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Abstract 
 
 Place and production are closely linked in Japan’s economic geography, but how? 

This research examines a local industrial cluster (or jiba sangyō in Japanese) and its 

product. The unity of the place and product soon fracture under scrutiny.  Producers are 

divided in several ways, using foreign ingredients in “local” products, and competing to 

re-invent traditions.  Half the work of “production” is in cultivation of identities.  Place 

itself is under construction, commoditized in the local product.    

This dissertation takes a theoretical interest in rural production in industrial 

economies, the durability of community-based small producers, contested conventions 

demarcating place, and identities in products and practices.  The case is Yamanashi 

Prefecture, core of grape and wine production in Japan.  Globalization has minimized 

local grape content in Yamanashi wines, dividing wine-makers from table grape growers, 

historical suppliers of materials fermented.  Correspondingly, local wine quality eroded, 

and the industry lost market share to imports. Can Yamanashi wine reinvent itself?   

Fieldwork revealed the evolution of agents in the “industrial cluster” and today’s 

structures of innovation in wine and grapes.  Data include archival research, interviews 

with stakeholders, and participant observation as a grape grower.  Chapters Two, Three, 

and Four find an overarching cluster division limiting institutional capacity and 

restricting technical product improvements.  Nonetheless, some firms have connected 

wines from the Koshu grape (Vitis vinifera var. orientalis) to the constructed “identity” of 

local production.  Chapter Five analyzes how wines from this grape are linking to 

“heritage,” “locality,” “Japanese-ness” and re-invented and marketable “places.”  This 

combination of simulacra is transmitted to consumers as “premium quality,” creating a 
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minor consumption boom of wines from Koshu grapes and new forms of tourism, 

examined in Chapter Six.   

Benefits from re-branding are uneven.  Production remains disarticulated and 

collapsing due to poor cooperation among industries and a failure of government.  

Findings show the difficulties of legislating cluster development, integrating two 

struggling clusters, creating consumable winescapes, and moving a cluster from stagnant 

to embryonic growth.  Economic geographers attributing local products’ survival to 

cluster advantages must be ready to see the “cluster” as not one thing but many, vying for 

futures in realms of meanings. 
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Chapter 1.  Introduction, Literature Review and Methodology 

1.1. Purpose of this Dissertation Research 

Geographers and other social scientists share broad interests in the processes 

structuring and restructuring local production under globalization.  In concept, rural areas 

desire to maintain and enhance the economic vitality of their agro-industries.  Yet in 

practice, advanced economies find primary and secondary sectors of their rural areas 

hollowed by global sourcing.  Rural areas are now settings for firms that sell “local” 

products containing little local content.  In response, other actors struggle to re-localize 

farming and food processing.  Specific places try to brand their production with 

certification of local origin, recover from globalization, and survive under global 

competition by re-localizing specialty products.  What, precisely, is a local product, what 

does it derive from place, and how?  

This research investigated these questions through a case in Japan.  Specifically, 

the research studied attempts by local actors in a hill country setting in Yamanashi 

Prefecture to revitalize and re-localize their grape-based wine industry.  Whereas many 

other nations certify locality of wine to an Appellation d’origine contrôlée (AOC) or 

appellation, Japan has no true national system for such designations.  In fact, what is now 

marketed as Japanese wine is largely blended from imported bulk wine or fermented 

from imported juice or must.  Globalization and deregulation of past decades has 

minimized the local grape content processed by the Yamanashi wine cluster, and resulted 

in a division with the Yamanashi table grape cluster, the historical supplier of the 

majority of locally grown raw materials fermented.  Correspondingly, the quality of 

locally produced wine was seriously further eroded, consumer confidence in that 

production declined and the industry lost considerable market share to better received and 

higher value imports.  Today’s global imports of wines into Japan leave some local actors 

in Yamanashi seeking to save their brands by improving local viticulture and 

winemaking, and linking their production to specific and marketable places. 

Approaches to wine geography see the importance of terroir as well as production 

chains or value chains (Gwynne 2008).  The physical and cultural elements of terroir 

lend to an ontological reality of defined territories demarcated under AOC or 

appellations.  Yamanashi wine is territorial in the sense that it has evolved from, and 
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continues to draw strength from, agents and institutions of a community or regionally 

based industry (i.e., 地場産業, jiba sangyō), or “industrial cluster” as it is often 

understood in Western literature.  Yet it also includes firms operating transnational value 

chains in their sourcing of “Yamanashi” wine.  This study will focus on the Yamanashi 

wine industry as a cluster encompassing “local” players whose production chains do not 

necessarily start in the soils of Yamanashi, but whose efforts to upgrade their wine 

quality and market share now include re-localizing their sourcing of grapes, legislating a 

municipal certification for purely locally grown wines and creating a consumable wine 

tourism landscape linked to place.  The internal structures, endogenous processes and 

socioeconomic relations present within and between the Yamanashi wine cluster and the 

Yamanashi table grape cluster with their search for greater value was the focus of this 

study. 

1.1.2. Research Questions 

The overall question of this research is how Yamanashi wine survives as a 

community-based industry and how it attempts to improve its quality, local-ness, and 

acceptance among Japanese consumers. This study bridges the literatures of industrial 

clustering, agriculture and quality production, branding and marketing in wine, and food 

identities.   These several literatures are reviewed in the latter half of this introductory 

chapter.  They are the broad base from which a geographer can approach the question of 

the local food product today. 

The first section of literature reviewed here is about the past 150 years of 

agriculture in Japan and the dilemmas presented for rural areas today.  The literature in 

section 1.2.1 outlines the general trend of agriculture and industry under a shift to 

capitalist agriculture under a developmental state, modernization, market integration, and 

the creative adoption of foreign foods and technologies.  This review sets the general 

story under which I take specific questions to my case in Chapter Two.  When and how 

did grapes arrive in Yamanashi Prefecture? How did grape production and wine making 

take their place in this particular location?  Beyond the obvious principle that an agro-

food making cluster is “resource based” in the soil, what explains the spatial fix of this 

crop in this basin? 

 



 

 

3 

     

The next three sections of literature reviewed are about the nature of small 

producers in localized clusters.  Writers surveyed in sections 1.2.2, 1.2.3 and 1.2.4 often 

attribute the success of small enterprises, especially those in Japan, to their spatial 

proximity, and try to identify how benefits flow from the interactions among the group.  I 

take the terms of this literature to the Yamanashi Case in Chapters Three and Four.  Who 

are the agents in the cluster, and what is their geography?  I analyze the grapes, the grape 

growers, and the wine makers in Chapter Three.  I examine the extent to which their 

production is integrated, and why.  I ask whether the production could be more 

integrated.  In Chapter Four, I tease out the circumstances compelling a disconnect 

between the grape growers and the wine makers in Yamanashi, and I find the logics of 

diverging paths to be very strong.  Is it possible that grape growers and wine makers can 

become better integrated through the supply chain once again?   

 The next three sections of literature reviewed in this chapter are about the 

processes that link products with the territoriality of place in the imaginations of 

producers and consumers.  Bodies of literature reviewed in sections 1.2.5, 1.2.6 and 1.2.7 

show us that industrial clusters do not automatically generate their own meanings, but 

that the connections between wine, place, and identity must be cultivated along with any 

product.  From this literature I analyze several questions in Chapter Five.  What and how 

does wine mean to Japanese consumers?  What is a Yamanashi wine from “here”?  Can 

producers agree on a place convention? Can producers or the state make the cluster work 

for mutual support? 

 The final three sections of literature reviewed in Chapter One are about the 

material landscapes of wine as part of the consumer experience, and the practices of wine 

tourism in assuring markets.  Literatures reviewed in sections 1.2.8, 1.2.9 and 1.2.10 

show that a sense of place and an experience of place is itself a product that sells.  I take 

questions on these themes to the Yamanashi case in Chapter Six, asking about the 

possibilities for bringing visitors to Yamanashi for wine tourism, and sending Yamanashi 

wines to the world market.   
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 Overall, this research combines cluster theory with an interest in the production of 

meaning to examine how the Yamanashi clusters define their territorial spaces and create 

“placeness” in local Japanese winegrowing. 

1.1.3. An Introduction to the Yamanashi Wine Cluster 

In 1985, Whipperman wrote “In the little wine country towns of Katsunuma, Enzan and 
Yamanashi, wine is everybody’s business. Because, in the vineyards, there are only three 
jobs: either wine growing, winemaking, or serving the growers, the makers and the 
drinkers.”  Is this really true? 
 

Yamanashi Prefecture currently includes over seventy wineries, and continues to 

be the leader of wine production in the country.  The majority of wine produced in the 

region is fermented by a few large wineries owned by multinational corporations, noted 

more for their high technological standards in the winery rather than ability to grow high 

quality wine grapes (Holden 1995, 26).  While the majority of this production remains 

targeted at the basic end of the market (≈$7-10 US/bottle), the liberal trade regime has 

resulted in the introduction of abundant quantity of lower priced imported wines of better 

value as competition (Anonymous2 2007; Aoki 2007, 12).  In response, the larger 

domestic producers have now begun to attempt to differentiate their products based on 

quality, and now release locally grown wines at almost every price point (Gastin 2004a; 

Aoki 2007, 12; Fieldwork). 

Likewise, a number of entrepreneurial smaller- and medium-sized wineries are 

searching for specific grape varieties that can match, enhance and then relay the local 

terroir.  This shift is also said to have been spurred in part by recent legislative changes 

that permit private firms more direct access to agricultural land, allowing for greater 

control over product development.  In effect, the stereotypical Yamanashi agricultural 

countryside is slowly moving towards a contrasting patchwork of stone fruit trees and 

table grape vineyards owned by ageing growers and newly planted wine vineyards owned 

and operated by local wineries.  From the perspective of many local wineries, this 

represents the further introduction of agricultural practices into their enterprises, carrying 

not only the beneficial element of quality control, but also the implications of intensive 

future investment linked to risk.   

Of particular interest to producers is the quality achievable with and the marketing 

potential of wines fermented from the Koshu grape, a local, “Japanese” and possible Vitis 



 

 

5 

     

vinifera, which is argued to match Japanese cuisine.  Overall then, the contemporary 

industry is argued to be slowly beginning the difficult shift to locally grown wine-grapes 

(as opposed to V. labrusca, hybrids and Koshu pruned for table grape production), 

fermented in modern facilities to produce high priced wines embodying unique flavors of 

the Yamanashi terroir (which has not yet been formally codified or demarcated).   

This slow, troublesome and arguably necessary shift has begun to occur not only 

in the agendas of smaller producers but also in part by the larger firms, which now 

include foreign investors (Campbell-Drane 2001; Augustyn 2004; Fergunson 2006; Jeffs 

2007; Koshu Project 2007; Pearlman 2007).  That is, many players have begun to see the 

potential, and larger industry-wide changes seem imminent in the shift from an industry 

of wine bottlers to one of winegrowers.  Likewise, a number of firms are seeking to 

penetrate export markets in the near future, particularly as success overseas results in 

positive effects on domestic consumers.  Furthermore, the economically positive 

accoutrements typically associated with wine industries are now slowly starting to dot the 

Kōfu Basin landscape at the core of grape and wine production in the prefecture: wine-

tourism in the form a government sponsored wine sampling room, gift shops, hot springs, 

tour buses, bed and breakfasts, and a scenic, demarcated wine route.  At least nominally, 

progressive changes are said to be occurring.  This dissertation looks at each of these 

recent developments in considerable detail and seeks to split myth from reality in these 

transitions to a wine region of premium and ultra-premium quality production.  

 In reality however, enormous problems exist.  Relations between growers of the 

table grape cluster and wineries remain highly strained; there are severe issues with the 

quality and quantity of local grapes; the domestic wine market is saturated with socially 

and economically better valued imports; considerable investment in the production 

equipment infrastructure is required; tourism networks are ill-equipped to meet the 

contemporary demands of guests; there are serious questions of label integrity; learning 

networks are highly fragmented; and both intra- and inter-regional cooperation between 

most stakeholders is minimal if not antagonistic.  Stated otherwise, in many ways the 

wine cluster is severely hindered by its own diseconomies.  This dissertation also 

empirically explores each of these in turn. 
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1.1.4. The Structure of this Dissertation 

 Following the introduction to Yamanashi Prefecture and its key geographic 

regions in terms of grape growing and wine production in Section 1.1.5, the chapter 

continues by reviewing the literature on industrial clustering with particular reference to 

Japan.  The focus of this section then shifts to explore the vast literature on the 

construction of quality in wine, before relating them to recent studies employing the lens 

of clustering to interpret the relative competitive advantage of “New World” wines in the 

global marketplace.  Finally, the section ends by linking tourism, winescapes and identity 

construction within the literature.  This chapter concludes by describing the methodology 

used in data collection. Chapter Two delineates salient aspects of the history of the 

Yamanashi table grape and wine clusters to frame them as an ideal case study to 

investigate the in/significance of clustering in industrial evolution.  Within this context, 

this tracing of the historical trajectories and geographies of grape growing and wine 

production in Yamanashi Prefecture firmly places these industries directly within the 

larger crises facing contemporary producers and growers across rural Japan.  Chapter 

Three outlines the structures of the table grape and wine clusters in Yamanashi 

Prefecture.  That is, it provides a detailed description of the grapes, growers, winemakers, 

wineries and viti-vinicultural practices.  Chapter Four explores the often-charged links 

between the table grape and wine clusters and numerous ways both clusters have sought 

to circumvent this interface.  Chapter Five looks at the construction of actual and 

conceptual quality and the production of place in local wines, formal and informal quality 

assurance and branding schemes, questions of regional and varietal identities, the rise in 

popularity of Koshu wines and learning networks within the clusters.  Chapter Six 

focuses on wine tourism development issues within the Kōfu Basin, industry marketing, 

export aims and consumption patterns.  Chapter Seven provides a more extended and in-

depth analysis of the more sanguine points of the previous chapters before linking back to 

the literature and positing conclusions.   

1.1.5. An Introduction to Yamanashi Prefecture 

Yamanashi Prefecture is located in the Chūbu region of Japan about ninety 

minutes by Japan Railway Limited Express train west of Tōkyō (See Figure 1.1).   
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Figure 1.1:  Map of Yamanashi Prefecture in Japan 

 
 
Source:  Muto Emiko and Aaron Kingsbury 

Named Kai Province until the political changes in 1868, Yamanashi Prefecture lies to the 

north of Japan’s highest mountain, Mt. Fuji.  Its prefectural capital, Kōfu City, is situated 

at 35.5° north.   

As of October 1st 2007, Yamanashi Prefecture had a population of 877,835 and a 

total land area of 4,465 km2  (Yamanashi Prefecture 2008).  Its highest point is on Mt. 

Fuji at 3,776 meters.  Forest covers 78% of the prefecture and only 6% is under 

cultivation (Yamanashi Prefecture 2010a).  The prefecture has 22,300 ha of land under 

cultivation, of which 5,310 ha is under rice and 10,800 ha is under fruit (Japan Statistical 

Yearbook 2011).  

Overall, 5,000 full-time farming families, 4,000 semi-time and 11,000 part-time 

farming families are involved in agriculture on some level (MAFF 1965-2010).  For 0.1 

ha of land between 2000-2005, the average agricultural production was valued at $1,720 

and as such was the highest ranked in the country (although it dipped to second briefly in 

2003) (Yamanashi Prefecture 2008; 2010a).  This high value harvest yield to land size 

ratio is partially a result of growers seeking to earn a living on smaller and often more 

disconnected fields when compared to other prefectures.  Likewise, the relatively warm 
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temperatures allow for the production of higher value tree fruits and table grapes.  

The prefecture has been administratively, culturally and geographically divided 

numerous ways in its history.  While a complete analysis of these differences is outside 

the scope of this dissertation, Figure 1.2 shows one more noteworthy example.   

Figure 1.2:  Map of Traditional Regions in Yamanashi Prefecture 
 
 

 
 
Source:  Muto Emiko and Aaron Kingsbury 

While these regional names are no longer officially used, they were still referred to 

during interviews as well as in older statistical data.  Boundaries listed on this map as 

“before the amalgamation” refer to the Great Heisei Mergers in the early 21st century 

(See Commonly Used Expression and Phrases). 

1.1.6.  An Introduction to the Kōfu Basin 

 While this dissertation explores grape and wine production in the entire 

prefecture, the agricultural plain of the Kōfu Basin is by far the most important region 

(See Figure 1.3).   
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Figure 1.3: Map of Yamanashi Prefecture with the Kōfu Basin Highlighted in Gray 

 
 
Source:  Muto Emiko and Aaron Kingsbury 

Within the Kōfu Basin lies Katsunuma Town, now part of Kōshū City.  This town 

is at the heart of grape and wine production in the country and is supported by gravelly 

clay soils.  The second most important wine-producing region is Ichinomiya Town, now 

part of Fuefuki City and located next to Katsunuma Town (See Figure 1.4).  It is also 

important to note that the Kōfu Basin, being one and one-half hours from Tōkyō, is also 

now expanding as a commuter residential accessible area for those working in the Tōkyō 

Metropolitan Area.  Finally, while not designated on the maps of this dissertation, 

respondents also occasionally mentioned the Kyōtō Area (i.e. 峡東エリア, Kyōtō Eria), 

which is the Eastern part of the Kōfu Basin and includes Fuefuki City, Kōshū City and 

Yamanashi City.  Figure 1.4 shows a smaller scale map of the Kōfu Basin with the 

various cities, towns and villages listed.  This includes some of the major transportation 

networks, important sites and more important landmarks to both the wine industry and 

this dissertation.  The inset shows the distinctions between cities following the Great 

Heisei Mergers. 
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Figure 1.4:  Map of the Kōfu Basin  

 
Source:  Muto Emiko and Aaron Kingsbury 

Grape production (for both the table and wine) in 2007 was 51,400 tons out of a 

total in Japan of 209,100 tons (Yamanashi Prefecture 2008).  The production of peaches, 

which will also play a role in the analytical portion of the dissertation, was also first in 

the country in 2006 with 51,600 tons and 35.3% of the total Japanese production 

(Yamanashi Prefecture 2010a).  In 2005, the value for wine shipped was US$ 14,082,000 

or 27% of the national total (Yamanashi Prefecture 2008).   
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1.2. Literature Review 

1.2.1. Japanese Agriculture in the Context of Widening Imports 

Japanese rural communities and the agricultural commodities they produce have 

both been in decline for a number of years.  Japanese growers produce less than 40% of 

the country’s total caloric in-take (Dyck and Ito 2004).  Smaller-scale family operations, 

run by predominantly part-time growers on disconnected fields, have difficulty 

competing with lower cost imports (Godo 2001; Nagaki 2002).  Likewise, the 

unavailability of successors has resulted in farm abandonment and depopulated rural 

spaces (e.g., Kumagai 1996; McDonald 1996a; b; Morimoto 1996; Nakajima 1996; 

Japanese Statistics Bureau 2000; Morimoto 2001; Nagaki 2002; Kitahara 2004). 

 Much of the blame for decline lies in what McMichael and Kim (1994) identify as 

the Japanese post-Second World War policy of a “bifurcated food regime”.  That is, 

legislation has encouraged the shrinking of domestic agricultural production and the 

development of an import-dependent food supply.  In effect, this has hollowed-out local 

producers and processors and resulted in the construction of a Japan-centered East Asian 

food import complex (McMichael 2000; Takayanagi 2006).  Typically, the trade flow 

patterns of fruits and vegetables now originate in developing countries across the Asia-

Pacific region and are then imported into Japan.  This globalization of the Japanese food 

market has largely occurred through the efforts of Japanese food capitals, which are 

considered the primary agents linking foreign production with Japanese consumers 

(McDonald 2000). 

Following a series of food safety and labeling scandals in the 1990s and 2000s, 

the Ministry of Agriculture, Forestry and Fisheries (MAFF) began to promote a more 

consumer-focused approach to food safety to restore confidence.  This has included 

implementing tracing systems and providing detailed information on the practices of 

production at point of sale locations.  It has also encouraged a shift to “local eating” and 

linked Japanese food to “slow food”, “healthiness” and “Japanese-ness” to add value to 

domestic production (Takeda 2008; MAFF 2010).  Feagan’s (2007) request for more 

clarity on how “local” is delineated and understood is here also apropos, as truth claims 

of “locality” in the Japanese marketplace have been shown to also now be, at least in part, 



 

 

12 

     

vaguely defined and/or appropriated (Kingsbury et al. 2010).  Indeed, many famous 

“local” food products are also now sourced from overseas. 

Nonetheless, contemporary MAFF policy also latches on to the multifunctional 

nature of rural spaces, and argues that local agriculture serves to guard the national 

environment (Goto 2008).  This has also included drives to develop agricultural tourism 

as a means to revitalize rural spaces.  Most recently, MAFF directives include new goals 

to re-link Japanese domestic agriculture producers with local processing industries to 

revitalize both agriculture and rural areas (MAFF 2010).   

This dissertation on the grape growers and wine producers of Yamanashi 

Prefecture poses serious questions as to whether Japanese growers can re-link to food 

capitals and other processors in manufacturing and trade.  Simultaneously, it asks 

whether the Japanese government, often said to be developmental, protective and a key 

player in the development of small to medium sized industries, can actually assist a 

domestic agro-food product or whether its mercantilist propensity to ease the importation 

of cheaper raw materials will dominate.  Finally, this dissertation comprehensively 

examines how a local industry that has been adversely affected by the crises afflicting 

contemporary rural Japan has or has not been able to counter the social, economic and 

environmental challenges of its locality  (and in what contexts use that locality as a 

resource) to compete in a global marketplace.  This examination occurs through yet 

simultaneously challenges the theoretical lens of cluster theory. 

1.2.2. Industrial Districts, New Economic Spaces and Clusters 

 The related theories of the industrial district, external economies, networking and 

cooperation have attracted close attention in the economic geography literature on 

regional development in recent years.  Many recent developments in this literature can be 

conceptually linked to a key early geographical study of manufacturing firms by Marshall 

(1890).  Marshall first identified industrial districts and the value of local industrial 

agglomerations in providing external economies and encouraging technical dynamism.  

Within these districts, collections of smaller firms were found to be generally spatially 

proximate to a larger parent firm.  Importantly, Marshall noticed that their proximate 

locations resulted in direct benefits to those firms, such as knowledge spillover between 

firms. 



 

 

13 

     

 Nonetheless, by the 1920s a different system of production, codified as Fordism 

in the literature, became more dominant.  Such a system is characterized as production 

where one firm produces all the components to the final product in-house.  Labor is 

relativity unskilled (e.g., assembly line), and benefits are accrued through economies of 

scale mass production, linked to mass consumption.   

By the late 1970s, attributed to factors such as the rise in globalization, 

localization has found renewed importance in the principles of industrial location.  In 

effect, more efficient transportation networks and deregulation have resulted in smaller 

firms being able to proximately locate and garnish benefits from external economies of 

scale.  Thus, research agendas shifted with renewed interest to industrial districts and 

regional economies partially as an alternative to the Fordist principles of mass production 

dominated by large firms. 

Paniccia defines “industrial districts” as “any agglomeration of small to medium-

sized firms engaged in one or a few complementary industries in a limited area” 

(Paniccia 2002, x).  Alternatively, Scott defines an industrial district as “a localized 

network of producers bound together in a social division of labor, in necessary 

association with a local labor market“ (Scott 1992, 266).  This localized network allows 

firms to gain benefits internal to the district, yet external to the firms themselves (Hayter 

1997).  Industrial districts are flexibly specialized, allowing them to gain the cost 

advantages of performing production activities in-house, rather than through transactions 

with external suppliers, i.e., economies of scope (Piore and Sabel 1984).  This collective 

flexibility allows for “rapid response to highly differentiated consumer demands, highly 

differentiated input supplies, rapid absorption and diffusion of new technologies and 

market information, as well as effective use, training and redeployment of labour” 

(Hayter 1997, 330).  

One seminal work in this newer body of literature is Piore and Sabel (1984).   

Piore and Sabel argue that national and regional governments should shift foci for 

industrial support from Fordist mass production to the development of regions of Small 

and Medium Sized Enterprises (SMEs).  They also argue for a renewed commitment to 

the study and political encouragement of flexibly specialized labor and production 

practices, particularly as the cost required for larger Fordist style enterprises to 



 

 

14 

     

consistently maintain up-to-date specialized equipment in each step of the in-house 

production process had become prohibitive. 

To this, Scott (1988) argues that resulting from the rise in geographic regions of 

lower cost production (e.g., Southeast Asia) and the improvement in communications and 

computer technology, firms are growing in new spaces of production and are shown to 

thrive in vertical disintegrated regimes.  Indeed, beginning with Bagnasco’s 3rd Italy 

(1977) (other key 3rd Italy scholars include Paniccia 2002), Scott traces these new (and 

often not so new) regions of vertically disintegrated production.  His own summaries 

include Route 128 in Massachusetts, Science City in France and Silicon Valley (See also 

Saxenian 1996).   Importantly, Scott also highlights the importance of location to the 

economic success of these regions.  In example, he argues that local university research 

agendas are more likely to support those industries spatially proximate (as well as 

possibly providing them with skilled future employees trained in the unique 

particularities demanded by that local industry).  

To summarize to this point, much of this new post-Fordist literature emphasizes a 

system of production characterized by flexibly specialized labor and more versatile 

machinery, vertical disintegration and the resulting strong subcontracting relationships 

between firms, just-in-time production, and tighter linkages between product 

development, marketing and production (e.g., Piore and Sabel 1984; Scott 1988; Best 

1990).  The literature has also shifted its focus of research from the single large firm to 

the study of inter-firm relationships within particular places, territories or regional 

systems (Asheim 2000).  The region as a unit of production, rather than the individual 

firm, has become the priority of study in the economic geography of production (Lorenz 

1992, 195). 

 The post-Fordist literature also emphasizes the theme of “new economic spaces”.  

Although this idea is rarely formally defined, “new economic spaces” are often 

associated with agglomerations of economic activity, often high-tech activities in places 

not previously associated with industry (Scott 1988; Henry et al. 1996).  Whether the 

agglomerations are old or new, explanations have emphasized the nature of inter-firm 

relations as learning processes, trust, relation specific skills, untraded interdependencies 
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and cooperation (See also Cooke and Morgan 1998; Storper 1997; Patchell 1993; 1996; 

Kingsbury and Hayter 2006). 

Following in these lines of theoretical progression and of the most importance to 

this dissertation, Porter (1990; 1998) further distinguishes the concept of an industrial 

cluster.  That is, a geographically proximate group of interconnected companies, 

specialized suppliers and service providers, firms in related industries, and associated 

institutions (e.g., universities, standards setting agencies and trade associations) in 

particular fields that compete but also cooperate.  Using his Diamond of Competitive 

Advantage, Porter illustrates a neo-Marshallian explanation for cluster development.  

This diamond is comprised of four key elements:  controllable factor conditions (e.g., 

infrastructure, skilled workforce), demand conditions, supporting businesses and 

dynamics such as rivalry-ness/company operation.  These four elements are then further 

mitigated by the policies of government.  This Diamond continues to influence research 

on cluster development and promotion, and many authors tweak it to fit local situations 

(e.g., Wickham 2005 on an Australian shipbuilding cluster expands the role of 

government). 

 Porter argues clusters are found at every spatial level of the economy, particularly 

in more economically advanced nations.  In effect, clusters help to increase the 

productivity of geographically proximate firms through, for example, shortened supply 

chains, closer relationships with competitors and easier access to information and 

resources (Scott 1988; Gertler 1993; Depner and Bathelt 2005).  Likewise, clusters are 

often characterized by their generation of external economies making firms more flexible, 

innovative and efficient than those located outside the cluster (Humphrey and Schmitz 

2002; Hwang 2002; Mueller and Sumner 2006).  The cluster perspective then explores 

economic success based on the internal structure of social and economic relations present 

in a particular place (Depner and Bathelt 2005; Staber 2007).  

One key additional element often incorporated into cluster theory is the notion of 

Granovetter’s (1985) “embeddedness”, bringing in the horizontal of location (e.g., trust 

and value) that allow it to reach beyond agglomeration theory.  As Storper and Scott 

(1992, 10) note, business enterprises are not placeless, but rather are embedded in 

locality.  In Phyne et al.’s work on salmon in Norway (2006, 191), this horizontal is 
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codified as “untraded interdependencies”.  Whereas a global commodity chain approach 

focuses on the vertical relationships across space, they argue, cluster theory explores the 

horizontal relationships in one place.   

Clusters are also argued to offer a route to an innovation driven economy, the 

creation of which requires national and local governments to assume new roles and 

legislative responsibilities.  These include not only improving education levels and 

transportation infrastructure, but also actively supporting cluster formation and the 

development of all clusters to improve productivity (i.e., rather than simply support 

favored local companies or clusters) (Porter 1998).   

Clusters exist as a range of different configurations based on their development 

stage and growth potential (Porter 1998; 2000; Aylward 2004; Depner and Bathelt 2005).  

According to Porter (1998), clusters arise for a number of reasons including historical; 

unusual, sophisticated or stringent local demand; the prior existence of supplier industries 

or related industries; the existence of innovative firms; and/or chance events.  Cluster 

development is not necessarily linked to any temporally based or linear progressive scale, 

but rather an assortment of agents both endogenous and exogenous.  In effect, each 

cluster differs from others as a result of its unique set of circumstances linked to the 

fluctuating conditions of market demand, supporting industries and institutions, 

competitive and cooperative conditions, and shifts in political impetus and legislative 

mandates (Porter 1998; Chari 2000; Yamawaki 2001; Alyward 2004; Popp and Wilson 

2007).  A cluster termed “embryonic” for example, does not therefore refer to the age of 

its industry but rather its subjacent level of sophistication, development and innovative 

capacity (Alyward 2004).  Well-functioning clusters are often characterized as providing 

the benefits of, in example, being identified with community in ways that link place with 

product and/or production; having a unified and coordinated production chain leading to 

firms being highly flexible; having close communication between typically small 

producers; having stronger mechanisms for shared in/formal knowledge production and 

diffusion; garnishing legislative and economic support from government; and helping to 

ensure a competitive advantage to local firms over those spatially distant. 

Popp and Wilson (2007, 2978) identify a basic, nondeterministic lifecycle of 

clusters in not necessarily sequential or universally experienced phases.  The first of these 
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is codified as the “critical mass” or the birth of the cluster.  More recent literature on 

clusters has focused not on identifying or quantifying this critical mass, but on 

strengthening the dynamics that support it.  As such, research centers on activating rather 

than influencing cluster development by removing those bottlenecks that restrain it 

(Ketels 2003, 16).  Continuing with Popp and Wilson, the second phase is identified as 

“take off”, where the specific conditions prevalent allow firms within a cluster to enjoy 

distinct competitive advantages, possibly later progressing to facilitate competitive 

advantages over external firms and other clusters.   A further phase is “saturation” which 

is symbolized by declining growth, low innovation capacity and increasing competition 

from lower cost producers geographically distant.  The cluster may then decline or 

mature further, experience a renaissance, restructure, relocate or even stagnate. 

Theoretical developments in cluster theory and the resulting political promotion 

of clusters have drawn criticism.  First, cultural materialists (e.g., Mizuoka 2006) bemoan 

the shift to more neo-liberal research agendas at the expense of the longer traditions of 

critical geography and its focus on the injustices and inequalities of capitalism.  The rise 

in the perceived importance of SMEs, it should also be noted, has also been argued to be 

simply the result of other forms of business having already been hollowed out.  To this, 

Harrison (1992, 471) posits that at least some of the success related to industrial districts 

and clusters has occurred at the expense of exploited women, minorities, etc., who 

possibly work both in- and out-side the district.   

Other criticisms relate to the occasionally misused and often interchangeable 

academic jargon of cluster theory.  Harrison (1992) and Martin and Sunley (2002), for 

example, both note that there is no agreed definition of cluster in the literature.  

Furthermore, they add, Porter promotes cluster theory using the buzzword of 

“competitiveness”, not negative in of itself, but as he writes in smooth and easy to 

understand phrases free of the academic jargon in other theoretical approaches, policy 

makers are quick to adopt his positions on development.  Martin and Sunley continue that 

the reproducibility of results of these past policy approaches has not been proven, and are 

based more on “faith” rather than data.  Hofe and Chen (1996) also point out there no 

uniformly agreed on analytical method of locating regional industrial clusters exists.  

Despite these criticisms in the theory, the government of Japan is at the forefront globally 
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for proactively seeking to promote cluster development to encourage local industrial 

development.  As such, the contemporary transitions of the grape and wine clusters of 

Yamanashi Prefecture provide an ideal opportunity to test these top-down approaches to 

regional industrial development.  Chapter Three of this dissertation explores the human 

geographies and internal structures of both clusters.   

1.2.3. Small Firms in Japan 

Many contemporary Japanese industries share a number of organizational 

characteristics with their proto-industrial precursors.  Indeed, many of these very 

characteristics will also be shown to condition the past and present wine cluster of 

Yamanashi Prefecture.  This section briefly explains some of these as drawn from case 

studies in the literature.  For example, Takeuchi (1982), writing on the shell button 

production industry in Osaka prior to the Second World War, shows that technology 

developed by back-engineering products manufactured in the West (i.e., buttons).  Labor 

too was highly disintegrated and comprised of larger numbers of unskilled workers.  

Importantly, although the industry began in more urban settings, it eventually relocated to 

more rural locations to reduce labor costs.  This relocation of production, first urban to 

rural and then to locations abroad, forms a key characteristic of the historical geography 

of many Japanese manufacturing industries. 

In research on a number of proto-industries prior to the Second World War, 

Tanimoto (2006) notes the comparatively supportive role of government, the 

commonness of forming firm level cooperatives and the employment of less expensive 

rural labor across industries, all themes that also continue to characterize many regions of 

Japanese manufacturing.  Other examples from the literature include Miyakawa (1980), 

who explored the rise of heavy manufacturing in the Japanese core prior to the Second 

World War, its subsequent destruction, and the (re-) development of the now famous 

Pacific Belt, a highly industrialized region linking Tōkyō, Nagoya and Osaka.  Miyakawa 

notes that the Korean War greatly benefited Japanese economic development, as firms set 

up additional production near regional ports to better accommodate increases in demand.  

Murata (1980) too looks at the Pacific Belt, linking its increased development to the 

policy of the national government in the 1960s to double real income per capita. 
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More generally, Fujita and Hill (1993, 4) argue there are three major types of 

industrial regions in Japan.  First, Fujita and Hill describe the company town (e.g., 

Toyota City in Aichi Prefecture).  Many firms are all gathered around the main company 

(in this case Toyota), and the region as a whole has greatly benefited from government’s 

corporatist policies.  Nonetheless, like in the United States, Japan experienced problems 

with the decline in heavy manufacturing in the 1970s and by inference the economic 

sustainability of many company towns.  Gilman (1997) compared the plights of 

automobile manufacturing in Flint, Michigan and coal production in Ōmuta, Japan.  

While both governments tried to redirect the declining industries with aid for their 

respective restructuring and new business development, these efforts proved unsuccessful 

in both cases, especially over time.  The reasons for these failures vary but are linked to 

the business and government cultures of the respective countries.  In Japan, argues 

Gilman, issues of bureaucratic red-tape trumped changes in local politics.  In Flint 

however, new elected officials did not always wish to retain the policies and subsidies of 

their predecessors.   

Solis too explores the decline of one of Japan’s sunset industries (i.e., smelting).  

In this case, Solis (2001) found that the Japanese government tried to create competitive 

advantage with direct FDI.  Later, the government would also help Japanese smelting 

firms to relocate overseas.   

The second of the major types of industrial regions as described by Fujita and Hill 

(1993, 4) are the Science cities (e.g., Obayashi 1993).  Science cities are likened to 

seedbeds.  That is, R&D is conducted in firms (rather than at universities typical of the 

United States), and production is usually limited to highly value-added and/or pilot 

projects.  Successful developments, likened to rice seedlings, are then transplanted to 

larger fields for growing out and further actualization.   

The final major type of industrial region in Japan is the community or regionally 

based industries (i.e., 地場産業, jiba sangyō).  Considered the backbone of the small-

scale industrial sector, these collections of micro-firms are prevalent in various spatial 

and segmental positions in the Japanese industrial economy (Yamazaki 1980; Tolliday 

and Yonemitsu 2007).  Situated in both urban and rural environments, these industries 

often developed out of more traditional production regimes, and are characterized as 
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being comprised of numerous small firms, working with discrete bodies of knowledge 

and highly skilled labor, receiving little government support, producing highly value 

added, labor intensive and/or traditional crafts often linked to particular places (this 

definition varies slightly depending on the author).  As a result of their long and 

established histories, regions of localized industries typically incorporate well-established 

social relations between firms, producers and distribution networks (e.g., Ide and 

Takeuchi 1980 for the handbag industry; Dore 1988 for weaving; Whittaker 1997 for 

machinery; and Tolliday and Yonemitsu 2007 for ceramics).  Likewise, the hierarchies of 

many localized industries are pyramidal in structure, with a larger wholesaler or 

wholesaling manufacturing contractor supported by a number of subcontractors and 

household workers (Ide and Takeuchi 1980; Tolliday and Yonemitsu 2007).   

Dore (1988) traces the late 1970’s struggle of Japanese weaving firms, finding 

considerable relational contracting.  Whittaker too (1997) finds considerable “horizontal” 

within the business structures and organization of small machine firms in Tōkyō.  

Friedman (1988) ties both Dore and Whittaker together in that each explored an 

accumulation of small firms linked together under a vertical umbrella of strong, larger 

firms but also found strong relationships between these smaller firms on the horizontal 

level.  Friedman continues by arguing that rather than resulting from government 

corporatist policies or market regulation as it is typically concluded, these horizontal 

relations amongst smaller firms provided the competitive advantage and greatly 

contributed to the success of the Japanese economy in the 1980s.  In the case of 

automobile production, Friedman continues, Japan captured a great deal of market share 

on product quality and reliability rather than scale.  Nonetheless, as is importantly noted 

by Shapira (2008, 69), SMEs in Japan still face problems.  If they are linked to larger 

firms, and those firms migrate overseas, the SMEs are often forced to follow or are cut 

lose.  Finally, Shapira notes that SMEs also face considerable issues with successors as 

the average age of the Japanese population continues to rise. 

Yamazaki (1980) found that some community or regionally based industries, 

when first encountering more direct competition, tried to expand production to benefit 

from economies of scale.  Those who made this transition are generally now non-existent 

as they were unable to compete with lower cost producers overseas (See Patchell and 
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Hayter (1992) for an outline of many of the various trajectories open to community or 

regionally based industries when economically struggling).  Ide and Takeuchi (1980) also 

illustrate the difficulty facing labor-intensive community or regionally based industries in 

the form of competition from lower cost producers in lesser-developed countries.  On the 

other hand, Patchell and Hayter (1992) note the social division of labor in the Tsubame 

cutlery industry (i.e., the vertical disintegration of Scott (1988)), and more positively 

posit the industry represents adaptability, resilience and tendency to evolve to survive.  

This dissertation argues that the wine cluster of Yamanashi Prefecture represents a 

community or regionally based industry and uncovers a number of results quite different 

than those of previous studies in the literature. 

1.2.4. Clusters in the Japanese Context:  A Policy Shift 

According to Yamawaki (2001), Japan has the largest number SMEs worldwide 

and typical of Japanese industrial organization is that these SMEs form clusters.  Previous 

research has found that while the catalysts for this clustering are shared in the Western 

context, for example historical reasons, a government impetus, the existence of a larger 

assembler, or a readily available part-time labor pool (Yamawaki 2001; McDonald 

1996a; b), Japanese clusters differ in that they typically receive higher levels of (in-) 

direct local and regional government support (possibly including the services of public 

industrial research institutions or 公設試, kōsetsushi).  They also subcontract more 

extensively, have more solid hierarchical relationships between the manufacturing and 

supply layers, and tend to share highly active trade associations more involved in 

facilitating the diffusion of information and knowledge within the cluster (Fujita and Hill 

1993; Miyakawa 1999; Porter et al. 2000; Yamawaki 2001; Arita et al. 2006; Edgington 

2008; Shapira 2008).  It was these Japanese firms and their industrial structures that 

inspired much of the more recent research in the West on regional economies.  

Recently, the Japanese government has increasingly looked to policy incentives to 

enhance industrial clustering as a specific means of promoting industrial development.  In 

2001 for example, the Ministry of Economy, Trade and Industry (METI) started the 

Industrial Cluster Plan as a specifically constructed policy tool to develop industrial 

clusters throughout Japan.  These political incentives have provided funding to seventeen 

industrial regions focused on high tech manufacturing (Arita et al. 2006; Edgington 2008; 
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METI 2008).  In effect, such funding is designed to shift firms away from simple vertical 

inter-firm linkages to develop more integrated, horizontal inter-firm cooperation.  

Likewise, this new impetus seeks to further solidify links between industry, government 

and academia in the construction of joint R&D projects and industrial development (Arita 

et al. 2006; Holroyd 2008).  Successful cases of this top-down explicit approach to cluster 

formation have begun to appear in the literature (e.g., Collins 2008).  Nonetheless, lower 

profile industries, particularly those with agricultural inputs such as the wine industry in 

Yamanashi Prefecture, have not been included in this new legislation. 

One thread running through the entire body of research conducted on industrial 

districts and clusters is a bias towards core, well-functioning and secondary 

manufacturing regions.  Examples of such studies include racing cars (Henry et al. 1996); 

craft based industries (Storper 1997), textiles (Mas 1996), vehicles, furniture, textiles, and 

ceramics (Best 1990; Paniccia 2002), printing, tiles, and ceramics (Porter 1990), and 

software (Hwang 2002).  Yet, the processes of clustering and advantages to firms are not 

limited simply to middle- and large-scale industrial agglomerations, but also shape 

peripheral economies with agricultural components (FitzSimmons 1986). While some 

examples of research conducted from these perspectives exist on agro- industries (e.g., 

Kingsbury and Hayter 2006; Phyne et al. 2006), a gap exists in the literature on 

agricultural and agro-industrial clusters.  Wine industries for example do not fit the 

classic definition of production used in the majority of studies of industrial clustering as 

they rely on grapes, an agriculture product dependent on growing times and climate, 

which constrains expedient flexible specialization to meet market demands.  If the market 

demand changes to sweeter white wines, and a winegrowing region produces dry reds, it 

would be unable to successfully alter its production to meet this demand in the short term.  

Furthermore, winegrowing regions, unlike most manufacturing industries, cannot easily 

migrate to other regions of cheaper labor, materials, or production costs as dictated by the 

product cycle model as explained by Vernon (1966) and Hayter (1997).  

This dissertation argues that the wine industry in Yamanashi Prefecture can be 

interpreted to be both a cluster and a community or regionally based industry.  (Note:  

The government of Yamanashi Prefecture also commonly refers to the wine industry as 

being a “jiba sangyō”, as seen at Yamanashi Prefecture (2011) and Yamanashi Prefecture 
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Jiba Sangyō Sentaa (2011)).  As a result of its shared history, the wine cluster is also 

heavily linked to the table grape cluster in Yamanashi Prefecture, from which it 

subcontracted extensively.  While these two clusters share common historical roots, they 

have since developed along a trajectory of mistrust, conflict and charged interface.  The 

relationship between two clusters, particularly as it relates to two antagonistic clusters, is 

also relatively unexplored in the literature.  An analysis of this interaction, and in 

particular in relation to the supply chain for grapes, is a focus of Chapter Four.  While 

Porter argues for government support of all industrial clusters, this will be shown to 

prove problematic in case of the Yamanashi wine and table grapes clusters.   

In addition, the vast majority of studies on Japanese community or regionally 

based industries tend to focus on firms selling to other firms in larger industrial 

structures.  While this research frame is employed to explore the interface between the 

wine and table grape industries (i.e., the provision of grapes to the wine cluster), this 

dissertation also helps to fill a gap in the literature of Japanese industrial dynamics as it 

also represents a relatively unique case of firms selling directly to the public.  

Geographers have a range of theoretical tools with which to tease out the 

dynamics of production in a local food industry in Japan.  Using the case study of the 

grape and wine industries of Yamanashi Prefecture, this dissertation brings into question 

previously understood notions that the intrinsic locational dynamics linked with 

community-based industries or clusters often lead to product improvement and increases 

in competitive advantage.  This dissertation also questions whether larger trends to source 

from overseas can indeed be mitigated or even reversed in Yamanashi Prefecture.   

Finally, if such trends are indeed being reversed, how universal has this new and 

ironically globally-defined resistance to globalization in sourcing been diffused 

throughout the wine cluster will be concluded.  

The next section of this chapter shifts to review the literature on those formalized 

constructions of quality with an emphasis on the relatively unique situation of wine, 

before later re-centering the cluster perspective within the context of the Yamanashi wine 

industry.  Struggling with globalized standards and intense competition from lower cost 

imports, this section shows that the nature of the construction and marketing of quality in 

the wine trade dictate that unlike other regionally based industries, this cluster cannot 
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leave and still maintain/build its identity as a wine region.  Likewise, while wineries can 

source bulk wine for blending, and juice or must from distant markets for fermentation, 

the dynamics of quality construction in the wine trade would relegate the final product to 

the lower end of the quality scale.  The case of the Yamanashi table grape and wine 

clusters therefore proves an ideal case study to explore how these clusters have been able 

to (or unable to) innovate and improve technical and/or the cultural perceptions of 

quality.   

1.2.5. Connecting Place with Quality in Agricultural Products and Wine 

Over the previous two decades a wealth of research from a number of academic 

disciplines has been conducted on the social-spatial construction of quality within and 

across markets around the world. Much of this has centered on social and economic 

transitions away from intensively industrial productivist systems to those arguably post-

productivist (Benediktsson 2001; Takahashi 2001; Evans et al. 2002; Watts et al. 2005).  

While precise definitions remain the subject of debate, post-productivist systems are 

often symbolized by changes in policy to stimulate endogenous development, and forged 

by social and/or political motivations to advance organic or ecological farming, link 

farmers and consumers, counter urbanization, and promote the consumption of the 

countryside and the diversification of farm activities (Sakamoto 1996; Moen 1997; 2000; 

Ilbery and Kneafsey 1999; 2000; Benediktsson 2001; La Trobe 2001; Dowler and 

Caraher 2003; Wilson and Riggs 2003; Renard 2003; Watts et al. 2005; Parker 2005; 

Miyachi 2007).    

 More recently, many academics have begun to conceptualize the shift towards 

quality production through the perspective of embeddedness (Murdoch et al. 2000; 

Hinrichs 2000; Winter 2003a; b; Hinrichs et al. 2004).  This perspective concentrates on 

the social-cultural, environmental and economic relations existent in the direct and 

ongoing interactions between participants in financial transactions (Granovetter 1985; 

Murdoch et al. 2000; Kirwan 2004; Hinrichs et al. 2004).  This importance of governance 

and social relations in valuation along longer commodity and value chains, with 

interrelationships among, for example, consumers, producers, traders, and retailers each 

interacting to construct conceptualizations of quality has also become a more dominant 

research focus (Ilbery and Kneafsey 1999; Mansfield 2003a; b; c).  To this, it is not only 
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the construction and negotiation of those relations by various stakeholders (or the norms 

and organizational forms that maintain and govern different conventions of quality as in 

Convention Theory), but also how producers are able to capture consumers and 

reposition them to reevaluate particular product qualities favorably (Callon et al. 2002, 

205; Gibbon and Ponte 2005, 177).    

Indeed, much of this research has shown that an established and marketed place of 

production, linked to a specific “localness”, formulates not only trust, but also evokes 

perceptions of quality to consumers (Murdoch et al. 2000; Archer et al. 2003; Youngs 

2003; Hinrichs et al. 2004; Watts et al., 2005; Koganezawa 2007; Takayanagi 2007; Iga 

2007).  “Localness”, through a place association and possibly linked to socio-cultural 

constructions of place, may be employed to market products (e.g., Suryanata 2000).  On 

the other hand, this “localness” may also be linked to reactionary politics and banal forms 

of nationalist sentiment (Yamamoto 2007, 249; Takeda 2008).   

 According to Morris and Buller, the expression of “localness” more generally is 

manifested in two general patterns.  The first of these centers on closed systems, where 

food is “produced, processed and retailed within a geographically circumscribed area 

and defined in various ways as local” (Morris and Buller 2003, 559).  The second is 

through locality for value added export from a particular region, and/or where products 

are distinguished through labeling, certification or branding as originating from a distinct 

geographical location and/or within distinct production standards (Ilbery and Kneafsey 

1999; Holloway and Kneafsey 2000; Murdoch et al. 2000; Morris and Young 2000; 

Morris and Buller 2003; Tanno 2007). Indeed, in certifying an agricultural commodity to 

a set of standards, trust is created between the producer and consumer by linking to the 

legislative and regulatory organizations enforcing the standards (Lindgreen 2003; Gade 

2004).  In effect, certification legitimizes the place of the product, intertwining the 

product with its marketing by constructing particular meanings associated with its origin 

(Gade 2004).  As such, various forms of regional branding and specialty place-of-origin 

products linked to “placeness” have been encouraged to promote regional economic 

development. 

Geographically constructed notions of marketable place are typically demarcated 

in one of three categories based on the scope of their coverage. The most basic is the 
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Indication of Source, which relays product origin in a specific country, region or place, 

but makes no reference to the quality or reputation based on that origin (Addor and 

Grazioli 2002; Das 2006).  The second of these is the Geographical Indication (GI), 

which as an intellectual property right permits only producers within a specific region to 

label their products as such.  Products with GI may or may not express the qualities of the 

region.  Finally, the most comprehensive of these is the Appellation of Origin (AO).  An 

AO requires that the particular qualities or characteristics of a region must be expressed 

in that product, and that only those products may be permitted branding rights for a 

particular region or locality (Addor and Grazioli 2002; Das 2006).  While other 

agricultural and agro-industrial products have attracted attention (e.g., see Canada and 

Vazquez (2005) for a discussion on olive oil), the quintessential example is found with 

the labeling and marketing of wine. 

The nature of the modern wine trade is such that quality is almost guaranteed at 

each price point in the marketplace (Wong 2007).  The conceptual construction of this 

quality is distinguished not simply by the methods of growing or fermenting the wine, but 

by both the cultural approaches and structures of the specific industry or individual 

producer in relation to the market and the product.   

From the perspective of many traditional producers, quality wine is identified first 

by its location (assuming a lack of technical faults), making it relatively unique as an 

intensely geographical product.  Traditional French wine manufacturers see little 

disconnect between the various stages of wine production, an idea embodied in the 

concept of terroir.  Terroir refers to all the physical attributes of a vineyard, including the 

vine, subsoil, drainage, macro-, meso- and microclimates, as well as cultural elements 

such as local history, joys, sweat from the laborers, etc. (Haynes 1999; 2000; Wilson 

2001; Barham 2003).  When these elements are combined into a local terroir, they 

provide a particular grape variety with the general characteristics (e.g., smell, taste, color, 

body, texture) of the wine produced from that region.  The winemaker’s “signature” or 

the process of vinification does not alter, but rather enhances the local terroir of the wine 

(Wilson 1998; 2001; Haynes 1999; 2000; Barham 2003).  Following this argument, wine, 

rather than grapes, is grown, resulting in an underlying social and environmental 

determination of the product and region (Moran 1993).  Stated otherwise, a distinct 
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region is a distinct wine.  Although the validity of the concept of terroir is heavily 

debated both in the literature and industry, the fact remains that wine as a product is 

rooted to a particular region and regional identity.  As such, tremendous importance is 

allocated to defining the place of production in terms of specific and accepted viti- and 

viniculture practices and competencies.  To a degree greater than most manufactured 

products, a region’s appellation of origin and its delineation of geographic areas of 

production become keys to the successful marketing of a wine-producing region (De Blij 

1983; Haynes 2000; Leahy 2007).  Hence, as their product will be characterized by their 

location, firms within wine producing regions have a strong collective interest in defining 

“place”.  This dissertation explores how the Yamanashi wine cluster is (or is not) able to 

successfully define and market its actual and/or conceptual “place (s)”. 

In the marketplace, Appellation d’origine contrôlée (AOC), a French term, refers 

to the individual viticulture districts of a wine region and is used to guarantee the source 

(i.e., the physical terroir) and tested quality of a wine, as well as to provide marketing 

benefits of name and regional recognition.  Likewise, an AOC program demarcates 

abstract physical spaces into specific jurisdictional boundaries, and assures quality 

standards through rigid governance over producers (Gade 2004, 249).  In a typical French 

system of AOC, the governance to administer labeling and branding rights is vested in an 

external third party, further reducing fraudulent behavior with rigid enforcement 

mechanisms to dictate specific quality control measures to individual producers (Hamlin 

and Watson 1997, 54).  

 In effect, the success of this system and the domination of French wine in the 

early years of a truly global market have resulted in the adaptation of various shades of 

AOCs that standardize over twenty-eight wine industries worldwide (Hamlin and Watson 

1997, 53).  As such, wine is now somewhat unique in that it is communicated to 

consumers on two levels, the brand and the appellation.  Likewise, a wealth of research 

has shown how the adaptation of an AOC relays higher levels of actual and perceived 

quality, possibly even linked to notions of tradition and authenticity, beneficially 

increasing the price per bottle (Dimara and Skuras 2003; Kingsbury and Hayter 2006; 

Johnson and Brewer 2007; Leahy 2007; Guthey 2008).  As such, individual wineries or 

groups of wineries around the world continually market themselves through formalized 
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constructions of their unique “local” physical terroir through an AOC, and now use this 

modus operandi for transnational trade.  

While establishing some form of AOC has become a marketplace requirement, 

linking production to the cultural side of French concept of terroir has not.  In contrast to 

French producers, many New World wineries have considered wine more as a technical 

product, linked to continual innovation, constant evolution and control.  While the entire 

terroir-based AOC concept contributed to early French domination of the global wine 

market, New World wineries have proven more adaptable and aggressive in the 

contemporary marketplace.  Aylward (2003) and Ditter (2005) posit numerous reasons 

for this phenomenon from the perspective of traditional wine producers.  From the supply 

side, highly fragmented, small winemakers with minimal ability to invest in regional 

R&D or marketing characterize the various demarcated terroir of France.  Likewise, the 

cultural side of terroir necessitates conservatism and the strict maintenance to the 

adherence of traditional growing and production practices.  This has left the traditional 

wine industries that linked to both the physical and cultural sides of an AOC-controlled 

terroir unable to adapt to fluctuating consumer demands, particularly as the conservative 

cultural side of the product has maintained precedence over the economic with producers 

(Ditter 2005). 

1.2.6. Wine Quality: Replacing Terroir with Clusters 

Looking to explain the rapid rise in global market share of newer wine regions, 

Porter’s (1998) seminal study on the California wine industry explored wine production 

from the cluster perspective.  Porter found six hundred and eighty wineries, several 

thousand growers, suppliers, public relations and advertising firms, publishers, higher 

education and training institutes all linked in a enormous cluster of innovation.  This 

cluster was further connected to wider clusters in California agriculture, the food and 

beverage industries and wine tourism.  In effect, rather than an industry based on the 

cultural specificities of terroir as in France, this represents firm evidence of industrial 

growth attributable to the beneficial processes associated with a thriving cluster (Porter 

1998; Guthey 2004; Ditter 2005).  Aylward (2002; 2003; 2004) had similar findings in 

studies of the Australian wine industry, arguing that the industry’s tendency to cluster has 

facilitated well-coordinated R&D programs, a complex supply chain, durable alliances 



 

 

29 

     

between growers and producers, and a unified marketing and branding strategy.  

Likewise, as the cluster developed, Aylward determined that so, too, did its potential for 

innovation and export activity (Although a boom-and-bust element to this development 

should also be taken into consideration (Anderson 2000)).  These benefits were shared 

between firms within this particular space, with firms further distant at a noted 

disadvantage (Aylward 2002). While not stated directly, it can be hypothesized that the 

success of one firm has added prestige to other firms within the same region, enhancing 

the dynamics of competition and cooperation endogenously.  Studies of the recent 

successes in Chilean wine employing the cluster perspective have also found direct links 

between investment by larger producers into modern equipment, place based R&D and 

new forms of localized knowledge regularly being transferred to smaller firms within the 

region (Ditter 2005).  

However, research theoretically exploring the development of agriculturally based 

industries (including wine) from a cluster perspective remains rare.  In regards to wine 

industries in particular, Guthey (2008, 138) notes the majority of research on the 

development of economically successful wine regions has concentrated on specific 

elements in the composition of a regions’ physical terroir (e.g., the uniqueness of soil 

type).  While “non-traditional” wine regions generally try to codify some form of flexible 

AOC quality standards based on jurisdictional geographic space and a loose definition of 

terroir, it is the little understood how diverse elements such as economic imperatives, 

collective practices, approaches to production and tendencies to cluster have often 

allowed for the possibility of intense competitive advantages in the market place.  As 

such, the re-conceptualization of wine regions as industrial districts and/or clusters and 

the rigorous study of the socioeconomic processes and industrial linkages of specific 

wine places becomes imperative in understanding these patterns of regional development 

(Guthey 2008, 123).   

While accepting some notions of the geographic inevitability linked to terroir, 

this study explores as case study the Yamanashi wine industry through the lens of this 

cluster approach.  This agro-industrial cluster or Japanese regionally based industry has 

been struggling for the last few decades, and unlike the wine industries in California or 

Chile, its production remains unpopular domestically and basically unknown 
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internationally.  However, some within the industry are currently undergoing adjustments 

to re-localize, re-value and upgrade production to survive.   

This proves an ideal and timely case to explore the development of clusters and 

test the potential of clusters to both innovate and generate external economies.  

Importantly, these adjustments are occurring within the larger context of considerable 

declines in Japanese agriculture.  If the wine cluster seeks to actually re-localize 

production, it must again predominantly source from local growers within the table grape 

production cluster.  As will be examined in Chapter Five, as both clusters face pressures 

resulting from globalization, producers are being forced to (co-) produce meaning and 

then educate consumers as to the new values and even cultural norms attributed to their 

products.  These new meanings are not drawn exclusively from locational dynamics or 

even cluster-wide technical innovation, but are being manufactured out of newly valued 

grape varieties, spaces and identities.  Theoretically, teasing out the complete nature of 

any shift to quality production in wine in Yamanashi Prefecture requires a cultural turn. 

1.2.7. Food, Drink, Wine and Identity 

 While food and drink has traditionally been explored in the literature from a more 

nutritional, biological and/or health related baseline (e.g., see Counihan and Van Esterik 

1997), research exploring the consumption of food and drink as a marker and/or 

constructor of identity has greatly expanded the literature of the past few decades.  While 

the foods we eat are used to create our actual physical body, they are also used to express 

elements of our identity as social beings.  Indeed, humans infuse flexible meanings to 

food and drink, and the patterns and places of consumption.  These meanings are 

constantly re-negotiated and vary across time and space.  

 The act of eating and drinking and the (sub-) conscious choices of what is 

imbibed have been described as an “embodied material culture”, in that its very creation 

is designed for internal deconstruction (i.e., consumption) (Dietler 2006, 231).  As we 

consume a food or drink, being internal, it is argued to be closer to us than many other 

objects and links directly to the creation of our own identity.  This, argues Counihan and 

Van Esterik (1997) and Counihan (1999), results in food and drink constructing social 

worlds, and with that constructed identity expressed in gender, nationality, ethnicity, 

class, religion, etc.   
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 In example, Parasecoli (1997) explored the construction and expression of 

masculinity in men’s fitness magazines.  The consumption of food, rather than a 

pleasurable experience to enjoy (i.e., a sign of femininity and weakness), was something 

that was to be restricted, controlled, regulated and/or dominated in efforts to achieve a 

muscular physique (i.e., and thereby linking to identity as masculine and strong).  Food 

was also deconstructed into component nutrients in the magazine articles and 

advertisements, adding a reassuring and acceptable “masculine” scientific rendering of 

the process of eating. 

 Gender construction has also been linked in the literature with alcohol 

consumption.  Abad (2001) begins his article by relaying a story ordering with someone 

of the opposite sex in a bar, one alcoholic drink and one not.  The bartender delivers the 

drinks, with the alcoholic drink set before the male, the other before the female.  Drinks, 

argues Abad, are both gendered and identity “gender-ers”.  Abad’s study then focuses on 

a region of Spain, where the men drink strong alcohol as markers of masculinity and the 

women do not.   The practices of drinking and drink preferences and aversions are then 

re-linked back to socially constructed genders and culturally prescribed behaviors. 

Similarly, Hall (2005) explores beer drinking culture and identity construction 

amongst Czech men to link it not only with gender and nationality, but also to class and 

ethnicity.  Arguing that Czech male culture has become directly intertwined with beer 

and beer halls, Hall posits that beer has come to link working class men, and its 

consumption has come to express working class maleness.  An obvious yet interesting 

contrast is the distinction between Slovak and Czech males, with the former often 

consuming wine rather than beer.   As such, it is the choice of drink that serves as the 

boundary marker. 

In the literature, food and its relation to regional and/or national identity is one of 

the more prominent topics.  Bak (1997) links the social and political climate to new ideas 

that the consumption of McDonalds is an act of treason in Korea. That is, the 

consumption of food from McDonald’s represents a form of anti-Koreanness, and 

proscribes that Korean food is the sole appropriate food for Koreans.  Social pressure 

then dictates not only what comprises acceptable consumption, but additionally links 

Korean status to the obedience of those rules.  Likewise, Walraven (2001) links the 
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consumption of the traditional and internationally contested dog and pickle meal to 

identity.  Consuming dog and pickles comprises a form of social maker, we who consume 

versus you who do not.  Incidentally, while used inside of Korea as a marker of “Korean-

ness”, Walraven also notes that the consumption of dog and pickles from the perspective 

of those outside represents a case of the consumption of a particular food as a source or 

means to stigmatize.  The dog and pickle consuming identity construction therefore is 

positive or negative depending on which side of the insider/outside relationship one is 

found, in geographical if not also conceptual space.  Likewise, Yano’s (2007) study of 

Japanese-American delicatessens in Hawai‘i finds them used to build friendship and 

community.  With long traditions yet little signage/advertising and food perhaps strange 

to those from other places, they represent social spaces for the local population in a state 

with a heavy tourist presence.  An idea of “only those that know” forms the boundary 

marker. 

 The consumption and style of production of wine have also been linked to 

national and regional identity construction in the literature.  Guy (2003) finds wine and 

champagne used to construct notions of “Frenchness” and French identity.  Likewise, the 

nation of Hungary refers to its famous wine, Tokaji, in its national anthem.  Particular 

varieties of grapes used in wine have also been linked to constructing wine identities 

linked to particular places.  Studies include Sullivan (2003) on Zinfandel in California 

and Kliman (2010) on the Norton grape in the wine industry of Missouri. 

In the Japanese context, Aoki (2001) uses food (i.e., ramen noodles) as a means to 

explore a pervasive trend in Japanese culture.  That is, something foreign is imported (in 

this case Chinese noodles), adapted to local tastes, conceptually understood as being 

Japanese and then closed to its source.  Ohnuki-Tierney (1993) writing of rice as a 

metaphor for the expression of the Japanese self, Noguchi (1994) on the cultural contexts 

of train station lunch boxes, Allison (1997) on the sundry of ideological meanings 

attributed with the nursery school lunch box, Ohnuki-Tierney (1997) on the embedding 

of McDonald’s into Japanese culture, White (2001) on younger middle class women in 

new food cultures and Ashkenazi (2004) of the film Tampopo produced by Itami Jūzō, 

each explore the construction of Japanese identity (-ies) through different aspects of 



 

 

33 

     

cuisine.  In each of these cases, food, and its places and manners of preparation and/or 

consumption are used as a lens or mirror to see and explore culture.   

This study focuses on the negotiated identities attributed with/to the production, 

consumption and marketing of wine, and particularly Yamanashi wine, and uses them as 

a lens to explore greater notions of Japanese identity, “Japanese-ness” and finally the 

creation of Japanese culture.  It is within this last context that the incorporation of 

Baudrillard’s (1994) concept of the simulacra becomes vital.  Seeking to explain 

relationships between society, its constructed symbols and reality, Baudrillard argues that 

as humanity has replaced reality with a sundry of symbols, our experience is lived 

through masks of created simulacra that render reality irrelevant to contemporary 

existence.  The case of Yamanashi wine cluster illustrates an interesting example of 

capital dislocating the physical and historical realities of “locality” and “place”, imbuing 

new cultural meanings to particular spaces and then constructing a market niche and 

consumer demand for these simulacra.  The analysis of the fragmented and fractious 

manufacturing of place in what is assumed to be a place-based industry is a contribution 

to the literature of this dissertation. 

1.2.8. Japanese Tourism and Rural Development 

The long declining trend in Japanese agriculture and rural spaces has resulted in a 

great deal of legislation and/or popular social movements attempting to maintain some 

level of rural vitality.  For example, in the late 1970s the One Village-One Product 

Movement (i.e.,一村一品運動, Isson Ippin Undō) began.  The idea of this project was that 

each village or town would become associated with one product and this product would 

become emblematic of that particular place (e.g., a melon or grapes)  (Knight 1994).  

That is, each village or town would be “identified” with a certain agricultural or marine 

product which would drive agricultural and tourism development. 

 Also of importance is the concept of the “home village” (i.e., ふるさと, furusato), 

initially used to promote tourism to more rural areas of Japan to urbanites (Kikuchi et al. 

2002; Cooper et al. 2008).  According to Creighton (1997, 239), furusato links to notions 

of nostalgia and a reunion with Japanese identity that underlies travel in rural Japan.  

While the application of the concept of furusato is now often employed for a range of 

aims such as in the building of community (Roberston 1994) and the embedding of food 
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marketed as “local” (Kingsbury et al. 2010), its origins were to encourage tourism to and 

hence the economic development of more rural areas.  Even community or regionally 

based industries were included as promotion projects from the 1960s to re-invigorate the 

countryside.  Typically supported by prefectural subsidies, such programs were designed 

to start industries in more remote areas that would eventually be self-supporting (For a 

more complete look at rural revitalization in Japan see Knight 1994).  As explored in 

Chapter Six, both the “One Village-One Product Movement” and concept of the “home 

village” have both conditioned the development of Yamanashi grape and wine tourism. 

1.2.9. Landscape, Tourism, Identity and the Creation of Winescapes 

The academic study of landscape and the social-cultural creation of marketable 

landscape identities have attracted the attention of much research in recent years.  

Heavily influenced by critical theory and visual studies, landscapes are known to be 

constructed spaces, often multifunctional and typically contested.   

De Blij argues that the cultural landscape of viticulture is “embellished by the 

situation, architectural qualities, layout and general ambiance of the towns, villages, 

chateaux and more modest wineries that are the foci of viniculture and the wine trade” 

(De Blij 1983, 5).  Stated otherwise, visitors to wine regions rarely see a working 

landscape or landscape of struggle or exploitation, and tend to focus more on their 

romantic perceptions of the winescape and the wines consumed within them (Peters 

1997).  

Research on demarcated wine regions (i.e., AOCs) in France by Barham (2003) 

and Gade (2004) explore how these regions maintain tradition and heritage, and embed 

meanings of quality to products.  That is, through legislated terroir, “quality” is 

constructed, maintained and promoted.  In so doing, the traditions and heritage of the 

region, as well as its social and physical landscape, are also in many ways constructed, 

maintained and promoted.  That landscape is multifunctional, yet marketed as integral to 

the wine experience.  In effect, terroir is integrated into the romanticized physical and 

social-cultural elements of the area, and then packaged and sold as quixotic, 

conceptualized territory to enhance the wine experience.  Consumers living 

geographically distant are often said to later drink not just the wine from a particular 
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AOC, but also the perceived image of the social and physical landscape of that region 

(e.g., quaint cottage wineries).  

As quality wine is intrinsically linked to its place of origin, wine regions seek to 

sell that “placeness” and create, enhance and then market their unique winescape.  In this 

vein, placeness and more specifically the consumption of place can be used by producers 

as a resource.  One of the leading ways to do this is to develop the local wine tourism 

industry.  According to Hall et al., wine tourism is a vital means for industry to build 

relationships with customers who can “experience first hand the romance of the grape” 

(Hall et al. 2002, 1).  Wine tourism relies on regional branding for market leverage and 

promotion.  While tourism is about the difference of place, wine is somewhat unique in 

that it is branded on the basis of its geographical origin.  Wine tourism helps to develop 

and brand places of wine production into specific, constructed, marketable, identity 

driven and geographically based winescapes.  Wineries also benefit economically from 

increased sales at their wineries, something particularly important to many smaller 

wineries without larger distribution networks for their products.  Perhaps most 

importantly however, is that a thriving wine tourism industry can be employed to educate 

consumers, build demand, raise the profile of the winery (-ies) and establish a clearer and 

stronger marketplace identity.  Wine tourism also links directly to the diversification of 

farm economies, the expansion of regional marketing and potential spillovers to other 

associated industries. 

 From the supply side Hall et al. (2002) itemize a number of key resources vital to 

successful wine tourism industries including wineries, vineyards, festivals and shows.  

Likewise, the tourist industry includes tours, accommodation and associated sectors such 

as restaurant and catering industries.  Hall et al. (2002) also include the surrounding 

environment, such as infrastructure, the physical environment and regional cuisine.  

Finally, there are the institutional arrangements, including legislation, regulations, 

planning networks and possibly also an AOC that each contribute to the development of 

tourism.  This dissertation will look at each of these elements in turn to determine how 

the tourism industry is (or is not well) linked to and being generated by the wine and 

table grape growing clusters. 
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While previous studies of Japanese landscapes and tourism have focused on 

iconic Japanese imagery (e.g., Mt. Fuji), little research has been conducted on the 

development of the actual and/or perceived Yamanashi winescape.  Chapter Six focuses 

on what stakeholders contribute to the creation of this winescape, what Japanese cultural 

elements make it unique and how elements within the grape and wine clusters are 

affecting this contested and negotiated space to produce “identity/ies” and “placeness”.  

Finally, this chapter seeks to explore whether grapes can actually be reverse engineered 

into the landscape and more generally, if a landscape of production can be refashioned 

not only into a fashionable landscape of consumption but also one contributing to 

conspicuous consumption.    

1.2.10. Wine as Conspicuous Consumption 

If the consumption of food is actually a way of creating and consuming cultural 

capital (Heldke 2003, 16), wine has a leading position as a means to consume 

conspicuously.  Across the world, the consumption of wine is often a widely held marker 

of high-class and sophistication.  While many Old World wine cultures drank locally 

produced wine for nutrition (e.g., France), many now consume wine from various 

regions.  Wine has evolved from the everyday to a sign of distinction (Demossier 2005, 

133).  This transition is an important one, and likely relates to the fact that wine as an 

agricultural product commands a higher number of quality levels and variations in value 

than most other commodities (Hall et al. 2002; Charters 2006, 177).  In effect, dramatic 

increases in the selection of wines commercially available have expanded opportunities 

for consumption.  As such, wine gives consumers not only status as a function of the cost 

or reputation of the wine, but also as a means to express social distinction possibly even 

linked to lifestyle (codified as “connoisseurship” by Charters 2006, 53).  That is, the 

expanded selections and opportunities for wine consumption have facilitated new 

mediums for the creation of cultural capital, a phenomenon that has now become 

particularly pronounced in urban Japan with foreign origin wines over the last decades.  It 

also now has begun to positively condition wine production and consumption in 

Yamanashi Prefecture.  The recent producer driven manufacturing of conditions for this 

emergence linked to reinvigorated branding and new cultural norms to promote the 



 

 

37 

     

conspicuous consumption of wines from real and unreal specific places within 

Yamanashi Prefecture is a focus of Chapter Six. 

1.2.11. Summary of the Literature Review 

The table grape and wine industries of Yamanashi Prefecture in Japan are argued 

here to be both clusters and community or regionally based industries.  Studies on 

agricultural clusters and industrial clusters with agricultural components are rare in the 

literature.  Likewise, teasing out the ongoing relationships between two clusters and how 

that interface affects their trajectories and development will be a contribution of this 

dissertation.  Additionally, this study explores the complex role of the state in legislating 

cluster growth, how clusters evolve, and how clusters are able (or not able) to innovate, 

produce meaning and add real or unreal value to their products and place.  In turn, this 

links cluster theory to the quality and cultural turn in agro-food studies. 

Overall, cluster theory focuses on improving the economics of location and often 

seeks to explore each of the various elements that could affect innovation, innovative 

capacity and the creation of regional economies.  The following section explains the 

methods employed in this research to uncover such data for the Yamanashi cases.   

1.3. Methodology 

1.3.1. Preparation For Fieldwork 

Prior to entering the field to collect data for this dissertation I had already lived 

and worked in Japan for over four years.  This included one and one-half years as a 

volunteer farmer, five months of which were spent conducting preliminary fieldwork in 

vineyards of the Kōfu Basin of Yamanashi Prefecture. I had completed a Master of Arts 

in geography from Simon Fraser University in Canada with research based thesis related 

to role of trade associations in the development of the British Columbian wine industry, 

and a Master of Science in international ecological agriculture from the University of 

Kassel in Germany.  I had also completed graduate level coursework directly related to 

this area of research in agricultural economics, rural sociology, rural development, 

economic geography, agricultural geography, the anthropology of Japan and the 

sociology of Japan.  Other relevant academic and professional experiences include the 

following:  I held an agricultural economics internship at the USDA Foreign 

Agricultural Service at the American Embassy in Tōkyō.  I was awarded an NSF/JSPS 
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East Asia and Pacific Summer Institute Award that permitted me to conduct joint 

research on peri-urban farmers’ markets with the Department of Geography at Nagoya 

University.  I also hold the Intermediate Certificate in Wine of the Wine and Spirit 

Education Trust taken at the Dubrulle Culinary Institute in Vancouver, Canada. 

In terms of Japanese language training, I was awarded twice the United States 

Department of Education Foreign Language and Area Studies Fellowship (FLAS) for 

Japanese Language covering Fall 2007, Spring 2008, Fall 2008 and Spring 2009.  I had 

also completed advanced Japanese training at the Inter-University Center for Japanese 

Language in Yokohama, Japan (Summer 2008, Fall 2008 and Spring 2009).  I was also a 

graduate degree fellow at the East-West Center between the spring of 2008 and the spring 

of 2011. 

Human studies approval and protocol was received on July 6th, 2009 (CHS 

#17223).  Funding for this dissertation research was awarded by the Center for Japanese 

Studies at the University of Hawai‘i at Manoa.  Hosting and support in Japan throughout 

my period in the field was provided by the Department of Geography at Nagoya 

University.  This included assistance from Professor Takahashi Makoto and Maeda 

Yosuke in the construction of both the research design and Japanese language interview 

instruments.   

1.3.2. Methods of Inquiry 

 This research employed numerous yet distinct and integrated methods of inquiry.  

The first of these was archival.  The initial phase was comprised of preparatory library 

work in Japan and Hawai‘i prior to conducting dissertation fieldwork in Yamanashi 

Prefecture.  This included reviews of publications in the academic and popular Japanese 

and foreign presses, agricultural extension service or trade publications and internet 

searches on, for example, the wine industry’s firms, trade associations and salient 

legislation.  Overall preparation provided an initial understanding of the region’s wine 

industry from its foundation as a byproduct of table grape production through to its 

present struggles in shifting to a region noted for the production of higher quality wine.    

As research progressed during the year of fieldwork, a vast quantity of additional 

materials was collected.  This included a variety of data and literature on the often highly 

interlinked fruit production clusters of table grapes, mulberry, kiwi, peaches and 
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numerous other tree fruits.  Finally, numerous respondents offered a wealth of primary 

source documents and historical photographs for inclusion both in this dissertation and 

subsequent publications.  Many of these documents and photographs have been included 

here to not only provide additional color to the narrative, but also vital insights to the 

past, present and potential future production of the region.  Permission to use names 

and/or photographs in this dissertation was obtained orally or in writing from 

respondents. 

The second method of data collection was in-depth, semi-structured interviews 

with owners or managers of wineries, representatives from trade, marketing and 

consumer associations, grower cooperatives, consultants, extension agents, the Japanese 

Central Union of Agricultural Cooperatives (JA), local, regional and prefectural 

government officials, chamber of commerce members, sommeliers, scientists at research 

institutes, a sample of different kinds of grape growers including growers who had 

replaced grapes with other crops, retired growers, and “new” grape growers, graduate 

students in viniculture at local universities, winemakers, consultants, flying winemakers 

from outside the prefecture, grape seedling company presidents, breeders, professors, 

tourism operators, grape tourist inn owners, inventors, a Buddhist monk, a Catholic 

priest, a city mayor and numerous others were also interviewed (See Appendix B for the 

base version of the interview schedule used with wineries in English and Japanese and 

Appendix C for a generalization of respondents).  Interviews began after entering the 

field site in October of 2009 and continued through departure in October 2010. Overall, 

one hundred and forty-five formal, recorded interviews were conducted.  As there were 

approximately eighty wineries in the prefecture (with fewer than seventy actually 

producing), I endeavored to gather data from the entire population of wineries.  Each 

winery was given more than one opportunity to participate, and respondents representing 

fifty-four wineries contributed (i.e., ≈80% of producing wineries).  

At least twenty-five of the total one hundred and forty-five respondents were also 

again formally re-interviewed, often numerous times. Additionally, a number of 

respondents further clarified comments or misunderstood points via e-mail, over the 

telephone or in the field.  Interviews were conducted in Japanese (and on rare occasion in 

English) not only throughout Yamanashi Prefecture, but also on occasion in Tōkyō and 
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other prefectures.  Most interviews lasted between forty-five minutes and one and one-

half hours, however some lasted over four hours.   

Interviewed respondents cannot be easily divided into readily apparent and 

distinguishable categories. Growers often produce not only both table grapes and grapes 

for wine, but also other crops.  Winery owners might also be growers.  Government 

officials may additionally sell wine to tourists at grape tourist inns.  As an example of this 

complexity, the Buddhist monk, in addition to his duties as the head of a temple, is a 

keeper of historical records, a table grape and grapes for wine grower, a winemaker and 

an owner of a non-profit winery.  As a result, interview schedules for all respondents 

were constantly reorganized to gather as much information from the particular 

respondent, who was subsequently interviewed across a broad range of categories and 

areas of expertise.  Additionally and to further ensure confidentiality all personal and 

professional details about the respondents have been excluded when quoted in this 

dissertation.  In the case that the confidentiality of the respondent may be breached with 

this additional information, the number of the respondent has been removed from the in-

text citations where necessary. 

One dominant trend relates to the gender of respondents.  Of the 145 total 

respondents, only 16 (i.e., 11%) were female.  Of all the women interviewed during this 

study, the majority where growers or employed in the tourism industry rather than in 

ownership or managerial positions at wineries.  Those few women whose interviews were 

classified as “winery” were involved at the smaller family operated wineries.  While there 

are women now working as lower level winemakers in the prefecture, very few are in 

positions of authority in the places of production.  Likewise, none of the interviewed 

government officials or upper leadership hierarchies of the trade associations were 

female.  

The interviews conducted with each broad category of respondent were semi-

structured, and employed an interview schedule.  These interview schedules were 

comprised of content focused questions dealing with the issues or areas judged to be 

relevant to the answering the overall set of both primary and secondary research 

questions.  As Dooley (1995), Dunn (2000) and Neuman (2006) point out, this approach 

allowed the interviews to follow some degree of predetermined order while 
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advantageously providing a degree of flexibility in guiding the conversation and probing 

deeper into relevant areas of discussion as needed.  

 The questions that comprised my interview schedules can be divided into two 

general categories.  The first of these were primary questions, and used to initiate 

discussion on a new theme or topic (e.g., overseas marketing).  These primary questions 

were followed with secondary questions, which are designed to encourage the informant 

to expound on issues already introduced.    

Semi-structured interview questionnaires comprised of standardized, content-

focused questions were employed to both guide the conversation and probe deeper into 

relevant areas of discussion.  Likewise, numerical ranking was utilized as a means for 

respondents to characterize degrees of “clusterness”, operational and/or relational 

significance.  More important in terms of the final data analyses, respondents were asked 

to expound on their numerical rankings, supplementing them with explanations to 

improve my depth of understanding of the in/formal socioeconomic relations within and 

processes occurring throughout and across the different clusters.  The diversity of 

respondents facilitated comparisons between the opinions of different stakeholders across 

the nodes of the clusters. 

 In attempts to maintain a good rapport with the respondent, my interview 

questions were ordered along a funneling structure.  In a funneling structure, questions 

begin with broader more general issues, such as a respondent’s duties or responsibilities 

if employed at a winery in example, thereby allowing the respondent to gain trust and 

confidence in the researcher and the interview process.  As the interview developed, I 

then moved the conversation towards more personal or controversial issues.  It should be 

noted that the design of the interview remained reflexive throughout the research.  As the 

research progressed, information and experiences were integrated back into the research 

design.  If questions or issues were discovered to be inane or offensive after the initial 

interview, they were rewritten or dropped from subsequent interviews. 

 The majority of these interviews were conducted face-to-face with respondents.  

As Neuman (2006, 301) points out, a face-to-face interview allows for the highest 

response rates and permits the longest and most probing questionnaires.  In addition, 

face-to-face interviews also allowed me to observe the surroundings and use nonverbal 
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communication and visual aids throughout the interview.   Perhaps most importantly, 

conducting the interviews face-to-face allowed for the establishing of bona fides and a 

building of trust with the respondent that would have been unlikely in other formats.  

 As Healey and Rawlinson (1993, 340) note, when interviewing businesses and 

SMEs, it is important to understand that the researcher-respondent relationship may be 

somewhat different than other interview settings as the researcher has to seek, negotiate 

and gain access to those in power.  McDowell (1992, 213) adds that in terms of SMEs, 

researchers are frequently relegated to the position of supplicant, requesting time and 

expertise from the powerful, with little to offer in return.  Therefore, when starting an 

interview, every effort was made to confirm the purpose of my research and the 

possibilities for the use of its conclusions in the betterment of the clusters.  Overall, the 

general feeling from respondents was one of encouragement.   

The design of the interview remained reflexive throughout the research.  As the 

research progressed, information and experiences were integrated back into the research 

design.  If questions or issues are discovered to be inane or offensive after the initial 

interview, they were rewritten or dropped from subsequent interviews.  Most interviews 

were recorded and transcribed to ensure accurate data collection.  Once transcribed, data 

was categorized and tabulated for critical evaluation.  Throughout this study conclusions 

were drawn from observations, with the aid of interpretation. 

In addition, I showed many respondents various aerial photos from different time 

periods to trace cropping histories and regional development patterns.  These included the 

following taken or purchased from the Geospatial Information Authority of Japan at 

http://archive.gsi.go.jp/airphoto/: USAR1228-2 1948 (2,438 m) Tōkōji/Atago Mountain 

area; CB8010-c9-15 1980 (2200m) Tōkōji/Atago Mountain area; CCB20075-c11-17 

2007  (2,200m) Tōkōji/Atago Mountain area; CCB-20075-c2-12 2007 (2,600m) 

Katsunuma Town area. 

In the same vein, past and present topographic, physical and road maps of the 

Kōshū City and Tōkōji/Atago Mountain areas (especially those in Zenrin no Jūtaku Chizu 

of 1979) were also used for similar aims.  Finally, photographs taken during my own 

long-distance running in peri-urban and rural areas of the prefecture were also regularly 

presented to respondents for explanations.  Photographs were used to elicit information 
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on both cropping practices and the individual and regional field histories of specific 

places and areas.  

The third method of data collection consisted of different forms of participant 

observation, and drew inspiration from previous studies exploring rural areas such as 

(Dore 1978; Smith 1978), manufacturing (Roth 2002; 2003), SMEs (Kondo 1990; 

Roberts 1994), and food markets and distribution (Bestor 2004).  This method 

approached the research questions from different angles, and facilitated not only 

inter/intra-industry contacts but also provided firsthand insights into how various 

in/formal links and processes in the clusters are composed and operationalized. 

In recent years, the vast majority of contemporary studies of Japan have shifted 

from rural to (peri-) urban settings and from village studies to more theoretically rich 

questions of identity construction, power relationships, agency and gender.  In many 

ways this reflects both Japan’s industrialization and a more comprehensive trajectory in 

anthropological research agendas.  As a result however, the majority of English language 

rural ethnographies on Japan are place-based descriptions of social and cultural change 

typical of that earlier time period.  As such, there is a need to revisit the “rural” with the 

newer methods and theoretical underpinnings garnered by studying urban Japan over the 

last twenty years.  This study helps to address this gap by bringing a theoretically richer 

ethnography back to the rural farm. 

In particular, preparatory fieldwork and previous experiences in the table grape 

cluster (over five months prior to fieldwork) facilitated informative contacts with growers 

and industry consultants who were willing to provide land and training in a volunteer 

context.  I was able to spend an average of two or three days a week working in table 

grape, grapes for wine and winegrape vineyards for over one and one-half years.  

Vineyard work was typical of labor in the prefecture.  Tasks included clearing land, 

building trellises, agricultural burning, cutting grass, weeding, pruning, fertilizing, 

applying gibberellins, putting protective covers on grape clusters, thinning, removing 

diseased grapes, harvesting, bunch trimming, transporting harvested grapes, organizing 

displays at grape tourist inns, packing grapes for sale, etc.  Most of this occurred in 

Kōshū City, however also in parts of Fuefuki City and Kōfu City.  Timing of fieldwork 

(including those five months in the area prior to dissertation fieldwork) also allowed me 
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to witness and participate in three different harvest years.  I followed harvested grapes 

along the various distribution chains to JA, grower cooperatives, storage refrigerators 

and/or wineries.  Finally, I was able to participate on a number of occasions in the crush 

and bottling of locally grown wines.   

Working in this way meant meeting the same growers (and winery staff) on a 

regular basis, allowing ample opportunity to conduct countless numbers of micro-

interviews informally in the vineyards, over tea breaks or at group meals.  Quantitatively 

intense workdays and the agronomic necessity of the local labor-intensive viticultural 

practices (e.g., applying gibberellins to clusters individually by hand) invoke a myriad of 

long standing social obligations in rural Yamanashi agricultural communities.  My 

participation facilitated easily meeting new respondents linked to the table grape and 

wine industries.  Many evenings were often also spent overnight in growers’ homes 

throughout the Kōfu Basin, particularly those of a few key informants.   

It must also be considered that the vineyards of Yamanashi Prefecture are 

relatively small when compared to those in the United States or Europe.  Stated simply, 

in the Kōfu Basin one can talk to growers in neighboring fields while working in one’s 

own (for that matter one often has to listen to his/her radio and/or inhale his/her 

pesticides as well).  If I was working with grower friends, introductions to the 

neighboring grower were generally forthcoming.  If I were working in a vineyard alone, 

the rare sight of a blond American in a rural Japanese agricultural field meant 

neighboring growers (of various crops) regularly stopped over and were inquisitive.  The 

insights gained from uncountable numbers of informative chats with these men and 

women are incalculable.  Finally, if someone was harvesting nearby, it is fairly certain 

that I would receive some crop as a gift.  While that had no direct impact on this 

dissertation, the understanding of these reciprocal relations is vital to comprehend rural 

Yamanashi agricultural communities, and by inference, the growers of the majority of 

locally grown raw materials fermented by the wine cluster.    

Trivial as it may initially sound, the fact that most of my travel during fieldwork 

occurred in a heavily rusted, prone to break down, manual transmission, Japanese mini 

truck (i.e., 軽トラック, kei torakku), given to me by a grower friend was also surprisingly 

vital to the socio-cultural element of this study.  This truck proved not only practical for 
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navigation on rural mountain roads (i.e., most hillside vineyards are not accessible with 

standard sized vehicles) and the actual farming (i.e., it is the perfect vehicle for 

agriculture in Japan), but also an interesting cultural bridge to the often older, male, not 

formally educated and rural growers.   

Upon arrival at the homes or vineyards of little known (e.g., friend of a friend 

introduction) growers, a discussion of my heavily weathered truck would often take over 

thirty minutes.  It must be considered that very few rural growers likely knew what to 

expect from a foreign doctoral researcher requesting an interview.  The truck served as an 

icebreaker, and before my presence became more widely known in the region, helped to 

provide an unexpected link across socio-cultural barriers.  Arriving in this truck, I was 

always met with a smile (and to be honest often a friendly chuckle as well).  Before who I 

was, where I was from or what I wanted was discussed in depth, growers would offer to 

make ad hoc repairs on said truck, offer advice on parts, etc.  I argue that the ability to 

participate with honest zeal in this “truck chat”, in the strong local Koshu dialect, while 

actually enjoying the comparisons between the growers’ own weathered truck and mine, 

won more trust than proper formal Japanese with respondents.  This was likely helped in 

that I typically wore clothes from the working class/grower uniform supplier Workman 

Co., Ltd., and I often went to grower interviews dirty, unshaven and in thigh-high rubber 

boots from my own farming.  Surprisingly, a couple of elderly growers were even 

shocked upon first seeing the truck (20; 34), as they knew the license plate number of the 

truck’s previous owner, an important long-time grower who passed on a few years prior. 

Interviews were initially conducted with those contacted or introduced during 

preparatory fieldwork.  Following the completion of each interview, respondents were 

asked if they would be willing to suggest other potential respondents.  Most would kindly 

provide e-mail addresses or telephone numbers of a few contacts.  Some would actually 

call and set up the interview(s) while I was still in the room, typically explaining who I 

was and then passing over the phone for me to organize the finer details.  Still others 

went even further out of their way to gather longer lists of contact details for potential 

respondents.  Indeed, as noted by Bestor et al. (2003, 14), the importance of third party 

introductions to gain research access when conducting fieldwork in Japan cannot be 

underestimated. 
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Finally, nearing the completion of my allotted time for fieldwork and after 

following most of the contact links provided by friends and acquaintances, cold e-mailing 

or visitation was used to target specific wineries and growers not yet interviewed.  As 

Healey and Rawlinson (1993, 346) point out, occasionally the best way of obtaining 

access to a SME was by simply “knocking on the door”.  In this study, this advice 

implied driving to the winery, and either enquiring at the wine-shop in the case of small 

wineries, or the administrative offices in medium- to larger-sized wineries.  Usually the 

interview was then conducted on the spot, or an appointment was scheduled for a later 

date.  I would also approach unknown growers working in their vineyards, explain who I 

was and hope for the best.  Surprisingly, many respondents contacted by these methods 

knew I might be coming.  As one off-the-beaten track small winery owner said when I 

interrupted him eating his lunch:  

“I was wondering if you would come here.  I heard a few months ago about a foreigner in 
an old mini truck but figured you would never come up all this way.  When you pulled in 
the parking lot just now and got out I knew it was you.  It just had to be.  Sure let’s chat.” 
(117) 

 As far as I was aware, I was the first academic researcher (domestic or 

international) to live and research grapes and wine in this region for any substantial 

length of time.  Likely as a result, local knowledge of my research and its aims seemed to 

spread fairly quickly within the cluster(s), and was further increased after my appearance 

in the prefecture edition of a national newspaper during the final months of fieldwork 

(Sato 2010). 

