2.2: Age Structure of Whole Population and Agriculture Sector

Age 15-64 65 -
66.3% 33.7%
35.1% 64.9%

Source: The statistical yearbook of Achi Village in 2007, “The Agricultural Consensus 2007” by MAFF

The second cause of decreasing farm land is the lack of labor due to migration of productive young
people to big cities and from the agricultural sector to other sectors. The anxiety of getting income through
farming, the opportunity of getting higher education, and the lack of interest in the agricultural sector, are the main
reasons for young people to migrate to big cities and other sectors. Figure 2.1 shows the ratio of population
engaged in agriculture to the whole population in Achi Village.

Figure 2.1: The Percentage of Population by Age As mentioned above, the agricultural sector

is mainly formed by elderly people. This situation

e Ll may aggravate the productivity of local crops in the

TO-= |H'-' gl =, :I._ future. Achi Village may need to import crops from
FiFi 5 4@ Ak = Thle other areas in order to meet the demand of
-5 : 3530 e agricultural products. Achi municipal office has
v .':.:--F.! e ;!: i considered this threatening situation. They have tried

to reduce unused land. Nowadays, they are

succeeding in reducing unused land. They expect to
Source: The statistical yearbook of Achi Village ) )

reduce 7 hectares of the unused land in the following
in 2007, “The Agricultural Consensus 2007” by MAFF . .

five years, adding to the recent 8 hectares saved. The
Agriculture Support Center also tries to tackle these issues by using two solutions. One solution is the scheme of
producing organic agricultural products which are profitable by utilizing special fertilizer. Another solution is so
called “agriculture without much ado”. The purpose of this scheme is not profit generating, but mainly protecting

the farm land from degradation.
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Recommendation

There are two recommendations to tackle the goals of decreasing unused land and increasing the
number of farmers, which are: (1) the owner system of agricultural field, and (2) farm land leasing agreement for
private companies. Firstly, Achi Village has already used the owner rate system for some fruits, such as apples and
pears. This system can be duplicated by vegetable and rice farms. There is an example of the owner system for
rice farms in Awara City, Fukui Prefecture. Table 2.3 shows the owner system which is provided by Higashiyama

Green Tourism in Awara City, Fukui Prefecture.

Table2.3: The Owner System

Area The Number of Fee Stuffing Charge Remarks
Compartment
24 ¥45,000 --- By hand
250 m
12 ¥90,000 Separately By Machine
500 m?
6 ¥180,000 Separately By Machine
1000 m

Source: Higashiyama Green Tourism

Each owner of the rice field can experience the cultivating and harvesting activity, and get the
production of that area. As a result of this system, this city can utilize the land effectively. This system can be

itroduced to Achi Village.

Secondly, the Achi municipal office can develop farm land leasing agreements for private companies.
The main purpose of this agreement is inviting private companies to utilize the unused land as productive farm
land. The private companies can lease unused land from farmers in the period of the cultivating season. They can
hire labor from outside areas to produce high quality products under the supervision of the municipal office with
some incentives. Achi Village can get benefit from decreased unused farm land and the farmers can maintain

ownership of their farm land.

3. Tourism
3-1. General Information

The tourism industry is the platform of industrial promotion for the village. The municipal office sees
promotion of tourism in Achi Village as one of the plans for sustainable development. In terms of tourism

promotion, Hirugami hot spring is the force to attract tourists and the Hirugami hot spring is expected to become a

popular brand. In specific plans to attain the objectives of the 5™ Comprehensive Plan from 2008 to 2017, there
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are seven schemes. They are: (1) Promoting Hirugami hot spring (2) Strengthening organization in tourism
promotion (3) Promoting Tourism sites where Tosando Route connects (4) Strengthening tourism resource in
Namiai Area (5) Activation by utilizing local products (6) Promoting sightseeing menu through experience and
attracting tourists (7) Strengthening function to dispatch information. Those schemes are for aiming at 1.34
million to more than 1.4 million tourists. However, there are some doubts about the future prospect of Achi
Village, e.g. municipal office of Achi Village worries that the number of tourists who visit core tourism sites such
as Hirugami hot spring which attracts half the total number of tourists which Achi Village’s Comprehensive Plan

aims at, is trending downward.