During fieldwork I resided on the outskirts of Kōfu City in the Tōkōji/Atago 

Mountain area (See Figure 1.4).  This area, I was to learn, is incorrectly considered (or 

purposely ignored) by many within the contemporary wine industry to be somewhat 

outside the central grape-producing region.  My initial few months of data collection 

usually saw an early start and a thirty-minute drive on the old Kōshū Road (now part of 

Highway 411 as seen on Figure 1.4) to the wineries and growers of the nearby and more 

famous Katsunuma Town.  Most evenings however, I would return to Tōkōji, where I 

could touch the door handle of my apartment and grape leaves of the adjacent vineyard 

simultaneously.  I soon discovered that my apartment building is located on the site of a 

former winery (i.e., Gōdō Shusei).  My landlord was the head of a local grape-growers 



 

 

47 

     

cooperative that had its collection facilities next door.  As a regular long-distance runner, 

I was soon traversing Atago Mountain and noticing the abandoned vineyards and the 

evidence of previous vineyards now covered with apartment buildings or in other crop.  

While I continued to focus on the more prominent wine producing regions in the 

prefecture, I became intensely interested in the local history of this area as well.  

Although a number of formal interviews were conducted with growers and wineries 

in/near this region (also including the use of a series of aerial photographs), the data in 

this dissertation has also been additionally supplemented by numerous less formalized 

means of data collection.  Talking with the barber at the base of the mountain, eating at 

the local sushi shop which delivers to growers in the vineyards, drinking at the homes and 

in the collection facilities with members of the local grape growers cooperative and 

chatting at the grape tourist inns and in the local shops soon became an almost nightly 

occurrence.  

The history of cropping in the Tōkōji/Atago Mountain area, the changing 

dynamics of its (table grape, grape for wine and winegrape) grower cooperative and the 

economic decline of its many grape tourist inns not only forms an interesting case study, 

but helps to explain larger trends in grape production in the Kōfu Basin and the 

prefecture more generally.  As will be shown, Kōfu City and the Tōkōji/Atago Mountain 

area also hold a prominent and little explored place in the history of Yamanashi grape 

growing and wine production.  

1.3.3. Participant Observation 

During fieldwork I made every effort to participate in as many events related to 

the grape and wine clusters as time permitted.  What follows is a random selection of 

some of those experiences:   

1.  Helped to raise and harvest table, grapes for wine and winegrapes in various locations 
in the Kōfu Basin   
2.  Participated numerous times in the crush and bottling of wines.  I also later attended 
the release of some of these wines at an event in Tōkyō 
3.  Volunteered with Soft Tourism Ltd. Yamanashi 
4.  Attended numerous prefectural events and tastings including every festival related at 
least in part to grape and/or wine production 
5.  Participated in the traditional manufacturing of wine (actually “budōshu”) at a 
historical collective winery in Katsunuma Town 
6.  Attended numerous wine and table grape grower training events and seminars 
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7.  Helped to plant new Koshu grape seedlings on the Yamanashi border in Shizuoka 
Prefecture with the Koshu Wine Project 
8.  Corrected the English language wine labels and websites of a number of wineries in 
the Kōfu Basin, including some linked to the Koshu of Japan export project 
9. Volunteered in the setting up of a rooftop grape growing project to green Tōkyō, 
mitigate the heat sink and ultimately later produce a “Tōkyō” wine vintage   
10.  Ate, drank alcohol and participated regularly in social events with growers, 
winemakers, breeders and well known industry writers   
11. Attended numerous social-educational gatherings between growers and/or winery 
employees in in/formal settings   
12.  Produced a sticker promoting the local wine industry (initially as a gift to 
respondents for conducting an interview) 
13. Took a number of private and group tours of the Katsunuma wine region, including a 
behind-the-scenes look at Miyakō Park and its reconstruction (It was closed to the public 
at the time of fieldwork until around 2015.) 
14. Sampled wine from almost every producer in the prefecture, often across varietals 
and vintages. 
15.  Was given access to a number of closed-to-the-public vineyards (including a 
monorail ride to the vineyards atop of Hishiyama in Katsunuma Town with a local 
winemaker and a car driven/walking tour of the private vineyards of a large multinational 
winery) 
 
1.4. Chapter Conclusion 

Globalization has weakened the economic vitality of local agriculture and agro-

industries across Japan and other advanced economies.  With many farm supports 

reduced and imports liberalized, upland areas in particular have faced severe decline.  

This research analyzes the case of the wine industry in Yamanashi Prefecture, an upland 

area west of Tōkyō. The industry currently encompasses approximately seventy wineries, 

trade associations, academic institutions and related enterprises.  It also shares many 

resources with and historically subcontracted heavily from the Yamanashi table grape 

cluster.  Over the last thirty years the local grape content of Yamanashi wine has been 

minimized, and correspondingly eroded quality, consumer confidence and market share.  

Overall, this dissertation explores the changing landscape of grape and wine 

production in the prefecture from a cluster perspective.  While the Yamanashi wine 

industry sits on the periphery of the international wine world in terms of the quantity of 

wine produced, in response to both market pressures and deregulation firms have begun 

investment in new ventures.  Now that globalization and globally dictated definitions of 

quality in wine mean more than just sourcing foreign origin raw materials to ferment for 
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a captive Japanese market, Yamanashi processors will continue to have to seek new ways 

of adding value/worth to their products.  As a result, some old and new firms have begun 

trying to re-localize their grape sourcing, upgrade wine quality, revitalize the industry and 

secure the future “place” of Japanese wine. 

As the local wine industry seeks to develop and expand with a newer platform of 

product upgrading and prestige enhancement to survive in situ, the role of these clusters 

in generating capacity may be both observed and challenged.  The Yamanashi table grape 

and wine industries represent an ideal case to explore the internal structures, endogenous 

processes and socioeconomic relations within and across agro-industrial clusters that 

affect an industry’s ability to innovate, cooperate, learn, govern, market and adapt in and 

to a global market, and the role of clusters in meeting the challenges of mainly small-

scale agro-industries in Japanese upland areas.  

 At various scales, this research also employs notions of locality and identity to 

question both the trajectories of the table grape and wine clusters of Yamanashi 

Prefecture and their interface with each other.  Wine production in Japan began as the 

country sought to Westernize in the 19th century, and wine more generally remains 

heavily linked to “Western” culture.  While the consumption of wine is now global, its 

production remains, albeit possibly only in stereotype, also predominantly “Western”.  

This research asks the identities and relationships with wine of various stakeholders in 

the two clusters to see how they shape and are shaped by cluster development.  These 

include, in example, Yamanashi grape growers, winemakers, winery owners, consumers 

and sommeliers.  Finally, this dissertation asks about the heavily charged construction of 

a regional wine identity (or regional wine identities) and winescape in terms of the 

contested demarcation of geographic space, choice of grape variety (-ies) for 

fermentation, style (s) of wine produced, and how the final product is branded.  As this 

dissertation will show, identities and their manifestation play a significant role in the pace 

and trajectory of the economic, social-cultural, agricultural and agro-industrial 

development of the region (s) and its clusters.  Exploring not only economic linkages but 

also identity driven practices within and across these two clusters, and how those 

identities are embedded into and mitigate the decisions, structure and operation of those 

clusters is new to the literature of the geography of production.  At the same time, wine 
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will be used as a mirror to uncover new forms of negotiated culture, consumption and 

landscape linked to the production of “placeness” and expanded notions of “Japanese-

ness” and Japanese identity. 
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Chapter 2.  A Historical Geography of the Table Grape and Wine Clusters 

 

2.1.1.  Introduction to the Chapter 

 This chapter explores the historical events, legislation, innovation and 

consumption trends that have shaped the Yamanashi table grape and wine clusters.  

While the two clusters share many elements of a common history, following the Second 

World War they underwent a separation.  Today, these industries no longer share similar 

goals.  This chapter employs both historical and primary source documents as well as 

semi-structured interviews to introduce the origins and development of regional grape 

and wine production.  Overall, this chapter puts the development of these two clusters 

and their subsequent division into a larger context and suggests that the remainder of this 

dissertation be partially viewed through this bifurcating historical framework.     

2.1.2. Introductions prior to 1868  

 Numerous and conflicting stories relate the origins of viticulture in Yamanashi 

Prefecture.  The earliest known evidence of any grapevines in the genus Vitis in Japan are 

of Mountain grapes found in the ruins and excavated earthenware of the early Jomon era 

(circa 4800-3000 BCE) (Okada 2003, 173).  More dramatic however, are those linked to 

the arrival of other grapes to the islands, particularly Koshu (Vitis vinifera var. 

orientalis).  

The most commonly held view is that Koshu arrived via the Silk Road through 

the southern edge of the Taklimakan Desert in Hotan City (presently Hetain in Xinjiang, 

China).  Koshu finally entered Japan in the Nara-Kyōto Region around the 6th century 

BCE.  The local Buddhist temple in Katsunuma Town, Daizen, holds that in 718, the 

Buddhist monk named Gyōki arrived from Nara to the Kai Kingdom (now Yamanashi 

Prefecture).  Sitting in the lotus position he prayed, experienced divine inspiration while 

dreaming of Bhaisajyaguru (i.e., the Buddha that cures all evil) and then built the temple 

and planted a medical garden including grapes (44; 82).  According to Yamamoto (2003, 

39), the archeological record also shows artifacts decorated with grape themed motifs 

from as early as the 7th century.  Grapes were certainly known by some, even if only as 

an exotic foreign fruit.  Nonetheless, early perceptions of grapes linked to Buddhist 
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practices imbuing them with medicinal properties form a unique element in the history of 

Japanese viticulture (Katsunuma Chō Shi 1962, 613). 

Another view holds that following the arrival of the grape via the Silk Road, its 

production slowly migrated from the Nara and Kyōto areas to the Kōfu Basin in modern 

Yamanashi Prefecture in the 12th century (De Blij 1982, 60).  The story is continued with 

a legend in which Kageyu Amemiya in 1186 found a vine, distinctly different from native 

varieties, near Sekison Shrine in the mountains to the southeast of the Kōfu Basin  

(Morrison 1962, 115).  Planting the vine in the garden bore delicious fruit later offered to 

and then much praised by Minamoto Yoritomo, the founder of the Kamakura Shogunate.  

Whichever story is to be believed, by 1316 over twenty hectares of vineyards for table 

grapes were being cultivated in the Kōfu Basin  (Morrison 1962, 116).   

One of the first mentions of wine in the literature is when 16th century Jesuit 

missionaries from the Iberian Peninsula were arriving with sweet sacramental wines, and 

there was a small boom in consumption among a minority of Japanese elites and samurai 

warriors (Yamamoto 2003, 41).  Nonetheless, whatever inroads wine had made into 

Japanese culture were deterred with the arrival of the Tokugawa Shogunate in the 17th 

century.  Following policies of national isolation, Christians were expelled and the 

drinking of wine forbidden.  Nonetheless, despite these severe setbacks in viniculture, 

viticulture was to expand quickly in the Kōfu Basin area.  When the castle town of the 

new shogunate, Edo (i.e., present day Tōkyō) became capital, Yamanashi Prefecture was 

to provide the now highly desired table grapes.   

At the time, the Kōshū Road (now part of Highway 411 and National Road 20 as 

depicted in Figure 6.2) was one of the few main thoroughfares in Japan linking Edo with 

Kyōto.  The spread of viticulture in Kōfu Basin, rather than being based on its agronomic 

suitability or exceptional climate, was a result of its location on the Kōshū Road as it was 

close enough to Edo to transport grapes to the capital before most of them spoiled.  

Throughout the Edo Era (1603-1868) and into the Meiji Era, grapes were transported by 

horseback over Sasago Mountain and the Kobotoke Pass.  Each horse carried four baskets 

of circa 4 kg of grapes and traveled day and night to preserve freshness (Ikeda 1909, 41; 

Morrison 1962, 116; Respondents 44; 82; 113).  The walk to Edo took five to six days by 

foot (Katsunuma Chō Shi 1962, 680).  Grapes of highest quality on arrival would be 
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served at the table of the shogunate.  Those of lesser quality filtered through various 

distribution systems, later including the Kanda vegetable and fruits wholesale market 

near Akihabara Station (which only recently relocated elsewhere in 1989).  At the same 

time the fame of the grapes (i.e., table grapes) spread via word of mouth amongst 

travelers and traders along the Kōshū Road (Katsunuma Chō Shi 1962, 653).  Visitors 

could also purchase dried grapes, jams and a slightly fermented combination of Koshu 

grapes wrapped in red perilla leaves (i.e., 葡萄漬け, budōzuke) (Katsunuma Chō Shi 

1962, 691; Ueno 1995, 33). 

2.1.3. 1868-1900:  The Start of the Meiji Era 

The Meiji Restoration in 1868 signaled the beginning of widespread changes in 

the crops planted and the agricultural practices of Yamanashi Prefecture and Japan.  One 

of the first was the development and spread of commercial agriculture other than rice 

(Fukui 1956, 27).  Of particular importance was the rise in fruit culturing.  According to 

Ikeda (1909, 2), prior to this time there was little habit of producing or eating fruits.  

What fruit trees or vines were planted were typically on the margins of rice paddies or 

mulberry fields rather than set in structured orchards or vineyards.  In many ways, eating 

fresh fruit was an uncommon event, and if fruit was consumed it was for sweetness rather 

than for aroma or flavor.  While a few smaller regions dedicated to fruit production did 

exist, for most Japanese eating fresh fruit was a foreign custom (Ikeda 1909, 4).   

As a result of the Meiji Restoration, many political and social reformers viewed 

viticulture and now winemaking positively, and Japanese technicians were sent to the 

USA and Europe for training and to import cultivars for local trials (De Blij 1982, 60; 

Kikuchi 1983, 20).  The impetus behind this transition was the government’s policy of 

pushing for increased production through the Policy to Promote and Create Industry (i.e., 

殖産興業政策, Shokusan Kōgyō Seisaku).  Both the growing of grapes and the production 

of wine fell under this mandate (Kikuchi 1983, 89; Ogihara 2001, 83).  Linked not only 

to an ever-increasing interest in Western goods, customs and ideology, much of this 

impetus was also driven by the desire to secure some form of employment for growers 

during the winter months (e.g., winemaking).  The drinking of alcohol too evolved to 

become more of a regular custom for those outside the leisured classes (Asai 2003, 52).  
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Initially, the most discernable change was the marked increase in varieties of 

grapes under cultivation in Japan.  From 1875, after a long exile in the USA, Ozawa 

Zenbei returned to Kōfu City and began planting numerous American (i.e., V. labrusca) 

cultivars including Adirondack, Catawba, Concord, Hartford, Delaware and Isabella 

(Morrison 1962, 116).  In 1879, the government also imported a number of grape 

varieties from the United States and Europe for trials in various regions throughout the 

country (Yokotsuka 1955, 17; Katsunuma Chō Shi 1962, 694).  The famous grape 

breeder Kawakami Zenbei too imported another three hundred varieties in the first few 

decades of the Meiji era to test under Japanese growing conditions (Tsuchiya 1980, 3).  

Many of his trails were conducted on larger paddy fields of Niigata Prefecture.  In short, 

viticultural possibilities expanded from two or three cultivars (mostly Koshu and 

Delaware) to a number of new options.  In terms of viniculture, by 1880 both Concord 

and Adirondack were becoming established in the prefecture for use as wine (Yamanashi 

Nichi Nichi Shimbun 1978, 53).  According to Ikeda (1909, 44), attesting to their 

popularity at the time, grapes were also grown under glass in the garden of the emperor in 

Tōkyō. 

 Of particular importance to the early grape production and wine cluster was the 

American V. labrusca Delaware, introduced by Ozawa Zenbei into Japan and then 

brought to Yamanashi Prefecture by the horticulturist Amemiya Takesuke around 1885 

(Katsunuma Chō Shi 1962, 695).  Amemiya began growing it in Okunoda Village (later 

part of Enzan Town and now part of Kōshū City) (Morrison 1962, 117).  This grape 

would play a dominant role in the viti- and viniculture of the prefecture until the 

expansion of new and higher value cultivars from the middle of the 1970s. 

 It was also soon after the start of the Meiji Restoration that wineries first appeared 

in Yamanashi Prefecture.  The first commercial winery in the region, contrary to 

misleading contemporary signage and tourist marketing by some within industry and 

local government stakeholders in Kōshū City, was actually in Kōfu City.  In 1870, at a 

Buddhist temple in Kōfu City, Yamada Hironori (linked to the temple) and investor and 

Japanese sake producer Takuma Norihisa produced test batches of wine in the manner of 

Japanese sake and brandy.  According to Asai (2003, 53), this consisted of placing the 

grapes (possibly Mountain grapes) in a vat without crushing, adding malt and stirring 
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with a paddle to promote fermentation.  That is, wine was produced with little of the 

techniques or equipment used in the West.  Around 10,000 720 ml bottles were made for 

sale to Yokohama, but high debt, little brewing savvy and low quality grapes led to their 

insolvency in 1876 (Katsunuma Chō Shi 1962, 698; Ueno 1977, 40; Yamanashi Nichi 

Nichi Shimbun 1978, 56).    

Between 1876 and 1883, at the location of the castle in Kōfu City, the Yamanashi 

Prefectural government also organized the importation of American varieties of grapes to 

test and then ferment wine at the Industrial Testing Center (i.e., 勧業試験場, Kangyō 

Shikenjō).  This large drive for wine production in the prefecture was highly influenced 

by Fujimura Shiro, an influential governor and advocate for Western ways (Ueno 1977, 

40; Yamanashi Nichi Nichi Shimbun 1978, 58; Ogihara 2001, 83)  

The reputed first commercial winery in the prefecture, Dai Nihon Yamanashi 

Budō Jōzō Gaisha in Katsunuma brewed around 9,000 liters of Koshu in 1877 

(Katsunuma Chō Shi 1962, 698).  Linked to this company is perhaps the most 

(incorrectly-) repeated story in the history of Yamanashi wine.  In 1877, two men from 

Iwai Village in Katsunuma Town, Tsuchiya Ryuken aged nineteen and related to the 

owner of Dai Nihon, and Takano Masanari aged twenty five, received public funds from 

the local government to study viti-viniculture in France for one and one-half years.  They 

attended the 1878 Paris Exposition and traveled to other parts of France to study 

everything from trellis construction to vinification methods.  The oft-told story continues 

that they then returned to the Kōfu Basin to great acclaim and began develop the local 

wine industry.  According to Asai (2003, 54), as there were few in France who could 

explain winemaking in academic terms, the two men wrote more extensively on the tools 

used in fermentation rather than techniques.  Such tools incidentally, were largely 

substituted locally with those from the Japanese sake industry.  In actuality, upon their 

return in 1879, later than expected, their efforts were neither appreciated nor their ideas 

fully accepted.  In retribution, Takano, the eldest, even lost his position at Dai Nihon 

(Katsunuma Chō Shi 1962, 698).  Nonetheless, such an expensive outlay of investment 

on an extended study trip to acquire the knowledge to produce wine speaks to the 

immense changes in Japanese culture occurring at the time. 
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Tsuchiya later formed a winemaking company with Miyazaki Kōtarō called 

Miyazaki Budōshu Jōzō-Jō (better known by its brand name Dai Ichi Budōshu) 

(Katsunuma Chō Shi 1962, 696).  The site of this winery is called Miyakō Park (i.e., 宮光

園, Miyakō En) which itself has a storied history also explored in this dissertation.  

Miyazaki Budōshu Jōzō later changed its brand name to Daikoku Budōshu (Note:  

Daikoku is the god of wealth and normally rides on bags of rice, but at Miyakō Park he 

rides on barrels of wine.  See Figure 2.1 taken at the Miyakō Park site.)  

Figure 2.1:  Daikoku at Miyakō Park 

 
Source:  A. Kingsbury 2010 

On the other hand, Takano began lecturing and writing articles on grape growing 

and wine production.  Interestingly, while the relatives of Tsuchiya are no longer in the 

grape or wine production business, heirs of Takano are still employed in viticulture.  Mr. 

Takano is currently the owner of Torowa Grape Inn in Katsunuma Town.  Some of his 

grapes are also sold on contract to Chateau Mercian Katsunuma Winery, a multinational 

and the present owner of part of Miyakō Park, for the production of wine. 

Although early wine production in the Kōfu Basin benefited from proximity to 

urban Tōkyō, the logistics of shipment to the capital were complex.  The wine was 

transported first by horseback on the Kōshū Road (i.e., the present day Highway 411) to 

Isawa at Kōun Bridge on the Fuefuki River.  The wine was then transferred and floated to 
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Kajikazawa on to the Fujikawa River, transferred again and its movement continued out 

to Suruga Bay.  From there it was finally brought to Tōkyō via ocean going transport 

ships (Smethurst 1986, 118).  Figure 2.2 shows the present day location where grapes 

were transferred from the Kōshū Road to the river at present day Kōun Bridge in Isawa 

town in Fuefuki City.  There was no signage marking the historical significance of the 

spot at the time of fieldwork. 

Figure 2.2:  Transfer Point from the Kōshū Road 

 
Source:  A. Kingsbury 2010 

2.1.4. The History of Vineyard Architecture in Yamanashi Prefecture 

According to Winkler et al. (1974, 254), grapevines cannot be grown 

satisfactorily without some form of support.  The type of support chosen is dictated by 

historical circumstances, desired crop and its usage, and the agronomic conditions of a 

particular region.  With historical links to Chinese viticulture, and local production 

adversely affected by a monsoonal climate and excess humidity, most grapes in 

Yamanashi Prefecture are grown in a pergola style, of which there are two basic designs.  

The first is the overhead trellis system (i.e., 棚式栽培, tanashiki saibai).  Brought 

by a celebrated doctor of Chinese medicine named Osada Tokuhon (also known 

respectfully as Kai Tokuhon) to Katsunuma around 1615  (Katsunuma Chō Shi 1962, 
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633), but only first reported at Dai Ichi Budōen in 1681. Depending on the source, his 

idea originated from a Chinese textbook, or was copied from a similar trellising system 

used in pear orchards in Aichi Prefecture (Morrison 1962, 116).  Nonetheless, some 

initial influence from China is probable, considering the numerous similar types of 

structures still found in Chinese viticulture (See Sato 1996 for details). 

In its modern form in Yamanashi Prefecture, this overhead trellis system is 

basically an outer structure of supporting cement supporting poles connected with an 

overlaying grid of metal wires.  According to Yamamoto (2003), vines are trained to 

overhead pergola of wires around two meters high, with one to three vines planted in an 

area.  My own fieldwork farming in the vineyards (i.e., back pain from bending over and 

head injuries from hitting the wires and canes) found that in actuality, the height of 

overhead wires varies considerably, but rarely reaches two meters.  Ikeda (1909, 96) 

notes that the overhead wires were set around 1.61 m, which was the average height of 

the typical Japanese male of the era.  Women and children would work under the canopy 

with the aid of ladders, high shoes and other elevation devices, practices that remain 

common today.  Figure 2.3 shows a typical overhead trellis system as used in Katsunuma 

Town at the time of fieldwork.  
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Figure 2.3:  Bamboo Grove and Overhead Trellising at a Vineyard  

 
Source:  A. Kingsbury 2010 

Prior to the Edo Era however, the actual overlaying pergola was constructed from 

bamboo rather than wire.  According to Ikeda (1909, 96), bamboo was initially chosen as 

it was an inexpensive and widely available construction material.  Bamboo canes were set 

about 0.3 to 0.6 meters apart and fixed annually with straw twine during the winter 

months.  Interestingly, one reliable method found during fieldwork to identify previous 

locations of vineyards (i.e., those now replanted to other crops or converted to other land 

uses) was to look for bamboo groves (as above in Figure 2.3 behind the pergola).  These 

groves were often planted intentionally to supply the raw materials needed in the creation 

and upkeep of these pergolas.  Even today, and as seen in Figure 2.4 in Katsunuma Town, 

bamboo serves as a make shift fix for broken trellis poles. 
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Figure 2.4:  Bamboo Used as a Temporary Trellis Fix 

 
Source:  A. Kingsbury 2010 

A few growers also commented that bamboo was used to make shipping baskets 

until after the Second World War when they were replaced first by wood and then later 

cardboard (51; 109).  As one grower in his seventies explained:  “We have been shipping 

(i.e., from his family’s grape tourist inn) at least since I was a kid.  I remember in winter 

all the kids had to sit around and make these wooden boxes out of bamboo for shipping.” 

(102)   

From the Meiji era growers slowly started to experiment with wire, although a 

bamboo overlay was still more common (Katsunuma Chō Shi 1962, 699).  Early 

experiments using iron poles instead of bamboo began in the 1870s, particularly after the 

destruction of the bamboo trellises by heavy snow in 1871 (Morrison 1962, 118).   The 

high cost of iron and the local belief that wire trellis would result in greater sunburn 

damage prevented its spread initially.  The wire overlay as it commonly used today was 

first employed by Wakao Kangoro in 1898 (Katsunuma Chō Shi 1962, 699).  This new 

style first spread from Katsunuma to other parts of Japan, before later to a number of 

other Asian countries.  The use of concrete trellis poles in lieu of hardwood began about 

1925 (Morrison 1962, 118).  Fieldwork found a small number of vineyards, often but not 
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always abandoned, with heavily weathered hardwood trellis poles.  Figure 2.5 shows one 

such vineyard of hardwood poles in an abandoned vineyard near Kōfu City.  The use of 

hardwood provides clues as to the age of the vineyard. 

Figure 2.5:  Abandoned Vineyard with Hardwood Poles 

 
Source:  A. Kingsbury 2010 

Also commonly found were piles of hardwood trellis poles next to new housing 

developments or vineyards planted to other crop.  Figure 2.6 is a common sight if you 

look closely around areas known to have been rezoned from agricultural to residential, 

stacked trellis poles removed and piled next to the buildings that replaced them (in this 

case near Kōfu City).  
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Figure 2.6:  Trellis Poles Removed to Make Room for Residential Development 

 
Source:  A. Kingsbury 2010  

The second system of trellising is called the shelf style (i.e., 吊り棚式, tsuridana 

shiki) (See Figure 2.7).  Best suited for vineyards on level land, vines hang on wires 

descending from tall antennae like poles or towers rather than extending horizontally 

between poles.  This style is not as common as the overhead trellis system either in the 

Kōfu Basin or elsewhere in Japanese viticulture. 

While the vineyards of Amemiya Sakuemon (i.e., Dai Ichi Budōen) in Katsunuma 

Town were instrumental in the development of the overhead trellis system, the largely 

un-worked vineyards today are actually more representative of this shelf style of pergola. 
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Figure 2.7:  Dai Ichi Budōen Vineyards in Shelf Style Trellising in Katsunuma Town 

 
Source:  A. Kingsbury 2010 

2.1.5. Tobin:  Fermentation in Earthenware Containers 

With the spread in viticulture in the Meiji Era many growers started to collect 

their grapes to produce their own alcohol.  This alcohol was fermented in tobin (i.e., 十瓶, 

tobin), large earthenware containers that held around ten isshōbin (i.e., approximately 

eighteen liters).  Typically, unsold or diseased grapes were first squeezed over a screen, 

before then being twisted in old gunnysacks imported from China for rice.  The collected 

juice was placed into the tobin and wild yeast fermented.  The resulting product, often 

undrinkable according to older respondents, was poured into separate bottles from a hose 

attached to a hole in the bottom of the container for distribution.  This was wine making 

in its most basic form, and tongue and cheek stories are still told of tobin exploding if the 

carbon dioxide was not able to escape (Maeda 2005, 30).  Likewise, others sarcastically 

mentioned that they never had to buy vinegar at the time.  Initially, this production in 

tobin was simply for personal use, however soon individual and groups formed an 

underground local economy of illegal moonshine.  Entrepreneurial growers also later 

buried tobin to avoid paying taxes on their production (19; 67; 69; 109).   
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 While the exact origin of these containers remains unknown, it is probable they 

were fired in Kosuzutani Village of Tokoname City in Aichi Prefecture.  According to 

Tokoname City (2006) and respondents (44; 59; 109), this area was producing a number 

of ceramic bottles for storing not only budōshu but also similar containers for products 

such as shōchū and miso paste by 1880.  Figure 2.8 shows a number of tobin.  These 

containers, typically broken, can now be found tossed to the side of vineyards across 

Yamanashi Prefecture.  Figure 2.9 shows tobin between a greenhouse and flowering 

rootstock of or grafted peach trees in Fuefuki City.  Such a combination illustrates the 

rich history of regional cropping sequences. 

Figure 2.8:  Earthenware Containers or Tobin 

 
Source:  A. Kingsbury 2010 
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Figure 2.9:  Tobin between a Greenhouse and Peaches 

 
Source:  A. Kingsbury 2010  

2.1.6. 1900-1949: The Rise of Collective Wineries 

As the illegal winemaking operations continued to grow, questions as to how to 

better raise tax revenue surfaced.  At the time, the taxable production values were 

calculated by the producer (who was likely also a full-time grower) and relayed to the tax 

office, which in turn would visit the production facilities and assess the tax.  As most 

production was fermented secretly, visiting the ever increasing number of facilities was 

time consuming and inefficient.  Indeed, it is the governments demand for this unpaid 

revenue and later for tartaric acid that eventually resulted in forcing these producers into 

collective wineries (sometimes also referred to in English as “block wineries”) in 1940 

(Kikuchi 1983, 20).  As a collective winery, fermentation tanks could be purchased and 

budōshu produced in much larger quantities, something also useful when there were a lot 

of damaged grapes due to hail or typhoons.  Even after the payment of taxes, this new 

economy of scale production and the ability to sell products openly resulted in higher 

profits to growers and the gradual decline of tobin use.    

As it was typically cost prohibitive for one grower to build a collective winery 

individually, money was pooled, a secondhand Japanese sake tank purchased and some of 
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the growers would do the winemaking using natural yeasts (66; 67: 69; 71).  Production 

at this point consisted of growers compiling their unmarketable grapes together in a large 

tank and receiving a share of budōshu in 1.8 liter bottles (i.e., 一升瓶, isshōbin) following 

fermentation.  Indeed, it was cheaper for growers to ferment their unmarketable grapes 

than to buy either rice to make sake or already fermented alcohol of some other grain.  

One elderly grower in Katsunuma (69) explained how the system worked:  “These were 

not wineries.  Grape growers would get together, maybe five or six people.  The bigger 

places had ten to twenty people.  And they would bring grapes and mix it all together and 

ferment it.  They would drink it themselves from teacups.  It was not sold.”  Later 

however, as the structures became more formalized (i.e., professional), some producers 

began to take a percentage of the final product in payment for their labor and/or any 

added sugar.  This withheld percentage might then be sold on the market.  In this way, 

many of the collectives slowly shifted towards being more driven by profit rather than 

only as a source of inexpensive alcohol for growers.   

The final product at this point was typically oxidized as it was fermented in the 

secondhand open fermentation tanks of the Japanese sake makers (closed tanks only later 

filtered from sake makers to the wine producers, but even that did not stop oxidization).  

Sugar was often added after fermentation to make the sour, often vinegar flavored and 

faulted beverage more palatable.  While this “foxy” wine was “rejected everywhere”, 

consumption spread as it was inexpensive (Ikeda 1909, 43).   

Depending on location, budōshu was typically white and made from Koshu.  As 

more cultivars were planted, these too were fermented.  The spread of Delaware as a 

table grape in Enzan Town, for example, resulted in many of the collectives there 

producing Delaware budōshu.  Some wineries even mixed varieties (e.g., Delaware and 

Koshu) (Tsuchiya 1980, 18).  Collective wineries existed across the Kōfu Basin, with the 

majority in Katsunuma Town.  Adirondack also achieved a small degree of prominence 

prior to the Second World War in meeting the newer demands for a red budōshu.  

Likewise, some places also produced brandy with the lees (Maeda 2005, 48). 

In the late 1920s and early 30s, when a more efficient collection of taxes became 

vital to support the military campaign in Manchuria, obtaining a brewing license became 

a requirement and taxes were assessed on total production (rather than amount shipped or 
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sold as now).  Large numbers of brewing licenses were issued to different producers in 

the prefecture.  Between 1925-35 the number of registered producers increased from 319 

to 3,008 as a result of both the increase in the number of growers making wine as a side 

business and the better statistics available due to the new brewing license requirements.  

Approximately one in three growers was producing budōshu, with the average production 

of 482 liters a year (Kikuchi 1983, 26).  Production was used at home in the place of sake 

and/or sold to relatives and friends.  While the income generated from this production 

was miniscule, it did keep vineyards operational (Morrison 1962, 121). 

Finally, the names of these early collectives are unique to the wine production 

history of the prefecture.  In any particular, yet flexibly defined, geographic space there 

were a number of grape shipping associations or cooperatives.  If an association became a 

collective winery, it was given a name based on its location and its order as a shipping 

association.  For example, Katsunuma Eighth Winery (i.e., 勝沼第八葡萄酒, Katsunuma 

Daihachi Budōshu) actually originated as the Eighth Shipping Association Block of 

Katsunuma Town.  Over the decades, large numbers of collectives have gone bankrupt, 

sold their permits or changed names as part of their attempt to transition to profit seeking 

companies.   Nonetheless, a few wineries in the prefecture still include a geographic area 

and number in their formal names, and many others did in their past.   

The effect of this history was long felt in industry.  Following the larger scale 

issuing of brewing permits in the 1920s, a fairly solid freeze on the issuing of new 

permits until the liberalization of the alcohol production and distribution markets 

occurred in the 1990s.  In short, this resulted in the buying and selling of permits when a 

collective or company would go bankrupt or chose to leave the business.  The result was 

that the brewing permit became, in effect, stronger than the company.  In other cases a 

collective would sell their permit for economic gain.  This was particularly common later 

when higher quality, inexpensive and typically more desired alcoholic drinks of every 

type became more available on the Japanese market, and it became no longer necessary 

or even economically viable for small groups of growers to ferment their own wine.  

Likewise, other growers heavily involved in collective wineries mentioned that dealing 

with the excessive demands of the tax office also encouraged many to leave production. 
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The era of collective wineries legally ended in 1963, and many converted to 

incorporated public companies or limited companies (Maeda 2005, 38; Respondents 18; 

19; 41; 58; 73).  At first, many collectives formed companies with shareholders (typically 

only those growers that supplied grapes).  Still later, many of these companies would 

purchase all the stock from growers and become private wineries.  In other cases, the 

remnants of these collective wineries survive to the present day, with growers still 

holding basically worthless stock.  As one winery owner explained:  “There are no 

profits and the growers keep the stock although it has no meaning.  If the winery 

somehow got money we would start to buy back the stock as the old grapes for wine 

exchange has run its course.” (81) 

Importantly, the decline in collective wineries also signaled a shift in how wine was 

being produced in Yamanashi Prefecture.  While previously most growers were also 

winemakers (and vice versa), those roles and the structures that supported them would 

soon be divided into two separate clusters. 

2.1.7. The Rise of Pathogenic and Ectoparasitic Disease Pressures  

 By the end of the 19th century and as a result of the full scale and largely 

unregulated importation of grape vines into Japan, pathogenic and ectoparasitic pressures 

dramatically increased (Katsunuma Chō Shi 1962, 700).  According to Ikeda (1909, 43), 

viticulture practices from the West were blindly imitated.  Growers knew little about crop 

protection or varietal selection, typically planting at random in larger areas.  As a result, 

many of these early vineyards failed due to pest and fungal pathogens.  Perhaps the most 

obvious initially was powdery mildew, first identified in 1887.  By 1901, 20% of the 

previous area under cultivation, only around sixty-five hectares, remained.  The 

introduction of the knapsack sprayer compiled with advances and experiments in 

Bordeaux mixture helped to control the fungus (Morrison 1962, 118).   Introduced in 

1899, within five years its use was wide spread (Katsunuma Chō Shi 1962, 703). 

 More influential to the future of agriculture in the region was the importation of 

the phylloxera louse, first identified in 1885 in vines imported from the USA and planted 

at the Mita Experiment Station and the Tōkyō nursery of Ozawa Zenbei.  By 1907, the 

pest was identified in Yamanashi Prefecture in Kōn Village (now part of Kōfu City).  As 

in France during the 1880s, virtually the entire V. vinifera stock succumbed to the effects 
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of this pest (Morrison 1962, 118; Kikuchi 1983, 26).  By 1916, an experiment station in 

what is now part of Kōfu City became the center for Japanese phylloxera research and 

control, and grafting to immune rootstocks of American origin was almost universal by 

1925 (Morrison 1962, 118).  

It is important to consider that the statistical data (e.g., as presented in Figure 

2.10) do not support the claim that phylloxera killed vast numbers of grape vines within 

the prefecture.  Many of the newly imported cultivars were V. labrusca or American 

hybrids and by inference already somewhat tolerant or resistant to the pest.  Viticulture 

more generally at the time was, outside of the commercially produced and largely 

resistant Koshu, new and in an experimental stage.  Various research stations and 

growers throughout Japan were working with different grapes and aims, and it is with 

these newly imported cultivars that phylloxera left a more lasting legacy.  Stated simply, 

phylloxera altered the trajectory of viticulture in Yamanashi Prefecture by killing the 

majority of imported V. vinifera, that is, the winegrapes. 

In hindsight it could be argued that this made little difference to local wineries at 

the time, which typically fermented unmarketable table grapes for personal consumption 

anyway.  Nonetheless, while the growing of grapes expanded considerably over the next 

few decades, grape production (actual or potential) of cultivars most suited towards 

contemporary ideals of higher quality wines, declined to the point of near insignificance.  

While France later replanted to V. vinifera on resistant American rootstock, the growers 

of Yamanashi Prefecture did not.  In terms of local wine production, the most important 

source of locally produced juice for fermentation was, and in many ways remains, the 

phylloxera tolerant or resistant table grapes of the Eastern USA (and their hybrids) and 

the local Koshu grape variety.  Figure 2.10 shows a small dip in Western cultivars (i.e., 

both V. labrusca and V. vinifera) in Yamanashi Prefecture around 1915, however, it is 

important to consider that the total number of vines continued to increase dramatically.  

Those increases were in cultivars most suited for the table and lower-end wines by 

contemporary standards.  To date, the table grape cluster of Yamanashi Prefecture has 

never grown V. vinifera (i.e., non-Koshu V. vinifera) for profit on a meaningful scale. 
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Figure 2.10:  Vines of Japanese and Western Grape Varieties (1909-1918) 

 
Source:  Katsunuma Chō Shi 1962 

2.1.8.  The Train and New Markets 

In 1903 the Chūō Rail Line from Kōfu City through the mountains to Hachioji in 

present day Tōkyō was completed (Morrison 1962, 118).  Whereas the previous journey 

on horseback was long and arduous and grapes typically arrived in the capital in poor 

condition, the journey by train took only a half-day, greatly increasing demand for grapes 

and wine.  Production of both skyrocketed.  Dai Ichi Budōshu at Miyakō Park could not 

meet the demand and a second production site, Dai Ni Budōshu, was built next door the 

following year.  (Note: Dai Ni is next to the ruins of Dai Ichi and was situated on the 

current location of the Mercian Corporation operated Wine Museum).  

The opening of the railroad to Tōkyō, while initially a boom for growers and 

producers, soon backfired.  First, many growers left the prefecture to supply labor for the 

new industrial jobs (Smethurst 1986, 69).  This departure of labor was later replaced by 

the rise in agro-chemicals.  Secondly, increased grape production for the expanded 

market collapsed the previous price structures for table grapes, and growers were forced 

to find ways to harvest early or hold grapes after harvest for sales following peak supply 

periods.  Greenhouse production of grapes began in 1924.  Incidentally, greenhouses in 
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Yamanashi Prefecture were removed during the war as to not reflect light and guide 

American bombers at night (Morrison 1962, 119).  More importantly however, and with 

electricity still widely unavailable, is natural refrigeration in the form of underground 

caves and cellars that was built in larger numbers between 1912-26. 

Despite only providing a marginal degree of cooling and grapes typically 

suffering post-harvest pest and disease damage, these underground cellars provided 

growers with the option of waiting for more favorable market conditions.  Koshu, being 

acidic, was said to store the longest.  By 1925, 80% of the homes in the prefecture had 

electricity, moving to 100% by the early 1930s (Smethurst 1986, 71).  The era of these 

cellars had ended, though many remain hidden in the Katsunuma Town landscape, 

unmarked and often covered in overgrowth.  For the most part they are now abandoned or 

mundanely used by growers for the storage of harvest boxes and equipment.  To date, 

little has been done to include them into local tours.  Figures 2.11, 2.12 and 2.13 show 

such cellars in Katsunuma Town. 

Figure 2.11:  Unmarked Grape Storage Cellar in Katsunuma Town 

 
Source:  A. Kingsbury 2010  
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Figure 2.12: Grape Storage Cellar in Katsunuma Town 

 
Source:  A. Kingsbury 2010  

Figure 2.13:  The Interior of a Grape Storage Cellar in Katsunuma Town 

 
Source:  A. Kingsbury 2010 
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By the 1920s the region also began to advertise itself more nationally as a tourist 

attraction (Morrison 1962, 118).  Indeed, for the majority of Japanese, grapes were still a 

novelty (121; 124; 131), something that would change with later generations.   As one 

respondent in her late eighties noted while pondering the Kōfu skyline over her family’s 

terraced vineyard with pergola and vines long removed:  

“I grew up playing under the grapes here when it was a grape tourist inn.  There used to 
be grapes all around, everywhere you looked and all down into the valley.  There were 
even grapes behind Kōfu Station.  The tourists would arrive at the station and hike up the 
mountain to our grape tourist inn.  The women would scream when they saw the grapes 
for the first time.  They would spend all day under the pergola, all dressed up in kimono 
and suits, laughing and eating.  The kids would run around collecting insects.  It is a 
shame.  Tourists stopped coming years ago and we had to close down.” (131) 
The rise and fall of grape related tourism and its effect on the table grape and wine 

clusters are discussed in Chapter Six. 

2.1.9. Early Commercial Wineries  

While the viniculture cluster was dominated by smaller scale collective wineries, 

profit driven commercial wineries began to form and influence the skills and styles of 

production in the region.  As mentioned earlier, one of the first was Miyazaki Budōshu 

Jōzō Jo (i.e., Dai Ichi Budōshu), which added a second factory after the construction of 

the Chūō Rail Line.  Nonetheless, being commercial did not directly by inference equate 

to a higher product line.  Dai Ichi and Dai Ni Budōshu, typical of other commercial 

wineries of the era, made budōshu with the equipment and production methods of 

Japanese sake (Although interestingly, they did cooper their own fermentation barrels).  

The growing popularity of these new “Western” products in urban Japan cannot 

be underestimated.  A collection of 35-millimeter movie reels found in 2008 while doing 

repairs at Miyakō Park provides some of the few surviving images of this early 

viniculture history.  Shot between 1922-1927, the footage revels the larger-sized 

vineyards prevalent in Katsunuma at the time, the harvesting, transporting, shipping and 

processes of fermentation, and visits by the Crown Prince Hirohito (later known as 

Shōwa Emperor), the Prime Minister and leading members of the imperial army  (See 

CATV 2008 to watch the video).   It is clear that Miyakō Park was a strong catalyst in the 

development of viniculture in the region. 
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Through a series of corporate mergers and divisions, the site at Miyakō Park later 

produced whisky (i.e., Ocean Whisky, a corporate forerunner to today’s Mercian), before 

its ownership became divided.  A local woman resided in the main house until the middle 

of the 1960s and whose vineyards were further kept in production by nearby relatives 

until their destruction in the Big Snow of 1998.  The main residency and neighboring 

cellars were then abandoned until being donated to Kōshū City in the mid-2000s.  The 

multinational Mercian Corporation acquired the neighboring area of the now defunct Dai 

Ni Budōshu and has operated a museum there since the 1970s.  During fieldwork they 

finished a larger scale information booth at the site, and were in the process of (re-) 

constructing a number of new facilities in the center of Katsunuma Town.  The city too 

has acquired a large number of funds for its restoration of Dai Ichi (totally destroyed) and 

the residences.   

 The wineries at Miyakō Park were of course not the only early commercial 

wineries of the time.  Daruma Budōshu was one of the many newer wineries in the 

Katsunuma area.  Figure 2.14, a photograph taken just after the turn of the century, shows 

the large number of staff employed at the time.  The names of only nine of those pictured 

are known, including Tsuchiya Ryuken (i.e., with the large moustache).  Others known 

are Shimizu (an expert in kendo expert and said to be an angry drunk) and Maeda 

Buntaro (the house owner and boss).  Those employees wearing happi coats are laborers 

from outside the area and the actual producers of the wine.  The roof was produced from 

cypress bark (as with many Shintō shrines), and the large face on the top of the structure 

is of Daruma (i.e., Bodhidharma).  One barrel like those pictured held 180 bottles of wine 

and the winery made around 32 kl a year.  The building is no longer in existence. 
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Figure 2.14:  Daruma Budōshu 

 
Source:  Photograph reprinted with permission of Ōizumi Budōshu Kabushiki   
              Gaisha. 

It is important to consider that the vast majority of the production of the nascent 

commercial and cooperative industries was of substandard quality.  Considerable 

problems existed with the quality and supply of raw materials.  Bacteria caused off 

flavors and oxidized results were common (82; 91; 109; 128).  Rather than a question of 

high or low quality, the final product was often simply heavily flawed or faulted.   

Furthermore, the overwhelming majority of Japanese had never tasted wine, and there 

was difficulty introducing the drinking of table wines to Japanese dining habits (Asai 

2003, 59).  Unlike Japanese sake that embodied spiritual components and commanded 

rituals and rules of etiquette for consumption (Ohnuki-Tierney 1993, 97; Ashkenazhi and 

Jacob 2000, 38), wine in Japan was largely void of cultural context.  In effect, a market 

had to be created.  Suntory’s Akadama Port wine was at the forefront. 

First produced commercially in 1907, this wine was a blend of grape juice, 

alcohol, sugar and some additional flavorings.  Like most production at the time 

(including that of the wines made at Miyakō Park), it was extremely sweet.  When asked 

about the preference for these flavors of wine, older respondents noted that sweetness 

was desired, as there was little sugar in the average Japanese diet at the time.  These new 



 

 

76 

     

wines linked to the rise in popularity of Western products as well as effective marketing 

campaigns (e.g., such as the use of the iconic semi-nude woman sipping Suntory’s wine 

in its advertising posters in the 1920s).  Indeed, sugar infused, highly sweetened wines 

are still considered highly desirable for a certain segment of the Japanese consumer 

market.  As will also be shown, while this production supports a segment of the 

contemporary industry economically, it also partially prevents it from moving to 

international standards of higher quality.  Figure 2.15 shows a label of the bottle as it was 

sold on the market in 2010.  Due to issues over international property rights and GI 

labeling, “port” was officially removed from the brand’s title.  It is now marketed as 

“Akadama Sweet Wine”, but no longer is a major focus of Suntory’s operations or 

product platform (Respondent from the Winery).   

Figure 2.15:  A Contemporary Label for Akadama Sweet Wine 

 
Source:  A. Kingsbury 2010 

2.1.10.  1900-1945:  Changes in the Viti- and Viniculture Cluster 

Between 1900 and the end of the Second World War the grape and wine 

industries in Yamanashi Prefecture would experience rapid expansion, turmoil and then 

collapse.  In 1900 there were only around 2,025 hectares of grapes in all of Japan.  By 

1935, that number had risen to over 6,070 hectares, many of which were in the prefecture 

(Yokotsuka 1955, 17).   

It is here noteworthy that between 1870 and 1940 the lives of growers in rural 

Yamanashi also changed considerably.  Government policies encouraging a shift to a 
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more modern industry society had direct impacts on rural life as well.  According to 

Smethurst (1986, 138), standards of living, education and literacy levels and farming 

technologies all increased.  As the Meiji Era government required taxes on landowners to 

be paid in money rather than produce, the countryside was also soon appropriated by the 

capitalist market (Smethurst 1986, 51).  In the same vein, government sponsored 

educational, technical and political programs linked growers to new sources of thought 

and innovation.  These changes do not yet imply a major shift in places of employment or 

in landownership, as in 1925 around 75% of the population in Yamanashi were still 

employed in agriculture.  Nonetheless, the socio-economic situation of agriculture in the 

prefecture could be characterized as being in flux.  According to Smethurst (1986, 360), 

Yamanashi was particularly troubled by tenancy disputes, some of the most difficult in 

the country.  Likewise, the average prewar farm in Yamanashi was around 1.5 acres, and 

that typically scattered into more than twenty different holdings rather than in continuous 

blocks.  As will be discussed in greater detail later, the foundations of highly 

commercialized forms of agriculture were being laid for future economically based 

agricultural decisions.  Figure 2.16 is a number of generations of grape growers relaxing 

from work on Atago Mountain near Kōfu City.  Although the picture is undated, it is 

believed to have had been taken just prior to the start of the Second World War. 
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Figure 2.16:  Growers after Work 

 
Source:  Picture printed with permission from Mrs. Endo of the now defunct Endo  
              Grape Tourist Inn. 

From the early 1920s through the middle 1950s the viticulture industry underwent 

a series of undulating booms and busts.  Of initial importance was the effect of the Great 

Depression of the late 1920s on production.  According to De Blij (1982, 64), the 

increased cultivation of grapes during the early 1920s, in combination with poor 

economic conditions, resulted in an oversupply, low prices to growers and lack of 

demand.  Although prices continued to decline, growers were weary of replanting as 

vineyards took four to five years to become established.  Instead, they attempted to 

produce more, furthering problems of overproduction (Morrison 1962, 119).  With the 

rise in collective wineries, many more growers began to ferment their grapes to 

supplement their income.   

Following the outbreak of war with China in 1937, agricultural commodity prices 

rose across Japan.  Areas not specializing in grapes had economic incentives to replant to 

the higher value basic food crops.  While this saw a decrease in the total acreage of 

grapes under production across Japan, it also concentrated growing in Yamanashi 

Prefecture (Morrison 1962, 119).  As raw materials for wine were still sourced locally, 

this also had the effect of concentrating wine production in the prefecture.  
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In addition, with the escalating food shortages in the 1940s, staple grains such as 

rice were shifted away from the production of Japanese sake.  As a result, 1944 yielded 

the highest production of wine to that point, with over 11,615 kiloliters produced (De Blij 

1982, 64).  In the aftermath and reconstruction immediately following the war, the 

number of winemakers dropped from 3,000 in 1939 to 164 (De Blij 1982, 64).  By 1949 

there were 221 total wine producers, 205 of which were collectives and 16 were 

companies.  Figure 2.17 shows the total amount of wine produced in kiloliters for all of 

Yamanashi Prefecture between 1922 and 1949.  In 1922 production of wine was around 

928 kl.  By 1944 it had risen to 11,581 kl, before falling to pre-war levels again in 1949.  

Notice the large increases during the early to mid-1940s.  

Figure 2.17:  Wine Produced in Yamanashi between 1922 and 1949 (kl) 

 
Source: Yamanashi MAFF Annual Statistics 

While these figures represent the entire prefecture, it is really areas within the 

Kōfu Basin that comprised the vast majority of production.  For example, in 1933, the 

Higashi Yamanashi Area, the Nishi Yamanashi Area and the Higashi Yatsushiro Area 

produced 86.3% of all wine produced and 97.7% of all producers were located in one of 

those regions (Kikuchi 1983, 22).   
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While the amount of wine produced fluctuated widely before, during and then 

after the war, so too did the number of producers in the prefecture.  Figure 2.18 shows the 

steep rise in producers in the early 1930s as the government sought to raise additional tax 

revenue by collectivizing undocumented grower-producers. 

Figure 2.18:  The Number of Producers between 1922 and 1952 

 
Source: Yamanashi MAFF Annual Statistics 

One additional reason for the sharp rise in production was the growing military demand 

for tartaric acid. 

2.1.11. Tartaric Acid and the Kōfu Basin during the Second World War 

The Second World War had a direct effect on the quantity of grapes grown and 

wine produced in the prefecture.  While the early part of the war relegated viniculture to a 

non-essential status, an increasing need for tartaric acid sparked a considerable rise in the 

production and military protection of the vineyards (Morrison 1962, 121).  In effect, 

while other non-essential agricultural industries faced replanting to more important crops, 

the vineyards prospered (Kikuchi 1983, 23).  To explain this phenomenon, it is vital to 

note that grapevines are one of the few plants in which tartaric acid is synthesized in large 

amounts (i.e., it is produced on both the leaves and the fruits) (Winkler et al. 1974, 152).  

Tartaric acid has military implications as it is used in the production of sonar. 
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To make for easier collection in the Kōfu Basin, the Katsunuma Winery 

Association (i.e., 勝沼葡萄酒醸造組合, Katsunuma Budōshu Jōzō Kumiai) worked with 

the wineries and independent businesses to harvest this tartaric acid (Katsunuma Chō Shi 

1962, 772).  Many grower collectives were also issued brewing permits and/or smaller 

wineries/collectives merged to easier compile and supply the ever-increasing demand for 

the acid (Katsunuma Chō Shi 1962, 772; Respondents 69; 109; 113).  Some elderly 

respondents claimed that government never explained how it was being used (Maeda 

2005, 49).  The consumption of grapes was also banned (Yamanashi Prefecture 2008), 

although some diseased grapes were dried (Katsunuma Chō Shi 1962, 773). 

 Following the removal of the tartaric acid, how the remaining substances were 

utilized depended on the location and scale of the operation and the year.  Sometimes 

vinegar, brandy or budōshu was made, however in other cases the remains would simply 

be discarded (Katsunuma Chō Shi 1962, 773).  As no Japanese sake was available for 

consumption however, some respondents recalled having additional sugar provided by 

government for fermentation long after other regions were under severe rationing or were 

doing without.  Another respondent (69) recalled drinking wines fermented from the 

remains that tasted sour and of vinegar.  Still another (102) remembers that no sugar was 

available, so an “awful tasting stuff that really stank” was produced with the addition of 

sweetener derived from sweet potatoes.  

A final note about the Second World War links to an interesting and commonly 

held myth, opinion and/or historical anecdote that resulted.  In this story, variations of 

which were often repeated during interviews, vineyards planted in shelf style trellising 

were said to be mistakenly assumed to be radio antennae and hence frequently targeted 

by Allied aerial bombing.  Others claimed that this could not have been possible as the 

iron wires had been removed for the war effort and/or that the Katsunuma area was not 

bombed as much as the Kōfu area (i.e., over 80% of Kōfu City was destroyed during the 

war).  Still others claimed that as grapes during the war were classified as military goods, 

the wires remained throughout on the pergolas and it was possible.  No definitive proof as 

to the validity or fabrication of this story was uncovered. 
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2.1.12. The Post War Period:  1950s and the Separation of the Clusters 

The end of the war soon brought rapid changes in agro-chemicals and equipment 

to the grape growers of Yamanashi Prefecture.  In the mid-1950s, the first speed sprayers 

appeared on the market, revolutionizing orchard and grape farming.  These specially 

designed vehicles drive low to the ground, allowing for ease of movement under the 

pergola canopies.  They are equipped with various blowers, through which pesticides are 

misted and dispersed into the vineyards.  Uematsu and Kiyokumo (1991, 149) report the 

surprise of growers when initially seeing the range of high velocity sprays during initial 

product demonstrations.  Respondents too sometimes mentioned amusement when first 

driving them (i.e., as it was their first driving experience of any motor vehicle).  Overall, 

the most important impact of the spread of speed sprayers was that work times were 

considerably reduced (i.e., this later would on one extreme help to facilitate the 

production of even more time-intensive cultivars, and on the other, allow for the rise in 

part-time grape growers).  Likewise, the effect of the stronger and improved agro-

chemicals they misted should also not be underestimated.  While fertilizers had increased 

the production of grapes prior to the war (Smethurst 1986, 53), many older growers 

remember the era before this onslaught of new agro-chemicals.  The grapes would often 

fall victim to ripe rot (i.e., causal agents Colletotrichum acutatum or Glomerella 

cingulata), and the rotting clusters would be made into dried grapes for consumption.  As 

one grower joked, “A lot of people remember eating lots of dried grapes when they were 

young from this era.” (69)  Figure 2.19 shows a more modern speed sprayer at an older 

farmhouse in the Kōfu Basin.  They are common sites across the Kōfu Basin.   
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Figure 2.19:  A Speed Sprayer 

 
Source:  A. Kingsbury 2010 

By the mid-1950s, three major zones of viticultural production could be identified 

in the Kōfu Basin (Morrison 1962, 123).  First, more than 50% of vineyards were 

concentrated around modern day Katsunuma and to a lesser extent Enzan Town areas.  

Second, 25% of vineyards were located to the East of Kōfu City along the northern edge 

of the Basin.  Finally, 15% of the remaining vineyards were found to the Southeast of 

Kōfu city in the area around modern day Isawa Town. 

In the entire Higashi Yamanashi Area in 1949, more Delaware (124 ha) was being 

cultivated than Koshu (113 ha).  In terms of red grapes, Adirondack at (12 ha) was being 

planted so satisfy the increasing demand for a red budōshu.  The most dominant 

production area the Higashi Yamanashi Area was Katsunuma Town, which had 86 ha of 

Koshu and 42 ha of Delaware (Hozumi 1954, 37).    

 Writing about production the Kōfu Basin in 1950, Morrison (1962, 123) finds a 

typical farm as being between 1.23 and 2.45 acres in area (36.5% of total), and typically 

owner operated (75%) on a full time basis (67%).  Grapes were the principal crop, with 

wet paddy rice second and comprising only about 12% of the land, followed in 

decreasing order by wheat, barley, mulberry, vegetables, sweet potatoes and soybeans 

(Note: Almost all paddy area produced a second crop of wheat or barley which explains 
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their inclusion).  Overall, 75% of labor in the Kōfu Basin was attributed to the vineyard 

owners and their families.  The previously common practice of amending fields with 

night soil had also become rare (Morrison 1962, 132). 

Speaking of previous cultural practices, one grower prefers those of this era, and 

argued that the quality of fruit produced was higher in the past: 

“The fleshiness was different than in the Koshu of today. It was firmer in the old days.  It 
was easy to cut with a knife, but it would maintain its shape.  The shape of the grapes was 
also bigger as a result of better compost practices in the past.  Everyone would go into 
the forest and get leaves and twigs to cut up and mix into the soil.  No one goes into the 
mountains anymore for this.  These newer fertilizers are bad for the soil and the newer 
machines compact it too much.  This is why the taste is so different.”  (119) 
 

Despite experiments with various cultivars at the turn of the century, few resulted 

in any real impact on viticulture in Yamanashi Prefecture.  In 1953 around 99% of the 

vineyard area of Yamanashi Prefecture was planted to four grape varieties:  Koshu 

(52.2%), Delaware (41.2%), Adirondack (3.7%) and Muscat Bailey A (2%).  According 

to Morrison (1962, 131), cultivars such as Campbell Early, Niagara and Concord, while 

important elsewhere in Japan, remained largely unplanted in the Kōfu Basin.  Table 2.1 

illustrates that in the Kōfu Basin in the mid-1950s, the price per acre of Koshu grapes 

remained more profitable than Delaware.  Average acreage per grower was around 0.5 

acres with very few growers having operations exceeded 2.5 acres.  As growers provided 

80-100% of their own labor, the largest costs were found to be fertilizer at approximately 

33% of the entire cost per acre.  80% of the total harvest was for table grapes with the 

remaining being fermented into wine (Yokotsuka 1955, 19). 

Table 2.1:  Yield, Price ($), Cost and Income Comparison between Koshu and Delaware 
in the Kōfu Basin in 1954  
Variety Yield 

per acre 
in tons 

Price 
per acre 

Price 
per ton  

Cost per 
acre  

Cost per 
ton  

Income 
per acre  

Income 
per ton  

Koshu 7.16 821.81 114.78 310.19 43.19 511.62 71.46 
Delaware 5.05 584.83 115.81 273.31 54.12 311.52 61.69 
Source: Yokotsuka 1955 

The data presented in Table 2.1, as it averages statistics across different regions in 

the Kōfu Basin, fails to fully explain one of the more significant changes to affect the 

viticultural industry at the time.  Morrison’s study (1962, 124) briefly notes that during 

the 1950s, on slope land (particularly South facing where ripening is speeded by the 
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greater warmth), the Koshu cultivar was being replaced by Delaware.  The next major 

trend/shift in the regions’ viticulture was beginning.  Delaware ripens faster and is 

therefore harvested before Koshu, and this would soon be reflected with higher prices at 

the marketplace (Delaware remains more expensive than Koshu at most points of sale, 

although both cultivars are now some of the least profitable to growers). 

The biggest impact however occurred in 1959, when the Yamanashi Prefectural 

Agricultural Fruit Research Station successfully cultivated seedless Delaware grapes 

using gibberellins.  Production of the earlier to harvest Delaware, not only extremely 

popular as the first commercial seedless cultivar but also considered more flavorful than 

Koshu, boomed across the Kōfu Basin.  Research institutes such as the Kōfu Gibberellins 

Treatment Committee (which still exists but with an expanded mandate), linked growers 

and researchers with funding to further the development of seedless table grapes.  These 

changes in price and market demand led not only to the removal of many Koshu vines to 

replant to the higher value Delaware, put paved the way for the later even higher value 

seedless table grapes such as Pione and Kyohō (which would replace not only Delaware, 

but also to the detriment of the contemporary wine industry, Koshu).  In effect, the time 

and cost requirement of producing high quality table grapes meant growers began to 

concentrate more of their efforts on these newer and better priced cultivars to increase 

profit margins.  This occurred directly at the expense of the quality and quantity of grapes 

sold to the lower paying wineries.  

At the end of the 1950s however, table grape growers were making more profits 

than in previous decades, and infrastructural investment into future production was a sign 

of this optimism.  In 1957, the first large-scale electric refrigerator was installed in Japan.  

Produced by Kamiiwasaki Electric, it has a storage capacity of 20,000 kg (Katsunuma 

Chō Shi 1962, 749).   An expensive addition, such investment symbolizes the beginning 

of an era many growers consider one of the most lucrative times for viticulture in the 

history of the region.  Figure 2.20 shows this refrigerator.  
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Figure 2.20:  The First Large-scale Electric Refrigerator 

 
Source:  A. Kingsbury 2010  

In terms of viniculture in the 1950s, the declines following the end of the Second 

World War were relatively short lived.  Previous shortages of staple grains facilitated the 

reconsideration of their use for alcohol production after the war, leading to government-

sponsored campaigns to increase the domestic consumption of fruit wines (a difficult 

prospect as wines were still associated with cheaper replacements to Japanese sake 

(Morrison 1962, 123)).  Nonetheless, this included tax incentives to support the 

modernization of wineries, and financial assistance for the development of viticultural 

research centers (De Blij 1982, 64).   The Yamanashi Prefecture Fruit Wine Producers 

Association also began in 1955, and started tastings of domestic production.   

Other changes to the viniculture cluster were also occurring, including a 

bifurcation of producers.  Yokotsuka (1955, 21) found that while the industry of 102 

wineries was producing almost 3,800 kl annually, only ten wineries had the capacity of 

production of more 95 kl.  According to Kikuchi (1983, 23), over 60% of total production 

was now being fermented by increasingly larger companies.  The smaller collective 

wineries however, continued to comprise the majority of producers.  Still maintained by 

five to fifteen growers, they had no cooling systems and continued to ferment the 
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unmarketable table grapes for their own consumption or local sales.  Overall, these 

collective continuously merged and separated during the 1950s, but their total numbers 

declined  (Kikuchi 1983, 23). 

During the 1950s production in the prefecture of white wines still relied on Koshu 

and Delaware, but Adirondack and Campbell Early were also used in some areas for the 

production of red wines.  Some wineries also mixed red wines from Adirondack or 

Concord with Koshu or Delaware to lighten them, especially if sold outside of the 

prefecture (Morrison 1962, 134).  Yokotsuka (1955, 22) also notes the spread in new 

vinicultural practices including sterilizing equipment with sulfur dioxide and fermenting 

with pure yeast culture for more predictable results.  Nonetheless, the bulk of production 

was found to be “of poor quality, typically unbalanced, flat and sour, frequently bitter in 

taste and quite astringent” (Yokotsuka 1955, 22).  As one older respondent noted:   

“In the mid-1950s grapes were for eating.  Nobody thought about growing grapes for 
wine at all.  At the time we would cut the bad grapes with scissors and collect them to 
ferment.  If I remember now, the wine at the time was just terrible, terrible stuff.” (19) 
 

Another interesting phenomenon was the construction of large cement cellar tanks 

by a number of wineries across the prefecture.  While variations of these were already 

being employed by a few wineries across Japan, these large underground tanks were used 

to ferment and/or store wine and ideally attempt to maintain a more constant temperature 

due to a lack of air contact.  Whereas better quality wines were bottled, lower quality 

wines would often be left for two or three years in the tanks (40; 91; 104).   

Figure 2.21 is of the exterior of a cement cellar tank of Charmant Wine (Eigashima 

Shuzō) in Hokuto City.  Notice it holds over 13,000 liters.  The interiors of these tanks 

are often covered in tiling. 
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Figure 2.21:  The Exterior of a Cement Cellar Tank 

 
Source:  A. Kingsbury 2010  

2.1.13. The 1960s 

The 1960s was the beginning of major changes in the Yamanashi wine industry.  

Much of the production to this point was not exclusively of a wine entirely recognizable 

in the contemporary Western sense.  According to Kikuchi (1983, 30) and Ogihara (2001, 

83), the region predominantly produced a sweet fruity grape alcohol fermented with 

methods resembling those employed by the sake industry.  Such production was arguably 

a distinct, even indigenous product unique to Japan (Asai 2003, 53).  While some 

producers made “Western-style” wines, it was not until the social, economic and 

technological changes of the 1960s that the industry shifted almost completely to wine in 

the more contemporary and internationally defined sense (Ogihara 2001, 84).  

During the 1960s, Japanese economic growth led to a boom in overseas travel and 

increased exposure to and then demand for wine.  Despite new plantings of grapes in the 

Yamanashi Prefecture, domestic production struggled to meet these increases.  In the late 

1960s, the production of larger multinationals like Mercian and Suntory remained under 

1,000 kl annually.  This was to increase twenty-fold by the mid-1990s.  Manns and 

Sapporo too increased from under 1,000 kl to around 7,000 kl during the same period 
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(Kobayashi 2000, 18).  However, as will be shown, these production increases were not 

quantitatively based to any real degree on the grapes of the local viticulture industry.  

Rather, it is in the 1960s that many firms in the wine industry began to first experiment 

with importing wine in bulk from Eastern Europe (and later Argentina) to blend with 

domestic wines (Yamamoto 2003, 73; Respondent 81).  

The Yamanashi table grape cluster in the 1960s is best characterized by its small 

vineyards. According to Katsunuma Chō Shi (1962), in 1960 approximately 85% of all 

agricultural landholdings in the Katsunuma area ranged between 0.1-1.0 hectares in size.  

Such small vineyards require the highest possible return on crop.  As advances in 

seedless production changed what grapes were higher valued, growers changed what 

crops were being cultivated.  By 1960, Delaware comprised 48% of all the grapes 

harvested in Katsunuma Town, while Koshu had dropped to 44% (Katsunuma Chō Shi 

1962).  As seen in Figure 2.22, new plantings in Katsunuma Town too signify the rise 

first in Delaware and then Neo Muscat.  By 1961, Koshu had dropped to 3rd on the list of 

cultivars being planted.  Delaware is at this point the leading cultivar in Katsunuma in 

terms of older and new plantings.  Notice too the first signs of a small rise in the amount 

of Muscat Bailey A being produced, the only black grape significantly planted.   
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Figure 2.22:  New and Older varieties under Cultivation in Katsunuma in 1961 (ha) 

 
Source:  Katsunuma Chō Shi 1962 

Figure 2.23 is of a grower in his vineyard of Koshu sometime in the 1960s on 

Atago Mountain near Kōfu City.  Notice that hardwood poles are still being used as 

support for the pergola.  
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Figure 2.23:  A Grower under His Pergola of Grapes in the 1960s 

 
Source:  Picture included with permission from Mrs. Endo of the now defunct Endo  
              Grape Tourist Inn. 

As growers continued to plant the highest value crops, classical V. vinifera were 

rare.  To encourage future growers, Suntory in example began a vocational school to 

teach high school graduates (Respondent from the Winery).  The school survived only 

around a decade but respondents mentioned some graduates were still growing in the 

prefecture. 

Finally, economic development also signaled the beginning of rapid growth of the 

grape tourist inns in the Kōfu Basin (Suzuki et al. 2007, 63; Respondents 102; 126; 130; 

131). Opportunities for urban residents to visit the vineyards and pick grapes exploded.  

As one respondent (97) reminisced: “Growers would stand on the main streets and wave 

customers in.  They would pay lots of money to pick grapes.  It was the heyday for grape 

tourist inns.”  The expansion of grape tourist inns also arguably affected what cultivars 

were planted, as a more diversified (i.e., extended) table grape harvest provides growers 

with more opportunity for sales throughout the season.  Incidentally, with a harvest 

duration of only around a week, this explains the relative lack of tourist inns that are 

dedicated exclusively to the other main crop of the Kōfu Basin, peaches. 
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2.1.14. The 1970s 

 The 1970s are characterized by the continued arrival of the national and 

multinationals with their “new, gleaming, high-tech wineries”, followed by their 

increasing socio-economic influence on the wine industry.  This era follows national food 

processing trends in other commodities (McDonald 2000), and the total quantity of 

production shifted ever more from the smaller firms to these larger Japanese based food 

capitals.  With nationwide networks these firms also began purchasing wine from other 

producers for distribution within their own networks (Holden 1995, 25; Ogihara 2001, 

85).  By volume then, the Yamanashi wine industry shifted almost entirely from 

fermenting locally produced, unmarketable table grapes to sourcing inexpensive must and 

wine from the international market to blend with local products, particularly with import 

taxes lowered in the early and late 1970s.  The shift was a result not only of the lack of 

high quality winegrapes available for fermentation, but simple economics.  Imported raw 

materials meant a higher profit margin.  As an example, between 1973-1980, the price for 

one kilogram of Koshu grapes averaged $2.17 (Note: 1kg of grapes is considered equal to 

0.75l or a bottle of wine).  On the other hand, the price of 0.75l of imported bulk wine for 

the same timeframe averaged $1.09 (Yamanashi Ken Wain Jōzō Shōkō Rōdobu Shōkō-

Kikakuka 1981).  

While consumption wine in Japan increased slowly during the mid- to late 1960s, 

between 1971 and 1988 it exploded from 8,000 kl per year to 95,000 kl (Holden 1995, 

25; Ogihara 2001).  Ogihara (2001, 85) termed 1972 the first year of the new Japanese 

wine era.  Yamanashi wine production also rose to profit from this increase in 

consumption demands.  From 1970 production expanded from 8,643 kl to 12,506 kl by 

1979, and comprised almost 90% of all wine produced in Japan (Important note: These 

figures make no mention of the origin of raw materials used).  By 1979, 88,800 tons of 

grapes were harvested in the prefecture, of which only 10% ended up in wine.  Of those 

88,800 tons, 99% were grown in Kōfu Basin and 55% in Katsunuma Town (Kikuchi 

1983, 21).  As in the past, the Kōfu Basin dominated grape and wine production in the 

prefecture.  The key difference however, is that now the viticulture cluster no longer 

supplied most of the raw materials to the viniculture cluster. 
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In urban areas, the more expensive imported wines were becoming popular with 

consumers, directly influencing local producers.  Struggling to compete, Yamanashi 

wineries began switching away from the traditional 1.8 liter bottle to 550 ml or 750 ml in 

attempt to associate their production with “elite-ness” and “high class” (Kikuchi 1983, 

22; Respondents 45; 48; 58).  Nonetheless, the Yamanashi wine industry remained 

characterized as an economy-of-scale production of basic wines at low prices, and was ill 

prepared for the trendy wine consumption fads of the last four decades.  Not only did the 

industry struggle to compete with imports on quality and/or price point, but also stated 

simply by a number of respondents across numerous categories and demographic 

profiles, “Yamanashi wine was just not cool”.  Unlike imported wines, the wines of 

Yamanashi offered limited opportunities for conspicuous consumption. 

It is also interesting to note that many of the national and multinationals with a 

presence in Yamanashi Prefecture became increasingly involved in the importation and 

distribution of these imported wines (i.e., importing for direct sale rather than for 

blending or mixing).  Indeed, increases in wine consumption of any sort contributed to 

their bottom line.  Television commercials featuring famous celebrities, or in example, 

marketing campaigns promoting special days such as “Friday is married couples wine 

drinking day” began to appear around the country.  This further increased demand, 

however typically only for imported wines.  (For an interesting photographic record of 

some of the historical advertising used to market local wines see Yamanashi Prefecture 

Wine Manufacturers’ Association 2005).  It was the smaller Yamanashi wineries, those 

that sourced locally on contract with growers or owned their own vineyards, which 

struggled economically most.  

 While the viniculture cluster in the prefecture began to struggle, the 1970s 

remained a profitable era for growers.  Prices for table grapes were increasing and grape 

tourism to the region was up.  As one respondent in the grape breeding and seedling sales 

business noted: “Between 1975 and 1985 was the biggest peak in new growing, we often 

sold out (of seedlings).  That is, for table grapes.”  As wineries began importing more 

must, grape concentrate, bulk juice and bulk wine, growers shifted their production more 

and more away from potentially fermentable cultivars.  Except for the few wineries that 

owned vineyards or had larger numbers of growers on contract, there was little 
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interchange between the clusters.  The table grapes cluster produced table grapes.  The 

wine industry had evolved into négociants, typically far removed from the viticultural 

side of winemaking.  

2.1.15. The 1980s 

 By the 1980s some of the larger wineries, trying to link to more global notions of 

quality, were attempting to revisit locally produced grapes for raw materials.  With this 

increase in demand for domestic grapes to ferment, the pendulum shifted back, and by 

1980 Koshu (at 5,724 tons) had again overtaken Delaware (5,720 tons) as the leading 

grape grown in the prefecture.  Muscat Bailey A (1,020 tons) was second.  

Geographically, production in the prefecture was lead by Katsunuma Town at 7,056 kl 

(27 wineries), Yamanashi City at 1,942 kl (12 wineries) and Ichinomiya at 1,164 kl (13 

wineries).  50% of the total grapes were harvested in Katsunuma Town and neighboring 

cities (De Blij 1982, 64; Kikuchi 1983, 23).  All of these locations are in the Kōfu Basin.  

With the rise in wine consumption during the 1980s, many of the larger and 

multinational wine companies attempted to improve the quality of their wine production 

in order to maintain market share against the flood of imports.  Many of these wineries 

invested in modern winemaking equipment, overseas vinicultural training for their 

employees and even purchased wineries in premium wine producing regions abroad.  

There was also research conducted domestically using the Koshu grape.  One 

breakthrough that continues to greatly affect the contemporary wine industry merits 

consideration.  In the mid-1980s, Koshu was also first fermented sur lie (i.e., aged or 

matured on the lees).  

Nonetheless, overall domestic production continued to suffer with quality and 

image problems in the domestic marketplace.  Rather than improving the quality of 

locally grown grapes, Shirōzu (1996) found that industry experimented with importing 

higher quality grape concentrate to improve quality.  Likewise, many of the larger 

wineries attempted to reverse engineer wines from overseas, that is, considerable effort 

was placed in deconstructing ultra-premium wines in a laboratory and then trying to 

synthesize and reproduce flavors.  Similar attempts were also made in the vineyard to 

mimic conditions in famous regions of France.  Most of these efforts failed, and the 

image of the domestic industry was further reduced as consumers linked management 
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practices and product image to the incremental quality improvement programs typical of 

automobile factories (Shirōzu 1996).  Other wineries even sought to produce grapes and 

wines in China, for example, to re-import under Japanese brands back into Japan (82; 

98).  

Additionally, while the multinationals were able to afford new equipment and 

overseas training, many of the small- and medium-sized wineries did not have access to 

the capital, information or skills required to upgrade their production.  A number of 

respondents mentioned sharp drops in sales with the rise in imported wines.  

Bankruptcies of both collective-based wineries and companies occurred both before and 

after the Bubble Economy (Kikuchi 1983, 23; Respondent 49).  Many within industry 

feel the prefectural government lacked both ideas and initiative needed to support the 

struggling domestic wine industry.  Even the Yamanashi Prefectural Industrial 

Technology Center (i.e., the attached Wine Center research facility), opened in 1974, 

failed to respond to what equipment and skills were required (Respondents). 

One additional phenomenon that could have affected the development of the 

Yamanashi wine cluster and particularly Katsunuma Town during the Bubble Economy 

was the Law for Development of Comprehensive Resort Areas (i.e., 総合保養地域整備, 

Sōgō Hoyō Chiiki Seibi Hō).  Passed by the Japanese Diet during the Nakasone 

administration, the aim of this legislation was to construct resorts and develop tourism 

around Japan.  Funding from the national government linked to municipal and other local 

governments was designed to support the construction of golf courses, hotels, ski resorts, 

etc.  Assistance was offered not only in tax privileges but also in easement of land laws to 

easier convert land zoned agricultural for tourist use (Rimmer 1992).  In terms of the 

wine cluster in Yamanashi, Mercian supported building the relatively unused center of 

Katsunuma Town, next to the Miyakō Park site (and its own facilities), into the heart of 

wine tourism in the region.  It encouraged new wineries to invest and offered support to 

local government.  Few wineries accepted and the area was largely vacant at the time of 

fieldwork. 
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2.1.16. Poison Wine: The Story of Diethylene Glycol 

 In 1982, de Blij wrote: “Japan imports not only bottled premium wines, but also 
wines and musts in bulk for blending with local products.  Often the wine is then bottled 
and labeled as Japanese wine, a practice that may prove costly in future, when a more 
sophisticated market will come to associate quality and style with dependable bottle 
labeling.”  (De Blij 1982, 65) 
 

Indeed, to this point in the development of the Yamanashi Prefectural wine 

industry and as a result of no wine law and little legislation enforcing accurate labeling, 

much of the wine sold as Japanese was from imported juices or must and/or simply bulk 

wine blended in Japan.  Using imported bulk or juice was not only practiced by the larger 

multinationals, but many if not most of the small- and medium-sized wineries as well.  If 

consumers arrived in the prefecture as tourists they would see the (table grape) vineyards 

and make the natural link that the wine they were drinking was from those grapes.  Few 

asked of the origin of the wines raw materials and wineries made little effort to share this 

information.  In the mid-1980s this all changed, or at least it changed for a while.  

 In 1985, diethylene glycol was found in five blended wines of Manns Wines 

Company, part of the Kikkoman Corporation, of Katsunuma Town in present day Kōshū 

City.  This additive is a sweetening agent that causes the umami flavor of wine to 

increase.  It can also be lethal.  Japanese consumer unions were quick to call for 

resignations of senior Manns’s officials and wines were pulled from the market (Sydney 

Morning Herald 1985).  As one respondent described the occurrence: 

“The real problem is that at first Manns denied the problem.  And then there were other 
lies to cover the first lies.  The funny thing was is that other companies were also mixing 
imported juice with domestic grape or wine, somewhat secretly, but Manns became the 
sacrificial lamb.”  (131)  
 
Ironically, it was not Manns who added the chemical, but the Austrian suppliers (See 

Hallgarten 1987 and Charters 2006, 237 for additional history from the Austrian side).  

One respondent noted a sentiment shared by many in industry: “Manns was actually the 

victim.” (71) 

The immediate effect of this on the sales of local wineries varied widely.  Many 

claimed sharp declines in sales for a few years following the discovery, particularly if the 

winery had a similar sounding name (e.g., Monde or Mars) (Respondents from those 

wineries).  In contrast, others fondly remember rises in sales, as customers loyal to 
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Japanese brands sought safe alternatives (19; 71).  Kikkoman maintained the winery and 

brand despite heavy losses in sales for next five to six years to retain the status associated 

with owning a winery and for the future (Respondent from the Winery).    

The longer-term effects of the diethylene glycol incident are really threefold.  

First, consumers became aware that Yamanashi wineries were not using exclusively 

domestic grapes for the first time on a larger scale (or at all).  Secondly, wineries began 

to revisit the idea of producing wines using locally grown grapes as means of rebuilding 

consumer confidence and re-linking domestic production with notions of safety and 

quality.  At this point, the domestic viticultural cluster had almost entirely shifted away 

from cultivars wineries would wish to ferment, and wineries began to link to new 

technologies/inventions in viticulture to try to themselves grow winegrapes and grapes 

for wine for the first time on a larger scale.  In terms of the public’s image of their 

industry however, some respondents claimed that they had unfortunately reverted back to 

zero (30; 83).  Finally, the Japan Wineries Association later started a voluntary labeling 

program for its members. 

2.1.17. The 1990s 

Although the excesses in consumption attributed to the Bubble Economy were 

over, wine remained a popular item with consumers.  Indeed, wine had become the 4th 

most consumed alcoholic beverage after beer, Japanese sake and shōchū.  With the 

economic downturn however and a longer-term exposure to the product, many urban 

consumers had become significantly more discerning in terms of value, and the market 

much more competitive (Sinclair 1999; Ogihara 2001, 87; Saltmarsh 2001). 

 While consumption has increased from 0.5 liters per person annually to almost 3 

liters by 1995, the market share of the domestic industry had fallen from 60% in the mid- 

1980s to 35% in the late 1990s.  The larger companies imported more bulk wines to label 

under their domestic brands, but an industry based solely on the fermentation of locally 

grown grapes was laughable (Gaston 2004a; b; Respondents 3; 31; 83) 

2.1.18. The Big Snow of 1998  

Another event that damaged viticulture and the quantity and varieties of grapes 

available for fermentation was the “Big Snow” of January 1998.  Stated simply, in a 

succession of days between 50- 80 cm of snow fell over the entire Kantō area.  One 
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grower near Kōfu City explained, “First it snowed, then rained, then snowed and then 

snowed again.  In the vineyards that had not yet been pruned, the pergola collected snow 

on the top, and that weight eventually caused serious collapses.”  Many greenhouses 

were also destroyed.  A great deal of rather ingenious effort to repair vines was conducted 

by the local extension (Higashi Yatsushiro Nōgyō Kairyo Fūkyū Sentaa 1998) and the 

growers of local cooperatives (Atagoyama Budō Shukka Kumiai 1998; Respondents) 

resulting in estimates of around 50% of collapsed vineyards being repaired depending on 

location (89; 120; 125; 128).  In the Tōkōji/Atago Mountain areas of Kōfu City for 

example, over 330 people from numerous local grower cooperatives worked in organized 

crews for over a month to repair fallen pergola, ultimately fixing 1.78 ha of a total 2.48 

destroyed.  Figure 2.24 shows growers taking a break after working together to repair 

fallen pergola on Atago Mountain near Kōfu City.  Nonetheless, in many areas, despite 

efforts, larger-scale loss occurred, including many older vines planted in the 1960s and 

70s.  Figures 2.25 and 2.26 are photographs of fallen pergola and destroyed greenhouses 

in the Kōfu Basin taken soon after the weather cleared. 

Figure 2.24:  Growers on Break after Repairing Fallen Pergola on Atago Mountain near 
Kōfu City 

 
Source:  Picture reprinted by permission of the Atagoyama Budō Shukka Kumiai 
 



 

 

99 

     

Figure 2.25:  Fallen Pergola on Atago Mountain near Kōfu City 

 
Source:  Picture reprinted by permission of the Atagoyama Budō Shukka Kumiai 
 
Figure 2.26:  Destroyed Greenhouses 

 
Source:  Picture reprinted by permission of Ueno Toshihito 
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The longer-term effect on viticulture and viniculture in the Kōfu Basin was 

pronounced.  While politicians traveled to assess the damage and promise the timely 

distribution of aid (Shimamura Nōsuiso 1998), many growers reconsidered their choices 

(20; 44; 128).  First, faced with the high costs to rebuild and/or replace the damaged 

pergola structures, many growers affected by the snows simply retired some fields or all 

together.  This was particularly true with growers working on more marginal fields or 

with those more difficult to access and maintain.  Likewise, retiring was also more 

prevalent of older growers or those in poor health.  It was just these marginal fields that 

provided many of the Koshu grapes to those in the wine industry sourcing domestic 

materials.  Other growers replaced their damaged or destroyed vineyards with other, often 

higher value crops (e.g., peaches or Japanese plums).  Still others were converted to 

vegetable crops for consumption in the home.   Figure 2.27 shows a vineyard near Kōfu 

City now planted to persimmon following the “Big Snow”.  An old grape tourist inn sign 

advertising Koshu grapes can be seen discarded at the edge of the field.  

Figure 2.27:  Previous Vineyards Replanted to other Crops after the Big Snow 

 
Source:  A. Kingsbury 2010 

Finally, and perhaps most detrimental to the contemporary wine cluster, damaged 

vineyards of the typically lower-value grapes commonly sold to wineries as an 



 

 

101 

     

afterthought (i.e., Koshu), were replaced with the newer higher-value tetraploid table 

grape cultivars such as Kyohō or Pione (Atagoyama Budō Shukka Kumiai 1998; 

Respondents 68; 70; 89; 110; 125).  

2.1.19. Changes in Consumption:  The Imported Wine Booms 1970-2000 

Since the 1970s, shifting demand from Japanese domestic consumers has resulted 

in a series of “wine booms”.  Linked to a sundry of factors including the growth in the 

economy, the greater availability of Western food in local restaurants and supermarkets, 

the increased opportunity for international travel and the intensive marketing of wine as a 

high-class and sophisticated product within Japan, more Japanese were exposed to the 

product.  Likewise, many Japanese firms and government agencies associated wine 

knowledge with Western cultural awareness, often mandating that company personal 

attend wine appreciation classes before working abroad (Holden 1995, 25).  Increases in 

media exposure too removed many of the intimidating cultural rules behind the culture 

and manners of wine drinking (Ogihara 2001, 89). 

Each progressive boom has signaled explosive increases in the popularity of wine 

and its consumption, in effect successive and faddish wine “booms”.  Each progressive 

boom signaled sharp increases in the popularity of specific types of wine (e.g., news 

linking red wine with health) (Ogihara 2001, 85).  Nonetheless, these consumption 

increases occurred mainly at or above the premium end of the market. 

 The first such boom in consumption resulted from increased liberalization of trade 

and subsequent arrival of number wines from California in 1972-74.  By 1985, imported 

wine boomed again, this time directly linked to conspicuous consumption.  Starting in 

1987 was the Beaujolais Nouveau boom (i.e., a light easy drinking red from the Gamay 

grape released early).  The Beaujolais Nouveau phenomenon appealed to the Japanese 

sense of “newness” (i.e., 初物, hatsumono), and continues to sell very well.  Figure 2.28 

is an offering of a small bottle of Beaujolais nouveau on a conveyor belt sushi restaurant 

in Yokohama.  Product placement of this nature also represents how common the 

availability of imported wines has become in more urban areas. 
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Figure 2.28:  Beaujolais Nouveau for Sale at Sushi Restaurant  

 
Source:  A. Kingsbury 2010  

In 1985 Tasaki Shinya became the first Japanese to win the World’s Best 

Sommelier Competition, further expanding consumer interest in wine.  By 1995, the 

published results of research on the French Paradox linking polyphenols and vascular 

health sparked a red wine boom.  This was further expanded with the arrival of larger 

quantities of less expensive Chilean wine in 1996.   

This red wine boom is interesting in a number of ways.  First, discussions of the 

health benefits on lunchtime television shows popular with housewives and the elderly 

(e.g., おもいッきりテレビ, omoikkiri terebi) further expanded the market to increase 

consumption not only with the typical younger, female and more urban wine drinkers, but 

also with the more rural and elderly.  For example, when first visiting the Kōfu Basin in 

2001, I ate alone at the counter of a grilled chicken restaurant (i.e., 焼き鳥, yakitori).  My 

fellow customers, all men over sixty-five years of age, each had glasses of chilled red 

wine.  We talked for a while and I asked if they drank wine as this was a wine-producing 

region or if it matched their food better than beer, Japanese sake or shōchū.  They each 

responded similarly: “No, people say it is good for the health now” and “My wife said if I 

have to drink she would only allow me to drink red wine”.  The wine was also imported 
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from Chile rather than produced locally.  Most of these men likely no longer drink red 

wine, and have likely returned to the drinks they prefer most. 

The story of the red wine boom mirrors a major problem that still faces the local 

wine industry of Yamanashi Prefecture.  Prior to the increase in demand for red wines, 

very little red wine was produced in the prefecture.  Not only was demand low, but also 

the industry has always struggled to produce reds acceptable to consumers.  Up to this 

point, the industry was producing some reds with Muscat Bailey A (either pure or 

blended with imported wines or wines made from imported juice), but the total 

production of the grape remained low.  What little amount that was produced by growers 

typically was sold for higher prices in the table grape market.  That is, there was a 

shortage of raw materials and the wine industry was unable to supply this new boom with 

locally grown grapes (Ogihara 2001, 85).  In turn, the industry found other solutions.  As 

one winery owner noted: 

“During the red wine booms, unless the winery had vineyards in Nagano, they would try 
to source grapes even from places like Tōhoku.  There was more sourcing from other 
prefectures during the red wine booms.   When the booms stopped they ended their 
contracts in Hokkaidō and Okayama.”  (91) 
 
Mirroring most previous consumption booms, the Yamanashi wine cluster was again late 

to respond to changes in market demand. 

Overall, between 1970 and 1998 total kiloliters consumed in all of Japan rose 

from near zero to 300,000 kl, before dropping back to below 250,000 by the year 2000 

(Ogihara 2001, 86).   The marketplace for wine is now completely different than before 

the start of the various wine booms.  First, the distribution system for alcohol was 

rationalized; meaning cheaper wines for the same quality became more available at many 

more places.  Likewise, Japanese consumers, once paying highly inflated prices for 

Grand Crus and other famed wines, were now more discerning in terms of value (Holden 

1995, 25; Sinclair 1999). 

2.1.20. The 2000s:  A Boom of Koshu Wine?   

Japan now represents a highly coveted marketplace for international producers.  

Simultaneously, under more liberal trade regimes, lowered tariffs and liquor taxes 

reduced prices of the imported product, while the rationalization of the distribution 

system also lowered prices and improved quality (Sinclair 1999). While some spillover in 
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profit has accrued to the domestic wine industry, these increases in wine demand have 

been predominately supplied from imported wines.  In effect, foreign wines are now well 

represented at each price point in the marketplace.  This competition has been difficult on 

the wine industry in Yamanashi Prefecture, particularly as they have been unable to 

compete on a price-per-quality scale with the lower-cost, economy of scale production 

industries of South Africa, Chile, California and Australia.   

Likewise, the majority of raw materials were predominantly raised by growers in 

the table grape cluster uninterested in wine or in producing winegrapes or grapes for 

wine.  Japanese restaurateurs and their clients favored imported wines over domestic 

varieties (48; 111).  Local production of premium and ultra premium domestic wines 

remained severely limited.  As a result, the profile of wine from Yamanashi Prefecture in 

general was low and continued to suffer from old prejudices based on the poor quality of 

production in the past (Pearlman 2007).  In this way, the realities of wine production in 

Yamanashi mirrored problems facing community or regionally based industries across 

Japan in that they could no longer compete with less expensive imports.  While the wine 

cluster attempted to relocate (at the very least for its raw materials) and inaccurately label 

their production, the nature of the international wine trade renders that production to the 

lower end of the quality scale.  In the same vein and mirroring other smaller wine 

industries internationally, some stakeholders in Yamanashi began the difficult shift to 

quality production (at least in theory) to survive in the global market.   

 The 2000s have signaled the first minor boom of domestically produced wines 

since the 1960s, and is centered on the Koshu grape.  While sales of Koshu have not 

approached those of the previous imports, these changes in the domestic industry have 

occurred for a number of reasons.  First, the Japan Wine Challenge, a higher profile 

competition in Tōkyō started including categories in 2002 for Koshu, boosting sales of 

domestically produced wines of that cultivar.  By the end of 2003, high profile tastings of 

Koshu (particularly with the sur lie and Kiiroka styles) at famous wine stores in Tōkyō 

(e.g., at Cave de Re-lax in Tōkyō with Mr. Naito Kunio), further increased the demand.  

Arguably so too did the increasing of efforts to draw attention to the domestic industry.  

In example, a number of wineries sunk 20,000 bottles of wine into the ocean off the coast 

of Palau and then later release them on the domestic market (Japan Times 2003).  Finally 
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and perhaps most importantly, a high-ranking score by international wine critic Robert 

Parker of a Koshu wine in 2004 led to an explosion of sales (Kyodo News International 

2005; Hughes 2008).   

Such recent evolutions in the wine cluster have lead many authors (e.g., Cambell-

Drane 2001; Gastin 2004; Campbell 2006) to argue that Japanese wine is undergoing a 

“renaissance”, with new boutique wineries making handcrafted wines on a small scale 

and providing tourist attractions and new business opportunities for local growers and 

investors (Gastin 2004a).  Lee (2004) and Hughes (2009) found wineries seeking to or 

actually exporting wines to other Asian countries and North America.  These initial 

successes overseas are argued to have brought positive effects on the domestic market, 

and that despite the high labor costs, expensive land and adverse growing conditions, 

many wineries cannot produce enough to meet demand.  Japan Airlines too began serving 

Japanese wines in business class, further raising the profile of the industry (JCN 

Newswire 2007; Pearlman 2007). 

Finally, and perhaps most importantly, not only is the industry argued to be 

working together to improve quality (Pearlman 2007), but the national and multinational 

producers have made high profile commitments to production based on premium quality, 

locally grown and artisanal style wines (Gastin 2004).  These new releases, it is argued, 

target not the basic quality zone (<$5) typically reserved for domestic producers, but seek 

to directly challenge imports in the premium and ultra premium classes (>$15 yen) (Aoki 

2007).  How, if at all, have these considerable developments so rapidly occurred over the 

last decade is a focus of this dissertation. 

2.2. Chapter Conclusion 

This chapter has provided an introduction to the development of the table grape 

and wine clusters of Yamanashi Prefecture.  Although sharing a common history, two 

distinct community or regionally based industries were shown to evolve from their 

common source.  This historical background and understanding of the division between 

the two clusters is vital to contextualize the more contemporary relationships between 

growers and wineries.  As the following chapters will show, despite the positive press of 

recent years, the social, cultural and economic relations between and within the two 

clusters greatly limits key components in the technical transition to premium quality for 
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Yamanashi wine.  These limitations further affect the accessing, codifying, improving, 

branding and marketing of its terroir, place-ness and winescape.  What should also not be 

discounted is that many domestic consumers have begun to look at the Yamanashi wine 

cluster for the first time in search of their own wine “culture” and “identity”, as well as 

even a sense of “Japanese-ness”. 
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Chapter 3.  The Grapes, the Growers and the Wineries 
 

3.1. Introduction to the Chapter 

 Wine regions have long been of interest to geographers.  Following in this 

tradition, this chapter provides basic and fundamental background knowledge on the 

grapes, the growers and the wineries of Yamanashi Prefecture in Japan.   Drawing on 

data collected using the research methodologies of participant observation and semi-

structured interviews, it attempts to contribute an objective description of actors from the 

grower to the processor.  The chapter begins by outlining the more relevant grape 

cultivars grown in Yamanashi Prefecture.  It then shifts to explore the cultural practices 

of grape growing.  This includes treatments of the agronomic methods, the environmental 

challenges and the social-cultural constraints currently affecting the viticulture cluster.  

These sections also attempt to provide a glimpse of the viticultural cultural landscape, 

one of labor intensive work in small vineyards, completed by self-exploitation and by 

evoking a myriad of long standing social obligations.  Overall, it is vital to note that 

viticulture in the prefecture is focused predominantly on the production of high-value 

table grapes rather than winegrapes or grapes for wine.  The cluster is also challenged by 

an increasingly difficult climate, small vineyards that limit the possibilities for 

mechanization, a rise in competition from lower cost imported fruit, a decline in profits, 

structural stresses arising from increased urbanization and a lack of successors.  Overall, 

this portion of the chapter points to debates as to the longer-term survival of this cluster. 

 Following the treatment of the viticulture cluster, the chapter then shifts to 

explore the wine cluster.  Various sections examine the production sizes, spatial 

distribution of firms and economic classifications of wineries.  As with the viticulture 

cluster, various sections also outline the vinicultural practices and social-economic 

constraints affecting its current production, including an outdated fermentation 

infrastructure.  Additionally, this section also shows that the Agricultural Land Law, 

designed to limit corporate ownership of agricultural land, has not been a major influence 

on the geography of production within the wine cluster.  Recent deregulation has also not 
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greatly linked wineries with more control over vineyards.  The chapter ends by 

examining the effect of climate change on both clusters.   

Overall, this chapter is by design almost entirely descriptive rather than analytical.  

By comprehensively documenting the contemporary viti-vinicultural practices in 

Yamanashi Prefecture, it provides a baseline understanding of the configurations and 

contemporary challenges facing these two clusters and a framework for more analytical 

portions of this dissertation.  Finally, it is important to note that even before the two 

clusters interface, each is facing its own severe social and economic difficulties.   

3.2. The Grapes   

“To Europeans grapes are ingredients for wine.  To Japanese this is not so.  Grapes are 
fruits, simply something to eat.  Almost all the grapes grown are for table grapes, and 
grown to eat.  Almost no growers focus on winegrapes.  This is why the domestic wine 
level does not improve.” (1) 
 
“Raising fruit is like raising children.  They are living things and require love and 
affection.” (29) 
 

Grapes belong to the botanical the family Vitaceae, which includes seventeen 

genera and nearly one thousand species.  Quality wine begins with viticulture.  From an 

agronomic perspective table grape production is typically distinct from that of 

winegrapes.  Not only are the cultivars normally different, but so are the harvest rates and 

times, desired yields, pruning and trellising techniques, fertilization rates, irrigation 

requirements, etc.  Generally speaking this distinction often follows the genetic division 

between the species of Vitis vinifera and Vitis labrusca (while noting that several other 

species have been used for nourishment, fermentation, rootstocks, breeding interspecific 

hybrids, etc.). 

According to Winkler et al. (1974, 1), Vitis vinifera originated in area to the south 

of the Caucasus Mountains and Caspian Sea and into Asia Minor.  This species provides 

the raw materials for the worlds’ classical wines (e.g., Cabernet Sauvignon or 

Chardonnay).  While somewhat dependent on the cultivar, V. vinifera grapes are 

generally deep rooted (i.e., 1.5 to 3 meters) and develop best with long, warm-to-hot, dry 

summers and cool winters.  They generally are not well suited to humid and/or rainy 

summers, as they are susceptible to the many fungal pathogens and insect pests that 

thrive under such conditions.  Optimal production conditions include little to no 
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precipitation between bloom and harvest (Winkler et al. 1974, 148).  While thousands of 

V. vinifera exist, the current state of how wine is marketed dictates that most production 

is dominated by only a few “classical” cultivars.  Most importantly, V. vinifera is the only 

species of grape used in the global wine market (This et al. 2006).  As such, the 

expression “winegrapes” will be used in this dissertation to refer to classical V. vinifera.  

All other species or hybrids fermented by the Yamanashi wine cluster will be referred to 

as “grapes for wine.” 

 Vitis labrusca, on the other hand, originates in the region East of the Appalachian 

Mountains between Central New England and Georgia (Winkler et al. 1974, 18).  V. 

labrusca are generally more tolerant of humidity and cold winters than V. vinifera.  This 

species is normally directed to the fresh fruit market, and as such appearance is of 

supreme importance.  According to Winkler et al. (1974, 561), appearance is affected by 

a number of elements including:  size of berries; shape of berries; shape, size, and 

compactness of cluster; color of berries; and physical condition.  Particularly, uniformity 

of berry size, shape and color is desired.  Other aspects include seedlessness and/or 

uniqueness of flavor.  While many of these desired characteristics are cultivar specific, 

they can be affected by cultural practices and climatic conditions.  Breeding has also 

concentrated on selecting for those marketable characteristics.   

While V. vinifera can be eaten as table grapes (e.g., Thompson Seedless), and V. 

labrusca sometimes fermented (e.g., Delaware), V. labrusca are generally considered 

unacceptable for the international wine trade as they have a “foxy” flavor (i.e., candied 

strawberry and musky) disliked by the majority of wine drinkers.   

 Several species of the genus Vitis, such as V. coignetiae, V. flexuosa, V. amurensis 

and V. ficifolia are native or found in Japan. However, none of these have been brought 

into cultivation or bred on any large scale.  There is however a miniscule amount of 

research being conducted on Mountain grapes (i.e., 山葡萄, Yama budō), which are 

technically only V. coignetiae.  Much of the research on Mountain grapes is designed to 

create easy to grow red grapes whose colors ripen for wine under Japanese growing 

conditions (usually by producing hybrids with V. vinifera) (Morinaga 2001; Shimura 

2009; Respondent 56).  Overall, the jargon used in most literature about Mountain grapes 

is slightly erroneous and tends to incorrectly include any wild species.  In the case of 



 

 

110 

     

Shimura (2009) for example, a grape named Ebizura is being used (technically a V. 

ficifolia or its synonym V. thunbergii) (Ikeda 1909, 71).  Nonetheless, as it is a species 

found in the mountains, it too is now commonly referred to as a Mountain grape. 

Perhaps more importantly to the Yamanashi wine industry is the number of 

hybrids (within species or across species) under cultivation as table grapes and grapes for 

wine.  These are crosses between a variety of one species with a variety of another 

species or with a hybrid previously produced.  Sometimes two hybrids may also be 

crossed.  In most cases in the Yamanashi context, hybrids were created to improve a 

varieties resistance to one or more of the troublesome aspects of local production (e.g., 

humidity).  The most important hybrid in terms of wine making in the prefecture comes 

from Muscat Bailey A.   This grape was produced by Kawakami Zenbei in 1927 by 

crossing “Bailey” x “Muscat Hamburg”.  It is considered more resistant to disease and 

humidity than most V. vinifera.  Bailey A serves as a two-way grape (i.e., it can be sold 

fresh or fermented) and has a late September to October harvest depending on weather 

and location.  It also provides the largest percentage of locally grown grapes fermented 

into red wine in Yamanashi Prefecture.  A complete history of Muscat Bailey A as well 

as industry opinion on this grape is found in Chapter Five.   

In recent years the table grape industry, and by inference the wine cluster as will 

be shown, has been largely affected by the introduction of tetraploid cultivars such as 

Kyohō (a V. vinifera and V. labrusca cross), Pione and most recently Aki Queen.  Each of 

these newer cultivars produces berries ranging from 12-15 grams, are known for being of 

extra large size, often slip skinned and with excellent taste (Morinaga 2001; Notsuka et 

al. 2000).  It is also interesting to note the influence of these grapes on East Asian 

viticulture more generally.  Kyohō, Muscat Bailey A and Campbell Early occupy over 

90% of the Korean domestic total area planted to grapes (Park et al. 2007).  

One relatively unique aspect of viticulture in Yamanashi prefecture is the 

selection of cultivars based on the number of potential distribution outlets.  One-way 

grapes for example, might be sold as table grapes or as grapes for wine, but not both.  On 

the other hand, two-way grapes may be sold either as table grapes or for wine.  The most 

important grapes to the wine cluster of Yamanashi Prefecture, Koshu, Delaware and 

Muscat Bailey A, are all two-way grapes.  From the perspective of a grower, planting 



 

 

111 

     

multiuse grapes adds flexibility and helps to guarantee an outlet for their crops (47; 89; 

90; 135).  Consequently, this has also influenced what varieties are available to wineries 

for fermentation.  Finally, while many growers plant other crops besides grapes for 

similar reasons, it typically adds labor and time conflicts as well as additional equipment 

and skill requirements.  The harvest period for peaches, in example, corresponds with a 

necessary spraying window for grapes. 

  Perhaps the most important grape to the wine industry in Yamanashi is Koshu, 

often termed a Japanese indigenous cultivar and V. vinifera (although this is debatable).  

According to Fujita et al. (2009) and respondents (56; 68; 89; 90), this two-way grape is 

well adapted to the local growing conditions including the high temperatures and frequent 

rain.  Its berries are pink tinged and size is often three times larger than other typical V. 

vinifera (e.g., Chardonnay).  For generations growers have grown Koshu as table grape in 

pergola, and it is/was commonly thought that the vine is too vigorous for Western style 

trellising (Fujita et al. 2009; Respondents 89; 114).  In pergola, yields per vine approach 

50 kg (as opposed to 3-5 kg of fruit per vine with winegrapes in Europe) (Perrotti-Brown 

Not Dated).  More recently and although still very rare, some growers looking to improve 

Koshu as a winegrape have successfully raised Koshu in wine trellises (Yamanashi Nichi 

Nichi Shimbun 2005).  Nonetheless, it is very important to now note that almost nothing 

is understood in terms of clonal selection, planting densities, yield and/or pruning rates 

for raising Koshu specifically as a winegrape either in pergola or with Western style 

trellising.  Some targeted reduction of yield by growers occurs depending on point of 

sale.  According to Fujita et al. (2009), the berries of Koshu have less soluble solids at 

harvest (i.e., 17-19°Bx), necessitating chaptalization to reach 12-13% alcohol levels.  

Figure 3.1 shows Koshu grapes.  The harvest container is from Gōdō Shusei, a now non-

existent winery that was located near Atago Mountain in Kōfu City. 
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Figure 3.1:  Koshu Grapes 

 
Source:  A. Kingsbury 2010 

Another important grape in the Yamanashi viti- and vinicultural clusters is 

Delaware.  This pink-skinned V. labrusca  (although considered by many to be an 

interspecies hybrid) originated in the East Coast of the United States.  It typically is the 

first grape to ripen in the Yamanashi grape season, beneficially avoiding many 

pathogens.  Figure 3.2 is of harvested and bunch trimmed Delaware awaiting packaging. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

113 

     

Figure 3.2:  Delaware Grapes 

 
Source:  A. Kingsbury 2010 

The breeding of table grapes and to a lesser-extent grapes for wine has rapidly 

expanded the number of available cultivars since the 1960s.  Most of these new grapes 

have been bred for suitability to Japanese environmental conditions and preferences of 

the domestic consumer market.  According to Morinaga (2001), since the 1920s over two 

hundred new grape cultivars have been developed.  Most institutional breeding of both 

table and winegrapes for Japanese conditions is conducted at the Yamanashi Fruit Tree 

Experiment Station, now located in Yamanashi City.  While a complete review of 

released cultivars is beyond the scope of this dissertation (See MAFF 2009), a quick 

review of some of the grapes bred for the domestic wine industry is important. 

Of all the grapes produced at the Experiment Station, really only one has had any 

meaningful impact on the wine cluster.  A 1969 cross between "Black Queen" x 

"Cabernet Sauvignon", Kai Noir is a late season red winegrape cultivar.  Its clusters are 

medium-sized, purple black and average around 300 grams.  Kai Noir was bred to be 

resistant to major diseases and to fruit well in the Yamanashi climate (Ozawa et al. 

1996a; Respondent 89).  The name “Kai” originates from the old name of Yamanashi 

Prefecture, while “Noir” translates from French as “black”.  The grape is never sold as a 



 

 

114 

     

table grape.  At the time of fieldwork approximately fifteen wineries in the prefecture 

were producing wine from this grape.  These wineries were usually the small- to 

medium-sized wineries rather than the larger multinationals.  

 Another grape bred at the Experiment Station is Kai Blanc.  A cross between 

“Koshu" x "Pinot blanc”, Kai Blanc is a mid-season white winegrape cultivar.  Its 

clusters are medium-sized, and berries yellow green to pale red and average around 220 

grams.  Like Kai Noir, Kai Blanc was bred to be resistant to major diseases and to fruit 

well in the Yamanashi climate. The name “Kai” originates from the old name of 

Yamanashi Prefecture, while “Blanc” translates from French as “white”.  At the time of 

fieldwork, approximately five wineries were producing wine from this grape (Ozawa et 

al. 1996b; Respondent 89).  

Figure 3.3 lists some of the more common cultivars in Yamanashi Prefecture.  

Those cultivars with an asterisk have a history of being fermented in the prefecture.  They 

can therefore be considered two-way grapes. 
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Figure 3.3:  Common Grape Cultivars Grown in Yamanashi Prefecture  
Cultivar  Parentage 

Notes 
Additional Information 

Aki Queen  V. labrusca x 
V. vinifera  

End of August, large bright red berries, released by National 
Institute of Fruit Tree Science 

*Adirondack 
(also spelled 
Adirondac) 

Various Middle of August, black berries.  Brought by Tsuchiya 
Ryuken and Takano Masanari in 1877.  Considered the grapes 
used in the first red wine in Japan.  Enjoyed popularity as 
such in the 1950s-60s. 

*Campbell 
Early 

Various Large black berries, bred in USA in 1880s  

*Delaware Various End of July-middle of August, Red berries.  Brought to Japan 
in 1882 by Ozawa Zenbei   

Fujiminori  Ikawa 682 x 
Pione 

End of August, very large, black berries 

Kaiji  Flame Tokay 
x Neo 
Muscat 

Early October, large, bright red berries 

*King Dela  Red Pearl x 
Muscat of 
Alexandria 

Early August, small red-brown berries (usually made 
seedless).  From 1985  

*Koshu  Debated Early October, medium, red-purple berries 
*Kyohō 
(various) 

Campbell x 
Centennial  

Middle-end August, very large, black berries.   Slip skin.  
First produced around 1945 

*Muscat 
Bailey A  

Bailey x 
Muscat 
Hamburg 

Middle-September, large, bluish black berries.  Bred by 
Kawakami Zenbei in 1927  

Neo Muscat  Muscat of 
Alexandria x 
Koshu 
Sanjaku 

Early September, large, green berries.  Bred in 1932 

*Pione  Kyohō x 
Cannon Hall 
Muscat 

Early September, very large, violet-black berries.  Bred in 
1973 by Inoue Hideo  

Rosario 
Bianco  

Rosaki x 
Muscat of 
Alexandria 

End of August-middle of September, very large, greenish 
yellow berries 
 

Shine Muscat V. 
labruscana 
Bailey and 
V. vinifera 
L. 

Middle to late August, large greenish-yellow berries, released 
by National Institute of Fruit Tree Science in the mid-2000s 

Sources: Yokotsuka 1955; Morinaga 2000; Yamada et al. 2008; Miyagawa Grape Inn  
2010 

Note:  Harvest times can vary temporally and geographically 
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 Over the last forty years while the total number of cultivars available has 

increased dramatically, the total amounts of harvested has been in decline.  Figure 3.4 

shows the total harvest in tons shipped at Yamanashi Prefecture branches of the Japanese 

Central Union of Agricultural Cooperatives (JA) between 1966 and 2000.  Peak 

production occurred in 1980 with 47,069 tons before dropping off to 24,493 in the year 

2000.  Koshu peaked in 1975 at 2,184 tons before declining to 490 tons in 2000.  The 

greatest change occurred with the combination of Delaware raised in greenhouses and on 

the open field, which together rose to 26,638 tons in 1975 before dropping to 6,685 tons 

in 2000.  It is also interesting to note the rise of Kyohō (0 tons in 1966 to 9,392 tons in 

2000), Pione (0 tons in 1966 to 3,169 tons in 2000) and Kaiji (0 tons in 1966 to 3,112 

tons in 2000). 

Figure 3.4:  Total Harvest (tons) at Yamanashi JA between 1966-2000 

 
Source: JA Zennō Yamanashi Statistics 

Before a more detailed analysis of these developments can be explored, a more 

general understanding of viticulture in the prefecture is required. 

3.3. The Cultural Practices of Growers  

Grape production in Yamanashi Prefecture is a result of the social, economic and 

environmental history of the region. The following section details some of the interesting 
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cultural practices of local grape growers.  It does not seek to offer analysis on those 

practices at this point, but rather both provide a background and simply itemize some of 

the uniqueness and the innovativeness of local viticulture, particularly as there is little 

discussion of these cultural practices in the English language literature.  Later sections 

will explore in greater depth how these cultural practices affect the various stakeholders 

across clusters in the region.  Finally, at this point, no strong distinction is made between 

the viticulture practices for table grapes and those grapes grown for wine.  As will be 

explored in greater details in later sections, the reason is simply that the vast majority of 

wine is made from table grapes grown by growers with no financial or cultural incentive 

to make those distinctions.   

3.3.1. Climate 

 Stated simply, the growing conditions in the prefecture are not well suited to 

viticulture.  The main grape production area, the Kōfu Basin, is heavily affected by the 

monsoonal climate.  This is particularly troublesome as the rainy season occurs during 

flowering in June and early July, with the heat, moisture and high humidity increasing 

various fungal and disease problems.  Likewise, immediately prior to harvesting in 

September, the typhoon season begins often causing wind damage, increased fungal 

problems, and rain damage such as splitting and dilution as the grapes ripen.  Quality 

may also be indirectly reduced as growers may harvest prior to optimal ripeness to avoid 

damage and crop loss.  Excess precipitation and fertile soils also result in over-vigorous 

vine development at different points in the growing season.  It should be considered that 

although the Kōfu Basin is partially shadowed from monsoons by Mt. Fuji, it still 

receives in excess of 1,000 mm of rainfall annually.  Viticultural practices have evolved 

to mitigate the adverse effects of the local climate. 

3.3.2. Vineyard Architecture in Yamanashi Prefecture  

The majority of grapes in Yamanashi Prefecture are grown in a variation of one of 

two major overhead trellising styles.  In both systems, grape bunches descend from the 

canopy, below the dense foliage, and are said to be more freely exposed to circulating air 

to limit problems of humidity and fungal disease (28; 34; 135).  Likewise, the height of 

bunches prevents raindrops from splashing back onto the grapes during heavy rain.  

Grapes bunches under the canopy also are less likely to suffer sunscald.  The foliage is 
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trained and manually tied (i.e., more commonly taped) to the overhead metal wires.  Vine 

density is comparatively low, and in some places two or three vines cover 110 m2.  

Finally, it is important to note that the size of vineyards in the prefecture only average 

around 0.25 ha (Robinson 2006, 375). 

Some growers and wineries with vineyards have also adapted variations of a third 

style called Ichimonji trellising (i.e., 一文字栽培, Ichimonji saibai).  This system limits 

the lengths of the main branches trained on the overhead canopy trellis, and is argued by 

some grower respondents to be good for growing larger quantities of grapes for lower 

quality wines (often a good idea for growers interested in total harvest size rather than 

selective harvesting for wine quality).  Some growers also argue that Ichimonji requires 

more skill than the two versions of pergola listed above.  For a more detailed explanation 

please see Ogawa (2001; 2009).  Figure 3.5 shows a version of Ichimonji trellising during 

winter.  Notice that it too is an overhead trellising style. 

Figure 3.5:  Ichimonji Trellising 

 
Source:  A. Kingsbury 2010 

The use of Western-style trellising to grow winegrapes is documented at the start 

of the 20th century by those “vineyardists who grow foreign varieties for the purpose of 

wine-making or dessert” (Ikeda 1909, 98).  While such trellising is seldom seen in the 
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contemporary viticultural landscape, respondents in both clusters knew such trellising to 

be the most successful way to raise the quality of winegrapes “abroad” (whether the same 

can be said of viticulture in Japan is debated).  Western style trellising, typically in the 

forms of Taille Guyot (simple and double) and Cordon de Royat, can occasionally be 

seen in vineyards owned or operated by wineries rather than growers (Fieldwork).  Until 

more recently, only foreign V. vinifera were grown under Western style trellising 

regimes.  At the time of fieldwork, more cutting edge growers were experimenting with 

growing Koshu and Muscat Bailey A in Western trellising.  V. vinifera may also be 

grown with Ichimonji trellising.  Nonetheless, it is extremely rare to find V. vinifera 

grown in the main overhead pergola styles or at grape tourist inns.   

3.3.3. Rootstock and Seedlings  

Overall a number of companies produce seedlings and selling rootstock in the 

prefecture.  For table grapes (and two-way grapes) the most prominent is Uehara 

Kenkyū-jō in the suburbs of Kōfu City.  Growers of classical V. vinifera winegrapes, 

typically wineries, are now purchasing seedlings from newer companies specializing in 

those cultivars.  In the rare case of replanting, most growers buy seedlings rather than 

produce their own (Respondent 56).  Respondents argued this is a result of the lack of 

space, time or technical knowledge.  Grapes are grown on five or six major kinds of 

rootstocks within the prefecture (Respondents 45; 89). 

3.3.4. Irrigation   

Grapevines require water during two distinct periods, before germination and 

during berry enlargement (Morinaga 2001).  Water is restricted during other key times, 

such as during the berry maturation period.  Yamanashi growers typically use sprinklers 

in open field vineyards.  Some drip-irrigation or misting nozzles are used on grapes 

grown in greenhouses.  An interesting sight is that of PET bottles filled with water and 

pink food coloring (free as it is used to mark sprays containing gibberellins) hung from 

the canopy to mark the location of sprinkler heads to avoid their destruction during 

mowing (Figure 3.6). 
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Figure 3.6:  PET Bottle Marking Sprinkler Location in a Vineyard 

 
Source:  A. Kingsbury 2010 
 
3.3.5. Fertilizers   

 The amount of fertilizer required depends on the soil type of the vineyards, the 

age of the vine and the demands of the cultivar.  Many older growers remember gathering 

materials for natural composts from nearby forests.  However, most contemporary 

applications are basal and applied after harvest in late fall. According to Morinaga 

(2001), younger vines and tetraploid cultivars should receive less nitrogen to lessen cane 

vigor.  Table 3.1 shows standard amounts of fertilizer used in major cultivars in 

Yamanashi.  These nutrients are generally purchased from JA or similar outlets. 
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Table 3.1: Standard Amounts of Fertilizers Used in Some Major Cultivars  

Yield 
(t/ha) 

Amount of 
Fertilizer (in kg/ha) 

 
Amount of Manure 

(t/ha) 
 

Cultivar 
 

 N P2O5 K2O  
Delaware 15 150-

170 
170-
180 

150 15 

Kyohō 12-14 60 150 120 15 

Neo Muscat, Kaiji 18-22 160-
200 

150-
170 

150-
160 

20 

Muscat Bailey A, 
Koshu 

22-24 130-
210 

190-
260 

130-
150 

15 

Source:  Adapted from Morinaga 2000 

3.3.6. Weeding  

Vineyards in Yamanashi are operated under a couple different types of 

management.  The first of these is clean culture, used mainly in flat vineyards.  

Herbicides are applied in spring and summer to remove any plant growth under the 

pergola.  This style of production is/was considered by many growers to be the most 

successful.  Even today, if grass is left to grow under a canopy some growers find it dirty 

and a sign of a lazy, sick or even recently deceased grower (Respondents 28; 135; 138).  

Cover crops are also uncommon as no vine rows exist under Japanese pergola.  Figure 

3.7 shows a typical vineyard with clean culture.  It is also interesting to note the shed 

under the pergola. 
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Figure 3.7:  Clean Culture in a Vineyard 

 
Source:  A. Kingsbury 2010 

A second type of management is sod culture.  While grass under a pergola 

increases organic matter and improves the condition of the soil, competition between it 

and the vines is possible.  Nonetheless, some more innovative growers are experimenting 

with letting grass grow long precisely to nutrient stress vines (and remove excess rainfall) 

before harvest.  This was seen particularly with the production of V. vinifera for wine as 

shown in Figure 3.8 near Enzan Town. 
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Figure 3.8:  Sod Culture in a Vineyard 

 
Source:  A. Kingsbury 2010 

3.3.7. Testing for Soil and Plant Diseases  

Growers have a number of options for testing their soils.  The local branch of the 

Japanese Central Union of Agricultural Cooperatives (JA) can do soil inspections and 

many growers have one done annually, while others “get lazy and skip years” (29; 131; 

135).  The Yamanashi Fruit Tree Experiment Station also conducts soil tests for growers.  

Wineries with vineyards and growers of table grapes, grapes for wine and winegrapes 

also use various private companies for analytical tests.  The University of Yamanashi 

offers no official testing of soil or plant matter, but some graduates now employed in the 

grape and wine industries continue to use contacts at the university for off-the-record 

testing.  The Yamanashi Fruit Tree Experiment Station also offers tests for various plant 

pathogens and disease identification.  However, petiole testing (i.e., the method normally 

employed for testing fertility needs after the establishment of a vineyard), common in 

wine industries overseas, is non-existent in Yamanashi Prefecture. Some wineries with 

vineyards therefore send samples to California and other locations abroad for such testing 

(4; 33).  Many of the larger national and multinationals have the capacity to conduct soil 



 

 

124 

     

and tissue testing in-house.  Many smaller wineries with vineyards do little or no testing 

(4; 14; 33). 

3.3.8. Virus and Fungal Pathogens  

The total number of viruses identified on grapes worldwide is fifty-six, of which 

eleven have been noticed in Japan (4; 5).  One of the more important is leafroll virus, 

which affects the total yield, the rate of fruit ripening, sugar content and coloring of the 

fruit (Alley et al. 1963, 164; Winkler et al. 1974, 143; Emmett et al. 2001).  Many 

cultivars also show infection with grapevine fleck virus.  Both the leaf-roll and grapevine 

fleck viruses are causal agents of ajinashi-ka (low-sugar berry) virus in Koshu grapes. 

Fungal diseases related to the warm, wet climate of the Kōfu Basin are 

particularly troublesome to grape growers.  Ripe rot (i.e., 晩腐病, Banpu byō) is the most 

serious pre-harvest disease of grapes in Japan.  Two pathogens, Colletotrichum 

acutatumn, which is highly resistant to fungicides, and Glomerella cingulata, are known 

as the causal agents  (Yamakawa and Chen 1995; Shiraishi et al. 2006).  A study on 

disease in Yamanashi grapes also found high levels of Botrytis cinerea (i.e., botrytis 

bunch rot or grey rot) and Monilia sp (i.e., Brown rot) (Visarathanonth et al. 1988).  In 

the 2010 harvest, entire vineyards of Muscat Bailey A and even Koshu were seen 

destroyed due to damage.  This was surprising as Koshu and Bailey A are less susceptible 

to these fungal pathogens.  Other prevalent fungal diseases of leaves and fruit include 

powdery mildew, downy mildew and anthracnose. 

In terms of the local growing of imported classical V. vinifera cultivars, the above 

fruit rotting diseases are particularly troublesome as these grapes are more susceptible 

than many other species (Winkler et al. 1974; Morinaga 2001).  As a result, disease ratios 

of locally harvested V. vinifera totally unacceptable in other wine regions are hand 

cleaned of disease before crush.  Figure 3.9 shows a bin of harvested Chardonnay 

affected by a number of different rots.  These grapes were bunch trimmed and then 

fermented. 
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Figure 3.9:  Various Bunch Rots Afflicting a Harvest of Chardonnay 

 
Source:  A. Kingsbury 2010 

Most grapes harvested for the table, while typically not showing the severe signs 

of disease seen in the picture of Chardonnay above, are also bunch trimmed to remove 

immature, diseased, split, shriveled, poorly colored or undersized berries before 

packaging and/or distribution.  Figure 3.10 shows this process with Delaware grapes in 

Kōfu City.   
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Figure 3.10:  Bunch Trimming Delaware by Hand 

 
Source:  A. Kingsbury 2010 

Grapes are sprayed for fungal diseases with foliar fungicides many times a year 

using either a backpack sprayer or speed sprayer (i.e., an air-blast sprayer driven under 

the canopy).  Since the beginning of the 20th century, growers have also been hand 

covering the entire or the top part of the grape cluster with umbrella-like bags to help 

prevent fungal problems (Ikeda 1909).  These are seen in Figure 3.11. 
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Figure 3.11:  Covered Grapes 

 
Source:  A. Kingsbury 2010 

Following pesticide scares with imported produce from China in the mid-2000s, 

Japanese agricultural chemical laws became stricter.  In 2006, the Ministry of Health, 

Labour and Welfare published a positive list of approved substances.  As a result, only 

compounds on the approved list can be used in food production if they follow the 

included framework for the regulation of these compounds.  The use of these compounds 

also became more restrictive (Further details can be found at JFCRF 2010).  Permissible 

agricultural chemicals are listed by crop.  As fields in the prefecture are small, often 

oddly sized and a variety of different crops are often planted in the same area, issues with 

drift and residual agricultural chemicals became more serious, particularly for grapes, 

peaches and plums (34; 37; 125).  Laws have also been changing to forbid the use of 

Bordeaux mixture closer to harvest dates.   

Finally, as gentrification and suburbanization have grown within the prefecture 

and especially the Kōfu Basin, growers often complain about the logistics of having to 

notify unsympathetic residents before applying agro-chemicals.  A number of growers 

mentioned that immediately following the Tōkyō Sarin Gas attack in 1995, neighbors 

fearfully called the police if they smelled pesticides.  Figure 3.12 shows a vineyard 
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directly adjacent to apartment complexes, private homes and small businesses near Kōfu 

City.  Such proximity between agricultural fields and residential dwellings is common in 

the Kōfu Basin. 

Figure 3.12:  Typical Patchwork Land-use Patterns in the Kōfu Basin 

 
Source:  A. Kingsbury 2010 

The burning of agricultural (and other) waste in the vineyards is a common means 

of disposing unwanted materials (See Figure 3.13).  Leaves and prunings are commonly 

burnt as it is believed this will help with the control of fungal diseases following years of 

outbreak.  As with the application of agro-chemicals, newer residents also complain 

about the smoke emitted from agricultural burning.  One grower respondent mentioned 

that whenever he burned prunings, he would also cook sweet potatoes in the fire and 

invite all the neighbors and their kids for a snack.  In this way he feels he has kept on 

good terms with the new residents.  Figure 3.13 in particular is included to show the high 

levels of air pollution resulting from such burning.  It is very common to see smoking 

rising from various piles at numerous spots across the rural landscape on calm days. 
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Figure 3.13: Agricultural Burning in a Peri-urban Area 

 
Source:  A. Kingsbury 2010 

Such fires on occasion get lose and burn adjacent lands.  As such, there are 

culturally understood behaviors attributed to the timing and kind of burns permitted.  

Grower respondents mentioned that although burning was technically illegal it was 

overlooked by the authorities in (semi-) rural areas.  After watching one fire burn near a 

residential area on Atago Mountain (actually later determined to be caused by the 

dropped cigarette of a hiker), older growers nervously joked with one another about not 

extinguishing their fires completely. 

3.3.9. JA Fruit Tree Disease and Pest Control Almanac  

JA agricultural extension instructors from each of the JA Fruits Yamanashi 

branch offices and the Yamanashi Fruit Tree Experiment Station gather annually to 

produce the JA Fruit Tree Disease and Pest Control Almanac (i.e., 果樹病害虫防除暦, 

Kaju Byōgaichū Bōjo Reki).  This free guide provides basic, yet step-by-step, 

chronologically listed spraying schedules for the pest control of crops such as grapes, 

peaches, plums, apples and kiwi.  Originally a large and colorful wall calendar, budget 

constraints have resulted in growers receiving information only for the crops they 

produce in sheet form.  Table grape information includes spraying schedules for cultivars 
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such as Pione and Kyohō.  Grapes grown for wine are also included (i.e., only for the 

cultivars of Koshu and Muscat Bailey A), and the Katsunuma Town JA branch has been 

preparing these specific materials for a number of years.  The calendar makes no mention 

of other V. vinifera grapes outside of Koshu.  Most respondents believe that over 80% of 

JA members use this calendar.  This pushbutton and prescriptive approach to agriculture 

however strongly divides respondents between those who feel that it has resulted in 

substandard farming practices and those who feel it assists/eases in decision-making.   

3.3.10. Pests  

Mammalian pests, depending on the geographic region, time of year and elevation 

can cause significant damages to crops.  In particular, many respondents mentioned the 

rise of wild boar (Sus scrofa).  Studies by Ueda and Jiang (2004) in Ichinomiya Town 

(now amalgamated into Fuefuki City) explored abandoned orchards, peach orchards and 

plum orchards for wild boar activity.  They determined that wild boars used all three 

types of fields, but abandoned fields most frequently.  They then posit that abandoned 

fields advantageously provide the animals with food, cover and a minimum of human 

disturbance.  Although wild boars normally inhabit mountains, the Kōfu Basin is edged 

by a concave landscape.  As more fields of higher elevation are progressively abandoned, 

habitat further down the mountains is also being created (Honda and Sugita 2007).  This 

was something often mentioned by grower respondents, who each have stories of boar 

births in the abandoned neighboring fields and resulting crop damage.  As a result of this 

rise in the population of wild boar, it is now more common to see nuisance control and 

electronic fencing being employed.  When wild boars are found (in or out of hunting 

season), growers often pay for their removal.  In season, the meat is also sold at some 

butcher shops for hot pots and barbecuing.  Figure 3.14 shows abandoned vineyards on 

the left and the protection used to prevent wild boars and other animals from disturbing 

production in a neighboring vineyard on the right.   
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Figure 3.14:  Vineyards Protected from Wild Boars next to Abandoned Vineyards 

 
Source:  A. Kingsbury 2010 

In addition to wild boar are problems attributed to deer and bears.  Deer eat the 

growing shoots and ripening grapes.  Bears not only eat the grapes, but also have been 

known to collapse pergola structures by leaning on them.  They can of course also be 

quite dangerous to local residents.  When bears are seen in built up areas, local 

governments warn the public over microphones. 

Birds and particularly crows cause a considerable loss of crop due to pluck- and 

peck-damage during the harvest season.  Various visual and acoustic control measures 

employed to mitigate the threat include flashing metal disks, noise making devices, dogs 

(often tied up under the pergola out-of-season as well) and plastic imitation or actual 

rotting corpses of trapped crows.  As birds typically become habituated to the devices 

with a short period of time, growers constantly employ new combinations of tactics.  

Around harvest time a cacophony of animal sounds emanate from the vineyards, mostly 

fake.  Some growers have also resorted to complete net protection.  Finally, rubber 

snakes were also observed hung in vineyards in attempt to scare away pests.  Figure 3.15 

shows an actual dead crow hung by a grower in an attempt to dissuade other crows from 

eating, plucking and/or pecking at crop.   
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Figure 3.15:  Attempts at Controlling Damage to Crop by Crows 

 
Source:  A. Kingsbury 2010 

3.3.11. The Harvest   

According to Winkler et al. (1974, 571) grapes do not ripen after harvest.  As such 

the flavor and balance of the fruit is at its peak when first removed from the vine.  Any 

post-harvest changes are considered deteriorative.  In the same vein, fruit harvested 

before optimal maturity and quality will never improve.  Nonetheless, the rate of 

deterioration can be slowed with proper post-harvest handling, including minimizing 

berry injury at cluster removal and the expedient transfer of grapes to a nearby market or 

crush to avoid additional rot or unplanned fermentation. 

The harvesting of grapes in Yamanashi Prefecture is operationalized in various 

ways, but the overwhelmingly vast majority of table grapes, grapes for wine and 

winegrapes are hand harvested.  The smaller-sizes of vineyards generally renders 

machine harvesting impractical which indirectly beneficially helps grape quality as hand 

harvesting limits the potential berry injury generally attributed to machines. 

In the case of table grapes, growers usually began harvesting between 5 and 6 am 

in what is typically a two-person, husband and wife operation.  Depending on the size of 

the harvest however, other local growers may assist on a volunteer basis.  Grapes are 
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placed into plastic harvest bins or crates and set under the pergola or along vineyard 

edges for collection.  Neither field packing nor the use of field boxes was seen during 

fieldwork.  Dependent on the quantity of harvest, the grapes may then be brought to the 

growers’ home or to a packing shed to hand bunch trim, shape more attractive clusters, 

pack into boxes, etc.  Table grapes are often packed in smaller cardboard trays and 

covered with plastic film.  Higher value grapes destined for urban customers may be 

elaborately packaged for direct shipment  (often delivery services arrive every afternoon 

at the store fronts of busy growers during the harvest season).  Other grapes may be 

cleaned and then arranged for sale to tourists from storefronts or grape tourist inns.  

Figure 3.16 is of four clusters of Shine Muscat packaged for sale at a grape tourist inn in 

Enzan Town.  It is a cultivar now heavily promoted by JA extension personal 

(Yamanashi Agricultural Extension Service 2009; Respondents 89; 90; 135).  Figure 3.17 

shows grapes being prepared for shipment near Enzan Town.  Named “Jewelry Box” due 

to the variety of colors, each 2 kg box with more than ten cultivars costs over $50 farm-

gate. 

Figure 3.16:  Shine Muscat Packaged for Sale 

 
Source:  A. Kingsbury 2010 
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Figure 3.17:  Grapes Packaged as a “Jewelry Box” 

 
Source:  A. Kingsbury 2010 

If the grapes are destined for JA or another shipping association, they are 

generally brought to selection centers by mid-afternoon where, as in the case of JA, they 

are inspected based on size, shape and appearance.  They are then graded before being 

loaded into trucks and taken to market further away.  Generally speaking, the majority of 

table grapes in Yamanashi move quickly though their distribution networks. 

 The distribution chains of grapes to be fermented into wine add considerable 

layers of complexity depending on the grower and final point of sale.  As will be 

discussed in detail later, many wineries indirectly “own” or control vineyards.  These 

may be on-site or geographically distant (Note:  Some vineyards owned by wineries are 

even located in other prefectures).  These winery grown grapes are often brought directly 

to the winery for fermentation.  Likewise, the grapes of single contracted growers are also 

quickly brought to wineries.  Stated simply, grapes destined for premium locally 

produced wines are typically expedited to the crush (It should be noted however that 

some wineries located in other prefectures have been known to purchase grapes from 

within Yamanashi, meaning a delay resulting from transportation). 
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 Quantitatively, this premium quality production from locally grown grapes is 

minor.  Often grapes for wine are harvested before ideal maturity to fill tanks.  This is 

particularly true as wineries often mix grapes from a variety of geographic locations, each 

with a distinct climate and resulting different window for optimal harvesting.  Likewise, 

grapes harvested earlier than others may be stored in coolers, etc. while waiting for 

quantities sufficient to sell on to other brokers or crush.  These problems are further 

exacerbated due to the larger number of small vineyards and amount of labor required to 

hand harvest the entire crop at each vineyard. 

 It should be considered that the longer the grapes are in the vineyards (to a point) 

the higher the sugar content and maturity at harvest.  Conversely, the longer the grapes 

remain in the vineyard, the more susceptible to pests or disease.  Particularly with the 

more fragile V. vinifera, many growers harvest early to avoid diseases.  As one winery 

owner who grows grapes (45) noted: “We used to try and wait until the very last to 

harvest when the grapes were totally mature.  But we lost too much to disease.  Now we 

harvest earlier.”  Grapes harvested before maturity also prevent subsequent wines from 

attaining their full, distinctive and characteristic flavors.  Likewise, acid, color, pH, 

tannins and their combined effect on palatability are incapable of reaching their ideal 

when the grapes are harvested immature.  In Yamanashi Prefecture, it is also important to 

note that the price in grapes for wine is also now almost entirely based on degrees brix 

(not a totally accurate measure of grape maturity as per Winkler et al. 1974, 577).  

Vineyard sampling and the testing of titratable acidity and pH are rarely conducted by 

most growers in the table grape cluster for determining optimal harvest times (although 

this is more common at wineries with vineyards).  

3.3.12. Pruning and Winter Protection 

The principal pruning should be done when the vine is dormant, that is between 

leaf fall in autumn and the starting of the buds in spring (Winkler et al. 1974, 302).  

While this is the standard procedure in the prefecture, many growers were observed 

pruning soon after harvest (i.e., before vines were dormant).  While it was said by some 

respondents that growers were unaware of when to prune, others mentioned that many 

elderly growers with arthritis pruned early to avoid having to work in the cold (23; 149).  

At any rate, all pruning is done by hand with clippers.  Growers often also scrape the 
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vines free of their bark in winter as a control against insects.  Figure 3.18 is a grower 

pruning while standing on a ladder in Katsunuma Town.  Standing on a ladder raises the 

grower above the canes and therefore reduces the neck and shoulder pain typically 

associated with the long and arduous work of looking upwards to prune. 

Figure 3.18:  Pruning in Katsunuma Town 

 
Source:  A. Kingsbury 2010 

Rice straw is commonly placed around the trucks of new vines (and sometimes 

older vines as well) to help maintain moisture and protect the plant from dry cold and 

frost cracking. This vine guard is called waramaki (i.e., 藁巻き, waramaki) and is seen in 

Figure 3.19.  Rice straw is also applied under vines for similar aims or added to the 

vineyards as a soil amendment.  Using rice straw in these ways is also a common practice 

with other horticultural crops across the country (Levy-Yamamori and Taaffe 2004; 

Fieldwork).   

 
 
 
 
 



 

 

137 

     

Figure 3.19:  Rice Straw Coverings for Frost Control in Katsunuma Town 

 
Source:  A. Kingsbury 2010 

3.3.13. Price Driven Cultural Practices  

Generally speaking growers must consider a number of phenomena when 

determining what cultural practices to employ during the growing season.  Such 

considerations are naturally dependent on the cultivar of grape, skill level, time available 

to the grower and intended point of sale, but remain surprisingly fairly uniform across the 

prefecture.  The first of these is that many growers base their production on the 

understanding that the most financially lucrative crops are table grapes grown for the 

early harvest.  Indeed, the Japanese market pays a premium for the first harvested of 

every cultivar to reach market.  This is particularly true for table grapes, but some grapes 

sold to wineries may also fetch slightly higher prices following the development of a 

market for Yamanashi “nouveau wines”, a fade mimicking the French import nouveau 

boom in Japan of the last couple of decades.  

Grapes grown under glass or plastic (although typically plastic), and hence 

warmer and harvested earlier have therefore been common during times of higher prices.  

As the prices of grapes have declined, previously used metal frames remain uncovered 

over many vineyards.  Likewise, a number of greenhouses have rusted boilers inside.  In 



 

 

138 

     

days of higher prices per kilogram, fuel was pumped to the boiler and the resulting hot air 

into long plastic tubes to heat the greenhouse, artificially force the vines and ensure an 

earlier harvest.  Respondents (102; 109) noted that in previous times you could remake 

your investment in one or two seasons.  While never a practice for growing grapes for 

wine, the declining net profit of table grapes compiled with the high cost of fuel has 

generally taken this cultural practice out of use.  Figure 3.20 shows a rusted boiler under 

a plastic green house in the Kōfu Basin area.  The tank to the right is for irrigation water. 

Figure 3.20:  Rusted Boiler in a Greenhouse in Ichinomiya Town 

 
Source:  A. Kingsbury 2010 

Another interesting cultural practice is in the late winter to roll small, clear plastic 

sleeves over grape canes (referred to as “condoms” by many older growers).  These 

plastic sleeves create an effect not unlike a “little greenhouse” environment, encouraging 

the earlier swelling and break of buds.  This practice is most common on flat basin lands 

with Delaware grapes, and also follows the principle of earlier to market commands a 

higher profit margin.  The use of this practice in higher elevations is riskier due to 

potential frost damage.  Like many other cultural practices, placing the sleeves on each 

cane, and then carefully removing them is a long and tedious process completed by hand.  

Figure 3.21 shows vineyards with canes covered in plastic. 
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Figure 3.21:  Plastic Covers over Canes 

 
Source:  A. Kingsbury 2010 

Another interesting approach to cope with the problems linked to rainfall (e.g., 

fungal pathogens) and a means to provide additional radiant energy (i.e., for an earlier 

harvest) is to cover the floor of the pergola with reflective cover.  This was also seen in 

other fruit (e.g., peaches).  Figure 3.22 shows the reflective cover for table grapes near 

Enzan Town. 
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Figure 3.22:  Reflective Cover under Pergola of Grapes in Enzan Town 

 
Source:  A. Kingsbury 2010 

Generally speaking, growers farm a range of cultivars.  This permits a staggered 

harvest schedule that eases the workload intensity, prolongs sales windows, diversifies 

offerings and provides a form of crop insurance.  Often cultivars grown are based on 

early-, middle- and late-season harvest times.  This typically refers to table grape 

production but growers may also have a few vineyards of grapes for wine under similar 

schedules (34; 62; 70; 87; 126). 

Secondly, grapes with bigger berries and clusters are now particularly popular 

with consumers (e.g., Kyohō).  Grapes with higher sugar content are typically better 

priced when sold to wineries but may also be associated with better taste in table grapes.  

Finally, optimal grape coloring for table grapes and occasionally those sold to wineries 

also command higher prices.   

3.3.14. Producing Seedless Grapes   

Consumers prefer seedless grapes as they are easier to eat.  To make grapes 

seedless, grape clusters are dipped in or sprayed with a gibberellins solution prior to 

blooming.  Clusters are treated again after blooming to stimulate the enlargement of 

berries.  An expensive and labor-intensive practice, applying gibberellins is now expected 
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for Delaware, Kyohō, Pione and occasionally Muscat Bailey A.  While Koshu can now 

also be made seedless, the comparatively low prices it commands at retail outlets means 

that few growers bother. 

3.4.  Delaware and the Tetraploids 

 The rural economy of Japan has long produced industrial inputs for the national 

and global economy.  While a detailed history of the larger agricultural and fruit complex 

in Yamanashi Prefecture is beyond the scope of this dissertation, a brief historical 

analysis of the Delaware grape and the Tetraploids does merit treatment here.  The 

following two sections focus on some of the more significant developments in 

agricultural land-use change from the perspective of these cultivars of grapes, with a 

particular focus on how they have impacted the table grape cluster (and by inference the 

wine cluster).  

3.4.1. The Delaware Grape  

The Oxford Companion to Wine mentions the production of wine from Delaware 

in Japan, yet claims the reasons for its arrival and popularity are “now obscure” 

(Robinson 2006, 226).  Similarly, the Wine Bible notes, “Curiously, Delaware is also 

grown in Japan” (MacNeil 2001, 71).  This section not only traces the historical and 

socio-economic reasons for the existence of Delaware in Japan, but also its rise and then 

subsequent fall in popularity as both a table grape and grape for wine.   

The Delaware grape was first brought by Ozawa Zenbei to Japan from the United 

States in 1882, where he planted them in the suburbs of Tōkyō.  Soon after, in around 

1886, Amemiya Takesuke brought the cultivar for the first time to Yamanashi Prefecture 

where he planted it in Okunoda Village (in present day Enzan Town of Kōshū City in the 

Kōfu Basin) (Katsunuma Chō Shi 1962, 695; Morrison 1962, 117; Yamanashi Nichi 

Nichi Shimbun 1978, 52; Tsuchiya 1980, 9).   

At the time Koshu was already being produced in neighboring Katsunuma Town, 

and as the production of Delaware spread in the Enzan area, growers there soon gained a 

competitive advantage with this basically unknown cultivar that ripened earlier than 

Koshu and was therefore first to market at the start of the harvest season (121).  Its 

popularity among farmers in the Enzan area also links to the rapidly declining sericulture 

industry, and mulberry on slope lands was often replaced with this new grape.  By 1949, 
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the Enzan area had 17 ha of Delaware under production, far more than was under Koshu 

(Hozumi 1954, 56). 

Interestingly, early wines produced by collective wineries from the Enzan region 

also reflect growers increasing reliance on this grape, as budōshu fermented from 

Delaware were common in Enzan, but those from Koshu common in Katsunuma Town.  

Delaware’s survival as a popular grape until the 21st century was not assured however, 

until it was produced as the first seedless table grape. 

 Seedless Delaware was a Japanese first, a result of the Japanese discovery of 

gibberellins.  In 1926, Kurosawa Eiichi was studying the symptoms of a disease called 

Bakanae (i.e., foolish seedling) in rice, caused by Gibberella fujikuroi and which lowered 

the yields of rice in Japan and other parts of Asia.  Kurosawa determined that a germ of 

the disease secreted a growth hormone that accelerated the growth of rice plant (Ōno 

1973; Tamura 1991, 1; Peacock 1999).  By 1928, Yabuta Teijiro and Sumiki Yusuku had 

succeeded in obtaining this hormone, and formally named it gibberellins in 1935  (For a 

more detailed history of the study of gibberellins please see Tamura 1991).  In short, 

gibberellins are naturally occurring chemicals in plants, a group of diterpenoid acids, that 

function as plant growth regulators by controlling cell elongation and division.  Most 

importantly to the grape and wine clusters in Yamanashi, it was found that they can be 

used to induce parthenocarpy. 

 The study of commercial applications for gibberellins on grapes began in earnest 

after the Second World War.  In 1957, at the Agricultural Experiment Station in 

Hokkaidō, it was recognized that applications of gibberellins have a great effect on the 

Niagara berry.  In the same year, The Japanese Society for the Study of Gibberellin was 

inaugurated.  Likewise, funded by the national government, collaborate research began at 

institutes across the country.  Most importantly is that in 1958, in Kasugai Town (i.e., 

present-day Fuefuki City), research begun under Kishi Terō at an earlier incarnation of 

the present-day Yamanashi Fruit Tree Experiment Station.  The following year this 

research group produced the first seedless grapes from a five-year old Delaware vine 

(Ōno 1973).  The first shipping occurred the following year, and they were an immediate 

market success.  It is here interesting to note here that historians in the United States tell a 

similar history, with University of California researchers led by Robert Weaver being the 
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first to produce seedless grapes.  Rather than Delaware, they produced Thompson 

Seedless, which by 1962 shared similar fame  (Peacock 1999).  Regardless as to which 

research group produced the first seedless grapes, their effect on table grape production 

and the marketplace were immediate in both countries. 

The knowledge of gibberellins spread quickly within the Yamanashi viticulture 

cluster via extension associations and their publications as to the proper application 

procedures (e.g., Kōfu Shi Jibe Shori Iinkai 1978; Respondents 121; 125; 128).  A great 

deal of research was conducted on opportune application time windows, post-application 

coverings, etc. (See in example Ito et al. 1969; Sakuma and Ōno 1972).  Today, every 

grape cluster to be grown seedless in Yamanashi Prefecture is treated exogenously, hand 

dipped before and after bloom, in a labor-intensive process conducted in a small time 

window. 

Contemporary growers apply gibberellins for a number of reasons.  First, shifts in 

the desirable qualities of fruit in the fresh market typically require that all Delaware, 

Pione and Kyohō be seedless to obtain maximum prices.  Likewise, gibberellins are also 

applied to increase the size and yields of grapes.  Finally, applications of gibberellins are 

used to increase the size of rachis on which the grapes grow, reducing the risk of mold 

between grapes. 

 The introduction of seedless Delaware radically changed the dynamics of grapes 

in the Japanese marketplace.  First, a consumer boom in the consumption of seedless 

Delaware for the table increased production.  As seen in Figure 3.23 of Delaware (i.e., 

combined data for field and house raised) shipped at branches of JA in Yamanashi 

Prefecture, total amounts rose from 8,228 in 1966 to peak at 26,638 in 1975 before 

declining again to 6,685 by 2000. 
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Figure 3.23: Delaware Shipped at Branches of JA between 1966 and 2000 

 
Source:  Yamanashi Prefecture JA 

Grower cooperatives in the prefecture, particularly in the Kōfu Basin, often had to 

build new infrastructure and shipping facilities to accommodate the quantitative increases 

in Delaware production and distribution.  Secondly, Japanese consumers quickly learned 

to prefer the easier to eat, seedless grapes.  The higher value grapes on the contemporary 

market are now all produced seedless.  Producing seedless grapes and the resulting 

highest return on investment, commands the greatest amount of growers time. 

Figure 3.24 shows the hand application of gibberellins to Delaware by growers in Kōfu 

City.  Gibberellins must be applied to each cluster twice by hand (and again if it rains 

soon after you apply them).   
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Figure 3.24:  Making Delaware Seedless 

 
Source:  A. Kingsbury 2010 

While the consumption booms in seedless Delaware occurred at the expense of 

the Koshu grape, its popularity is also now in decline.  The price for Delaware is low 

when compared to the new Tetraploid cultivars such as Pione or Kyohō.  An even worse 

return to growers is the $1.00-1.50 /kg price paid by wineries.  Delaware also requires a 

higher parts-per-million ratio of gibberellins than other grapes grown seedless, resulting 

in a considerably higher cost.  With this smaller profit ratio compiled with the high labor 

requirements, growers again are changing their fields to the newer and higher-value 

crops. 

A final note on the history of Delaware in the prefecture directly links to the 

beginning of the Beaujolais Nouveau boom in the Japanese marketplace in 1987 (Note:  

Beaujolais Nouveau is a light, easy drinking, French red wine produced from the Gamay 

grape and released early).  In response to this trendy marketplace change, some 

Yamanashi wineries attempted to capture some of this demand for “new” wines by 

offering their own first local wines of the season.  As a result, Delaware grapes, the first 

cultivar to be harvested each year in Yamanashi, also experienced a small jump in sales 

as Yamanashi wineries competed to be the first to release the season’s new vintages.  
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Figure 3.25 is of NouNouBeau (i.e., a play on words for “New, Nouveau”), a Delaware 

wine produced by Kōfu Wine Port (Brand Name: Domaine Q). 

Figure 3.25: NouNouBeau Wine (i.e., ヌーヌーボー, Nūnūbō) 

 
Source:  A. Kingsbury 2010 

3.4.2. The Tetraploids    

Growers have been shifting away from Koshu and grapes for wine for a number 

of years.  As respondents often noted, if the price of a variety rises dramatically, growers 

will change over their vineyards.  Typically as a result, over-supply occurs and the 

market bottoms out.  Nonetheless, of approximately the last fifteen to twenty years, the 

market has grown for the larger Kyohō and other tetraploid grapes.  As the following 

respondent explains, this depended not only on price, but the prevailing market dynamics, 

linked back to the viniculture cluster.  

“There used to be around three times as many Koshu grapes as now.  But nobody was 
buying Koshu wines.  The bigger wineries switched to cheaper imported juices and 
stopped buying local Koshu grapes.  And these were large amounts they were fermenting.  
As this period of no interest in Koshu continued for a long time, growers were unable to 
sell their Koshu grapes.  So growers switched to Pinot, Kaiji, peaches, even kiwi or 
whatever.  The easiest thing to switch to was peaches, as you could leave the old grape 
trellising structure.  In grapes, no one switched to those cultivars for wine, but rather for 
the table.”  (71) 
 

Figure 3.26 lists seedlings sold from Uehara Kenkyū-jō, perhaps the leading 
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distributor in the prefecture (and possibly Japan).   It is important to note that since 1991 

the top three seedlings sold have been fairly regular as Kyohō, Pione and Delaware 

(Importantly, all of which are produced seedless).  In 2000, sales of Pione overtook the 

heavily, often now deemed “over-planted” Kyohō as it was the “newest thing, is bigger 

and has a higher-class feeling”.  Sales of Pione seedlings have ranked first ever since.  

Many respondents mentioned Shine Muscat and Aki Queen as the next “big things” to 

replace Kyohō.  Typical grapes fermented by the wine cluster are listed at the bottoms 

with their highest respective rank.  Muscat Bailey A at 7th in 2002 and Koshu at 11th in 

2005 illustrates the lack of new plantings and the low value of those grapes on both the 

table grape and grapes for wine market.  

Figure 3.26: Seedlings Sold at Uehara Kenkyū-jō  
Year/ 
Rank 

Average  
(1991-2000)  

2001 2002 2003 2004 2005 2006 

1 Kyohō Pione Pione Pione Pione Pione Pione 
2 Delaware Kyohō Kyohō Kyohō Kyohō Kyohō Kyohō 
3 Pione Delaware Delaware Golby Delaware Delaware Delaware 
4 Fujiminori Muscat 

Bailey A 
Golby Delaware Golby Golby Fujiminori 

5 Rosario 
Bianco 

Golby Rosario 
Bianco 

Rosario 
Bianco 

Rosario 
Bianco 

Fujiminori Black Beet 

 Muscat 
Bailey A (7) 

 Muscat 
Bailey A 
(7) 

Muscat 
Bailey A 
(11) 

 Muscat 
Bailey A 
(8) 

Muscat 
Bailey A (11) 

     Koshu 
(18) 

Koshu (11)  

Source:  Uehara Kenkyū-jō 

Growers continue to shift away from grapes used by wineries for other reasons as 

well.  A sightseeing boom in Katsunuma Town during the 1980s and early 1990s resulted 

in its revival as a popular tourist destination (See Chapter Six).  To accommodate the 

demands of and gain additional income from these tourists, higher value table grapes 

often replaced the older, fermentable cultivars such as Koshu.   

3.5. The Human Geographies of Growers 

3.5.1. The Decline in Growers 

The general health of agriculture in Yamanashi Prefecture has been in decline for 

a number of years.  The total number of farm families (both full- and part-time) dropped 

from 64,903 in 1980 to 42,741 in 2000.  (Note:  It is important to consider that some of 

this decline was the result of a 1985 change in the definition of “farm family” used in the 
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statistics.  Before 1985, anyone who was farming more than 0.05 ha was classified as a 

“farm family”.  Following this change, to be classified as a “farm family” required the 

cultivation of more than 0.1 ha of land or earning of an annual farm income of over 

US$1,500.  This change resulted in the exclusion of many of the smaller farmers from the 

statistical record (Ministry of Internal Affairs and Communications 2011).  Also note that  

vineyard sizes in Yamanashi Prefecture average far are less than 0.5 ha.)  The greatest 

declines occurred near metropolitan areas such as in Kōfu City  (3,350 to 2,081 families) 

and Ōtsuki City (2,148 to 1,069 families) (Source:  Yamanashi MAFF Annual Statistics).  

Likewise, the total number of hectares planted to any crop in 1978 (43,600 ha) fell to 

26,600 ha in 1997.  Of this, the biggest regional loses were in the Kyōhoku Region at 

4,631 ha (See Figure 1.2).  Higashi Yamanashi Area fared best in the prefecture with 

losses of “only” 1,130 ha.  Table 3.2 shows the reduction in cultivated land for all crops 

of some of the larger areas within the Kōfu Basin.  Urbanizing areas such as in Kōfu City 

declined most. 

Table 3.2: Agricultural Land under Cultivation (ha) in Selected Locations (1978 and   
                 1997) 

Area Planted in 1978 
(ha) 

Planted in 1997 
(ha) 

Kōfu City 2,170 1,050 
Enzan City 1,710 1,410 
Yamanashi City 2,010 1,660 
Kasugai Town 376 334 
Makioka Town 897 678 
Katsunuma Town 957 842 
Yamato Village 94 56 
Isawa Town 790 593 
Ichinomiya Town 1,010 894 
Yatsushiro Town 1,030 784 
Source: Yamanashi MAFF Annual Statistics  

It is also interesting to note that the percentage of part-time growers as a 

percentage of all growers has also dropped when comparisons are made between 1980 

and 2000.  It can be hypothesized that part-time farming as a source of additional income 

is also declining.  Part-time growers are giving up agriculture at faster rates than full-time 

growers.  It is also important to note that this data makes no distinction as to what is 

being cropped.  Larger loses of total growers were again found in more urban locations 

like Kōfu City (from 3,350 to 2,081 families) and Ōtsuki City (from 2,148 to 1,069 
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families).  The highest percentage-based loss of full-time farm families occurred in 

Yamanashi City with 1,124 to 547 farm families (Source: Yamanashi MAFF Annual 

Statistics).  Finally, the total number of farm families in the area of present day Kōshū 

City dropped from 16,794 to 10,226 between 1990-2005.  Kōshū City is the leading 

municipality for viticulture and winemaking in Japan (Nakata and Ishihara 2010). 

One of the biggest problems facing growers is labor effectiveness and efficiency.  

Small vineyards dictate that growing cannot be mechanized or assisted by larger 

machines.  Additionally, while the slope lands may be the better locations for growing 

grapes for wine, access to and working them is much more difficult and time consuming.  

As a result, when growers age they tend to prefer work on the flatlands rather than the 

slopes.  The higher, harder to reach vineyards are the first to be left abandoned.  

Interestingly, most fields on slopes are only accessible with a mini-truck, while some 

offer no vehicle access at all.  Likewise most growers farm numerous small vineyards in 

geographically disparate locations.  A day with a typical grower is largely spent driving 

between vineyards.  

An even bigger problem is the lack of successors.  The reasons are many, but one 

grower summed them nicely:   

“There are no growers to continue making grapes when this generation ends.  And what 
is left is mostly for table grapes rather than to give to a winery.  It used to be thirty to 
forty years ago that grape growers made a decent living.  We had very good incomes.  I 
am in my sixties.  My generation saw grape farming as a real career choice.  Growers 
were making as much as section managers in large corporations.  Grape prices were that 
high.  But they have not risen with the times and it is now very hard to make a good living 
from grapes. Growers have known the math for a while and stopped pressing their kids to 
succeed them in the vineyards.  The number of fields is not kept up.  Some are rented out.  
Wives start getting part- or full-time jobs. And many fields are being abandoned.” (62) 
 

Indeed many growers mentioned this decline in net profits.  Whereas previous 

generations of growers could support an entire extended family with the income from 

grapes, as profits have fallen even the number of part-time growers has declined as they 

seek jobs with higher earning potential.  This decline in growers has naturally also 

resulted in declines in those industries in the viticulture cluster that support them.  As one 

seedling and breeder company president notes:  “Our sales have been dropping for a long 
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time.  There are fewer growers and of course fewer people buying seedlings.  We sell less 

than half of what we did.” 

 In attempts to maintain the industry, organizations like the Yamanashi Agriculture 

Public Corporation (i.e., 山梨県農業振興公社・山梨県就農支援センター, Yamanashi Ken 

Nōgyō Shinkō Kōsha/Yamanashi Ken Shūnō Shien Sentaa) run a website which includes 

information to solicit new growers and assist those looking for farmland http://www.y-

nk.jp/.  While theoretically supportive, the practicality of an outsider moving to 

Yamanashi Prefecture and farming grapes is more difficult than it superficially appears.  

First, while it may be easy to rent slope land, purchasing that land is very difficult.  As 

one respondent noted:   

“Growers often own little bits of land all over the place, and very little of it all that 
suitable for building houses on.  Also they will not sell agricultural land easily.  Their 
ancestors farmed it so want to respect them and keep the land in the family.” (87) 
 
 Renting land is fairly straight forward if both parties are classified as full-time 

growers, and notifying the government is not required (Note:  Indeed many agricultural 

land rental agreements were found to be unreported).  Social links forged over time in the 

countryside, like old high school connections, were seen to play a key role in these 

negotiations.  Other options that are becoming more common are to involve the 

government to ensure no misunderstandings over time (61; 86; 135). 

Finding land however is not the real problem facing a potential new grower.  As 

explained by one grower, it is not simply a matter of possessing a sufficient quantity of 

start-up capital:   

“Starting as a grower would be hard.  Nothing is free.  You need a four-wheel drive truck.  
A speed sprayer.  A land lease.  Rent can be cheap at some of the older houses, but you 
may have to fix it up.  But the real problem is you do not know the areas or the people.”  
(109) 

Indeed, much of growing in the local economy is based on informal networks of 

exchange forged over generations.  Likewise, in addition to costs, if a grower plants a 

new vineyard s/he must have enough capital to care for the vineyard for two to four years 

without harvests.   

Additionally, much of the labor-intensive work (e.g., applying gibberellins) 

requires help to complete the work in the allotted narrow time window.  Stated otherwise, 

you do not really farm grapes alone, but as a family and as a community.  Many growers 
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work as husband and wife teams.  Additionally, unlike other wine producing regions, 

there is little structure in place for the hiring of part-time labor (37; 38).  As one female 

grower noted when discussing the arrival of a newer, single male grower:  “I worry.  You 

need a wife to do this farming.  And what women around here would actually want to do 

any farming.” (101) 

Surprisingly, one additional problem for a new grower would be earning enough 

money from sales.  The most lucrative market for growers is to sell their grapes to private 

customers who are often located in urban environments.  These customers have been 

groomed for a number of generations.  As new growers are not linked to this market, they 

are therefore cut off from the highest income earning opportunities.  In effect, they have 

to sell their harvest for the lower prices offered by JA or the wineries.  With a lack of 

successors, a decline in net profits and the difficult prospect facing potential replacements 

from outside the community, the future of table grape farming in Yamanashi Prefecture 

appears bleak. 

 Finding solutions to the problems facing aged growers have even stimulated some 

unique research agendas.  Perhaps the most interesting in terms of grape growing is that 

of Professor Tooyama Shigeki, a professor of robotics at a Tōkyō University of 

Agriculture and Technology.  Professor Tooyama Shigeki leads a research group who 

invented a power assist robotic suit.  Basically, the elderly grower wears an outfit with 

eight motors that increases the strength of the growers arms and legs by removing the 

burden of constantly lifting your arms to reach the top of the pergola.  Trials were 

conducted in Enzan Town and there are plans to market the suits (Mainichi 2010).  In a 

similar vein, prefectural institutions such as the Yamanashi Fruit Tree Experiment Station 

are also charged with conducting agendas based on the needs of the local citizenry.  As a 

result, research agendas are becoming more centered on producing cultivars and 

designing agricultural practices that make growing easier for the elderly.    

In recent years a number of government sponsored programs and NGO 

organizations have also worked to amalgamate adjacent agricultural fields with identical 

crops to create larger spaces and increase efficiency (Yamanashi Prefecture Not Dated; 

Respondent 89).  The objective is that with the continued decline in grower numbers, 

rather than letting agricultural land go fallow, smaller fields should be combined and then 
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operated by the remaining, able-bodied growers.  The resulting income would then be re-

distributed.  Nonetheless, this has proven difficult in the small fields of the Kōfu Basin 

for a number of reasons including those socio-cultural.  In particular however, the wide 

diversity of crops and variance within crops under cultivation have led to difficulties in 

combining fields.  While there has been some limited success with peaches, no 

respondent had learned of any success in grape vineyards.  However, some growers feel 

that following further declines in grower numbers, future growers will eventually be 

forced to decide on one crop for larger spaces, possibly even switching crops or cultivars 

to harmonize management schemes, just to keep the land in production. 

During fieldwork two “new” growers were interviewed.  Their experiences shed 

interesting light on the current state of viticulture in the region.  The first grower was a 

retired, male, white-collar worker in his sixties from the city.  When visiting the Kōfu 

Basin area with his wife ten years earlier, they “fell in the love with the place and the 

scenery”.  Upon retiring they returned, bought a house and rented land to grow 

winegrapes.  He was soon able to link to a local winery that provided advice and 

seedlings.   Many of his grapes were to be used in custom crushes and the resulting wine 

to be given as gifts for family and friends.  A lover of wine, he chose to plant classical V. 

vinifera as when they arrived the price of Koshu was “dreadful” and there was little 

demand.  Since that time he has noticed many of his neighbors have removed Koshu for 

the higher value table grapes (e.g., Kyohō).   

Overall, they found their reception in the smaller community initially quite 

warming, as their neighbors went to a considerable effort to teach him the local methods 

of how to raise grapes and peaches.  Nonetheless, he soon decided not to follow their 

agricultural advice and started “doing his own thing”.  He felt they pressured him to join 

JA and make deposits.  Interestingly, he also noted that although the government 

technically owns the mountaintops and forests, local families had marked out exclusive 

unwritten rights of usage.  Illness has since forced this new grower to retire.  

Conversations with his neighbor also sadly revealed a different story and much larger 

cultural divide: “His pride is too high, he sprays all wrong and does not ask us.  That is 

why he is sick.” 
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Figure 3.27 shows Mr. Okuda Daisuke, another new but younger grower from 

Osaka in his vineyard of Koshu shortly before harvest.  Mr. Okuda produces only grapes 

for wine, and chose to become a full-time grower as a result of his longer time passion for 

wine.  To learn his new trade, he has taken a very traditional apprentice position with a 

renowned local grower. 

Figure 3.27:  Okuda Daisuke, a New Grower, Riding under a Canopy of Koshu 

 
Source:  A. Kingsbury 2010 

It should be considered that although there have been serious declines in 

viticulture, many areas of the Kōfu Basin are still covered with grapes.  The youngest 

grower interviewed, who was aged in his mid-forties, explained why he continued the 

profession:  “My father and grandfather also did this work.  It is my duty to continue”  

(70). 

Figure 3.28 shows vineyards covering a hillside area near Isawa Town in Fuefuki City. 
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Figure 3.28:  Hillside Vineyards 

 
Source:  A. Kingsbury 2010 

3.5.2. The Japanese Central Union of Agricultural Cooperatives 

 The Japanese Central Union of Agricultural Cooperatives (JA) began in the 

prefecture in 1948 to help facilitate the mass collection of grapes for easier shipping 

(Suzuki et al. 2007, 66).  Most growers continue join their local sub-branch of JA.  In 

Yamanashi Prefecture, ZENNŌ is the overarching structure for the eleven large branches 

of JA.  The three branches of JA Fruits Yamanashi, JA Fuefuki and JA Kōfu are the most 

important to the wine industry.  In particular is JA Fruits Yamanashi that is comprised of 

almost thirty smaller sub-branch offices, and draws from Kasugai Town (of Fuefuki City), 

Kōshū City and Yamanashi City.  JA Fruits Yamanashi is at the core of the table grape 

and wine clusters in the prefecture and has over 8,000 full members and 2,200 semi-

members.  In 2005, the Katsunuma Town sub-branches had roughly two thousand 

members producing 3,210 tons of grapes.  JA Fruits Yamanashi shipped around 70% of 

its table grapes to the Tōkyō/Yokohama region and 30% to Kansai in 2005.  As the total 

amount of grapes shipped was 8,300 tons, approximately 40% was handled by JA 

(Suzuki et al. 2007, 64). 
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 Growers join JA as it is a convenient place to order all the required agricultural 

chemicals at one time and one place, buy fuel and shipping boxes, conduct banking, etc. 

(49; 50; 86; 90).  As mentioned above, it also serves as a potential outlet for many 

growers to ship fruit.  While the larger role of JA in the wine cluster will be discussed in 

much more detail later, at this point it is important to understand that it plays a key role in 

the professional and social lives of most grape growers. 

3.5.3. The Buying, Selling and Taxing of Land   

 Following some perceptions of terroir, grape growing and indeed wine 

production begins not with the grape but with the land itself.  Agricultural farmland in 

Yamanashi Prefecture costs around $30,000 for 1,000 square meters as a standard base 

price (Respondent).  The buying and selling of land zoned agricultural between full time 

growers is a fairly simple affair.  Converting land over to residential or the construction 

of a dwelling however, requires a longer and more costly procedure with the Agricultural 

Land Commission (87; 135; 138).  The buying and selling of agricultural land between 

growers is also extremely rare.  This is linked not only to traditional beliefs in 

maintaining land within the extended family, but also the pure economic reality that few 

people seek to acquire additional land for agricultural pursuits. 

More common then the outright buying and selling of land, but still rare, is land 

rental between full-time growers.  This occurs on both formal and informal levels.  

Informally, fieldwork also uncovered a few grape growers renting land for free on longer 

leases (this was also seen for peaches).  Long-standing social connections with friends 

and/or family friends meant that younger growers looking for increased cultivatable 

acreage would inquire through various social networks.  Payment for land is often either 

trivial sums or social gifts of harvest, wine or other work.  Overall however, informal 

land leases, while bound in social obligations, carry risk of broken relationships, change 

of opinion or price, etc.   

More recently in Yamanashi Prefecture, some municipal governments have begun 

serving as clearing houses and go-between for those growers looking to rent additional 

acreage.  Kōshū City in example lists prices based on crop and location.  For example, 

ten acres of Koshu vineyards on flat land is $290 a year, slope land is $250 and in the 

mountains is listed as $210 in Enzan Town.  Generally speaking the higher the value of 
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crop, the more the rental cost.  The cheapest listed prices are for Delaware, followed by 

Koshu and Bailey A.  Also vegetable land on flats is $150.  Peaches on flat land 

commanded the highest overall price at $540 while Kyohō on flat land at $500 

commanded the most money for grapes.  Rental land is always cheaper in Katsunuma 

Town than in Enzan Town.  Overall, the sanctions and enforcement mechanisms 

provided by the municipality reduces potential friction regarding payments and contracts 

(Kōshū City 2009).  On other hand, as many respondents pointed out, the prices are 

theoretical as a lack of demand for agricultural land has resulted in a tenants market.  

It is also interesting to note the general distaste for abandoned land among 

growers.  For example, I was able to work with one grower who had rented a number of 

abandoned fields in the Kōfu Basin.  Covered in overgrowth, we cleaned and then burned 

the refuse.  Neighboring growers would walk over and express gratitude.  Overall, this 

general distaste for abandoned fields was said to be not only that they harbor pests and 

disease but for aesthetic reasons.  

Tax law also structures how agricultural land is managed.  Determined by total 

size, land zoned for agriculture is taxed considerably lower than most other zoning codes.  

Likewise, in a concerted effort to maintain/promote smaller farms, little to no inheritance 

tax is assessed (Cabinet Office of Japan 2002; Respondent 86).  While agricultural land 

can technically only be used for agriculture, legal loopholes allow the building of sheds 

and other structures under the overhead pergola.   Figure 3.29 shows a storage shed 

located in a vineyard under the vines.  Legally, the land remains taxed at the considerably 

less expensive agricultural rate. 
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Figure 3.29:  Shed under the Pergola of Grapes 

 
Source:  A. Kingsbury 2010 

Likewise, changes in tourist behavior/demand has resulted the bankruptcy of 

many grape tourist inns.  Maintaining an overhead pergola of grapes over the driveway 

ensures the land underneath remains taxed at the cheaper agricultural rate.   This can be 

seen in Figure 3.30. 
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Figure 3.30:  Grapes Growing over the Parking Lot of a Grape Tourist Inn  

 
Source:  A. Kingsbury 2010 

A number of respondents mentioned that in areas zoned for urbanization (e.g., in 

and around Kōfu City), officials are more severe in actually checking structures to 

determine tax status.  Stated otherwise, the more rural, the less hassle. 

One common sight surrounding vineyards in Yamanashi Prefecture are gates at 

the entrance to the vineyard.  As seen in Figure 3.31 of a vineyard near Kōfu City, the 

gates may be rusted and no longer used.  In this case, the actual area under grapes has 

shrunk and the first few meters of the vineyard have been converted over to vegetables 

for home consumption.  Overall, growers said these gates are perceived as the entrance to 

a garden, park or the main wing of a house or shrine (51; 88; 128).   
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Figure 3.31:  Gates to the Vineyard near Kōfu City 

 
Source:  A. Kingsbury 2010 

 Underneath the structure and the canopy one often finds kitchen gardens and 

vegetables grown for home consumption.  When there are not, it is important to consider 

that rather than any particular viticultural practice, growers have chosen not to plant other 

crops as some mentioned “it is annoying” or simply there is insufficient sunlight under 

the dense canopies.  Small agricultural holdings encompassing a few vines interspersed 

with other household staples remains typical.  A small crop of onions being cultivated on 

the edges of a vineyard is a common example and, as space is at a premium, laundry is 

often hung to dry under the pergola as well. 

In their current forms, pergola vineyards are almost impossible to mechanize.  

Intensive field management systems, powered by human labor, remain necessary to trim 

and thin clusters, apply gibberellins to produce seedless grapes and improve berry set in 

cultivars such as Delaware, Kyohō and Pione, pinch shoots and prune.  Cultivation under 

the pergola is normally with hand-powered rotators.     

Japanese mini trucks, with the entire upper cabin removed, are often seen driving 

or parked under the pergola canopies.  These vehicles are particularly useful when 

transferring equipment or removing harvest bins from the vineyards (Figure 3.32). 
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Figure 3.32:  Mini Truck with Upper Cabin Removed 

 
Source:  A. Kingsbury 2010 

Due in part to the high cost of the waste disposal of white goods, brown goods 

and automobiles, illegally dumped, rusted vehicles and a sundry of abandoned appliances 

are also commonly seen under the pergola. 

Growers, especially if linked to or owners of a grape tourist inn, may also produce 

a few potted grapes to be sold with grapes attached at their inns or restaurants for $60 to 

$100 (Figure 3.33).  The cultivar of choice is the larger tetraploid cultivars such as Pione 

or Kyohō.  These grapes will not bear fruit the following year, something rarely 

mentioned to visitors (27; 110; 121). 
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Figure 3.33:  Growing a Potted Grape Plant in the Vineyard 

 
Source:  A. Kingsbury 2010 

On rare occasion, typically if the vineyard is located in Katsunuma Town and if it 

is near the actual winery, it may have a sign expressing that it is contracted to the winery 

for grapes.  Many of these signs are older and faded.  

Finally, while the growers traditionally lived on the flatter lands in the valleys, 

many of the vineyards in the Kōfu Basin where they worked were located high up the 

slopes of mountains.  In some places, gasoline powered railcars were installed to help 

facilitate the carrying of heavy bags fertilizers and equipment to the top of vineyards and 

the bins of harvested grapes down.  There are also numerous stories of children of 

generations past riding these up and down the mountains.  No respondents mentioned 

they missed carrying supplies up and down the mountains on their backs.  As the 

vineyards of higher elevation tend to be the first abandoned, one can find old tracks either 

broken or running through overgrown vineyards the size of small forests.  Figure 3.34 is 

of a functioning railcar being loaded by unnamed growers in the Zenkōji area of Kōfu 

City. 
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Figure 3.34:  Railcar with Growers near Kōfu City 

 
Source:  A. Kingsbury 2010 

3.5.4. Growers:  Social-Economic Notes 

 One of the more interesting observations during fieldwork relates to the 

relationships between growers and winery owners, and by inference the table grape and 

wine industry clusters.  Indeed, one of the major problems long facing the wine industry 

is the breakdown in relations between these two groups.  While there is an obvious 

underlying economic reason for this tension, some level of socio-cultural variance also 

contributes.  Fieldwork required that I worked both professionally and socially with 

various stakeholders in both industries.  While acknowledging individual agency and the 

thorny issues raised by stereotyping, some broader patterns did emerge.  A composite 

growers image would typically be not formally educated beyond high school, were born 

in the 1940s and 50s, smoked (if male), spoke no foreign languages and spoke Japanese 

with a Koshu dialect (and were by association both local and rural).  Personal experiences 

drinking with both male and female growers (typically two to three times a week) in 

Kōfu City and Enzan and Katsunuma Towns of Kōshū City found that growers generally 

did not drink wine, but rather beer, shōchū or Japanese sake.  If wine was drunk, I usually 

brought it.  Often, the older male growers would then mix the wine with shōchū to 
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produce a beverage locally consumed when one wants stronger drinks (i.e., ぶう酎, 

buchū).  Stated otherwise, few growers were found to have had interest in the processing 

of the grapes into wine or consuming the final product.   

When growers were asked about their preference of consuming other alcoholic 

beverages rather than wine, a common response was that they had to drink wine in the 

past when they were poor, but can now afford beer and Japanese sake.  Finally, a 

surprisingly number of other growers (even growers of grapes for wine or winegrapes) 

drank no alcohol at all.  As will be shown later, much of this characterization contradicts 

strongly with the social-economic dynamics of those owning or being employed in local 

wineries. 

3.6. The Wineries   

3.6.1. Wineries:  Social-Economic Notes 

Many smaller- to medium-sized winery owners (or operators) in the prefecture, 

particularly those in the Kōfu Basin, are now in their second generation, over fifty years 

of age and almost exclusively male.  Unlike growers however, these wineries have 

successors in their late thirties and forties who now make influential decisions that are 

affecting the development of the cluster.  The staff of medium- to larger-sized wineries 

are typically found through the online worksite of the government called Hello Work, and 

likewise also tend to be considerably younger than most growers.  Overall, those 

employed at wineries generally originate from outside the prefecture, have graduated 

from university, have been or lived abroad and drink wine, beer or whisky rather than 

shōchū or Japanese sake.  Finally, owners of wineries, top winemakers and those in 

positions of authority are almost exclusively male.  In contrast, outside of small family 

operated wineries, women tend only to be employed at the sampling rooms and in pink-

collar jobs. 

3.6.2. Licenses and Permits   

Each winery in Kōshū City, Yamanashi City and Fuefuki City is required to join 

the Yamanashi Winery Association, an organization of the prefectural tax office charged 

with disseminating tax information (11; 52; 117).  Taxes are assessed at the point of sale 

(approximately 80¢ /liter), and as such are paid by the customer.  Brewing permits and 

their requirements are organized by the National Tax Office and operationalized at the 
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prefecture branch.  Dealing with the tax office and obtaining brewing permits was 

described as a long and annoying process, and consultants who offer procedural advice 

were met during fieldwork.  Many respondents noted that the tax office has been much 

more accommodating since the late 1990s, both in terms of leniency in issuing new 

brewing permits and in lessening restrictions on distribution.  Much of this likely relates 

to the larger deregulation trends in the Japanese alcohol industries. 

In Japan, production of each kind of alcoholic beverage requires a different 

permit.  A document first published in 1940, the Shuzeihō dictates the current brewing 

permit restrictions for wine.  As of the most recent Shuzeihō (2010), wineries are 

required to annually produce 6,000 liters (i.e., around 8,333 bottles) and employ a trained 

winemaker to maintain their license. 

3.6.3. Winery Locations, Sizes and Production   

At the time of fieldwork there were eighty wineries in the prefecture of which 

seventy-one were technically in operation (although some of those seventy one were not 

actually producing).  The majority of wineries were located in Kōshū City (with over 

thirty in Katsunuma Town and six to seven in Enzan Town).  The second largest region 

was neighboring Fuefuki City with seventeen wineries (i.e., around eleven in Ichinomiya 

Town, two in Isawa Town and two in Makioka Town).  Yamanashi City had around 

eleven wineries, Kōfu City had four wineries and the Hokuto City area had three 

wineries.  It is important to consider that the exact number of wineries per specific area is 

extremely difficult to calculate as, for example, many wineries are actually owned by 

other wineries or are formally located in one place but ferment in another. 

Wine production in the prefecture is currently measured by the amount shipped in 

kiloliters.  Since 1970, the production has increased from 8,643 kl to 27,875 kl in 2008, 

but has averaged around 21,000 kl in annual production (Figure 3.35).  It is interesting to 

note the peaks in 1983 to 26,035 kl and 1998 to 40,944.  Also it is important to note that 

this data makes no reference to the origin of the grapes, meaning wines produced from 

raw materials originating from outside of the prefecture are also included in the statistics. 
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Figure 3.35:  Yamanashi Production (kl) between 1970 and 2008 

 
Source:  Yamanashi Wine Center 2009 

Table 3.3 divides the number of wineries by production volume in kiloliters in 

2008.  It is interesting to note that the highest numbers of wineries are producing up to 10 

kiloliters.  On the other extreme, three wineries are producing over two-thirds of the total 

production in the prefecture.  It is also interesting to note that the total production in 2008 

was 30,390 kl.  In contrast, in the same year wineries in California produced around 

2,066,288 kl of wine (Wine Institute 2010). 

Table 3.3:  Division of Prefecture Wineries by Quantity of Production (kl) 
Size (kl) 0 0<~ 

<10 
10≤~ 
<20 

20≤~ 
<50 

50≤~ 
<100 

100≤~ 
<200 

200≤~ 
<500 

500≤~ 
<1,000 

1000≤~ Total 

# of 
Wineries 

9 21 9 15 6 5 5 3 3 76 

Quantity 
(kl) 

0 129 130 467 444 657 1,593 2,549 24,421 30,390 

Source:  Yamanashi Wine Center 2009 
Note:  Three wineries did not take part in this survey and one winery is not a member of 
the group that collected the data, the Yamanashi Prefecture Wine Manufacturers' 
Association. 
 

While Table 3.3 provides one means of categorizing the wineries in Yamanashi 

Prefecture, they can also be divided into four broad categories based on characteristics of 

ownership.  It should be noted that most wineries in the prefecture are, at least in part, 

simply négociants.  While some wineries in all four categories may in/directly own or 
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control land, the vast majority of fermentation from locally grown raw materials occurs 

with purchased grapes, typically subcontracted from the table grape cluster. 

 The first category of winery is the cooperatives and wineries under joint 

management.  These wineries are typically smaller, and employ some version of a 

collective system linked to older delineations of geographic space or catchments from the 

past.  Some of these wineries are not driven by profit, although most have become for-

profit enterprises.  Growers may own stock in the winery. Grape cultivation is typically 

entirely in the hands of the neighborhood growers, who may or may not be involved the 

operation/ownership of the winery.  Grapes fermented still tend to be unmarketable table 

grapes or those given the least priority by growers.  Equipment infrastructure is very 

outdated.  The quality of wine produced is considered very low, sold locally (often back 

to the growers who supplied the grapes).  These wineries typically produce wines from 

Koshu, Delaware and perhaps Muscat Bailey A.  They typically also have no 

infrastructure to accommodate tourists. 

One winery in Kōshū City provides an interesting case as it represents some of the 

struggles resulting from a shifting and more competitive market that face winemakers in 

this category.  The operation began production in the late 1950s, and bought/buys “the 

bad grapes that no one else would buy” from local growers.  Rather than by contract, 

growers are shareholders in the winery.  In the past around thirty growers were 

shareholders, but this number has been in decline as growers are aging and passing away.  

As the winery does not make a profit, the shareholders are unable to collect any 

dividends.  Previous consumers were almost exclusively the local growers, the very same 

that are now drinking less and have no successors.  Likewise, the wines produced are 

unsuitable to modern wine drinkers.  The winery is dirty, with heavily outdated 

equipment and has no ability to accommodate tourists.  As the owner explains: 

“I do not have good tanks.  I have no skills yet.  I am working with very old facilities.  
This is a start from zero.  And there is much to do.  But I have high hopes.  I am 
considering the small steps that are necessary to continue.” (73) 
 

The second category of winery is the private or family managed wineries.  These 

wineries are typically small- to medium-sized, often with long histories of winemaking.  

Some of the wineries have their own vineyards, but typically the majority of locally 
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grown grapes are sourced from a number of growers on contracts throughout the Kōfu 

Basin, possibly also from the Kyōhoku and Kyōsai areas in the Northwest of the 

prefecture.  These wineries also typically still use a percentage of imported wine for 

blending or imported must and juice for fermentation.  They may also purchase grapes 

from grower cooperatives or JA.  Sales are both within the prefecture and in urban 

centers in other regions of Japan.  Many of these wineries are heavily involved in 

promoting the current Koshu consumption boom and the Koshu of Japan project (See 

Chapter Five).  Production consists of mostly Koshu and Muscat Bailey A.  However, 

many of these wineries in/directly own or control vineyards, and have added the more 

classical V. vinifera to their product lines. 