In order to accomplish the goal, a Comprehensive Plan is required with a multi-dimensional approach,
not only quantitative measures in traditional ways but also a qualitative measure is necessary. The Comprehensive
Plan advocates coordination among industries in villages which act synergistically regarding industrial promotion,
however, such coordination is immature because each industry implements their own measures by themselves in
the present situation in Achi Village. Therefore, how each organization and enterprise develops business, adds

value and dispatches information to the outside, is a challenge.
We describe the flow chart of stakeholders in the tourism sector of Achi Village. This chart depicts the
relationship between each actor and the flow of money, products, etc. Those stakeholders are mainly our

interviewees so the picture is drawn from interview and observation.

3-2. Characteristics of Sites through Interview and Observation

This section mentions characteristics of each site, mainly where we visited and shown in the stakeholder

chart.

Figure3.1: Tourism sector stakeholders chart
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Arrow in the chart means flow of present relationship and dotted arrow means proposed flow between
stakeholders. For example, Hirugami hot spring area support shows suggestion to utilize products of Higo
agricultural farm and food processing companies, etc., and there is a proposed plan between Jibuzaka tourism

center and Higo agricultural farm.

a. Municipal Office of Achi Village (F[& +#:55)

In terms of tourism sector, the Department of Economic Promotion (% 7 /& ME3E) takes
responsibility for promoting the tourism sector. The department is in charge of tourism, business and industry
and also the department is closely working with the chamber of commerce and industry. The department
supports maintenance of infrastructure, scenery and environment in good condition. Now they are also
considering how to make tourists stay for a longer period in Hirugami area. The office also plans seasonal
events, like fireworks in summer, etc., to attract more tourists and to make them return repeatedly. As for the
promotion of tourism, the target is mainly domestic market. The department focuses on the promotion of
tourism in big cities like Kanto and Kansai Areas in order to attract the people living in these areas, For
example, one third of population in Japan is gathered in Kanto area which is the largest area in Japan. They
prioritize to stimulate the domestic market than attracting the foreign market though they recognize the current
trend of increasing foreign tourists. The unique and effective advertising methods are through JR and through
posters of famous shops.

b. Higo Agricultural Farm (A% &% 2 )

The main products are various fruits such as apple, pear, Japanese pear and grape, and each fruit has
many varieties. The best season is from August to November. There are some farms where tourists can enjoy
those fruits in Achi Village. Those farms set up an association “Apple picking association (U > T5F 0 &) .
Members of the association talk about their business such as thinking about breed improvement to deal with
warming temperatures and setting the same fee. As for characteristics, the Higo agricultural farm is located in
high altitudes, 800 meters which is relatively higher than other farms. The farm considers it a strength.
Although recent climate change has impaired the taste, and the number of tourists is declining, the farm
maintains the price of their fruits while others are forced to change. The sales and number of customers in Higo
agricultural farm have been stable over the past years. Although the number of farmers is one of the most
serious issues, Higo agricultural farm does not have a lack of employees. The owner answered that he has no
problems in management but the health for the owner is a concern. Mostly tourists come from the Chubu
region, Nagoya and Hamamatsu, to visit the farm. Tourists are mainly families. Tourists do not usually come by
package tour because drivers are not willing to take the narrow roads. Around 60% of the total income comes
from the Morning Market, 30% from the tourist farm and the rest from A-coop which is a supermarket, and
10 % are others.

c. Jibuzaka Tourism Center (YAERR &L & > & —)

The center manages the tourism industry in Namiai Area. The center is open throughout the year and

holds events in four seasons because of the importance of off season. Tourists can enjoy lotus flower and

azaleas in spring, cosmos in summer, red leaves in autumn and skiing in winter. Most of the tourists come from
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Chubu region like Nagoya, Toyohashi and Hamamatsu cities. Therefore the focus of tourism promotion and all
PR activities are in Chubu. The municipal office helps promote tourism in Namiai Area and distributes
pamphlets and also discount tickets. Although the center makes an effort to attract tourists throughout the year,
income depends on skiing, which composes 80~85% of annual revenues. Since the number of tourists has
declined in the last ten years and the number dropped to half of that in peak, the revenue became 280 million
yen recently, while the highest revenue was 580 million yen. Therefore, it is a difficult situation for the center
because at least 300 million yen is necessary to manage. The center wants to develop networks with local
farmers to sell their products. For this, whenever the owner meets people from Higo farm they discuss such
possibilities. It is effective for this center to sell local fruits such as apples because tourists often ask for local
food products. Vegetables are difficult to preserve for a long time but fruits are easier so the connection would
be reinforced.
d. Hirugami Hot Spring Area Support (Bf#{ER TV 7R — F)