The third category of winery is those with management controlled by other 

capital, often originating outside the prefecture.  Typically, a larger parent company 

became involved in the wine business during the Bubble Economy years.  The wineries 

of many of these other corporations form a comparatively small portion of their overall 

business strategies.  Instead, wineries are often kept for public relations, status and/or as a 

hobby of the corporate owner.  At the very least, the winery is of considerably less 

importance financially than the business operations of the parent company.  Grapes are 

typically purchased from growers throughout the Kōfu Basin.  Grapes are possibly 

sourced from the Northwest of the prefecture and typically also include a percentage of 

wine, must or juice from abroad.  As with the second category of winery, the bulk of 

production is of Koshu and Muscat Bailey A, however various V. vinifera are now in 

most product lines.  Wineries in this category include:  Sasaichi Shuzō Co. Ltd. (Japanese 

sake and shōchū), Chateraise Co. Ltd. (confectionaries) (Note:  Chateraise also acquired 

Snow Brand Belleforet in Kai City in 2003 following a number of scandals that 

negatively influenced the credibility and earnings of the previous owners Snow Brand 

Milk Products Co.), Jun Group Co. Ltd. (clothing), Hombo Shuzō Co. Ltd. (liqueurs) and 

Fujicco Co. Ltd. (food).  

The final category of winery is the larger-sized national and multinational firms.  

The majority of Japanese domestic production is fermented/blended by these companies 

(typically near the port in Yokohama where the imported grape concentrate/bulk 

juice/must arrives).  Nonetheless, the branches of wineries physically located in the 
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prefecture now generally only ferment locally grown grapes.  Grapes are purchased from 

growers, cooperatives and branches of JA across the prefecture.  The spatial organization 

of the distribution networks of this size of winery is the most complex and self-organized 

of all the groups.  While the bulk of production is Koshu and Muscat Bailey A, the 

highest quality wines from classical V. vinifera are said to come from this winery size 

category.  Likewise, two of the three wineries in the prefecture producing wine costing 

more than $100 a bottle are in this category.  Large national and multinational firms 

currently operating in Yamanashi Prefecture with the highest percentages of total market 

share include Suntory Holdings Ltd. (Suntory Tomi no Oka Winery in Kai City), Kirin 

Holdings Company Ltd, (Chateau Mercian Katsunuma Winery in Kōshū City), Asahi 

Breweries Ltd. (Sainte Neige Winery in Yamanashi City) and Kikkoman Corporation 

(Manns Wine in Kōshū City).   

3.6.4. Company and Brand Names   

One interesting phenomenon in regards to most wineries in the prefecture is that 

they have both a company name and a totally distinct brand name.  The company name 

often originated in the Meiji Era, is normally in Japanese and sounds industrial as it 

typically includes the Japanese characters for manufacturing.  In the 1950s and 60s 

however, many companies starting adding often Western sounding brand names (e.g., 

Château).  These new names were added to give new feelings and impressions to 

consumers, improve image, and sometimes continue the push towards things “Western” 

and “modern” (18; 37; 38; 45; 48).  According to Yamamoto (2003, 129), consumers 

now are also more familiar with the brand names of wineries rather than company names.  

As will be discussed in Chapter Five, it is not only the company brand names that often 

seek to link Yamanashi wine with images of “modernity” and “Western-ness”, but also 

the designs and languages used in their wine labels.   

3.6.5. The Agricultural Land Law:  Land from the Perspective of Wineries 

Most wineries in the prefecture are, at least in part, négociants.  The most 

commonly held explanation for this is the Agricultural Land Law of 1952.  The intent of 

this postwar land reform was to secure a class of owner-farmers as the basis for economic 

recovery and forbid corporate control of farmland (McDonald 1997; Seino 2010).  From 

the perspective of late 20th century wineries, the law still technically prevented them from 
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renting or purchasing farmland, so at least in theory denied them direct control over the 

viticultural side of production.  In many ways this relegated the potential for quality of 

locally produced wine to the disinterested domestic viticulture industry, at least in theory.  

In fact, this was found to be only partially the case, and wineries were able to bypass the 

Agricultural Land Laws in a number of ways. 

When reconsidering the history of local production, it is important to remember 

that many contemporary smaller-to medium-sized wineries began as collective wineries.  

Although these collective wineries moved to profit seeking enterprises over time, often 

with formalized hierarchies of management, they remained in many ways family 

businesses.  That is, as those wineries began as a collective of growers, the direct 

relatives of the owners were typically also growers with agricultural land.  Stated 

otherwise, many of the winery owners in the prefecture still own or have direct access to 

farmland. 

Another means of circumventing the Agricultural Land Laws was simply for the 

owner or some family member of the owner to buy/rent agricultural land as an individual.  

The harvest would then be sold to the winery on private contract.  As one owner 

explained: 

“The agricultural land laws made no difference to us at all.  We have a family owned 
vineyard.  The winery is a separate business.  The winery purchases the grapes from my 
father, but I am the one working in the vineyard.” (14) 
 
 As the wineries increase in size a number of more complicated ways to 

circumvent the Agricultural Land Law have resulted, as seen in the following section. 

3.6.6. The Agricultural Land Law:  The Case of Sadoya Winery and Vineyards  

 Founded in 1917, Sadoya Winery is a short walk from Kōfu train station.  In 

nearby Zenkōji, five hectares of V. vinifera are grown in shelf style at the Sadoya Nōjō 

(i.e., Sadoya Vineyards).  Two brothers founded the winery and vineyards, with the eldest 

starting the winery and the second son the vineyards.  At its beginning, eighty varieties of 

grapes were imported from France and planted on a slanting piece of land cleaned of its 

previous mulberry and forest cover by hand.  The present-day stonewalls and terraces 

were also created by hand.  After much trail and error with different cultivars, Cabernet 

Sauvignon and Semillon were settled on for the vineyards.  As described by its owner,  



 

 

170 

     

“In the beginning we followed the planting density of France, which proved too much.  
The vines were very long.  Eventually we cut out a number of vines and slowly learned to 
prune to Japanese viticulture.”   
 

Throughout the Second World War, like most wineries, they also collected 

tartaric acid for the Imperial Navy.  In the heavy bombings around Kōfu City in 1945, 

they lost around 500,000 liters of wine when bombs hit the vineyards, winery and storage 

facilities.  However, by the 1950s, many considered wines from Sadoya to be of the 

highest quality in the prefecture (Yokotsuka 1955, 22).  Sadoya Nōjō provided the 

grapes.   

As production at the winery increased, Sadoya Nōjō was no longer able to supply 

the quantity of grapes necessary to meet the demand.  However, at present the 30% they 

continue to provide forms the core of the wineries higher-end wines ($15 – $300/bottle).  

The remainder of the locally grown grapes fermented is sourced from all over the 

prefecture from other contract growers.  Both the winery owner and vineyard owner refer 

to their long-standing agreement as “A co-existence of co-prosperity.” 

Figure 3.36 shows the vineyards of Sadoya Nōjō.  The long continuous patch of 

green between the forest above and residential development below form the core area of 

production.  The indention of forest on the right is a result of past lumbering operations.  

Just below it is an area of patchwork or vineyards in production and those abandoned.  

The Big Snow of 1998 (See 2.1.18.) caused the collapse of the pergola structures and a 

number of growers did not replant.  Figure 3.37 is of the main grower for Sadoya Nōjō, 

Imai Yoshinosuke, working in the vineyards.  Figure 3.38 shows a bottle of wine 

resulting from this collaboration, a 2004 Semillon, labeled with the vineyard location of 

Zenkōji printed on the top.   
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Figure 3.36:  The Vineyards of Sadoya Nōjō 

 
Source:  A. Kingsbury 2010 

Figure 3.37:  Imai Yoshinosuke Working in the Vineyards 

 
Source:  A. Kingsbury 2010 
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Figure 3.38: Sadoya Wine from Zenkōji 

 
Source:  A. Kingsbury 2010 

3.6.7. The Agricultural Land Law:  Other Loopholes  

 While Sadoya has managed this bilateral family agreement, other companies 

managed to purchase land before the Second World War.  Suntory, for example, has 

owned large areas of land in Kai City in an area called Tomi no Oka since 1936.  The 

company originally purchased this land as a boom in the sales of Akadama Port Wine 

necessitated additional raw materials.  As they had no tenant farmers, following the war 

there was never a strong impetus to re-divide the land.  It was described by Suntory 

respondents as a “hole in the law” and a “location that the national government just ‘kind 

of forgot’.” 

 Still other companies have actually been permitted to purchase land after the 

passing of the Agricultural Land Law.  Mercian, for example, purchased land in the 

1980s.  As one Mercian respondent noted: 

“The agricultural land law was designed to prevent big purchases and monopolistic 
control over a lot of land in one place.  But when a producer group broke apart, there 
was fear that the vineyards would become abandoned.  As the area was not really big, it 
was felt it would not be a major negative influence on local growers.”   
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The reason most wineries are négociants is not completely a result of the 

Agricultural Land Law.  It is, for most, a result of choices based in economics and 

practicality.  The majority of the wine cluster has only recently undertaken the goal of 

producing wines of an internationally defined, premium quality standard.  Likewise, 

many wineries were able to acquire vineyards, or assert in/direct control over grower 

practices, but those vineyards would also likely be small, fragmented and scattered, 

possibly unable to supply enough grapes for larger crushes.  Smaller wineries for 

example, often also do not have sufficient staff or time to work additional vineyards.  

Likewise, for many medium- and larger-sized wineries it was simply cheaper and more 

efficient to purchase inexpensive grapes from growers and/or bulk juice/grape 

concentrate off the world markets.  Indeed, few wineries were actually interested in 

buying vineyards.  Finally, before the more lengthy discussion of the various 

deregulations in the Agricultural Land Law that have affected the grape and wine clusters 

over the next three sections, it is important to consider that since the last decade changes 

to this legislation have occurred at a tremendous pace.  As a result, almost every category 

of respondent, from government officials to growers to wineries had different opinions as 

to what was legal and the current status quo.  Likewise, many mentioned, on or off the 

record, exceptions made specifically for their company, or changes that happened in one 

location due to some connection or decision of a local government that may not have 

occurred or be permitted to occur elsewhere.     

3.6.8. Deregulation:  Agricultural Corporations  

Seeking to stem decline in their rural communities, several prefectures including 

Yamanashi effectively lobbied the national government to grant exemption zones to the 

Agricultural Land Law in 2003.  In December 2002, the Special Zones for Structural 

Reform Law was enacted which allowed the circumvention of some regulations in order 

to exploit certain advantages particular areas or zones may possess (Cabinet Office of 

Japan 2002; Seino 2010).  In effect, these changes initiated grower led “agricultural 

corporations” (i.e., 農業法人, nōgyōhōjin), which had strict eligibility criteria that initially 

prevented most firms from participating (Ogihara 2001, 90; Gaston 2005; 2007.)  Over 

time these restrictions too have relaxed (Futakuchi 2009; Respondents 38; 61; 118; 122).  
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In effect, the changes lowered the requirements for establishing “agricultural 

corporations.”  As respondent explained:   

“The agricultural corporations raise the grapes.  The limited company is the winery.  
Then the senior viticultural director of the winery will be the chairman for the 
agricultural corporation.  Hence the winery actually has control of the land.”  (132) 
 
Incidentally, some growers are also using this legislation to vastly increase their scale in 

fields. 

 In most cases the wineries are indirectly renting the vineyards through these 

agricultural corporations.  Incidentally, this rental is typically not a direct relationship 

between renter and winery.  Rather, some level of government, typically the prefecture, 

serves as a clearing-house and mediator.  The winery pays the government, who then 

passes the money on to the landowner.  The winery may or may not know the owner.  

One owner described this process, officially named the Farmland Lease System, and 

some of its drawbacks:  

“You don't really rent from the grower.  Rather you rent from the city on behalf of the 
grower.  This ensures there are no problems for either party. It also allows government 
to ensure the field is being used in accordance with the new laws and actually producing 
agricultural crops and not something else like shoes at a factory. Twenty years ago the 
agricultural land laws were so strict that we could not even have our own vineyards.  
Things are really changing.  But a big problem remains.  The fields are small and there 
are a great number of owners who have to be negotiated with separately.  So we can now 
rent some land, but it is scattered all over the place.” (61) 
 
 In effect, these new changes to the Land Law are not changing production 

practices of most small- and medium-sized wineries.  They have always been able to 

acquire vineyards through one loophole or another.  Rather, the changes are affecting 

some medium-sized and larger wineries.  While many already have control of some 

vineyards, the drive to produce wines from locally grown grapes means they are starting 

to acquire more.  While these new acquisitions are also occurring in the Kōfu Basin, the 

vast majority of changes are occurring in larger fields of the cooler and higher elevations 

of Western part of the prefecture and across the border into Nagano.  It is also noteworthy 

at this point to add that these larger wineries still purchase the vast majority of grapes 

grown by the table grape cluster in the prefecture. 
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3.6.9.  Deregulation:  Wine Industry Promotion Zones  

Since the Koizumi administration a number of other changes and exceptions have 

affected the Agriculture Land Law.  One of these was the Wine Industry Promotion 

Zones (i.e., ワイン振興特区, Wain Shinkō Tokku) that lasted between 2003 and 2007.  

This legislation aimed to stimulate local rural economies by creating special zones in the 

prefecture where wineries would be allowed to lease idle farmland, thus bringing together 

grape cultivation and wine production together and creating opportunity to build wine 

tourism. 

Under this exemption, wineries were allowed to rent up to 0.5 ha of land.  The 

Kōfu Basin was not included.  In actuality only two medium- to larger-sized companies 

were really interested and/or able to take advantage of the legislation.  One was the 

Japanese sake and shōchū producer Sasaichi Shuzō Co. Ltd. in Ōtsuki City.  With 

company links in and encouragement from government (i.e., the younger brother of the 

company’s previous boss was the prefectural governor) the company rented 0.5 hectare 

of fields in Toyotomi Village of Chūō City.  The company knew the village hierarchy as 

they had been purchasing corn for shōchū production in the area for a number of years.  

The village applied to the prefectural government who then passed the application to the 

national level.  The application was accepted and V. vinifera was planted with the 

assistance of subsidies.  At the time of fieldwork the company was in its third year of 

wine production from these vineyards, producing around 1,200 bottles.  Wine now 

accounts for 15% of its total sales. 

The legislative impetus to continue the wine industry promotion zones ended for a 

number of reasons.  First, JA began pressuring the prefectural government on behalf of its 

grower members.  While communities without grower successors were said to support 

the legislation, others feared a reduction in sales.  Likewise, the Great Heisei Mergers 

(See Appendix A) also affected the success of the program.  Following the mergers, the 

new cities were spatially bigger and included larger populations of non-growing 

constituents with little interest in supporting the zones.  Larger grape growing 

communities such as those in the Kōfu Basin were never able to utilize the legislation.  

Finally, when changes in political structure resulted in the election of the Democratic 

Party (i.e., 民主党, minshutō) to the Japanese House of Representatives in 2009, the new 
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leadership did not support it.   

Wineries did not take full advantage of this legislation for a number of reasons.  

First, most wineries in the prefecture are smaller- and medium-sized family run 

companies.  These same winery owners are also generally in/directly grower families.  

Rather than dealing with government bureaucracy, if these companies wished to add 

vineyards they could simply rent them from another grower.  Additionally, taking on the 

added financial burden of additional geographically distant vineyards was too much 

responsibility.   

A second reason for their lack of interest was the procedure was said to be 

uncomfortable for both growers and wineries.  As one respondent explained:   

“It was really hard to get.  The prefecture should have talked to the wineries to make it 
easier to use.  The idea was good but it was hard to use.  When wineries and growers met 
regarding land, the conversations were too severe and everyone was always on edge.  
Growers were also worried that this would take away their jobs.  Overall it was not 
successful.   From the wineries it was a good idea, but they did not use it.  The whole 
thing was just too difficult.” (11) 
 
3.6.10. Special Zones for Structural Reform 

Another phase in deregulation begun in 2003 was the Special Zone for Structural 

Reform (i.e., 構造改革特別区域法, Kōzō Kaikaku Tokubetsu Kuiki Hō).  This legislation 

was designed to reduce the limitations of brewing permits for locally produced alcohol.  

This included not only wine but alcohol production from other fruits such as Japanese 

apricot and Satsuma oranges.  In terms of wine production in Yamanashi Prefecture, it 

eased restrictions on the amount of wine a winery is required to produce from 6 kl to 2 kl 

inside these special zones (National Chamber of Agriculture 2008; National Tax Agency 

2008).  Locations outside the Kōfu Basin, such as Hokuto City and Nirasaki City were 

included in zones.  As with the other economic zones, only a few wineries took 

advantage. 

With all the legal changes that are occurring one winery owner summed up what 

many other respondents also noted about the status quo of the Agricultural Land Law:  “I 

would even argue that all over Yamanashi Prefecture if a winery went to government and 

said they want to farm grapes on a field not in use that a special exception would be 

granted.”  (52) 
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3.6.11. Equipment and Fermentation Infrastructure 

 Considerable problems with the size, quality and/or sanitation of equipment face 

most wineries across Yamanashi Prefecture.  The problems affecting wineries are linked 

to their past and present scales of production.  Stated simply, for many wineries a large-

scale equipment infrastructure overhaul is long overdue. 

 Many wineries mentioned the problem of tank size.  During the 1970s some 

wineries fermented large amounts of wine from imported must or juice.   This economy 

of scale winemaking required high volume tanks to maximize profits (26; 41).  As these 

same wineries have begun shifting to more production from locally grown grapes to meet 

changing market dynamics, it has become exceedingly difficult to fill the tanks.  In short, 

fermentation requires a small amount of tank headspace, but lower fill-levels leads to 

potential issues with oxidation in the wine (i.e., particularly with the aging of wines in the 

oversized tanks).  Likewise, natural yeasts occurring on the grape skins may affect the 

fermentation process.  Often controlled in other countries with sulfur dioxide (something 

many Japanese consumers wish to avoid), but a larger surface area in the tank also creates 

a larger volume of waste (i.e., dead yeast and yeast wastes).  Some wineries add dry ice 

to the tanks nightly to prevent this, but getting enough grapes to fill the large tanks 

remains a problem (something exacerbated by the contemporary shortage of grapes). 

 Another problem facing many of the smaller wineries, particularly those of 

collective origin, are the quality of their tanks used in fermentation.  Many of these 

wineries continue to use the enamel or glass-lined iron tanks bought second hand from 

Japanese sake makers.  First, these tanks offer only marginal options for temperature 

control.  The tanks have no built in temperature control system (they can however be 

insulated, an external temperature jacket may be added or cooling plates added into the 

must).  Secondly, these tanks are closed with a plastic sheet held in place by a large 

rubber band.  The resulting seal is weak, and can lead to real problems with oxidation.  

Third, the inside of these tanks are made of iron and are easily scratched (especially with 

tools used to punch down the cap).  Special attention is required to avoid damaging the 

equipment and wine, contributing to the time and costs required during fermentation.  

Finally, these tanks have no side door for the removal of the cap.  As such, employees are 

lowered into the tanks with buckets for this purpose, leading to potential additional 
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sources of contamination and extra labor requirements due to the outdated equipment. 

Additionally, there is a problem of little available capital to invest for upgrades 

and/or a lack of understanding of the problems (4; 62; 127).  As there are few producers 

of stainless steel tanks for winemaking in Japan, purchasing a new tank typically requires 

importing one from abroad at prices easily exceeding $18,000 (61; 62).  As one owner 

noted:   

“We cannot change.  We have no money.   I would love to change the tanks, but it is 
impossible.  We have very dirty and old tanks.  It is impossible to keep them airtight.  I 
am trying to make small changes one step at a time.”  (41) 
 
 Perhaps the largest problem facing wineries across most of the size spectrum is 

sanitation.  As one respondent (18) lamented: “It is just awful.  The wineries are truly 

filthy, and there is no place that teaches about sanitation.”  Another (127) added:  “The 

sanitation is pretty bad.  Some younger folks are learning but their parents did not 

bother.”  A real issue concerns the cleaning of tanks.  Many wineries overseas wash with 

an alkaline-based detergent mixed with hot water.  The tank is then rinsed with hot water 

and then sulfur dioxide and citric acid (Note:  This is more common in California than in 

many parts of Europe).  In Yamanashi Prefecture however, some local wineries are 

rinsing with citric acid and then tap water (or even less sanitary, just tap water and no 

citric acid) leading to microbial problems.  Incidentally, these microbial problems are 

further exacerbated due to the heat and humidity of the local climate.   

Sometimes the problem is simply a result of a lack of knowledge in winemaking.  

Many respondents noted that many wineries had little understanding of how to prevent 

oxidation.  While the Wine Center introduced sulfur dioxide to help protect the wines 

from oxidization, its correct application in terms of dosage and timing never really spread 

in industry.  Grapes waiting for crush in cold storage on palletized stacks are also 

unlikely to be treated with SO2.  The guide to wine production published by Yamanashi 

Prefectural Industrial Technology Center (2001), is also said to include incorrect 

information on SO2 use.  Problems with oxidation are made worse as the industry’s 

primary grape for fermentation is Koshu, which being white is more prone to oxidize 

quickly. 

One respondent summed up the status quo for large portions of the industry:   
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“In terms of the winemaking level, when compared with other wine countries we are 
about twenty years behind depending on where in Japan and the winery level.  It is funny 
how much diversity there is also.  If someone learned wine making in Bordeaux twenty 
years ago, they are still using those methods, even if Bordeaux no longer uses them.”  
(92) 

Data analysis of wines is often conducted at the Yamanashi Prefectural Industrial 

Technology Center.  Such testing includes sulfurous acid, percentage alcohol and 

malolactic testing.  Samples brought to the center can be tested free or inexpensively (4; 

5).  Many laboratories at small- and medium-sized wineries are very outdated or non-

existent. 

Figure 3.39 shows a not untypical picture of the tanks used for fermentation.  

Notice the plastic sheets (held with large rubber bands) used to cover the tanks. While 

categories one and two of wineries listed above often have little capital for upgrades, 

larger wineries and the multinationals typically now have a higher portion of more 

modern and clean tanks.  However, there are wineries with tanks nearing this level of 

disrepair that are currently seeking to export to markets in the European Union and North 

America. 

Figure 3.39:  Outdated Fermentation Infrastructure 

 
Source:  A. Kingsbury 2010 
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3.6.12. The Economics of Winemaking  

Wine comprises roughly 2.5% of total alcohol consumption in Japan.   This figure 

has risen from 0.6% in the late 1970s to peak at 3.6% in 1998 during the red wine booms 

(Japan Wineries Association Statistics 2010).  Figure 3.40 shows total domestic 

production versus imported wines with the percentage of imported wine listed above each 

bar.  In 2008 for example, 66% of wine in Japan was imported.  There is a very important 

caveat, as these figures can be slightly misleading.  As wine produced domestically from 

imported juices, grape concentrate, must, or mixed bulk wine is classified as domestic 

production, the percentage of wines produced from domestically-grown grapes is 

significantly smaller.  It is also interesting to note the trend beginning in the late 1970s, 

with domestic industry still controlling the majority of production.  Through the 1980s 

and 90s, imports began to command the highest market shares.   

Figure 3.40:  Total Domestic Production versus Imports 

 
Source:  Japan Wineries Association 2010 

Figure 3.41 divides wines traded in Japan into those imported, those produced in 

other prefectures and those produced in Yamanashi Prefecture.  As with the previous 

chart, the data makes no claim as to the origin of the grapes, rather where fermentation 
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occurred.  It is interesting to note that wine fermented in Yamanashi Prefecture to the 

total amount of wine trade has dropped from 36% in 1981 to 11% in 2007. 

Figure 3.41:  Wines Traded in Japan 

 
Source: National Tax Agency Annual Statistics 2009 

 As a result of these shifts many wineries in the prefecture are having trouble 

financially, and some smaller wineries have gone bankrupt in more recent years.  

Respondents often linked this decline to the economic downturn, the aging of their client 

base, the increased diversity of alcoholic beverages available to consumers and declines 

in the overall quantity of alcohol being consumed. As one winery owner in Katsunuma 

Town explained: 

“Our customers are getting older.  Some have died.  Younger people do not drink our 
wines.  On top of that the drinking and driving laws have gotten more severe.  And the 
chances for people to drink have declined.  In the 1980s locals in Katsunuma used to buy 
six dozen cases of 1.8 liter bottles and load it into the back of their trucks.  They would 
drink every night an evening drink.  It used to surprise the folks visiting from the city.” 
(49)  
 
One smaller winery in Fuefuki City added another layer of complexity:  

“Most wineries in Fuefuki City have not made a profit in a long time.  But see, we grow 
our own grapes, so the profits at the winery are less important.  Bigger places with big 
numbers of staff are having more trouble, but many keep going as it gives their parent 
company status.” (58) 
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Another winery owner added that they make a profit as they raise all their own 

grapes and have no costs attributed with their purchase.  Finally, as one respondent noted, 

the prevailing mood is of required changes:  “The wineries that are challenging 

themselves to produce higher quality wines from good grapes will thrive in the future.  

Those that are not will probably go out of business.” (23) 

3.6.13. A Few Wineries in Sketches  

The following are small sketches of some of the more unique types of wineries in the 

prefecture.  Overall these sections illustrate that the industry is quite diverse structurally 

and includes a range of firm types. 

3.6.13.1. Hishiyama Chūō Brewing Company  

Very few remaining collective-based wineries remain in Yamanashi Prefecture.  

One of these is Hishiyama Chūō Brewing Company, located directly across from Budō 

no Oka in Katsunuma Town.  As it operates presently, sixty farm families bring the 

amount of grapes they want to drink later in wine to the winery in October.  Grapes are 

only accepted from the local area, as notions of “locality” and “maintaining the long 

tradition of drinking budōshu for table grape growers” are of vital importance.  This 

production is said not to be about making wine but rather budōshu for the social and 

community driven drinking of growers.  No new members are being admitted as there is 

limited tank space.  The grapes of all the growers are crushed together.  The fee is 5% of 

the grapes, which the cooperative uses to sell as wine to cover any costs (e.g., the small 

label affixed to bottles).  There is also some budōshu saved for collective social events 

such as festivals, celebrations, funerals or any other gathering of people.  The grapes are 

crushed in old presses by volunteers from the local community and further away (who are 

gathered via internet social networking sites).  The winemaker (i.e., “custodian”) says 

that past makers (including himself) had little skills in winemaking.  The budōshu is 

fermented in old Japanese sake and beer tanks.  In March, the growers bring bottles for 

the distribution of the budōshu.  According to respondents, there used to be other similar 

places but the time required for inspection, quality control and dealing with the tax office 

was prohibitive.  Interestingly, the winery does not really advertise.  Although located at 

the base of Budō no Oka, on a major tourist route, most visitors have no idea the place 
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exists and drive right by (Respondent from Hishiyama Chūō Brewing Company).  The 

winery normally produces Koshu in 1.8 liter bottles.  The winery has no intention of 

becoming a business and seeks to continue the tradition of making budōshu for growers 

rather than operating at a profit.  Figure 3.42 shows volunteers at the crush at Hishiyama 

Chūō Brewing Company.  

Figure 3.42: The Crush at Hishiyama Chūō Brewing Company in Katsunuma Town 

 
Source:  A. Kingsbury 2010 

3.6.13.2.  Yamanashi Hakko  

Located off National Road 140 in Yamanashi City, Yamanashi Hakko (Brand 

name Tekisen Wine) started in 1960 and is unique in its relationship to the local branch 

of JA, which have their offices next door.  The foundation of the winery links to demands 

from grower members of the local JA wanted to make wine from their grapes, 

particularly as they had large amounts.  JA obliged, and remains the leading stockholder.  

The staff of JA manages both the winery and its accounting.  Grapes are entirely from the 
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local JA catchment area as it was designed as a project for local growers.  Initially the 

winery began simply as a grapes-for-wine exchange.  However, economic pressures have 

resulted in adding a handling charge from the mid-2000s.  Wine is priced for the business 

to remain minimally profitable.  The winery does no marketing or advertising and its 

customers are over 95% shareholders in the winery.  The winery ferments Delaware, 

Koshu and Muscat Bailey A.  There is one winemaker who has had no formal training 

outside of what he learned from his father.  

Currently, the number of growers who contribute grapes continues to fall 

drastically (it is now seventy people who bring roughly twenty three tons of grapes).   

Typically these growers are older (i.e., most are over sixty-five years old) and have been 

providing grapes to the winery for years.  Wine is produced to match the tastes and 

preferences of “the long time ago drinkers…the old folks.”  Wine is “made for the older 

generations, who prefer the 1.8 liters bottles for their evening drink.”  There are no new 

growers providing grapes and a real possibility exists that there will be no grapes in ten to 

fifteen years, and likewise no customers.  With the arrival of Pione and Kyohō the 

amounts of Koshu and Delaware available for fermentation have also declined.  As the 

customers are getting older and are also drinking less, and the winery employs no sales 

staff nor has any real means to sell to non-shareholders, there is genuine fear that it 

cannot continue to operate.  Likewise, there is also no real storefront and its fermentation 

equipment is obsolete.  As shareholders are getting older and passing away “at some 

point soon this will all stop.”  Yamanashi Hakko represents one of the more unique faces 

of wine production in the prefecture.  The winemaker nostalgically relays stories of 

fifteen years ago when shareholders with cars would come in winter and fill the truck 

with over twelve big bottles.  Figure 3.43 shows the “storefront” at the time of fieldwork, 

basically a sliding glass door.  Notice that the wines displayed on the top level of the case 

facing the street are standard-sized wine bottles, while the second row is the traditional 

1.8-liter size.  The fermentation tanks are just inside the door.  The local JA offices are 

across the road. 
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Figure 3.43:  The Front of Yamanashi Hakko in Yamanashi City 

 
Source:  A. Kingsbury 2010 

3.6.13.3. Tōmu Winery   

An interesting new winery/project opened in the mid-2000s is Tōmu Winery.  

Retired white-collar workers of the baby boomer generation looking to give back to their 

fathers’ generation, they have recently leased larger tracks of abandoned farmland on 

Toriibira (i.e., Toriibira is arguably the most famous set of geographically defined 

vineyards in Yamanashi wine, and is discussed in Chapter Five).  Uninterested in profit, 

they have little to no vini- viticultural experiences.  They have started this project for 

their health and hope to learn from others.  “People have passed the baton to others 

before, now it is our turn to pass the baton. We thought this (Toriibira and Katsunuma 

Town) is a famous place.  We can learn here.  And keep farming until we pass away”.  

Labor is in part done by a number of volunteers from Tōkyō who arrive for weekend 

work parties.  Most of the grapes are now grown on Toriibira land rented from Daizen 

Temple on a five-year contract for 10% of the harvest. 

3.6.13.4. Daizen Temple Wines 

Daizen Temple (For its location see Figure 1.4) has had a long and historical role 

in the production of grapes in Yamanashi Prefecture.  The temple is located next to 
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Toriibira in Katsunuma Town (and owns vineyards on Toriibira now rented to a local 

winery).  There are also vineyards on the property.  Daizen Temple was created by a 

monk named Gyōki (the same man who is said to have brought the Koshu grape to the 

region), and grape farming is said to have spread from this beginning (Daizen Temple 

Respondent).  Starting in 1952, a company was also created by the head monk of the 

temple.  The current monk, Mr. Inoue Tesshu (Figure 3.44), is the fourth president and 

was a full-time grape grower before assuming this current position.  The company is a 

non-profit organization started as for a way for local area growers to exchange their own 

grapes for the resulting wine.  It does no marketing and makes no real attempt to sell 

wines.  Around thirty farm families currently supply grapes to make around 4,700 liters 

in second-hand tanks.  Most production is of Koshu (in 1.8 liter bottles) and a small 

amount of Muscat Bailey A has been fermented recently.  If supply is available, 

overnight guests at the temple may be offered a glass, but the majority of production is 

distributed to those who contributed grapes for fermentation.  The actual winery moved 

from the other side of the street to its current location behind the temple when Highway 

20 was widened.   

Figure 3.44:  Inoue Tesshu with His Wine at Daizen Temple in Katsunuma Town 

 
Source:  A. Kingsbury 2010 
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3.7. Climate Change   

 Climate change is now believed to be greatly affecting both the grape and wine 

clusters in Yamanashi Prefecture.  Temperature, particularly as it relates to day-night 

fluctuations, has a direct influence on the growing of grapes.  In particular, anthocyanin 

synthesis (i.e., pigment formation) of red and black grapes is adversely affected in very 

hot regions.  Studies have found that optimal anthocyanin synthesis typically occurs with 

a cool day temperature (approximately 15˚C) during ripening.  Day temperatures of over 

35˚C reduce or inhibit their formation.  High temperatures affect not only the color, but 

also in the case of grapes made into wine the mouth-feel and phenol development.  

Classical V. vinifera are particularly sensitive to temperature (Kliewer and Torres 1972, 

71; Winkler et al. 1974, 143).  The effect of temperature is important not only when 

grapes are ripening however, with higher temperatures leading to other problems as well 

(e.g., increased fungal pathogens in the case of precipitation and heat) (For a more 

detailed look at the effects of climate change on viticulture see Anderson et al. 2008).   

Figure 3.45 shows the average temperature, the average maximum temperature 

and average medium temperature between 1894 and 2010 in Kōfu City.  It is important to 

consider that such data only reflects changes in the average annual temperatures, and 

does not permit analysis of, in example, seasonal variation.  Nonetheless, the overall 

trends show marked increases in all three categories.  The temperature of the center of 

grape growing and wine production in Japan is increasing. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

188 

     

Figure 3.45:  Average Max, Min and Medium Temperature between 1894-2010 for Kōfu 
City 
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Source:  The Japan Meteorological Agency (www.jma.go.jp).  Additional help was    
received from the kind staff at the Kōfu Local Meteorological Observatory in Kōfu City. 

 
In Yamanashi Prefecture, there are real concerns within numerous agricultural 

industries about climate change (Tanazawa 2003).  In terms of table grapes, respondents 

mentioned lower levels of anthocyanin synthesis and reduced harvest sizes.  

“The colors on Pione are also no longer coming.  They taste fine and get to 22 °Bx but JA 
only gives you half the price.”  (86) 
 
“Climate change is really a problem, both with the red colors and with grapes actually 
ripening.  I have to harvest when the grapes are not ripe.”  (34) 
 
“Not in the greenhouses but on land many growers feel that the harvest sizes are 
shrinking over time.  It is different than lack of soil nutrients or fertilizer.  Also the hot 
afternoons and cool evening relationships of the past have altered.  It stays too hot at 
night.” (76) 
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In terms of grapes for wine and winegrapes, respondents mentioned problems such as a 

reduction in anthocyanin synthesis and the increasingly difficult challenge of achieving 

higher degrees of brix. 

“The biggest problem with Cabernet Sauvignon or Merlot is the color does not appear in 
Yamanashi Prefecture.  It never gets that dark rich color.”  (89) 
 
“The grapes are not ripe.  For example, getting yearly Cabernet Sauvignon with good 
color and 23 °Bx is a problem.”  (40) 
 
“The acidity drops (i.e., related to the flavor and nose of a wine) and red colors don't 
come.”  (56) 
 
“Absolutely, with red wine varieties the color is no longer coming.  It used to come but 
now the color is just not right.  This is why the larger companies are going to Nagano.” 
(133) 
 
Many wineries have also started making adjustments for the change in climate, in 

particular by blending juices from grapes less affected by temperature to improve color.   

“I am working with red blends to deal with the deficiencies in Japanese climate.  I blend 
Muscat Bailey A with Cabernet Sauvignon.” (43)  
 
“Muscat Bailey A is ok and Kai Noir still gets to a super color.  It really depends on the 
variety.  My Cabernet Sauvignon does not get the right color so I blend it with Kai Noir.” 
(49) 
 
“It could be climate change or just a heat island caused by recent increases in traffic etc.  
It does not get cooler at night or snow in the winter anymore, so the grapes cannot 
hibernate.  In summer the sugar content cannot increase as it does not get cool at night.  
That is also the reason that the phenols (i.e., aromatic compounds) don't improve.  The 
color of reds also does not come and this is why many wineries are doing more blends.”   
(113) 
 
The industry also tries to compensate for this lack of degrees brix with heavy 

chaptalization. 

The issue of climate change is also thought to affect different areas of the 

prefecture differently.  The low-lying Kōfu Basin and particularly the areas around Kōfu 

City are said to be the most affected.  Growers and wineries both noted that in the colder 

parts of the prefecture, particularly those areas near the Nagano Prefecture border (e.g., 

Hokuto City), red grapes are of an obviously better quality.  How these temperature 
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changes are impacting future spatial patterns of viticulture, in particular the shift of 

viticultural production for the wine industry to the Western part of Yamanashi, Nagano 

Prefecture and elsewhere in Japan are explored in Chapter Four.   

Finally, it is interesting to note the rise in temperature has also affected viniculture, 

particularly in wineries unable to modernize outdated equipment.  As this respondent 

explained: 

“Climate change is not just about the grapes.  It is hotter and many wineries do not have 
adequate temperature controls on tanks or at their places of fermentation.   Before it did 
not matter as they were not using special yeasts or trying for premium quality like today.  
But now with the old equipment and little money to invest many of the small- and 
medium-sized wineries are having trouble making the necessary adjustments.” (62) 
 
3.8. Chapter Conclusion 

 This chapter provided basic and fundamental background knowledge on the 

grapes, the growers and the wineries of Yamanashi Prefecture.  By design this chapter 

was almost exclusively descriptive rather than analytical, and outlines contemporary viti-

vinicultural practices of the clusters in Yamanashi Prefecture.  In so doing, it also 

provides a baseline understanding of the configurations and contemporary challenges 

facing these two clusters and a framework for more analytical portions of this 

dissertation. 

Returning to the theoretical framework, this chapter importantly posits that 

viticulture and viniculture in the prefecture is largely divided into two discrete clusters, 

each with its own social-cultural and economic composition.  While the studies of Porter 

(1998) and Aylward (2002; 2003; 2004) focused on more well functioning clusters with 

seamless links between growers and producers in the wine industries of California and 

Australia respectively, this was found not to be true with the grape and wine clusters in 

Yamanashi Prefecture.  This distinction is vital and the diseconomies that result will be 

shown to affect the local supply of raw materials for wine, the strength of learning and 

communication networks, the marketing strategies of industry and the overall innovative 

capacity of the wine cluster.  

Furthermore, unlike the studies of Porter and Aylward, each cluster in Yamanashi 

is also challenged by its own unique, yet severe set of social, economic and 

environmental difficulties.  In the case of the viticulture cluster, it faces a climate ill-
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suited for growing grapes, a rise in competition from lower cost imported fruit, small and 

disjointed vineyards that limit mechanization, declines in profits, structural stresses 

resulting from increased urbanization and a lack of successors.  As a partial result, 

viticulture in the prefecture is focused predominantly on the production of higher-value 

table grapes rather than winegrapes or grapes for wine.  This chapter also questioned the 

potential for the longer-term survival of this cluster. 

As with the viticulture cluster, this chapter also outlined the practices and social-

economic constraints affecting production in the winemaking cluster.  Particularly 

troublesome for many producers was an outdated fermentation infrastructure, lack of 

investment capacity and low market share.   

The following chapter explores the interface of these clusters, the buying and 

selling of grapes.  The relationship between growers and wineries is often antagonistic, 

and as a result the wine cluster continues to suffer from an inability to reliably source 

quantities of high quality grapes grown for wine.
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Chapter 4.  The Interface of the Table Grape and Wine Clusters 
 

4.1.  An Introduction to the Chapter 

Viticulture and winemaking in Yamanashi Prefecture are normally now 

undertaken by the separated agricultural and industrial clusters.  Stated otherwise, 

although some wineries own and/or control smaller acreages of vineyards, the raw 

materials for fermenting wine typically originate in either the Yamanashi table grape 

cluster or are grown on vineyards abroad and then imported into Japan.  

Drawing on data collected using the research methodologies of participant 

observation and semi-structured interviews, this chapter makes direct social and 

economic comparisons between the various retail channels available to growers and 

supply options from which the wineries can obtain the raw materials for fermentation 

and/or blending.  In turn, this is then used to explain the marketplace for fresh and 

fermentable grapes.  A particular emphasis is placed on the relationships and identities 

that have evolved out of a longer history of the wine cluster subcontracting within the 

viticulture cluster, and a failure of government to successfully mediate a number of 

severe problems that have emerged over the last twenty years.   

Theoretically, observers of clusters posit that proximity yields significant 

advantages to geographically proximate firms (Piore and Sabel 1984; Hayter 1997; 

Aylward 2002).  Shortened supply chains, flexibly specialized labor, closer relations with 

competitors and easier access to information and resources are commonly cited in the 

literature (Scott 1988; Gertler 1993; Depner and Bathelt 2005).  To this, clusters are 

argued to generate significant external economies, resulting in local firms more flexible, 

innovative and efficient than those distant (Humphey and Schmitz 2002; Hwang 2002; 

Mueller and Sumner 2006).  Most importantly to this chapter, proximity also typically 

results in solid hierarchical relationships between manufacturing and supply layers (e.g. 

Ide and Takeuchi 1980; Dore 1988; Fujita and Hill 1993; Whittaker 1997; Miyakawa 

1999; Porter et al. 2000; Yamawaki 2001; Arita et al. 2006; Tolliday and Yonemitsu 

2007; Edgington 2008; Shapira 2008). 

In the examples of the wine industries in California and Australia, Porter (1998) 
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and Aylward (2002; 2003; 2004) uncovered complex supply chains and durable alliances 

between growers and producers, which in turn contributed to innovative potential and 

increased competitive advantage.  Government on various levels is also often found to 

further assist industrial development with proactive and supportive legislation (Porter 

1998; Wickham 2005; Collins 2008; Holroyd 2008).   

However, unlike the vast majority of research published on cluster theory, this 

chapter begins to show that the table grape and wine clusters of Yamanashi prove 

different.  While a multitude of problems currently afflict the wine cluster, finding ways 

to ensure a constant supply of higher quality grapes grown for wine remains tantamount 

to its survival.  This chapter teases out many of the origins of this breakdown in the 

supply chain and the resulting diseconomies, before concluding with an examination of 

the more prominent responses by the grape and wine clusters. 

4.2.1. Growers to Consumers:  Direct Shipping   

The top priority for the majority of grape growers is the production of table 

grapes.  Before entering into a discussion of grapes grown for wine and/or winegrapes, 

the understanding of these structures, distribution networks, and the influence of greater 

table grape cluster as a distinctly separate and more commanding entity must be 

understood.   

Growers face a number of considerations when choosing a method or place to sell 

or ship table grapes. Table grapes are sold/shipped by growers in a variety of different 

ways and locations, each with inherently different positives and negatives to the grower 

and associated variance in price.  Many growers sell table grapes at a number of locations 

and through different distribution networks depending on the quality or variety of the 

crop, their available time and desire for profits, their agronomic skill sets and their social-

cultural relationships to these complex networks developed over time.  I found no 

growers to be exporting table grapes due to the high costs and smaller scales of 

production.  In effort to begin to unravel this extremely complex system, this section 

starts with the relatively simple sales and distribution patterns of one representative full-

time grower family (i.e., comprised of a husband and wife) of over forty years outside 

Kōfu City.  Figure 4.1 is divided between table grape sales (the vast majority of all total 

sales in terms of value) and those grapes to be fermented into wine.  This grower family 
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also raises persimmon (for the dried and semi-dried market) and pomegranates.  In 

vineyards behind the family house a number of vegetables are also grown for personal 

consumption.  Also note that as it typical in the prefecture, this grower family cultivates 

no winegrapes except for Koshu. 

Figure 4.1:  Distribution Pattern of a Full-time Grower Family 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 

Source:  Respondent 102 

Figure 4.1 helps to illustrate a key point that the price of table grapes depends on 

the point of sale, with the highest profit reaped from sales directly to longtime and 

geographically distant, urban customers.  Direct retail sales of this sort represent the 

highest rate of profit of any form of distribution.  It is the pinnacle of the viticultural 

distribution pyramid.  To grow grapes that match or exceed the optical and gustatory 

requirements commanded by this market necessitates the highest amount of time, energy 

and skills.  The less time, energy or skill level a grower commits to a table grape crop, the 

less income s/he can expect to receive on the marketplace.     

Nonetheless, it is this high-end market that drives the vast majority of grape 

production in the prefecture.  From the perspective of a vast majority of local growers, 

researchers, extension agents, educators and politicians in the region, the goal of 

Table Grapes 
(80%) JA  (0%) 

Grower  
Cooperative (20%) 

Direct Contract  
with Winery (80%) Grapes  

for Wine &Koshu 
(20%) 

 Seikyō  
 Co-op Stores 

Direct Retail (80%) 

Winery 

Grower  
Cooperative (20%) 



 

 

195 

     

viticulture in Yamanashi Prefecture (by inference and in particular also the Kōfu Basin) 

is foremost to maintain the region as a place of high quality table grape production.   

Direct sales between grower and customers are relatively unique in Japan in that 

they occur outside of the distribution channels of JA.  In effect, the agronomic realities of 

numerous grape harvests, staggered across cultivar dependent ripening times, allow for 

more individual sales.  If grapes are contrasted with peaches for example, where one tree 

typically provides between 300-500 pieces of fruit and the entire orchard is harvested at 

the same time, the sheer volume of fruit to be sold quickly uniformly necessitates 

growers engage the vast distribution networks of JA or another cooperative.  Grapes do 

not necessarily have this requirement.  A second reason is that growers have placed a 

tremendous amount of time and energy in establishing and maintaining these long 

business relationships.  Many growers are now linked to these customers by personal and 

business networks spanning four or more decades. 

One grape grower describes these unique relationships: 

“I don't sell through the agricultural cooperative but by direct sales, and 90% of my 
customers are regulars.  If there is a typhoon approaching Yamanashi I get calls and e-
mails from my customers.   They worry about typhoons more than I do.  Not only grapes 
but also almost everything cultivated in Japan is more expensive than imports, so it is 
difficult to compete on price.  That’s why it is now so important to be in direct contact 
with customers and build up a lasting relationship of trust.” (110) 
 

Nonetheless, the closeness of these long-term relationships between grower and 

consumer has in many cases declined in recent years.  This has partially occurred as a 

result of wider changes in Japanese culture.  A grower in his late 60s describe this change 

as such: 

“When the next generation (i.e., of customer) takes over they often stop orders.  The old 
system of give and take stopped with my generation.  Like grapes bought to give to the 
monk, etc.  Also the older habits, such as tourists who would visit during O-bon time and 
buy grapes to take home are no longer part of our normal culture.” (20) 
 

With the continued decline in these lucrative direct sales, I asked growers about 

the possibility of using newer internet technologies to increase business.  Responses were 

mixed, but many mentioned that younger, internet savvy potential customers have 

become used to buying inexpensive produce from abroad at larger supermarkets.  At 
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present, they are not the target customers.  Those who still buy the expensive table grapes 

are typically not regular internet users.  As one grower explains: 

“We don't use the internet. Orders come in on fax and telephone. Most of our customers 
are now old and have been buying from us for years.  Also it is hard to show off the taste 
of products and our customers are also older and not using it.  Besides the internet 
selling company takes a cut of the money.” (125) 
 

Other growers, typically ten to fifteen years younger, have established internet 

blogs of varying degrees of sophistication.  A few even list detailed information about the 

types and quantities of agricultural chemicals and fertilizer used  (See www.ikegawa.com 

for one of the better examples.) 

A second avenue of lucrative direct retail sales for many growers is often to the 

individual car or tour bus tourists at grape tourist inns.  The size of these inns, the number 

and demographic composition of visitors, and the array of products on offer ranges 

greatly and have varied over time and place.  Nonetheless, table grapes sold directly to 

tourists also generally yield much higher profits to the growers, despite many respondents 

mentioning recent sharp decline in visitors looking to purchase boxes of grapes as 

souvenirs.  Figure 4.2 is a slightly atypical grape tourist inn along the old Kōshū Road in 

Katsunuma Town during winter.   During tourist season, cars and buses park under the 

leafy pergola.  Tourists are able to sit outside on benches and drink wine, pick and/or eat 

grapes and occasionally enjoy a barbeque.  This grape tourist inn is atypical as it is also a 

functioning winery (i.e., Marusan Wine/Iwai Fruit Farm).  Most grape tourist inns do not 

produce their own wines. 
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Figure 4.2:  Grape Tourist Inn (Marusan Wine/Iwai Fruit Farm) in Katsunuma Town 

 
Source:  A. Kingsbury 2010 

Figure 4.3 is a modified price list for grapes grown at Miyagawa Grape Inn of 

Atago Mountain in Kōfu City in 2010.  As the vineyards are near Kōfu City, typically 

warmer than the Eastern part of the Kōfu Basin, the harvest is earlier and commands 

slightly higher prices.  The prices listed are retail from his grape tourist inn and are 

premium. Notice that by planting a number of cultivars, the harvests are also staggered 

from July to October.  Located in suburban Kōfu City (and by inference now well away 

from more popular tourist routes), sales are more likely to be long-standing orders in 

urban areas or from local residents rather than tourists.  The evolution of the geography 

of these tourist routes, both resulting from changes in tourist demand and as affected by 

larger changes in local transportation networks, will be the subject of Chapter Six.   For 

now, it is important to note some key differences in price.  Direct sales of the tetraploid 

Kyohō are $12/kg, while Koshu is only $6/kg.  As we will see in the following sections, 

Koshu sold to wineries often commands around $1.90/kg whereas Kyohō is only 

$1.50/kg.  Finally, such variation in offered products is typical for one full-time grower 

or grower family. 
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Figure 4.3:  Farm Gate Price List for Grapes at Miyagawa Grape Inn in Kōfu City 
Variety Color Price per kg in 

US$ 
Expected Harvest 

Dates 
Delaware Red 7.50 End of July – 

Middle of August 
King Dela Red 10 Beginning of 

August- Middle of 
August 

Kyohō Black 12 Middle of August- 
End of August 

Fujiminori Black 12 Middle of August 
Steuben Black 7 End of August- 

Middle of 
September 

Adirondack Black 7 Middle of August 
Tamayutaka Green 8.50 End of August- 

Middle of 
September 

Neo-Muscat Green 6 End of August – 
Middle of 
September 

Pizzutello Bianco Green 12 End of August – 
Middle of 
September 

Rosario Bianco Green 12 End of August – 
Middle of 
September 

Rosario Rosso Red 12 End of August – 
Middle of 
September 

Rosaki Green 8 End of August – 
Middle of 
September 

Muscat Bailey A Black 7 Beginning of 
September-End of 

September 
Kaiji Red 12 Middle of 

September – End of 
September 

Koshu Red 6 Middle of 
September – End of 

September 
Source: Miyagawa Grape Inn 2010; Fieldwork 
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4.2.2. Growers to JA: Table Grapes   

 Another common distribution route for growers is their local Japanese Agriculture 

(JA) collection center.  The most important JA in terms of grape production is JA Fruits 

Yamanashi whose branches often have sales departments for grapes.  By way of example, 

approximately 85% of growers in the Enzan Town branch sell at least some of their 

production to the JA (90).  Growers often use JA as it is easier to deal with one buyer 

than to sell grapes individually in smaller batches.  This convenience comes at a price, 

usually a 10-15% commission. 

 JA does not actually purchase the grapes but serves as a sorting facility, often 

supplying contracts with third parties (e.g., supermarkets).  The price paid to the grower 

is determined by prefectural inspectors who judge quality based on physical appearance 

rather than testing degrees brix.  Depending on variety and location inspected grapes may 

receive grades of A through F.  These inspectors assess not only grapes but other fruits as 

well.  Growers box or wrap their own fruit before delivering to JA.   

 There is also some fluctuation in price dependent on and value attributed to the 

geographic origin of the grape and its attributed JA branch name.  According to grower 

and JA respondents, retail prices of Kyohō are most affected by this, with those from 

Makioka Town considered the most delicious and commanding the highest prices (Note:  

The prices for peaches are also influenced by regional branding, with Kasugai Town 

typically commanding the highest prices.)  In terms of Koshu for table grapes, the 

Katsunuma Town area is said to be most famous, but unlike other cultivars, this is not 

reflected as obviously in the price.   

Table 4.1 lists average prices for grapes across select branches of JA in 

Yamanashi Prefecture for 2005.  Note that those cultivars grown in greenhouses are 

earlier on the market, and as such command a higher price.  By way of comparison, 

Delaware (grown on open fields rather than under glass) commands $7.50/kg when 

retailed at Miyagawa Grape Inn, while averages only around $4.40/kg when sold to JA.  

It is also interesting to note the price for Delaware grown under glass when sold to JA 

($11.61/kg average), higher than other Delaware prices.  This too reflects the value 

attributed to grapes taken expeditiously to market.  While price comparisons between 

Miyagawa Grape Inn and JA are not entirely fair as the grapes are harvested from 
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different regions and growing seasons, the price structures they represent remain fairly 

representative. 

Table 4.1:  Average Prices to Growers at Select JA Branches for Table Grapes in 2005 
Cultivar Total Amount (t) Price per 

Kilogram (US$) 
House Delaware 1,313 11.61 

House Neo 
Muscat 

67 7.88 

House Kyohō 483 11.99 
House Pione 376 12.90 
Other House 

Grapes 
299 13.91 

Delaware 3,847 4.39 
Neo Muscat 605 3.31 

Kyohō 8,236 5.66 
Pione 3,595 5.77 

Muscat Bailey A 716 2.30 
Koshu 437 2.40 
Kaiji 2,739 4.85 

Rosario 834 5.90 
Other Grapes 966 5.69 

Source: JA Zennō Yamanashi Statistics 

Table 4.2 is copied from a JA price handout from a branch in Yamanashi City on 

September 17th in 2010.  It lists that day’s price for Kyohō in a five-kilogram carton.  

Costs typically vary slightly per day.  Prices for smaller cartons are usually higher as 

more packing materials and labor are required in their preparation. The grades and sizes 

accepted also vary per location and variety.  These are, of course, prices for table grapes 

and not winegrapes.     

Table 4.2: Kyohō Prices for a Five-kilogram Carton of Table Grapes at a JA in 
Yamanashi City 

Grade Size Total Price (US$) Price Paid per 
Kilogram (US$) 

First Class 3L 
2L 

35 
35 

7 
7 

Second Class 3L 
2L 

32 
32 

6.40 
6.40 

Third Class  ~ ~ 
Source:  Fieldwork 
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4.2.3.  Growers to other Shipping Collectives (Non-JA)  

In addition to or instead of JA, a smaller number of growers belong to typically 

self-organized shipping collectives for table grapes.  Some of these have histories that 

began prior to the foundation of JA in the prefecture the late 1940s.  The number of 

grower members varies by collective.  Many of these collectives were formed as they 

provided the economic advantage of requiring less commission than at JA.  Overall, 

shipping collectives were at their most profitable in the 1970s, often distributing grapes 

across the country, during the sales booms in seedless Delaware for the table.  Strong 

social and community building elements to many of these collectives remain.  Often 

those that have retired from grape growing or sold their vineyards still participate in 

meetings and social events of their collective. 

Nonetheless, these smaller collectives are on the decline for a number of reasons.  

First, JA is easier as “there are no broken promises.”  Private collectives are time 

consuming and conflict between growers is possible.  Another problem is that as the 

number of growers has declined (and by inference the quantity of grapes), many of the 

smaller collectives have trouble filling orders.   

4.2.4. Raisins and Dried Grapes   

It is here important to briefly assess the effect of drying grapes, and hence 

removing them as possible raw materials for wine, on the wine cluster.  According to 

Winkler et al. (1974, 623), the world trade in raisins is dominated by the varieties of 

Thompson Seedless, Black Corinth and Muscat of Alexandria.  As such, technically the 

word “raisin” is limited to the dried form of these three grapes.  While some cultivars of 

wine and other table grapes are on occasion dried, Winkler et al. (1974, 623) argue they 

should be codified as dried grapes to distinguish them from the raisins normally traded 

commercially.  This dissertation also follows this semantic distinction. 

Growers in Yamanashi Prefecture typically produce none of the cultivars 

normally desiccated into raisins.  Nor do they produce many dried grapes.  Some 

respondents mentioned that this is a direct result of the humid climate, which is true, 

arguably however only in part.  Areas within the Kōfu Basin are also known for dried and 

semi-dried persimmon, usually desiccated in large heaters or air-dried at the homes of 

growers.  Likewise, during the Meiji era, numerous preparations of dried and sugared 
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Koshu grapes were available to travelers on the Kōshū Road  (Katsunuma Chō Shi 1962, 

691).  

In actuality, in addition to the difficult wet climate that often temporally 

accompanies the grape harvest, the lack of a local dried grape production industry is also 

due to economic reasons.  Current point of sale locations for dried grapes and raisins 

within the prefecture are normally at the gift shops of wineries, grape tourist inns or at 

tourist shops in train stations and around major sites of interest.  As numerous winery and 

grape tourist inn owners noted, not every customer wishes to purchase alcohol and/or 

table grapes, although culture often dictates tourists buy souvenirs for family and work 

colleagues.  Smaller packages of imported raisins function as a far less expensive 

alternative, and provide some profit to grape inns or wineries selling on consignment.  

Fieldwork found packages of raisins decorated with typical Yamanashi historical imagery 

and motifs, but the small print on the packaging listed grape origins from California to 

Chile to Turkey and beyond.  

While a number of respondents at wineries stated that tourists are not concerned 

with the place of origin of raisins, as the wine industry expands and begins to draw more 

tourists interested in wine rather than in souvenirs, questions of the image created with 

stacks of these imported raisins must also be forthcoming.   Nonetheless, the loss of raw 

materials for wine attributed to any local raisin or dried grape production is negligible.   

4.2.5.  Grapes Grown for Wine   

“Yamanashi has a unique way of grape farming.  In such a small space there is very little 
equipment, and the growers have to make all the grape cluster forms the same, all the 
grapes the same size and naturally also delicious.  And from this small vineyard space 
one has to make a living.  And so, when the grapes were different sizes, ugly shapes, its 
value at the market drops drastically, even if it was still delicious.  Add to that the cost of 
shipping and it just made no sense to sell them fresh.  Rather then just throw them away, 
these became the grapes people fermented for their own alcohol.  And then later people 
starting selling them to wineries at really low prices.  Although cheap, it was still 
something in the grower’s pocket.  Thus began a vicious circle.”  (35) 
 

Today, most wine in Yamanashi Prefecture is not produced from rotting grapes.  

There is still a fair amount of production from misshapen grapes, but typically certain 

vineyards are set aside by growers as those to be sold as grapes for wine.  As these 

growers summarize, such grapes typically receive considerably less attention and fewer 
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applications of agro-chemicals. 

“The method of making grapes for wine is basically the same as table grapes.  But with 
table grapes we spend more time to make them the right size and shapes.” (102) 

 
“All my grapes are done in pergola.  The different is a little less fertilizer in the 
winegrapes (i.e., Koshu).  And a little less applications of agro-chemicals.” (70) 
 
“Most of my Koshu is now for winegrapes.  I would rather spend my time in other grapes 
for more money.  If I get a really good set of Koshu grapes I sell it retail for the most 
money.  The rest is for the wineries.”  (69) 
 

Figure 4.4 shows an average price per kilogram for the two-way Koshu and 

Muscat Bailey A sold as table grapes versus sold as winegrapes in Yamanashi Prefecture 

between 1993-2006.  As can be seen, those sold for table grapes always commanded 

higher prices. 

Figure 4.4:  Price per kg for Koshu and Bailey A for the Table and Wine  
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4.2.6. The Winegrapes Supply and Demand Equilibrium Group  

The myriad of contemporary systems linking growers and the grapes they produce 

with wineries is chaotic at best.  To understand these systems, a quick review of what 

preceded it is vital. 
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 In 1968, the Yamanashi Prefecture Fruit Alcohol Brewing Association (i.e., 山梨

県果実酒酒造組合, Yamanashi Ken Kajitsushu Shuzō Kumiai (now the Yamanashi 

Prefecture Wine Manufacturers' Association or 山梨県ワイン酒造組合, Yamanashi Ken 

Wain Shuzō Kumiai), the Yamanashi Prefecture Economic Business Agricultural 

Cooperative Association (i.e., 山梨県経済事業農業協同組合連合会, Yamanashi Ken 

Keizai Jigyō Nōgyō Kyōdō Kumiai Rengō Kai) and various Yamanashi Prefectural 

government representatives started the Winegrapes Supply and Demand Equilibrium 

Group (i.e., 山梨県醸造用ぶどう需給安定協議会, Yamanashi Ken Jōzōyō Budō Jukyū 

Antei Kyōgi Kai).  In short, as imported wine began to flood the Japanese market in the 

1960s, the wine industry in Yamanashi Prefecture began to suffer economically.  As the 

larger multinationals began to import the less expensive bulk juice off the world market 

to ferment and sell to consumers across Japan, their previous demand for locally grown 

grapes (especially Koshu) declined, resulting in widely fluctuating price structures.  

This gathering of stakeholders was designed to link the table grape and wine 

clusters of Yamanashi Prefecture together for mutual development, providing a safe and 

reliable format for the trade of Koshu grapes, thereby benefiting both groups.  Goals 

included stabilizing transactions and prices, improving wine quality levels in Yamanashi 

Prefecture, as well as regulating issues of supply and demand over more extended periods 

of time (53).  Basically, this organization attempted to place the prefectural government 

between growers and wineries, maintain the peace between them, and balance the price 

fluctuations of Koshu that had hindered both industries to this point.  In short, wineries 

would calculate their annual demand, growers would calculate potential harvest yields, 

and the prefecture would organize and regulate the business dealings between both 

groups.   

From 1975, the sugar content of the grapes was adapted as the price index.  An 

increase or decline in degrees brix would alter the price paid to growers.  The prefectural 

government would introduce wineries and growers, check the sugar content and serve as 

a mediator in these “sugar-content” transactions.  Contracts between growers and 

wineries, or some combination of linkages between growers, wineries and JA did exist, 

but the group’s prices were typically used as a base. 

The Winegrapes Supply and Demand Equilibrium Group ended in 1994 for a 
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number of reasons.  First, the lack of demand from wineries for Koshu resulted in many 

growers replacing it for other grapes or crops (Incidentally, this occurred on the advice of 

prefectural government).  Second, issues over labeling arising from the diethylene glycol 

debacle of 1985 were never resolved.  While the official line was the conference ended as 

it split into smaller parts, many involved mentioned that the prefectural government 

slowly lost control, with those involved in the process withdrawing. 

When the group ended there was no reference baseline for grape prices.   The 

prices paid to growers dropped considerably, further pushing more growers away from 

Koshu and into the ever more lucrative table grapes (53).   

4.2.7. Koshu Raw Materials Transactions Arrangement 

 When the Winegrapes Supply and Demand Equilibrium Group ended in 1994, the 

market for grapes became increasingly chaotic.  Around the year 2000, a number of 

wineries in Katsunuma Town pushed the town government to organize a system where a 

higher sugar content for harvested grapes translated into higher prices and a lower sugar 

content meant lower prices paid to the grower.  From 2001, every year at the Koshu Raw 

Materials Transaction Arrangement  (i.e., ワイン原料ぶどう（甲州種）の取引に関する

協定, Wain Genryō Budō (Kōshūshu) no Torihiki ni kan Suru Kyōtei) around twenty-five 

people from JA Fruits Yamanashi, the Katsunuma Wine Association and city government 

gather in the Kōshū City government offices to determine the annual prices based on 

degrees brix for the Koshu cultivar.   

This base price is then officially used only by the JA Fruits Yamanashi 

Katsunuma Block (i.e., Katsunuma Town, Iwasaki Village, Hishiyama Village, Yamato 

Village, Shinonome Village) for transactions.  The primary target for this negotiated price 

are the Katsunuma growers who sell to the local JA, however it is often used as a 

reference for other branches of JA and individual contracts.  Typically, an increase in 1 

°Bx raises the price to the grower by 15¢/kg.  However, the prices established by the 

Koshu Raw Materials Transaction Arrangement are not even used by other town 

branches of JA within Kōshū City (e.g., Enzan Town).  These prices are also generally 

kept secret as “If consumers knew how little is paid for grapes they would complain more 

about the high costs of locally produced wines.” (11)  
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4.2.8.  JA:  Grapes for Wine and Winegrapes 

            From the perspective of a winery, buying grapes from JA is one of the most 

common means of securing raw materials to produce wine.  JA has only recently 

emerged to provide some degree of stability in the grapes for wine trade since the 

collapse of the Winegrapes Supply and Demand Equilibrium Group.  As one respondent 

noted: 

“JA began with rice and vegetables, so it has a long history of gathering agricultural 
products to sell rather than get involved in manufacturing or production like in Europe.  
In Katsunuma Town, JA has always been heavily involved in selling table grapes, without 
much interest in grapes for wine or winegrapes.   But when the multinationals started 
asking to buy large quantities of grapes, grower members needed a collection place, and 
JA came forward…but really JA only controls table grape growing and does not have 
much power in winegrape market.” (113) 
 
            The decision maker as to whether a harvest will be sold on the fresh market or 

fermented has also changed considerably in recent years.  Although not uniform across 

the prefecture, typically growers now determine prior to the season what vineyards they 

will try to sell as fresh and what will be sold to JA for the wineries.  With that said, some 

growers who may have unsold table grapes bring them to JA and try to get them to sell to 

the wineries at the end of the season.  This is more typical of the unsold crop at grape 

tourist inns after the conclusion of tourist season. 

            Most grapes grown for wine are simply harvested from those vineyards where 

growers spend the least amount of time and money to produce grapes of the particularly 

stringent requirements necessary to sell on the fresh market.   Grapes like Koshu are 

typically also no longer sold fresh in large quantities, so typically vineyards of Koshu are 

also earmarked for the wineries. 

            How the grapes are priced for sale to the wineries depends on the particular 

customs of the JA branch.  For example, many branches of JA do not conduct tests on 

degrees brix for arriving grapes (e.g., Koshu).  This is in contrast to peaches whose 

degrees brix is usually measured with electronic sensors.  As no degrees brix is measured, 

the buying and selling of these grapes is based simply on weight (possibly also degrees of 

disease).   One branch for example, pays growers $1.80/kg for Koshu, regardless of 

quality or shape.  This price is determined by each JA branch office, but those respective 

branches are themselves in competition.  On the other hand the prices of JA grapes at the 
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Katsunuma Town branch influences prices across the prefecture.  When the price at the 

Katsunuma branch is high, the rest of the branches of JA also raise their prices.  Wineries 

are permitted to purchase grapes from any branch of JA.  Usually, the expected harvest is 

pre-sold, typically in the past on long-standing orders (although that is also now 

changing).  One winery respondent describes the process: 

“At JA it is first come first served.  In June we make our annual production plans at the 
winery and pass it on to JA.  And JA has a strong guess of the future harvest yields.  If 
you pay late perhaps the amount of grapes you get next year will decline.  If you pay 
early you get better service.  If you do not bargain for price and are a long-term 
customer then you get better service.   And if your local JA does not have the grapes, they 
will get them from another JA. For example, we wanted some Neo-Muscat and our local 
JA does not have it.  So they get it from another JA for us.” (39) 
 
            Another winery owner describes the process as this:  “We buy Black Queen from a 

JA in Yamanashi City.  Before the harvest we talk to the boss of the buying arm of the JA 

and request an amount.”  (14) 

JA is only a meaningful source for Koshu, Delaware and Muscat Bailey A grapes, 

although some branches are known to occasionally offer V. vinifera to wineries.  For 

example, a JA branch in Nirasaki City carries some Chardonnay and Semillon farmed by 

growers previously contracted to Suntory.  As Suntory is producing more of its own 

grapes, growers now out of contract have had to find new outlets for their winegrapes 

(56; 61).  Typically however, V. vinifera are purchased on direct contract with growers or 

grown in the winery’s own vineyards rather than purchased from JA (53). 

From the perspective of wineries, purchasing grapes from JA does have 

drawbacks.  The three most often noted were related to low quality, a lack of traceability 

and an inability to contact and therefore influence the production practices of growers.  It 

is this final point, the idea of purchasing from the cooperative and not the grower that 

many wineries seeking some level of quality control disliked most. 

Wineries outside of the prefecture have been known to purchase grapes from 

branches of JA in Yamanashi Prefecture.  One such winery describes the buying of 

grapes in the past, before contemporary shortages affected this supply chain: 

“We used to source grapes from Katsunuma JA for Koshu.   In 1996 there was a lot of 
Koshu around, so we started buying more and more fruit.  It was the classic JA 
relationship and we were not permitted to meet with the growers.  They asked us if we 
wanted A-grade or B-grade.  Well, A-grade in Koshu is still not all that impressive, but 
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you pay a higher price and get slightly riper fruit.  Now around this time there was a 
steady increase in demand for the grape, but not an increase in supply.  JA was quite 
polite and said “What we see looking at the math is that we are coming into a time where 
Koshu will be in limited supply.  Our mandate means we have to look at our local 
situation.”  And they stopped selling to us.” (Respondent from a winery located outside 
Yamanashi Prefecture) 
 

Not all wineries complained, and many were happy to have a regular supply of 

grapes and to be able to avoid negotiating numerous contracts with individual growers.  

As one winery noted: 

“We are not making not super special wines but “daily wines”.  We match the demand 
for customers who wish to get a bottle of Koshu on Saturday while eating sashimi. 
Therefore the quality of grapes from JA is not important as long as they are not 
diseased.” (26) 
 

In response to criticism and in efforts to increase competitiveness, some branches 

of JA (typically outside the Kōfu Basin) are slowly changing the way they organize sales 

to wineries.  The role of JA in the procurement of grapes for wine also takes on different 

forms based on location.  In some cases JA has introduced the grower or group of 

growers to a winery, allowing the winery to dictate if some crop needs dropping and to 

help determine harvest times.  (Note: This was often said to be more the case at some 

branches of JA in Yamagata Prefecture.)  In other cases JA serves as a negotiator 

between a grower and winery for an entire vineyard.  Typically however, sales between 

growers and wineries linked through JA are based on weight.  Wineries looking to assert 

more control over the grower and the quality of grapes seek individual contracts between 

the winery and the grower. 

4.2.9. Contracts between Growers and Wineries  

Until a couple years ago the majority of grapes in the prefecture were always left 

to unknown growers and purchased by wineries from JA.  While branches of JA still 

provide the majority of raw materials to wineries, new avenues of supply have been 

expanded or developed, and individual contacts linking growers or groups of growers 

with wineries have risen.   

There is no one typical individual contract, but rather categories of contracts 

based on the length and closeness of the relationship, the size of the vineyards and/or 

winery, and the desired quantities and cultivars.  While some wineries may have some 
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uniform system of agreements with all of their contracted growers, most contracts are 

unique between each grower and winery.  That is, from the winery, each contract is 

different and must be negotiated separately.  Likewise, from the perspective of growers, 

the same holds true.  Wineries typically have many growers raising grapes for them.  

Growers who bother with selling grapes to wineries typically will grow for only one 

winery on contract (but may also sell grapes for wine to shipping cooperatives, brokers 

and/or JA).  Growers also use informal communication (i.e., they talk amongst 

themselves) to find wineries that are searching for contracted growers.  Wineries find 

growers by word-of-mouth, personal introductions and simply traveling around the 

vineyards asking.  Wineries outside the prefecture may also have contracts with growers 

in Yamanashi, particularly for grapes like Koshu and Muscat Bailey A. 

At its most basic form, individual contracts are word of mouth agreements based 

on mutual trust.  Many of these relationships are based on longstanding friendships and 

family ties, some of which may have started during the era of collective wineries.  These 

agreements have no written contracts or formal documents.  The decision as to how to 

calculate the price paid per kilogram varies, but may be fixed to stabilize the prices and 

avoid annual fluctuations.  On occasion there are growers who have been contracted for 

over fifty years.  Often no formal agreements exist as to how long the contracts will run.  

One respondent dislikes the expression “contracts”, instead preferring to identify them as 

“promises” (66).  These growers describe their situations and in doing so the informal 

relations that characterize transactions between some wineries and growers: 

“I have no contract with the winery.  Every year I sell to the same person.  So, before the 
season I just call and ask if I can sell my grapes again this year.  Later, they come and 
take a sample, and confirm they will take the grapes again.  They take grapes from their 
own fields and elsewhere but there is a verbal promise that up to two tons they will buy 
from me.” (29) 
 
“Between wineries and growers it is often a personal relationship, a relationship of trust.  
“Yes, this year I will buy grapes at such and such a price per kilo.”   Produce too much 
and they will buy, but then produce too little and there is no insurance.  I am usually paid 
in cash.  Regarding the contract, the particulars are normally not discussed.  I have no 
idea about them.  But for example 18 °Bx is normal for Koshu and there is a fixed price.  
If it goes to 19 °Bx, there is an additional 10¢/kg.  This is normal.  It is not discussed, but 
understood.”  (20) 
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The most formalized agreements are written contracts.  Many medium- and 

larger-sized wineries now have numerous versions of stronger and more legally binding 

written contracts (although typically these wineries may also have less formal 

relationships as well).   

Smaller wineries too may have actual written contacts as many growers are now 

asking for them for security.  Some growers also request written contracts as it provides 

the necessary documentation required to apply to government for subsidies.  The 

existence of an actual contract also depends on whether JA or some other association is 

serving as a negotiator or broker (i.e., associations prefer contracts), and factors such as 

the age of the grower (i.e., typically older growers have longer relationships with 

wineries and no written contracts). 

The prices paid to growers are typically determined by the winery, although some 

negotiation is permissible (70; 110).  Some growers feel that rather than paying a 

commission to sell their grapes as with JA, this route provides them with more influence 

over the final price.  Wineries will often communicate with other wineries or compare 

with prices at JA or the Koshu Raw Materials Transactions Agreement to determine what 

prices to pay.  Normally the price is determined by cultivar and degrees brix, the prices 

paid in previous years, the percentage of disease, the prices in Katsunuma Town, and 

often vary across different growers contracted to the same winery.  It may also vary if 

grapes come from a more famous production region or all from the same production 

region or vineyard.  Typically a written contract will list the price, grape amount and 

some time interval.  Other written contracts are simply “If you have grapes we will buy 

them every year.  Neither the amount of grapes nor the price is listed.  Simply, we will 

buy all your grapes.” (29) 

 The prices paid by multinationals, by far the largest purchaser of grapes, now 

typically are similar to those paid by other, smaller wineries.  As one noted: 

“If we pay a lot for grapes, everyone else will complain.  We used to do that in the past.  
If we did that again it would really mess up the market place further.  We really buy a lot 
of the grapes on the market.”  (91) 
 

As mentioned previously, some medium-to larger-sized wineries enter into 

contracts not just to secure a supply of grapes, but also to assert some method of control 
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over to how those grapes are grown.  This is an added benefit typically not available 

when grapes are purchased from most branches of JA.  As these wineries explained: 

“The larger wineries have money and experts on staff that can be paid to go around to 
their contracted vineyards to assure quality control.  Small-and medium-sized wineries 
just do not have the time or money (possibly even the expertise) for this kind of quality 
control.  We can only tell the growers what we are looking for.”  (62) 
 
“We have almost two-hundred contract growers, some for over thirty years.  There is a 
system in place to control quality.  We have advisors that visit the growers at important 
times in the growing calendar.”  (30) 
 
“If foreign journalists come and ask to see our vineyards what do we say?  “Well I buy 
grapes from farm families” is not a great explanation.  But if you have a vineyard 
manager they can explain how you control/influence the vineyards even though it is 
contract farming.”  (54) 
 

Nonetheless, both wineries and growers agreed that most wineries assert little 

actual influence over how the grapes are grown.  A lack of viticulture competence at the 

wineries, the logistical difficulties of visiting the numerous growers typically under 

contract and the recalcitrant nature of the long-standing business relationships results in 

many wineries assuming an almost total hands-off approach to how the grapes they 

ferment are grown. 

“Each winery works differently, particularly in how much control they wish to have in the 
vineyards.  Most have very little or no interest.” (18) 
 
“The winery owner used to come and visit the vineyards.  But really, the grapes are 
entrusted to me the grower.  We have been farming grapes for this winery for over ten 
years and they have confidence in my growing abilities.  It is a relationship of mutual 
trust.  The winery will buy my grapes.  And I will produce good grapes.”  (29) 
 
“We do not have vineyard managers like the larger companies.  So, whatever comes at 
harvest we have to buy.  We have very little control over the quality.   The big companies 
can offer advice.  But for us smaller places, the contracts have been going for years and 
for us to now try to control what we are given in terms of grape quality is not acceptable.  
If you say too much you can really upset the old growers and the old balance.  It is hard 
to break down the old traditions, and this is the burden of the younger generation of wine 
makers.” (73) 
 
“A vineyard manager costs money and upsets the growers.  They say they have been 
growing for years and don't want help.  They think wineries have no idea about raising 
grapes.” (54) 
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Still others commented on the futility of providing growers with information on 

growing grapes for wine as a result of the strong influences from the production practices 

of growing table grapes: 

“Wineries would give advice to growers on growing winegrapes.  Growers take advice 
from us (i.e., extension) on growing table grapes, and then often mix up the advice.” (47) 
 
“Most growers still do not make any distinction between raising grapes for wine or for 
the table.  Even if they understand some things about winegrape growing they often 
revert back to table grape production practices instinctually.  It cannot be helped and we 
have stopped trying to make growers follow these practices.”  (52) 
 
“Even the table grape industry influences how new winemakers try to raise winegrapes.  
Let’s take the Bilateral Cordon with an upward positioned shoot growth.  Japanese cut 
the tops which is great for table grapes but awful for winegrapes.” (135) 
 

Nonetheless, individual contract prices are also based on a sliding scale linked to 

the degrees brix at harvest.  Unlike the business transactions between growers and JA, 

with individual contracts growers have an economic incentive to raise better quality (i.e., 

in this sense only a higher degree of brix) grapes.  

 Individual contracts offer a number of benefits to growers and wineries.  From the 

perspective of growers there is an added degree of certainty in the business dealings.  The 

grapes they produce will be purchased. 

“Until recently there were always left over Koshu grapes. And JA would come around to 
the wineries saying please buy please buy.  So, a lot of wineries did not want contracts 
for Koshu grapes.  The contracts now give growers a degree of stability.” (52) 
 
From the winery side that security and assurance given to growers that the winery will 

purchase their grapes has drawbacks. 

“If we have a contract for Muscat Bailey A we have to buy everything…We cannot say 
anything less than 23°Bx and we won’t buy.  Often the grapes we really want will not 
come.” (40) 
 
“We have them for security.  The system is like this.  We want around this amount.    If we 
have contract we know for sure we will get a certain amount of grapes.  The 
disadvantage is that if the grapes are terrible we still have to buy them (i.e., at a slightly 
lower price).” (31) 
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“Many of our contracts are based on personal relationships.  More than twenty years 
working together with some contract growers.  But when the winery has a huge stock and 
want to reduce our production scale, we still have to buy the grapes.  We have to accept 
all the grapes regardless of quality or quantity.”  (14) 
 
There are a number of additional complaints from the winery side, including deception 

and a lack of effort by growers to improve quality: 

“We have to buy whatever the quality.  The quality often falls as the growers grow as 
many grapes as possible to make as much money as possible.  There are also people who 
cheat on the sugar content of the grapes.  On the bottom of the basket they put the bad 
grapes and at the top the higher sugar content grapes.”  (32) 
 
“Lets say you have a contract for Koshu with a grower and you tell him to only raise one 
ton.  They will raise two and then sell the other ton elsewhere.  This is very common in 
Katsunuma Town.” (52) 
 
“One bad thing, and this is an older style of thinking, is that once growers have a 
contract they do not put as much time into their grapes.  As they are getting money, the 
quality is inconsequential.”  (14) 
 
From the grower side: 

“Sometimes a grower will have a written contract with one winery and then not one with 
another.  Often a written contact is for two years.  If it exists it gives both sides a degree 
of certainty, but a big problem remains.  We sell our grapes to a winery in September, but 
we don't get paid until the end of the year.  That is three months after selling and we are 
not paid.”  (34) 
 

Other stories circulate in industry about growers who know wineries get financial 

support from government asking for additional money in October, and then refusing to 

sell grapes if not given more money.  Indeed, there is a feeling in some circles that some 

branch of government on the prefecture level should again become involved as a 

negotiator between growers and wineries to solve these issues of supply and the difficult 

relationships that have developed. 

“We pay different growers different prices as all prices are negotiated separately.  It is 
really annoying.  There should be some organizer like before.” (104) 
 
“We have over twenty growers growing for us.  With have some with written contracts 
and some with oral contracts.  With those on oral contracts we will decide what to do 
closer to the harvest.  The prices too are different with everyone.  To be honest, the old 
Winegrapes Supply and Demand Equilibrium Group where the prices were all decided 
and balanced was easier to do and safer for both the winery and grower.  Now there is 



 

 

214 

     

no price balance and it fluctuates up and down, too high and we suffer, too low and the 
growers suffer.” (71) 
 

To avoid suffering the low prices and additional hassle of growing grapes for 

wine, many growers have simply given up in dealing with wineries. 

4.2.10.  Wine vs. Table Grapes:  The Culture of Growers 

 As the previous sections illustrate, the highest prices for grapes are paid to 

growers selling products for the fresh market.  But the grower preference for table grapes 

is not simply economic practicalities but also connected to cultural constructions of 

identity and notions of community standing.  Within the viticulture cluster,  table grapes, 

produced properly, earn good grape growers the highest amount of respect within the 

community of growers.  Their names were also known in other communities as well (i.e., 

this was particularly true of good growers in the Kōfu Basin).  On occasion growers 

would say they grew grapes for wine as they “did not have the skills to produce table 

grapes” and the “grapes for wine were easier to do.”  Overall, the best growers are 

commonly understood to be table grape producers, and the less skill a grower possesses, 

the more like s/he will be producing grapes for wine.  Grapes sold to wineries are often 

considered nothing more than “a little bit of extra money on the side” and “something for 

the part-time grower from the city.”  Likewise, even the more successful and/or highly 

esteemed growers of winegrapes or grapes for wine typically were first famous for their 

table grapes, and then only later ventured into production of grapes for fermentation.  The 

following growers express this mentality: 

“You see I am a little bit embarrassed saying this. The real skills are in table grapes. 
They are by far more difficult to produce.   I do winegrapes as I do not have those skills 
and would rather use my time and talents for peaches.”  (29) 
 
“With small fields and winegrapes you cannot make a living.  It is often part-time 
growers that do them as part-time.  Real growers who live only off their crops are doing 
different things, and maybe do some winegrapes for extra money on the side.”  (121) 
 
“Everyone talks about the low quality of grapes.  In Japan growers never have grown 
winegrapes or grapes for wine.  We have always grown table grapes and sold the 
leftovers and what we could not sell elsewhere to the wineries. They are not winegrapes 
and we have not tried to grow winegrapes.  We still believe this.  It is our identity.  Why 
should I put so much effort into winegrapes?”  (101) 
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“Correct applications of agro-chemicals on the table grape crop is vital.  But we spent 
more time with the peaches.  And before the color comes you have to put the bags on the 
grapes.  I really wanted to get good table grapes.  But my energy went into peaches.  And 
for one person it was all too much, so I stopped the table grapes.  Now I just do peaches 
and winegrapes.  I do Koshu, as I do not have to spend much time with it.  With all the 
problems with climate change and disease we have here, it was a relief to start growing 
Koshu.” (126) 
 
With that said, not only are table grape growers considered more talented, but also their 

crop is far more valuable economically. 

4.2.11.   Table Grapes vs. Grapes for Wine:  The Economics 

Simply stated, growing table grapes earns more income than growing Koshu (or 

other grapes for wine/winegrapes for that matter).  Growers of the Atagoyama Budō 

Shukka Kumiai provided the following scenario as a reference to illustrate this point: 

A grower near Kōfu City has 2 tan of Koshu for wine and wants to harvest 5-7 tons.  That 

is, from just under 3 ha she wants to harvest around 4,500-6,400 kg.  (Note:  A vineyard 

of 3 ha is enormous by Katsunuma Town standards, but slightly more common in the 

Kōfu City area).  If she gets the full 6,400 kg, harvested at a lower-end 17 °Bx, this 

would earn her $12,160 a year or around $1013.33 a month.  As a typical contract price 

goes up around 15-20¢ for every increase in 1 °Bx, if the grapes reached 18 °Bx, that 

would give her around $13,400 a year or $1,120 a month (total income).   

It then becomes a question of quality over quantity.  Pruning pergola trained 

Koshu as a winegrape and opportune fruit dropping rates to enhance the final quality of 

the harvest still remain little researched  (typically growers outside of Japan will drop 

fruit to raise the quality in the remaining winegrapes, however this lowers the weight of 

the final harvest amount).  So, one hectare of Koshu for the fresh market provides 

approximately 2,000 kg/ha (assuming she does not drop fruit, which few growers would 

willingly do in Yamanashi Prefecture as they are paid based on weight).   

If she planted Pione instead on those 3 ha, and got the typical 1,600 kg per ha, she 

would have a harvest of 4,800 kg of Pione.  Assuming a $6/kg shipping price at JA, this 

would provide an annual income of $28,800 a year or $2,400 a month (some subtractions 

would be made for packaging).  That is, the total income would be more than double the 

income of growing Koshu for wine.  An additional 50% could also be added if these 

Pione grapes were sold via direct retail sales. 
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 One additional consideration is the cost of applying the plant hormones 

gibberellins to make grapes seedless and optimally shaped, now basically required for 

Kyohō, Pione and Delaware sold on the table market.  Gibberellins are hand applied to 

each of these cultivars, twice per season and at rates determined by the needs of the 

cultivar.  The hormones are available in tablet or powder forms.   

The following are rough calculations for the tablet forms, with eight tablets 

costing between $7.50-8.  1 liter of water and 4 tablets provides a 100-ppm ratio. 

For one tan of Delaware (0.245 acres), the first application requires a 100-ppm rate.  32 

tablets are mixed with 8 liters of water at a cost of around $32.  The second application 

requires 64 tablets mixed with 16 liters of water at a cost of around $64.  So, 0.245 acres 

of seedless Delaware comes to around $100. 

For one tan of Kyohō the first application requires a 25-ppm rate.  10 tablets are mixed 

with 5 liters of water at a cost of around $10.  The second application requires 22 tablets 

mixed with 12-13 liters of water at a cost of around $22.  So, 0.245 acres of seedless 

Pione comes to around $33. 

For one tan of Pione the first application requires a 15-ppm rate.  1 tablet is mixed with 5 

liters of water at a cost of around $1.  The second application requires 2 tablets mixed 

with 2 liters of water at a cost of around $2.  So, 0.245 acres of seedless Kyohō comes to 

around $3. 

In short, the cost of the materials to produce seedless grapes for Kyohō and Pione 

are negligible.  Delaware is considerably more expensive, which with its lower price at 

retail helps to explain why its production has declined since the mid-1970s.  Returning to 

the Pione versus Koshu for wine comparison, applying gibberellins has only a minimal 

effect on profits accrued when growing Pione.  The labor of applying hormones manually 

to each cluster twice annually is considerable.  However, as growers tend to self-exploit 

and are typically linked to larger networks of longer-term reciprocal labor exchanges with 

other growers, that labor little affects net profits.   

So, who then are farming the locally grown grapes used by wineries?  The 

answers to this question are multifaceted.  The first are the very same growers who 

produce the more expensive table grapes.  As one grower explains: 

“I do some grapes for wine as I have a lot of grapes.  And I do not have the time to make 
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them all to the standards required for the table grape market.  I would never stop 
working.  Table grapes require so much more time and labor.  Doing some Koshu gives 
me some extra income for only a little work.”  (70) 
 
The second is that grapes for wine are often grown by part-time growers as explained by 

the following respondents: 

“There was never much income for growers in Muscat Bailey A.  The grapes are small, 
and the price is always low.  Bailey A growers usually have another job somewhere, as 
they do not spend as much time in the vineyards.  They need a grape that is easy to grow 
and they can sell for a little extra money to a winery.  Bailey A is perfect.  Koshu is also 
like this.  These two grapes are often grown by the growers who only farm on the 
weekend.”  (121) 
 
“I raise grapes for wine as it adds to our income.  I have duties as a mother and to my 
extended family living with us.  If I try to make table grapes I would not have time for 
anything else.  I do not consider raising Koshu grapes for wine a part-time job, but it 
gives me the time to do everything else as well…and the funny thing is that now Koshu is 
in demand, people are asking me about it.”  (29) 
 
It is also a matter of economics and the higher profit margins in table grapes when 

contrasted with growing grapes for fermentation. 

4.2.12.  Grapes for Wine:  Shipping Collectives 

As with the table grape shipping collectives, groups of growers may have a 

formalized agreement to collectively provide grapes to a winery on contact.  This still 

provides growers with the financial benefits of avoiding the JA commission fees, and 

allows for the winery to assert some level of quality control if desired.  From the 

perspective of the winery, it also allows for the negotiation of one contract with the 

shipping collective rather than individual contacts with each grower.   

On occasion, this shipping collective may also be linked to the winery (or a group 

of wineries) via JA. This is particularly the case when the collective has no collection 

facility of its own to gather and process the harvest.  In such a case, growers then gather 

and process the grapes at a JA collection facility.  Once gathered, the grapes are then 

delivered to the winery.  The winery pays JA, who distributes the earnings back to the 

growers.    

4.2.13.  Grapes for Wine:  Brokers   

In Yamanashi Prefecture and particularly the Kōfu Basin there are also individual 

brokers who supply grapes to wineries (both in and outside the prefecture).  These 
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individuals purchase grapes from growers in different locations, typically at cutthroat 

prices, and then sell them on to wineries.  One of their main sources of fruit is from grape 

tourist inns looking to get rid of unsold grapes at the end of the tourist season.  

With the rise in individual contacts and growers increasing reliance on JA for 

brokerage, the role of these brokers has greatly declined.  They remain negatively in the 

memories of many growers (although many brokers were actually growers): 

“They used to buy grapes at cut down prices.   They were like hyenas.  They used their 
human networks to know who had grapes.  What farm family was in trouble, or part-time 
growers that did not know any better.  Now we are more in a sellers market.” (110) 
 
From the perspective of one winery however, the era of brokers had economic benefits: 

“I would not mind if brokers had more influence in grape selling.  With contracts with 
growers, it is not possible to refuse to buy grapes.  But with brokers you can turn down 
grapes if you do not need to make more wine.  One year yes, the next no, the next yes.  It 
worked in our favor.”  (114) 
 
4.2.14. The Custom Crush   

One additional source of income for many growers and wineries is the custom 

crush.  There are numerous variations, but typically one grower or a group of growers 

provide a particular amount of grapes to a winery.  Depending on the volume, these 

grapes may be mixed with those of other growers or fermented separately.  Prices paid by 

the grower also vary by winery, but in example could be 3 kg of grapes plus $5.80 for a 

1.8 liter bottle.  Another example is a winery in Katsunuma Town that charges $5 per 

bottle if the grower brings all the grapes (this prices includes the bottle, label, electricity, 

water, labor, etc.).  Labels may be elaborately designed by the winery or grower, or may 

be simply a small sticker to fulfill the minimum legal requirements. 

From the perspective of the winery custom crushes are done for three main 

reasons.  First, growers are typically required to contribute a slightly larger quantity of 

grapes than what would be needed to fill the requested bottles, providing extra wine that 

can be sold later for profit by the winery.  Likewise, when growers sell or distribute these 

wines, many wineries feel they are getting free advertising and added exposure in places 

geographically distant (20; 27; 76).  As such, some in industry describe wineries that do a 

lot of custom crushes as “small- to medium-sized wineries whose brand is not famous in 

the wine market.”  Still other wineries described the process as:  “We don’t do custom 
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crushes for the little bits of money, but rather it is a kind of social obligation to our 

growers” (75).  Most wineries mentioned that demand has dropped considerably in recent 

years as the number of growers and the amounts they drink are both declining. 

From the perspective of growers custom crushes are valuable for a number of 

reasons.  If growers also operate a grape tourist inn, seasonal alcohol sales permits allow 

growers to sell wines.  That is, tourists who arrive to purchase grapes therefore have the 

option of also purchasing wines “produced” by the grower.  Growers feel there is 

considerable appeal to customers if they can offer wines made from their grapes.  Wines 

are also given to friends as gifts (12; 109; 135).  Examples of wines being sold illegally 

(i.e., on expired or without permits) were also seen during fieldwork. 

Although less common, still other growers have established their own private 

brands for sale at local wine specialty shops.  One grower described it as such:   

“I have a private brand.  My own grapes, all 100%, made into wine and I sell it.  A 
winery makes the wine for me for a price.  I wanted my own brand as we growers have 
pride in our products.  And when I sell table grapes to consumers I can offer my original 
wine as well.  It is great PR.  I design my own labels.  We produce less than three 
hundred bottles a year and they are numbered.  We have been doing this since 2003 and 
although the price is over $30 a bottle, they always sell out.” (20) 
 

It is also important to mention one last note about custom crushes and the 

downward trajectory of relationships between growers and wineries in the prefecture.  It 

is widely believed by many growers that in the past, wineries would return wine 

fermented not from the grapes provided, but from those sourced elsewhere and of lesser 

quality and degrees brix.  The higher quality grapes supplied by the grower, it is argued, 

would then be used for the wineries own label to be sold at higher prices.  At least two 

respondents from wineries confirmed that this used to be the case.  The relationship of 

mistrust between the clusters had begun. 

4.3. Conflicts between Growers and Wineries 

 It is now vital to explore the complex and conflicted interface between the 

viticulture and viniculture clusters.  First, and foremost, most wine produced in 

Yamanashi Prefecture is largely fermented from grapes grown by completely unrelated, 

possibly unknown, growers.  As one winery respondent mentioned, “good wineries have 
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good relations with growers, and therefore they can also buy the better grapes (10).”  

Most wineries do not have such relations.  

From the perspective of many growers, and as mentioned previously, the highest 

quality grapes command the best prices when they are for the fresh table market and sold 

directly to consumers.  Even with two-way grapes such as Koshu, the highest price 

commanded remains those sold to the table grape market, resulting in the less favorable 

grapes being sold to wineries for extra income.  That is and in descending order of 

economic importance to most growers, first table grapes are sold direct, then to JA or 

some other cooperative association and finally to the wineries (8). 

 There is also a strong disconnect between the ideas and goals of many growers 

and wineries.  From the perspective of many growers, they are benefited by higher 

harvest quantities sold at the highest possible prices to the wineries.  Once the grapes are 

sold, they are typically also no longer interested in the winemaking process or the wine.  

Likewise, for economic and cultural reasons, their priority is to produce high quality 

grapes for the fresh market.  On the other hand, wineries want small harvest yields (i.e., if 

for higher quality), yet to buy those grapes at the cheapest possible prices.  They also 

typically have little interest in viticulture, and have instead focused on developing 

vinicultural skills.  As this relationship has progressed the two clusters have formed an 

unhealthy bond based on mutual antagonism and mistrust, both needing the other and 

both unable to change (9; 12; 32; 48).  This also leads to contracts and personal contacts 

hard to adjust, and very few people in the prefecture actually producing winegrapes. 

 Over recent history both sides have placed considerable stresses on this uneasy 

relationship.  A number of wineries admitted that their past and present practices and 

resulting instability in demand greatly stressed grower families.  As respondents note, this 

resulted in many growers removing Koshu and other fermentable grapes and replanting to 

other grapes/crops. 

Another respondent describes the causes of these disagreeable relationships as largely 

being the fault of the wineries: 

“It is a necessary step for the Yamanashi wine industry to survive long term and thrive.  
To have this compartmentalization between growers and wineries serves no one.  It is 
amazing the level of distrust between the two groups.  The wineries have f**ked these 
people around for years.  I am surprised they still grow grapes for the wineries… 
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Wineries always off chasing new market trends.  Always telling the grower to do this and 
then do that.  The wineries have never gotten into the trenches with the growers and said 
this is what we do.  Never explained themselves.  They haven't said your happiness is our 
happiness and long term our interests are linked.” (100) 

 

As a result of these prolonged conflicts, when wineries try to change the practices 

of growers, they often resist.  For example, when the owner of one well-known winery in 

Kōshū City told his contracted growers not use Bordeaux mix to preserve the aroma 

precursors for Kiiroka style wines, they thought he was “nuts”, and largely ignored him.  

Although he was correct, communication gaps and social cultural tensions between the 

two groups resulted in neither side showing a great degree of willingness to compromise.  

Besides argued growers (e.g., 69), “not using Bordeaux mix leads to a loss of harvest 

weight due to disease.”  Stated otherwise, growers would lose money.  This is especially 

troublesome to growers as the average price of local wines continues to rise, while the 

price per kg paid for their grapes remains both low and stagnant. 

While some growers and wineries have developed positive relationships, the 

uncertainty has further resulted in many growers cutting their Koshu and switching to 

higher price table grapes to support their families.  

With growing fear of a decline in the total amount of grapes available for 

fermentation, particularly as the industry is entering a more commercially successful 

phase, younger producers at wineries are starting to produce more winegrapes and grapes 

for wine.  As one winery owner optimistically noted:  “It is not the end of Katsunuma and 

Yamanashi Prefecture wine, but the beginning.  I think we are turning a corner.”  (9) 

In effect, both clusters are again slowly trying to turn their backs on the other.  

Growers continue to remove more fermentable grapes for higher value table grapes 

and/or other crops, and some wineries are slowly seeking to move beyond being 

négociants and grow their own grapes.  

4.4.  From the Winery  

An article published in 1955 on wine production in Japan notes the following 

issues adversely affecting the Yamanashi industry:  a lack of good winegrapes, the 

tendency for growers to sell their grapes principally for the fresh market, small and 

widely scattered vineyards, poor transportation networks, non-conformity of wine to the 
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Japanese meal, the inability to compete with Japanese sake and the presence of numerous 

cheap foreign wines imported due to lower import taxes (Yokotsuka 1955, 16).   Except 

for improved transportation networks (although not necessarily in terms of wine tourism), 

all of those findings remain accurate and continue to trouble the local wine cluster.   This 

section revisits those issues and how they adversely impact the contemporary industry. 

4.4.1. Sourcing for Wineries   

While most wineries have some operational or in/direct ownership control over 

vineyards, the total percentage of grapes they produce is normally quite small.  In 

example, one popular winery in Katsunuma Town had the following sources for their 

grapes in 2009, shown in Figure 4.5.  This winery began operations before the Second 

World War and currently averages ten full-time and five to ten part-time staff.  It is 

important to note that only 10% of the grapes crushed by the winery originated from its 

own vineyards.  Of the 90% purchased grapes, 80% is from contracted growers, brokers 

and non-JA cooperatives.  The imported bulk wine is typically red V. vinifera due to the 

difficultly of growing them locally (and low prices paid to growers), and a resulting near 

total lack of supply.  This V. vinifera bulk may simply be bottled and affixed with a local 

label or blended with locally grown Muscat Bailey A or Adirondack.  Wine purchased 

from other local wineries is basically wine produced by the larger manufacturers and then 

sold to smaller wineries, often still in the barrel.  These wines are typically fermented 

from imported juice.  The smaller wineries then affix the wines with their own label.  

They may or may not blend them.  They may also write “domestically produced wine“ on 

the label (but not “made from domestic grapes” if the raw materials are not of domestic 

origin).   
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Figure 4.5:  Sourcing Network for Grapes for a Winery in Katsunuma Town 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source:  Respondent 19 

Purchased, locally grown fresh grapes by percentage and price per kilogram are 

shown in Figure 4.6.  Wine produced from Delaware, Kyohō and Pione are typically 

pinkish in color and sweet.  At a price of $1.50/kg, considerably lower than the >$10/kg 

prices commanded at retail, it is obvious that this too is wine fermented from otherwise 

unmarketable table grapes.  Locally grown classical red V. vinifera command a higher 

price as they are harvested later and therefore more likely to suffer loses resulting from 

disease.  As growers typically are concentrated on table grapes, and those unmarketable 

grapes can be purchased by wineries cheaply, the vineyards owned by wineries are often 

used to produce V. vinifera. 

Figure 4.6:  Local Sourcing by Variety with Price 
 
 
 
 
 
 
 
 
 
 
 
Source:  Respondent 19 
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The distribution depicted in Figures 4.5 and 4.6 resulted in a total production of 

180 kiloliters, composed of 120 kl of wine, 50 kl of post-fermentation, sugar-infused 

sweet wines (typically produced from grapes such as Kyohō and Adirondack) and 10 kl 

of juice. 

4.4.2. The Macro Questions of Supply 

“As there are no growers aged in their thirties and forties, in ten to fifteen years, if the 
laws stay the same, we will only have imported juice to make wine with.” (12) 
 

According to the Yamanashi Nichi Nichi Shimbun (2009b), in 2009 winemakers 

in the prefecture hoped to purchase 700 tons of Koshu from the JA Fruits Katsunuma 

branch.  JA could only supply 360 tons of grapes.  While some of the blame for the 

shortfall was placed on poor weather, greater problems of supply face the future of the 

wine industry. 

Figure 4.7 shows area under grapes for Yamanashi Prefecture between 1979 and 

2008.  The y-axis on the left side shows the average under cultivation for all varieties 

(i.e., table, grapes for wine and winegrapes) and dropped in 1979 from 5,160 ha to 4,070 

ha in 2008.  The y-axis on the right side refers specifically to the Koshu cultivar.  Koshu 

dropped from 633 ha in 1979 to 446 ha in 2006.  It should also be noted that in 1965 the 

total grape area for all varieties in Yamanashi Prefecture was 3,680 ha.  That is, if viewed 

with slightly more historical distance, the all varieties graph would appear more as a 

mountain peaking in the 1983 at 6,170 ha. 
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Figure 4.7:  Area Under Grapes (ha) between 1979 and 2008 in Yamanashi Prefecture 

 
Source:  Yamanashi MAFF Annual Statistics 

Figure 4.8 again shows production figures in tons for Yamanashi Prefecture 

between 1979 and 2008.  Again, the y-axis on the left side refers to the total harvested 

amounts for all varieties, which dropped from 88,800 tons in 1979 to 48,400 tons in 

2008.  The y-axis on the right side shows data for the Koshu cultivar, which declined 

from 12,900 tons in 1979 to 7,060 tons in 2006.  Again, it is interesting to note that for all 

varieties the harvest amount in tons for 1965 was 48,130 tons, rising to 70,000 tons by 

1975.  In a pattern mirroring total acreage under cultivation in Figure 4.7, extending the 

all varieties category further back in time reveals a mountain shape line peaking in 1981 

at 89,600 tons. 
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Figure 4.8:  Production (tons) for Koshu and other Cultivars between 1979 and 2008 
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Figure 4.9 shows the harvested amounts in tons for Yamanashi Prefecture 

between 1993 and 2006.  The increased popularity of Koshu as wine in the late 1990s, 

and its lessening demand on the table grape market resulted in more grapes being 

fermented.  Muscat Bailey A for wine also rose during the same time period.  
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Figure 4.9: Harvest Amounts (tons) between 1993 and 2006 for Koshu and Bailey A 

 
Source:  Ogawa 2009 

One major concern for many of the wineries in the prefecture is the future supply 

of Koshu.  Most within the wine cluster are quite pessimistic. 

Some growers, on the other hand, expressed little concern. 

“Everyone now says that there is not enough Koshu.  But this is not a problem for 
growers.  We have to eat to survive and that means growing things like Kyohō and Pione 
rather than Koshu.  It is the wineries and the prefectural government that are having the 
problem.  But they are also the ones using public tax money to promote their industry.” 
(70) 
 One of the biggest issues facing the wine industry today is one of assuring a long-

term supply of grapes, particularly Koshu.  There are a number of reasons for this.  First, 

it is important to remember that Koshu is only grown in any volume in Japan.  That is, 

when there is a lack of supply of Koshu grapes locally, they cannot be sourced from the 

world market.  Second, when wine industry shifted more towards imported juice and bulk 

wine for blending in the 1970s, the market for grapes for wine produced in Yamanashi 

Prefecture declined to near insignificance and the price of Koshu fell again.  Frustrated, 

growers lost interest in the wineries and switched to other cultivars, such as Kyohō and 

Pione, or crops that yield higher profits.  These changes typically occurred at the expense 

of Koshu.  Third, as growers age their ability to work becomes increasingly more limited.  
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Typically, the small husband and wife grower families therefore place their efforts in the 

higher value table grapes.  While Koshu takes less time and effort to produce, the price 

received is too low for many to bother.  Fourth, there has been an increase in agricultural 

land removed from production.  This is not only a result of an increase in re-zoning land 

towards non-agricultural land use closer to more urban areas (e.g., Atago Mountain near 

Kōfu City), but also that the number of growers has decreased.  Additionally, if a new 

grower were to begin operations, the price of Koshu, despite these questions of supply 

and the increased demand, still is one of the least valued grapes.  As one respondent with 

the JA extension service explains: 

“The new big table grape is Shine Muscat.  It is a green grape.  There is a recent rise in 
green grapes, especially as color in things like Pione are not coming.  No young new 
young grower would plant Koshu, it is worth nothing.” (90) 
 

The question of supply has been exacerbated by developments within the wine 

industry as well.  While the total amount of Koshu available for fermentation has dropped 

by 50% from 1990 to 2006 (Yamanashi Nichi Nichi Shimbun 2009a; b), many of the 

larger wineries and multinationals have begun to revert back to production from locally 

grown grapes to match international standards for quality and to meet changing consumer 

demands.  This has strained the existing supply chains.  Two respondents describe the 

situation as such: 

“When a small company increases local content, it does not make a big difference.  But 
when a big company increases it makes a huge change in the market.  The multinationals 
are now shifting from must/bulk to making premium quality wine from local grapes.  
They want not 100 tons like the smaller wineries but 1,000 tons.  A little growth in 
demand creates shortages in the market.  Now there is also a Koshu boom linked to 
Japanese food and another rise in demand.  There is also a shortage in Bailey A, so 
people are blending it with imported bulk.  Katsunuma is also a famous brand area.  Next 
years AOC there will also increase demand.” (15) 
 
“When the multinationals buy up all the Koshu from JA it is the medium-sized wineries 
that suffer and cannot get grapes.”  (75) 
 
Still others explain a much deeper and more complex problem than of simply matching 

supply with demand: 

“I wanted fifteen tons of Koshu from my harvest group.  I only got nine.  Before harvest 
all the rumors said there were not enough grapes.  The hidden truth is at the end there 
were left over grapes.  Different shipping cooperatives would keep the grapes and wait 
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for higher prices.  This year the base price of Koshu went to $2.10/kg.  Previously it was 
below $2/kg.  Then a larger winery bought too many grapes for $2.70/kg.  They paid a 
high price, so took other grapes that were earmarked for other wineries.  They then 
realized they had purchased too much and then began to sell those grapes to other 
wineries as well.” (18) 
 
Other respondents view the issue of supply differently, and feel the problem lies not with 

the quantity of Koshu available for fermentation, but its quality: 

“There is enough Koshu.  Wineries only use around half of the available Koshu.  But 
grape tourist inns would rather sell it to tourists or sell direct to customers etc.  But there 
is enough Koshu.  I am more worried about how much influence wineries will have on the 
quality of that Koshu.” (54) 
 

The oft-noted feeling in the wine industry is that government has been impotent to 

solve the questions of supply.  Wine production remains classified as an “industry” and is 

accordingly regulated by the Ministry of Economy, Trade and Industry.  As an industry 

however, it is economically miniscule by national standards and receives comparatively 

little attention.  In addition, very little consideration is given to its agricultural base, and 

grapes for wine receive far less support or protection than rice and vegetables.  This 

stressed future of their industry has resulted in many wineries revisiting the growing of 

their own grapes to both ensure the supply and improve the quality of their grapes.   

“Most commonly what the customers are drinking is done by part-time growers.  If we 
cannot control the growing, we cannot raise the level. This is the direction I want to go.  
The more we understand Japanese soil and climate, the more steps we take to making 
better wines.”  (18) 
 

A final note on grapes relates to the time lapse between harvest and crush.  Due to 

a number of reasons including harvests from vineyards geographically distant, small 

yields from the small vineyards and large tank sizes left-over from the economy of scale 

production during the 1980s, locally grown grapes often wait three to seven days after 

harvest before being crushed (Ideally, crush occurs as soon as possible after harvest to 

minimize deterioration, often on the same day).  This again speaks to the larger structural 

problems within the wine cluster. 

4.4.3.  Grapes Grown by Wineries  

Many of the problems that face growers mirror those facing wineries growing 

winegrapes or grapes for wine.  In particular, the small sizes of vineyards do not permit 
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wineries to grow the amount of grapes they desire.  This is particularly important not just 

simply to fill up a fermentation tank, but when linking grape origin to some specific 

geographic area, terroir or notion of AOC, either real or fabricated.  Stated otherwise, it 

is difficult for some wineries to grow or purchase enough grapes from smaller sourcing 

areas to adhere to or establish particular regional identities of production. 

Furthermore, many wineries are finding they do not yet possess the skills 

necessary to grow higher quality winegrapes or grapes for wine.  As these respondents 

note: 

“A lot of wineries do not have skills to grow good grapes.  They had been depending on 
growers to grow grapes.  They did not help out or try to learn how to do things.  Now 
people are realizing that they need good grapes to make premium wines.  And wineries 
have their own vineyards, but not very many people know what they are doing.”  (110) 
 
“A lot of wineries around Katsunuma Town have their own vineyards, but it is just a 
small amount.  It is not enough for their production size.  So, one winery owner I know 
has a small vineyard of Cabernet Sauvignon and he is trying to learn vineyard 
management skills.  But as winemaker he has no clue.  Although he has done it, it has not 
been very successful.  So he is still buying most of his grapes from growers around his 
winery.” (2) 
 
“Wineries may wish to rent vineyards.  But no one knows soils or the best places to grow 
or how to judge the potential of established vineyards…or even not to dig deeply around 
vineyards with heavy tilling equipment.”  (23) 
 

While some wineries do operate vineyards with fermentable grapes more common 

in the prefecture (e.g., Koshu or Muscat Bailey A), many wineries have chosen to 

produce grapes that are difficult to acquire in the marketplace, namely classical V. 

vinifera.  Due to the low price, difficulty of their late harvest and lack of market when 

sold fresh, most growers choose not to plant winegrapes.  As such, wineries, often 

spurred on by notions of “proper wines”, typically try to grow some V. vinifera.  This 

was particularly influenced following the introduction of technology such as Mann’s 

Rain-Cut as described in the following section, and as evidenced by the increase in V. 

vinifera seedlings sold to wineries during the 1990s (121). 

Figure 4.10 shows red cultivars of classical V. vinifera planted in Kōshū City in 

2007.  Cabernet Sauvignon is by far the most planted by both wineries and growers 

contracted to wineries at around 235 ha.  Of this, 175 ha are in vineyards winery owned. 
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Figure 4.10: Red Cultivars of Classical V. vinifera Planted in Kōshū City in 2007 
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Figure 4.11 shows vineyards trained to styles of winegrape trellising more 

common in the wine industries of the West.  The vineyard supplies grapes to the smaller, 

family-operated Kizan Yōshu (Brand Name:  Kizan Wine).  It is also important to notice 

the skeletons of Mann’s Rain-Cut.  Varieties grown include Cabernet Sauvignon.  
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Figure 4.11: A Recently Pruned Vineyard Operated by Kizan Wine in Enzan Town 

 
Source:  A. Kingsbury 2010 

Figure 4.12 shows white cultivars of classical V. vinifera planted in Kōshū City in 

2007.  Chardonnay is by far the most planted most planted by both wineries and growers 

contracted to wineries at around 112 ha.  Of this, approximately 100 ha are in vineyards 

owned by wineries. 
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Figure 4.12:  White Cultivars of Classical V. vinifera Planted in Kōshū City in 2007 

 
Source:  Nakata and Ishihara 2010 

 Nonetheless, the growing of large quantities of grapes by wineries, particularly 

those medium-sized wineries most seeking the shift to premium quality and export-ready 

products, remains uncommon.  As many respondents noted, this relates to a lack of time, 

vineyards, skills and desire.  Many wineries also prefer to simply rely on growers. 

4.4.4. Mann’s Rain-Cut:  Technology to Counter the Environment  

One of the most important endogenous innovations to influence the modern wine 

cluster was the introduction of the Mann’s Rain-Cut (Patent #2053629-and produced by 

E. Katayama & Co. Ltd.  (Katayama & Co Not Dated)).  Invented by a long time 

employee at Mann’s Wine Company, Ltd. (formed by multinational Kikkoman 

Corporation in 1964) named Shimura Tomio around twenty-five to thirty years ago.   

Mann’s Rain-Cut is essentially the framework for a long vinyl cover laid over the 

top of vines trellised to a Goyot or Cordon de Royat system.  The system was designed to 

inhibit the various fungal rots and heavy rainfall that adversely affect fruit from being 

damaged during flowering and harvest seasons.  Its conceptualization was explained by 

Mr. Shimura: 

“In Japan we get more than double the rain of wine regions in France.  Here in June, 
when the flowers are blooming, it is rainy season.  And in September and October are the 
autumn rains (i.e., and Botrytis).  So, we sat down and had discussions about how to 
grow healthy grapes in our climate.  Well, if we look at humans we keep the rain off with 
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umbrellas.  We decided on this and it took many years of trial and error.” 
 

Mann’s Rain-Cut went through various changes affecting the strength and 

stability of the structure, the materials used and even the location of the vinyl on the 

vines.  At a cost nearing $12,000 for 0.245 acres, prices were fairly close to building the 

infrastructure of a new pergola vineyard. 

Mann’s Rain-Cut was claimed to not only to provide protection to the grapes, but 

also expedite the time from planting to first harvest and increase harvest quantities when 

compared to other pergola and basic Western trellising (Shimura 1999).  Figure 4.13 is of 

a version of Mann’s Rain-Cut protecting V. vinifera just below Toriibira in Katsunuma 

Town. 

Figure 4.13:  Mann’s Rain-Cut Covering Winegrapes in Katsunuma Town 

 
Source:  A. Kingsbury 2010 

The popularity Mann’s Rain-Cut was predominantly amongst “progressive” 

wineries with land and investment capital that were looking to produce their own V. 

vinifera (Note:  This did not include Koshu as it is considered selected for the local 

climate and therefore unnecessary to use Mann’s Rain-Cut.  Fermenting Koshu was also 

terribly unfashionable at the time). The nature of the grape growing industry and the 

economic costs associated with installing Mann’s Rain-Cut meant individual growers in 



 

 

235 

     

the viticulture cluster rarely if ever purchased Mann’s Rain-Cut for the production of 

winegrapes or grapes for wine.  The Yamanashi Fruit Tree Experiment Station conducted 

some research on employing the innovation for the production of table grapes, but there 

was never any economic impetus for growers to invest in the technology.  

 However, the technology spread relatively quickly through the wineries.  

Although never formally advertised on television, it was advertised in local horticultural 

journals.  Overall, the small size of the industry and its motivated inventor contributed 

most to its diffusion (56; 63; 89; 112).  Figure 4.14 is an advertisement for Mann’s Rain-

Cut.  Notice how the sunbeams are able to penetrate the cover, while raindrops are 

deflected. 

Figure 4.14: Advertisement for Mann’s Rain-Cut  

 
Source:  Yamanashi no Engei 1998 

 Mann’s Rain-Cut is now seldom used in the prefecture.  Newer technologies and 

the spread of Ichimonji trellising helped to contribute to its demise.  During the mid-

1990s there was a small, brief, second-hand trade in the skeletons (e.g., one respondent 

paid $3,500 for 0.1 ha).  At the time of fieldwork, the skeletons remained in winery-

owned vineyards all over the prefecture.  Very few growers or vineyard managers bother 

with the plastic or vinyl coverings.  The patent has also expired and the producers say 
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that have not sold any frames for over a decade in Yamanashi Prefecture (but they claim 

occasional sales to wineries in other prefectures).  The rapid rise and fall of Mann’s Rain-

Cut links both to its drawbacks as an invention as well as local economics.  Comments 

from previous users as to why they no longer use the technology ranged from the poor 

fruit set of grapes, problems with moisture and humidity under the plastic cover and 

issues associated with labor and costs of use. 

 In fairness to Mann’s Rain-Cut, it could be argued that its biggest impact on 

industry was its legacy.  Although most wineries no longer use the structure as it was 

fully intended, many shared similar views as to how it changed their thinking about the 

production of winegrapes.  As described by one respondent (45):  “It got winemakers 

thinking about completely leaving the pergola system for European trellising on any real 

scale for the first time.”  Another winery respondent (78) added:  “it gave us confidence 

for the first time that V. vinifera could be grown here.”  Still another added:   

“It made a big impact in its initial days.  It gave wineries confidence and helped to spark 
the classical winegrape revolution in Katsunuma Town about fifteen years ago.  People 
had been trying for a while, but Rain-Cut played a large part in this shift to classical 
winegrapes.  It gave people confidence.”  (62) 
 

Variations of Mann’s Rain-Cut and similar rain shields can also be occasionally 

seen in the production of other orchard crops (e.g., cherry) as well as in some smaller 

scale vegetable production and kitchen gardens.  Likewise, similar constructions are also 

now employed in Korean vineyards (Park et al. 2007).    

4.5. Team Kisvin:  The Gradual Emergence of Winegrapes from Growers 

The desire to produce premium quality wine has also become a goal for some in 

the viticulture cluster as well.  A leading group, Team Kisvin, is a loose network of nine 

volunteer members that are mostly growers, but also include a university professor, 

Tōkyō businessman and a younger wine maker who trained overseas.  Formed in 2005, it 

was often noted by respondents outside this group that it includes two of the leading 

growers in the prefecture.  In short, the group is a loosely organized umbrella-type 

association with each member typically also heading their own companies.  For example, 

under the larger Team Kisvin umbrella is the “Kisvin Joint Stock Company” and “I 

Vines” (i.e., an agricultural company) (Team Kisvin 2010). 
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The name of the organization originates from the English “Kiss a Vine”.  The 

goals of the association are to improve the quality of raw materials available for wine 

production (i.e., mostly V. vinifera); protect grape growing in the region; build society 

and the local economy; and to make better growers.  The group regularly organizes study 

groups for wineries and growers to study various aspects of viticulture.  It remains free to 

join but the likelihood of organizing more formal meetings and training courses for small 

fees in the future is probable.  Team Kisvin members are also some of the few growers 

actively renting idle fallow land to produce winegrapes in different areas of the Kōfu 

Basin.  In many ways, members are also friends and often drink and travel abroad 

together to visit other grape and wine production regions. 

One key undertaking of Team Kisvin is the promotion of viticultural education in 

the region, and it has begun to organize courses for the specific needs facing the 

production of winegrapes and grapes for wine in the prefecture.  In example, many 

wineries are acquiring more vineyard acreage and must learn how to convert those 

pergola-trained vines into plants designed for the production of grapes for wine. That is, 

the vineyards must be converted to match the goal of growing higher quality winegrapes.  

Most within industry feel that Team Kisvin members are some of the few growers or 

researchers capable of teaching this material.  The group also informally links to 

Yamanashi Prefectural Industrial Technology Center through shared research and 

friendship.  Kisvin members also teach at the three-month course at the University of 

Yamanashi’s Lifelong Wine Education Program.  Growers in this organization work 

regularly in various educational capacities (e.g., extension) and one also serves as a board 

member for the new Kōshū City AOC.  Figure 4.15 shows Team Kisvin member Mr. 

Ikegawa Hitoshi teaching at an educational course at a vineyard in Katsunuma Town.  

Attendees included winery owners, vineyard managers, researchers from the Yamanashi 

Prefectural Industrial Technology Center and independent growers. 
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Figure 4.15:  Team Kisvin Educational Sessions with Ikegawa Hitoshi 

 
Source:  A. Kingsbury 2010 

One additional key element of the operations of Team Kisvin is its strong 

professional and social links to Chateau Sakaori Winery of Kōfu City.  Team Kisvin 

members supply grapes together and individually to the winery.  From the perspective of 

the winery, teaming up with Team Kisvin assures a constant supply of higher quality and 

locally grown grapes.  A previous producer of large quantities of wine from imported 

bulk, Chateau Sakaori Winery has now committed itself more to fermenting premium 

wines from grapes grown in Yamanashi Prefecture.  As demand for locally grown grapes 

has increased across the prefecture and the quantity of grapes produced continues to 

decline, this link offers solutions to problems of supply.  Grapes from the group are 

purchased at higher base prices than from those at JA ($2.50/kg as contrasted with 

$1.90/kg), and are then fermented to comprise the wineries highest priced wines.  The 

names of the growers are typically also listed to show consumers the quality of the 

product. 

Figure 4.16, Mr. Ijima Masayoshi (on the left), the winemaker of Chateau Sakaori 

Winery and Mr. Ogihara Yasuhiro, a leading grower for Team Kisvin, show off the 

newly released “Jewels of Kisvin” brand wine in Kōfu City.  Some members feel this 
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brand could be lovingly deemed “the new budōshu”, as so many different grapes are 

fermented together.  The wine is a mix of a diverse number of white V. vinifera grown in 

the Kōfu Basin.  The wines were later brought to a wine sampling and trade event in 

Tōkyō.   

Figure 4.16:  Wine Produced in Cooperation between Team Kisvin and Chateau Sakaori 
Winery with Ogihara Yasuhiro and Ijima Masayoshi 

 
Source:  A. Kingsbury 2010 
 
4.6. Assemblage:  The Next Generation of Winemakers who Grow Winegrapes 

 Assemblage is a group of around ten members, all born in the 1970s and the next 

in line successors to small- and medium-sized wineries in the Kōfu Basin.  This group 

formed to promote technical exchange between members on both grape growing and 

wine production.  Founded in 2000 through the financial support of the Yamanashi 

Prefecture Commerce and Industrial Support Section and small membership fees, they 

hold monthly meetings, exchange information and have begun winemaking dinners and 

tasting both around Yamanashi and in Tōkyō and Yokohama.  On occasion they also visit 

other local wineries both in Yamanashi and other prefectures (Assemblage 2009). 

In many ways this is the younger generation of the Katsunuma Wineries Club, to 

which most of their fathers are members.  As described by one Assemblage member: 
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“We are mostly the next generation of winery owners, and for those of the same, younger 
generation to exchange information.  We have different kinds of thinking than the older 
generation in Katsunuma Wineries Club and needed a place for us.” 
 
Called by some as an idealist group, some member respondents argue the group is “…not 

really about immediate profits, but friends with similar ideas, passing on information on 

everything from growing to winemaking to marketing.  We also bring wine for everyone 

to taste.” 

Others claim the benefits of having a “go to” source for information:   

“I can call on my cell phone a number of people if there are questions.” 
 
“I joined to make industry connections and get easy answers to questions. Also 
newspapers and magazines come around now and it helps to spread my wineries name.  
With winemaking there is also a lot I don’t know yet.  When we gather to drink or talk, I 
learn a lot.  I get eight replies to my questions.”  
 
Opinions of members also mirror the changes many claim is now affecting the cluster.   

“Yamanashi wines have gotten better as there are younger people now making the wines.  
They are taking things more seriously then previous makers, and trying to make wines 
from higher quality grapes.  A generation change is happening.  Customers have 
changed and become more intelligent as well.  As such, our business is more 
demanding.”  
 
“The wine of my father’s generation was not for flavor.  Wine was always the cheapest 
thing in Yamanashi Prefecture.  Wine was about getting drunk rather than flavor.  We 
are trying to change that.” 
 
“The thinking is now different.  The younger folks are looking for new skills.  My father’s 
wine is not a wine that is popular anymore…the fathers’ understand for the most part 
what the younger people are trying to change in the industry.  The times have changed.” 
 
As do opinions of some who are not members: 

“Optimistically speaking I think there is a big generational change happening…The old 
guys have been making big mistakes for three generations.  And they are all old men.  
And it is very hard for them.  It takes an enormous amount of energy and power to admit 
your mistakes. I think there will be a generational change in people who have not 
invested their lives in doing something wrong.”  (100) 
 
“I think you have seen the newer generation of winemakers here.  Nevertheless, their 
level is still very low.  The truth is however they are far better than what we had here 
thirty or forty years ago.”  (62) 
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On some occasions fieldwork permitted interviews with both members of 

Assemblage and their fathers (i.e., the current owners of these wineries).  Most 

understood the directions taken by their sons as necessary, although difficult, in this new 

business climate.  These thoughts are noted below:  

“Slowly a shift happened towards making wine and trying to make quality wine.  And for 
us (i.e., the older winery owners) that meant importing lots of foreign bulk and wine.  My 
generation was focused both on selling a lot and raising the quality level. But making 
profits was especially important. The younger generation is less interesting in selling a 
lot of wine and more about improving quality.  They are taking courses in winemaking, 
going abroad, and they want to stop the importing of juice and wine for blending.”   
 
“I would have liked to ferment only grapes grown for wine.  But growers have been doing 
table grapes for so long it is unreasonable to expect them to change.  But young people 
are now interested in growing their own grapes for wine.”   
 
“There are young people who are now running the wineries.  Even if they will make 
proper wine, I remain fearful about finding enough places to sell it.”   
 

Still other respondents were not so optimistic about the larger changes said to be 

occurring within industry.  As one noted:  “Much is just superficial, like the desire to 

learn to make winegrapes. Companies still keep their discoveries to themselves.  The only 

real associations doing anything are not for skill advancement, but for marketing and 

making money.” (57) 

4.7. Capital Flight:  Leaving Yamanashi Prefecture 

“There are a lot of interesting things happening in Japanese wine outside of Yamanashi 
Prefecture.  Actually they are more interesting.” (93) 
 

In recent years grape and wine production has quickly risen throughout Japan.  

Much of this has occurred at the expense of the clusters in the Kōfu Basin and prefecture, 

and its long-standing places as the core of viticulture and viniculture in the country.  The 

first issue relates to the actual vineyards, something many medium- and larger-sized 

wineries continue to acquire in the more overarching shift to higher quality, and with the 

intentional use of quotations, “locally produced” wines.  Wineries are now seeking and 

acquiring land in Western Yamanashi and outside the prefecture to avoid the structural 

issues attributed to small vineyards in the Kōfu Basin.  Figure 4.17 shows the percentage 
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of total Japanese wine production based in Yamanashi Prefecture over time.  This 

percentage has dropped from approximately 90% in 1970 to 40% in 2008.  

Figure 4.17:  Percentage of Production in Yamanashi vs. the Rest of Japan from 1970 
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Source: Yamanashi Wine Center 2009 

  Another reason for the departure of capital and potential investment relates to the 

temperature and climate of Yamanashi Prefecture, in particular as it to how it adversely 

affects plantings of classical V. vinifera.  Inhibited anthocyanin synthesis and the 

difficulty of reaching higher levels of degrees brix at harvest most concerned 

respondents. 

4.8. Chapter Conclusion 

 This chapter traced the historical trajectory of the various retail channels available 

to growers and supply options for grapes to wineries. Of particular focus was the 

contested interface between growers and wineries, and the underlying social, economic 

and political causes for this divide.  Relations between growers and wineries are now 

strained, and prefectural and municipal governments have largely failed to mediate the 

transactions between the two clusters.  As a result, an insufficient supply of locally grown 

and high quality winegrapes and grapes for wine contributes to hinder product upgrading 

in the wine cluster.  Unlike more successful wine clusters, there are few durable alliances 
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between local growers and wineries.  This troubled relationship has resulted in overly 

complex supply chains and an inability to control the quantity, quality and type of raw 

materials.  In effect, the wine industry has become highly inflexible. 

As most of the viticulture cluster is no longer interested in and/or able to supply 

large quantities of fermentable grapes, the production capacity of the wine cluster is also 

becoming greater than the upstream supply of locally grown inputs.  While industrial 

manufacturers of other products would likely seek new relations with SMEs to supply the 

materials for their production, the case of wine in Yamanashi Prefecture again proves 

different.  First, the raw materials for the production of wine are mainly grapes (i.e., an 

agricultural commodity).  Yet, grape production in the prefecture is handicapped by the 

small, fragmented size of vineyards and the agronomic limitations of both the growing 

season and local environment.  To this, globally defined standards of higher quality wine 

elevate the importance of “local” in the sourcing of raw materials during the production 

process.  This is a particularly troublesome diseconomy from the perspective of the wine 

cluster in terms of its longer-term survival.    

Conversely, some wineries have begun to attempt to circumvent these 

diseconomies and both maintain and upgrade production in situ, often by growing their 

own grapes.  Likewise, and although still rare, some growers are turning to the growing 

of winegrapes with new vigor, effectively reuniting elements across the clusters.  Overall 

however, many wineries were found to be already looking beyond the geographical, 

environmental, social-cultural and economic constraints of Yamanashi Prefecture.  Such 

firms include key members of the winemaking cluster that now source grapes and/or have 

opened wineries in other locations across Japan.  Such a diffusion of investment and 

resources begins to question the value of proximity to some firms in the Yamanashi wine 

cluster. 

Chapter Five examines the efforts of some of the wine cluster to survive in situ.  

In particular this chapter explores the newer trend to construct and market conceptual 

notions of “quality” in local wines and “local” in wines produced from raw materials 

outside of Yamanashi Prefecture.  This chapter also explores formal and informal quality 

assurance and branding schemes, questions of regional and varietal identities, the rise in 

popularity of Koshu wines and disjointed nature of learning networks within the clusters. 
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Chapter 5.  Notions of “Quality”, the Rise of Koshu Wines and Learning Networks 

 

5.1.  Introduction to the Chapter 

A number of publications in the popular press in recent years have reported that 

the wine cluster of Yamanashi Prefecture is currently seeking to upgrade (or indeed has 

already upgraded) to premium quality production.  This chapter employs archival 

research, semi-structured interviews and participant observation to focus on how various 

elements within the grape and wine clusters negotiate, construct and then market notions 

of this “premium quality”.  Sections compare opinions on the various styles of production 

and the associated meanings embodied with specific types of their labeling and 

marketing, identity construction via inter- and intra-regional geographic divisions and 

specific “wine” places, identities attributed to the fermentation of particular grape 

varieties and (in-) formal quality assurance and branding schemes.  

The chapter then shifts to examine wines produced from Koshu grapes in more 

detail.  This includes a historical background of the arrival of the Koshu grape into Japan 

from China, poises questions of the genetics of the variety as a V. vinifera, and traces the 

recent rise in prominence of Koshu wines.  The chapter then delineates the trend in the 

wine cluster to directly link Koshu wines with new conceptualizations of a premium 

quality wine region that ferments this “traditional” and “Japanese” winegrape.  Overall 

this chapter poises larger questions linked to the literature on quality construction in agro-

food that suggests place is an integral part of product.  Namely, this chapter asks what 

“qualities” are perceived and prized in wine; how is the Koshu grape connected and being 

connected to those qualities; how is the “local” being defined in this production; and 

finally how is this being certified and then transmitted to consumers.  In effect, this 

chapter outlines not only a number of technical, but also culturally constructed responses 

currently employed by the wine cluster to reinvent both product and place.  In turn, these 

newly produced meanings are being used to develop the domestic market for its 

production.   

The chapter concludes by exploring how learning networks within both clusters 

have affected the development and the future potential of Yamanashi wine fermented 
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from locally grown grapes.  In particular, these final sections explore both how and what 

kinds of learning diffuse and more importantly, do not diffuse, though the clusters.    

Studies on new economic spaces and clusters typically find that spatially 

proximate SMEs enjoy stronger mechanisms for shared in/formal knowledge production 

and diffusion (Alyward 2004).  In example, Scott (1998) finds that local university 

research agendas are more likely to support the needs of local industries.  Likewise, local 

educational institutions tend to provide the specific skill sets to future employees 

demanded by industry.  In the case of wine clusters, Porter (1998) found higher education 

and training institutes all linked to innovation, Alyward (2004) uncovered well-

coordinated R&D programs and a unified marketing and branding strategy, and Ditter on 

Chilean wine (2005) noted specific forms of localized knowledge regularly being 

transferred to smaller firms within the region.  Again, this chapter shows that the wine 

cluster of Yamanashi proves to be different from the majority of case studies. 

Overall, this chapter also exposes a historically linked bifurcation in the learning 

networks of the two clusters.  As a result, very little understanding currently exists about 

growing grapes specifically for premium and ultra-premium wine under local conditions.  

For many firms within the Yamanashi wine cluster, being largely inflexible, innovation is 

occurring not by actually sourcing/growing grapes of local origin and technically learning 

to produce wines to higher standards, but by learning to manufacture notions of “place”, 

“heritage” and “identity” and then market that to consumers as evidence of premium 

quality.  

5.2. Grapes, Wine, Alcohol and Health  

 The production or consumption of wine/budōshu in Japan has little of the 

religious connotation traditionally associated with the beverage in Christian/Catholic 

countries (even among most Japanese Catholics) (139).  That is, there is no historical link 

between wine and the divine (e.g., the blood of Christ) as presumed in many cultures of 

Europe (It is also interesting to note that the sacramental wine served at Catholic masses 

in Yamanashi Prefecture is imported).  However, there are associations between 

wine/budōshu and/or grapes and health that pervaded mainstream thought prior to more 

modern associations linking wine drinking with cardioprotective benefits, or most 

recently, notions of healthiness connected to the lower percentage of alcohol in some 
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styles of Koshu wine. 

Grapes have historically been believed to have medicinal properties in Japanese 

society.  The source of these beliefs is likely China, from which grapes arrived to Japan 

and where grape juice is considered salubrious. At various times in Japanese history, 

grapes have been taken as medicine and have been considered as nourishing to the 

physical body (44; 51; 62).  This too is partially influenced by Buddhism, in which 

Bhaisajyaguru (i.e., the Buddha that cures all ailments) promotes grapes as being good 

for the health.  It is also believed that Koshu was brought to Japan originally as a 

medicine (Katsunuma Chō Shi 1962, 623).   

Likewise, there is a more general tradition of alcohol being associated with 

medicine and both categorized and used as a pharmaceutical in Japanese culture (Asai 

2003, 57).  Indeed, long-standing conceptualizations of alcohol being used for medicinal 

purposes (e.g., 薬用酒, yakuyōshu), although more common now only in the views of the 

elderly, explains why the product lines of some wineries within the prefecture include 

green tea wine, garlic wine and onion wine for older bus tourists.  Figure 5.1 is an older 

label for “Medical Wine” from Marufuji Winery (Brand Name: Rubaiyat) in Katsunuma 

Town. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

247 

     

Figure 5.1: “Medical Wine” 

 
Source:  A. Kingsbury 2010 

Figure 5.2 shows an advertisement in Katsunuma Train Station for a brand of a 

medicinal alcoholic beverage now owned by Chateau Katsunuma called “Doctor Wine”.  

The brand is always misspelled when written in English to become “Doctar Wine”.  It is 

made by fermenting the chameleon plant (Houttuynia cordata) and is advertised as 

something to be drunk daily for health.  The portly looking man holding the bottle 

exclaims: “This is my doctor”. 
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Figure 5.2:  Advertising for Medicinal “Wine” in Katsunuma Town 

 
Source:  A. Kingsbury 2010 

5.3. Budōshu versus wain:  The Same “Wine” in a Different Bottle? 

 Surprisingly, one of the more negotiated constructions of identity within the 

Yamanashi wine industry begins with simple linguistics, but then merges into conceptual 

debates regarding the differences between the two words commonly translated from 

Japanese to English as wine (i.e., 葡萄酒, budōshu and ワイン, wain).  At the beginning 

of fieldwork, I believed the introduction of the word “wain” to be like many other words 

of foreign origin brought into Japanese in the katakana script.  It seemed to be the 

replacement of, an even more modernized, possibly Western rendition for “budōshu”.  

Indeed, much of the Japanese language academic and popular press literature, if from the 

last thirty years, uses the word “wain”.  Older, more historical texts use “budōshu”.  So, I 

was to mistranslate the two words for the same concept, one more contemporary, and one 

now out of use.  I was soon to realize that for many within the table grape and wine 

clusters, “budōshu” and “wain” are at the very least, possibly conceptually but certainly 

emotionally different drinks for some respondents, produced by different kinds of firms, 

consumed in different ways, used by different kinds of people and for different reasons.  
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Before “wain” had entered into Japanese, the beverage resulting from 

fermentation of grapes was always referred to and marketed as “budōshu” (Note: 

“Budōshu” is also the word of choice in Japanese language Christian Bibles).  The 

characters “葡萄酒, budōshu” translate directly as “grape alcohol”, where the character “

酒, shu” refers to alcohol.  This follows the character structure of other alcoholic 

beverages in Japanese such as Japanese sake (i.e., 日本酒, Nihonshu) or Japanese apricot 

alcohol (i.e., 梅酒, umeshu).  Early production in the industry was entirely labeled 

budōshu, and discussions about wine always employed this term.  As Ogihara (2001, 83) 

indirectly points out, this term also likely linked the new product to Japanese sake and 

other more traditional alcoholic beverages in the minds of the early consumer, allowing 

for increased sales to consumers both unfamiliar with the product and also actually 

preferring Japanese sake.  Indeed, sake culture more generally conditioned the early 

production and consumption of wine.  As the industry developed, and could be argued 

sought more marketable Western identities in a “Westernizing” country during the Meiji 

Era, many companies began to use the more Western sounding word written in katakana 

as “ワイン, wain” or even the English word written in the Latin alphabet as “wine”. 

 While some respondents in the contemporary industry use the words 

interchangeably, others consider “budōshu” and “wain” as vastly different conceptual 

drinks.  Whether one wishes to produce or consume “budōshu” or “wain” was strongly 

linked to how the respondent self-identified or wished to be seen by others.  Many 

respondents explained “budōshu” conjured notions of authenticity, history, local, 

Japanese-ness and community, but to others also rurality, backwardness, drunkenness, 

earthiness, old, rustic-ness and inferior quality.  “Wain” on the other hand implied 

“Western-ness”, international, urban, European, new, expensive, fashionable, premium 

quality and modernity but to other others also pretentiousness, insecurity, foreignness and 

even un-Japanese-ness.  The following quotes provide a small sample of these opinions. 

“My grandfather always said, “I want to drink Japanese sake.  But we are poor, so I 
drink this terrible “budōshu”.  And at New Years and big events he would say loudly 
“Let’s drink the real stuff, Japanese sake.”  But on a more common day it was the 1.8 
liter bottle and a teacup.  It was sour and oxidized and good for nothing but getting 
totally hammered.” (9) 
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“Back in the days when everyone was drinking label-less 1.8 liter bottles of budōshu to 
get drunk no one knew what wine tasted like.  It was good at the time.  But once foreign 
wine arrived, budōshu lost out and its era was over.”  (39) 
 
“In the old days people had little alcohol to drink. Beer and shōchū costs money, which is 
why budōshu played a big role.  Now those other drinks are affordable and people who 
drink budōshu are less.”  (35) 
 
“The image of budōshu is table wine.  Wine (i.e., ワイン, wain) is more chic.” (6) 

One grower in Katsunuma over the age of eighty explained his view on the matter 

indirectly:  “We always called it “budōshu”.  Some time ago people starting saying wine 

(i.e., ワイン, wain).  There is no difference.” (Note:  Despite this claim, he 

subconsciously always used the word “budōshu” when talking about Yamanashi products, 

and said “ワイン, wain” when describing wine from abroad). (69) 

Others shared different opinions based on production methods, bottle size and 

consumption cultures: 

“It is the same stuff, but just depends on the size of the bottle.” (44) 
 
“There is no difference. They are the same.  In Japanese it is “budōshu”.  In European 
writing it is “wine”.  But perhaps in the public view budōshu has the image of the 1.8 
liter bottle.” (16) 
 
“It depends on how you make it.” (38) 
 
“It depends on your purpose.  The style. Wine is sauce for your cuisine.  Budōshu is for 
getting drunk.  Or your evening drink.  Wine is Western culture.  The meal is the main 
thing.  Budōshu is more oriental culture. The act of drinking is main.” (32) 
 
Some even described their continued production of budōshu in near ideological terms: 

“We have no interest in international wines or comparisons.  This is growers’ budōshu 
made for local growers from their grapes.”  (35) 
 
“The difference is in style.  Budōshu is a Japanese classic.  Long ago the people of 
Katsunuma made budōshu.  Now people are making fresh and fruity styled wines like 
those in Germany.  It is a very different thing.  Oxidative is budōshu.  Non-oxidative is 
wine.   My Koshu and Bailey A are budōshu.   My winery’s name is “X Budōshu”, and it 
is with budōshu that I want to continue.” (27) 
 
5.4. The Shape of Fine Wine?: Bottle Sizes and Image  

 Wine (i.e., in this sense budōshu) in Yamanashi Prefecture has traditionally been 

bottled in the 1.8-liter sized isshōbin (i.e., 一升瓶, isshōbin).  This size bottle was really 
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designed for four or five people to drink together for getting drunk at a reasonable price.  

For all but the most hardened individual drinkers (i.e., who can finish the bottle), the 

unfinished wine/budōshu would (further) oxidize and flavor would be negatively 

impacted.  Many respondents noted that this size bottle remains preferred by older 

customers.  Likewise, the image of a group of rural people sitting around with a 1.8-liter 

bottle, drinking out of chipped tea cups to get drunk is often used in marketing and the re-

creation of local wine production history in places like Katsunuma Town (now part of 

Kōshū City).   

Today, most wineries still bottle some wine in this 1.8-liter bottle.  These wines 

are typically at the lower end of the price scale (but not always as a few wineries have 

attempted to re-elevate its status and are bottling higher priced wines in the 1.8-liter 

bottle).  The 1.8-liter size still typically holds “葡萄酒, budōshu” rather than “ワイン, 

wain” fermented from Koshu, Muscat Bailey A or Delaware, all grapes with longer 

traditions of fermentation in the prefecture.  Wineries now also produce wine bottled in a 

720 ml bottle, smaller than the 750 ml bottle standard in much of the international wine 

world.  Wineries are wont not to move to the 750 ml bottle, as it is less profitable, but 

import requirements to many countries requiring this size may force conversions at least 

by wineries attempting to enter this market.  Restaurants and wine shops (especially if 

located in other prefectures) typically only carry the 720 ml or 750 ml sized bottles.  As a 

result, some growers and producers link their knowledge and use of the 1.8-liter bottle to 

their local or regional identity. 

As a final note, outside of one company producing wine that was bottled in cans, 

no alternative packing was seen during fieldwork.  Despite the potential cost savings 

and/or environmentally friendly nature of such packaging, bag-in-boxes, pet bottles, 

Tetra Pak, aluminum bottles, etc. are not yet part of the local production landscape.  

Multi-colored and/or synthetic closures are also rare. 

5.5. Production Styles:  Sweetened versus Dry   

Many within the industry are also divided as to whether it remains acceptable to 

ferment the sugar infused, highly sweetened wines like those typically sold to tourists 

who typically did not consume much wine in the past.  Although wineries more generally 

are shifting away from fermenting Kaiji, Kyohō and sweet Koshu, in actuality many also 
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continue to ferment at least one sweet wine for this purpose.  As one winery owner and a 

winemaker explained: 

“The old customers and tourists like the old taste.  But I am trying to stay in business by 
making more modern wine.  That of course makes them unhappy.  So I am keeping the 1.8 
liter wines for the old customers, shareholders and tourists, but making 750ml bottles 
with the newer flavors.”  (73) 
 
“The main products sold at many wineries are still the souvenir wines.  We need to 
change those customers’ ideas of wine.  Most are not normal wine drinkers and therefore 
like sweet and easy to drink wines.  But we want them to understand that dry, higher-
quality wines are also from Yamanashi.” (23) 
 
The current trend is a shift towards developing repeat customers with drier wines.  

5.6.  Raw Materials:  Local versus Imported  

“Wine is different than automobiles or beer.  The origin of your materials is vital.  
Overseas this is known, but in Japan this is a recent understanding.”  (132) 
 
“From about four years ago, some of my customers started asking where the grapes in 
the wine they are drinking came from.” (43) 
This goal of the following section is to do the same.   

Unlike most other wine producing countries, Japan has no national standard of 

wine laws or national organization of legal designation.  As a result, when consumers 

examine bottle labels, they find little accurate information as to the origin of the 

agriculturally based contents.  Following the diethylene glycol crises in 1985, the Japan 

Wineries Association, based in Tōkyō and considered heavily influenced by the political 

will of the multinationals and larger wineries, organized a set of volunteer labeling codes, 

removing a fraction of the ambiguity regarding the origin of wine bottled under domestic 

labels.  While the country of origin is now more commonly mentioned for bulk wines (or 

simply written as “imported wine”), exact percentages and origin of must or grape 

concentrate are not.  Wines produced from 100% domestic grapes are typically labeled as 

such, as it often commands a higher price with a segment of the consumer base.  With 

blends of domestic and imported wine the word order determines what constitutes a 

higher percentage (e.g., “imported wine/domestic wine” would imply over 50% is 

imported).  In short, the information available to consumers is vague and misleading, 

likely leading to confusion.  Likewise there is no enforcement mechanism if these codes 
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are broken.  Many wineries are also not members in this association and have even less 

obligation to comply. 

The lack of a wine law stems from a number of reasons.  First, since the Meiji 

Restoration revenue from liquor taxes has comprised a major source of government 

income.  As such, the Ministry of Finance has made regulations on, controlled and 

directed the production of all alcoholic beverages.  Its role, rather than one of regulating 

health or quality, has tended to be more focused on securing this revenue (Yamamoto 

2003, 32).  Likewise, many respondents argue that Japanese consumers believe food and 

alcohol produced in Japan is safer than that which is imported.  If the true origin of 

grapes were actually listed on Japanese wines, many companies feel they would lose a 

large portion of their revenue.  While many wineries in the prefecture are attempting to 

shift to more production from domestic grapes, the income from selling and/or blending 

lower cost imports greatly contributes to the financial bottom line.  Therefore, most 

wineries actually have little economic interest in lobbying for a wine law.  It simply 

makes more financial sense if the public remains unaware. 

The result of not having any wine law also leads to some misleading statistics.  In 

1998, during the red wine boom, statistically 146,000 kl of wine originated from 

domestic production and 224,000 kl were from imports (Japan Wineries Association 

Statistics 2010).  As one respondent pointed out however, that 146,000 kl of “domestic 

production” does not refer to the source of grapes but rather where the wine was 

fermented or bottled.  Of that 146,000, the respondent then proceeded to posit two key 

points.  The first is that the multinationals produce over 70% of that figure, with smaller 

wineries producing only about 30%.  The second being point was that only 30% is 

produced from grapes of Japanese origin.  The remaining 70% is divided between 

imported must, juice, grape concentrate and bulk wine (i.e., for blending with locally 

produced wine or simply blended with other imported wines and then bottled).  This is 

one of the reasons that Kanagawa Prefecture is the second largest wine-producing 

prefecture in Japan by volume, namely wine is fermented/blended from imported 

materials near the docks of the Yokohama port area to save on transport costs.  In 2007, 

wineries in Yamanashi Prefecture produced 27,276 kl  (based on the taxed amounts), or 
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33.8% of all Japanese production.  This was followed by production in Kanagawa 

Prefecture at 25,989, or 32.2% (Source:  National Tax Agency Annual Statistics 2009). 

Likewise, as Japan is not a member of the OIV, it is not required that wine be a 

beverage produced from grapes.  As such, “wine” can be made from any number of fruits 

and vegetables (Murakami 2007, 337).  Wines produced from ingredients such as 

cabbage and kiwi are common in the prefecture.   

 With that said, of wine produced in the prefecture there has been a shift towards 

more production from domestic grapes and away from import-dependent brands.  While 

most wineries still have a percentage of sales from imported and then blended wines 

and/or wines fermented from bulk concentrate or must, it is typically less than the 

proportion fifteen years prior.  This shift has been particularly pronounced in the agendas 

of the multinationals, many of whose production in the prefecture is now 100% domestic 

(Hughes 2009; Suntory 2009; Respondents from Multinational Wineries).  Two 

respondents described why:  

“The multinationals can do their own sales.  It is like a pyramid.  Most of their income is 
from the cheap imported stuff.  Then comes the stuff made from imported must.  They are 
producing local top quality as a signboard and to bring status to the winery.  To sell that 
signboard the multinationals work with the Yamanashi Prefecture Wine Manufacturers' 
Association.  It is their most expensive wines and adds creditability to their image.” (15) 
 
“We have an overwhelming amount of production in Kanagawa Prefecture of imported 
bulk.  In Yamanashi we have tried to make the distinction for our domestic production.  
We use the name “Chateau”.  There is no legal reason not to (i.e., although it is not 
really a chateau but uses grapes sourced on contracts).  We have split our branding in this 
way.”  (Multinational winery respondent) 
 

These changes have helped to develop the beginnings of a local wine tourism 

market catering to customers seeking locally produced (and labeled) wines.  Nonetheless, 

many small-and medium-sized wineries continue to use imported raw materials, and 

drums of grape juice concentrate from abroad can still commonly be seen stacked behind 

(or even near the entrance of) many wineries in the prefecture.  Indeed, many companies 

are still mixing domestic and foreign materials, often never stating that on their labels.  

Respondents claim that many consumers remain unaware or uninterested in the origin of 

the grapes. 
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“We blend imported wines and then use our label for a number of reasons.  Basically, 
consumers think it is Japanese wine, there are huge cost differences and higher profits.  
If you import cheap ingredients you get more profits.  It does not matter that it is imports.  
Souvenir buyers don’t bother to know the difference.”  (63) 
 
“We blend already made imported wine from abroad for the money.  If you do the actual 
brewing you have to have more equipment and the higher costs of labor…amongst 
Japanese customers there are people who think about this, but really most do not.” (Note:  
The wines sell for over $50.)  (31) 
 
5.7. The Question of “Quality”  

 Most respondents felt that the highest quality production occurred at the 

multinationals.  These large-sized wineries typically have the most advanced equipment, 

their own laboratories, vineyard managers and a highly trained staff.  The wineries of 

multinationals in the prefecture also were some of the first to leave the larger scale 

production of sweet wines typically sold to the bus tourists and shifted more towards 

international-standardized winemaking.  Likewise, unlike the majority of industry, the 

quality of production from the multinationals does not vary that much per year. 

 The next quality level of wines is being produced by some medium-sized wineries 

and then some smaller wineries.  The production at this level is generalized to have little 

consistency, both within and across vintages.  These wineries however are generally 

considered to have a better image with the public than the multinationals, who continue 

to struggle to create a division in their product lines.  It is at this level that many of the 

next generation successors, now typically aged between thirty and forty, have begun to 

seek more production from grapes grown in their own vineyards.  Many of these wineries 

are also seeking to enter export markets. 

It is important to consider that not everyone is in agreement that the shift to 

premium quality has already occurred or is indeed actually occurring.  Many within 

clusters quietly argued that rather than any tangible shift in production or actual 

upgrading, better marketing has resulted in the rise in popularity. 

5.8.  Koshu:  Vitis vinifera Orientalis  

The following section shifts to explore in detail the new hope (again) for the 

future of the wine cluster in Yamanashi Prefecture, the Koshu grape (i.e., Vitis vinifera 

Orientalis).  These sections focus on the genetics, history, scale of production, changes in 
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production, flavor profiles and identity debates surrounding Koshu.  Most importantly, it 

builds a introductory framework to later analyze how Koshu wines are now being 

employed to construct a marketable heritage and identity, assist in the development of a 

Yamanashi tourism winescape and empower wineries to begin to push for export. 

5.8.1. Is Koshu really a Japanese V. vinifera? 

As the current industry again shifts its position to now glorify the Koshu it once 

ignored and/or even despised, larger questions related to the genetic identity of this grape 

remain.  Koshu has long been termed the “Japanese V. vinifera”, and much of its revival 

both in terms of financial support from government and the push to market it 

domestically and overseas is based on it being V. vinifera.  Indeed, there is virtually no 

market internationally for wines made from any other species but V. vinifera.  There is a 

long-standing debate however, although typically now quite hushed to avoid any negative 

implications to product marketing, that Koshu is actually not V. vinifera at all.  Some 

respondents mentioned that ampelographic experts had long questioned the classification 

of Koshu as V. vinifera.  Ikeda (1909) also doubted the claim that Koshu is a V. vinifera, 

particularly as the grape was, unlike most V. vinifera, largely resistant to phylloxera.  

Nonetheless, much of the current “scientific evidence” that Koshu is V. vinifera however 

is based on a DNA profile test conducted by the Foundation Plant Services at the 

University of California at Davis in 2004.  Although never openly published, the results 

were said to claim that Koshu is 95% V. vinifera and 5% unknown (Note:  I was able to 

obtain a copy but cannot publish them due to confidentiality issues).  The test uses allele 

sizes in base pairs for ten microsatellite DNA markers.  As the parents of Koshu are 

unknown however, this test offers no actual quantitative percentage or statistical 

estimation of V. vinifera in its results.  As the tests were explained:  “In short, the service 

with eight or ten markers is not designed to answer this type of question in any 

quantitative way.”  Likewise, “My reports to service clients simply do not make any 

quantitative statements regarding species background.” (134) 

That is, claims as to the percentage of V. vinifera in Koshu, if they based only on 

the results of this test, are bogus.  One respondent explains some of the quietly expressed 

concerns feared by some within industry: 

“I do not like the reinvention.  Koshu has a very rich history.  It might not be the 
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storybook history but even the idea of V. vinifera is false.  It is not V. vinifera.  It is a 
hybrid of V. vinifera and other things.  95% means not V. vinifera.  It has V. vinifera in it.  
And the 95% is not a correct claim either.  Others say only 70%.  UC Davis says the tests 
are proprietary as they were funded by private funds for the genotyping.  For a number 
of years now people who really know their stuff have expressed concerns.  Even the 
morphology is different.  People know this but are trying to sell it as V. vinifera overseas. 
I find that disturbing as well.” (133) 
 

As to whether Koshu is truly V. vinifera or not remains debatable.  Regardless, its 

long history as the key grape in Japanese viticulture and winemaking arises little doubt.  

Before moving into the current reconstruction of the wine region’s identity (-ies) under 

the Koshu banner, some additional elements of this history prove interesting.   

5.8.2.  Koshu:  Additional Historical Notes 

 The early history of commercial grape production in Japan is actually that of 

Koshu. According to Sato (1996, 50), the Koshu grown today is likely linked by heritage 

to the Hontanku grape from Hotan in Xinjiang in Western China.  Hontanku likely 

arrived in China around 126 B.C.E, possibly from Iran or Afghanistan.  Both grapes also 

share genetic relations with the Ryūgan grape, now being fermented by some wineries in 

Japan, but those relations remain unclear.  The grape was first said to arrive in 

Yamanashi in 718 C.E.  As Koshu was produced in various regions for centuries, a 

number of different clones eventually developed.  These were later classified into four 

major divisions (Katsunuma Chō Shi 1962, 618; Tsuchiya 1980, 7).  This vast genetic 

diversity among Koshu vines is something that older growers still remember (34; 69; 

135).  However, as will be explored in the next section, little of this variation remains.   

5.8.3.  Grapevine Ajinashi-ka Virus (GAV)  

In the middle-to late-1950s a problem was first noticed in Koshu vines.  While no 

visible symptoms were seen on the growth of the vines or the yield of berries, when 

harvested the berries showed a marked decrease in degrees brix (from 17 °Bx to 12 °Bx), 

rendering them unsuitable for the fresh table or wine market (Namba et al. 1979; 

Yamakawa et al. 1982).  Named grapevine ajinashi-ka virus (GAV) (i.e., tasteless fruit), 

the graft-transmissibility of the disease was confirmed by the Yamanashi Fruit Tree 

Experiment Station.  Research also concluded the causal agent is a combination of the 

grapevine leafroll virus and grapevine fleck virus (Namba et al. 1979; Yamaguchi 1983; 

Anonymous1 1988; Terai 1992, 51).  While the virus was also later found on Delaware 
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and Kyohō (Namba et al. 1979), it was really the Koshu cultivar that experienced the 

most dramatic effects.  Ultimately, it was also found that the infestation of rootstocks 

with the virus resulted in the infestation of many grapevine cultivars (Yamaguchi 1983).   

 To combat the virus, the Yamanashi Fruit Tree Experiment Station in 

coordination with various agencies including JA first started to produce virus free stock 

in 1981 (that was first released in 1982).  At the time of fieldwork, around 80-90% of all 

the Koshu stock is considered free from all viruses, particularly if the vine is less than 

twenty-five years old (Note:  Some respondents claim much greater problems with other 

viruses however).  However, this replacement of large numbers of Koshu vines with 

virus-free stock greatly reduced the genetic diversity now available to wineries for 

fermentation. 

“We have tried to find the Koshu of old and can’t do it.  There is sometimes talk of pre-
war vineyards, but when I went to see, they were not pre-war…there is not much clonal 
variation now.   This suggests wide scale wiping of the slate and starting over from a 
fairly limited stock of nursery selection materials.”  (132) 
 
5.8.4.  Koshu:  A Small Scale of Production  

 It is here important to capture some idea of the scale of production.  While Koshu 

is becoming the signature grape for the wine industry of Yamanashi Prefecture, its 

fermentation remains quantitatively small.  In 2007, the total amount of wine produced in 

Japan was 237,419 kiloliters.  From this, wine fermented from grapes grown locally was 

only 17,831 kiloliters (7.5%) (See Figure 5.3).  Only 2,500 kl or around 1.1% was from 

the Koshu variety.  That is, only around 1% of all the wine available in Japan is Koshu. 
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Figure 5.3:  Origin of Raw Materials for Wine in 2007 

66.0%
4.7%

21.8%

7.5%

Imported wine Bulk Wine (for blending)
Imported Juice Wine from Domesti c Grapes

 
Source:  National Tax Agency Annual Statistics 2009 

 In Yamanashi Prefecture in 1999, 7,300 tons of Koshu were harvested.  This 

dropped to 2,460 tons by 2008.  Figure 5.4 shows the average prices in US$ per kilogram 

for the average of all cultivars versus Koshu that were shipped at JA branches in 

Yamanashi Prefecture between 1996-2005.  As can be seen, Koshu always commanded 

less money for growers.  When combined with the continued development of newer and 

higher value table grape cultivars over the same time period, Koshu simply lost 

prominence.  Figure 5.5 illustrates this decline in terms of amount of Koshu harvested. 
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Figure 5.4: Average Prices for Koshu Shipped at JA between 1996-2005 
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Figure 5.5:  Total Amount (t) of Koshu Harvested since 1975 

 
Source:  JA Zennō Yamanashi Statistics 

As a result and with a genuine fear of a growing supply problem and pressures 

from within the wine industry, various levels of government have begun assistance 

programs to encourage more growers to produce Koshu for fermentation.  In 2010, the 
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prefectural government provided between $500-2000 to growers for 0.1 ha of new 

vineyards.  Kōshū City also provided $200 for new five-year or more contracts for every 

0.1 ha.  At the time of the fieldwork in 2010, only twenty growers had successfully 

received the assistance from Kōshū City for a total of $6,600.  This investment raised the 

area under new grapes by only 3.5 hectares  (Asahi Shimbun 2010b).  (Additional forms 

of prefectural government support, including small amounts of aid for new equipment, 

seedlings and to reclaim abandoned farmland can be found at Yamanashi Prefecture 

2010b).  According to grower respondents, the paltry sums offered in support would 

never convince anyone to start growing Koshu for wine.   

5.8.5.  Changes in Production:  The Koshu Wine Project   

 The recent rise in the production and consumption of Koshu wine can be linked to 

a number of factors.  Perhaps most important is the work of the Koshu Wine Project, 

operated by entrepreneur and long time American expatriate Ernest Singer.  An owner of 

a successful wine import business in Tōkyō, Singer desired to attempt to produce 

premium quality wines from domestic grapes.  He took typical Koshu harvested from 

overhead pergola and sent them to friend and famed white wine expert Professor Denis 

Dubourdieu at the University of Bordeaux for analysis.  At the time Koshu was the least 

desired grape by most wineries, and most growers were still removing it from vineyards 

to plant crops of higher value.  After consultation and eventually deciding/determining 

that the grapes were “V. vinifera” (i.e., the 2004 UC Davis test), they teamed with the 

influential local producer Chūō-Budōshu (Brand name: Grace Wine) to produce test 

batches in Katsunuma Town.  The first vintage was produced in 2004 with a winemaker 

brought by Professor Dubourdieu, only around ten to twenty cases.   

The typical degrees brix of Koshu grapes harvested at this time were low, 

meaning that resulting wines could not be fermented to the standard 12% alcohol.  This 

low degrees brix was the result of a number of factors, including climate change and that 

many growers harvested early to avoid loss to disease and inclement weather.  More 

important to the final quality of wine however, was not the inappropriate level of sugar, 

but that the grapes were harvested unripe.  As a result, until this production by the Koshu 

Wine Project, most Koshu wines were heavily chaptalized and a concentrate was also 

typically added, distorting the final wines.   
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To overcome these problems, the Koshu Wine Project decided that producing a 

Koshu with only 10-11% alcohol would become the target.  Grapes were gathered from 

vineyards in Hosaka and Hishiyama and a lower alcohol wine was finally produced.  It is 

this wine that was given to the famous wine critic Robert Parker to score, the first ever 

from Asia.  Parker scored an incredible 88 out of 100, the Koshu consumption boom 

began and the world began to look at Japanese wine in any meaningful way for the first 

time (Kyodo News International 2005; Hughes 2008).  The Koshu Wine Project, later 

changing the name of its wines to “Shizen” for legal reasons, would in 2008 be the first 

Japanese wine exported to the European Union (Anson 2008).  Marketing and sales 

people also attempted to further develop the link between Koshu wine with Japanese 

cuisine (i.e., predominantly raw fish dishes), later also greatly influencing the exploration 

of export markets by groups such as Koshu of Japan.  

After a falling out with the ownership of Chūō-Budōshu, the Koshu Wine Project 

continues to rent facilities at various wineries across the region for fermentation of 

Koshu.  More recently it has rented vineyards for testing in various areas (most of which 

are not in Yamanashi Prefecture) (Jeffs 2007; Koshu Project 2007; Fieldwork).  The 

grapes will be grown on Western trellising, something relatively unique for the 

production of Koshu grapes in Japan.   

In effect, the wines from the Koshu Wine Project and Professor Dubourdieu had 

great potential to change large segments of the wine industry.  In producing their wines, 

they uncovered and dispelled a number of previously held myths in industry.  Likewise, 

the group made vinicultural innovations that encouraged a number of changes previously 

uncommon.  For example, they began to harvest grapes not based on degrees brix, but 

rather ripeness.  They produced a low alcohol wine from Koshu and encouraged growers 

not to use copper (e.g., Bordeaux mix) as it binds the aroma precursors and destroys the 

fragrances in the wine.  Likewise, as Koshu often fails to fully ripen (due to climate 

change, virus infections, overproduction, a lack of viticultural savvy and/or lack of 

photosynthesis in the overhead pergola), the skins of the grape are bitter.  Typically, local 

wineries use a standard 70-80% press and then add residual sugars or micro-oxygenation 

to improve the palatability.  The Koshu Wine Project did Champagne style presses (at 

only 50%) to avoid extracting this bitterness. To avoid the flaws of oxidation (the tannins 
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of the grapes being unripe made Koshu particularly susceptible), the wine was also kept 

completely reductive until bottling.  The wines scored by Parker were made using all of 

the above methods. 

However, it is vital to understand that very little of the contemporary wines from 

Koshu produced by other wineries use many of these techniques.  While the Koshu Wine 

Project group helped to create the first larger scale marketing boom in Koshu through 

advances in local winemaking, few of these methods have been incorporated by the 

majority of the cluster.  In effect, the majority of Koshu wines now being sold under this 

boom on the Japanese market (and now being pushed for export though groups like 

Koshu of Japan) are completely different styles of wines made with completely different 

techniques.  The famously scored Koshu and the average Koshu produced in the 

prefecture today have been lumped together and successfully marketed to a largely 

unknowing/uninterested public. 

There is also another slightly darker side to this story.  Concerns have even been 

expressed regarding the integrity of the famous “88”.  It should be noted that Singer 

considered Professor Dubourdieu and Robert Parker as friends before all of this occurred.  

In a 2009 publication in a Japanese language industry trade journal WANDS (Hori 2009), 

some highly critical points are made.  It appears that Parker may have been treated to a 

number of special “perks”, including expensive sushi in the famous Ginza district in 

Tōkyō and highly lucrative short-term contracts by Singer’s company.  The truth is that 

only a few respondents in industry were aware of this background.  More likely, as sales 

of wines from Koshu have increased across the industry, few see any merit in mentioning 

it. 

5.8.6.  The Tastes of Koshu    

From the perspective of a winemaker, Koshu is a chameleon grape and relatively 

neutral.  It is considered to not, in itself, have a great deal of character.  Stated otherwise, 

if you take Koshu grapes and treat them in the recent internationalized winemaking style 

of putting the grapes into a press, de-stem or do not, press them gently, take the juice, put 

it into a tank, settle it, maybe add a settling agent, take the substrate and put that into a 

stainless steel tank and ferment, you would arrive at a fairly neutral wine (stated by others 

as having poor body, tasting flat and with a bitter aftertaste (Yamamoto 2003, 123)).  It 
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would be delicate with some aromatics, but overall there would be not that much to it.  

Incidentally, Chardonnay, like Koshu, is also considered neutral.  Chardonnay however 

has body, meaning it can be improved by oaking.  Koshu, without any discernible body, 

is considered by most to be overpowered by oak.  Despite this, many Yamanashi wineries 

were found to oak Koshu in French, American and/or Eastern European barrels or 

employ oak alternatives.  Nonetheless, the nature of Koshu is considered to be similar to 

working with a clean slate, and with whatever is done in the cellar really leaving an 

imprint on the final product.  As such, Koshu can be made in a wide variety of different 

ways, possibly even matching a diverse number of different foods.  It has only been in the 

last few years however that these different production styles have become more 

pronounced, and Japanese fans of Japanese wines have sought to find culinary matches 

for Koshu.  Wines currently produced range from dry using the sur lie method to 

intensely sweet using the reverse osmosis membrane method or the iced grapes press 

method.  It can even be fermented to develop a refreshing and crisp acidity. 

In actuality, most growers harvest at around 15 or 16 °Bx.  The thicker skins of 

Koshu, beneficial in protecting it against local disease and pest pressures, also adds bitter 

tastes to the wine.  Chaptalization is therefore the norm.  Likewise, some wineries freeze 

juice into a concentrate and remove the excess water to improve the quality.  Finally, and 

although this was never seen directly, respondents mentioned certain “Yamanashi tricks”.  

That is, as there is no wine law, some producers blend in imported juice or bulk wine 

from abroad (e.g., Chardonnay), labeling the final product as a 100% Koshu wine.  In 

other cases, blending Koshu with other grapes has been tried in more modern times.  

Research by Otawa et al. (1999) mixes the red skins of Bailey Alicant A with Koshu.  

One winery in the Kōfu Basin also sold a confusing blend of Koshu with Pinot Noir. 

 In the recent past, many winemakers have also sought to produce styles of Koshu 

mimicking classical V. vinifera.  This was the result of two reasons.  First, each of the 

wine consumption booms was based in classical V. vinifera, grapes of which Yamanashi 

producers do not have a large local supply.  It was, in effect, a local attempt at producing 

faux styles of imported wine with the materials available.  Others felt this attempt to 

produce wines that taste like other wines as a sign of a deeper complex within industry.   

“Why do they make Koshu taste like Chardonnay?  I think we Japanese have a complex.  
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“Wine” means French wine or foreign wine.   So we try to mimic those tastes.  We make 
wine like it is an industrial good rather than an agricultural product.  Besides degree 
brix levels in grapes in Europe are over 22.  In Yamanashi, 17 °Bx and below is 
normal…we have to get over this complex, leave the mimicry of French wines behind and 
learn to make our own styles of Koshu.  Sadly, I think Yamanashi has not learned this 
yet.” (92) 
 
This is countered by the opinions of another respondent, who prefers taking Koshu in 

new, uniquely local, directions: 

“Before people tried to make Koshu taste like Chardonnay.  Wait, there is no Koshu in 
France.  Why should we try to make French wines?  Slowly people are learning to take 
new directions with the grapes.  Koshu is a Yamanashi original.  This will be the 
identity.” (22) 
 

One of the problems often mentioned by industry is that Japan is the only country 

that produces wine from Koshu in any meaningful way.  As such, there is no 

internationally famous European or North American counterpart Koshu wine to hold in 

comparison. 

“With traditional wine varieties there are world standards to compare to.  Everyone is 
saying Koshu is delicious etc, but really we have nothing to compare our Koshu with in 
other countries.” (31) 
 

One final note on the various flavors of Koshu now being produced, many have 

only been around for less than ten years.  These new fermentation methods have greatly 

improved the palpability of production from locally sourced grapes, particularly in the 

wineries of the multinationals and larger wineries.  Nonetheless, many of these methods 

require not only more advanced skills, but also expensive capital investment into 

equipment.  As will be discussed in more detail later, even though these methods exist, 

implementation has not been uniform across wineries within the prefecture.  As Perrotti-

Brown (Not Dated, online) describes, most Koshu is still of very low quality:   

“Unfortunately for Koshu, compounded with the already disappearing endemic farms, 
there is a fundamental problem that could jeopardize the future of this culturally 
important winegrape:  the wines made from it are mostly terrible, over-oaked, over-
chaptalized, insipid bilge that are left for dust compared to cheaper, better foreign 
wines.” 
 
Others agree, at least in part: 

“Everyone in Tōkyō knows Yamanashi wine exists.  But most people wouldn't consider it 
good.  Instead it would be in Nagano or Hokkaidō.  There are two reasons for this.  First, 
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for white, Koshu is primary rather than something like Chardonnay.  For reds, there is 
only Muscat Bailey A.  They are not known grapes for wine.  It is hard to make great 
wines with these grapes.”  (133) 
 
“Every winery has a best quality unique wine.  The problem is that that amount is very 
small.  And the lower end to middle range wines, small profits and quick returns are 
more common.  And that is what everybody drinks and associates with Yamanashi wine.  
And whatever winery you go to that middle ranged Koshu is the same.  It is not 
distasteful, but it is all the same and boring.”  (39) 
 
Not everyone agrees.   

“Wine level qualities over the last ten years have improved incredibly.  Ten years ago I 
could not drink Koshu, now it has gotten much better…people are studying a lot more 
about grapes and how to do things in the wineries.”  (113) 
 
By way of a cultural comparison between members within the grape and wine clusters, 

the opinion heard most commonly from the very growers of Koshu, was one of complete 

and total disinterest.  As seen here: 

“We used to drink Koshu as we had a brewing place with the association.  We would 
drink it every night in the 1.8 liter bottle.  It was awful stuff so we would add shōchū to it 
and make a mixed drink (i.e., ぶ酎, buchū).  I am happy we can afford beer and Japanese 
sake now and no longer have to drink Koshu.”  (102) 
 
5.8.7. Koshu Fermented sur lie 

 A number of more recent changes in production methods have improved quality 

and led to an increase in popularity of Koshu wines.  The first of these was fermentation 

sur lie (i.e., it matures or ages on the lees), initially made popular through the efforts of 

Mercian.  All wine is fermented on some lees (i.e., basically excess proteins and dead 

yeast), and after fermentation is finished the wine is racked and will then settle more lees. 

Sur lie fermentation keeps wines on the lees for additional periods of time.  This method 

is common for Muscadet wines in the Loire Valley of France, and is used to produce a 

dry Koshu (for more details see Izumi et al. 1994; Sato et al. 1997).  Overall, production 

by this method results is wines fresher and with more intense flavors.  

5.8.8.  Koshu Fermented Kiiroka 

 Perhaps the most influential change in fermentation practices was a result of the 

efforts of an employee of the multinational Mercian, a wine maker named Dr. Tominaga 

Takatoshi.  Dr. Tominaga was working under Professor Denis Dubourdieu (i.e., an 
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internationally renowned white wine researcher) in the early 2000s at Bordeaux 

University in France.   Their research sought to study the origins of wine aromas through 

work on the S-cysteine conjugate aroma precursor that is present in similar quantities in 

Sauvignon Blanc grapes.  This precursor converts to a citrus fruit scented thiol during 

fermentation.  His idea was the more precursors you begin with, the better the conversion 

ratio and the more pronounced the end flavor.  In effect, grape growing and winemaking 

should be modified to obtain/maintain these desirable compounds.  To achieve this effect, 

grapes should be shaded as precursors suffer from photo-degradation, copper based 

Bordeaux mix should not be used in grape production  (copper ions in Bordeaux mixtures 

hide some of these flavors), all contact with oxygen during winemaking should be 

avoided (including adding dry ice into the fermentation vats to blanket the surface with 

inert gas) and special yeasts should be used (Tominaga 2003; Campbell 2006; 

Respondent 30).  Wines fermented in this style express components of passion fruit, 

grapefruit, lime and/or white peach.  Kiiroka wines became available from around 2005 

(Food Science Journal Editor 2005; Perrotti-Brown Not Dated).  The Tamamoro Area in 

Kōfu City is perhaps the best-known region for producing grapes for Kiiroka style wines 

as it is one of the hottest in the prefecture and as a result grapes can be harvested earlier. 

The effects of Kiiroka style fermentation on the Yamanashi clusters were 

multiple.  First, this was the first time that many wineries realized Koshu had any 

pronounced aromas, bringing new interest from wineries in the grape.  Some of those 

who were able invested capital in new stainless steal tanks and advanced temperature 

controlled storage systems.  As this style of wine became more popular, its production 

dramatically increased (Indeed so much so that some respondents complained of a 

Kiiroka style overproduction).  At the time of fieldwork Mercian provided weekly data 

analysis testing of wines for a small fee for around twenty wineries in the prefecture 

attempting to produce wines in a Kiiroka style.  Incidentally, the name Kiiroka originates 

with the name of the beloved pet bird of Dr. Tominaga (i.e., Kiiro-chan), who was said to 

emit a similar “bouquet” (For the complete story see Tominaga 2003; Chateau Mercian 

2005). 
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5.8.9. Growing Koshu as a Winegrape  

 Although Koshu is a two-way grape, it is almost exclusively grown in one 

manner.  For most within the viticulture cluster, Koshu remains what is grown on the 

lower quality, harder to access, typically at higher elevation vineyards that are left over 

after ones time and better vineyards have been converted to higher value table grapes.  

Very little is understood as to how to prune and trellis Koshu for production as a 

winegrape.  There is even debate as to whether the vine can be grown successfully in a 

Western trellis style:  

 “There are a couple people doing it in Western trellising, but branches become too long, 
the leaves too big and the plant bears inferior fruit.  This is all new and no one knows for 
sure how the plant will perform after ten or fifteen years.” (121) 
 

Indeed, developments in producing Koshu for wine are still rare enough that in 

2005 newspapers reported the first successes of Koshu grown on Western trellises and/or 

from older Koshu stocks (Yamanashi Nichi Nichi Shimbun 2005; 2006; Sankei Shimbun 

2005; WANDS 2006a; Hagihara 2006)  (Note:  These early collaborations between 

growers and a winery disintegrated, leading many of the growers to later reform under 

the banner of Team Kisvin.)  Nonetheless, growers producing Koshu for winegrapes 

remain rare and a great deal of research needs to be conducted to assess the full potential 

of the grape.  As one winery owner notes: 

“We have been growing Koshu for over one thousand years here.  But unfortunately there 
is not a long history of growing Koshu as a winegrape.  We have to back up and make a 
switch.  For example, until recently having a larger harvest was more important than 
quality or growing grapes for particular qualities in a wine.” (48) 
 
Another respondent noted the realities of sourcing grapes for many wineries: 

“Some of the wineries that are trying to make inroads abroad and are boasting about 
Koshu are getting grapes from people whose main purpose in farming is to make 
peaches, and who actually really only do grapes on the side for a little extra money.”  
(29) 
 
 After pressure from within the viniculture cluster, from 2011 the Yamanashi Fruit 

Tree Experiment Station will begin research on identifying and developing potential 

clones in Koshu, growing the cultivar under different cultivation schemes and 

determining optimal pruning ratios with the cultivar as a winegrape.  Seedlings have been 

collected by Yamanashi Prefecture Wine Manufacturers' Association and will be planted 
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out and organized at Akeno Village in Hokuto City in the Northwestern area of the 

prefecture.  Harvested grapes will be fermented at the Wine Center of the Yamanashi 

Industrial Technology Center.  While considerable research has been conducted on 

growing Koshu for the table, this represents the first larger scale and publicly funded 

effort to produce the cultivar for higher quality wines.  Further investigations linking 

genetic variation with a particular focus on fruit characteristics are required for clonal 

selection in Koshu.   

As one respondent notes: 

“The truth is that with Koshu we still have no idea what is there.  For this reason with 
Koshu we still don't know in which clones the sugar content is high, strong to disease, 
acidity amounts or whatever.  We still cannot chose as there is basically no 
understanding of what clones are what.” (45) 
 
Other respondents however question the need for extensive clonal research at this stage in 

agro-industrial development.  In particular, as the price for Koshu sold to wineries 

remains at the bottom end of the grape value scale, few growers would be willing to 

invest in new clones.  As such, the production of any new clones would likely be raised 

by wineries, something many growers feel amusing due to their perceived near total lack 

of viticultural competency.  

“So, now there is some talk of Koshu clones.  Really, it does not matter.  As there are no 
good skills for making Koshu for wine you will still not get good winegrapes.  People are 
now saying that this clone is good or the other clone is good, but really as there are no 
farming skills it does not matter.  It is pure stupidity.”  (110) 
 
5.8.10.  Identity:  Is Koshu Saving the Wine Cluster or Vice Versa? 

 Despite the severe drop in demand by wineries for Koshu grapes during the 

Bubble Economy, many within the industry now seek to reinvent themselves by (re-) 

centering this cultivar as their heritage and identity.  Although Koshu did not originate in 

Japan, nearly all respondents identified it as a “Japanese” grape.  With the Koshu booms 

in the mid-2000s, Koshu has also now also risen to become the top selling wine of many 

wineries.  In this new milieu, the same wineries that rejected the grape only a few 

decades before now speak fondly of its historical role as the “identity” of Japanese wine 

and Japan. 

It is also important to note that many of the recent publications about Koshu in the 
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predominantly Western readership English language press are written by writers paid 

directly by the industry and its newly acquired funding from various levels of the 

Japanese government.  A good example is Robinson (2010), a famous non-Japanese 

speaking wine writer who ponders whether Koshu is so part of the Japanese lifestyle that 

it is not exotic as a wine in Japan, and therefore not popular like European varietals. 

5.8.11.  Koshu:  Those against Linking Koshu to the Identity of Local Wine 

 Others within industry are not quite as convinced that Koshu is or should become 

the identity of the wine region (-s).   

“Koshu is not the signature grape of Yamanashi and Japan.  It is not given preference 
over other grapes.  The best sites are not planted to Koshu.  Even Toriibira (i.e., a 
“famous” wine place described in 5.14.3) used to have a lot more Koshu than before.  
And Koshu does not fit into the local cuisine in any real way, outside of the old timers 
having a glass now and then.” (132) 
 

In 2006, a German shocked the local wine industry of Yamanashi Prefecture by 

raising Koshu grapes in Europe, fermenting them and then selling one hundred and 

twenty bottles in Japan at around $100 a bottle. The wines were fermented in a style not 

unlike Riesling (WANDS 2006b). 

“Koshu is of course grown in Yamanashi, parts of Nagano, Osaka and a few other 
places.  It is funny, everyone used to say that Koshu is a mysterious grape that can only 
be grown in Yamanashi.  Well, now Germans are growing it too…(laughs)…If they do it 
well, we would be in real trouble.”   (92) 
 
5.9.  Other White Wines:  Kai Blanc and Sun Semillon  

 One final note on the production of white wines in the prefecture relates to the 

Kai Blanc cultivar, introduced by the Yamanashi Fruit Tree Experiment Station in early 

1990s.  In effect, only five wineries in the prefecture produce wine from this grape.  Its 

diffusion never really occurred for a couple of reasons.  First, being only a grape for 

wine, growers had little financial incentive to produce it.  Secondly, although Kai Blanc 

produces a wine similar to Koshu, but as winery respondents noted, it is void of the same 

marketable historical cache.  Sun Semillon, another Yamanashi Fruit Tree Experiment 

Station hybrid is even less popular (Miyake et al. 2006). 

5.10. Muscat Bailey A, Kai Noir and the Question of a Yamanashi Red Wine  

 While a larger portion of growers and producers feel that Koshu was/is/should be 

correlated with the identity of white wine production in Yamanashi Prefecture, an 
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industry consensus of a red cultivar linked to domestic traditions and identity is much less 

apparent.  The most fermented red wine from grapes grown in Yamanashi is Muscat 

Bailey A, and it is easily argued to be the only grape with a claim to some local identity.  

A cross between “Bailey” x “Muscat Hamburg” by Kawakami Zenbei, the grape includes 

the genetics of V. labrusca, often giving the final wine a foxy flavor off-putting to many 

wine drinkers (although it is argued by some respondents that as Japanese eat many V. 

labrusca table grapes they have learned to appreciate this flavor).  Bailey A is a two-way 

grape, and growers feel that it makes a good table grape and is strong to local disease and 

pest pressures.  That is, there was an initial financial incentive outside of wine for its 

planting by the viticulture cluster (which was well before the larger shifts to Pione and 

Kyohō).  In many ways, rather than its flavor, Bailey A forms the basis for most reds 

produced (i.e., grown and fermented) entirely in Yamanashi Prefecture as growers 

planted it as an easy to grow table grape, and wineries bought it as there was demand to 

produce something domestic and red.  The issue of that foxiness however remains 

troublesome to many producers. 

Others feel the history of the grape in Japan is too short to be accepted as 

representative of local production (32), or question the potential quality achievable in 

wines fermented from Bailey A: 

“Bailey A certainly has value as a grape.  But you look at the winegrapes of the world 
like Cabernet Sauvignon or Merlot, they are valued higher.  While those grapes have 
been done well in Nagano Prefecture, this has not yet happened in Yamanashi yet.”  (89) 
 
Another commonly expressed viewpoint is summed by the following respondent: 
 
“Koshu is the identity of Yamanashi.  Bailey A?  That is difficult.  Some people think so, 
and others do not.  I only want to make wine with V. vinifera.  But I also want to protect 
our history.  It is something I am personally struggling with.”  (23) 
 
While the majority of wines fermented from Bailey A are sweet, a smaller group of 
wineries are also now attempting to expand the potential of the grape and ferment it in 
different flavor profiles and styles: 
 
“Within the niche wine producing market that is Japan, you have the Yamanashi 
Prefecture niche.  Within that, Bailey A is normally made in rose or light red and quite 
sweet for the souvenir market.  However, there is a small group of producers now trying 
to make Bailey A in dry styles.”  (132) 
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Nonetheless, Muscat Bailey A has various other problems that have hindered its 

diffusion.  As respondents from a few wineries noted, there is a low ceiling to the quality 

that can be achieved with the cultivar.  Likewise, if the wine is stored its color browns far 

too early.  This implies both that wines not sold in the first year cannot be kept as extra 

stock and that consumers cannot age their purchases in cellars (both common practices 

across the wine world).  Others within industry complain its original color is too pale 

(Japanese consumers are said to often feel that a deep, nearly opaque red color is an 

indicator of premium quality), and blend it with Alicante or imported bulk wines made 

from classical V. vinifera.  Others feel the Bailey A is fine if simply limited to the 

domestic market (31). 