The center plays an important role to promote tourism. This support center was established to make
management responsive to the changes of the times and expand market area. The function of the center is to
attract more tourists and improve quality control based on ‘building image’ strategy of Hirugami hot spring and
to act as an engine for local revitalization. Area Support center uses its profits and financial contribution from
lida Shinyo Kinko (% F{Z 42 ), the municipal bank and Japanese Inns for sustaining operations. They are
trying to promote awareness about Achi Village (Hirugami hot spring) by conducting promotional campaigns.
It does not cost much and results are good. They do promote by using methods yearly when hotels have
available accommodation. The support center considers big cities, Tokyo and Osaka to be one of the main
markets in future for the PR activities. Some foreign tourists have also started to come, especially tourists from
Shanghai can afford relative high expense in Japan’s trip, but the center has no special promotions for
foreigners so far as municipal office does. Quality management and promotion activity to develop a
management network among hotels, improving investment environment are the priority areas of the future

plan.

3-3. Promotion of Tourism in Achi Village

There are three elements which would promote tourism efficiently and vitalize Achi Village. They are:

(1) Promotion-Awareness about Achi Village (2) Value addition (3) Participation of locals.

3-3-1. Promotion- Awareness about Achi Village
Limitation/Challenge

Most tourists come from Aichi and Shizuoka Prefectures neighboring Achi Village. The number of
tourists from bigger cities is relatively low despite the big population because the awareness about Achi Village is
quite low in Kanto and Kansai Areas. The name Hirugami hot spring is popular in Chubu Area like Aichi and
Shizuoka Prefectures though. That is a limitation of the tourism market for the village. Therefore no matter how

many tourists come to Achi Village, the market itself is still the same. When people come to know about Achi
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Village or Hirugami hot spring, the market will become bigger and it can be expected that the number of tourists
will increase. Therefore the municipal office and Hirugami hot spring area support started aiming to expand the
market. They apprehend that low awareness in big cities about Achi Village would mean that Hirugami hot spring
has room and potential to attract more tourists. In order to attract tourists, the tourism sector focuses on the
domestic market and attempts to advertise Achi Village, especially Hirugami hot spring, to people from big cities

like Kanto and Kansai Areas.

However two limitations interrupt this promotion activity. One is lack of employees in the municipal
office. Second is limited advertisement expenditure. Promotion of Achi Village is important to attract tourists but
interviewees mentioned that the advertisement rate in big cities was considerably high so it is hard to inform Achi
Village through advertisement. Then they have advertised in unique and effective ways for economical reasons. To
tie up with major enterprises is one way. For example, if you buy a said product, there will be a lottery and the
winner will get a chance to stay in Achi Village for free. They are also doing it through JR, Lotte, a major
eye-glass company, etc. The chief of department, Okaniwa said that the strategy of promotion in big cities is
working well. The slow response is a little bit of a fear though. The chief of economic promotion department
explained that promotion would take time to get good results, however that plan did work and was playing a
successful role. Promotion is attempted not only big cities but also in the Tokai Area, including Aichi and

Shizuoka Prefectures. They try a balanced promotion not to forget attracting tourists in their neighborhood.

Recommendation

Although workable promotions are conducted by the municipal office and Hirugami hot spring area
support, lack of officers engaged in tourism in Achi Village and limited advertisement expenditure is a bottleneck
in promotion activity. Therefore the effort by every enterprise to promote will become a key to vitalize Achi
Village. The way that each enterprise advertises by themselves for instance, enriching Internet sites, is appropriate.
Actually information about tourism sites and events in Achi Village is available. The tourism board of Achi
Village focuses on tourism projects by introducing them in various ways, which include not only introducing
events, accommodation plans and products using water of Hirugami hot spring but also advertising pink ribbon
campaign for enlightening the importance of detection, staging and treatment of breast cancer at an early stage by

lending a cloth to blanket scars and providing reserved baths.