Indeed, the Yamanashi wine cluster has long struggled to produce red wines from 

locally grown grapes that are acceptable to consumers.  In an attempt to solve the 

problem, the Yamanashi Fruit Tree Experiment Station registered the grape Kai Noir in 

1990.  A cross of “Black Queen” x “Cabernet Sauvignon”, it is considered a one-way 

grape for it is a “very poor tasting grape when fresh” (109).  For this reason, it was never 

widely cultivated, as growers had no financial incentive to plant it.  As two respondents 

explained: 

“It never took off with a lot of force.  If wineries didn’t buy it, you could not sell it like a 
table grape as in Bailey A or Koshu.  It was bred for wine and not for the table.  Without 
a contract there was no place to sell it.  Grape growers are cautious…and are fearful of 
not being able to sell their products.”  (121) 
 
“Kai Noir never took off.  Growers make a living on growing table grapes not 
winegrapes.  Kai Noir is not a good table grape.  There is no money in growing it.   And 
if the wineries don’t buy, you cannot do anything with it.  The same with Kai Blanc.  It is 
made even less.” (66) 
 

Likewise, some wineries with their own vineyards originally planted it, but found 

the wine it produced far too acidic (89).  Others describe its flavor as like “dirt” and 

almost impossible to match with food (57; 111).  Many growers and wineries laughed 

aloud when I mentioned Kai Noir.  Despite such poor reviews by respondents, it remains 

the most planted grape that was bred by the Yamanashi Fruit Tree Experiment Station. 
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5.11.  The Identity of Yamanashi Wine:  Locally Produced Classical V. vinifera?   

 One of the more interesting phenomena is that there is very little wine being 

produced from imported classical V. vinifera now grown in the prefecture (particularly 

from within the Kōfu Basin).  According to Yamamoto (2003, 44), prior to the Second 

World War some growers were working with these cultivars, but most successes have 

been in Nagano and Hokkaidō rather than Yamanashi.  With the poor growing conditions 

and little domestic market as table grapes, most contemporary local growers do not plant 

classical V. vinifera.  Likewise, JA has no program to encourage local growers to plant 

winegrapes.  For the most part, wineries have also had problems with V. vinifera, 

particularly in producing grapes and wines of premium quality. 

“In the 1990s we made a big push to grow wine varietals such as Chardonnay and 
Cabernet.  And to grow wines like in Bordeaux.  But the truth is they were never really 
any good.  The weather is just too hot and wet.  And it was at this point that people 
started looking to Koshu.” (45) 
 
Nonetheless, a number of stakeholders within the viniculture cluster remain committed to 

classical V. vinifera.   

“Regarding reds, there are two streets.  The first is the multinationals producing 
Cabernet Sauvignon and Merlots.  The other is our own charming styles of Muscat Bailey 
A and Adirondack that match the Japanese palate and can become good table wines that 
do not need to be tailored to the world market.  This second route is becoming popular 
with many local producers, especially used in blends with classical V. vinifera.   But the 
multinationals do not really have interest in that, they want to win wine contests.” (9) 
 
Opinions from within the grape and wine clusters arguing for a renewed agro-industrial 

focus on classical V. vinifera ranged from the scientific, to the cultural and possibly 

extending into the snobbish. 

5.12.  Green Wines:  Organic and Biodynamic Production 

Organically produced wines start with organically grown grapes.  For the most 

part, organically grown grapes originating in Yamanashi Prefecture are difficult to find.  

Fungal diseases, particularly in the Kōfu Basin, make conventional grape production 

difficult, and grapes grown organically even more so.  Likewise, as many wineries noted, 

grapes are purchased from a number of growers in various regions in the prefecture.  This 

adds additional layers of socio-cultural complexity: “It is difficult and inappropriate to 

instruct all of these growers, most of whom are older then me and with whom we have 
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been dealing in certain ways for two generations” (57).  Some wineries are working with 

grapes and cultural practices seeking to lower pesticide use.  At the time of research, 

organically produced wine was not covered under the Japanese Agricultural Standard 

(JAS).  Suntory does work with eco-friendly farming and some organic production at its 

Tomi no Oka facility in Kai City (Suntory 2009; Suntory Respondent). 

 A 2006 article by Nakata found a boom in biodynamic wines in the Japanese 

domestic marketplace said to be satisfied by 300,000 bottles a year of imports. Although 

a few wineries were experimenting with producing biodynamic wines at the time of 

fieldwork, this niche market has not been picked up to any real degree by the Yamanashi 

industry.  This is again likely the result in part that few wineries have ownership or 

control over enough hectares of vineyards to produce a sufficient supply of grapes grown 

biodynamically.  Likewise, growers would prefer not to assume the high risk for such a 

low value crop. 

5.13.  Wines without Sulfur Dioxide  (i.e., 無添加 , mutenka) 

Sulfur dioxide is typically used in international winemaking to prevent oxidation 

and microbial problems.  In turn, this also increases the shelf life of the wines.  It is 

typically used in each phase of the production of white wines, and in many phases for 

reds.  Likewise, sulfur dioxide treatments of grapes after harvest slow discoloration.  

Although the use of sulfur dioxide is permitted in Japan, a consumer movement 

beginning in the late 1980s has pushed some wineries to withhold or limit its use.  

The desire to target this niche consumer market has left many wineries within the 

industry with two major issues.  First, while it is possible, if difficult, to produce stable, 

premium quality wines successfully without sulfur dioxide, it requires skills and 

equipment most local wineries do not possess (3; 57).  As a result, there is a great deal of 

oxidized wine being sold as sulfur dioxide-free. 

The second problem results from the lack of any real labeling laws.  Some 

wineries were said to be importing juice concentrates off the world market, adding water 

and calling them sulfur dioxide-free.  According to winery respondents, local consumers 

feel that they are produced from Japanese grapes. 
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5.14. Branding Geography 

5.14.1. Geographies of Production   

 One of the more interesting findings of this research links to how and to what 

degree the geography of sourcing and production is linked to identity within the wine 

cluster.  That is, how many wine regions are actually in Yamanashi Prefecture, who is 

defining them, how are they being defined and what influence does this have on the 

clusters more generally will be the focus of the following sections. 

If we begin by exploring viticulture production in the prefecture spatially, some 

interesting patterns began to emerge.  Figure 5.6 shows the hectares of grapes under 

production between 1978-1999.  Grape production in 1978 was lead by the Higashi 

Yamanashi Region with 2,490 ha (37,447 tons) which fell slightly to 2,234 ha (29,116 

tons) by 1999.  This was followed by Higashi Yatsushiro with 1,624 ha (25,491 tons) 

which also fell to 1,266 ha (16,660 tons) by 1999.  The Kōfu region too began with 721 

ha (10,986 tons) but fell to 405 ha (5,682 tons) by 1999.  The one major increase is the 

Kyōsai Area which had only 440 ha  (5,896 tons) in 1978 but in 1999 445 ha (6,064 

tons).  Delineating the geographic spaces by viticultural production reveals that Higashi 

Yamanashi and Higashi Yatsushiro lead the prefecture, little surprise, as they form the 

core of the Kōfu Basin, the leading region in Japanese viticulture and winemaking. 
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Figure 5.6:  Grape production (ha) by Area since 1978 
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Source: Yamanashi MAFF Annual Statistics 

On a more micro-level, Table 5.1 divides the harvest of the Koshu cultivar by 

village, town and city in 1986.  It should be noted that this represents production prior to 

the Great Heisei Mergers in the 2000s.  Calculations for Kōshū City, Fuefuki City, 

Yamanashi City and Minami Alps are sums of their corresponding later (i.e., post-

amalgamation) geographies.  In terms of the production of Koshu grapes for wine in 

1986, the leading town is overwhelmingly Katsunuma Town with 2,080 tons processed.  

Ichinomiya Town follows with 1,440 and then Kōfu City at 1,420 tons processed.  On a 

municipal level, surprisingly Fuefuki City leads with 2,347 tons processed followed by 

Kōshū City at 2,250 tons.  It is also interesting to note that the production of Katsunuma 

Town comprises most of what would be the total for all of Kōshū City.  Enzan Town, 

with its long history of producing Delaware and other crops, has never been a major 

producer of the Koshu grape.  Stated otherwise, before amalgamation, Katsunuma Town 

was the leading producer of Koshu.  If that same data were extrapolated to the future 

municipal boundaries, Kōshū City would have had the largest harvest in terms of total 

tons.  However, much of that was sold on the fresh market rather than crushed.  In 

actuality, Fuefuki City would have been the leading Koshu for wine producer in the 
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prefecture in 1986.  As such, it can be argued that the vineyards of Fuefuki City clearly 

have played a more prominent role in supplying the raw materials to the wine industry of 

Yamanashi Prefecture than the current municipal government of Kōshū City 

acknowledges.  
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Table 5.1: Koshu Harvest by Region in 1986  
Location Total Area 

(ha) 
Total Harvest 

(t) 
Table 

Consumption 
(t) 

Processed (t) 

1. Katsunuma 
Town 

201 4,410 2,080 2,080 

2. Enzan City 10 219 40 170 
Total Kōshū 
City 

211 4,629 2,120 2,250 

Kōfu City 109 1,750 150 1,420 
1. Ichinomiya 
Town 

101 2,120 580 1,440 

2. Isawa Town 20 332 160 160 
3. Misaka 
Town 

38 804 387 390 

4. Yatsushiro 
Town 

21 360 120 220 

5. Kasugai 
Town 

7 145 58 80 

6. Sakaigawa 
Village 

5 95 33 57 

Total for 
Fuefuki City 

192 3,856 1,338 2,347 

1. Yamanashi 
City 

48 1,010 270 700 

2. Makioka 
Town 

8 155 10 140 

Total for 
Yamanashi 
City 

48 1,010 280 840 

Nirasaki City 24 504 10 484 
1. Kosai Town 6 91 40 40 
2. Shirane 
Town 

34 661 45 597 

3. Hatta 
Village 

2 38 39 36 

Total Minami 
Alps City 

42 790 124 673 

Futaba Town/ 
Kai City 

5 80 5 73 

All of 
Yamanashi 
Prefecture 

675 13,300 4,103 8,467 

Source: Yamanashi Prefecture Fruit Brewing Association 1991 
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Figure 5.7 shows the total number of hectares under cultivation by cultivar in 

2005.  Percentages are the amount of production in Kōshū City versus the entire 

prefecture.  Similar data for Fuefuki City was unavailable.  Grapes typically fermented by 

the wine industry, such as Koshu and Bailey A, often originate outside the Kōshū City 

boundaries. 

Figure 5.7:  Cultivars under Cultivation (ha) in 2005 

 
Source:  Nakata and Ishihara 2010  

 Before exploring the negotiated constructions and identities of the individual 

regions of the prefecture in more detail, some additional considerations merit mention.  

First, particularly within the Kōfu Basin, it is commonly mentioned that the image or 

perception of Yamanashi Prefecture is some combination of peaches, grapes and/or wine.  

While there may be some regional truth to this claim, it must really be considered that 

from the national perspective the prefecture more generally is known for Mt. Fuji and the 

Fuji Five Lakes rather than anything agricultural.  The Kōfu Basin is very different than 

the rest of the prefecture, and its residents often perceive themselves and are perceived 

differently as well (76; 97; 107; 142).   

 Likewise, without a wine law, some of what is written on Japanese wine labels, 

respondents claimed, is false.  That is, it is very difficult to know exactly where the 

grapes grown for a particular bottle of wine originated, in spite of the labels. 
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 In terms of table grape production, there is a degree of regional branding and 

associated price premiums for certain regions.  The Kōfu City area, in example, is known 

to command some of the highest prices as grapes typically ripen before the rest of the 

Basin.  Prices across JA also show a degree of regional differentiation.  The JA in 

Yatsushiro Town for example, is particularly known for its severe inspection and 

gradation of Rosario grapes from A to E (rather than simply A to C as at most other 

branches of JA).  Likewise, cultivars such as Kyohō are considered famous in Makioka 

Town.  Depending on the location within the Kōfu Basin, specific areas may be more 

known for peaches rather than grapes.  Others places weigh the importance of production 

equally.   

 In terms of a larger identity of a wine region however, its existence and definition 

prove more problematic.  First, one has to consider the revisionist history being 

propagandized, particularly from the Katsunuma Town and Kōshū City governments.  

Here are a few views on the matter: 

“The people writing about this wine region’s history are making a lot of stuff up.” (119) 
 
“A lot of false things are being said about the history here.  We need a pair of scissors to 
clear this stuff away.   The making of real wine is only recent here.   Before it was 
budōshu.  This fake history is a result of the wineries having no confidence, and not 
making good wine.”  (122) 
 
“In Katsunuma area there is a lot of PR, for the sake of developing the local wine region.  
But they should stop with the false propaganda and convey the true story…We have good 
grapes and good 100% local wine and do not need the false stuff.” (132) 
 

Another line of thought questions the existence of a wine region in the prefecture, or 

asserts that it has only just begun. 

If respondents did feel a wine region existed, perhaps the most agreed upon 

location was that of Katsunuma Town.  Most respondents did not refer to its current 

position as part of the amalgamated Kōshū City, but rather specifically to the geographic 

area of Katsunuma Town.  Nonetheless, particularly due to the marketing efforts of the 

local city government, there is a tendency by some to promoting all of Kōshū City as a 

wine region.  

Interestingly, respondents from Katsunuma Town typically mentioned that 
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“Koshu wine” is a Katsunuma Brand.  Those outside of Katsunuma, including other parts 

of Kōshū City said something approximating “Koshu it is a Yamanashi original”.  Other 

respondents noted that the prefecture’s first leading wines came from wineries in Kōfu 

City or Kai City, both regions producing better wines when Katsunuma was still 

producing “only” budōshu.  

Then there is the thorny issue of Ichinomiya Town and Fuefuki City.  Described 

rather optimistically by the first respondent below, the reality is that many consider it the 

prefectures second wine region (or part of one larger region with Kōshū City).   

“If Kōshū City is Japan’s Bordeaux, than Fuefuki City is Japan’s Burgundy.”  (71) 
 
“If you say wine region then it must be Ichinomiya Town.  It makes both grapes and 
peaches but has produced budōshu for a long time and then now wine.” (108) 
 

On the town level, Ichinomiya Town has the second largest number of wineries 

after its immediate neighbor, Katsunuma Town.  Most of these wineries are small-to 

medium-sized, and have not tended to cooperate as a group.  Nonetheless, after 

amalgamation, Ichinomiya Town became part of the new Fuefuki City, also lessening the 

political influence and economic significance of the Ichinomiya wineries with the larger 

new municipal government.  Ichinomiya wineries have enjoyed little of the direct 

benefits attributed to recent municipal policy and industry and tourism development 

support from Kōshū City.  In effect, these recent efforts by Kōshū City to link to and then 

market itself as the heart of wine production in the prefecture (including a new exclusive 

AOC) has isolated wineries in Ichinomiya, causing some friction.  While this antagonism 

is felt at wineries outside Kōshū City across the prefecture, it is perhaps neighboring 

Ichinomiya, with its historical ties to the Katsunuma area, that is most affected.   

“Kōshū City is silly.  They put out a wine map and only Kōshū City wineries are on it.  
The neighboring wineries one hundred meters away are left out.  They really should stop 
this sectionalism.”  (113) 
 
“The grapes and the soil are basically the same in Katsunuma as here in Ichinomiya.  But 
they try to keep a distance.  Even the prefectural government talks of Katsunuma and 
leaves out Ichinomiya.  And when they run events, we are not allowed to join.” (115) 
 
“The Katsunuma wineries only really are trying to improve the image of their own region 
rather than that of the prefecture.” (38) 
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Likewise, while some wineries in Katsunuma Town/Kōshū City are now slowly 

improving their image with consumers, those in Ichinomiya Town struggle. 

“In Yamanashi Prefecture the number one region is Katsunuma.  But number two is 
Ichinomiya…but in terms of a brand there is only the Katsunuma brand.  Ichinomiya has 
yet to create a real brand.  It has a long way to go to catch up with Katsunuma.” (71) 
 
“Are Fuefuki wineries fashionable?  That is not the image.” (72) 
 
“The image of Ichinomiya Town is more peaches than grapes.  Growers do the peaches 
or plums and then after may also work in the grapes.  It is a kind of insurance to have 
different kinds of crops.” (116) 
 

Respondents from Isawa Town, also now part of Fuefuki City, describe an even 

different market and set of image and structural problems than Ichinomiya Town.  

Overall, this degree of variance in winery type in Fuefuki City has also resulted in less 

cooperation between local wineries. 

“Isawa is about sweet tourist wines.  Katsunuma is the $20-40 dry wines.  Here is more 
$10 gift wines.  The souvenir feeling.  Senior citizens rather than young people are 
buying this stuff.  But they are drinking less and they are dying.  What will the future be 
in Isawa?” (108) 
 
Still others argue that the Kōshū City versus Fuefuki City split has negative impacts of 

wine production it the prefecture more generally.  Rather, some respondents argued for a 

Kyōtō wine region or a regional distinction for the entire Kōfu Basin.  Nonetheless, there 

is little in the way of coordination or cooperation between wineries and government 

outside of those working together in Kōshū City. 

“Rather than Fuefuki City or Kōshū City, it should be Kyōtō Area.” (76) 
 
“There is a distinction between Fuefuki City and Kōshū City wines.  The only difference 
is the name of the place.  The grapes grown in both places are basically the same.  
Rather than creating name value for these small regions we should think about creating a 
name value for Japanese wine.  At present, there is still not one.  Then we can work on 
the smaller, regional places.”  (72) 
 
5.14.2. Creating Wine Regions: The Role of the Multinationals and Larger Wineries 

One of the main reasons for the more recent and growing success of the wine 

cluster is the result of support from the multinational corporations operating in the area.  

Many multinationals now claim that their interests would be better served with a number 

of other wineries producing higher quality wines and developing a supporting wine 
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tourism industry.  Most multinational owned wineries with operations in Yamanashi 

Prefecture have also shifted their production there to that from locally grown grapes.  

Many of the multinationals have the capital and staff to make improvements, and are 

known to provide information to the smaller-and medium-sized wineries within the 

region.   One multinational winery respondent explained his firm’s philosophy: 

“We are trying to be just like Robert Mondavi in the Napa Valley.  We are trying to 
improve the entire region.  Everyone knows the results of our studies.  We do this to bring 
the level of everyone up and to create a wine region.  If as a result of our research only 
our wines improve, the total amount of wine consumption will not really increase.  But if 
the level of wine in the whole region increases, then everyone profits.” (30) 
 

Likewise, with a lack of high quality, formalized educational opportunities in the 

prefecture, multinationals often train or send staff abroad for professional training.  Some 

filtering down occurs within the cluster, particularly as many of the staff now employed 

at smaller wineries typically were trained by or worked at local multinationals.  These ex-

staff also maintain in/formal social networks to the organizations. 

Employees of multinationals also regularly present at the three-month Lifelong 

Wine Education Program course at the University of Yamanashi.  Others disseminate 

information to industry on a wide range of related topics at meetings and study groups.  

This has included developments in how to produce the newer styles of Koshu wines.  

Finally, multinationals such as Mercian, linked closely with the local government, have 

invested considerable sums into maintaining the history museum at Miyakō Park.  They 

have also opened a new information booth “in efforts to help build a wine region and 

improve sales for everyone.”  The general consensus among respondents was positive, 

although guarded by a degree of skepticism. 

5.14.3.  Toriibira (i.e., 鳥居平)  (Also spelled Toribira and Toriivilla) 

 In terms of particular viticultural spaces within Yamanashi Prefecture with some 

level of fame, Toriibira in Katsunuma Town is perhaps the most prominent (See Figure 

1.4 for its mapped geographic location and Figure 5.8 for a labeled photograph of its 

landscape).  A small parcel of sloping land just below Toriyaki on Kashio Mountain, 

Toriibira is considered a favorable location to grow grapes more generally due to its good 

exposure and aspect.  Additionally, it is considered the historical center of viticulture 

(and arguably wine), from which production spread throughout the prefecture.   



 

 

284 

     

Figure 5.8: Photograph of Katsunuma Town with a View of the Toriibira Area 

 
Source:  A. Kingsbury 2010 

The area has a number of legends associated with this history, and they generally 

refer to the Koshu cultivar.  For example, one respondent in his eighties relayed a folk 

story he heard from his grandmother as to the origins of wine (which can be read at 

Ogihara 2009).  The story is of a large snake that regularly raids the vineyards at 

Toriibira and consumes large quantities of Koshu grapes.  Upon returning home to its tree 

each night, such gluttony causes the snake to become ill and vomit.  After sometime, the 

villagers, tired of the snake always eating their crop, follow the snake home to find the 

pooled vomit collected in the tree.  As this liquid smelled nice, they drank the vomit, 

which had fermented naturally to become wine (Note:  The word “budōshu” is actually 

used).  Thus begins the history of wine in Katsunuma.   

Daizen Temple, located next to and itself with a long history of grape production 

on Toriibira, organizes an annual festival in honor of this event (i.e., Fuji Kiri Festival).  

A wisteria vine representing the snake is cut with a large sword from a six-meter high and 

holy tree.  Festival attendees fight to take the fallen pieces home.  Ironically, no wine is 

available for purchase.  Beer and shōchū however are offered at the standard festival 

prices. 
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Historically, Koshu table grapes from Toriibira were thought some of the best 

tasting at markets in Meiji Era Tōkyō, with grapes considered to have high acidity and be 

more refreshing than those from other regions.  This high acidity also facilitated their 

preservation on the longer journey to market (important during the pre-refrigeration era), 

resulting in brokers purchasing them at the highest prices.  Grapes were first sold using 

the name of the grower as a brand, with those located on Toriibira said to be at the 

pinnacle of the price pyramid.  As market demand grew for table grapes however, brokers 

began to lump harvests from the various regions together.  Still later, at the foundation of 

JA, all of Katsunuma became simply one source catchment area.  Rather than taste, the 

shape of and spacing within the grape clusters grew in importance to the wholesale price.  

According to respondents, this amalgamation of grapes took away the personality and 

individuality of the region.  Finally, with the arrival of large supermarkets, brokers were 

bypassed and eventually went bankrupt, and supermarkets paid cut-rate prices for grapes 

devoid of specific and identifiable geographic place-ness (besides maybe the prefecture).  

As with other slope land areas around the prefecture, table grape growers on Toriibira 

typically shifted cultivars or crop and concentrated efforts on their flatter fields to derive 

the most profit from their time. 

A few remnants of the preferred pricing tradition for grapes from Toriibira has 

continued to the present times, although sharp decreases in demand for Koshu on the 

table grape market has resulted in the differences in prices paid for Toriibira Koshu 

versus other Koshu for table grapes no longer as dissimilar or as economically important.  

Nonetheless, more than any other region in the prefecture, Toriibira forms the historical 

and conceptual center of grape growing in the region.   

Toriibira however is just an area, real or imagined, that only in more recent years 

has undergone the process of being reconstructed and its value re-assessed to market its 

historical worth.  Indeed, until a few years ago many of the vineyards on or near Toriibira 

remained abandoned or producing nothing but table grapes or kiwi.  The recent nascent 

revival in production on Toriibira has been brought about through developments in the 

wine cluster, and particularly the boom in Koshu wines. 

The wine cluster, and particularly stakeholders in Katsunuma Town, now 

advertise Toriibira as the historical center of its production and the true representation of 
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local “terroir”.  With the large design of a flat tori gate on top, it is also easily the most 

marketable set of vineyards in the prefecture, and has the advantage of being visible to 

visitors from many of the wineries in Katsunuma Town.   

The truth is that while Toriibira has a long history of providing higher end table 

grapes, very few of those grapes were produced for the purpose of making premium 

quality wines.  During interviews, respondents from wineries or those marketing wines 

often waxed nostalgic about the long history at Toriibira, some even claiming it was “the 

Japanese Romanée-Conti”, but then grew quiet when asked to clarify if they were 

referring to the history of table grape production instead.  With that said, recent 

consumption booms in wines made from Koshu have resulted in a number of wineries 

seeking to produce wines from grapes grown in this area.   Wines labeled as “Koshu from 

Toriibira” are easily the most recognized geographically linked “brand” in the prefecture, 

if not Japan.  As such, if there were one area in the prefecture where a winery would wish 

to own/rent in the Kōfu Basin, this would be it (e.g., 3.31m2 rents for $30-50).  Pricing 

for the grapes however remains very low when compared to those for table grapes.  One 

kilogram of Koshu for wine from Toriibira commands only around $2.80-3/kg, but still 

much better than other locations for grapes for wine.  As this grower explains: 

“The Koshu around here on Toriibira are different.  Wine from these grapes is not the 
same.  So I can actually make pretty good money farming winegrapes here.  Most people 
no longer eat a lot of Koshu grapes. So growing them for the table is no longer as 
profitable as it was.  And making winegrapes does not cost me that much time or money 
as table grapes. I do not spray as much or cover them.  Koshu winegrapes on Toriibira 
can get $2.80-3.00 per kilo.  Other places it is often $1.75 or even $1.20.”  (69) 
 

The area of Toriibira is also actually quite small, and there is no legislation 

defining its actual geographic demarcations.  Nor is there any legislation requiring label 

integrity of this somewhat constructed branding.  Likewise, when shown photographs 

(aerial or otherwise) and asked to draw the borders of Toriibira, few respondents were in 

agreement.  In short, the definition of what passes and is marketed spatially as “Toriibira” 

varies considerably, even bordering on dishonesty.  As these respondents explained: 

“There is the region Toriibira.  If you look at the total size of the fields in Toriibira and 
estimate how many tons of grapes could possibly come from there, there is too much wine 
labeled Toriibira.  The numbers don’t match…a lot of people with low morals are not 
following the rules.  If we had a wine law, violators could be fined.  Without the ability 
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for these sanctions, there is no way to guarantee quality.  This is why an AOC is 
important.” (18) 
 
“Japan is cheating.  The amount of grapes they say they are taking from that little space 
is fake.  There is a large grey area.”  (109) 
 
“There are wide areas around Toriibira are now being called Toriibira.”  (81) 
 
“A lot of grapes being grown on Toriibira are not Koshu grapes. The large amount of 
wines labeled “Toriibira” means that a large percentage of them are mislabeled.” (67) 
 

From the perspective of wineries, it is extremely difficult to limit grape sourcing 

to one particular region.  Sourcing grapes exclusively from an even smaller area such as 

Toriibira (and hence the accurate labeling of “Toriibira” or other region on your wine 

label) becomes even more difficult.  However, with the recent domestic booms in the 

consumption of Koshu, and with consumers either little knowledgeable or little interested 

of the realities of production, the construction of “Toriibira” branded space continues 

unabated for some producers.  The product lines of most Katsunuma Town wineries now 

lead with “Toriibira Koshu” branded wines, normally priced well over $30 a bottle. 

5.14.4.  Hishiyama  (i.e., 菱山) 

“Famous” is a relative term.  However, in terms of locations in the prefecture with 

marketing cache as a wine brand or geographic indicator, second to Toriibira is the area 

of Hishiyama (See Figure 1.4 for its mapped geographic location and Figure 5.9 for a 

labeled photograph of its landscape).  
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Figure 5.9:  Photograph of the Hishiyama Area from Budō no Oka 

 
Source:  A. Kingsbury 2010 

A west facing, sloped area with good drainage (important in counterbalancing 

high precipitation levels), the vineyards of Hishiyama are visible from the platform of 

Katsunuma Budōkyō Station.  Around two hundred and fifty farm families produce 

grapes for prices lower than Toriibira if sold to wineries.  Hishiyama does not have an as 

extensive a grape growing tradition as Toriibira as it was longer under mulberry for 

sericulture.  At least six wineries have direct contracts with growers in the area and often 

label their wines as being from grapes grown on Hishiyama (Hishiyama-Net 2010; 

fieldwork).  The popularity of some of these wineries has resulted in a small consumer 

fan base of wines from Hishiyama, particularly for Koshu.  In many ways it has slowly 

becoming somewhat of a brand, with fans asking for it at specialty wine shops.  

The newer fame of Hishiyama however has its critics, as some respondents noted, 

“The only famous place in Katsunuma is Toriibira.  Some wineries are always going on 

about Hishiyama but I have no idea why.”  (81) 

5.14.5. Jyonohira (i.e., 城の平 , Jyōnohira)  

 In 1984 Mercian acquired an area of land in Katsunuma Town and begun to create 

Jyonohira.  Around four hectares of forested and mountainous land was cleared, the 
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existing topsoil was removed, crushed oyster shells were added and the topsoil replaced 

as part of a very expensive and large-scale works project.  It is a unique example of a 

multinational attempting to create terroir.  Only Mercian labels wines with this 

geographic name.  The area was planted with a number of cultivars and the Cabernet 

Sauvignon got excellent reviews in its first few vintages  (the wines are still over $100 a 

bottle).  Many within industry however, feel that the vines’ roots have again found the 

original, lower-quality soils and the quality of the resulting wines have been dropping 

ever since.  Likewise, the marketing push to promote the area has also slowed.  In short, 

rather than any great natural terroir, science was used and one was created.  Some within 

industry mentioned the idea that as a multinational is making wine from the grapes of this 

region, and all the expense it has caused, the area must have great terroir.  Other 

respondents more cynically added that as the multinationals attempted to back engineer 

famous European wines in the 1980s, so too were efforts made to reproduce their soils.   

5.14.6.  The Rest:  Terroir or just Branding your own Pile of Dirt?  

 This idea of regional or geographic area branding is found at a number of other 

smaller locations in the prefecture, perhaps only used by a single winery.  Katsunuma 

Winery Co, Ltd. for example, markets “Isehara”, a location in Misaka Town in Fuefuki 

City.  Nonetheless, for many of these places wineries described their usage of these 

specific geographic place names as a marketing technique to convey the message that all 

the grapes were harvested in one location.  This, it is believed consumers feel, relays 

notions of “selectivity”, “uniqueness” or “elevated quality.” 

 If the wine is truly premium quality or even the goal of the winery is another 

debate.  Some producers mentioned that labeling a wine with a place name in large 

characters is an ideal marketing tool for souvenir wines (60; 76; 78).  Likewise, other 

wineries mentioned labeling place names as a way of developing fan bases and creating a 

unique identity for their winery.  Indeed, for some wineries the real ideological 

underpinnings as to why defining particular viticultural spaces for marketable production 

remained unclear.  As this respondent notes, his winery uses such indicators as it appears 

more “Western” and by inference is more likely to sell wine: 
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“I do not feel that Japanese consumers understand what Toriibira or Hishiyama are.  We 
put it on the label like they do in Bordeaux.  It looks like what they do abroad.  If the 
grapes come from a particular area, then the impression is a product of a higher value.” 
(66) 
 
Finally, when one winery owner in Yamanashi City was asked about an unknown place 

name that featured prominently on many of its labels, he replied  “No, its not famous, or 

even that good, I can just point to it when people ask.” (57) 

5.15. Wine Beef and Wine Pork:  Linking Wine and Meat Production  

 One of the interesting links uncovered during fieldwork were the connections 

between wineries and/or growers and local meat producers.  The first of these was Koshu 

Wine Beef of Kobayashi Farms in Kai City.  In this case, Sadoya Vineyards in Kōfu City 

purchased manure from Kobayashi Farms.  At the conclusion of the crush at nearby 

Sadoya Winery, the pomace is returned to the Kobayashi Farms and is used as a feed 

additive.  Other grape growers in the area with social ties to the Sadoya family also use 

manure from the beef production facility. 

 A second meat product in the prefecture linked to the wine industry is wine pork.  

The idea began as a small-scale pork producer near Enzan Town was looking for a 

commercial advantage and unsuccessfully tried a number of different additives to the 

fodder including tea and coffee.  As the story goes, in the early 1990s a number of piglets 

had taken ill and were unable to sleep.  The piglets were fed wine that helped them sleep, 

and the idea of wine pork slowly developed over three years of trail and error.  At the 

time of research swine were given small amounts of wine mixed with their feed and 

water from the beginning of the third month (at the sixth month they are shipped).  The 

meat receives high marks from graders based on marbling thickness, texture and flavor.   

 The origin of that wine however is a touchy subject.  In the beginning, swine were 

given locally produced wines from a number of producers in the Kōshū City area.  The 

pigs never took to it.  Likewise, the resulting meat was strongly flavored and the final 

results did not merit the high costs.  The producer shifted to imported wines, namely 

white cooking wines imported by Mann’s Winery in Katsunuma Town, something that is 

rarely publicly mentioned.     

 Nonetheless, contemporary production of 600-800 animals fails to supply the 

ever-rising demand.  Various cuts of meat are sold at high-end butcher shops and through 
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mail order all over Japan for this branded pork.  Mann’s Winery is proud of its image as a 

provider of wine to the pigs, and the branded pork that results.  They have a BBQ 

outdoors under a pergola of grapes at the winery were the meat is prominently featured.  

Many small bars and restaurants in the Kōfu Basin also sell dishes with this meat.  

5.16. Formal Institutionalized Branding 

5.16.1. Katsunuma Wine Domain of Origin Certification Regulation: First AOC 

 In 1979 a group of nine wineries collaborated to the Katsunuma Town 

government to construct a very basic version of the first Japanese wine standards, the 

Katsunuma Wine Domain of Origin Certification Regulation (i.e., ワイン原産地認証条例

, Wain Gensanchi Ninshō Jōrei).  Although formally beginning later in 1983, this was a 

concerted effort to improve competitiveness against the growing onslaught of imported 

wines and those fermented from imported bulk juice at the time.  Although voluntary, this 

collective action also represents an initial shift in the attitude of the industry towards the 

creation and marketing of some level of “quality” based in “locality”.  This AOC 

provided a certification to wines that had passed independent, third party paper, filter and 

analysis tests. The standards were originally only for Koshu grapes, which were initially 

required to have 18°Bx and be harvested from Katsunuma Town.  Wines passing the tests 

would receive seal certifying it has achieved the standards (Katsunuma Town 1983; 

(Katsunuma Town Wine Standards 2002; Budō no Oka 2007; Katsunuma Winery 

Association Not Dated).  Figure 5.10 is of this seal. 

Figure 5.10: Katsunuma Wine Domain of Origin Certification Regulation Seal 

 
Source:  Fieldwork 

 This initial AOC was groundbreaking for Japanese wine, and particularly for its 

emphasis on the locally grown Koshu grape (this locality requirement resulted in 

multinationals, who were still heavily importing juice, must and bulk wines, refusing to 

participate in the program).  The new AOC however was soon fraught with a range of 

other problems.  The first was more typical of such labels in wine regions around the 
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world, and consisted of wineries complaining about the cost, time and labor required to 

affix by hand the seals to the bottles.  This problem continued throughout the life of the 

program.  

The second problem was that the standards were based heavily on the grapes 

achieving a specific degrees brix before harvest.  Many respondents felt that this degrees 

brix requirement slowly evolved into the only indicator of good wine.   More severe 

however is that when in poor crop years the grapes did not meet the required 18 °Bx, the 

rules were bent and the standards were lowered.  In other cases the town government 

started new classes of certifications to accommodate production from the poor crops.    

“The old AOC was based on sugar content.  I remember one year that the grapes never 
reached the 18 °Bx.  But we had to buy them anyway (i.e., they had contracts).  Then we 
could not put on the golden seals, so we put on silver seals.” (18) 
 

This lowering of the limits was often argued by winery respondents to link 

directly into the underlying foundation goals of the AOC.  Often respondents felt that this 

AOC was ultimately not designed to improve the standards of the wine industry, but 

support the politically stronger viticulture cluster.  As these respondents explained: 

“There was no guarantee of quality in a sugar content of 18 °Bx.  Additionally, it was a 
program to promote agriculture.  It was a program to help the growers by making an 
opportunity to sell Koshu grapes at higher prices.  It was not at all designed for 
consumers.  The multinationals also never took part.” (45)  
 
“We stopped taking part.  The system did not guarantee quality.  It was designed to sell 
Katsunuma grown grapes and support the growers.  It was not about high quality grapes 
for premium quality wine.  It turned into an operation of documenting degrees brix.  And 
some years the degrees brix never got above the required limits due to weather or 
whatever.  So they lowered the limits, and hence saved the growers.”  (52) 
 

While this may have been true in part, growers often commented that the prices of 

grapes remained fairly stable (i.e., low) during this time.  As one grower mentioned: 

“All the AOCs to date have not at all helped the growers.  If a wine wins an award and its 
cost increases from $10 to $20, all the profit goes to the winery.  But the prices for 
grapes remains low.”  (34) 
 
 The second major problem was the actual certification as to the origin of the 

grapes.  While grapes were required to be harvested from within the Katsunuma Town 

area, some respondents admitted this may not always have been the case.  In effect, this 
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negated one of the main purposes of the standards, certifying the origin of the grapes used 

in fermentation. 

“The bad thing was that no one actually entered the vineyards, and as a result truthful 
reporting of production areas became a little bit fuzzy.” (135) 
 
“I don’t think it was 100% local.  There was a lot of imported juice in those days.” (10) 
 
“Wineries bought from outside the specified area, this AOC was fake.” (114) 
 
 Some positive remarks were also attributed to the program, particularly linked to 

increases in sales.  These respondents explain: 

“It was designed mainly for a way for growers to sell their grapes at higher prices.  The 
city put a lot of effort into advertising it.  Surprisingly, via word of mouth the AOC wines 
were sold for around $30 at the time.  It was very helpful for sales and we were even able 
to sell the expensive wines at Budō no Oka.” (81) 
 
“The old seals would help us sell wine.  Consumers thought it was like winning a 
competition or something.  It took on a false meaning of a quality assurance from the 
town.  As most consumers were buying for souvenirs and perhaps did not know anything 
about wine, it made their choices easier.” (52) 
 
Nonetheless, from the perspective of most wineries in Katsunuma Town, the standards 

were graded poorly. 

In 2003 the mayor of Katsunuma Town added other grapes and hybrids to the 

program.  By October of 2005, the program was cancelled (officially called an “interval” 

by local government).  Many wineries had already withdrawn for the various reasons 

listed above.  The standards did little to improve breeding or growing levels in 

Katsunuma Town or the prefecture.  In fact, in many ways, town-level standards 

affectively further separated the different wine regions within the prefecture.  Wineries 

located outside Katsunuma Town (and now Kōshū City) question the real motivations for 

and impetus behind such a small AOC. 

5.16.2. Kōshū City Production Area Wine Certification System  

 Called the Kōshū City Producing Area Wine Certification System (i.e., 

甲州市原産地呼称ワイン認証制度システム, Kōshū Shi Gensanchi Kōshū Wain Ninshō 

Seido Shisutemu), in 2011 Kōshū City began the operation of a new municipal wine 

standard.  A Board of Directors consisting of two growers, two members of JA Fruits 

Yamanashi, five winery owners and a previous boss of Yamanashi Prefecture Wine 
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Manufacturers' Association will operate the standards.  These new standards have tried to 

incorporate lessons from the failed previous standard of Katsunuma Town.  To ensure 

that grapes actually originate in the Kōshū City area, photographs of vineyards before 

harvest along with field size, location, harvest quantities and transaction details (i.e., for 

grapes grown under contract) are required to be submitted to the board for examination.  

Although the choice of grapes is not imposed, Koshu will be required to have over 16 

°Bx at harvest, Muscat Bailey A at over 17 °Bx and classical V. vinifera at over 18 °Bx.  

The wines will be tasted by twenty people to ensure the wine is not faulted (i.e., not to 

judge quality).  Likewise, this new standard is divided into two parts, 100% from Kōshū 

City grapes and 100% from Yamanashi Prefectural grapes. 

Representative of the more contemporary shift in production agendas and 

marketing strategies, many multinationals also mentioned they would participate in the 

new standards.  As one multinational winery respondent mentioned: 

“We will participate in the future AOC.  Although we have some grapes coming from all 
over the prefecture, we also have enough contracts with farm families or individual 
people in the AOC area of Kōshū City.  We will participate as much as possible.” (30) 
 

At the end of fieldwork in the fall of 2010 there were already issues surfacing 

with the new AOC.  The first relates to the geographic requirements of the standards. 

Kōshū City is a newly constructed, politically mandated, geographic space.  As a result, 

wineries in one end of the city may be closer culturally and economically to nearby 

suppliers, growers and wineries in neighboring (i.e., non-Kōshū City) areas than those on 

the other side of the city.  This is particularly the case with grapes as most wineries 

typically source not from one region but numerous, including large volumes from 

neighboring Fuefuki City.  Additionally, for a wine to be certified to the new AOC 

standards, it must also be fermented by a winery with its brewing licenses registered 

within the city limits.  This has caused problems as some famous local Katsunuma 

wineries (i.e., now Kōshū City) have licenses registered in neighboring cities.  Although 

they maintain long-standing wineries and shop fronts in Kōshū City, the new standards 

do not permit their participation.   

 The second issue relates to the name Koshu (This problem will also arise later 

with the use of local standards and international trade).  According to a leading salesman 
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of locally produced wine, consumers are unaware of the difference between the similar 

names of Kōshū City and the Koshu cultivar.  

“It is confusing as hell.  They do not know if Koshu is a place name or grape.  They often 
come in and ask for red Koshu wines. Others ask how a wine made in Fuefuki City can be 
called Koshu if it is not from Kōshū City.  And then the two standards of Grown in Kōshū 
City and Grown in Yamanashi Prefecture, but the winery is in Kōshū City.  It only adds 
to the confusion.”  
 
Another issue originates not with the legislation of the standards per se, but rather its 

coverage.  Much of this relates simply the nature of sourcing grapes within industry.  

Most wineries are no longer able to source grapes simply from one region, but rather look 

to various regions across the entire prefecture. 

“I look at the AOC for only Kōshū City as extremely silly.  The people making Kōshū City 
wine are buying grapes from all over the prefecture.” (113) 
 
“An AOC?  Why?  There are no grapes.  Of course it makes sense and is only natural.  
But there is the problem of the amount of grapes.  Even Katsunuma wineries making 
Koshu wines often use grapes from Ichinomiya Town.  Grapes come from various parts 
of the prefecture.” (3) 
 
Others remain cynical at the direction of formal standards within the industry more 

generally. 

“The old AOC or the new AOC?  Well, it really is just a bunch of "masturbation" isn't it?  
Nothing really changes.  Koshu is still Koshu (i.e., The respondent is not impressed with 
Koshu) and the average sugar content is only 15 °Bx.” (56) 
 
“If the new AOC were for good reasons it would be ok. But it is for control.  And when 
you have control you can charge a fee.  It is not really to help the wine industry of 
Yamanashi Prefecture, but for a local government to collect some money.   Nagano got 
an AOC as the prefecture helped to support it financially.  And that is why they have such 
a system.” (91) 
 
Finally, prior to its implementation, a number of local wineries and growers explained the 

impetus behind their intended participation and desired outcomes of the new AOC.  

These ranged from social obligation to contributing to the bettering of production in the 

future. 

Figure 5.11 shows the new seals for the Kōshū City Producing Area Wine 

Certification System.  The seal on the left is for wines certified to the standards with 
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grapes sourced from Yamanashi Prefecture.  The seal on the right is for grapes sourced 

exclusively in Kōshū City. 

Figure 5.11: Kōshū City Producing Area Wine Certification System 

 
Source:  Fieldwork 

5.16.3.  Fuefuki City:  Is a Municipal AOC an Option?  

As the previous Katsunuma Town AOC and the current Kōshū City AOC 

excludes the wineries in neighboring Fuefuki City, questions of a potential Fuefuki City 

AOC were posed to the producers and government officials of that city.  Most wineries in 

Fuefuki City are currently located in Ichinomiya Town.  Before the amalgamation 

resulting from the Great Heisei Mergers in 2004, there was some basic discussion 

between the wineries in this town of creating an initial wine quality standard.  However, 

nothing was ever formalized.  As one winery respondent noted:  “The problem was a lot 

of people worried that if you have such standards you cannot certify everything.  But then 

how do you sell the things that are not certified?”  (72) 

In actuality, the real problems with establishing an AOC in Fuefuki City are the 

diversity and number of wineries.  First, most wineries in the city located in Ichinomiya 

Town and are small, family-run operations with their own vineyards and little tourism 

capacity.  They remain from the era of collective wineries and are largely unprofitable.  
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On the other hand, in Isawa Town, are two large wineries that source grapes from the 

entire prefecture (and beyond) and operate large tour bus operations.  Communications 

between these two sets of wineries is limited, often non-existent.  Until more recently 

there has been little formal or informal cooperation between the largely similar wineries 

of Ichinomiya Town either.  Finally, the overall number of wineries in the city is only 

twelve.  While no Fuefuki City AOC appears feasible in the near future, opportunities for 

expanded tourism development and joint marketing are numerous.  As one winery 

explained: 

“Our future plans include increasing brand recognition of Fuefuki wines, like Katsunuma 
has done.  People equate wine with Katsunuma all over Japan.  That is, Katsunuma 
rather than Yamanashi Prefecture.   We want to link Fuefuki with wine in the Japanese 
consumer’s consciousness.   Katsunuma has linked to Koshu.  It is not yet decided what 
Fuefuki will be in terms of a variety, as each winery in the twelve have their own 
identities.  We are finding our identity as a group.  We need a production method or skill 
that makes us unique.  We are still a developing country when it comes to our 
development.”  (72) 
 
5.16.4.  An AOC for the Entire Yamanashi Prefecture? 

In October 2002, Nagano Prefecture became the first prefecture in Japan to 

organize a prefectural AOC for wine called Nagano Prefecture's Appellation Control 

System (i.e., 長野県原産地呼称管理制度, Nagano Ken Gensanchi Koshō Kanri Seido).  

As part of a larger effort to support both agriculture and agro-industries, the Nagano 

prefectural government also developed AOCs for Japanese sake (in 2002), rice (in 2003) 

and shōchū (in 2004).  In terms of wine, this AOC is modeled on European AOC 

systems, and requires that only grapes grown and fermented in the prefecture be 

permitted to use the label.  Likewise, wines are required to undergo a taste test by a 

government appointed jury (Gastin 2004b).  Many wineries in Yamanashi Prefecture, 

particularly those outside the Kōshū City region (and the geographic catchment area for 

its new AOC) have begun to ask questions of the lack of action taken by their own 

prefectural government. 

While demand does exist, the problems with a prefectural wide AOC in 

Yamanashi are many.  First, outside of Kōshū City, few municipal governments in the 

prefecture are exposed to wine (or even viticulture) on any real and regular level.  In 

truth, outside of a few new vineyards owned by wineries in the Western edge of the 
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prefecture, viticulture and even winemaking remain almost exclusively Kōfu Basin 

characteristics.  Even government officials in the prefecture’s “second wine region”, 

Fuefuki City, have trouble including local wineries in larger events.  This is likely as 

there has never before been any real intra-industry or industry-government cooperation.  

In short, there are too few wineries outside of Kōshū City to provoke any real political 

drive from their municipalities.  While the prefectural government drags its feet, and 

other municipalities and their wineries remain fragmented and unorganized, officials and 

wineries in Kōshū City now cooperate to become proactive marketers and develop their 

region.  While this has driven an emotional and psychological wedge between Kōshū 

City and some other wine producing regions in the prefecture, it has also resulted in 

Kōshū City rapidly remaking itself into the prefectures only truly identifiable wine 

region.  There is now a push towards developing a local wine tourism market, organizing 

numerous wine festivals and acquiring financial assistance to export product overseas.  

These efforts have been increased with the added financial assistance and infrastructural 

support networks of locally operating multinationals. 

5.16.5. Other Institutional Quality Assurance Programs 

 To add to the confusion already facing consumers looking to purchase locally 

produced wines in the marketplace, there are a number of other assurance seals and 

“quality” certification programs being operated in the prefecture.   

 In the late 1980s, the Katsunuma Wineries Club received assistance money from 

the national government to improve industry and local culture (i.e., as part of the program 

ふるさと創生事業, furusato sō sei jigyō).  The association, in a position of being forced 

to spend the money or forfeit it, began a quality assurance seal and bottle for wines made 

from Koshu grapes in the Katsunuma Town area.  In particular, from 1989 the association 

also began to produce a green emerald bottle in the style of Burgundy called the 

“Katsunuma Original Wine Bottle”.  A total of 62,000 bottles were produced.  This bottle 

features a relief of the historical figures of Tsuchiya Ryuken and Takano Masanari.  The 

association still meets twice a year for tastings based on a twenty-point scale to make the 

awards.  The panel is comprised of five professors from the University of Yamanashi, 

members of the association, members of the Yamanashi Prefectural Industrial 
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Technology Center, wine advisors, sommeliers, etc.  Koshu grapes are required to have 

over 16 °Bx at harvest.   

Another form of certification in the prefecture is the so-called “Katsunuma Town 

Recommended Wine Seal” (i.e., 勝沼町推奨ワイン, Katsunuma Chō Suishō Wain), begun 

as a requirement to sell wines at Budō no Oka after it opened in 1974.  The seal was 

created originally to serve as a visible means to enhance terroir.  The label is marketed as 

assurance for consumers to “feel safe” and “enjoy the quality”.  At its inception, not less 

than 80% of the grapes fermented for white and rosé wines must have originated in the 

Katsunuma Town area.  Red wines remained conspicuously absent from the standards for 

a number of years.  A few years following the introduction of this program, Katsunuma 

Town was amalgamated into Kōshū City.  Now, all wineries within the new city limits 

can display wines at Budō no Oka.  At the time of fieldwork, 100% of the grapes in white 

wines and 70% of grapes in red wines must originate within the Kōshū City area, 

although there is discussion of the red grape content converting to 100% Kōshū City in 

the near future.  This lack of a 100% local content requirement is information not 

typically mentioned at the point of sale. 

“When I was younger and drove through here I did not know that there was so much 
foreign bulk wine being labeled as Yamanashi wine.  Or that Budō no Oka had bulk wine 
in it.  Even now there are many Japanese who do not know.”  (38) 
 

There are no fees for wineries to apply for this seal, but submitted wines must 

pass a tasting by a group of industry professionals.  This group meets twice a year to 

examine the color, smell, taste and structure of the wines, and award the seal of 

recommendation (Budō no Oka 2007; Katsunuma Winery Association n.d.).   Awarded 

wines are permitted to affix a special seal of recommendation, seen in Figure 5.12. 

Figure 5.12:  Budō no Oka Recommendation Seal 

 
Source:  Fieldwork 

 Finally, more formalized international certification schemes were being sought by 

some of the multinational wineries.  Suntory, for example, was awarded both the ISO 
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14001 and ISO 9001 at its Tomi no Oka facility in Kai City.  These were more for 

bettering management practices than assessments of wine quality or production. 

5.16.6. Sticky Seals:  Others Seals of Quality Assurance   

As the previous sections have shown, wineries and government agencies in the 

prefecture (or specific areas of the prefecture) use a wide variety of assurance and quality 

seals to relay information to consumers.  Interestingly, the use and explanation of these 

different seals from various respondents in industry and government was often incorrect, 

assuring some level of misinformation also being presented to consumers.   This was 

particularly the case when staff at the government-operated Kōfu Station wine counter 

and Budō no Oka were asked to explain the seals affixed to bottles.  Very few were able 

to accurately explain seal differences or meanings. 

It was interesting to note that during fieldwork many wineries were still selling 

leftover wines with the old seals attached for the Katsunuma Wine Domain of Origin 

Certification Regulation.  These seals were also seen on bottles at numerous point of sale 

locations as well.  When asked privately about the meaning of the seals, most winery and 

shop staff explained that it implied “top quality wines” and “first class as they went 

through very serious testing.”  One winery was even seen applying left over seals to the 

2009 vintage, a full two years after the program ended.  Two respondents describe the 

confusion: 

“There is real confusion will all these seals.  People are still using the old AOC seals.  
Some are putting on the Budō no Oka recommendation seal when selling from their 
winery.  Most winery staff even mix up the meaning, or just do not know the meanings.  
We need one AOC for the entire prefecture, full stop.” (75) 
 
“It is not necessary for Budō no Oka to have their own seal.  In Kōfu Station they also use 
this same seal and the staff have no idea what it is.  Actually, now in Japan, the Wine 
Competition seals have more impact.” (55) 
 

At this point in the development of both the domestic industry and the creation of 

its marketplace, the feeling of many respondents is summed up as such: 

“Japanese consumers need guarantees of some sort of quality.  But most still have no 
idea what they are buying.”  (43) 
 
Whether this assessment is accurate is debatable.  Nonetheless, as the industry continues 

to grow in popularity, the longer-term confusion and misinformation caused by so many 
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schemes assuring quality will likely cause more harm than good.  There is however, still 

another unique way wineries are assuring quality in their wines to consumers, by 

identifying the grower. 

5.16.7.  Using the Grower as a Brand and/or Mark of Quality 

“The new AOC is not really that important.  These days it is not the region of the grower 
that is important, but the grower himself.  For example, labeling the wine as from “Mr. 
X’s grapes”.  Although two growers might grow grapes in the same region, the flavor is 
totally different…the grower has become the brand.”  (7) 
 
 One of the interesting new trends in wine marketing in the prefecture is to write 

the name of the grower on the label.  This may be in small print on the back label or may 

actually be written in bold as the actual name or brand of the wine.  While some of this 

production is custom crush, much of it is simply wine that is branded with their grower.  

According to respondents, adding a grower or group of growers names to a wine is done 

for a number of reasons including providing traceability and linking to exclusivity in the 

minds of consumers.  

 In one case this new style of branding has taken on other, more expanded forms.  

In efforts to link different elements of the production and distribution chain, a grower, 

winery and a Yamanashi wine specialist shop owner cooperated to produce a limited 

edition wine series called “The Soils of the Katsunuma People”.  The shop owner, Nitta 

Masaaki, explains: 

“Before (i.e., prior to the changes in legislation in 1996) only specialized liquor shops 
with licenses could sell alcohol.  The owners often knew the makers of the alcohol or the 
company philosophies and explained them to the customers.  When supermarkets and 
convenience stores began selling alcohol, large numbers of liquor shops went out of 
business and that previous communication between maker and consumer started to 
disappear.” 
 
The project started in 2004, but the high prices charged for production resulted in its 

eventual abandonment.  Its current form, featured on the right in Figure 5.13, links Nitta 

Specialty Liquor Shop/Katsunuma Wine Market and Diamond Winery Co. Ltd. (Brand 

Name: Chanter).  The wine on the left shows the label of a bottle of a Muscat Bailey A 

wine produced by Chateau Sakaori Winery and labeled with the grower Ikegawa Hitoshi. 
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Figure 5.13:  New Forms of Branding 

 
Source:  A. Kingsbury 2010 

5.17.  Wine Labels:  In French, English, Japanese or all of the above?   

 Wine labels throughout the world are now understood to be an integral part of 

marketing product.  According to De Blij (1990), many California labels are actually 

designed by famous artists.  Back labels list an sundry of various information, including 

lessons in viticulture, local traditions, history, geography, maps, weather conditions, 

topographic data and food-wine pairing suggestions.  Consumers often purchase wines 

based on little more than the label. 

 There is little doubt that wine is a product first imported into rather than 

indigenous to Japan (although early Japanese production can be argued to be an 

indigenous form).  To better understand to what degree production has been internalized, 

can be classified as being now something “Japanese”, and how Japanese consumers were 

encouraged to relate to the product, respondents were asked a series of questions about 

their label design and choice of language employed.  Indeed, wines produced in the 

prefecture carry labels in English, French, German, Italian, Spanish, standard Japanese, 

Japanese written with more traditional characters, Japanese written only in hiragana, 
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Japanese written in the Latin alphabet and various combinations of the each, often 

misspelled.   

Impressions wineries seek to portray with their use of Western languages, words 

or letters most often link to Western- or foreign-ness, credibility and exclusivity.  This 

use of foreign languages is typically the case with labels for wines produced from 

classical V. vinifera.  Interestingly, the labels for wines produced from Koshu or Muscat 

Bailey A are more likely to be written in Japanese than those produced from classical V. 

vinifera. 

“We always write the Koshu grape in Japanese characters for the feeling of it being a 
Japanese wine.” (71) 
 
“I use English so people know it is not a Japanese grape like Koshu or Bailey A.” (86) 
 
Likewise, there were a number of interesting comments for and against the use of 

Japanese characters on labels.   

“We don't sell abroad.  It is the Japanese market.  And we are making wine that matches 
with Japanese styles of food and for the Japanese consumer.  Like our red wines that 
match with broiled eel or grilled chicken on a skewer.  Image is therefore important.   
And writing in Japanese with a lot of Japanese characters gives that image.” (91) 
 
Others related the use of Japanese on labels to notions of confidence in their own 

products. 

“Wine is stylish and Western looking labels are considered cool.  But look at French 
wine, of course their labels are written in French.  German wine is written in German.  
Why should Japanese wine labels be written in English?  Or French?” (20) 
 
“We are trying to create a real Japanese wine culture, and as long as we are beholden to 
the French, the Californians or the Australians for labeling it is going to be difficult to 
do.”   (132) 
 
Other respondents remarked of the potential negative side of using a lot of Japanese 

themed imagery, characters or materials in labeling: 

“Using traditional Japanese paper labels or writing in Japanese gives the impression of 
Japanese sake to Japanese consumers.” (86) 
 
“When the labels are written in Japanese or with a lot of Japanese characters it gives me 
a strange sense of discomfort and a very odd first impression.  It mixes the image with 
Japanese sake or shōchū.”  (32) 
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“If you see a label in Japanese, the meaning is easy to understand quickly.  This is too 
strong a feeling and not beautiful.  With foreign grapes that did not come from Japan, 
writing in foreign language seems more natural.”  (38)  
 

On the other hand, some wineries are now seeking to create more Japanese style 

imagery for their wine labels.  One of the more interesting developments is the use of 

traditional Japanese paper (i.e., 和紙, washi).  Some of these have even taken the design 

of a kimono sash (i.e., 帯, obi).  Others mix grape leaves with traditional paper (Nihon 

Keizai Shimbun 2002; Nihon Nikkei Shimbun 2006).  Nonetheless, these movements 

towards label design with traditional Japanese materials or even written entirely in 

Japanese remain nascent. 

A few wineries also provide tourists with the option of designing and printing 

their own personalized label.  For a small additional fee these labels are then adhered to 

the wine bottles.  This serves as an additional marketing tool for smaller wineries doing 

business with bus customers as it offers additional, somewhat specialized merchandise 

for those seeking souvenirs or presents. 

As a final note, fieldwork found that many labels slipped off bottles if chilled in 

ice buckets, likely a result of using inexpensive glues as adhesives. 

5.18.  Learning Networks 

5.18.1.  Learning Networks in the Viticulture Cluster  

 The formal teaching of table grape production occurs at a number of places.  

Firstly, young students have the opportunity to specialize in fruit production, flowers or 

vegetables at the two or four year practical Yamanashi Prefectural Agriculture Academy 

(YPAA) in Nagasaka Town in Hokuto City.  While students on the “fruits speciality” 

learning track also study a number of other tree fruits, practical training in the curriculum 

facilitates ample opportunities to acquire first-hand experiences with the newer tetraploid 

cultivars (i.e., Kyohō and Pione) as well as Delaware and King Dela.  Koshu does not 

figure heavily in the curriculum.  Instructors are typically ex-extension workers, and 

many graduates go on to have careers in the extension service. YPAA has no direct 

exchange with the University of Yamanashi, although some graduates continue their 

education there.  Some local high school students do take classes at YPAA.  In the past 

YPAA has linked to Yamanashi Fruit Tree Experiment Station for some joint research for 
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its higher-level students.  However, at the time of fieldwork, YPAA had no students in its 

“fruit specialty” who were working in or had expressed an interest in researching some 

aspect of viticulture. 

 Perhaps the most important source of learning for members of the viticulture 

cluster is from the Yamanashi Fruit Tree Experiment Station and its extension branch 

(i.e., 普及主導, fukyū shidō) in Yamanashi City.  As a prefectural institution, its 

researchers are prefectural employees and the organizations mandate is typically dictated 

by the needs of its constituent growers.  As table grapes and peaches dominate the 

financial agricultural landscape in Yamanashi, so to do they the research agendas of the 

station.  Their budget is roughly the same for peaches and grapes, and also includes other 

fruits such as cherries and kiwi.  Arguably, their most important contribution to the 

production of table grapes in the prefecture was to first produce Delaware seedless.   

Research results are disseminated in a number of ways.  First, the Yamanashi 

Fruit Tree Experiment Station cooperates with the Yamanashi Fruit Growing Association 

to host lectures and field days for local growers on the premises of the Yamanashi Fruit 

Tree Experiment Station.  Topics are concentrated around the most important crops in the 

region (e.g., table grapes and peaches).  This group also publishes Yamanashi no Engei, a 

practical farming/horticultural journal with hands-on articles and tips on most of the fruit 

and vegetables produced locally.  Typically, many employees of the Yamanashi Fruit 

Tree Experiment Station write articles for this journal.  Nonetheless, while this journal 

used to have a readership of over 10,000, that number has halved in recent years. 

The extension arm of the Yamanashi Fruit Tree Experiment Station provides 

support for growers with questions.  This extension arm also links to the local extension 

and support arms of JA on in/formal channels.  The two groups share common interests 

and goals and are therefore typically in regular communication.  For example, in parts of 

the Kōfu Basin, the Yamanashi Fruit Tree Experiment Station extension and JA 

extension cooperate to produce local broadcast programs on viticulture for Community 

Antenna Television (CATV).  Shows are often broadcast over the lunch hour and cover 

most aspects of commercial production (Fieldwork).  Likewise, the groups organize short 

courses on a number of topics related to table grapes.   



 

 

306 

     

While staff of JA and the Yamanashi Fruit Tree Experiment Station both organize 

learning events and visit grower’s fields, respondents felt JA agents, who worked with a 

smaller constituency, were typically closer to growers than those agents on the 

prefectural level.  JA has also operated courses such as beginning grower training to new 

retirees from the city and on the proper application of agro-chemicals.   

Nonetheless, extension agents at JA often noted specific changes in their 

effectiveness since the Great Heisei Mergers.  First, as their areas of responsibility have 

increased, extension respondents found they had less time to talk with growers and to get 

to know them.  Likewise, as JA has placed more impetus on generating profits, extension 

agents previously tasked to non-profit generating tasks such as grower instruction are 

now required to spend more time involved in JA business activities, such as selling 

insurance (37; 90; 135).  This has not gone unnoted by growers, succinctly summed up 

by this respondent: 

“JA is annoying.  It’s all now only about selling insurance and bank deposits.  And they 
are trying to sell us all of this shit after making all their money selling our fruit.”  (102) 
 
 In addition to local collectives (JA or otherwise), table grape growers also join a 

number of social and professional associations.  Some of these are out of professional 

obligation, some are for information exchange and learning, some merely social and 

many combinations of all three.  Often these groups meet once a month depending on the 

season, likely in a bar/restaurant.  While some events may be more formal with an older 

grower explaining some special technique to the others, such events were typically held 

at a longer table, divided into smaller groups of conversations.  Out of these gatherings 

extensive in/formal social and learning networks are created.   Fieldwork noted that 

various forms of information related to the viticultural cluster were exchanged, from new 

methods of pest management to warnings/advice when dealing on contract with a 

particular winery.  Growers typically also have similar social events with fellow 

collective members.  It is within these long established social and professional networks 

of table grape growers that the most information in that cluster is exchanged. 

 As mentioned previously, most growers in the prefecture are elderly, typically not 

formally educated past high school and with decades of growing experience.  As 
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mentioned by respondents, this has given them a pride, conservativeness and 

stubbornness when it comes to new techniques.  As these respondents noted: 

“New learning?  Well, a lot comes from the growers themselves.  Most farm families have 
been farming for years.  They usually have more knowledge than the extension people.  
Most of us have been farming for thirty or more years.  We have little use for them.”  
(109) 
 
“This region has been growing table grapes for over one-thousand years.  Growers are 
skilled at growing table grapes.  They understand the illnesses grapes can get here, how 
to treat them, how to prune, etc.  They did not need to go to university to learn this, their 
family taught them from experience.   It is the people from the city that come here that 
need to study.” (121) 
 
“Many growers learned by doing and the experience of farming for years.  The younger 
growers talk to the older for learning rather than from the university or from books.”  
(39) 
 
And when asked about how new crops or cultivars spread, this respondent from JA also 

noted the important role of the grower community: 

“Often a leading grower goes first.  Then when there is enough interest JA gets involved.   
JA does give, for example, advice on grape varieties and on new varieties. But it often 
starts with a grower.” (90) 
 
5.18.2.  Learning Networks:  Winegrapes and Grapes for Wine  

 Very few places in either the grape or wine cluster teach or research the local 

production of winegrapes or grapes for wine.  Many of the institutions that focus on 

viticulture limit their research and/or education programs to table grapes.  JA for example 

has no staff working directly with winegrapes or visiting wineries and their vineyards.  

No respondents mentioned learning viticulture from the University of Yamanashi, and 

most were also unaware they had vineyards for research.  The university only has small 

links to Yamanashi Fruit Tree Experiment Station for research on agro-chemicals.  

Likewise, The Yamanashi Prefectural Agriculture Academy (YPAA) offers no course 

work or opportunities.  This is particularly problematic as graduates often assume 

positions in the various extension services in the prefecture.  As one past extension agent 

explained, this results in severe education gaps:   

“Before I worked in extension in X City, where there are people trying to grow 
winegrapes.  I don't know winegrapes and could not provide any assistance.” (Note:  The 
name of the city was removed to ensure the confidentiality of the respondent.) 
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The grapes for wine breeding program at the Yamanashi Fruit Tree Experiment 

Station is funded by the national government through the Ministry of Agriculture, Forests 

and Fisheries.  New cultivars are spread through its public relations department.  

Likewise, talks explaining these developments are also given at the Yamanashi Prefecture 

Wine Manufacturers' Association.  Most in industry however have not been impressed 

with the results. 

“Their breeding has no meaning.  The level of winegrape farming is still too low for it 
really to matter.  Things like Kai noir were made only as there was a budget from the 
government.  There was never an enthusiasm for growing it.  There was little spread.  
And the research never went anywhere.  It was simply work for the sake of work.” (110) 
 
“Their main focus has always been table grapes.  The grapes they made, the hybrids, are 
fine for making interesting domestic souvenir wines, but would never sell overseas.”   
(113) 
 
“Much of what they develop in grapes is just for the data and the ability to say that they 
developed grapes.  There is very little push or extension to spread the innovations.” (116) 
 

Until recently the Yamanashi Fruit Tree Experiment Station also had no research 

aimed at the growing of winegrapes or grapes for wine.  Again, as a prefectural 

institution, their agendas are based on the demands of the majority of their constituency.  

As most growers intensely work small vineyards for the premium table grape market, the 

station’s priority has been this focus.  The Yamanashi Fruit Tree and Horticulture 

Association and its publication Yamanashi no Engei are also focused almost exclusively 

on the fruit and vegetables most produced locally.  While the magazine now includes 

occasional pieces on growing grapes for wine, those articles tend to be written by staff of 

the Yamanashi Fruit Tree Experiment Station.  The agricultural extension wing of the 

station has no staff that teaches how to grow winegrapes.  Finally, there are no research 

links between the Institute of Enology and Viticulture at the University of Yamanashi and 

Yamanashi Fruit Tree Experiment Station. 

 In a larger study on the history of sericulture in Yamanashi Prefecture, Smethurst 

(1986) found two interesting methods of learning and knowledge diffusion at the time.  In 

the 1870s, one of the early methods for acquiring and spreading sericultural knowledge 

was the study trip, where young growers would travel to other regions to learn.  Upon 

return, they would then pass that knowledge on to other growers.  The second method 
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was the traveling sericultural instructor, specialists moving from region to region 

instructing other growers.  Variations on both of these continue today with winegrapes 

and grapes for wine.   

 In particular, many younger winemakers who now wish to incorporate more 

grapes that they have grown into their wines regularly travel to other regions in Japan and 

abroad for education.  Such groups as the Katsunuma Wineries Club (KWC), 

Assemblage and Team Kisvin regularly organize trips for such purposes, with the 

information learned spread in/formally back to industry. 

“A lot of the second generation folks go abroad and then tell the rest of the industry when 
they return.   In contrast when folks from abroad come and teach for example on grape 
farming they talk about their conditions and not those of Yamanashi.  It can be 
inapplicable.” (31) 
 
 One of the more interesting methods of learning was through the actions of 

motivated growers.  A small number of growers in the prefecture were known to excel in 

producing winegrapes and grapes for wine.  These growers were also highly motivated to 

transmit viticultural knowledge and hold positions in prominent associations.  Many were 

mentioned by name as experts that would answer questions and travel to visit vineyards. 

“There are no good books on winegrape growing in Japanese so I look at the pictures 
and use a dictionary.  But these foreign books are not really related to growing in our 
region.  So ask Mr. X and Mr. Y.  Only those two growers are any good.  There are a lot 
of good growers (i.e., of table grapes), but very few that know anything about growing 
winegrapes.”   (31) 
 
“There are not really places to learn how to raise grapes for wine.  I would go to Mr. X 
and join his group.” (68) 
 
 Much of the research on growing winegrapes or grapes for wine under local 

conditions is also conducted by motivated growers.  Many growers mentioned learning 

by doing and asking older growers rather than formal education in books or from 

universities (Fieldwork).  Much of this exchange occurs informally in the vineyards 

during times of group work, or at study sessions in restaurants and bars (Fieldwork).  

Experiential learning comes at a cost.  For example, one grower was seen experimenting 

with the effects of leaving grass uncut before harvest on winegrapes.  The larvae of the 

polyphagous cabbage moth (i.e., Mamestra brassicae) emerged and settled deep inside 
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the grape clusters.  These larvae had to then be painstakingly hand removed from each 

cluster for the entire harvest before the crush. 

5.18.3.  Learning Networks:  The Role of Multinationals in Viticulture 

 The wineries and staff of the multinationals operating in the prefecture have also 

influenced the growing of winegrapes and grapes for wine in numerous ways.  First, as 

with viniculture, many of the multinationals regularly send members of staff abroad for 

education and continued training.  This may include experiences in the vineyards of 

foreign winery owned by the multinational, or to a particular research institute or 

university abroad (Suntory 2009; Respondents from Multinational Wineries).  Likewise, 

many of the multinationals conduct their own research on viticulture in vineyards owned 

or operated in Yamanashi Prefecture.  Multinationals are also able to afford bringing in 

foreign experts (e.g., Yamanashi Nichi Nichi Shimbun 2007a). 

 The breeding and clone selection of classical V. vinifera to local conditions has 

also largely been the work of the multinationals (Kureki 1988; Respondents).  The first 

intentionally infected Botrytis cinerea wines, on Semillon in 1975, also originated in the 

vineyards of a multinational (Suntory 2009).  So too is much of the work on growing V. 

vinifera in Western wine trellises under local conditions, including Mann’s Rain Cut.  

Depending on the company, the results of that research and their willingness to assist 

other companies in the clusters varies considerably, with some distributing information 

rather freely and others asserting strict proprietary. 

“There is really no place to study, so people have no choice but to ask those with more 
experience.  Wineries are also fairly open.  Even the multinationals will help if you ask.  
Many are trying to raise the level of the whole region.”  (18) 
 
5.18.4.  Learning Networks:  Yamanashi Prefecture Wine Manufacturers’ 

Association 

The Yamanashi Prefecture Wine Manufacturers' Association, with funding 

assistance from the Yamanashi Prefecture Commerce and Industrial Support Section, is 

also tasked with providing opportunities for education within the prefecture and it also 

serves as the voice of the industry to the prefectural government.  Within the association 

are a number of smaller sub-groups, many of which are based on providing education to 

member wineries.  These include groups focused on a diverse range of topics ranging 
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from tax codes to fermentation.  Overall the association has numerous such groups, and 

guests from around Japan and abroad are often invited to speak. 

 Recently, one of the more active intra-industry groups is concentrated on 

viticulture. Founded in 2007, it includes wineries, growers and related industries to total 

around one hundred and fifteen people.  It organizes short courses and training events 

(including those taught by Team Kisvin and staff from multinationals).  It also represents 

one of the first larger-scale, cross-regional efforts taken by the wine cluster to improve 

the quality of grapes grown for wine.   

“Before such meetings started a few years ago there was no place for winemakers and 
growers too meet and learn how to grow good winegrapes.  But there are still very few 
grower families involved.  There is just no interest and therefore no skills.  There are no 
growers doing real winegrapes but those from Team Kisvin.”  (110) 
 
5.19. Learning Networks:  Viniculture  

5.19.1. Universities 

 There are a couple of major universities in Japan where young aspiring 

winemakers can study their trade.  The first is the Tōkyō University of Agriculture, which 

has a Department of Brewing and Fermentation, and although centered on research for 

the production of Japanese sake, does offer some education in wine making.   

 Perhaps the most important is the Institute of Enology and Viticulture, located at 

the National University of Yamanashi.  This institute is broken into the Laboratory of 

Wine Microbiology and Biotechnology, the Laboratory of Biofunctional Science and the 

Laboratory of Fruit Genetic Engineering.  At the time of fieldwork, around thirty people 

are now affiliated or studying at the Institute, including five doctoral candidates and six 

professors.  The university is unique in that is legally permitted to produce alcohol in its 

experimental winery, and at least officially students are allowed to gain experience in its 

research vineyards.  Likewise, from 1984, the Institute has hosted the Japanese chapter of 

the American Society for Enology and Viticulture.  This group also regularly holds 

seminars and symposiums on viniculture around Japan.   

Nonetheless, respondents mentioned few positive contributions to the grape and 

wine clusters resulting from the research of the university.  Overall, the work of the 

Institute was considered almost exclusively as “research for the sake of doing research.”  

Respondents mentioned research agendas were not linked to any business related or 



 

 

312 

     

practical applications.  As this respondent explains: 

“Research is conducted on levels that wineries cannot understand and they don’t use it.  

University research does not directly affect the industry.”  Past and present graduate 

students (including some employed in the wine cluster) were also interviewed to discuss 

their education and prospects in the Yamanashi wine and grape clusters upon the 

completion of their degrees.  Most were unsatisfied with their education: 

“Most research is for research sake.  Most of what is done is not applied.  We are not 
really trained for the workforce at wineries.  We are not really prepared for finding 
employment.”  (6) 
 
“We are trained in the lab for quality control.  Of course, we might be able to find work 
in the larger multinational wineries.  Although I will graduate with masters degree, I 
have little experience in winemaking or grape growing.” (25) 
 
“New graduates from the University of Yamanashi do not have real practical training.    
Most learn on the job.”  (38) 
 

Likewise, those in the wine industry were asked if they would prefer to hire a 

Japanese winemaker or winery staff member educated at the University of Yamanashi or 

one who had graduated from a university abroad.  Responses were somewhat mixed, but 

typically more in favor of the candidate who completed his/her education overseas.  

Generally, respondents agreed that the skill level of education from a new graduate of the 

local university would be very low.  Many respondents linked this both to the university 

focusing on academic research simply for publications rather than things more applicable 

or connected to the concerns of industry.  The relatively smaller scale of its overall scope 

of operations was also commonly mentioned.  Nonetheless, others within industry felt 

that experiences in and understanding of the local wine industry gained by studying in 

Yamanashi were beneficial.   

The Institute does link to some wineries to produce wines incorporating the 

results of university research on the processes of fermentation.  Rather than that of 

students, these are typically based more in the findings of professors.  Wines produced 

using the research results of the university are typically sold at, for example, a special 

display at the convenience store next to campus.  It is also important to consider that 

many of the staff on multinational wineries have earned doctoral degrees, and sometimes 

incorporate the Institute and its staff into their research.  Indeed, on an academic level, 
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the staff of the multinationals publish regularly on more academic winemaking topics  

(e.g., Sato et al. 1997; Yokotsuka et al. 1999).  As a number of respondents noted, in 

many ways the multinationals are also much better funded than the universities.  

5.19.2.  Learning Networks:  The Lifelong Wine Education Program 

 In 2006, the University of Yamanashi was awarded funding from the Ministry of 

Education, Culture, Sports, Science and Technology to organize an operate the Lifelong 

Wine Education Program for five years.  The goals of the program were to encourage 

cooperation within and provide support to the local wine cluster through the development 

of a training program.  Ultimately, the course was designed to “raise standards to a 

world level and establish an area wide brand” (8).  The main organizer of the project is 

an ex-Mercian employee and now a professor at the university’s Institute of Enology and 

Viticulture (the organizing committee also includes the Yamanashi Prefecture Commerce 

and Industrial Support Section and the Yamanashi Prefecture Wine Manufacturers' 

Association).  Wineries were questioned as to their needs prior to establishing the 

curriculum.  Educators include twenty Japanese involved in the industry (including those 

from The Yamanashi Fruit Tree Experiment Station, Team Kisvin, the Wine Center, 

professors from various universities and the staff of the multinationals) and two foreign 

professors brought in to teach special sessions.  Courses cover various aspects of 

viticulture, viniculture and marketing.  The program is free to participants (typically 

consisting of eight staff members from wineries and two university graduate students) 

and taught on evenings and Saturdays over a span of three months.  University students 

are provided with the option of completing an internship at a winery in Australia prior to 

the course. 

 The level of the courses is very basic to pre-intermediate and was initially aimed 

at the smaller wineries that cannot afford to educate their staff.  Inexperienced staff at 

medium- to larger-sized wineries were also later permitted to attend.  The entire program 

was designed to be practical rather than based on conducting research.  With that said, 

some participants questioned the course formats, which was totally comprised of 

classroom lectures. 

Overall, the Lifelong Wine Education Program has gotten mixed reviews.  Many 

of the positive responses linked not necessarily to the education provided, but the 
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personal networks created between attendees.  Often respondents noted that prior to the 

courses, there was little communication between lower levels of staff at the different 

wineries.  In many ways, the program has indirectly promoted inter-firm cooperation in 

the viniculture cluster.  As these respondents explain: 

“It helped a lot.  Of course there was the educational aspect.  But more was the chance to 
meet a lot of other people in the industry doing the same and different kinds of things as 
me.  I also now have contacts with the wine folks at the university so I can ask them 
questions.”  (31) 
 
“From the beginning of this program the industry has been talking more together.  
Various companies send students.  I also hold a monthly meeting.  People bring the wines 
they produced and we discuss them.  So the participants, all from different wineries, 
started to communicate with each other.  Before they did not talk at all, as the methods of 
wine production was a secret of each of the wineries.  But in this program, several people 
from all sizes of winery now speak about the production methods used at their 
companies.  Is it very impressive.”  (8) 
 

Overall, one of the major complaints was that the level of the courses was fairly 

low.  The target group, staff at the smaller wineries, also proved difficult to recruit.  

Respondents from smaller wineries found it difficult to give staff time off to participate in 

the courses.  This was particularly the case if the winery was heavily involved in 

producing its own grapes or involved in other side enterprises such as peaches or tourism.  

On the other hand, multinationals mentioned that initially their employees did not need 

the course and did not bother to participate.  Likewise, it was indirectly suggested by 

some within the program that they not take part, as the target was the smaller and poorer 

wineries.  Overall, a high percentage of course participants came from medium-sized 

wineries. 

5.19.3.  Learning Networks:  Yamanashi Prefecture Wine Manufacturers’ 

Association 

With a real lack of educational opportunities, prefectural wineries have finally 

begun to self organize in more meaningful ways.  Under the umbrella of the Yamanashi 

Prefecture Wine Manufacturers’ Association, the industry now cooperates to set up 

lecturers and study sessions on viniculture held by outside experts, including those from 

abroad and the multinationals.  Importantly, small- and medium-sized wineries are also 
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linked to the knowledge and skills of the multinationals under the umbrella of this 

association. 

5.19.4.  Learning Networks:  The Role of the Multinationals  

 Multinational wineries in the prefecture have also contributed to the education of 

the cluster, particularly in more recent years.  First, many of the multinationals regularly 

send members of staff abroad for education.  This may include training at a foreign 

winery owned by the multinational, or to a particular research institute.  Likewise, many 

of the multinationals conduct their own research on everything from viticulture to 

marketing.  While there is little direct cooperation between multinationals out of fear of 

anti-trust laws, they do connect under the umbrella of the Yamanashi Prefecture Wine 

Manufacturers' Association (30). 

 There is also a considerable trickling down of knowledge that begins with the 

multinationals and larger-sized wineries.  First, due to their size, many people involved in 

the wine industry have spent some time working as employees of the multinationals, 

creating a larger informal network of friends and colleagues in the region.  Such links 

also occasionally permit the sharing of more confidential know-how and information.  

While respondents noted that until the 1990s there were little formal information flow 

from the larger wineries to the cluster more generally, this has begun to change and a 

relationship of mutual trust has begun to develop.   

“It used to be that this information was never passed along to the smaller wineries.  This 
changed when they got on board with the idea of creating a wine region and that they 
cannot do it alone.  Of course there are still many secrets and things they do not share.  
The small- and medium-sized are also now starting to share some of their newer 
discoveries.” (62) 
 
That is, information now moves from top to bottom via word of mouth, short courses run 

directly by the multinationals and short courses run by staff of the multinationals at 

Yamanashi Prefecture Wine Manufacturers' Association, the Wine Center and/or the 

Lifelong Wine Education Program.  A number of non-multinational respondents noted 

that they have begun to provide leadership for the whole industry and now share to raise 

the level of the entire cluster. 

 One example of such open sharing was fermenting Koshu in Kiiroka style, 

developed by Mercian.  Many smaller-and medium-sized wineries expressed how open 
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the multinational was in providing details of this discovery to industry.   

5.19.5.  The Yamanashi Prefectural Industrial Technology Center (i.e., Wine 

Center)  

 Another major source of information in the region is the Wine Center of the 

Yamanashi Prefectural Industrial Technology Center, funded by the prefectural 

government since 1974.  Like the Yamanashi Fruit Tree Experiment Station, as a 

prefectural institute, its research agendas are determined by industry needs.  From the late 

2000s, the Wine Center has shifted its focus from experimenting with fermentation of a 

number of cultivars to just improving the quality of Koshu in the prefecture.  They also 

have their own research agenda that has previously included introducing the 

Saccharomyces cerevisiae W3 yeast, one of the first specialized yeasts used by industry.  

Currently, a major focus is to understand the relationships between mineral quantities in 

grapes and flavor. 

The Wine Center provides a number of wine analysis tests to wineries, which 

often “arrive panicked as something has gone seriously wrong during fermentation.”  

They also publish an annual guide to winemaking and their conference room is used for 

their own and other industry related short courses and presentations.  Although the 

Yamanashi Fruit Tree Experiment Station is charged with viticulture (and the Wine 

Center only with viniculture), a lack of work with winegrapes in the past has resulted in 

the staff of the Wine Center conducting some informal research in growing grapes for 

wine. 

Wine fermented by the Wine Center during the course of research (around 2,000 

bottles annually) is occasionally poured at official events held by the prefectural 

governor.  Although many within industry consider them as “database makers”, they are, 

in effect, serving as one of the few educational bridges, albeit miniscule, between the two 

clusters.  The center is heavily linked to the Yamanashi Prefecture Wine Manufacturers’ 

Association, from which it gets most of its research ideas.  A number of younger 

winemakers who hold positions at wineries have also completed internships in 

winemaking at the center.  The staff of the center also serves as judges at numerous 

competitions and events throughout the prefecture.  Finally, there are yet few meaningful 
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research links between the center and the University of Yamanashi or the Yamanashi 

Fruit Tree Experiment Station. 

5.19.6.  The Katsunuma Wineries Club and Assemblage 

 Two other groups that have affected education in the region are the collected 

wineries that belong to the Katsunuma Wineries Club (KWC) and Assemblage.  

Members of Assemblage are often the next generation successors of those wineries that 

belong to the Katsunuma Wineries Club.  Respondents from both groups described their 

clubs as a “group of friends”.   Likewise, members within each exchange technical 

knowledge on a number of topics.  KWC has also linked to wine regions abroad, 

including an exchange with South African producers in 2004 (Hasse 2003; Augustyn 

2004; Katsunuma Wineries Club 2004).  Members of both clubs organize trips both 

throughout Japan and abroad to study wine production.  Finally, membership in the KWC 

also includes one multinational, providing another format for top down as well as bottom 

up information exchange.   

5.19.7.  Learning Networks:  Some Final Considerations 

Overall, many of the benefits attributed to the larger number of associations of the 

wineries in Kōshū City more generally can be, at least in part, attributed to the 

geographic proximity of their members.  Small-and medium-sized wineries in immediate 

proximity were found to share yeasts, small equipment as well as know-how on in/formal 

levels.  

Many respondents in other regions felt “out of the information loop.”  As these 

wineries outside of Kōshū City explain: 

“In Katsunuma there are a lot of wineries.  And people meet a lot and exchange 
information.  But that thirty minute car drive means that communication does not come 
this far.” (26) 
 
“Being one of a few wineries in X City has its benefits, but the collective force of a 
number of wineries in Katsunuma is much stronger.”  (40) 
 

Another consideration that was often mentioned by respondents was the lack of 

quality Japanese language publications on viticulture, viniculture and the marketing of 

wine.  Foreign language speakers are rare, and many respondents described the long and 

painstaking process of having to translate some important text from a foreign language 
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word-by-word.  With that said, even those who speak foreign languages and hence have 

access to foreign wine industry publications often find that they do not directly deal with 

issues relevant to local producers.  Translations of foreign texts suffer from similar 

problems, only further compiled by the lack of Japanese language equivalents for a 

number of wine concepts or mistranslations by translators with little expertise in viti-

viniculture. 

Finally, in recent years many younger and aspiring winemakers have left Japan to 

get their education overseas.  When they return, many have found the experiences learned 

somewhat tangential to viti- and viniculture under Yamanashi conditions and with local 

equipment.  Likewise, the cost, inability to speak foreign languages and/or a lack of 

desire to go abroad makes even this option unfeasible for most. 

5.20.  Chapter Conclusion 

Cluster theory from Porter (1998) and Alyward (2002; 2004) argues that spatially 

proximate SMEs enjoy stronger networks for the production and diffusion of knowledge.  

This proximity or the ‘localization of firms’ results in increased industry specific 

university research and teaching agendas (Scott 1998), well-coordinated R&D programs 

and a unified marketing and branding strategy (Alyward 2004), trade associations more 

active in developing specific skills and more focused marketing (Kingsbury and Hayter 

2006), a transfer of localized knowledge from large to smaller firms within the region 

(Ditter 2005), untraded interdependencies (Patchell 1996; Whittaker 1997; Phyne et al. 

2006) and a more collective flexibility (Hayter 1997; Hwang 2002; Mueller and Sumner 

2006).  The wine cluster of Yamanashi proved to only partially conform to these previous 

studies. 

More specifically, this chapter explored contested notions of “quality” and 

“place” in wine across stakeholders of the Yamanashi table grape and wine clusters.  

These notions, and how they are marketed to consumers, were often found to vary.  

Nonetheless, many within the wine cluster have re-linked to the Koshu grape, fermented 

now in more internationally accepted styles, as a considerable part of their new, regional 

identity (-ies).  For many within the wine cluster, Koshu is being intentionally associated 

with the place and “locality” of their production.  Furthermore, specific origins in the 

landscape of local production were found to embody new values, despite a semantic 
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slipperiness in their geographic definitions.  With little ability to control the quantity and 

quality of raw materials and fragmented learning networks in/between the table grape and 

wine clusters, innovation in the wine industry was found to be occurring far less in the 

technical side of grape growing and winemaking, but rather the social-cultural in the 

development of stronger and more coordinated marketing strategies.  Many within the 

wine cluster have learned to use newly created notions of “Japanese heritage”, “place” 

and “identity” to produce meaning and market their products as premium quality.  

The following chapter continues with the theme of wines fermented from Koshu, 

exploring how new forms of wine tourism, various higher profile consumer events and 

even the drive to export are further linking the wines of Yamanashi Prefecture with a 

marketable identity derived from an arguably faux “heritage”.   
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Chapter 6.  Wine Tourism, Wine Events and the Drive to Export 

 

6.1.  Introduction to the Chapter 

Quality wine is linked to its place of origin not only via its physical terroir, but 

also conceptualized notions of the often highly romanticized, socio-cultural landscape 

(De Blij 1983; Moran 1993; Peters 1997).  Nonetheless, when linked to a unique, real or 

unreal place, these notions help to create marketable winescapes.  To construct, enhance 

and then market their ‘placeness’, and in so doing further build a regional identity in the 

eyes of consumers, wine industries typically seek to develop various forms of tourism 

(Hall et al. 2002).  This chapter links to the literatures of wine and place in geography 

and those of the cultural landscape to explore the past and present trajectory of grape and 

wine tourism in the Yamanashi clusters.  It focuses on the changing dynamics of tourism 

to the region (s), stakeholders involved, infrastructural and cooperation shortcomings and 

how, if at all, elements within the wine cluster are creating a marketable Yamanashi 

winescape.  In doing so, it teases out how the cluster is cultivating the domestic and 

international consumer, how place is marketed with product, how meaning and value are 

being produced and how the cluster is putting place in a more forward position to help 

ensure the survival of the wine industry.  While clusters, or in the Japanese context 

community or regionally based industries, are often associated with particular places 

(e.g., Yamazaki 1980; Tolliday and Yonemitsu 2007), a case of a cluster attempting to 

attract public attention and encourage tourism is rare. 

The chapter then shifts to explore other elements of the wine cluster that are 

contributing (or not contributing) to the development of the industry.  The presence of 

highly active trade associations and institutions more involved in facilitating the diffusion 

of information and with more focused and coordinated marketing strategies characterize 

many studies of clusters in the literature (e.g., Fujita and Hill 1993; Miyakawa 1999; 

Porter et al. 2000; Yamawaki 2001; Arita et al. 2006; Edgington 2008; Shapira 2008).  In 

particular for the Yamanashi case, this section focuses on the often consumer-driven 

associations and institutions involved in organizing wine competitions, tastings and 

events.  As cluster theory seeks to tease out and assess the strength or potential for 
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relationships between various stakeholders, these vignettes are first included here as a 

means of identifying key groups and events in the industry.  Noting that some minor 

groups and events are also included in effort to be more comprehensive, it is rather the 

analysis of relationships between more prominent groups and stakeholders (or lack of 

relations) that form the primary function of this section.  Finally, the chapter shifts to 

explore the relatively new notions of exporting wines made from the Koshu grape, in part 

driven by government funding, and how those efforts are helping to reshape the wine 

cluster and its identity (-ies). 

6.2. An Overview of the Katsunuma Town Area for the Tourist 

The center of newer forms of wine tourism in Yamanashi Prefecture is 

Katsunuma Town in Kōshū City.  Before exploring this tourism in more detail, as well as 

what has preceded it, it is first important to introduce some of the options available to the 

tourist arriving with some time and a desire to explore the past and present of the grape 

and wine industries in the Katsunuma Town area.  Naturally, these options include the 

various wineries.  In Katsunuma Town, many wineries are now able to accept visitors and 

can also provide fee-less tastings.  Some also now have small restaurants operated during 

peak seasons.  In addition to the wineries, visitors can explore the Wine History Museum, 

the Ōhikage Tunnel that was used by the Chūō main railroad line between 1903-1997, 

old wine cellars from the Meiji Era, natural refrigerators (unmarked), grape and peach U-

picks, the Toriibira site, Budō no Oka, Miyakō Park (under renovation at the time of 

fieldwork), Daizen Temple and numerous historical sites and buildings from previous 

eras along the Kōshū Road.  In the last two or three years some signs have also been 

placed marking scenic hikes and walking courses through the vineyards.   

There are however some very important limiting considerations.  Vineyards are 

often covered in garbage, such as old cars and/or the plastic covers used to protect grape 

clusters from diseases.  Outside of Budō no Oka, restaurants or overnight accommodation 

options remain limited, the result of a tourist infrastructure still struggling to overcome 

multiple generations of catering predominantly to day trips visitors on package tour 

buses.  Most wineries do have some short showpiece rows of grapes, typically classical 

V. vinifera, in front of the wineries to show visitors their “production”.  Nonetheless, as 

most wineries source grapes from a multitude of often-distant sources, bringing visitors 



 

 

322 

     

into the actual vineyards where their wine originates is problematic.  The majority of 

grapes seen on the walking tours and hikes are almost exclusively being grown for the 

fresh market.  Likewise, the local transportation infrastructure within the region is suited 

to meet the demands of local residents rather than tourists. 

Although the infrastructure for that wine tourism remains little developed in 

Katsunuma Town, it is basically non-existent in other parts of the prefecture outside of a 

few medium-to larger-sized wineries that cater to tour buses.  Even in Katsunuma Town, 

wine tourism is predominantly based directly on catering to packaged tour buses that stop 

briefly at the wineries for a rest stop or a byproduct of other agro-tourism operations 

(e.g., a U-pick).  Overall, most visitors are little exposed the history of the area, its culture 

or the diversity of its wineries.  This section continues by exploring the past and present 

developments that have helped or hindered the development of the tourist industry.  In 

turn, it explores how those developments continue to lead some wineries on path 

dependent marketing strategies with diminishing returns, while others struggle to balance 

the old with the new and seek to develop new forms of wine tourism and a marketable 

winescape. 

6.3. Access  

To access Katsunuma Town via the Japan Railway Limited Express, visitors 

arriving from Tōkyō must change in neighboring Enzan Town (these are the same tracks 

seen in Figure 1.4 for the Chūō Train Line).  In the Enzan Train Station, the Koshu 

Tourism Association operates an information booth around fifteen days a month.  

Although there are wineries located in Enzan Town, most visitors prefer to visit the 

wineries in Katsunuma.  During the grape U-pick season the tourism association also 

operates an information booth at the Katsunuma Budōkyō Train Station and nearby 

Roadside Station.  Tourists are given Japanese language maps and information.  No 

foreign languages are spoken. 

6.4.  Grape Tourist Inns  

 One of the more interesting aspects of tourism in the Kōfu Basin is that of the 

grape tourist inn.  First begun in 1894 at Miyakō Park, they soon became popular 

destinations for those traveling on the Kōshū Road.  Although closed during the Second 

World War, by 1957 there were fifteen such inns along the Kōshū Road.  When the 
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Sasago Tunnel opened soon after, private automobiles from Tōkyō began to arrive.  By 

1969, there were one hundred and fifty-six grape tourist inns in Katsunuma Town.  Their 

numbers increased again in 1977, when the Chūō Expressway linking Ōtsuki to 

Katsunuma and the National Highway 20 Katsunuma Bypass further shortened the trip 

from Tōkyō (See Figure 6.3).  The number of grape tourist inns along the 20 also 

expanded quickly (Suzuki et al. 2007, 70).  

In 2007, the total annual number of tourists to the region was around one and one-

half million.   Larger grape tourist inns may receive up to five thousand visitors a year 

(11; 27; 76; 97).  This influx of tourists also links to additional visitors at local wineries.  

From the perspective of the table grape cluster, retail sales to these visitors command 

some of the highest prices for fresh table grapes. 

 Grape tourist inns range greatly in size and scale.  Typically, they include a large 

overhead pergola under which buses and private automobiles may park.  On offer are a 

number of cultivars of table grapes for sale.  Depending on the location and season they 

may also offer wine, peaches, other fruit and vegetables, juices, souvenirs, etc.  Some 

also offer guests the option of eating at a small restaurant, coffee shop and/or outdoor 

barbeque (typically under the grapes).  Some tourist inns can accommodate large 

numbers of tour buses while others are quite basic.  In a very basic example, one small 

tourist inn in a rural area outside Enzan Town is basically a vineyard with a few benches 

and a tent overhead.  Seen in Figure 6.1, a tour bus would park on a nearby rural road 

(i.e., it cannot enter the even smaller mini truck only farm roads) and the mostly elderly 

crowd would walk the five hundred meters to spend some time eating grapes and boxed 

lunches while enjoying the idyllic agricultural setting.  Figure 6.2 shows the store front of 

a grape tourist inn on National Road 411 (See Figure 6.3 for a map).  While the sign 

advertises souvenirs, peaches and grapes, the mannequin of the young female standing on 

the right is meant to draw in traffic. 
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Figure 6.1:  Tour Bus Stopped to Allow Guests to Visit a Rural Grape Tourist Inn 

 
Source:  A. Kingsbury 2010 

Figure 6.2:  Kaō Grape Tourist Inn on the National Road 411 in Ichinomiya Town 

 
Source:  A. Kingsbury 2010 

 



 

 

325 

     

The operations of most grape tourist inns are seasonal.  Grape tourist inns are 

usually owned by growers, however some are also owned and operated as wineries as 

well (again illustrating the historical links between growers and wineries from the era of 

collective wineries).  One such operation on the location of the old Kōshū Road for 

example, makes 60% of its income from table grapes and 40% from selling wine. 

 Another such operation explained its operations and transition from simply a 

grape tourist inn to include a winery.  

“For us the main thing is tourism (i.e., a grape U-pick) and the winery is second.  We sell 
a lot of grapes and peaches.  And we also sell souvenirs.  With the left over grapes that 
we don't sell to people who come to pick them or to buy as souvenirs, instead of selling 
them somewhere cheaply, we turn into our own wines.  We also have a long history of 
providing custom crushes to other growers and grape inns that gives them and us wine to 
sell.” (76) 
 

A 2007 study by Suzuki found that from the forty grape inns sampled, eighteen 

offered wines for sale (Suzuki et al. 2007, 69).  This does not imply that these inns 

produced the wine, or even provided the grapes for the wine, but rather simply that they 

sold wine at their grape tourist inn.  Relatively unique in Japan, the prefectural 

government permits the selling of wine when the owner purchases a seasonal permit  

(i.e., 季節免許, kisetsu menkyo).  At a cost of around $50, this permit allows a grape 

tourist inn to sell wine from July to November.  Interestingly, a number of owners were 

found to sell wine illegally, some on expired permits or simply without.  Other grape 

tourist inns buy wine and/or juice from local wineries to resell.  These exchanges may be 

based on contract or unwritten longer-term relationships. 

 Suzuki et al. (2007, 70) found that grape tourist inns in the Katsunuma region to 

be situated in four major zones and characterizes each as such (See Figure 6.3): 

1.  National Road 20 (Katsunuma Bypass and Katsunuma Interchange) to the South of 

the Hikawa River- Attracts mainly groups tourists from Tōkyō, Chiba and Saitama 

2.  Kōshū Road- One of the oldest areas with grape tourist inns and antique buildings.  

When the Sasago Tunnel opened in 1958, bringing individual cars, this area started 

having economic troubles.   

3.  National Road 20 Junction and Kōshū Road Junction- These are mostly small and 

simple places.   
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4. North of the Kōshū Road- Growers operate grape tourist inns in their extra time rather 

than as a main source of income. 

Figure 6.3:  Map of Commonly used Tourist Transportation Routes in the Kōfu Basin 
 

 

 
 
Source:  Muto Emiko and Aaron Kingsbury 

With that said, grape tourist inns are located throughout the Kōfu Basin.  While 

some areas have remained profitable, others have experienced marked declines.  

According to respondents, the production of grapes economically peaked during the early 

1980s, not coincidently during the Bubble Economy, and grape tourist inns have since 

been forced to diversify and upgrade to maintain business.  One of these changes, 

something of considerable importance to the wine industry, is that many growers changed 

cultivars under production away from Koshu (i.e., a grape that could also be fermented to 

wine) towards the higher priced tetraploid cultivars (i.e., that are little used by wineries).  

 Likewise, with changes in transportation networks from the late 1970s (e.g., the 

construction of the Katsunuma Bypass and Katsunuma Interchange), the overall number 
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of restaurants increased and tourists are said to have less time for extended visits to the 

grape tourist inns.  Indeed, changes to the transportation infrastructure have resulted in a 

number of economic problems on the macro- and micro-levels.  

 The first major development over the last couple of decades was the construction 

of National Road 20 in the 1970s (See Figure 6.3).  This new road considerably altered 

existing traffic patterns, adversely affecting many of the grape tourist inns and wineries 

that were operating on National Road 411.  Prior to this construction, tour buses would 

take the 411, a slow two-lane highway now used almost exclusively by locals and 

growers driving farm equipment.  After the 20 was completed, the tourism business on 

the 411 dropped dramatically.  One respondent described the effect on grape tourist inns 

and wineries around the Hikawa District located to the north of the Hikawa River: 

“The buses no longer come on the space between Kōshū City and Fuefuki City on the 
411.  Those that want to stop for peaches take the Chūō Expressway and get off at the 
Ichinomiya Interchange.  Those that come for grapes go on to Katsunuma Town.  We are 
now in a dead space.  The 411 used to be a main street.  Now it is the 20.  It used to be 
very very crowded on weekends twenty to thirty years ago.  And there were a number of 
grape tourist inns.  Now there are only five places and the local traffic.” (84) 
 

A similar situation occurred after the construction of the Ichinomiya Misaka 

Interchange in the early 1980s (See Figure 6.3), with the area around Prefecture Road 311 

now only receiving tour bus traffic if those buses are scheduled to continue on to the hot 

springs at Isawa Town. 

Another major change to tourism traffic patterns occurred soon after the building 

of the 3.4 km Kamikurokoma Bypass was completed in 2005  (See Figure 6.3).  Prior to 

its construction, tour buses returning to Tōkyō from the Fuji Five Lakes Area (e.g., 

Fujikawaguchiko Town) in the south would drive on National Road 137 (sometimes 

called the “Fruits Road” in this stretch) to the National Road 20 or the toll Chūō 

Expressway before turning to the east.  As such, the entire area shown inside the dotted 

lines in Figure 6.3 was a collection of grape and peach tourist inns.  After the completion 

of the Kamikurokoma Bypass, and the avoidance of remaining on the slower 137, buses 

could move quicker to their next destinations.  As a result, tourist inns and wineries along 

the 137 have struggled with the considerable declines in the number of customers.   One 

respondent explained: 
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“Did you see all the old grape tourist inns?  Well, the hot springs at Isawa has many 
places to stay.  And tourists used to come a lot to there.  They would come on the road 
from Mt. Fuji and Kawaguchi Lake and the Five Lakes Area (i.e., National Road 137).  
Everyone used to take this route.  Well, as the tourists started to drive by, the local people 
with farms started selling them their produce.  That eventually developed into grape 
tourist inns.  It is called the Fruits Road.  It used to be very very busy.  Now it is a dead 
space after the building occurred.”  (77) 
 

Figure 6.3 shows in greater detail the areas affected by these changes in traffic 

patterns.  It is important to note that these changes impacted not only grape tourist inns, 

but also the local wineries along those routes that catered to bus tourists.  Figures 6.4 and 

6.5 show grape tourist inns that are no longer in operation. 

Figure 6.4:  Abandoned Grape Tourist Inn Located on National Road 137 

 
Source:  A. Kingsbury 2010 
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Figure 6.5: Abandoned Grape Tourist Inn in Yamanashi City on National Road 411 

 
Source:  A. Kingsbury 2010 

While changes in traffic patterns have contributed to the decline of some tourism-

based enterprises in the region, evolutions in the demands and expectations of Japanese 

tourists must also be considered.  Stated simply, grape U-picks are no longer as popular 

as in the past.  Grapes are now widely available in supermarkets across the country, 

diminishing their once exotic appeal.  Likewise, tourists no longer wish to spend hours 

sitting in the vineyards (Suzuki et al. 2007, 74; Respondents 125; 130).    

 The decline in grape tourism to the area has affected wineries in two ways.  First, 

as package tour buses have now shifted to the faster newer roads, wineries located on 

those areas by-passed have lost the main target of their sales.  Secondly, many wineries 

earn a good deal of income performing custom crushes for growers to sell at their grape 

tourist inns.  With the decline in tourism, the demand from growers for wine has also 

declined.  Growers with unsold past vintages are now more likely to sell their 

unmarketable table grapes to JA.   

 As an example, one area struggling as a result of these changes in demand is the 

Atago Mountain area on the outskirts of Kōfu City (See Figure 1.4).  Despite this 

location, most local growers used to operate grape tourist inns.  While some remain in 
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operation, they typically now only attract local customers and are predominantly used as 

social gathering places, possibly while bunch trimming and packing recently harvested 

grapes.  As one grower nostalgically remembers: 

“Over twenty-five years ago a lot of buses would come from all over. You would pay the 
bus company to bring them in.  A bus would come and boom!  Selling!  Selling!  Selling!  
It was great then.”   
 
One grower explained the decline thus: 

“Japan has become a car society.  When they made the expressway, city people wanted to 
see more rural landscapes different from their own.  That is now considered leisure.  The 
whole experience of the grape tourist inn here, sitting in the suburbs and the heat to pick 
grapes, is no longer desirable.  What city people want to do has changed and the grape 
tourist inn is no longer on that list.  That is why so many here are now closed.  When you 
see the signs for small retail shops, most are now only selling to the supermarkets.”   
 

The question of a future for grape tourist inns across the prefecture did arise.  The 

nature of responses typically varied on the actual location of the inn.  In general, those 

inns not located on the main tourism routes in Katsunuma Town predict real problems.  

Although grape inns are legally companies and could be purchased and operated by 

outsiders, there is little demand.  With a problem of successors and with the change in 

tourism dynamics and demand, many elderly owners are closing their doors and simply 

living out retirement in their attached houses.  As a result, even during peak tourist 

season, shuttered and/or abandoned grape tourist inns dot the landscape. 

6.5.  Tour Buses and Package Tourism  

More generally, tourism to the Kōfu Basin area peaked in the mid-1980s.  In 

addition to increases in disposable income during the Bubble Economy, the popular NHK 

drama on the 16th century daimyo Takeda Shingen linked to the history of the prefecture, 

and saw dramatic increases in tourism numbers which benefited local wineries.  Since 

that time however, overall numbers of domestic tourists to the region continue to decline.  

One of the major sources of income for both grape tourist inns and many wineries 

continues to be the arrival of tourists on package tour bus trips.  These trips are 

particularly popular with middle- to senior-aged women.  The buses typically depart from 

Tōkyō, Kanagawa, Chiba or Saitama Prefectures and make short visits to such sites as the 

Five Lakes of Mt. Fuji, the Sasaichi Japanese Sake Factory in Ōtsuki City and the Kōshū 

Wasabizuke Center in Fuefuki City (Suzuki et al. 2007, 78; Fieldwork).  Wineries often 
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serve as an extended toilet stop for these buses.  It is during these stops that many 

wineries sell a lot of product.  In fact, many wineries operate their business plan catering 

directly to this clientele.  Typically a winery will have a contract with a bus company 

based on a price per person.  The terms of these contacts vary slightly per company, but 

typically range from $0.50 to $1.50 per guest delivered.  One winery respondent 

described it as such: 

“Our biggest customers are bus tours on day trips.  There are various routes.  Usually we 
are the only winery stop on Isawa Town routes, but sometimes they stop at other wineries 
elsewhere too.  We are in competition with wineries in Katsunuma Town for bus tourists.  
Our agents have to go to the Tōkyō bus tour companies and travel agents to get business.  
The bus customers are normally between fifty to seventy years old and mostly women.  
And they love sweet wines rather than those that are dry or full bodied.  And that is 
where we make our money.  The only good products are those that sell.” (83) 
 

Tourists are often given tours of the wineries, but winery owners feel that these 

guests typically “are not really listening”.  Sales to these tourists are often based around 

the culture of obligatory gift giving in Japan.  As such, some wineries also sell miniature 

bottles of wine as “Japanese tourists buy gifts everywhere.  A full bottle is too expensive 

and heavy to buy for lots of different people” (23).  Likewise, sales to these tourists are 

not always based around wine.  A variety of other souvenirs including sweets, imported 

raisins, key chains, t-shirts, etc are typically sold on consignment, sometimes with the 

name of the winery and/or geographic location listed on the label (Fieldwork). 

Nonetheless, it is the demands of these tourists that, it could be argued, have 

hindered the development of the wine industry towards the production of more 

international standards of premium quality wines.  In effect, tour buses have created a 

number of “drive-inn” wineries.  First, rather than focusing on producing premium or 

ultra-premium quality wines, the sweet, heavily sugared wines (i.e., un-tradable on the 

world market) continue to be demanded and therefore produced in larger quantities.  As 

three winery respondents noted: 

“These buses might go to a grape U-pick.  Then go to the hot springs.  Then somewhere 
for lunch and then arrive at our place.  It is usually a huge group of grandmothers 
laughing and joking and having a good time.  We set out a long table with free grapes 
and offer some wine.  Everyone asks for the sweet wines.”  (27) 
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“Before Yamanashi wine did not have to do anything to sell wine.  The tourists would 
keep coming in buses and buying.  The quality was terrible, so add extra sugar and the 
tourists would buy it.  There was little impetus to improve or study.  There was little 
capital investment.” (111) 
 
“We get a lot of buses from Tōkyō, Saitama, Chiba and Kanagawa.  Many are day trips 
from Tōkyō on the big buses.  We make mostly sweet wines for these folks, mostly the 
older women.  The new stylish ideas of nice winegrapes for wine are not something that 
interests us a lot.  We are going to continue what we are doing in our traditional way.” 
(76) 

Other problems also remain.  As mentioned previously, the demand for these 

package tours on large buses is from predominantly older women.  As these customers 

age, the amount of alcohol they are consuming is declining.  Likewise, respondents (23; 

26; 30; 83) mentioned that the next generation is no longer interested in these forms of 

tourism.  With the recession too, the number of buses visiting the region has also 

dropped.  As a result, many wineries within the industry are slowly trying to re-invent the 

tourism industry to cater to more wine savvy individual car tourists demanding wines 

produced from “locally” grown grapes.  The lead has actually been taken by the wineries 

perhaps most concerned with creating a new image of “quality” for their wines, the larger 

companies.  As one respondent from a large company explained: 

“Large companies always have an image problem.  Take for example, the Japanese sake 
maker Gekkeikan (i.e., Gekkeikan Sake Company, Ltd.).  No one in Japan would praise 
what it produces regardless of the quality; so most of it goes towards hot Japanese sake 
and for cooking.  Instead, everyone wants to praise and honor the small makers.  Those 
small places with small amounts that are hard to find are supposed to be the best.  Today 
in Japan wine is the same and big makers have a handicap.  So we turn away buses, but 
the problem continues as we are a large company.” 
 

The package tour bus market in Yamanashi Prefecture is not limited to domestic 

tourist.  According to Nicol (2009) more than 70% of international visitors to the 

prefecture come from neighboring Asian countries.  In particular, and in ever increasing 

numbers after the easing of tourist visa restrictions in 2009, are tourists from China, who 

typically take the weeklong “Golden Route” trip on a hired bus.  Owned and operated by 

Chinese tour agencies and Chinese living in Japan, travel companies running tours 

between the Kantō and Kansai areas are very popular.  Visitors arrive at Narita Airport, 

visit Tōkyō Disneyland in Chiba Prefecture, drive to Fujikyū Highland, then to Kyōto, 

Osaka, Kobe and finally to Kansai International Airport to return home.  Some tours may 
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also visit Mt. Fuji.  These tours are tightly scheduled and feature prominently around 

shopping (Kurihara and Kōchi 2010; Toyoda 2010).  At this point, wineries in the Kōfu 

Basin have been unable or uninterested in linking to these tours to increase business.  

Indeed, the entire infrastructure for wine tourism in the region completely lacks any 

structure to cater for a non-Japanese speaking international tourist.  While some wineries 

did mention the visits of a few Koreans or Chinese in private cars, wine tourism in the 

prefecture, at this stage in its development, remains an almost exclusively domestic 

affair. 

6.6.  New Tourism Demand:  Individual Cars  

According to Asahi Shimbun (2010a) more than half of the domestic tourists to 

the prefecture generally arrive from the Kantō Region.  These tourists now seek more 

personal learning experiences rather than day trips on packaged bus trips.  Likewise, 

these tourists seek more cultural experiences that allow them to better develop longer and 

more profound attachments to the local areas.  As respondents noted, these new types of 

tourists to the region, and rather than just visiting the multinationals to buy souvenirs as 

in the past, have begun to seek out smaller wineries in search of higher quality wines.  As 

will be explored later, it is the arrival of private car tourists from more urban areas, 

knowledgeable about wine, that has greatly contributed to changing not only the 

dynamics of the tourism industry but also the styles of wine that are starting to be 

produced.  Likewise, since the mid-1990s changes in tourism dynamics within Japan 

have shifted to new forms of green and rural tourisms (Suzuki et al. 2007, 78). 

It is also here vital to consider that this shift away from sweet wines for packaged 

tour buses and more towards wine-educated tourists driving private cars has occurred not 

only at many of the small-and medium-sized wineries, but also at many of the larger 

multinationals.  Many of the multinationals have (re-) committed to producing wines 

from grapes grown within the prefecture at their wineries in Yamanashi.  That is not to 

say that imported juice and must is not being used by the companies, rather that most of 

that use is occurring at locations away from the prefecture.  While a large number of 

wineries remain committed to the tour bus profit mentality, a shift towards catering to the 

more demanding needs of wine enthusiasts has begun for the first time.  The comments 

from these respondents represent this shift: 
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“We don’t want tourists to come here.  We want wine lovers to come visit.”  (78) 
 
“In the old days tourists would come to the grape tourist inns and buy grapes and wine.  
Nowadays individuals come, so we get cars of people looking for higher quality wine and 
not the sweet Kyohō wines of days gone by.”  (18) 
 
“Our sales have changed more recently from tour buses to more discerning customers.  
We are not looking to sell wine so much here at our place.  Rather to use this location to 
educate customers and form repeat customers.  Ten years ago we had lots of tourist 
buses, now it is mostly private cars.”  (30) 
 

Finally, responding to the demands of this new type of tourist with interests in 

learning experiences and developing a deeper attachment to a place are the beginnings of 

new forms of agro-tourism.  For example, a grower of peaches was found selling the 

harvest rights of branches and/or parts of particular peach trees (Seikaen 2010).  For a 

price, investors are also able to select their desired part of the tree and then follow the 

development of the fruit over the internet or at the orchard. 

Immediately before the completion of fieldwork and while preparing to leave the 

research field, a winegrape grower at a newly planted vineyard in Hokuto City (in the far 

Western part of the prefecture) was found offering shares in the 2013 vintage.  With fees 

over $1,000, share holders are also allowed to participate (www.vintage-farm.jp). 

6.7.  Regional Tourism:  Kōshū City 

6.7.1. Regions within Kōshū City Tourism   

 Generally speaking, large regional variations in the tourism dynamics between the 

towns of the newly amalgamated cities continue to exist.  In Kōshū City for example, 

visitors arriving by train or car to Enzan Town and those to Katsunuma Town are 

typically generalized differently.  Enzan Town, although it has six wineries (including 

two or three with beautifully designed, Japanese style tasting rooms), is more known for 

historical sites including a number of Buddhist temples and Shinto shrines as well as 

strong links with the historical daimyo Takeda Shingen.  Tourists are typically aged over 

sixty, retired and from suburban areas outside of metropolitan Tōkyō.  In contrast, 

tourists to Katsunuma Town are typically in their late thirties and forties and live and 

work in more urban environments.  According to respondents from the tourism industry, 

foreign visitors to the Kōshū City area typically are less interested in visiting wineries or 

participating in U-picks and more prone to see historical sites or to view leaf color 
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changes in Enzan Town (14; 16; 21; 22; 97).  Overall, issues linked to these contrasts in 

the dynamics of tourism supply and demand have made inter-town cooperation to 

promote wine tourism in Kōshū City difficult. 

6.7.2.  Mercian and Miyakō Park 

The story of Miyakō Park, the over three-hectare site long left in disrepair, was 

again in the news during my time of fieldwork.  In recent years, large portions of the 

Miyakō Park site had been donated to the government of Kōshū City for reconstruction.  

This extensive multimillion-dollar project includes the rebuilding of the cellars, the 

chimney from the previous brandy distillery and the main wing of Dai Ichi Budōshu.  

Forty percent of the funding for this has been provided from the Ministry of Land, 

Infrastructure, Transport and Tourism.  Sixty percent is being provided by Kōshū City.  

The city is supporting this reconstruction as it links directly to local history and cultural 

heritage.  As one official explained: 

“Japanese wine is a blend of Western and Japanese styles as well as the drive for 
Westernization during the Meiji Era.  This mixture is amusing and what we are trying to 
protect.  Also Miyakō Park is not just the start of Katsunuma wine but all of Japanese 
wine.”   

As explained previously, the ownership of Miyakō Park was previously split 

between a private family and Mercian.  Over the years Mercian has operated the Wine 

History Museum directly opposite the site now being reconstructed.  It has also recently 

linked to the local government to redevelop the Miyakō Park site.  This includes a 

Mercian funded visitor center that was completed in the summer of 2010.  Although 

explained to be a place designed to promote the wines of the region as a whole, fieldwork 

noted only a small stand for members of the Katsunuma Wineries Club.  No other 

wineries were mentioned at the center.  Some respondents question the authenticity of 

this desire to build a wine region on their behalf, particularly as their opinions were never 

consulted.  Figure 6.6 shows the reconstruction of the site on the property now controlled 

by Kōshū City.  It is scheduled for completion in the mid-2010s. 
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Figure 6.6:  Renovation at Miyakō Park in Katsunuma Town 

 
Source:  A. Kingsbury 2010 

6.7.3.  The Koshu Tourism Association 

 The Koshu Tourism Association is an all-volunteer organization with a board of 

directors who elect their president.  Members include Shintō shrines, Buddhist temples, 

historical landmarks, grape tourist inns, U-pick operations, Japanese-style inns, etc.  

There are also roughly forty winery members (mostly in Katsunuma Town).  

Membership dues are based on size and rank, with wineries typically charged around 

$1,000.  The main office of the association is located at city hall, and the $35,000 it 

provides comprises 40% of the total budget.  Membership fees comprise the final 60%.  

This association also operates the key tourism booth at the Enzan Town Train Station, the 

main transfer point from Tōkyō. 

 Overall however, cooperation between this association and the wineries of Kōshū 

City is almost non-existent.  As one respondent with the association explained:  

“These days the wineries are doing all their tourism stuff by themselves.  Of the forty 
members most are not paying their dues.  Only about eight pay and those are mostly in 
Enzan Town.  The folks in Katsunuma Town don't pay.  They want to take their own 
route.  The idea is that they only work with their other winery friends, and no one else in 
the region.  The wineries are actually bigger than the association, and there is really not 
much of a relationship at all.” 
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From the perspective of the wineries, they typically only offered negative opinions on the 

association such as the following:   

“I don’t take part.  They really don’t know what they are doing.  They also have no 
interest in wineries.”  (31) 
 
It is also important to now note that the current and long-standing president of this 

association is a Japanese-style inn owner in Enzan Town.  He was also the president of 

Enzan Tourism Association before the amalgamation in 2005. 

6.7.4.  Katsunuma Wineries Club   

 Founded in 1987, the Katsunuma Wineries Club wields a significant amount of 

power.  The club was established to promote Koshu as a wine, and is currently comprised 

of ten wineries paying around $85 each to participate.  The club holds its own well-

attended Nouveau Festival at Budō No Oka in Katsunuma Town and another in Tōkyō in 

the middle of November.  Likewise, its members are well connected, and link to 

prefectural and city governments, the Japan Sommelier Association, the Association of 

Nippon’s Wine Lovers, the Chamber of Commerce and Industry, etc.  Members 

suggested that they were more involved with the Katsunuma Tourism Association before 

the amalgamation.  Following the amalgamation, many respondents mentioned that the 

new Koshu Tourism Association is now structurally too large, with too many interests 

and too many regions involved to be a productive collaborative partner in the 

development of wine tourism. 

6.7.5. Budō no Oka 

One major stop on the tourist route is Budō no Oka.  Located on the North side of 

Katsunuma Budōkyu Train Station, it commands attractive views of the surrounding 

vineyards and countryside.  Established in 1975 with some prefectural money and 

refurbished in 2000, Budō no Oka is, after the amalgamation of Katsunuma Town into 

Kōshū City in 2005, now completely operated by the government of Kōshū City.  The 

onsite hotel includes twenty-one Japanese and Western style rooms, which ranged in 

price in 2010 from $70 to $100 per night.  There is also a restaurant on the premises.  

Most importantly, for around $11 tourists can sample wines from all over Kōshū City.  

By the end of the 1990s visitors had increased annually from over 50,000 to around 
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185,000.  Overnight guests however had remained somewhat constant at around 15,000 

people (Terauchi 2003, 172).   

 At its foundation in the 1970s, prior to the later consumption booms in imported 

wines, Japanese consumers remained relatively unexposed to this drink and the culture of 

wine drinking.  Budō no Oka was intended to bring Japanese closer to wine, and then sell 

them local (i.e., Katsunuma Town) products.  This was a particularly important feature to 

many of the smaller wineries, which did not have the facilities, staff or distribution 

networks to sell larger volumes of their production.  The second objective was to serve as 

a public relations and information source on the local wine industry to visitors to the 

region.  Again, at the time, only a few wineries were fully open to the public for tours. 

 From the onset, a “quality assurance” system for selling wine, with the stated goal 

of improving overall quality, was established.  All wines are required to pass a series of 

tests before being sold at the site.  Wines are typically displayed and for sale unopened on 

the first floor.  In the basement, hundreds of bottles of wine are open for tourists to pour 

themselves “samples”, in an all-you-can drink format.  It is with the management of this 

basement section that many complaints arise.  These range from wines being left open for 

days on end and to argue against the premise that “tourists just getting drunk” is the 

opportune use for the facility.  Most within industry had serious complaints with the 

operation of Budō no Oka, ranging from the poor management of the facility, its 

restaurants and tasting room, an overall lack of or incorrect focus and a failure to support 

the development of the wine cluster. 

Overall, despite strong criticisms, respondents also mentioned Budō no Oka as 

having some positive merits.  These typically were not based on information distribution, 

educating consumers or constructing a wine region, identity and/or winescape, but simply 

Budō no Oka’s market as an outlet to improve sales.  This was particularly the case for 

some smaller wineries, although multinationals also mentioned similar benefits. 

“A lot of the smaller wineries have really good sales.  Slowly PR came to equal sales.” 
(51) 
 
“We are a smaller winery.  They really help us with sales.  It is were we sell our most 
wine.” (75) 
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Finally, there is the odd question as to the conceptual, linked, even contrived 

relationship between vineyards and wine from the perspective of tourists.  Tourists 

arriving at Budō no Oka to drink wine have walked the fifteen to twenty minutes from 

Katsunuma Budōkyō Train Station, taken a taxi from the station or driven to the site.  In 

any case, their journey has taken them along a series of small winding roads, past old 

houses previously used in the sericulture industry and surrounded on all sides by 

romantic, pergola-trained, grape vineyards.  More correctly stated, their journey has taken 

them along a series of small winding roads, past old houses previously used in the 

sericulture industry and surrounded on all sides by romantic, pergola-trained, table grape 

vineyards.  This subtle difference is avoided. 

“Visitors that come also think they are seeing winegrapes growing.” (52) 
 
A. Kingsbury:  “Should we tell everyone that all around Budō no Oka is really only table 
grapes?”  Respondent:  “(Laughs) Not saying anything means someone comes only 
once…but as the wine is also getting much much better, we should start saying the truth, 
and they will come again.”  (122) 
 

Figure 6.7 is of Budō no Oka taken from the outdoor platform at Katsunuma 

Budōkyō Train Station.  Vineyards are visible from both sides of the platform (the 

opposite side overlooks the Hishiyama area). 
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Figure 6.7:  Budō no Oka in Katsunuma Town 

 
Source:  A. Kingsbury 2010 

6.7.6.  Other Grape and Wine Tourism Events in Kōshū City  

 Perhaps the biggest event of the tourism calendar is the lighting of Torii gate at 

top of Toriibira.  First begun in the 19th century, the links to the end of the O-bon 

festivals (i.e., 送り火, okuribi).  Recently there has been some debate about using 

electricity to light this Torii gate, both for safety and to be able to bring in more tourists 

by lighting it more often (Asahi My Town 2010).  Likewise, during festivals with 

fireworks, etc. many of the nearby vineyards are covered in ash and debris (122).  At any 

rate, during the festival wineries set up booths to sell wines and those grape tourist inns 

and wineries with the infrastructure may offer outdoor barbecue and drinking 

opportunities.   

 Various institutions and associations within the wine cluster wine also organize a 

range of speaker and tasting events.  For example, the Katsunuma Wine Association links 

to the Kōshū City government and the Enzan Wine Club to organize seminars for the 

public that promote Yamanashi wines.  Events are held approximately three times 

annually and most of the local wineries participate.  Speakers are typically wine experts, 

celebrities and sommeliers (although wineries often noted that sommeliers typically 
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speak more of imported wines as they have little understanding of the domestic industry).  

At the time of fieldwork two famous personalities, Wada Hideki and Hayashi Mariko 

came from Tōkyō to talk about Koshu wines.  Participants paid around $10 to take part 

and many staff from wineries were on hand for the tasting and discussion afterwards.  

The proceedings merit a brief discussion, particularly as they speak more generally to 

larger problems within the wine industry. 

For the event, I sat towards the back with my girlfriend and the staff of the 

wineries rather than in the main crowd.  To our surprise, rather than discussing Koshu 

wines, Wada Hideki proceeded to spend twenty minutes ranting about how stupid 

Americans were, as they knew little of wine or culture.  He then proceeded to speak at 

length about healthy phenols and wine, before saying that he always drank Koshu for its 

high amount of phenols (Note:  Koshu wines, being white, have considerably less 

phenols).  In effect, this staged event was symbolic of larger problems still facing 

industry.  First, the Tōkyō celebrities were almost certainly not regular consumers of 

wines from the prefecture and had participated in the seminar simply for financial gains.  

This was a problem often mentioned by winery respondents for most urban 

speakers/Japanese sommeliers brought to the region for marketing purposes.  In this case, 

as these speakers could therefore not discuss local wines in any real way, anti-American 

discussions were an effective way to spend the time, ostensibly without causing anyone 

offense.  At the end of two hours of discussion largely unrelated to local Koshu wine 

production and consumption (i.e., the published theme of the seminar), many in the 

audience clapped at its conclusion.  Many from the local wine cluster however were 

slightly embarrassed.  Not just as they knew I, an American who speaks Japanese, was in 

the audience, but that the famous personalities brought into Yamanashi to speak on its 

wines yet again knew nothing about their industry. 

 Finally, many events with beginnings prior to the amalgamations of the Great 

Heisei Merger remain segregated.  For example, the Grape Festival (i.e., 葡萄祭り, Budō 

Matsuri) is still only open to wineries from Katsunuma Town, rather than all of Kōshū 

City.  These divisions speak to much larger problems related to the lack of cooperation 

within the cluster. 
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6.8. Regional Tourism:  Fuefuki City 

 Fuefuki City, ostensibly the prefectures’ second municipal wine region, provides 

an interesting case in the difficulties in developing wine tourism of any sort.  With twelve 

wineries under its jurisdiction however, real opportunities exist. 

 Fuefuki City in its more modern incarnation is a result of two recent 

amalgamations.  First, in 2004, Isawa Town, Misaka Town, Ichinomiya Town, 

Yatsushiro Town, Sakaigawa Village, Kasugai Town merged into Fuefuki City.  In 2006, 

Ashigawa Village was also added.  From the perspective of tourism development, there is 

very little uniformity in potential offerings and infrastructure across the various merged 

regions. 

 Structurally, prior to the amalgamations, each town or village had their own 

tourism association.  These regional branches remain, but each now falls under the larger 

umbrella of the Fuefuki Sightseeing and Production Alliance (i.e., 笛吹市観光物産連盟, 

Fuefukishi Kankō Bussan Renmei).  At the very top are the mayor of Fuefuki City and a 

board of directors.   Funding for tourism development begins with requests from the 

various lower level branches and then, if accepted, is distributed top-down from the city 

level (and occasionally prefectural level).  Regional branches now operating include the 

Ichinomiya Tourism Association (50 members-companies), Misaka Tourism Association 

(30 members-companies), Yatsushiro Tourism Association (20 members-companies), 

Kasugai Tourism Association (20 members-companies), Ashigawa Tourism Association 

(5 members-companies), Sakaigawa Tourism Association (20 members-companies) and 

the Isawa Hot Spring Tourism Association (around 300 members-companies).  If we 

examine the largest branch in more detail, that of Isawa Town, some interesting 

phenomena emerge. 

6.8.1. Regional Disparities in Fuefuki City Tourism:  Isawa Town  

The Isawa Hot Spring Tourism Association (i.e., 石和温泉観光協会, Isawa Onsen 

Kankō Kai) began in 1964 under a slightly different name.  Its current membership 

includes, in example, hotels, some parts of JA, restaurants, traditional music places and 

hostess clubs.  Membership also includes both the town’s two wineries.  Each member 

pays fees based on the scale of their operations.  These range anywhere from $5 to $500 

annually.  The group meets annually to discuss the budget, and monthly for smaller 
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matters.  A member of the Prefectural Assembly, on a volunteer basis, currently leads the 

association. 

 When the Isawa Hot Springs Tourism Association was formed most of the area 

was still dominated by viticulture.  Indeed, it is said that when the hot springs were first 

found, it was by a grape grower digging for a well.  The region was quickly developed 

away from agriculture and more towards the hot springs tourism market.  While never as 

famous as other hot springs locations in the country, or as a result of not being as famous, 

since the end of the 1980s its has fallen on more difficult times.  The town used to receive 

1,300,000 tourists a year during the Bubble Economy years.  Most of these guests can be 

characterized as arriving on tour buses of forty to fifty people who would then stay the 

night at one of the areas large, hot spring-based hotels.  To accommodate these types of 

visitors, large hotels rooms (i.e., for sharing) and group dining halls were constructed.  

The idea was one of economy of scale mass tourism rather than high quality service 

catered to demands of the individual tourist. 

In contrast, contemporary tourists are more likely to be arriving by cars, alone or 

as a couple, and typically also tend not to spend the evening.  Overall numbers too have 

dropped to less than 900,000 guests annually.  These new kinds of tourists seek high 

levels of service, comfort and cuisine, all things lacking in Isawa Town at present.  As the 

town is neither near the ocean nor famous for any specific local cuisine, business has 

suffered.  Many of the finer establishments have closed, and there is a seedy air about the 

town at night.  It is now known for having a strong yakuza influence.  As one respondent 

describes: 

“The better places have sadly closed, there is really no place that gives that walking 
around in yukata feeling (i.e., a light cotton robe worn in summer) that makes hot spring 
places so great.  So, now what’s left is a lot of the hostess bars and massage parlors.” 
(108) 
 With fewer guests spending the evening, less wine (i.e., less everything) is being 

sold at the local hotels. (It should be noted that there was never a lot of wine sold at the 

hotels, outside a few wineries from Isawa and Katsunuma supplying small amounts, 

typically sweet).  Out of town guests staying overnight at the resorts typically have no 

idea that wine is also produced in Fuefuki City (60; 83; 97; 106). 

“The visitors to the Isawa hot springs usually have no idea about wines.  If they buy a 
bottle of wine and look at the label and some region of Fuefuki City is written, they would 
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be surprised.  Ichinomiya Town has the most wineries but visitors have no idea.  
Everyone knows Katsunuma wine however.  That is a difficult problem for our wineries.  
The really big places can go alone, but the smaller places will have to work more 
together.  So far they really have not found any plan of action.” (108) 
 

The two local wineries of Isawa Town also developed along the lines of 

accommodating the demands of these large package tours arriving on buses, and 

fermenting the sweet wines those guests typically demand.  As with the development of 

the local hotel industry, the local wineries are enormous in size and have based their 

business models on economies of scale production.  Likewise, as with the local hotels, 

these wineries are also struggling with the decline in visitors to the town.  Figure 6.8 

shows the parking lot at Monde Wine in Isawa Town.  As can be seen, most of the 

parking lot is lined for tour buses, rather than private cars.  A number of uniformed 

employees wait outside throughout the day to welcome the buses.  The building facing is 

of Dre-Mo, an admission fee required holographic museum owned by the winery for 

guests arriving by tour bus but not wishing to consume alcohol.   

Figure 6.8:  Parking Lot Lined for Guests Arriving by Tour Bus in Isawa Town 

 
Source:  A. Kingsbury 2010 
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6.8.2. Regional Disparities in Fuefuki City Tourism:  Ichinomiya Town  

In contrast with the large-scale package bus tourism of Isawa Town, and the large 

wineries that have developed to accommodate those guests, is the completely different 

dynamics of nearby Ichinomiya Town.  Ichinomiya Town could be classified as the 

prefecture’s second wine region after Katsunuma Town (at least based on the number of 

wineries).  Unlike the large-scale bus tourism based wineries in Isawa Town, or the 

growing number of boutique wineries of Katsunuma Town, most wineries in Ichinomiya 

have developed along a completely different trajectory.  While the licenses of many of 

these wineries may have originated in Katsunuma, the wineries today are typically some 

of the dirtiest and outdated in the prefecture.  They are normally small, family-run 

operations that have no storefronts, posted hours or parking for guests.  Many do not 

offer tastings unless a reservation is made well in advance.  Most Ichinomiya wineries 

have evolved from the collective era, and typically supply a larger portion of their own 

grapes than those in Katsunuma or Isawa.  As they supply their own grapes, they have 

less need for large amounts of capital from the winery side of the operations.  As owners 

or family members are also growers, profits are typically derived first from selling table 

grapes, with wines being sold locally for extra income.  Wineries in Ichinomiya Town 

also make a considerable amount of their income related to wine production from custom 

crushes for local growers.  As a result, until very recently, little marketing cooperation 

between the wineries or wine tourism more generally had been developed.  Wineries do 

not have the infrastructure, labor nor arguably even the desire to accommodate larger 

number of tourists (Fieldwork; Winery Respondents in Fuefuki City).  As a result there 

has been less economic necessity and demand for cooperation, development or joint 

marketing.  Stated bluntly, there is virtually no wine tourism in the Ichinomiya Town area. 

6.8.3.  Fuefuki City Tourism:  Issues in Wine Tourism Development 

 The differences in scale and size of the wineries in Isawa Town and Ichinomiya 

Town, as well as the overall culture of the regions, has resulted in joint collaborations 

both between regions and within regions proving difficult.  This has been exacerbated by 

the structure of tourism associations more generally as well.  According to respondents, 

each of the tourism branches on the town level has shown trouble in working with the 

other branches on collective projects, meaning, in effect, that little has changed since the 
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amalgamation.  Respondents argue that there are too many differences between the areas 

and the disparities remain too intense for collective efforts.  Even regions with similar 

cultures (e.g., Ichinomiya and Misaka are both renowned for peach production) tend to be 

more competitive over fame, making collaboration difficult.  This lack of collaboration 

between tourism associations across branches, and lack of impetus for collaboration 

between wineries within and across regions has resulted in a stagnant wine tourism 

market in the city.  As a result, Fuefuki City is neither associated with wine nor do its 

wineries enjoy strong brand recognition in the Japanese or even Yamanashi Prefecture 

marketplace.  While Kōshū City (or more specifically Katsunuma Town) is now known 

for wine, Fuefuki City has the image of fruit trees and hot springs. 

6.8.4.  Fuefuki City Wine Tourism:  The Start of Local Cooperation? 

 To this point in its history, neither the various associations or wineries of Fuefuki 

City, nor the towns before amalgamation, have made concerted efforts to jointly organize 

events or collaboratively market their products.  One small exception to this is an event 

first organized by the now defunct Ichinomiya Wine Association (i.e., 一宮ワイン協会, 

Ichinomiya Wain Kyōkai), a Shintō service honoring used corks (i.e., ワインコルク感謝

祭, Wain Koruku Kansha Sai) at the Asama Shrine in Ichinomiya Town in November.   

Nonetheless, faced now with changes in tourism demand for the Isawa wineries, 

the aging of the local customer base for those in Ichinomiya Town and the increased 

competition and isolation from the wineries, associations and government in Kōshū City, 

the wineries of Fuefuki City are slowly beginning to cooperate.   

 Much of this revival now revolves around the Fuefuki City Wine Association. 

Comprised of twelve members, the association meets bi-monthly.  At this point the 

association does little to formally share information on viti- or viniculture, rather is 

concentrated on collective marketing. 

 One of the more important results of this new collaboration has been the New 

Wine Festival, started in 2009.  A joint effort with the Isawa Hot Springs Tourism 

Association, around four hundred visitors have taken part in an evening festival that 

counts down to the new wine season in November in Isawa Town.  At this event 

customers purchase drink and food tickets, typically also staying over night at one of the 

hot springs resorts.  Most members of the Fuefuki City Wine Association felt that the 
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event was “very important to improving our name value (i.e., wine from Fuefuki City)” 

(76; 77; 97). 

 While this event has proven initially successful, another collaborate effort has 

yielded poor results.  After being awarded funding from the local branch of the 

Agriculture and Forestry Promotion Section (i.e., 農林振興課, Nōrin Shinkō Ka) (i.e., a 

government organization that links back to MAFF and is tasked with creating a good 

environment for successful farming), 2,000 wine glasses with the names and seals of each 

of the member wineries was produced.  The idea was that the glass would be for special 

members, that is, for honorary customers to use in lieu of a printed membership card.  If 

the free glass would be presented at a participating winery, the customer would be 

entitled to tastings at a reduced cost and an introduction to local growers if the purchasing 

of fruit were desired.  Likewise, the members would be added to a private listserv to 

receive updates and information.  There was little understanding shown about the glass 

by participating wineries, and most thought the project a complete waste. 

“The glass thing was stupid.  We got money so we did it.  If we did not spend the money, 
then we would not have gotten it.  Everyone spending their own money on something like 
this would have never happened.” (76) 
 
Another event recently that has helped the Fuefuki City Wine Association contribute to 

wine tourism development in the area is its participation in the Peach Marathon in 

Ichinomiya Town (i.e., the Momo no Sato Marathon).  Wines are sold to participants and 

spectators. 

Overall however, in Fuefuki City there remains a severe lack of cooperation 

between branches of the tourism association, between wineries and between the 

association and wineries in developing joint marketing and wine tourism.  Likewise, there 

is no collaboration between the governments or trade associations of Fuefuki City and 

Kōshū City.  As cooperation within the region remains low, wineries in Fuefuki City still 

tend to use Yamanashi Prefecture Wine Manufacturers’ Association for joint marketing. 

6.9. Regional Wine Tourism:  Other Regions 

While the wineries in Kōshū City belong to various associations to encourage 

tourism and business development, and wineries in Fuefuki City are very slowly starting 

to cooperate, collaborative efforts between the wineries of Yamanashi City are non-
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existent.  The wineries are theoretically organized under the Yamanashi City Wine 

Promotion Group, a long-standing association, currently with eleven member wineries.  It 

is headed by a chairman, and the position rotates.  Members suggest the group has no 

strong purpose outside of getting together for drinks and social interchange.  There is no 

joint marketing or efforts to develop wine tourism.  Similar trade groups in Kōfu City and 

Enzan Town are even less organized.  The Enzan Wine Club, for example, even has no 

formal links with the Kōshū City Chamber of Commerce. 

6.10.  Kōfu City:  Four Hearts Café 

 One additional place of note to the industry is the Four Hearts Café, a bar and 

restaurant in Kōfu City.  The owner is a good friend of the founder of Wine Tourism Ltd. 

Yamanashi.  Likewise, many within the wine industry (and its supporters) frequent the 

establishment for local wine related events, tastings and personal pleasure.  Four Hearts 

serves only wines and beer produced in Yamanashi Prefecture.  The food on offer is 

typically prepared in Western styles. 

6.11.  Chamber of Commerce and Industries in the Kōfu Basin 

 There are a number of Chambers of Commerce and Industry (CCs) in the Kōfu 

Basin tasked with supporting SMEs in their respective regions.  CCs typically explain tax 

laws, provide labor advice, work to assist in operating festivals and industry events and 

distribute financial support to constituent wineries and trade associations.  When the CCs 

in the Kōfu Basin were also amalgamated during the Great Heisei Mergers, staff were 

laid off, workloads increased and the relationships with local businesses became more 

distant.  This has decreased their overall effectiveness (Respondents). 

 In terms of the grape and wine clusters at the time of fieldwork, the Koshu CC 

was in the process of organizing a new website to assist growers with selling grapes and 

peaches online.  Most importantly however, the Kōfu and Kōshū City CCs linked with 

the Kōshū City municipal government and the Yamanashi Prefecture Commerce and 

Industrial Support Section to support the Koshu of Japan export project.  Much of this 

support was behind the scenes.  To date there has been no other major collaboration 

between the Kōshū City CC, the Fuefuki City CC or the Kōfu City CC on topics or 

programs related to the wine cluster. 
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6.12.  Wine Cluster Tourism, Consumer Events and Institutions 

The following sections explore a number of additional associations that are 

affecting the development of the wine cluster.  These include organizations promoting 

tourism, tasting events, competitions and more generally the increased consumption of 

wines from Yamanashi Prefecture.  Overall, these sections argue that the overwhelming 

majority of producer organizations and governmental agencies of the wine cluster have 

historically failed to cooperate in a manner promoting the region (-s) as one of premium 

quality producers.  While all-you-can drink festivals are common, the industry has largely 

failed to connect to either urban or local consumers in more meaningful and durable ways.  

This has limited both the number of repeat customers and visitors to the region, as well as 

contributed to the problematic image of the industry as one of lower quality producers.  

More recently however, other, often consumer-driven groups, have begun to fill this void.  

These groups are now considerably strengthening consumer-producer relations and 

contributing to the initial development of arguably the industry’s first, truly marketable, 

winescape.   

6.12.1.  Prefecture Event:  The Yamanashi Nouveau Wine Festival 

 In 1987 the Yamanashi Nouveau Wine Festival began (Yamanashi Prefecture 

Wine Manufacturers' Association 2005).  Organized by the Yamanashi Prefecture Wine 

Manufacturers’ Association (and with funding assistance from the Yamanashi Prefecture 

Commerce and Industrial Support Section), the event was founded around the time of the 

French Beaujolais nouveau boom in Japan.  In its modern incarnation, the event allows 

visitors to sample the years’ new wines from throughout the prefecture in early 

November.  In 2009, thirty-five wineries offered over sixty brands at a large multi-day 

event at Kōfu Stadium to over three thousand guests. A similar themed event held at 

Hibiya in Tōkyō on the weekend previous attracted over ten thousand guests.  The event 

represents one of the few things the wine industry does collectively.  Many wineries 

mentioned that it is successful as most wineries take part and both the print and television 

media bring good exposure to the industry.   

Nonetheless, there are a number of criticisms of the event.  Smaller wineries often 

feel that they cannot participate as they lack staff (or the funds to hire them) and/or 

sufficient quantities of product.  Likewise, the event is considered more for getting drunk 
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rather than sampling different wines, promoting the local culture or even selling product.  

Indeed, the participant buys an empty wine glass from the reception table and then 

approaches long tables lined with the bottles of different wines of the producers.  The 

same glass is used to sample (i.e., drink) whatever wines ones request.  No spittoons are 

provided.  As these respondents explain: 

“At the Nouveau Wine Festival in Kōfu City you can taste more than sixty kinds of wine.  
But you only have one glass.  So it is Koshu and then Bailey A and then Delaware and 
then Koshu again.  It gets all mixed up.  The people who take part are having fun and 
getting drunk, but not concentrated on the quality or styles of the wines.”  (14) 
 
“We do not take part.  It takes a lot of wine and staff time to participate.  Also it is not 
really about promoting the area, just getting drunk and being at a festival.”  (31) 
 
Interestingly, the multinationals also participate in this event, but for different reasons.  

As one respondent described:   

“The Nouveau Wine Festival does not really help us that much.  It is for the small- and 
medium-sized wineries.  But it is vital for creating a wine region, and the more wineries 
that take part the greater the influence.  We really take part only for this reason.  It is just 
like selling wines at Budō no Oka.  Somehow if the multinationals are there it gives 
things a sense of stability.” (30) 
 

The Yamanashi Prefecture Wine Manufacturers’ Association also runs various 

tasting events at hotels in Tōkyō and Yokohama in December.  Wineries generally tend 

to submit their highest levels of wines to these events (rather then to the lower- to middle-

end selections brought to festivals and on offer at Budō no Oka).  Participants at these 

events tend to be sommeliers, wine shop owners and brokers.  Particularly for the smaller 

wineries, they provide connections and sales leads in urban Japan difficult to find alone 

(Respondents). 

6.12.2.  National Event:  The Japanese Wine Competition  

 In 2003, the prefectural government of Yamanashi began the first nationwide 

Japanese Wine Competition (Yamanashi Prefecture Wine Manufacturers' Association 

2005).  Although the event is for all wineries across Japan, the prefecture government 

(i.e., the Yamanashi Prefecture Commerce and Industrial Support Section) assumes most 

of the financial burden.  Likewise, the Yamanashi Prefecture Wine Manufacturers’ 

Association and staff of the Wine Center of the Yamanashi Prefectural Industrial 

Technology Center also assist. 
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The introduction of this competition has been a very important event to the 

development of wine industries across the country.  In short, winning an award at this 

event means your wines sell (there is also yet another seal of quality assurance scheme).  

As these winery owners explain: 

“If we win gold we sell out in three months.  If not, if often takes over a year.”  (18) 
 
“It is very important, especially for sales at the larger wineries.  If you take a medal it 
gives your wine added value and it sells better and at a higher price.”  (83) 
 
“If you win you sell.  Also more Japanese wine is now being consumed as a result. More 
people have become interested in visiting the region, meeting the producers, etc.” (9) 
 
Still others see some irony in a prefectural government funding an event for the entire 

nation, particularly as many wines from outside of Yamanashi Prefecture are now 

extremely competitive with or even surpass local quality levels.  Still others question a 

Yamanashi funded event with wine fermented from grapes grown elsewhere. 

“It is funny.  Everyone knows the best grapes for the winning wines are coming from 
Nagano.  The national government should be organizing this event not the Yamanashi 
government.” (113) 
 
“The prefecture started it for all wines made in Japan.  It still runs the thing.  However, 
the competition brought out a major issue in Yamanashi wine production.  Whereas the 
winery might be here, the grapes often come from Nagano or some other prefecture.  The 
wine is often marketed as a Yamanashi wine.  Then finally we began to understand that 
wine is an extension of an agricultural product and that the grape and wine industries 
needed to be coordinated.  And that we needed grapes raised for wine rather than for the 
table to become a world class production region.” (54) 
 
6.12.3.  Association of Nippon’s Wine Lovers  

The Association of Nippon’s Wine Lovers is an organization begun in 2003 to 

support Japanese wineries producing wines from grapes grown in Japan.  Members in the 

organization can be individuals (three hundred persons paying $30 each at time of 

fieldwork) or wineries (seventy-five wineries paying $100 each).  The organization helps 

to organize tasting events, dinners and tours of wineries across the country.  There are 

typically one to seven events annually, and most are held outside Yamanashi Prefecture.  

Members from Yamanashi comprised only around 40% of the total number of member 

wineries.   

 The association began after they realized that the quality of wines produced in 
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Japan had risen since its “disappointing” efforts up until the mid-1990s.  In effect, and as 

quoted from their English language website: 

“By drinking excellent Japanese wines, more and more wine lovers will recognize that 
Japanese wines are different than before.  Resultant praise from wine lovers will 
stimulate and encourage winemakers, increasing their motivation for an earnest effort in 
making even better wines.  Excellent wines cannot be nurtured without excellent wine 
drinkers…we try to create link between winemakers and wine lovers to further increase 
the popularity of the Japanese wines and growth of the Japanese wine industry.” 
(Association of Nippon’s Wine Lovers 2009) 
 

An organization that links wine customers across the country to events and 

wineries is rare.  Nonetheless, few wineries in Yamanashi mentioned the organization as 

being helpful to their business.  Perhaps symbolically, the order of their sign outside the 

main office in Tōkyō (Figure 6.9), inadvertently helps to explain the priorities of the 

association hierarchy.  After the listing of the owners companies in lines one and two (the 

top two lines), the various associations headquartered in this office space are listed.  The 

first of these is a listing for the Japan Imported Wine Association (in the picture marked 

as the letter A), only then followed by the Association of Nippon’s Wine Lovers (here 

marked as the letter B). 

Figure 6.9: The Office Sign of the Association of Nippon’s Wine Lovers 

 
Source:  A. Kingsbury 2010 
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6.12.4.  Tasting Competition Group:  Kai Vin (i.e., 甲斐VIN) 

In the early 2000s, a number of people employed by or interested in the wine 

business, along with a butcher and an owner from a store specializing in wines produced 

in Yamanashi Prefecture collaborated to form Kai Vin.  Although it began simply as a 

home page with tasting comments on locally produced wines, the organization has grown 

and is now run by ten volunteers.  It has developed to concentrate its efforts on the 

organization of larger, consumer driven, tasting events.  Initially held three or four times 

annually, there is now one selection per year of different styles of Koshu wines produced 

in the prefecture.  Typically around one hundred participants, mainly from outside the 

prefecture, pay a fee (e.g., in 2010 it was $45) to taste and score a number of wines and 

decide a champion.  Awarded wineries receive a certificate and feedback from the 

general public.  Likewise, awarded wines typically enjoy an increase in sales.  After the 

contest, more bottles of wine are opened, food is laid out and music played.  Guests are 

encouraged to mingle with winery owners and makers.   

Wineries are required to pay $50 and contribute six bottles of wine.  Most of this 

wine is in the middle price ranges, typically from $15-20.  In 2010, twenty-six wineries 

submitted for tasting, all conducted to the sounds of French music (including the playing 

of an entire CD of Edith Piaf). 

 At its beginning, Kai Vin also had categories for Muscat Bailey A and Delaware, 

but issues of time (and “people getting really drunk”) has since limited the tastings.  This 

has drawn some criticism from wineries.  As has the fact that typically it is the same 

participants every year.  Nonetheless, wineries appreciate the value of being able to hear 

directly from participants (i.e., non-experts) as to their opinions of the wine.   

6.12.5.  Wine Tourism Ltd.  Yamanashi    

 One of the most innovative new ventures in wine tourism development is Wine 

Tourism Ltd. Yamanashi, a public company started in 2004.  At its onset, the group had 

little interest in the local wine industry.  Rather, as many of its members were younger, 

they had noticed that other early and mid-career professionals often looked to Tōkyō for 

entertainment and cuisine.  As such, they endeavored to start an organization that inspired 

pride in local culinary products such as unique versions of buckwheat noodle and 

soybean paste.  They soon realized that there was also a wine industry centered in the 
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Kōfu Basin (they had never thought of trying the wines before), and that it was possible 

to meet the owners and tour both the vineyards and wineries.  This they realized was only 

an option for Yamanashi Prefecture.  They were also inspired by a public viewing of the 

iconic wine drama Sideways, screened in Kōfu City at the bar and restaurant Four Hearts 

Café. 

 The organization soon began to publish a magazine on the industry called BP, and 

later maps (a box set sold for $30) of the Katsunuma Town area.  As a result, tourists 

began walking around the various wineries for the first time.  To design additional routes, 

they corresponded with the volunteers of Footpath, another group that had begun to 

organize walking tours from the Sunday morning market in Katsunuma Town (See the 

following section for more on Footpath). Wine Tourism Ltd. Yamanashi also started to 

offer smaller organized tours that introduced guests to the owners of wineries and the 

vineyards of specific growers. 

 In 2009, the volunteer group began to organize a larger, wine tourism event in 

Kōshū City advertised via its website and leaflets.  Approximately two thousand people 

paying $20 each now participate every fall.  Thirty wineries have taken part in both years 

of the event.  Typically, visitors arrive at Katsunuma Budōkyō Train Station from Tōkyō 

for the daylong event.  They are provided with walking maps and a bus service that loops 

through different areas of Kōshū City (something important as municipal bus services are 

routed to cater to the needs of the local senior population rather than tourists).  Visitors 

are also encouraged to walk and explore the local area.  Many of the wineries have tables 

set out for guests to meet owners and sample products.  Food from local vendors is also 

offered. 

 Wine Tourism Ltd. Yamanashi seeks to distance itself from the drinking tours 

offered by tour buses, and argue that events are not just about the wineries, but engage 

loftier ideals of promoting the area by getting tourists to see the vineyards, explore the 

natural beauty of the scenery and taste the local cuisines.  Likewise, while “you can drink 

wine anywhere”, a chance to meet the winemakers and owners is included in the service.  

As explained by Sasamoto Takayuki, the founder of the association: 

“We are not promoting the all you can drink tourism of Budō no Oka or the Nouveau 
Wine Festival.  Before Wine Tourism Ltd. Yamanashi, the Nouveau Wine Festival or 
taking buses to the multinational wineries were the only wine-themed events for tourists.  
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The tourists would drink a bit, buy souvenirs, drive to next winery and then return to 
Tōkyō.  There was almost no tourism for the small wineries if they were not a grape 
tourist inn.  Our group offers guests the option of visiting all the wineries, and they can 
choose where to visit.” 
 
While similar forms of tourism may be more commonplace in many wine regions across 

the world (as well as in the Japanese sake industry), it had little local precedent.  As a 

result of its initial successes, it has influenced not only consumer thinking, but also how 

many wineries feel tourism to the region should develop.  Likewise, respondents noted 

their new understanding of the importance of creating a more marketable wine region and 

winescape. 

Despite this, the future of Wine Tourism Ltd. Yamanashi remains uncertain.  

While the response from the public and industry is almost uniformly positive (although 

some wineries complain that the event occurs during the busiest season), financial 

problems exist.  Nonetheless, despite receiving around $10,000 from the city 

government, it continues to operate in the red.  Ultimately, it is not designed to be a 

longer-term business model, rather as an impetus and framework for local wineries to 

continue such events themselves.  While there are some discussions about expanding its 

operations to include Fuefuki City, Kōfu City and/or Kai City, in actuality the only real 

geographic agglomeration of wineries sufficient enough to support larger-scale 

operations outside of Kōshū City would be Ichinomiya Town in Fuefuki City.  As 

respondents in Ichinomiya noted however, most wineries there have no storefronts or 

parking facilities to accommodate tourists.  

 Wine Tourism Ltd. Yamanashi draws some interesting links to conduct its 

operations.  Members of the Kōshū City government and industry group Assemblage sit 

on its board and decisions are often made at the Four Hearts Café in Kōfu City.  With that 

said, the company has no formal links to any local tourism association or winery trade 

promotion group.  Finally, there are no links to the Association of Nippon’s Wine Lovers. 

Figure 6.10 is of Mr. Hagiwara Kōki of Enzan Wine in Enzan Town.  Having recently 

moved back to the countryside and taken over production from his father, Mr. Hagihara 

seeks to revamp his winery and its product line.  Located away from the more 

mainstream wine tourism routes in Katsunuma Town and with no storefront or tasting 

room, Wine Tourism Ltd. provides new opportunities for him to meet potential 
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consumers.  Here he offers his wines and fresh Koshu grapes to guests visiting from 

Tōkyō for the event. 

Figure 6.10: Hagiwara Kōki Educating Guests at a Wine Tourism Ltd. Event 

 
Source:  A. Kingsbury 2010 

6.12.6.  Footpath   

Footpath is an organization of around twenty volunteers that seeks to promote the 

local wine industry and tourism development by organizing a series of walking routes 

linked to the history of Katsunuma Town.  Started by the government of Katsunuma 

Town before the amalgamation, their membership includes professors, wineries and 

growers.  Figure 6.11 is of public official and historian Mitsumori Tetsuya.  The group 

has published a number of area walking maps, and organizes learning tours of the 

vineyards and region from the Sunday farmers market during the tourist season. 
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Figure 6.11:  Mitsumori Tetsuya of Footpath Leading a Tour of Katsunuma Town 

 
Source:  A. Kingsbury 2010 

6.12.7. Slow Food  

 Another group slowly exerting more influence is the Kōshū City convivium of the 

Japanese branch of the Slow Food.  Founded in 2009 and based out of neighboring Kōfu 

City, it is the first such group in Japan with any relation to viticulture.  With well over 

twenty-five members, the group is strongly linked socially to the export group Koshu of 

Japan and a few leading medium-sized wineries in Katsunuma Town.  It leadership 

claims goals of preserving traditional foods and ingredients, and has therefore rented 

vineyards on Toriibira to grow Koshu grapes for wine on contract to Chūō Budō-shu 

Winery (Brand name: Grace Winery).  

The leadership claims to strongly reject globalized food (with the stated example 

of the killing of local food cultures by McDonalds) as being reprehensible as the food is 

regulated and produced in similar production style for similar types of flavors.  Ironically 

however, the organization seeks to promote not styles of production common to 

traditional local palates (e.g., budōshu or sweet wines fermented in the manner of 

Japanese sake), but to those common in the global marketplace.  Respondents of the 

organization link the traditional taste of Katsunuma wine to its budōshu history, but then 
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declared that history and flavor profile “backwards, country bumpkin-esce, 

unsophisticated and un-cool.”  Interestingly, a similar argument was made against the 

organization supporting any form of wine produced with Muscat Bailey A.  As a hybrid it 

was claimed to be “unnatural” and “negatively influenced by humans.”  Finally, a 

member winery respondent mentioned: “It is also not a standard and world recognized 

winegrape.” 

In short, this convivium argues for styles of Koshu that meet globalized standards 

of production and flavor profiles common in the international wine trade.  They seek to 

lend support to “the cool, smaller wineries”, so that these places “can export, do good 

business and compete in a globalized world.”  Perhaps, and as one unrelated informant 

laughingly mentioned, “The Slow Food movement in Japan is not about preserving 

Japanese culinary heritage, but rather about preserving what they think Italian rural 

culinary heritage is.”  Regardless of its complexes, the organization is garnishing support 

from urban dwellers, who now regularly attend pruning, weeding and harvesting “work 

parties” in the prefecture.  The group has no links with Kai Vin, but organizes a table at 

major Wine Tourism Ltd. Yamanashi events. 

6.12.8.  Yochabare Kōfu  

 Another interesting collaboration is Yochabare Kōfu.  Founded in 2010 after 

meeting at a Lions Club event, this loosely knit group links four wineries and three 

Japanese sake producers (something quite rare as these two groups typically compete 

rather than cooperate).  Interestingly, this linkage is in part the result of the Japanese sake 

industry also suffering from the overall drop in alcohol consumption across Japan (94).  

The prefectural government provides 50% of their funding and the organization has links 

with the Kōfu City Chamber of Commerce and Industry.  Events are held in Kōfu City 

and feature wine produced from grapes grown in the prefecture and Japanese sake 

produced from Yamanashi rice.  Typically, guests pay to attend a Japanese-style dinner 

that also includes locally grown/hunted vegetables, wild game, deer, duck and wild boar.  

The various brewers and vintners also attend the dinners.  The dinners are held in 

downtown Kōfu City to help revive its economically troubled downtown.  Although there 

is a president of the association, there is as yet any no other formal structure.  The 

organization is only in its second year.  
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6.13. The Drive to Export 

The following section explores relatively new movements within the wine cluster 

to export wines produced in Yamanashi Prefecture.  It seeks to identity the catalysts 

behind these changes, opinions from various stakeholders in the clusters on timing and 

target markets, and what the cluster has learned through the experiences.     

6.13.1.  Koshu of Japan (KOJ) 

“A “classy” item has the connotation of being “elegant,” “refined” and “high quality.” 
Koshu Wine born through the accumulation of careful, detailed work from grape-
growing to wine-making, reflects the character of the Japanese well: not flamboyant, yet 
classy with a reserved finesse. It is a delicate, high-quality wine representing the terrain 
and character of Japan and the Japanese. Low in alcohol content, it goes well with fine 
food including Japanese cuisine and healthy fish dishes.” (From the English language 
version of the website Japan Brand 2010) 
 

The national government of Japan, through a promotional program of the Small 

and Medium Enterprise Agency entitled “Japan Brand”, has greatly affected the wine 

cluster in recent years.  In effect, since its introduction in 2004, Japan Brand has provided 

support for SMEs that use traditional craftsmanship and materials in new ways that 

express “Japanese-ness” (e.g., the Kumano calligraphy brush industry or the Matsue 

Japanese style sweets industry).  Funding is specifically aimed to help such industries 

develop clear brand concepts and conduct market research in Japan and abroad.  In the 

late 2000s, the wineries of Yamanashi Prefecture became number 303 in the Japan Brand 

Program.  This effectively linked them to $180,000 from the national government, 

$45,000 from the prefecture and additional funds and support from the Kōfu and Kōshū 

City Chambers of Commerce and Industry, all together totaling around $270,000.  Under 

the arm of the Yamanashi Prefecture Wine Manufacturers’ Association, the industry used 

this financial support to establish Koshu of Japan (KOJ) in July of 2009. 

 KOJ has three officially stated main purposes:  to bring Koshu wine to a world 

standard and to the world; raise the level of awareness of Koshu wines and the region; 

and link Koshu wines with Yamanashi in the mindset of consumers.  A little more than 

six months after being awarded funding, in January of 2010, KOJ held a series of 

promotional events in London, UK.  British consultants were hired (the local KOJ 

director speaks no English), famed wine writer Janis Robertson and her husband were 

funded by KOJ to come to London (but also later to Yamanashi at $80 a seat seminars as 
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well).  As will be discussed in more detail shortly, the Japanese press was also notified.  

Fifteen wineries from the prefecture took part (ten from Katsunuma Town, two from 

Ichinomiya Town and one each from Isawa Town, Kai City and Kōfu City).  The first 

event was at the Embassy of Japan for members of the Japan Society.  The following day 

was an invitation only meal at a famous kaiseki (i.e., a traditional multi-course Japanese 

dinner) restaurant.  Finally there was a trade orientated tasting of Koshu for wine industry 

specialists, the number of supposed participants ranges from two to three hundred (Ōchi 

2010; Respondents).   

 London was selected for a number of reasons.  First, its citizens are substantial 

consumers of fine wines.  Second, it is a leading hub for information transmission about 

the product.  Third, it has very little domestic production of its own (KOJ has future plans 

to try to enter another country in Northern Europe without a strong domestic industry).  

Finally, many members of KOJ feel that the rise in popularity of “Japanese cuisine” 

abroad provides a perfect point of entry for Koshu.  This connection of Koshu wines to 

“Japanese cuisine” is linked not only to a marketed gustatory and olfactory relationship, 

but also to salubriousness.  Some styles of Koshu are produced with a lower degree of 

alcohol than most wines (i.e., as the grapes are harvested unripe).  As such, some with the 

wine cluster are encouraging domestic and international consumers to “have healthy 

Japanese food with healthy Koshu wines”.  As one participant noted: 

“We are using Japanese cuisine as it is easy to back the wines.  It is easy to enter the 
markets through Japanese restaurants.  But we don't want to stop with Japanese 
restaurants, we are trying to get places in wine shops.  We want people abroad to say 
“Today, let’s drink Koshu”.  But not just Japanese food.  Healthy food with this healthy 
Koshu wine.   Japanese wine matches Japanese food is our motto.”  (55) 
 
 The timing of fieldwork allowed for some respondents to be interviewed both 

before and after the events in London.  Before attending, industry opinions speaking of 

preparation for the future such as the following were typical: 

“KOJ is a first step.  It is not really designed for immediate sales but rather preparation 
for the future.”  (66) 
 
“We intend to do this not simply for one year.  It is more important that we continue in 
these steps.”  (80) 
 
“We are just trying to get a foothold in the market for five or ten years in the future.” (23) 
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Indeed, before export to the European Union would be possible a number of 

major changes would be required to enter the market.  First, wines must pass the EU 

standard quality tests.  Wines must meet particular labeling requirements including the 

year, production and variety (often very misleading in Japan).  Bottles must be 750 cc 

(rather than the 720 cc still common in Japan).  Likewise, as Yamanashi Prefecture is not 

a recognized production area, wines may only be labeled Made in Japan or Product of 

Japan.  Finally, as Japan is not a member of the OIV, and Koshu is not a registered 

cultivar, at the time of fieldwork and the London promotion, wines could not be listed 

with this name under EU regulations.  (Note as of April 7th, 2010 the application from the 

Japanese national government via the National Research Institute of Brewing was 

accepted.  This permits the registration and labeling of wines abroad as “Koshu”.  The 

first wine to officially use the name abroad was also sold in 2010 (Nihon Nikkei Shimbun 

2010b)). 

So, why would an industry that captures little share of its own domestic market 

share, suffers severe economic difficulties, uses outdated infrastructure and fermentation 

equipment, produces an unacceptable percentage of its wines with flaws and faults, has 

little overseas marketing experience and subcontracts from an disinterested viticulture 

cluster a variety of grape in limited supply that fifteen years ago no one wanted attempt to 

enter one of the most exclusive wine markets in the world? 

The reality is that the export push is being driven by only a couple of people, 

some of whom were found to have considerable influence and direct contacts within local 

and prefectural governments (Fieldwork).  Less conspiratorially, one respondent 

explains:  “Going to London is really driven by a couple of people.  They need others in 

the group to get the press they want and cannot do it alone.  They are also very 

motivated.”  Indeed, one of the greatest adherents for the export push was also an original 

leader of the Koshu Wine Project. 

6.13.2.  KOJ:  Opinions from the Wine Cluster 

 When the industry entered the London market to begin its promotions, it made 

national news in Japan.  Famous wine writers (e.g., Janis Robertson) became linked to the 

promotion of Koshu wines.  It was a level of press arguably never before experienced by 
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the wine cluster in Yamanashi Prefecture.  Most of the Japanese press was positive, 

almost nationalistic in its support.  Nonetheless, all levels of industry were not uniform in 

their praise.  First, there is the question/criticism of matching Koshu wines with Japanese 

food.  In actuality, in this case “Japanese food” typically only referred to sushi and 

sashimi.   

“Can Koshu export be for real? In London and Paris there is a sushi boom.  Westerners 
think Japanese sake has high content of alcohol.  They get it mixed up with shōchū.  So 
now there is a Japanese wine, and people are saying that sushi and wine is Japanese 
culture (he laughs).  The same is true in places like Hawai‘i and the American West Coast 
with a large Nikkei population.” (1) 
 
“I don’t agree with the export to London project. The idea is that in Europe at a Japanese 
restaurant you are supposed to drink Japanese wine that matches the food.  Well, if you 
went to a French restaurant in Yamanashi or possibly Tōkyō would you want to drink a 
French made imported Japanese sake that matches French cuisine.  I wouldn’t.  If wine 
naturally becomes part of our habits, then let it spread naturally abroad.  If foreigners 
drank our wine and praised it, that would make me happy.  But now it is only a matter of 
getting all this money from government.  There are not even enough grapes and the yen is 
high valued right now.”  (16) 
 
“If I were to try to put myself in the shoes of someone in London or the United States with 
all the wines available, I find it very very hard to imagine how someone is going to taste 
a glass of Koshu and say “This is good, I definitely want to be ordering it again next 
time”.  There may be a couple of people based not on what is in the glass but on the idea 
that "I am being Japanese now eating sushi and drinking Koshu”.  The Japan thing is 
very chic and trendy.  Of course, no one in Japan drinks Koshu with sushi.  For most, the 
fact that it is Koshu guarantees it will be a one time thing.”  (132) 
 
“In the wine world Japan has no brand or famous cache.  Within the Japanese domestic 
market there is also a huge prejudice that exists.  So KOJ is an attempt to change our 
domestic market.  Also, we are trying to construct a wine drinking culture for our local 
wines.  Now in Japan with the recent red wine booms people order Western foods like 
cheese.  But cheese is not a daily part of the diet of most Japanese.  Hence people do not 
drink a lot of wine…Koshu is an attempt to bring wine into daily Japanese life by 
matching Japanese cuisine.   For Japanese to enjoy wine it is probably not going to be 
only with cheese.” (48) 
 
Others questioned the timing of such a promotion based on the poor quality of the wines 

produced, the lack of Koshu grapes available for fermentation and legal and labeling 

issues. 
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6.13.3.  KOJ:  Issues of Preparation 

 One of the most glaring omissions was the general lack of preparedness before the 

events in London.  Wine labels and company home pages were more often than not only 

in Japanese or illegible English (some respondents admitted cutting and pasting text 

translated using free online software).  Wine bottles were the wrong size.  Perhaps the 

most convincing explanation for the lack of preparedness is that very few participants had 

any real expectations of actually exporting. 

Others felt the geographic target of the project was wrong.  Rather than seek to 

export overseas many felt that a marketing strategy focusing on Yamanashi Prefecture or 

other regions in Japan would have been a more profitable utilization of resources.   

“I am more interested in getting the people of Yamanashi Prefecture and particularly 
those in Katsunuma Town to switch from beer to wine.  It is their wine region.  Don’t 
drink beer.  Don’t drink shōchū.  But wine.” (19) 
 
A number of others felt that the promotion campaign overseas was actually a way to 

increase media exposure and market share in Japan. 

6.13.4.  KOJ:  Lessons Learned and Impact on the Cluster 

 Despite so much controversy as to the real intentions of KOJ and criticisms of the 

project on a number of levels, the experience was for many participant respondents at the 

very least a highly educational one.  Benefits mentioned included building confidence, 

increasing motivation to produce higher quality products, receiving advice on branding, 

labeling and corking and improving the image of Koshu in Japan and abroad. 

One respondent also noted his new found disappointment with the scope and scale 

of the future AOC in Kōshū City, something many had not perceived before.   

“In the global marketplace the Kōshū City AOC is almost worthless.   I am selling wines 
made from Koshu grapes from all over Yamanashi Prefecture.  Kōshū City is certifying 
Koshu wines, but it is only going to cause massive confusion with the names on the global 
and Japanese marketplace.”  (54) 
 
6.13.5.  Non-KOJ Export:  Asia, the American West Coast and Hawai‘i 
 Despite the lessons and experiences of KOJ, the fact remains that most wineries in 

the prefecture do not have aspirations to export.  Even among wineries wishing to sell 

their products abroad, the European Union and/or the vast majority of the United States is 

often not the first choice of destination.  Surprisingly, well before the movements of KOJ, 
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a number of wineries were found to already be exporting to different countries in Asia.  

Many of these were also based on trying to link their wines to the rise in popularity of 

Japanese cuisine throughout the region.  Targeted countries/regions included China, 

Singapore, Hong Kong, the American West Coast and Hawai‘i (Yamanashi Nichi Nichi 

Shimbun 2007b; 2010; Boehm 2008; Sankei Shimbun 2009; Nihon Keizai Shimbun 

2010a; b; Fieldwork).  Quantities exported to Asian countries, the American West Coast 

and Hawai‘i are typically small, often sold individually through links to specific Japanese 

restaurants. 

 Nonetheless, one of the more interesting recent developments has arisen from one 

of the larger bus tourism based wineries (i.e., Monde Wine) located in Isawa Town in 

Fuefuki City.  After struggling through a drop in bus tourism and a decline in sales, the 

company sought a new business model and has attempted to create new markets.  While 

it still produces standard bottled wines, it developed new product lines of canned Koshu 

and Muscat Bailey A wines.  Each can comes with a screw cap and plastic cup attached.  

The wines are currently being sold on JR East and Sanyo Bullet Train Lines (Nihon 

Keizai Shimbun 2010; Respondent).  From 2007, the canned wines were also first 

exported to Hong Kong, and the winery has begun a project to export wines to urban 

markets on the Chinese East Coast.  By 2012, it hopes to be exporting 250,000 cans a 

year.   

Entering the Chinese market has been a challenge.  Despite support from 

government groups such as the Japanese Small and Medium Enterprise Agency and 

Fuefuki Chamber of Commerce and Industry, the company has experienced high taxes, 

red tape and has had to assume a new company name resulting from trademark 

registration issues.  Nonetheless, when asked why Monde sought to enter the Asian wine 

market rather than the European Union, a high-ranking respondent of the winery 

explained: 

“It is simple.  The competition for London and Europe is too strong.  I don't think we can 
compete businesswise…London is the center of the wine world.  And to go and lose in the 
marketplace just costs too much money.  I respect those wineries in the Association who 
want to take part. I just do not feel that doing business for us there is possible.  But 
China… it is now recognized as having a large rise in spending power, lead by those 
urban centers on the East Coast.  These newly financial successful people are drinking 
more wine…And the super wealthy are drinking expensive premium quality imports from 
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Europe.  But that is only half the story.  There are also wealthy who are now highly 
concerned about their health, especially after the poisoned Chinese dumpling incident of 
a few years ago, and there is a lessening of trust in the safety of their own domestic 
products.  However, many people place a lot of trust in the safety of Japanese products.”  
 
Figure 6.12 shows the new Chinese language labels to be on canned wines from Monde 

Wine of Isawa Town.  Both wines are produced entirely from grapes grown in 

Yamanashi Prefecture.  The label on the left is for Muscat Bailey A, while that on the 

right is for Koshu. 

Figure 6.12: The Back Labels of Monde Wine in Chinese  

 
Source:  Reprinted by permission of Monde Wine. 

6.13.6.  Koshu and “Japanese Cuisine”:  Constructing a Wine Heritage 

 With export-attempting wineries now uniformly linking Koshu wines with 

“Japanese cuisine”, a series of perplexing issues arises.  First, after over seven years 

living in Japan, why did no Japanese person I have ever known not directly related to the 
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wine industry regularly drink Koshu wine?  Second, why is it that “Japanese cuisine” is 

always linked in industry only to sushi or sashimi?  Third, if it matches so well, why was 

it almost impossible to find Koshu wine in local Japanese restaurants in Kōfu City, 

Yamanashi Prefecture or anywhere else in Japan?  Stated more directly, this section seeks 

not to determine the true gustatory or olfactory relationship between Koshu and the 

whole of a national cuisine, but rather how, for whom and under what conditions these 

relationships are being used by the wine cluster to produce meaning and market wines 

both domestically and abroad.  In addition, it seeks to explore the grape and wine clusters 

own views on these relationships. 

 To begin we first have to examine the history of Koshu wine drinking.  Wines 

(actually budōshu) produced from Koshu grapes originate from the era of collective 

wineries and fermentation in earthenware containers.  Their main function was to provide 

growers with a use for an unmarketable crop, namely an inexpensive source of alcohol 

for an evening drink or to become inebriated.  This early wine drinking culture made no 

attempt to pair local cuisine with local production, rather simply provided a means for 

growers to get drunk in an era where Japanese sake, beer or shōchū were either 

unavailable or out of the price range for the agricultural classes. 

 Despite this history, many within industry often claim that Koshu wines match 

Japanese cuisine, as expressed here: 

“Japanese food is known for nuances.  Its delicateness.  Which is why Koshu wines with 
their less pronounced flavor characteristics match the food so well.” (45) 
 
“Koshu is not a big impact wine.  But it matches sushi and Japanese cuisine as the 
alcohol level is not high and it is a clean drinking wine.” (74) 
 
“Koshu is good at lessening the raw tastes of seafood.”  (111) 
 
“Japanese cuisine is a light style of cooking.  The bouquet of Japanese food and the 
bouquet of Koshu are both light so they match I feel.  I drink beer with Japanese food, but 
it is a good idea for foreigners as a selling point.”  (Director of Large Wine Industry 
Related Association)  
 
 In recent years a number of Japanese language publications by various 

stakeholders have also linked Koshu with “Japanese cuisine”.  Some examples include a 

mook (i.e., a publication sized between a magazine and book) organized by members of 
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the Katsunuma Wineries Club and linked to the Association of Nippon’s Wine Lovers 

and prefecture government.  This mook features articles by sommeliers discussing how 

Koshu matches local cuisine, recipes from chefs, etc. (Bimi Sarai 2009).  Some of this 

has also now been picked up in popular culture.  In 1999, for example, a famous manga 

series visited Yamanashi Prefecture and featured a series of images of Koshu wines being 

served with Japanese cuisine (See Kariya 2001).  Government has also contributed.  

Katsunuma Town in particular has a number of publications describing the harmony of 

the wine with Japanese food  (e.g., Katsunuma Chō 2001).  Even the foreign press in 

Japan is carrying this story  (e.g., Campbell 2006; Pearlman 2007).  

Despite this, not everyone agrees.  In fact, the vast majority of respondents across 

the grape and wine clusters did not agree.  Many mentioned that this was simply a match 

constructed for marketing and that the local population did not (and did not want to) 

consume wines from Koshu. 

6.14.  Drinking “Japanese” 

 While a larger scale consumer survey was beyond the scope of this dissertation, 

winery respondents did explain a well developed and expanding niche market of those 

who seek out and buy only or mostly domestic wines.  Although often interconnected, 

these consumers were explained to be nationalistic/patriotic and/or obsessive (i.e., おたく, 

otaku) and/or safety consciousness.  The nationalistic/patriotic element is said to span the 

entire political spectrum.  Some Japanese consumers, after drinking imported wine for 

years, also hope to help the local wine region define its own styles of premium Japanese 

wines.  These consumers often pay high prices for locally produced wines from classical 

V. vinifera, regardless of quality.  This phenomena is explained by winery respondents: 

“A lot of consumers come here and want to know the smallest miniscule details.  There is 
also a level of nationalism, but not in a bad way, more patriotism.” (132) 
 
“We sell a lot of bad Koshu wine.  See, our consumers are different consumers than those 
who buy imported wines.  It is the “otaku” element.  They want to have a level of 
familiarity with everything that going on and that pushes them towards domestic as they 
can go to the winery and talk to the makers.” (26) 
 
“There are many wine consumers who only like to drink Japanese made wine.  They say 
that foreign wines are too acidic or too fragrant or astringent, and that Japanese wine is 
easier to drink and safer.” (62) 
 



 

 

368 

     

In effect, much of current rise in Japanese consumer demand for the production of 

Yamanashi Prefecture can be partially linked to the growing interest in locally produced 

food and drink.  It is in just this niche that Koshu, in its re-branding as being “Japanese 

heritage” and the “Japanese V. vinifera”, has expanded. 

6.15. Some Tough Issues   

            One of the biggest problems facing the entire Yamanashi wine industry is that 

many consumers both in the prefecture and across Japan are not interested in drinking 

wines from Yamanashi.  While Yamanashi Prefecture has the highest annual per capita 

wine consumption in Japan at 6.88 bottles annually (National Tax Agency Annual 

Statistics 2009), these numbers are very deceptive as they are based on point of sale 

perimeters that include sales to tourists.  While it may hint to a higher than average 

consumption of wine among locals, it is likely little more than a misleading statistic.  

This was a viewpoint often mirrored by industry respondents. 

            According to respondents within industry, one major issue is the relatively high 

cost and associated lower value of wines produced in the prefecture.  The high cost also 

leads to considerable issues with point of sale outlets less willing to retail domestic 

wines, as the profit margins are smaller when compared with imports. 

“Yamanashi wines are too expensive and the distribution network is outdated.  And as an 
owner of a wine bar or a restaurant, the profit margin between wholesale and retail is 
too small.  It makes less financial sense for us to carry Yamanashi wines.   There is just 
more profit in the imports.  This makes it difficult for wine bars and restaurants to sell 
domestic wines.  This is a huge factor.”  (111) 
 
“Yamanashi wine has a major distribution problem.  If you want to buy from a small- or 
medium-sized winery for a restaurant the only way to get it is to have it sent by a delivery 
service.  If you ask the wholesale stores for the wine, they would have to order it from the 
winery.” (9) 
 
Likewise, real problems with the image of the wines and wine cluster remain.  There are 

a number of reasons for this expressed by respondents.  These include wine being 

conceived by consumers as a Western rather than Japanese product, a weak image related 

to inferior production in the past and the problems with diethylene glycol in 1985 and 

poor distribution networks for the product in urban areas. 

This question of image is a complicated one to assess, but some differences in 

approach to gaining market share between foreign and domestic producers are obvious.  
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As Japan arguably had little of its own wine culture until relatively recently in its history, 

foreign wines imported to Japan were initially marketed towards urban consumers with 

more disposable income.  The stereotypical image of the regular consumer of wine in 

Japan has been, and for the most part remains, a younger, pink- or white-collar woman, 

typically unmarried and with a high amount of disposable income.  Wine consumption 

was linked to cosmopolitanism, “the West”, style and was often highly conspicuous in 

nature (Sinclair 1999; Saltmarsh 2001; Respondents; Fieldwork).  The public drinking of 

wine arguably also provided Japanese women with opportunities to develop their own 

cultures of consumption outside of the typically male dominated hostess bars and 

traditional Japanese drinking places.  Nonetheless, these positive and marketable 

characteristics attributed to wines of foreign origin are what most wineries in the 

Yamanashi industry have been unable to relay to urban consumers about their products.  

As the female university student studying at the Institute of Enology and Viticulture of 

the University of Yamanashi stated of local wines, “They are just not fashionable for 

people my age”.  Part of this surely must be attributed to how the industry markets itself, 

and its long-standing economic ties to the rural community in which it co-exists and also 

still serves.  Figure 6.13 is a funeral gift set from a number of wineries in Fuefuki City.  

The Japanese roughly translates into English as “Yamanashi born, heaps of wine in a new 

collection of products”.  Basically, it is a $160 or $210 gift to have delivered to a funeral 

rather than just flowers.  This marketing campaign included some press ads and 

billboards and was aimed at the local senior population in the Kōfu Basin.  It just the kind 

of image that makes the younger and more urban wine drinkers of Tōkyō and Yokohama 

laugh aloud (Fieldwork). 
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Figure 6.13:  Marketing Brochure for Wines Gifted at Funerals 

 
Source:  Fieldwork 

Interestingly, a number of respondents also mentioned the increases in the 

enforcement and severity of penalties for drinking and driving as a reason for the drop in 

consumption of local wines in more rural areas of the Kōfu Basin.  In the past, many 

local people would gather at bars and restaurants in the evenings to socialize, and then 

drive home under the influence.  Now, with the tougher laws and a lack of an adequate 

rural public transportation infrastructure, opportunities for alcohol consumption away 

from home have been limited.  Figure 6.14 shows a sign in Fuefuki City warning that the 

prefecture has the second highest rates of drunk driving accidents in the country. 
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Figure 6.14:  Drinking and Driving Warning Sign 

 
Source:  A. Kingsbury 2010 

6.16. Chapter Conclusion 

The Yamanashi wine cluster is typical of Japanese community or regionally based 

industry in that it is comprised of numerous, heavily subcontracting firms that produce 

highly value added products associated with a particular “place”.  This chapter explored 

the past, present and potential future development of this “place” linked to the creation of 

a winescape via wine tourism, consumer related promotion events and the new notions of 

exporting wines made from the Koshu grape.  As a result of the kinds of economic, top-

down support now typically being provided from various levels the Japanese government 

to stimulate the development of community or regionally based industries (e.g., Arita et 

al. 2006; Collins 2008; Edgington 2008; Holroyd 2008), the re-branding of this grape and 

its resulting wine has allowed the wine cluster to construct a wine production and 

consumption heritage for Kōshū City.  Although mostly fabricated, this has been vital in 

the creation of a new identity for the cluster in the eyes of consumers.  Most importantly, 

this has also provided consumers with increased opportunities for connoisseurship and 

conspicuous consumption. 
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In so doing however, this re-branding and spatial “placing” of the cluster has also 

divided it based on the new, municipal-defined, geographic boundaries.  Wineries located 

outside the Kōshū City area, and particularly those in Fuefuki City, are not benefiting 

equally from these developments.  Likewise, wineries inside the Kōshū City area are also 

negatively impacted, as they are now unable to source raw materials from their 

established suppliers in neighboring Fuefuki City.  While new forms of wine tourism 

have begun in Kōshū City, the wineries of Fuefuki City mostly stagnate.  Stated 

otherwise, while cluster theory supports the creation of external economies and 

competition/cooperation based on proximity, this was not found to be completely 

accurate in the Yamanashi case.  It also draws into question the effectiveness of 

legislating cluster benefits, or at the very least ensuring a more equitable distribution. 