But information about where tourists were able to have traditional and popular food in Achi Village was
not sufficient in our observation. Promotional activity by each enterprise seems insufficient to attract tourists as
found from this research. In terms of promotional activity, such strategy conducted by Achi Village is going well.

The interviewees who engaged in promotion felt the promotion was successful. That promotion should be kept.
3-3-2. Value addition

Limitation/Challenge

Even though Achi Village is famous for Hirugami hot spring, an interviewee told us that some of the
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impressions of Achi Village by tourists were that there were few sites to see. This may suggest that there are
actually few attractive sites or tourists who do not know such sites because of insufficient advertisement, despite
the information which introduces historical places and the events on Internet web sites. Sites must give incentives
to tourists, and promotional activities should be continued (See 3-3-1 Recommendation). The municipal office and
Hirugami hot spring area support recognize the value and attempt utilizing local resources such as food or scenery
and introduce them as value addition into sites in Achi Village by introducing and selling local food at tourist sites
or using local products at local sites. However such attempts are not pursued well in Achi Village. A difficult thing
1S cooperation among sites such as hotel and farmers or food companies in Achi Village, because which products

should be used mainly depends on cost. How that cooperation will go well is the next challenge to be solved.

Recommendation

In order to attract tourists, value addition will be efficient because value addition becomes an incentive
to induce tourists to visit. Even if tourists did not feel attracted to a site, sites with added value would be more
attractive for tourists and the number of tourists would increase. That value addition has an impact on tourists and
people, so it is an important and efficient method. No matter how well they utilize resources, the number of
tourists will not increase until people, travel agencies or media come to know about Achi Village. However the
importance of value addition does not change and should be conducted as before because value addition can leave

bigger impressions and those will be spread by word of mouth.

3-3-3. Participation of locals
Limitation/Challenge

There are four limitations in promotional activities, particularly to gain the participation of locals. In
order to activate participation of locals, those four issues should be solved. Now their problems are difficult to
solve but when thinking about attracting tourists and the future for tourism in Achi Village, participation of locals

1s a vital element.

Firstly, through our interviews we realized that most of the Japanese hotels in Achi Village were “owned
and managed by outsiders” Does this mean that locals are not interested in tourism of Achi Village? It may also
imply that locals do not know how to conduct business or do lack resources, either way it would mean that they
are letting an income generation opportunity simply escape. Secondly, we also noticed that some Japanese Inns in
the village do not use local products. The reason given was the high cost of local products. Does this mean that
they can sell the same products at high price in a market without any problem? Thirdly, it was found through one
interview that involvement of local people is limited to the employment. This implies that local people are not
able to fully explore the possibilities, which arise through tourism and therefore not reap ample benefits from it.
On the other hand, while the municipal office and Hirugami hot spring area support raise the importance of
tourism, there are few voices which wish to activate tourism of Achi Village, from interviews, because people who
obtain benefits appear to be limited. Therefore, the interviewee said that people in Achi Village seem to have no

interest in tourism. Fourthly, local people do not have any resources to utilize in tourism production, except farm
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products at present.
Recommendation

If local farmers can get into regular contracts with the Inn owners for selling their products, they may be
able to save on distribution channel costs and also earn a regular fixed income. Not only that the partnership thus
created will help in widening their reach, because their products will then be accessible to tourists from all over
Japan, this will also help in the recognition of their products as products of Achi Village (See Branding in Chapter
2). There should be an incentive for inn owners to even consider buying local products and in this regard the role
of the municipal office becomes very important. The municipal office can consider providing financial support to
farmers, when they choose to give free trials or trial discounts to inns. To date, local inns have chosen not to use
local products because of high costs. But if this is done then Inns will get a chance to use local products at lower

prices, which may help build a long term relationship between the two, and thus help the Achi economy.

As for branding, holding food contests can also be considered. Actually Achi Village does hold some
food contests. Such contests are very useful in giving local products widespread recognition, thus helping in

branding.

4. Linkage between Agricultural Sector and Tourism Sector

As mentioned in chapter 1, the agriculture sector is a “Core Industry” and the tourism sector is a “Key
Industry” in Achi Village. Chapter 2 and 3 talk about each sector separately. However, these sectors have and
should have a link. Therefore, this chapter talks about the linkage between the agriculture sector and tourism

sector.

Current Situation/Limitation/Challenge

It can be observed that there are two aspects of the relationship between the agriculture sector and
tourism sector: supply of Achi Village products, such as food and souvenirs, to hotels in the Hirugami hot spring
and Morning Market. Achi Village tried to supply local agricultural products to hotels in Hirugami hot spring.
However, hotels which are both private and village-run purchase foods from suppliers in lida City because they

provide unique food such as steamed rice or cutting

Pictured4.1: The Scene of the Morning Market

vegetables with low price. Hence, the attempt by Achi
g

"1 e Village to supply food to hotels did not succeed. Further,
o even though hotels provide the space of souvenirs, those

areas are occupied by mainly non-Achi Village products.

The Morning Market is another aspect of the
relationship between the agriculture sector and tourism

sector. This market is mainly for tourists who stay at the

Hirugami hot spring. Farmers who are members of the
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Morning Market Association (B#{EREATIFEA) can sell their agriculture products or crafts in the Morning
Market. For farmers, this market is an important source of income. One farmer said that the amount of in come
from the Morning Market was approximately 60 percent of total income. Besides, this market is also important for
food processing companies. The head of Achi-no-sato which is a food processing company said that they test new
products in this market and research customers’ needs and wants. The municipal office provided the building to
promote this market which is shown in picture 4.1. A brown wall with black roof is the building which was
constructed by the municipal office. When it is raining, sellers can move to the back side which has a long roof to

avoid rain.

However, one of our interviewees pointed out that the Morning Market closes the membership to
non-villagers and accordingly, there is no competition to improve quality of products. Even though the morning
market is a good income source for sellers, many farmers don’t know the advantage of the market. Also, there
isn’t enough information for tourists, such as, “when and where is the Morning Market held?”” and, “what kinds of
products does this market have?” Especially, for those who come to Achi Village for the first time, it is hard to

access information on the Morning Market itself.

From our observation, there are not enough places for tourists to spend money, such as eating places and
souvenir shops. The figure 4.1 shows the comparison of tourist consumption between Hida Area which contains
some tourist sites in Gifu Prefecture and Shimoina Area. Hida Area includes Takayama City, Hida City, Gero City
and Shirakawa Village. Shimoina Area is composed of lida City, Achi Village, and Seinaiji Village, etc.' In Hida
Area, one tourist who stays overnight does spend 31,249 Yen on average and one who comes on a one-day trip
spends 7,758 Yen on average. On the other hand, in

Figure4.1: Tourist Consumption
Shimoina Area, one tourist who stays overnight

B Hide ® Ehimorms spends 12,882 Yen on average and one who comes
| on a one-day trip spends 1,887 Yen. The size of
i r;” Sk those areas is different; therefore, they cannot be

Accommodations |2 EAD compared with each other simply. However, it is

| [ obvious that the tourists in Shimoina Area don’t

| I_ _FIH . .

) spend much money compared with Hida Area. That
| One-day-trip 'I anT .p y comp . .
[ l is, the average amount spent by each tourist of Achi

Village is low. In that case, how Achi Village can

Source: The author made by using the statistical data
of Gifu-Pref. and the Nagano-Pref. tourism
statistical data Village is important.

make tourists consume more during the stay at Achi

Recommendation
In order to provide suggestions about the limitations, as discussed above, related to the area of linkage
between tourism and agricultural sector in Achi Village, two aspects can be set for analysis. First, “how can

consumption per tourist be increased?”’, and second, “how can the number of tourists be increased?”” According to
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the statistical data, the number of tourists visiting Achi Village in 2007 was about 770,000. For example, if we
assume that they spend 1,000 yen or more in some way, then about 800 million yen of new income will be
generated. While improving individual consumption, it could also be considered as a possible way to create

additional income by expanding overall number of tourists

Total income from tourism sector (/) could be calculated by multiplying consumption per tourist (¢) by
total number of tourist (V) as / = ¢N. Increasing ¢ means to achieve the first aspect, and increasing N means of

second aspect.

How can ¢ and N be improved on earth? To answer to this question, we would like to suggest three ideas.
First is to establish a Night Market in addition to the Morning Market. The second idea is to establish a roadside
station. The third one is to facilitate the existing Morning Market. Each suggestion has a relationship with both the

first and second aspects, that is, ¢ and N.

Figure 4.2: The Pattern of Tourism The main purpose of the Night Market is to provide

opportunity for tourists, especially for younger people who
L) l|‘|.;"1']-|_'=."h'|.;'l B Swerolnodanon

sleep late in the night to enjoy local food other than Morning
3 . . . .
=1 Market. According to questionnaire survey for tourists
conducted by Hirugami hot spring area support center, two

predominant preferable things of Hirugami hot spring area are

the quality of hot water and taste of food, whereas Achi Village

does not have many restaurants for having dinner. Convenience

Source: Tourism Statistical Data of Nagano Stores are also located far from Hirugami hot spring area and
Prefecture 2007 they are hard to access. If there is a place to have light meals at

night time, tourists who want to enjoy walking around and

watching illuminated cherry blossom or autumn leaves will be expected to buy those meals. Since considering the
policy of the village to preserve landscape, the Night Market should only take place during peak season of tourism,
especially from March to May and from September to November. Further, this would be good promotion space for

agricultural products cultivated in Achi Village.

Regarding construction of a roadside station, there are two reasons of recommendation. First, there is no
railway in the village, and access is limited to car or bus. Many of the tourists visit for a one-day-trip by car
according to the statistical data. Further, the main tourists come from Chubu Area, especially Aichi Prefecture
which is located two hours away from Achi Village by Chuo Expressway unless you take a rest somewhere on the
highway. Therefore if there is a roadside station in Achi Village which contains restaurants, souvenir shops and/or
relaxation space, drivers will have an opportunity to stop by there and get relaxed after a long highway run. In
order to attract tourists, especially one-day-trippers, effectively, the roadside station should be located alongside of

Route 256 between Sonohara Interchange which is the nearest entrance and Hirugami hot spring area.
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The second reason is that a roadside station could become a billboard of Achi Village or Hirugami hot
spring. It would provide several kinds of information about the village and its properties, or sell dozens of
processed food or souvenirs. One more advantage of a roadside station is that because most tourists visit by car,
they can bring a certain amount of souvenirs home conveniently, from door to door. A roadside station could also
play the role of parking space. Improving convenience of traffic can contribute to increase the number of

repeaters.

The third suggestion, facilitating the current Morning Market, is also crucial for Achi Village’s economy
as we mentioned above. More aggressive advertisement and promotion activities for both villagers and tourists
would excavate a new market within Morning Market. To achieve these activities, Morning Market Association
should take initiative to promote activities and make partnerships with Achi municipal office. A partnership with
the municipal office would make it possible to expand advertisement activities and facilitate the new entrance of

sellers.

5. Conclusion

In our research, we found that both the agriculture and tourism sectors form an integral part of Achi
Village economy. Both the sectors are equally important, one being driven by social and cultural considerations
and the other by economic considerations. We also tried to give suggestions for improvements. All the suggestions
were explained in detail in preceding chapters. In agriculture, we suggested use of high quality products for
branding and commercializing of farm land by implementing (1) the owner system of agriculture field and (2)
farm land leasing agreement for private companies. In tourism, we suggested (1) improvement in promotional

activities (2) value addition (3) participation of local people.

We also felt that there were certain aspects of both tourism and agriculture complementing each other,
which were neither fully developed nor completely ignored. For this purpose, we gave our suggestions such as
establishing a Night Market, establishing road side stations and facilitating the existing Morning Market. All our
suggestions are based on our initial study, subsequent research and analysis of the data collected through interview,
questionnaire and other material available. What we have suggested may or may not be fully acceptable to
everyone in Achi Village. There may be certain reservations, but we feel that if not all but some are accepted and

implemented, much improvement could be seen in terms of income generation.

Last but not least, as it is with any other economic activity, investment for future growth is essential.
According to a very important economic principal, “one should not expect future profits but prepare for future
losses”, it is important that Achi Village should also plan for the future. In this regard, preservation and upkeep of
presently available resources like land, hot springs, and climate are extremely important. The main thing that
tourists look forward to in Achi Village is its clean fresh air, greenery and healthy and peaceful environment all

around. Therefore efforts should be made to preserve these resources for future generations.
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