Clusters are also often characterized as enjoying the benefits attributed to highly 

active trade associations, consumer groups and attributed institutions (e.g., Fujita and Hill 

1993; Miyakawa 1999; Porter et al. 2000; Yamawaki 2001; Arita et al. 2006; Kingsbury 

and Hayter 2006; Edgington 2008; Shapira 2008).  Such benefits include coordinated 

marketing strategies, collective behavior and more rapid diffusion of higher quality 

information to member firms.  In particular for the Yamanashi case, this section focused 

on those stakeholders involved in organizing tourism wine competitions, tastings and 

events.  Analysis of relationships between more prominent groups and stakeholders (or 

the lack of relations) found cooperation across stakeholders within the cluster to only be a 

very recent phenomena.  As a result, tourism largely remains undeveloped and 

collaborative marketing remains in its infancy.   

Drawing heavily on these findings, the following chapter offers a discussion and 

concludes with the empirical and theoretical results of this dissertation.
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Chapter 7.  The Two Yamanashi Clusters:  Discussions and Conclusions 
 

7.1. Introduction 

Industrial clusters, or in the Japanese context community or regionally based 

industries (i.e., 地場産業, jiba sangyō), are considered an integral part of the smaller scale 

industrial sector.  Theoretically, observers of clusters posit that proximity yields 

significant advantages to geographically proximate firms (Piore and Sabel 1984; Hayter 

1997; Aylward 2002).  Unified and coordinated supply chains, flexibly specialized labor, 

stronger mechanisms for shared in/formal knowledge production, closer relations with 

competitors and easier access to information and resources are commonly cited benefits 

of clustering in the literature (e.g., Ide and Takeuchi 1980; Dore 1988; Porter 1998; Scott 

1988; Fujita and Hill 1993; Gertler 1993; Whittaker 1997; Miyakawa 1999; Porter et al. 

2000; Yamawaki 2001; Aylward 2002; 2003; 2004; Depner and Bathelt 2005; Arita et al. 

2006; Tolliday and Yonemitsu 2007; Edgington 2008; Shapira 2008).  To this clusters are 

argued to generate significant external economies, resulting in local firms more flexible, 

innovative and efficient than those spatially distant (Humphey and Schmitz 2002; Hwang 

2002; Mueller and Sumner 2006).  However, research based in cluster theory has 

predominantly centered on economically successful, secondary manufacturing or high-

tech industries.  This dissertation explored not only the processes of clustering in an 

industry with agricultural components, but also the interaction of two, linked, peripheral 

and struggling clusters.  Results proved largely different than the majority of literature on 

industrial clustering and illustrate the difficulties of top-down legislation to both 

improving cluster development and ensuring the more equal diffusion of benefits.   

Overall, this study did not find the collective unity or continuity typically 

assumed in the literature on industrial clusters.  Rather, the majority of local wine 

production can be characterized as being disarticulated and even collapsing.  As a result, 

one of the few resources available to producers is through remolding “place”.  The case 

of the wine industry in Yamanashi has brought the new geographies that produce cultural 

meaning in particular spaces into cluster theory.  In this example, capital was shown to 

erase the actual historical and cultural contexts of “placeness” and then subsequently 
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replace it by representing and marketing the simulacra.  In this context, the “local” in the 

relocalization of the Yamanashi wine industry has also become de-localized.  This has 

proved a lucrative cultural response for some within the industry, and has resulted in the 

overall transition of the cluster from a largely stagnant to an embryonic stage of 

development.  These producer-constructed and largely reinvented meanings of “place” 

have helped to compensate for and even transcend the unreality of spatial functionality. 

This chapter summarizes the empirical results and theoretical contributions of this 

dissertation.  It begins by exploring recent developments in the viticulture cluster, the 

construction of identity in growers, the underlying causes for its more recent decline and 

the effect of this on the viniculture cluster.  Section 7.3 then shifts to examine the 

viniculture cluster.  This traces the development of the industry, concentrating on its 

initial, largely unsuccessful attempts to link to notions of the faux “West” to increase 

market share.  It then shifts to explore recent and economically lucrative innovations 

within the cluster, centered on wines fermented from the Koshu grape.  Nonetheless, 

these benefits have not been diffused uniformly, and newer divisions between the 

wineries of Yamanashi Prefecture have occurred.  Section 7.4 looks more closely at the 

interface between the table grape and wine clusters, now charged due to a lack of trust 

and arguably also a failure of government.  This section also notes how this interface is 

affecting product upgrading in locally produced wines.  The chapter continues with an 

inspection of how some stakeholders are traversing this interface, including wineries that 

have jumped scale and left the prefecture in their sourcing of grapes and/or fermenting of 

wines.  The division between clusters is also shown to negatively impact university 

research agendas and political legislation, ultimately leading to a larger-scale divergence 

in the creation and diffusion of institutional knowledge.  Sections 7.7-7.9 explore recent 

successes and failures with the nascent re-branding of its production by the wine cluster, 

from (in-) formal quality assurance and certification schemes to the construction of a 

wine heritage, something then re-linked to identity and employed to promote the 

development of a marketable winescape.  Section 7.10 deals with learning and 

communication networks in the clusters.  Section 7.11 directly identifies the contributions 

to the literature, before Section 7.12 concludes this dissertation.  
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7.2. The Viticulture Cluster 

7.2.1. Limitations of the Terroir  

The viticulture cluster of Yamanashi Prefecture is predominantly located in the 

Kōfu Basin not for its agronomic suitability but rather its previously vital advantageous 

geographic proximity to the markets of Edo.  In actuality, the combination of high 

humidity and rainfall creates a situation where vines excessively produce leaves and 

canes, at the expense of ripening grapes.  Excessive precipitation during flowering and 

just prior to harvest also lead to severe problems with fungal pathogens and disease, 

further exacerbated by climate change.  The production of V. vinifera, or winegrapes, is 

particularly troublesome.  These environmental constraints may be in part mitigated by 

cultural practices, but form severe limitations of the terroir.  While this dissertation 

focuses more on the social-cultural and economic dynamics that create the (dis-) 

economies than the natural advantages attributed to quality terroir for winegrowing, these 

limitations provide a key backdrop for understanding how and why many of those 

dynamics are both manifested and negotiated.  

7.2.2. Shifts away from Koshu and other Fermentable Grapes 

Due to a number of social, economic and political reasons, the contemporary wine 

cluster struggles with a lack of a reliable, high quality supply of winegrapes and grapes 

for wine.  This dissertation explored those reasons.  In particular, as the consumption of 

table grapes expanded in popularity following the Second World War, new cultivars were 

bred, seedless production was developed and each new advance triggered boom-and-bust 

shifts away from traditionally grown and fermentable cultivars such as Koshu.  These 

lesser-value cultivars were removed to plant these more profitable and better flavored 

table grapes, and growers pushed harder with earlier ripening cultivars.  Likewise, from 

the perspective of most growers, working small vineyards required planting the highest 

value crops, and the cost of production results in an inability to compete on the bulk 

market.  New opportunities in other fruit such as peaches, plums or kiwi also relegated 

Koshu to secondary, even non-essential importance from the perspective of the viticulture 

cluster.  This was still further exacerbated by the necessity of a more streamlined 

allocation of labor, shifting the best and easiest to farm vineyards to the highest value 

table grape crops. 
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Finally and perhaps most importantly, shifts in demand and then a near total lack 

in demand from the wine cluster further reduced total acreage of Koshu under cultivation.  

Overall, when growers were constrained by processors, they were able to turn to other 

fruit, continuing a long trend of crop sequencing to provide mobility over time.  Stated 

otherwise, growers have shown considerable ability to take entrepreneurial risks with 

new cultivars and crops, and compiled with a profound ability to self-exploit and even 

cooperate in that self-exploitation, have sought to maximize capital accumulation or 

returns from their smallholdings. 

7.2.3. Grape Growers:  Identity Construction through Work  

 The highest profits have always been in table grapes, and over time the identities 

of growers were constructed, linked to and strongly associated with that production.  As a 

result, in many ways the growers in the viticulture cluster can be conceptually divided 

based in local stereotype.  The overall impression oft-mentioned by grower respondents 

was that skilled, full-time growers concentrate their time, investment and skills on 

becoming high quality table grape producers.  On the other hand, unskilled and/or part-

time growers produce grapes for wine and Koshu for the wineries.  While this is only 

partially true (indeed many full-time growers also produce for the wineries), it speaks to 

wider cultural and economic realities of the grower community.  In short, the top growers 

self-identify and are identified as being table grape growers.  They also have little social 

or economic incentive to learn how to make better winegrapes or grapes for wine. 

In the same vein, their perceived cultural landscape of the Kōfu Basin is one of 

agriculture. Growers are more concerned with the price of commodities (e.g., grapes or 

peaches), rather than a shift to quality in local wine production, the romanticism of 

vineyards, the developing of the region as a wine tourism destination or the construction 

and marketing of a regional wine identity and winescape.  Rather, the Kōfu Basin is a 

historically defined landscape of work, for both genders, and the majority of that work is 

completed to produce grapes for the table.  Likewise, it is from table grapes that growers 

obtain status.  Winegrapes and grapes for wine are subordinate. 

7.2.4.  Grape Growers:  Identity Construction through Drink  

Another interesting finding relates to the consumption of specific kinds of alcohol 

as a marker of identity.  Fieldwork noted that overwhelmingly if male growers consumed 
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alcohol they drank beer, Japanese sake or shōchū rather than wine.  When asked about 

their choice of beverage many growers replied along the lines of “I am a Japanese man, 

so I drink beer and not wine”.  Grower respondents noted that wines from abroad were 

associated with the West and the faddish, conspicuous consumption of younger 

generations of urban, often female, Japanese youth.  Domestically produced wine 

included some aspects of these notions, but linked more to local beliefs in wine being 

simply a souvenir product for older female bus tourists on vacation to the Kōfu Basin.  

To this, a previous consumption of lower quality budōshu during less economically 

favorable times has created trans-generational negative associations with locally 

produced wines. 

Contemporary growers can be stereotyped as being elderly, rural, local and not 

formally educated beyond high school.  Their choice of beverage links directly to self-

identified notions of age, place of birth, gender, class, race and profession.  Although 

they grow the majority of fresh grapes used in its production, the regular drinking of 

locally produced wine by growers of either gender is extremely rare, and the consumption 

of the beverage marks the boundary of an outsider.  Stated otherwise, this suggests that 

wine remains an “un-Japanese” product with this market segment and helps to explain 

why the majority of producers in the wine industry remain in crisis.  The rural growers of 

Yamanashi Prefecture, although embedded in a modern national culture, have maintained 

their local, cultural identities that remain largely void of wine. 

7.2.5. The Demise of the Viticulture Cluster and the Impact on the Wine Industry   

From a number of perspectives, the viticulture cluster is largely not participating 

culturally in contemporary changes to wine production of the viniculture cluster.  

Although many locally produced wines command high prices, there is little trickle down 

in profits or prestige to the growers.  Under these conditions, the table grape cluster 

continues to give low priority to the production of the grapes sold to wineries.  The 

majority of grapes fermented by wineries are typically grown as an afterthought to the 

more lucrative table grapes.  Most grapes fermented are grown identical to table grapes, 

but with less fertilizer, agro-chemicals and care.  Stated otherwise, from the perspective 

of most growers, grapes grown for wine are simply a low priced commodity rather than 

the foundation for wine in a more noble or romanticized sense; a side job for a little extra 
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cash rather than a passion.  Under the current state of affairs, the viticulture cluster does 

not need the viniculture cluster as much as it is needed by it and its members have 

evolved a completely different set of aspirations and goals.  

In the case of the wine industry, over the last couple of economically difficult 

decades firms have not sought to leave Japan.  Larger firms with capital however 

invested heavily in overseas wineries, and most within the cluster shifted the sourcing of 

their raw materials to overseas to increase profits.  In so doing, these firms effectively 

removed much of the local viticulture cluster from the wine production chain.  

This study has shown that SMEs in regional-based industries in Japan still face a 

number of problems.  Typically, if they are linked to larger firms, and those firms migrate 

overseas, the SMEs are often forced to follow or are cut loose.  From the perspective of 

the viticulture cluster, the SMEs are actually the grower families.  In partial response to 

the changes in demand by wineries, these SMEs shifted their production.  In effect, the 

viticulture cluster innovated, and upgraded their product lines to include first seedless 

grapes and then a number of new, easier to eat and more flavorful cultivars.  In effect, 

these innovations allowed not only for the survival of the viticulture cluster, but 

unprecedented economic success to its growers and associated firms.  More generally, 

this cluster was able to survive as it improved its innovative capacity, linked to the 

household determination, self-exploitation and cultural insistence on reproducing itself by 

growers.   

Nonetheless, this predominately stagnant and mature cluster now faces larger 

issues linked to declines in profits, changes in consumption and increased competition 

from lower cost imports.  In effect, previously lucrative manifestations of cultural capital 

(e.g., the gifting of table grapes and senior citizen bus tourism to grape U-Picks) are also 

no longer being replicated.  This has severely limited economic opportunity for growers.  

Despite continued innovation (e.g., new cultivars), grower families are no longer 

encouraging the next generation to continue farming grapes.  Following Mann and 

Dickerson (1978), both the numerous structural constraints present in Japanese 

agriculture and an inability to speed up production times have also prevented larger 

investments of capital into the larger scale production of table grapes.  As such, it can be 

predicted that within fifteen years the majority of the table grape cluster as it currently 



 

 

379 

     

exists will end.  If this were to happen, so too will a level of flexibility and a source of 

inexpensive raw materials it has provided the wine cluster for generations.  On the other 

hand, from the perspective of wineries, with the decline in the traditional cultural 

prejudice favoring table grape production, new avenues for improving institutional 

thickness and the social-cultural supports necessary for the production of high quality 

grapes for wine might be possible. 

7.2.6. The Cultivars and Cultural Practices of Growers in Yamanashi Prefecture 

 As a final thought on the products and production of the viticulture cluster, 

English language publications documenting in any detail the viticulture practices of 

growers in Yamanashi Prefecture and Japan are rare.  So too are publications on the 

production histories of locally produced cultivars.  In particular, the uncovering of the 

arrival into Japan and diffusion of Delaware as a table grape and then later a grape for 

wine represents a significant contribution to the literature.  In the same vein, as Koshu is 

now gaining in popularity as a winegrape, this dissertation fills a gap by providing a 

detailed English language history of its production void of marketing biases.  Finally, 

explorations tracing the rise and diffusion of innovations in the region (e.g., Mann’s 

Rain-cut), linked to local social-cultural and economical dynamics, are also contributions 

of this dissertation to the literature. 

7.3. The Viniculture Cluster  

7.3.1.  The History and Cultural Practices of Wineries in Yamanashi Prefecture 

 As an introductory note on the viniculture cluster in Yamanashi Prefecture, 

English language publications documenting the history of wine production and its 

products are rare.  While some Japanese language texts trace some aspects of Yamanashi 

wine production history, few match this dissertation in depth or lack of marketing biases.  

Likewise, this dissertation provides one of the first documents written in any language 

exploring contemporary viniculture practices in the cluster. 

7.3.2. Branding Links to the Faux “West” 

Viniculture developed as an offshoot of the viticulture cluster, and its expansion 

linked to the political reforms and “Westernization” platforms of the Meiji Reformation.  

Wine was initially a very niche product largely void of domestic cultural references, and 

its early production styles and consumption behaviors were heavily influenced by the 
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Japanese sake industry.  Winemaking also served as an outlet for unmarketable table 

grapes and a source of inexpensive alcohol to become inebriated for those who could not 

afford anything else.  Over time, the local wine industry continued to develop, possibly in 

a path dependent tendency, on the back of this inexpensive supply of unmarketable table 

grapes sourced from the viticulture cluster.  While many wineries were able to bypass the 

Agriculture Land Laws and own/control vineyards to grow some of their own grapes, in 

actuality it can be argued that simply sourcing from the large pool of inexpensive local 

grapes was more lucrative.  It made little economic sense to learn the skills necessary and 

then try to control enough small and disparate vineyards to gather sufficient quantities of 

crop for a crush.  Even today, one kilogram of Koshu grapes sourced from JA for less 

than $1.80 can be fermented into a bottle of wine selling for more than $25.  Value 

adding at this level is highly impressive. 

Under more liberalized trade regimes from the 1970s, foreign wines begin 

appearing in ever-greater quantities in the Japanese marketplace.  Successive wine 

consumption booms too increased both demands for and competition between wines.  

Again, rather than attempting to control/produce large quantities of their own supply of 

grapes, it made more economic sense for Japanese firms simply to purchase imported raw 

materials.  The sources for grape must, juice concentrate and bulk wine used for blending 

were each dependent on foreign imports.  Foreign imports were cheaper not only to those 

raw materials grown locally, but also provided the classical V. vinifera demanded by 

consumers and that the viticulture cluster would/could not grow.  Rather than the actual 

relocation of production offshore as was typical for community or regionally based 

industries in Japan, many of the wineries of Yamanashi simply started sourcing overseas 

to reduce costs.  This hallowing-out of local wineries is representative of the Japan-

centered East Asia food import complex.  As the agriculture of East Asia does not offer a 

inexpensive supply of materials for fermentation, they were sourced from Eastern Europe 

and South America. 

The shift to sourcing materials for fermentation indirectly occurred at the expense 

of the Koshu grape.  Newer and higher value table grape cultivars had already tended to 

relegate Koshu to one of the less profitable grapes from the perspective of growers.  

Nonetheless, the growing of Koshu persisted as it was considerably easier to grow under 
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local conditions and ensured an additional source of income when sold to wineries.  

Then, when the viniculture cluster no longer demanded it, the price dropped sharply, and 

growers converted ever more land to other cultivars and crops.   

With the shift to imported raw materials, the viniculture cluster continued to 

concentrate the majority of its resources on developing production standards inside the 

winery and obsessing with technical methods at this final stage of production, arguably 

the least important element of the entire spectrum of wine production.  As similar to the 

shell button industry in proto-industrial Japan (Takeuchi 1982), the wine industry 

attempted to back-engineer famous foreign terroir and imported wines.  In many ways 

rather than developing its own marketable identity, it sought to emulate Western wines. 

Winery names, the language of labels and branding more generally often intentionally 

avoided Japanese characters or motifs.  Rather, many wineries fermented imported 

classical V. vinifera juice and blended imported bulk wines in large factories under the 

name of “château”.  Their resulting products were labeled in English or French.  Even 

with wineries catering to bus tourists, the bottom lines of most firms continued to decline 

until very recently. 

7.3.3.  New Forms of Innovation and the Beginnings of Industrial Recovery 

 Under the political economy of the “bifurcated food regime”, considerable tension 

exists between the actions of the state in liberalizing trade and its efforts to promote 

SMEs in domestic food production.  In the case of Yamanashi wine, producers are left 

with the difficult task of trying to “place” themselves into the market.  In effect, the wine 

cluster has begun to co-produce meaning and value in its production to overcome its 

many structural constraints.   

 Following the more recent discoveries (and/or marketing prowess) of the Koshu 

Wine Project and advances in winemaking methods of the larger wineries (e.g., Kiiroka 

production), a number of key entrepreneurial wineries, particularly those with capital 

originating from outside the prefecture, are shifting to produce new styles of Koshu 

wines.  The development of these new product lines highlights the new, technical 

innovative capacities of the cluster.  However, there is a caveat.  The cost of upgrading 

the fermentation infrastructure required to produce these new styles has resulted in their 

actual diffusion to only a smaller segment of the wine cluster.  Wineries that can afford 
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and have actually made the upgrades are few in number.  A larger portion of the cluster 

has enjoyed slight increases in sales by riding on their coat tails to enjoy the resulting 

increased attention and new markets that have been created.  Stated otherwise, most 

wineries in the prefecture have not changed their actual production methods in a 

meaningful way.   

These innovations of a few leading medium- and larger-sized firms have also 

resulted in most within the industry trying to re-link their production to the previously 

unpopular Koshu grape, placing it as the signboard in this actual (or more commonly 

marketed) shift to a more premium quality product.  Arguably for the first time in its 

history, the viniculture cluster is now linking with the Koshu grape to construct and 

market an identity for the region and its production.  As a result, the wine cluster is again 

looking to subcontract a cheap supply of grapes from the viticulture cluster. 

This shift towards new styles of production has been further advanced by a 

number of younger winemakers who have been trained abroad and then returned to the 

prefecture with new ideas and aspirations.  While their education has typically 

concentrated on viniculture, many also seek to grow increasing amounts of grapes locally 

and then to produce wines of an international standard.  These new ventures need time, 

investment in fermentation infrastructure, marketing support and new, higher level and 

locally focused educational opportunities.   

Part of this newer platform of a shift to quality attempts to connect wines 

fermented from Koshu to historical, local, regional and even national identities to 

increase market share both domestically and abroad.  As part of this effort, campaigns 

matching Koshu wines with Japanese cuisine, despite a considerable skepticism and/or 

disapproval of this link by many stakeholders within industry itself, are being conducted.  

Such marketing campaigns from government and the wine cluster have triggered a minor 

Koshu wine consumption boom in Japan, resulting in a level of positive exposure to the 

cluster arguably unprecedented.  Industry has responded by further increasing production 

and the marketing of Koshu wines and adding sales staff.  However, concerns should be 

raised that many in the cluster are forgetting Japanese consumers are known to be 

extremely faddish in their consumption tendencies.  For example, the import-based, 

vintage wine booms of the 1990s were replaced by the craft shōchū boom of the early 
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2000s, which was later surpassed by the rise in consumption of highballs a few years later 

(Daily Yomiuri 2009).  Shifts away from Koshu are easily predicted, although may in 

part be mitigated by new forms of marketing linking the wines with “Japanese-ness”, 

tradition and cultural heritage. 

Returning to Baudrillard (1994), the Yamanashi wine cluster was shown to have 

been able to dislocate the historical and cultural contexts of “place”, and then 

subsequently replace them by representing and marketing the simulacra.   This process, 

along with the thinning out of meaning in re-localizing fermentation and the subsequent 

production of new meanings by a cluster, comprises a theoretical contribution of this 

dissertation. 

It is at this point important to note that Koshu grows better than many of the other 

cultivars in the climate of the Kōfu Basin, and it can still be sourced cheaply at JA or via 

private contract with a grower or groups of growers.  On the other hand, the aging and 

predicted demise of the viticulture cluster, the remaining remnants of which are now 

more concentrated on other more higher value table grapes, pose difficult questions as to 

longer term supply of Koshu for fermentation.  The issue of supply has been exacerbated 

as the larger-sized multinational wineries in the prefecture are also heavily involved in a 

shift to wines fermented from locally grown grapes.  A small increase in their demands 

for grapes upsets the entire, fragile supply-and-demand equilibrium.  With that said, a 

legislative focus simply on the quantity of grapes available for fermentation would be 

ineffective.  Moving forward, a focus on securing a supply of winegrapes or grapes for 

wine grown for premium quality wine is now required. 

7.3.4. Segmentation within the Viniculture Cluster 

 Despite the new confidence shown by a few key and arguably more 

entrepreneurial wineries, a bi- or even tri-furcation within the wine cluster has occurred.  

In actuality, most of the wineries are not experiencing meaningful increases in sales from 

the Koshu wine booms.  The truth is that a number of small- and medium-sized wineries 

in the prefecture, particularly those with strong and maintained roots to their collective 

winery histories, had long existed simply to serve the demands of the now aging growers 

looking to drink inexpensive wines from their own grapes.  As a result, and with little 

competition, there was no impetus or arguably little available capital to upgrade 
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equipment or skill sets.  Inexpensive grapes formed the base for lower quality production, 

fermented by winemakers not formally trained, and then sold to undemanding consumers 

in systems not completely based in the maximization of profits.  Such wineries have 

changed little since the 1960s.  While the multinationals can promote Kiiroka style wines 

produced in modern stainless steel tanks, these wineries still ferment oxidized wines (i.e., 

budōshu) in outdated, dirty, second-hand Japanese sake tanks.  They are ill equipped to 

handle tourists, as they are often filthy, with no tasting room, signs or even posted hours 

of operation.  They typically also have minimal staff and no salespeople or internet 

presence. 

The decline in the viticulture cluster has been particularly difficult on these 

wineries.  While a portion of their grapes is typically grown themselves through forms of 

family-based vertical integration, the majority is sourced from growers in the nearby area.  

Likewise, their consumer base is typically comprised of those who supplied the grapes.  

As the viticulture cluster continues to decline, these wineries, with little money for 

investment, are unlikely to survive into the next decade. 

While economic incentive programs supporting the more fashionable wineries are 

increasingly commonplace, these unfashionable places are unable to participate.  

Likewise, it is these hyper-local wineries with grapes from the immediate catchment 

areas that are the least likely to participate in the new AOC of Kōshū City.  If the cluster 

truly wishes to create a wine region that links to its past and the honest history of local 

production in the region, support for these historically unique wineries must be 

forthcoming.  In its race for economic gain in the short term, the cluster is in many ways 

destroying the very history that makes the production of wines in Yamanashi Prefecture 

unique and marketable abroad. 

Still other wineries, often medium- to larger-sized, are experiencing severe 

problems of a completely different nature.  Many of the business models of these 

wineries are based on the production styles and flavors demanded by and sales to the 

elderly bus tourists with little or no wine education.  Such wineries were often located or 

linked to places structured to accommodate a high volume turnover of day-trippers.  

These wineries developed along profit driven economies of scale production, often based 

in imported juice, must and bulk wines.  They operate large, industrial wineries, with 
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enormous tanks difficult to regularly fill with enough grapes sourced locally.  As these 

tourists continued to arrive, the wineries had a readymade market of undiscerning 

consumers, and little impetus to improve skill sets or produce wines to a international 

standard.  They continued their production status quo.  Nonetheless, the demands of 

tourists have changed considerably in recent years.  Tourists now arrive in private cars 

and seek first hand experiences at quaint wineries producing locally based wines with an 

artisan approach.  While some of these wineries have chosen to maintain this business 

plan as long as possible, others have divided their production.  While maintaining the 

sweet wines demanded by bus tourists, they are trying to expand into more international 

styles of wines and even seek to export. 

Overall, the insertion of the Yamanashi wine cluster into global value chains has 

forced the majority of industry to seek more sophisticated product lines.  Those wineries 

that have been able to reorganize their production systems and introduce superior 

technology to ferment the styles of Koshu wine now demanded in the marketplace have 

guaranteed short-term survival.  Cluster benefits however have not been and will 

certainly not be uniform to member wineries.   As mentioned previously, many smaller 

wineries have not been able to introduce changes and continue to produce unsophisticated 

wines. Some of this results from legislative failures and the difficulty faced by 

governments of ensuring a more equitable diffusion of benefits to their constituents.   

In typical Japanese regionally based industries, SMEs gain from their locations 

under the umbrella of larger firms.  In the case of the Yamanashi viniculture cluster, this 

has been found to be true only in part.  First, until recently, the larger firms in the 

prefecture typically were quite secretive about their production practices.  While the 

training of many small- and medium-sized winery employees may have occurred at a 

larger-sized or multinational winery, differences in production scales and fermentation 

architecture resulted in the transfer of little meaningful and relevant know-how.  Even 

today, while some smaller wineries have been able to link to new production methods 

(e.g., Kiiroka), many have not been able to afford the equipment upgrades required.   

Although many larger-sized and multinational wineries now have stated aims to 

assist in creating a more successful based in locally grown wines, two interesting 

dualisms have also resulted.  First, over the last few decades multinationals have 
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expanded their product portfolios by importing and then distributing foreign wines.  

While an increase in wines available to consumers may have led to increases in 

familiarity with and then demand for them, these imported wines have added 

considerable competition to wines produced in Yamanashi Prefecture.  In effect, many 

wineries in Yamanashi Prefecture struggle economically as they cannot compete with 

these imported wines on quality, price point or marketability. 

Secondly, within the last decade most of the larger wineries and multinationals 

have shifted some of their production practices.  That is, most now typically only ferment 

grapes grown in Yamanashi at their wineries in Yamanashi Prefecture.  As production 

runs are typically enormous, this has resulted in wide scale changes in demand for, in 

example, locally grown Koshu.  In effect, as supply chains tend to cater to the larger 

wineries, many small- and medium-sized wineries now struggle to purchase enough 

locally grown grapes. 

7.4. The Clash of the Clusters and its Impact on Product Upgrading 

 Although the viticulture and viniculture clusters share a linked history, they 

evolved along different trajectories and with different identities and priorities.  Today, 

relations between the clusters remain strained.  The causes of the conflict between the 

two clusters are many, but a great deal of the blame for the breakdown in trust lies with 

the wineries.  By constantly fluctuating the quantity of grapes demanded and then paying 

extremely low prices, relations soured.  When the prefectural government lost control of 

the Winegrapes Supply and Demand Equilibrium Group and it dissolved in 1994, in large 

part due to sharp decreases in demand for Koshu from the viniculture cluster and labeling 

issues from the diethylene glycol debacle of 1985, ever more growers shifted away from 

relations with wineries in the chaotic marketplace.  This also occurred as a result of 

following the advice of the prefectural government and local extension services.   

In efforts to reassert some stability, the Kōshū City municipal government’s Raw 

Materials Transactions Agreement, ironically used only in Katsunuma Town and not the 

rest of the city, was enacted.  More importantly in terms of the quantity of supply, JA 

now functions as a partial stabilizing link between the two clusters, resulting in a more 

regular supply of mixed quality grapes at a low price from faceless growers.  Despite the 

claims of many wineries to desire a shift to premium quality wines, most have no qualms 
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about purchasing large quantities of grapes through this outlet.  Stated otherwise, under 

the current structure most have little other option but to purchase large quantities of 

grapes from JA.  As with the findings of Asano-Tamanoi (1988, 448), JA serves as a 

buffer between industry and growers.  In this case however, while JA helps to alleviate 

some of the problems of supplying grapes to wineries, by basing its transactions simply 

on weight actually dilutes the desire of growers to produce better grapes and lessens the 

final obtainable quality of wines.  Looking forward, for the wine cluster to actually shift 

to premium quality wines, a better distribution system is required.  Finally, while the 

contemporary rhetoric of the Japanese state claims to support linkages between 

agricultural producers and processors, little evidence of this was found in the case of 

grapes and wine in Yamanashi Prefecture.  

While the rise in the number of individual agreements/contracts between wineries 

and growers does signal more winery interest in quality control, problems remain.  First, 

growers still have considerably more cultural and economic incentives to focus their time 

and efforts to produce grapes for the table.  Prefectural or municipal subsidies to growers 

of Koshu on contract to wineries are not of a level to alter cultivars produced or to entice 

new growers.  Most grapes grown on contract are simply raised in a similar way, with 

considerably less time or concern.   Stated otherwise, under the current system, the grapes 

being fermented are not high quality grapes grown for wine.  While newer forms of 

subcontracting have allowed wineries more control over the quantity of supply they 

receive, they have not completely addressed problems related to quality.  Likewise, 

contracts have not affected the problem of the overall quantity of grapes available to the 

industry for fermentation. 

Additionally, even if forms of quality control are exercised in the vineyard, 

harvested grapes remain collected from a number of locations across the prefecture.  

Stated otherwise, grapes ripen and harvest times may vary considerably by region.  As a 

result, harvested grapes often sit around until enough grapes for a crush can be collected 

and/or grapes are harvested unripe to meet the contractual and crush requirements.  These 

failures in the supply chain further reduce the final quality obtainable in the end products. 

In actuality, while contracts theoretically permit a more hands-on approach to 

quality control from the winery side, little is actually exercised.   Winemaking remains a 
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mechanical production, still largely segregated from grape growing.  First, the poor 

interface between the clusters has resulted more generally in a breakdown of 

communication between the groups.  Growers, typically older than the winery staff and 

with decades of farming experience, are offended when told how to grow grapes from 

outsider, younger and almost exclusively male winery owners they feel have no idea 

about viticulture.  Likewise, if a winery seeks to become more active in regulating grower 

methods, it changes the dynamics of the longer-term relationship between the individual 

grower and winery, something culturally inappropriate.  Finally, in actuality, the staff at 

most wineries know very little about producing high quality winegrapes or grapes for 

wine.   

In the case of most contracts, the relationship between winery and grower 

continues to be based in sums, that is, the winery requests an amount of grapes and pays 

based on weight (possibly also calculated in combination with degrees brix).  After 

harvest, there is no comprehensive plan to keep growers involved or interested in the 

fermented product.  This relationship between growers and wineries is typical of a market 

determined by price, and in many ways works against community.  In this case both sides 

remain insecure, and growers are for the most part little interested in their substantial role 

as part of the wine production chain.  A significant cultural divide also remains, with the 

almost exclusively male winemakers and winery owners heading to fashionable events in 

Tōkyō and the elderly growers and mixed gender grower families drinking beer and 

Japanese sake in small towns and villages across the Kōfu Basin.  While some wineries 

are now boasting of the new relations that are being developed between themselves and 

growers, most of that is little more than a combination of lip service and marketing, 

typically used to bypass questions from a highly critical wine world as to how they are 

controlling quality in their sourcing of grapes. 

As a result of this poor interface between the clusters, the wine cluster has been 

unable, possibly also uninterested in controlling production practices of its growers.  

What results however, are that the viniculture cluster is profoundly inflexible, un-

dynamic, not flexibly specialized and incapable to supplying wines to match most trends 

in wine consumption.  The various red wine booms of the 1980s-90s provide a historical 

example, and were almost exclusively supplied by imports.  More recently however, are 



 

 

389 

     

the newer trends in the consumption of organically produced or ecological wines.  In 

addition to the difficulties of producing organically grown grapes as a result of the 

climate and small number of adjacent vineyards under different management regimes 

(i.e., problems with drift), wineries are unable to change the growing practices used on 

the grapes they ferment.  While the trend towards green wines has dramatically increased 

in the international wine world, it remains largely avoided locally.   

7.5. Bridging the Cluster Divide 

7.5.1.  The Viniculture Cluster Grows its own Grapes 

 Initially, some within the wine cluster hoped to bypass many of the problems 

resulting from the difficult interface with growers by producing their own materials for 

fermentation.  This was particularly the case with classical V. vinifera, grapes that in the 

Japanese marketplace typically command low prices fresh but high prices in the final 

bottle.  Classical V. vinifera are also what many wineries initially sought to help put their 

industry on the domestic and international wine maps.  Inventions such as Mann’s Rain-

Cut provided hope that technology could overcome limitations to environmental 

difficulties and the terroir, but there was little longer-term success and few wineries 

continue to use this technology.  In actuality, a lack in viticultural know-how, a poor 

growing environment, small vineyards, no easy to use system of acquiring new vineyards 

and the ease of sourcing inexpensive grapes grown by someone else continue to limit 

wineries from producing most of their own grapes.  It also partially explains why there 

are so few classical V. vinifera wines originating in the prefecture (i.e., and in particular 

the Kōfu Basin).  Finally, the various schemes resulting from the deregulation of the 

Agriculture Land Law have little affected grape production in the prefecture or the 

organizational structure of either cluster.  Stated otherwise, the efforts of the Japanese 

state to re-link growers with processors has largely failed. 

7.5.2.  Scale Jumping 

Another response from those with more capital to invest is to rent vineyards or 

establish contracts with new growers in the western part of Yamanashi or other 

prefectures.  As Koshu and Bailey A remain inexpensive byproducts of the viticulture 

cluster in the Kōfu Basin, these new ventures are largely based on producing classical V. 

vinifera.  Rather than struggle to continue to produce grapes for wines in the Kōfu Basin, 
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the better climates, larger vineyards and lack of troubled history between the clusters 

have resulted in a shift into new spaces of production.  In effect, some parts of the wine 

cluster have exploded, and wineries have moved and/or now source from outside.  This 

capital flight and/or diversion of new investment from the Kōfu Basin core into Japanese 

wine regions previously on the periphery speaks to the limitations of the cluster.  That 

this capital is jumping scales also further multiplies the constraints of local production by 

limiting investment, decreasing human capital and increasing competition from other 

domestic producers.  Ironically, this can now seen in the larger number of awards being 

won by wines from and wines fermented from grapes originating outside Yamanashi 

Prefecture at the Japanese Wine Competition. 

This scale jump underlies the strength of both global capital and larger 

corporations to escape the constraints of local production.  As such, a prefecture-wide 

AOC would allow the state some regaining of power and prevent its bypassing.  This 

finding also speaks to the over-assumption of shared interests and the value of proximity 

by the cluster theory.  The wine cluster of the Kōfu Basin proved not only territorially 

dynamic, but also prone to capital flight.  

7.5.3. Positive Local Responses and Upgrading within the Wine Cluster 

 Not all wineries have the financial power or resources to jump scales and source 

grapes from or ferment wines outside the prefecture.  A small number of growers are 

seeking to overcome the clash of the clusters and produce wine from grapes grown in the 

Kōfu Basin.  The most prominent of these are the members of Team Kisvin, who are 

collectively attempting to cooperate directly with wineries to produce premium quality 

wines.  Members of this group are acquiring larger tracts of abandoned farmland to raise 

winegrapes and grapes for wine (Note:  This is typically in addition to, rather than instead 

of, table grapes).  Labor for the production of these new grapes however is often on 

provided by urban volunteers (as are the vineyards of Slow Food Koshu on Toriibira).  

Reliance on such labor brings considerable questions as to the longer-term sustainability 

of this business model as well as the consistency of the quality of the grapes being 

produced.  Nonetheless, these new patterns of change signify the relatively new 

emergence of a wine focused viticultural tradition among growers, with yield 

management and ripeness priority targets rather than total yield.  This can also be seen in 
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a slowly increasing number of higher quality, small-run custom crushes and grower 

brands. 

From the viniculture cluster, many members of Assemblage are also attempting to 

limit imported raw materials in their wines, and have begun to make more concerted 

efforts to learn the viticultural side of winemaking.  Considerable problems however 

remain, particularly within the learning networks in place to assist them.  As the entire 

cluster for grape growing evolved around table grapes, there are no places to learn or 

study growing winegrapes or grapes for wine.  Likewise, almost nothing is understood as 

to how to best prune grapes grown for wine locally or what practices most affect sugar 

content and acidity.  In addition, an understanding of how to grow Koshu for wine, either 

in pergola or Western trellising, is severely lacking in both clusters.  Not only are the 

wineries on their own for learning, but also extension networks have little access to 

education resources if they actually wished to upgrade their skills to assist them.   

7.6. Institutional Segregation:  A Bifurcated State 

 The production of premium quality wine requires considerable collaborative 

efforts between the vineyards and the winery.  One major problem in Japanese 

winemaking is that viticulture and viniculture remain almost uniformly segregated within 

the structures of Japanese government.  Indeed, there also remains little institutional 

awareness of the difference between winegrapes and table grapes.  Structurally, 

viticulture is classified as agricultural endeavor, meaning that the Ministry of Agriculture, 

Forestry and Fisheries oversees its production, regulation and control.  The regulation of 

wine, on the other hand, is the through the Ministry of Health, Labour and Welfare.  On 

the prefectural level, viticulture is supported by the agricultural administration and 

research is conducted by the Yamanashi Fruit Tree Experiment Station.  Wineries are 

supported economically by the Yamanashi Prefecture Commerce and Industrial Support 

Section and in research by the Wine Center of the Yamanashi Industrial Technology 

Center.  A major problem from the perspective of premium quality wine production in 

the prefecture is that until very recently, the only real institutional interface between the 

viticulture and viniculture clusters was the assistance from lower levels of government in 

regulating the point of sale negotiations between the two clusters.  
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This segregation has resulted in few efforts from those institutions supporting 

viticulture working to improve the quality of locally grown winegrapes or grapes for 

wines.  Likewise, there are few efforts from those institutions that support viniculture 

looking to improve the viticulture cluster.  Stated otherwise, each cluster has its own 

distinct regulatory bodies and research institutions, and those structures rarely cooperate 

or overlap.  These gaps are of immediate importance to the viniculture cluster, and 

comprise a serious diseconomy to actual product upgrading and future survival. 

From the perspective of policy creation, the supporting institutions and 

associations of each cluster have evolved along separate, path dependent trajectories.  

One cluster grew table grapes in agriculture, and one fermented wine as an industry.  This 

brings into question the larger conflicting roles of the Japanese state in supporting 

agricultural and industry.  In terms of Yamanashi Prefecture, local and prefectural 

governments must now improve the supportive dynamics of and re-link both clusters 

institutionally to ensure their survival.   

7.7. Formal Constructions of Place and Regional Identity 

 As part of this actual or contrived shift to premium quality, the wine cluster has 

sought new forms of branding and quality assurance.  With that said, the number of 

different branding and quality assurance schemes far exceeds necessity and arguably 

creates a considerable diseconomy.  First, there are far too many quality assurance 

schemes run and/or funded by local governments, particularly in Katsunuma Town.  

Wines are often labeled with various seals and few within the cluster are able to correctly 

distinguish the difference in meanings.  The Budō no Oka seal in particular is largely 

unnecessary.  Overall, the strength of these marks is low and does little to support the 

collective reputation of the industry. 

The new, two-tier Kōshū City AOC, while beneficial to its constituents in theory, 

is in actuality not practical under the current sourcing structure of the wine cluster.  In 

particular, wineries within Kōshū City source grapes from across the prefecture (and 

beyond).  Likewise, despite recent increases in popularity, Koshu wines still carry little 

brand recognition, something further confused with wines labeled with the similar 

sounding “Kōshū City”.  In the same vein, neighboring wine regions with historical 

socio-economic links to spaces that now fall within the boundaries of Kōshū City are 
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antagonized, further dividing what in actuality is spatially a regional rather than 

municipal wine cluster.  Arguments that a Kōshū City AOC supports and will increase 

the profits of local growers due to higher prices paid for grapes are also somewhat 

spurious, particularly as past AOC experiments did not considerably alter the prices paid 

by wineries to growers (despite increases in retail price per bottle of wine).  Finally, if the 

industry truly seeks to export, a municipal AOC has no status in the international wine 

trade.  An AOC is required on the prefectural level and organized by the prefectural 

government.  If that AOC were somehow linked to a more formal version of a Wine Law 

imbued with the power of sanctions, whatever meaning remains of geographic indicators 

such as Toriibira could also be preserved.  It would also go a long way in returning some 

sort of integrity to wine labels and to consumer confidence in the cluster.  One uniformly 

accepted and professional scripted set of formal standards would also considerably assist 

the cluster in its platform of prestige enhancement.  The failure of the prefecture to 

organize such standards and provide governance and regulation is dividing the industry at 

a time it most needs to act collectively.   

While Porter (1998) argues that the state should support cluster formation and the 

development of all clusters to improve productivity, the results of some of the actions of 

the Kōshū City government speak to the practical difficulties of this claim.  In seeking to 

assist its constituents, namely the growers and wineries of Kōshū City, it has created a 

municipal AOC.  Ideally, this AOC should raise the prices and quantity of grapes sold to 

wineries, who in turn would draw on new branding and promotion to sell more wine at 

higher prices.  Nonetheless, the grape and wine clusters are not framed by municipally 

defined jurisdictional space, and link to larger geographical spaces of production.  Kōshū 

City wineries regularly source from across the prefecture, and in particular from 

neighboring Fuefuki City.  In effect, this new AOC has geographically divided the 

viniculture cluster and in so doing created regional disparities.  Stated otherwise, it has 

defined the cluster as only being within the municipal limits.  Those growers and 

wineries outside this new geographic space are excluded.  At the same time, it also 

strongly speaks to the failure of government on the prefecture level its in inability to 

establish an AOC for all of Yamanashi.   
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7.8. Brand Identity Development:  Constructing a Wine Heritage  

It is important to consider that nowhere in Yamanashi Prefecture has a tradition of 

drinking locally produced wine paired to match a cuisine in the Western sense.  Indeed, 

the history of wine drinking in the prefecture is based on getting drunk or having a 

nightcap, typically by those who could not afford more desired beverages.  The 

determination as to whether Koshu matches Japanese cuisine is outside the scope of this 

dissertation.  In actuality however, most producers of Koshu feel it does not and that 

claim is simply a marketing tool.  This narrative of Koshu matching “Japanese cuisine”, 

which together is linked to healthiness, mirrors similar patterns of adding value to food in 

contemporary Japan. 

It can be argued however that if the popularity of Koshu increases abroad it will 

be based less on any suitability with Japanese cuisine, and more on the general popularity 

of “Japan-ness” and Japanese popular culture.  This packaged fabrication, linked to a re-

negotiation of Koshu as significant to regional or national Japanese identity and then 

argued unreal regular consumption by the local populace is troublesome.  In the short 

term, it is providing needed exposure and increases in sales.  In the longer term however, 

the truth may considerably undermine the fragile image that has long hindered the cluster.  

Most ironically, this fragmentation of the actualities of “place” is occurring despite, or 

even as a result of, more recent attempts by some stakeholders within the wine cluster to 

connect with it. 

Despite more recent successes attributed to this rebranding, Yamanashi wine still 

continues to suffer from a poor image with Japanese consumers.  While advances in the 

vinicultural side of production, including the production of newer styles of Koshu, have 

drawn more positive press, the overall impression remains comparatively low.  Japanese 

sommeliers, while recently slightly broadening their understanding to include some 

locally produced wine, typically concentrate their energies on imports.  As sommeliers 

have typically shown little interest, neither did potential consumers.  Urban restaurants 

and liquor shops also concentrate business strategies around imports, particularly as the 

profit margin achievable is significantly higher.  To this Millennials and Echo Boomers 

in Japan are drinking less alcohol than previous generations.  A vibrant tourism industry 

based in creating a more positive image of the wine cluster would greatly improve these 
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issues, particularly if wineries developed and then transmitted their own unique histories 

and charms.   

It is also interesting to note that the shift in production practices of some wineries 

in the prefecture actually links to more global standards of quality and accepted notions 

of variety and styles of wine.  In actuality, the traditional product produced in Yamanashi 

Prefecture was/is budōshu, something neither heavily demanded on the domestic nor 

international market.  It is grapes fermented into budōshu that represent the true, possibly 

even indigenous, heritage of Yamanashi winemaking.  Nonetheless, Koshu has been 

claimed to be a Japanese V. vinifera, and in example, sur lie methods of fermentation are 

now popular. 

These new styles of production of Koshu, and the associated higher costs per 

bottle, provide new opportunities for conspicuous consumption or ‘connoisseurship’ for 

consumers.  These styles are also more likely to match the increasingly sophisticated 

pallets of urban Japanese consumers now well versed in typical “international” wine 

flavors, yet seeking something “Japanese”.  This represents an industry using specific 

elements of globalization (e.g., in this sense “international” flavor profiles) to cope with 

the pressures of globalization.  Likewise, some wineries are also seeking to expand on 

this marketing by linking Koshu with “Japanese-ness” and national pride, producing 

labels with Japanese motifs and with brands written in the Japanese language (ironically 

previously uncommon).  While this partially fabrication of role of Koshu in Japanese 

wine production history may be distasteful to some, it has provided new exposure and is 

slowly changing the image of domestic production with consumers.  Stated otherwise, 

while some within wine cluster claim that they are saving Koshu from extinction by 

fermenting it, in actuality, the re-branded wines from Koshu, the identities they are 

helping to create and the increases in income from varietal sales are actually contributing 

to the development of the wine cluster.  In this sense the reinvention of product, place and 

most importantly meaning by producers has been of utmost importance to the revival of 

the wine cluster.  This new identity of a region producing wine from a traditional 

Japanese winegrape was also advertised abroad by leading firms through government-

funded groups like Koshu of Japan.  While many firms participated without expectation 

of actually exporting, the industry gained considerable exposure with urban Japanese 
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consumers.  It can be argued that these consumers, often knowledgeable in foreign wines, 

are slowly linking their own identities to the re-branded grape and being and/or 

expressing their “Japanese-ness” by drinking wines produced from Koshu.  In effect, the 

wine serves as a medium to both invent and embody a national culture.  This represents 

an example of an industry using the global to produce and enhance the “local”, even 

allowing for the potential cultivation of consumers by permitting them to even engage in 

and then support that “local”. 

This possibly links into a growing nationalist sentiment around food, or at the 

very least pride in locally produced food and drink.  In effect, it provides a competitive 

advantage to the wineries for a segment of consumers in a tight market.  It also speaks to 

the production of new forms of culture, consumption and landscape by the viniculture 

cluster, and preliminary success in connecting production to a largely constructed 

“place”.  Finally, while the viniculture cluster has always been able to sell higher priced 

classical V. vinifera wines from Yamanashi in urban centers, the quantity was extremely 

limited.  Likewise, locally produced wines fermented from classical V. vinifera could also 

be compared with imports to assess quality.  Koshu, being only produced in Japan, is at 

an advantage as it is free from comparison. 

Another finding of this study is the altered and then marketed definition of terroir 

within the Japanese context.  In addition to things such soil, climate, slope, aspect and 

elevation are links to particular growers.  Linked to the marketing traditions of other 

agricultural commodities in Japan, the grower in name has evolved into a unique quality 

assurance scheme and trust building device in Yamanashi winemaking.  Stated otherwise, 

value is being added by replacing place with scale, all certified and transmitted to 

consumers with a picture, name or signature of the “star grower”.  In effect, this process 

renders grapes a personality driven, artisanal product.   

 Despite recent improvements in branding and identity development, considerable 

problems remain.  The wine cluster does not fully use e-marketing or the internet for 

sales, missing potential core consumers.  Many wineries have poorly designed websites 

or none at all, unacceptable practices in the highly competitive wine world.  As many 

within the cluster argued, this void occurs not only at the level of the individual winery, 

but also the region as a whole.  In terms of quantity and quality of information available 
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to consumers, this lack of collective marketing means that the amount of information 

about the cluster, its history and its products lags far behind that available on most wines 

imported into Japan.   

As most wineries are too small to conduct brand marketing on a larger geographic 

scale, further relationship marketing linked to higher levels of cooperation is a 

requirement.  This possibility exists not only in Katsunuma Town, but also in places such 

as Ichinomiya Town.  Very few wineries or trade associations, either alone or as a 

cooperative effort across the prefecture have yet to truly explore how to promote visitors 

to the wineries, sell wines to local residents or promote their brands.  This is problematic 

as direct sales at tasting rooms often represent a significant portion of winery sales across 

the world.  In short, wineries need to create more opportunities for consumers to 

experience their wines.  

Also as a result, most brands are not well defined nor have real personality or 

positioning.  What marketing is also conducted is typically geared towards those in more 

distant locations.  Events held locally such as those organized by Kai Vin, Wine Tourism 

Ltd. Yamanashi and the Yamanashi Prefecture Wine Manufacturers' Association are 

mostly attended by those from outside the prefecture.  The existence of such groups as 

Kai Vin and Wine Tourism Ltd. Yamanashi, operated by volunteers and often at an 

economic loss by those not directly in the industry, further speaks to the failures of 

industry to cooperate.  This in turn reflects poorly on the largest producer association, the 

Yamanashi Prefecture Wine Manufacturers' Association. 

Funding and support by government has also been poorly targeted and allocated.  

Employees of local chamber of commerce and industry branches had little understanding 

of wine more generally or the local wine cluster.  Industry, rather than cooperating with 

clear and focused ideas to develop longer term strategies, is better characterized as the 

cluster receiving some assistance money and then a few leaders look for ways to spend it.  

Little has been done to date to create a wine region and solve the more profound 

problems that hinder the development of Yamanashi wine.  Stated otherwise, these efforts 

have only just begun. 
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7.9.  Tourism and the Creation of a Consumable Winescape  

The actions of the wine cluster and by inference the producer associations towards 

wine tourism in the region can best be characterized as being competitive rather than 

cooperative.  For the medium- and larger-sized wineries, the impetus was on selling more 

of one’s own wines to bus package tourists rather than collectively attempting to increase 

the entire tourism market.  This speaks to the durability of the cultural form, in this case 

of gendered bus tours.  Small, family-owned and operated wineries also rarely cooperated 

to bring tourists to their wineries.  Without a storefront or attractive facilities for tastings, 

most preferred that tourists would not visit, and many even considered visitors as 

detrimental to their operations.   

As a result of these dynamics, the infrastructure for tourism evolved accordingly.  

Transportation facilities are lacking and geared to the demands of the local population 

rather than tourists (e.g., the bus in Katsunuma Town is infrequent and its routes include 

the hospital, etc.).  The only way to visit many wineries for tastings in the region is by 

taxi.  It is just this void, together with the new demands of younger, urban Japanese 

tourists, that has been filled by consumer-driven groups such as Wine Tourism Ltd. 

Yamanashi.  In effect, this organization is producing new cultural forms of tourism by 

charging money for the provision of transportation and opportunities to experience 

walking through the region and meeting the winemakers.  By simply providing a map to 

the wineries, often typically poorly signed and hard to find, they have allowed tourists to 

enter into, explore and arguably even romanticize the cultural landscape.  This has also 

started to change perceptions within the cluster.   

This new trend of encouraging consumers to spend time in the region and explore 

its local producers, while still at an early phase, has already begun to show benefits.  For 

the first time, consumers are seeking out some of the off-the-beaten-track, boutique 

wineries with small production runs.  This is leading to the creation of unique identities 

for some wineries and the development of fan bases in urban environments (who often 

not only desire unique locally produced wines but also regularly travel to the region to 

attend industry events and volunteer at work sessions).  Such tourism has also started to 

link specific places in the landscape of the Kōfu Basin with consumers, leading to the rise 

in popularity of, for example, wines produced from grapes grown on Toriibira and 



 

 

399 

     

Hishiyama.  In effect, these developments are slowly providing new opportunities for 

consumers to be able to express social distinction, “connoisseurship” and create cultural 

capital with wines from Yamanashi Prefecture. 

That it has taken so long for industry to realize this increasingly significant niche 

speaks both to the changes in its marketing aims and the failure as a cluster in previous 

generations.  Fault also partially lies with impotent municipal governments, which fear 

that the building of infrastructure in one region would result in jealously, complaints and 

similar demands in the rest.  Local universities have also conducted little research on 

wine tourism development and how to attract target demographics.  Finally, questions 

must also be asked of the efficiency of the various local Chamber of Commerce branches. 

As a result, the wine cluster has developed without the typically exploited support 

structure for promoting and advertising a wine tourist destination.  In Katsunuma Town, 

quality restaurants and bed and breakfasts are uncommon, even lesser so in other regions.  

The infrastructure is for short-term (i.e., one hour or perhaps the day), one time visits, 

with visitors mostly drinking to excess at a festival, Budō no Oka, a grape tourist inn or 

one winery before returning to a more urban location.  If guests do stay overnight, it is 

likely in urban Kōfu City or at the hot spring hotels in Isawa Town.   

 The redevelopment of this infrastructure to meet the new demands of tourists in 

private cars is problematic.  Many feel that if the prefecture took a more proactive role, 

their focus would be in parts of Katsunuma Town, rather than in construction to support 

the smaller numbers of wineries in Enzan Town, Ichinomiya Town or Kōfu City.  In the 

same vein, if the development of the entire prefecture or Kōfu Basin is desired, issues of 

management and cost in the longer-term seen prohibitive.  The reliance on higher levels 

of government however, is not always necessary.  For many of the smaller, family-

operated operations, considerable opportunities for cooperation do exist.   

In their present condition, many of the smaller wineries in Fuefuki City are 

admittedly not structured to handle or entertain tourists at the actual wineries or places of 

fermentation.  Likewise, the longer distances between those wineries does not lend to 

walking tours between them as in Katsunuma Town.  However, a smaller information 

booth, possibly in Isawa Town, offering visitors information, tastings and sales for all of 

the wineries of the city would provide considerable and needed exposure.  During peak 
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tourist season, a sommelier could also be invited, possibly matching the wines with local 

cuisine.  Tours in the vineyards would also be a strong possibility, particularly as most 

wineries in/directly produce some of their own grapes.  Such collective marketing, likely 

supported in part by government funding, would go a considerable distance to create an 

image of Fuefuki City as a region of wine production.  Walking routes linked to historical 

sights and the local environment would help tourists build an attachment to the area and 

encourage longer and repeated visits.   

 According to most respondents, Budō no Oka in Katsunuma Town is now no 

longer achieving its mandate in serving as an information and educational source on wine 

drinking, local wineries and the history of the region.  While many wineries appreciated 

its contribution to their profit margins through increased sales, the industry would be 

better served if the institution reassessed its goals.  Overall, Budō no Oka is 

representative of the failure of the town and then city government to support the cluster, 

particularly as it loses out to most wines imported into Japan in regards to the volume of 

information available to consumers.  While being maintained as a point of sales, Budō no 

Oka needs to additionally return to a public relations source of local information on the 

wine region and its history.  Considerable changes in how its underground tasting room is 

managed are also required.  If the cluster truly seeks to upgrade its image, an all-you-can 

drink and unmonitored sampling room with wines opened days in advance is a 

substandard practice.  Local foods linked to wines in its restaurant would also contribute 

to constructing new, and more positive image of the cluster.    

Another major issue is that wineries typically do not belong or cooperate with the 

various tourism associations, which themselves are struggling with infighting and a lack 

of effectiveness. That the largest tourism association in Kōshū City has no real contact 

with the largest winery promotion group in the same region is inexplicable.  Overall, 

tourist associations have evolved along other lines of interest such as historical or 

religious based walking routes and signage.  Considerable opportunities exist to re-link 

tourist associations and wineries for the development of the region.  Considering the 

region’s proximity to the Tōkyō Metropolitan Area and location in the Taiheiyō Belt, this 

speaks to the possibility for considerable future development.  Likewise, wine is truly an 
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international beverage, and signage in, for example, English and Chinese would also help 

to encourage the completely untapped market of foreign tourists and expatriate residents. 

7.10. Learning and the Building of Human Capital 

7.10.1.  Institutional Knowledge and Learning:  Improving Viticultural Capacity for 

Winemaking 

 Growers in the viticulture cluster raise the majority of Koshu and Muscat Bailey 

A grapes for wine on the side to supplement their income.  As was shown, stereotypically 

those growers are either full-time and concentrated on more lucrative table grapes, or 

part-time and likely less skilled.  As such, growers have not meticulously experimented 

with or made the incremental improvements with new growing techniques such as 

modifying canopy management, planting densities, rootstock or clonal variations to 

produce Koshu for wine.  Unlike table grapes, there is no historical knowledge handed 

down for the production of winegrapes or grapes for wine in the table grape cluster.  

While wineries have begun to experiment with Koshu in the vineyards, the overall 

potential for improvements to the production of this grape specifically for wine is 

tremendous. 

In terms of the future of the Koshu grape, without additional economic assistance 

there is little reason to expect the majority of the viticulture cluster to continue growing 

it.  While Koshu is an easier grape to grow under local conditions, and could in theory be 

promoted as an option for lesser skilled part-time growers, this does not solve the 

problem of quality for the wine cluster.  If the industry seeks to further advance 

production with the Koshu cultivar as its flagship, a tremendous amount of investigation 

on linking genetic variation with a particular focus on fruit characteristics is required for 

better clonal selection (something even more limited following the removal of vines 

infected with the ajinashi-ka virus).   

Likewise, a more general improvement of planting materials is required.  The 

quality of vines sold at many of the more popular nurseries was often said to be in 

decline, particularly with respondents mentioning certified virus-free vines as actually 

being infected with viruses.  Likewise, while a couple of the multinationals have selected 

clones of classical V. vinifera for Japanese conditions, such research takes considerable 

time and has not filtered through the cluster in any meaningful way.  Each of these issues 
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requires addressing, likely by the Yamanashi Fruit Tree Experiment Station.  Rather than 

government funded membership wine glasses or marketing trips to Europe, it can be 

argued that more concentrated efforts in these larger issues merit more attention.  Stated 

otherwise, government should seek to create conditions for the emergence of a wine 

focused viticultural tradition in the prefecture.  While this would support the wine cluster 

by linking it to a supply of quality grapes for fermentation, it would also serve to provide 

employment for a new generation of growers.  In effect, the opportunity exists for direct, 

proactive government intervention that would lead to innovations that would help to 

revitalize both clusters. 

Initial steps to this transition would be to further subsidize growers producing 

winegrapes and grapes for wine as well as organizing seminars and educational programs 

for their production.  Likewise, the course of formal education offered at the University 

of Yamanashi has been of little use to the wine cluster to date.  The research its conducts 

and the practices of the clusters remain very separated.  Improvements in specific, 

practical, hands-on training in viniculture as well as viticulture for wine are required at 

that institution. 

Despite this and as a result of the institutional division between the clusters, 

learning networks and research agendas have also tended to remain divided between table 

grape growing and winemaking.  The Yamanashi Fruit Tree Experiment Station has 

followed its mandate to conduct research most needed by its constituents, the prefecture’s 

table grape and peach growers.  A similar phenomenon is seen with practical training, 

such as that offered by the Yamanashi Prefectural Agriculture Academy.  It too has also 

never offered learning opportunities on the production of winegrapes or grapes for wine.  

Likewise, JA and extension personal were never trained in growing grapes specifically 

for wine.  Overall, advances in the cultural practices, agricultural innovations, training 

courses and research mandates have all focused only on table grapes.  In short, 

considerable gaps in any sort of education or learning network in growing winegrapes or 

grapes for wine exist.  Stated otherwise, there remains no institution where it is possible 

to learn the production of growing grapes specifically for wine in the prefecture. 

While the multinationals and larger-sized wineries conduct research on viti- 

vinicultural within industry, and many share a portion of those findings freely within the 
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cluster, the tri-furcation of wineries has resulted in much of that information having little 

practical application for smaller or less financially equipped wineries.  While smaller 

wineries may wish to ferment Koshu wines Kiiroka, they likely cannot afford the 

equipment upgrades required.  Likewise, while they may grow a larger portion of their 

own grapes, smaller wineries typically have Koshu and/or Muscat Bailey A grown in 

traditional pergola, rather than V. vinifera grown under a system of Western trellising.  

The methods and techniques proposed by the multinationals are useless to many wineries 

in the cluster.  Programs such as the Lifelong Wine Education Program are supportive to 

and praised by these smaller wineries, but time constraints limit their participation.  With 

that said, the Lifelong Program was more linked to building new communication 

networks between wineries rather than immediate skill development for most of the 

participants.   

In short, despite the large number of associations and groups to which wineries 

belong, severe communication gaps remain.  During interviews, many wineries surprised 

me by asking about the current status of the AOC in Kōshū City, how to join the Lifelong 

Wine Education Program or if I could give them advice on some aspect of industry I 

assumed they would have known.  It was a strange example of a researcher being 

involved in the communication network of the cluster, and speaks to the level of 

breakdown within industry. 

7.10.2.  Improving Learning and Communication Networks 

The importance of the further development of communication networks is another 

aspect of the cluster that requires considerable improvement.  While the top-level owners 

within industry typically have a social group and place to discuss with other owners, few 

groups exist for those working in other positions at the wineries.  Those second or third in 

charge, younger generations of winemakers and back room staff are typically not 

involved in intra-regional cooperation, communication or learning networks.  This 

problem exists in Katsunuma Town (unless you are an immediate successor at a winery 

and involved in Assemblage), but is even more pronounced further from the geographic 

heart of the wine cluster.  Various lower-standing respondents mentioned a lack of 

connections within industry, and few places one can seek information and assistance.  
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Overall, the production practices of most wineries continue to remain closely guarded 

company secrets. 

In terms of learning and innovation transfer within the viniculture cluster, one’s 

geographic location still matters.  Many respondents noted that the flow of information 

and levels of institutional thickness were strongest in Katsunuma Town.  Stated 

otherwise, a good deal of knowledge is transferred word-of-mouth, particularly related to 

those wineries that grow some of their own grapes.  Those wineries located outside 

Katsunuma Town (e.g., Kōfu City), participate considerably less.  Wineries located in the 

Northwestern and Western areas of the prefecture often do not participate at all.  Stated 

otherwise, spatial proximity has competitive advantages. 

Returning to the various trade associations, most wineries belong to a myriad of 

different associations and more formalized networks.  The very existence of these 

associations however does not necessarily equate into constructive dialogue or 

meaningful cooperation.  In reality, many wineries are members of these associations in 

name only.  In some cases, the association may be a fossilized relic, that is, a continued 

and long-standing social obligation dictated by Japanese industrial culture.  Many owners 

were unsure as to what associations they belonged or who the active presidents were.  

The most active association in terms of membership, influence and activity is the 

Yamanashi Prefecture Wine Manufacturers' Association.  With that said, its marketing 

mandates are largely dictated by the owners of a few key entrepreneurial medium-sized 

wineries with influential contacts.  These wineries tend to only promote cooperation 

when it serves their immediate financial interests.  Overall, the association is more geared 

towards immediate sales rather than longer-term strategic development of the cluster.   

7.11. Theoretical Contributions to the Literature 

The findings of this dissertation provide a number of contributions to the fields of 

geographical, industrial, Japanese, agro-food, viticulture and wine studies. 

First, this dissertation argued that the wine industry in Yamanashi Prefecture 

could be interpreted to be both a cluster and a regionally based industry.  Wine, as it is 

produced from grapes, is heavily linked to its agricultural component.  As such, this 

dissertation represents a rare case of an in-depth focus on product upgrading by an agro-

industrial cluster. 
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In the case of wine production in Yamanashi Prefecture, the industry evolved out 

of the table grape cluster, from which it often subcontracts its raw materials.  The 

evolving internal structures and social-economic dynamics that shape each cluster and the 

relationships between them, and the effect this has on the developmental trajectories of 

those clusters, was relatively unexplored in the literature.  While Porter argues for 

government support of all industrial clusters, this was also shown to prove highly 

problematic in this case.    

This dissertation also speaks to the logistical and economic difficulties of 

proactively legislating a government-driven, top-down approach to cluster development.  

In this case, the relationships between the wine and table grape clusters deteriorated.  In 

short, a lack of trust developed, transactions soured and government failed in its efforts to 

negotiate between the two groups.  As a result, the viticulture cluster replanted away from 

fermentable grapes and the viniculture cluster sourced ever-more raw materials from the 

international market.  Now, although JA serves as a partial cushion between growers and 

industry, the quality of grapes suffers.  Linked partially to constructions of identity and 

socio-economic realities within the viticulture cluster, growers remain for the most part 

uninterested in the wine production chain.  As the wine industry seeks to profit from and 

build on its nascent success in re-branding, issues related to capacity are proving 

troublesome.  In short, the amount of crushable grapes is not only insufficient, but also 

declining.  Partial blame must again be laid on the prefecture both in its initial failure and 

then continued avoidance of the problem. 

Likewise, in the case of Kōshū City, local government is tasked with supporting 

its own constituency, in this example the table grape growers and wineries of Kōshū City.  

To increase profits of both struggling clusters, the city linked conceptually to the One 

Village-One Product Movement mentality of the past.  In effect, it constructed a 

municipal AOC in attempts to link Kōshū City, and only Kōshū City, with wine 

production in the minds of consumers.  As was shown however, the boundaries of both 

clusters extend far beyond these municipal geographical limits.  This has created a 

diseconomy and speaks to the problematic issue of coping with scale.  Stated otherwise, it 

poises larger theoretical questions as to how governments are actually meant to 

proactively legislate cluster development across larger spaces of demarcated boundaries.  
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The vast majority of studies on Japanese regionally based industries have focused 

on firms selling to other firms in larger industrial structures.  This dissertation also helps 

to fill a gap in the literature of Japanese industrial dynamics as it also represents a 

relatively unique case of firms selling directly to the public.  A wine industry provides an 

ideal case study as the nature of quality construction in the product means industry’s 

positive relation to and image of in the minds of consumers link directly to increased 

sales and industrial development. 

In the case of the Yamanashi wine cluster, in the last decade firms were found to 

have begun to cooperate to create new production methods.  In practice however, these 

innovations were not uniformly spread throughout industry.  Nonetheless, linked to 

marketed conceptualizations of these new methods, the cluster was able to generate new 

meanings, add “cultural” value to its products and begin to renegotiate its poor 

relationship with Japanese consumers.  The cluster has now begun to re-brand its 

production under the flagship of the Koshu grape.  Koshu has been tied to the history of 

the area, the identity of the region, the cuisine of the country and ultimately the people of 

Japan.  This re-branding permits the conspicuous consumption of Yamanashi origin 

wines by urban consumers for arguably the first time in history.  The creation of a 

marketable identity by a cluster and the re-branding of its production are rare in the 

literature.  In effect, the cluster has facilitated the linking of production to place and in so 

doing started to reconnect to consumers.  Thus, this has assured the short-term survival of 

many of its members.  The analysis of the fragmented and fractious production of place 

in what is assumed to be a place-based industry comprises one of the theoretical 

contributions of this dissertation. 

It also represents a rare case of a regionally based industry attempting to re-link to 

local or even “de-localized” sourcing as a means to match globally dictated definitions of 

quality.  It can also be argued that branding in this way represents the beginning of a 

larger cultural internalizing of wine production into a “Japanese” product and with a 

Japanese “identity”.  This new identity speaks to wine being adapted to serve the 

changing demands of the local culture, that is, the meanings imbued into and marketing 

of wines from Koshu represent the process of glocalization.  Rather than mimic or 

attempt to reproduce the faux “West” or even Western wines as in the past, some 
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contemporary winemakers are seeking to construct “Japanese” cultural forms with their 

production (although perhaps ironically based on international standards of quality and 

acceptable taste profiles).  The selected use of particular elements of globalization and 

global culture to cope with the very pressures attributed to globalization speaks to the 

larger developmental stresses now commonly confronting community or regionally based 

industries in contemporary Japan. 

Mirroring this trend are the beginnings of changes in wine tourism to the region. 

While previous generations of tourists sought the faux “West” on day-trips, new 

consumers are starting to seek “Japanese” wines at “traditionally” designed Japanese 

wineries and tasting rooms.  Linked to these and other developments in tourism, the Kōfu 

Basin has started to produce its first truly marketable winescape.  With that said, the 

nature of these developments also speak to the difficulties facing regionally based 

industries across Japan.  Much of the organization and drive for this new phase of tourism 

development has occurred outside of tourism associations and the actual wineries.  

Rather, volunteers and businesses operating at a loss seek to promote the transition.  In 

many ways this again speaks to a strong uncooperative tendency within the viniculture 

cluster, rooted in how the industry was developed, configured and business plans 

operationalized.  Likewise, the government, struggling with regional divisions and issues 

of subsidy allocation, provides only fragmented infrastructural support for these new 

developments.  Indeed, a number of severe, longer-term problems exist within the cluster. 

The literature on industrial organization in Japan and regional based industries 

stresses the importance of horizontal relationships between small firms.  However, this 

case study found the dynamics of long-standing relationships between wineries in 

Yamanashi Prefecture more competitive than cooperative.  Production practices of small- 

and medium-sized wineries remain largely secretive, and there is little flow of 

information between firms.  As a result, tourism networks are under-developed, and wine 

was seldom marketed jointly.  In effect, it was this absence of cooperation between 

wineries that further contributed to its poor regional image in urban Japanese markets.  

The overall lack of competitive advantage within the cluster is also a result.  Indeed, until 

the recent re-branding of Koshu, the cluster was very stagnant and its members largely 

unprofitable.  Nonetheless, many of these firms were not totally profit-driven enterprises 
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(e.g., some wineries are kept by larger firms for status).  An exploration of a 

dysfunctional, regionally based industry that does not/can not migrate overseas is new to 

the literature of Japanese industrial organization.   

Likewise, typical of findings of other studies on regionally based industries, 

wineries in Yamanashi Prefecture were found to be members in various business interest 

and trade associations.  Nonetheless, this study determined that extreme care must be 

given not to overemphasize the existence of a trade association as a sign of collective 

behavior.  While the literature often notes the successes of Japanese industrial 

cooperation, this case study found otherwise.  Although wineries joined a myriad of trade 

associations, most were often members in name only.  Empty and largely dysfunctional 

associations again help to explain the lack of competitive advantage within the cluster.   

In the same vein, studies of Japanese regionally based industries typically uncover 

stronger vertical links between large firms and the number of SMEs under their umbrella.  

The tri-furcation of wineries in the prefecture was found to limit the usefulness of top-

down knowledge flows in the cluster.  While attempts are being made from some larger-

sized firms, the viti-viniculture architecture and the production practices of wineries 

ranged too dramatically.  This, in turn, represents limits to endogenous development 

within the cluster. 

Additionally, this dissertation found that in the regionally based industries of 

Japan, the geographic proximity of firms remains important.  In this example, the 

separate nature of development of the two clusters has also divided their educational and 

learning networks.  As a result, infrastructure for enhancing a wine-focused viticultural 

education within the viniculture cluster is largely absent.  Wineries seeking to produce 

their own grapes rely heavily on informal networks of learning.  In Katsunuma Town, the 

larger number of wineries results in greater flows of information between them.  Wineries 

located in other parts of the prefecture noted significantly less information is available.  

Over the longer term, this too will likely result in further division within industry based in 

capability and capacity. 

7.12. Conclusions 

This dissertation analyzed a regionally based industry attempting to create greater 

value/worth in its products and community by re-localizing its sourcing.  Unlike most 
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examples in the larger bodies of literature praising Japanese industrial structures and 

post-Fordist production systems, the wine industry of Yamanashi Prefecture represents a 

struggling cluster or regionally based industry. 

The story of wine in Yamanashi Prefecture was actually found to be of two 

distinct and evolving agro- and agro-industrial clusters, an antiquated table grape cluster 

possibly nearing its conclusion and an embryonic (i.e., in terms of development), and 

until very recently largely stagnant and dysfunctional viniculture cluster.  These two 

clusters are historically linked, with the origins of the viniculture cluster being little more 

than an offshoot of table grape production.  This dissertation teased out the internal 

structures, construction of identities and social-economic dynamics within and across 

these clusters to explore how they guide and are guided by the dynamics of production, 

innovation, competition, cooperation, learning, governance and marketing.  Data were 

collected through one hundred and forty-five formal interviews with stakeholders across 

clusters, archival research and participant observation as a table grape, winegrape and 

grape for wine grower in the region for over one and one-half years.   

Initial chapters in this dissertation focused on the historical geography of the 

grape and wine clusters, the grapes produced, the typological and negotiated identities of 

each cluster and the changing relationships between the clusters to determine how they 

are affecting this desired shift to production of more premium wines.  Fieldwork revealed 

that as the viti- and viniculture clusters developed, their interface evolved from an 

amiable to typically now antagonistic relationship.  As a result, growers shifted to higher 

value table grapes at the expense of grapes typically fermented by the viniculture cluster.  

This resulted in a major, possibly crippling diseconomy from the perspective of wineries.  

In short, the longer term supply and quality of grapes for fermentation comprises one of 

the largest concerns facing industry, something that must be addressed if the cluster seeks 

to remain in situ in their production and shift to wines marketable on a international 

standard.  Likewise, as the viniculture cluster seeks an increasingly larger amount of 

locally grown grapes, this tightening of supply severely limits capacity.  Considerable 

improvements are required in legislation, education and communication networks to 

create a wine-focused viticultural tradition.  
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This dissertation then shifted to explore the constructed identities of wine across 

stakeholders in both clusters, how and by whom “quality” is being defined and the 

numerous (in-) formal branding schemes used to relay that quality to consumers.  

Importantly to its short-term survival, the viniculture cluster was found to have recently 

begun to produce meanings and add “cultural” value to its product line.  In particular, 

recent innovations have facilitated the revaluation the Koshu grape, argued by some to be 

the sole Japanese V. vinifera.  The industry was shown to have been able to link the grape 

and its resultant wines to heritage and tradition, effectively creating a more marketable 

identity and winescape.  This re-branding of production has provided some members 

within the cluster with an unprecedented level of positive exposure in the domestic and 

international markets.  

Overall, this study advanced our understanding of the role of clusters in the 

survival of smaller scale agro-industries in the globally dictated ‘quality’ marketplace.  

Findings detailed how clusters operate in meeting contemporary challenges of Japanese 

regional economies and communities, particularly those comprised mainly of Small and 

Medium Sized Enterprises (SMEs) in upland areas. This advanced our understanding of 

rural revitalization, industrial organization, agro-industrial clusters and Japan’s regional 

and industrial geographies.  Findings speak to interdisciplinary concerns of geographers, 

regional planners, local governments, agricultural and industrial associations and scholars 

of viti- and viniculture.  The research also provides a comparative case for all who study 

and promote rural economic vitality in Japan, the United States or other advanced 

economies.  

This research also helped address the many policy questions of the sustainability 

of rural areas in advanced economies.  It offered local and regional policymakers insights 

into cluster possibilities and pitfalls for administrative or legislative applications.  It also 

contributed to our understanding about the complexity of regulating 100% locally grown, 

creating territoriality and the building of actual and conceptual ‘placeness’ in agro-

industrial products. 
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Appendix A:  Conventions and Terminology 
 
Appellation d’origine contrôlée (AOC)-from the French meaning “controlled 
designation of origin”.  Often included in wine laws to regulate harvest boundaries, 
permissible grape cultivars and viti-vinicultural practices.  The scopes and geographic 
scales of AOCs vary.  
 
Assemblage (i.e., アサンブラージュ, Asanburaju)-a volunteer industry club begun in 
2000 for the sons of small and medium sized winery owners.  Nine members, most 
between thirty and forty years old.  Organizes winemaker’s dinners and events as well as 
viti-vinicultural technical exchange between members.  Typically their fathers are 
members of the Katsunuma Wineries Club.  
 
Association of Nippon’s Wine Lovers (i.e., 日本ワインを愛する会, Nippon Wain o Ai 
Suru Kai)-a group of wine lovers based in Tōkyō that seeks to promote Japanese wines 
more generally.  Organizes some tastings and events. 
 
Budō no Oka (i.e., ぶどうの丘, Budō no Oka)- built in 1975, this tourist complex is 
located on a hill on the North side of Katsunuma Budōkyu Station. It includes a hotel, 
restaurant, conference facilities and sampling room.  A lengthy treatment of this complex 
and its role in the promotion of the grape and wine clusters is in Chapter Six. 
 
Budōshu (i.e., 葡萄酒, budōshu)-literally “grape alcohol”. Budōshu is often translated 
into English as “wine”, although many argue that it is a different type of beverage 
(Chapter Five).  
 
Brix-the accumulation of soluble solids in the berries (Winkler et al. 1974, 556).  
Abbreviated as °Bx. 
 
Chaptalization-the process of adding additional sugar to the must before or during 
fermentation.  The object is not to sweeten the wine, but rather provide more sugar for the 
yeast to ferment.   
 
Currency:  All monetary amounts in this dissertation have been converted from yen to 
dollars at a rate of 100¥ = US$1 
 
Custom Crush-the paying of a winery to process grapes into wine 
 
Flaws vs. Faults-a distinction is made between these two words when assessing wines.  
Flaws are considered a minor deviation from the norm (i.e., a lower concentration of off-
flavors), while faults are considered major departures from what is considered acceptable.  
Typically, flawed wines are still deemed drinkable, while faulted wines may not be. 
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Fuefuki City Wine Association (i.e., 笛吹市ワイン会, Fuefukishi Wain Kai)-an industry 
support association for the wineries of Fuefuki City.  Secretariat is located in the offices 
of the Fuefuki City Chamber of Commerce and Industry.  The association includes 
twelve members (seven from Ichinomiya Town, two from Isawa Town, two from 
Makioka Town and one from Yatsushiro Town).  Helps to organize the New Wine 
Festival in Isawa Town 
 
Gibberellins-plant hormones that are applied to grapes to influence various 
developmental processes (e.g., to produce seedless grapes) 
 
Grape Tourist Inn (i.e., 観光ぶどう園, kankō budō en)-located throughout the Kōfu 
Basin, at their most basic these grower owned retail sales locations are basically 
comprised of a large overhead pergola and display of fruit for sale.  Visitors are able to 
purchase a number of cultivars of grapes.  Depending on the location, size and season 
they may also offer wine, peaches, other fruit and vegetables, juices, souvenirs, etc.  
Some also offer guests the option of eating at a small restaurant, coffee shop and/or 
outdoor barbeque (typically under the grapes).  Many can accommodate private 
automobiles and tour buses that may park under the pergola. 
 
Great Heisei Mergers-In the middle to late 2000s, many villages, towns and cities were 
(re)- amalgamated in a larger consolidation process called the “The Great Heisei 
Mergers” (Yamanashi Prefecture 2008).  The most important place names of the grape 
and wine industries in the prefecture along with the appropriate dates follow.  Figure 1.4 
illustrates them spatially. 
 
Kōshū City- November 1st, 2005.  Enzan City, Katsunuma Town, Yamato Village 
 
Fuefuki City- October 12, 2004.  Isawa Town, Misaka Town, Ichinomiya Town, 
Yatsushiro Town, Sakaigawa Village, Kasugai Town 
 
Fuefuki City- August 1st, 2006.  Fuefuki City and Ashigawa Village 
 
Kōfu City- March 1st, 2006.  Kōfu City, Nakamichi Town, the Northern Region of Kami-
Kuishiki Village 
 
Yamanashi City- March 22, 2005.  Yamanashi City, Makioka Town, Mitomi Village 
 
International Organisation of Vine and Wine (OIV)-an inter-governmental 
organization that deals with the technical and scientific aspects of viti-viniculture.  
Neither Japan nor the United States is a member.   
 
Isshōbin (i.e., 一升瓶, isshōbin)-a 1.8-liter bottle traditionally used in the Yamanashi 
wine industry.  Isshōbin are not popular with collectors unlike the larger sized bottles of 
wine elsewhere.  Budōshu is typically sold in isshōbin. 
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Institute of Enology and Viticulture at the University of Yamanashi (i.e., 山梨大学ワ
イン科学研究センター, Yamanashi Daigaku Wain Kagaku Kenkyū Sentaa)-founded in 
1947 under a different name.  Has various research laboratories related to wine 
production.  It is rare in Japan as a national university that also holds a license to make 
alcoholic beverages. 
 
Japan Sommelier Association (i.e., 日本ソムリエ協会, Nippon Sumurie Kyōkai)-the 
representative association for sommeliers in Japan.  Yamanashi is part of the Kantō 
regional block.  Slowly members of this association are starting to look more towards the 
Japanese domestic wine industries.  
 
Japan Wineries Association  (i.e., 日本ワイナリー協会, Nippon Wainari Kyōkai)-a 
national association for wineries in Tōkyō begun in 1974.  Focused on national issues 
(e.g., the liquor tax) and has the ear of the national government.  Twenty-three wineries 
from Yamanashi Prefecture are members 
 
Japanese Central Union of Agricultural Cooperatives (JA) (i.e., 農業協同組合, Nōgyō 
Kyōdō Kumiai)-began in Yamanashi Prefecture in 1948.  JA is a farmers’ voluntary 
mutual aid organization comprised of a number of individual cooperatives on the local, 
municipal, prefecture and national levels.  Yamanashi Prefecture has eleven larger 
branches of JA.  The three branches of JA Fruits Yamanashi, JA Fuefuki and JA Kōfu are 
the most important to the wine industry.  Growers join JA as it is a convenient place to 
order all agricultural chemicals at one time and one place, buy fuel and shipping boxes, 
conduct banking, etc.  It also serves as a potential outlet to ship fruit.  
 
Kai Vin (i.e., 甲斐VIN)-a group of volunteers that hosts wine competitions for wineries 
in Yamanashi Prefecture  
 
Katsunuma Wine Association (i.e., 勝沼ワイン協会, Katsunuma Wain Kyōkai)-an 
industry representative association in Katsunuma Town.  All twenty-four wineries in 
Katsunuma are members.  Office located at the town government and serves as a link 
between industry and the Kōshū City government. 
 
Katsunuma Wineries Club (KWC) (i.e., 勝沼ワイナリーズ・クラブ, Katsunuma 
Wainarizu Kurabu)-a voluntary marketing organization founded by winery owners in the 
Katsunuma Town area in 1987 to promote wines fermented from the Koshu grape.  Used 
to be named the Katsunuma Winery Club. Their budget is mainly from member dues, but 
some funding is received from different levels of government for organizing events.  Ten 
members.  Many of their sons are in Assemblage.  Organizes tastings and appreciation 
courses. 
 
Kiiroka (i.e., きいろ香, Kiiroka)-a style of producing wine from Koshu grapes that 
expresses components of passion fruit, grapefruit, lime and/or white peach 
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The Kō or Kan Character (i.e., 甲)-The historical province that generally corresponds 
with the present geographic area of Yamanashi Prefecture was called Kai Province (i.e., 
甲斐国, Kaikoku) and had its capital at Kōfu City (i.e., 甲府市, Kōfu Shi).  Although the 
Kōshū grape (i.e., 甲州, Kōshū) uses the same first character, in English it is almost 
always spelled without macrons as “Koshu”.  After the Great Heisei Mergers in 2005, 
Enzan City, Katsunuma Town and Yamato Village merged to form Kōshū City (i.e., 
甲州市, Kōshū Shi).  That is, presently the main city in Yamanashi Prefecture where 
Koshu grapes are grown is Kōshū City.   
 
Koshu of Japan (KOJ)-organized under the umbrella of the Yamanashi Prefecture Wine 
Manufacturers' Association.  Begun in 2009.  They are funded through a promotional 
program of the Small and Medium Enterprise Agency, the Yamanashi Prefecture 
Commerce and Industrial Support Section and various other entities.  KOJ seeks to 
establish Koshu wines from Yamanashi Prefecture oversees and eventually export. 
 
Kōshū Road (i.e., 甲州街道, Kōshū Kaidō)-the route in the Edo period that connected 
Kai Province (i.e., modern-day Yamanashi Prefecture) with Edo (i.e., Tōkyō).  Important 
to the grape and wine clusters is that the Kōshū Road had three postal towns in 
contemporary Kōshū City (including Katsunuma Town), one in Fuefuki City and one in 
Kōfu City.  Contemporary National Highway 411 shares some of the same road (See 
Figure 6.3). 
 
Measurements:  The following conversions have been used in this dissertation: 
1 hectare=2.4711 acres 
1 are= 100 square meters 
1 chōbu (i.e., 町歩)= 2.4506 acres 
1 tan (i.e., 段,反)=0.245 acres 
 
Mountain Grapes (i.e., 山葡萄, Yama budō)-technically only Vitis coignetiae, a species 
found wild in Japan.  In common parlay however, several species of the genus Vitis, 
including V. coignetiae, V. flexuosa (i.e., V. thunbergii), V. amurensis and V. ficifolia are 
referred to in Japan by this term. 
 
Must-pressed grape juice with the skins, seeds and stems of the fruit still included 
 
Négociant-originally a French term for a wine merchant who assembles the 
grapes/must/bulk juice/grape concentrate of other growers and sells the resulting wine 
under its own name 
 
Personal names:  As is custom in the Japanese language, Japanese personal names in 
this dissertation are listed in the order of surname and then given name.  Western names 
are listed in the order of given name and then the surname. 
 
Pruning-comprises the removal of living canes, shoots, leaves and other vegetative parts 
of the grape vine (Winkler et al. 1974, 287) 
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Roadside Station (i.e., 道の駅, Michi no Eki)-government-designated rest areas found 
along Japanese highways.  Many Roadside Stations also serve as locations for farmers’ 
markets, where visitors can purchase locally produced food and souvenirs.  Many of 
these markets display the names and/or photographs of growers in marketing produce.  
  
Shōchū (i.e., 焼酎, shōchū)-distilled alcoholic beverages made from sweet potatoes, 
barley or rice.  They typically reach over 25% alcohol by volume and can be drunk 
straight or mixed with other beverages. 
 
Team Kisvin-a loose network of growers, academics and businessmen seeking to 
improve the level of viticulture for winegrapes and grapes for wine.  They also organize 
class and training sessions for growing winegrapes and grapes for wine. 
 
Thinning-the removal of flower clusters, immature clusters or parts of immature clusters 
(Winkler et al. 1974, 287) 
 
Tobin (i.e., 十瓶, tobin)-earthenware containers used to ferment early styles of wine in 
Yamanashi Prefecture.  They held ten isshōbin (around eighteen liters). 
 
Training-the development of a young vine into a desirable form (Winkler et al. 1974, 
272) 
 
Viniculture-the science or study of winemaking 
 
Viticultural terminology:  Throughout this dissertation a distinction is made between 
“table grapes”, “grapes for wine” and “winegrapes”.  This distinction makes no division 
as to how the grapes are raised, rather their genetics and ultimate use.  “Table grapes” 
refers to any vitis grown for fresh consumption.  “Grapes for wine” refers to any non-V. 
vinifera (e.g., V. labrusca grapes or hybrids) grown for fermentation.  “Winegrapes” only 
refers to classical V. vinifera grown for fermentation.  Although the genetics of Koshu are 
debatable, the variety has been included here as a “winegrape”, although always 
mentioned separately.  It is also important to note that Koshu is almost exclusively grown 
as a table grape in overhead pergola, even if it will eventually be fermented.   
 
Viticulture-the science or study of grape growing 
 
Vitis labrusca-the species of grapes typically used in the fresh or table market.  Although 
they can also be fermented into wine, the final product is typically considered inferior to 
wines produced from Vitis vinifera.  International trade in wines produced from Vitis 
labrusca grapes is non-existent. 
 
Vitis vinifera-the species of grapes typically fermented into wine.  Although there are 
thousands of different cultivars, only a few are fermented into wines that are traded 
internationally.  These are referred to as “classical V. vinifera” in this dissertation. 
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Wine Center of the Yamanashi Industrial Technology Center (i.e., 山梨県工業技術セ
ンターor 山梨県ワインセンターYamanashi Ken Kōgyō Gijitsu Sentaa or Yamanashi Ken 
Wain Sentaa)-founded in 1974, it currently employees five staff members and a couple of 
interns.  Funding is entirely from the prefectural government.  The Wine Center is tasked 
with improving winemaking in the prefecture.  The Wine Center is the public industrial 
research institution of the prefecture (公設試, kōsetsushi). 
 
Wine Law-legislations regulating aspects of the production and sale of wine.  Wine laws 
are written to combat fraud and regulate designations of origin, labeling practices and 
vinicultural procedures.   
 
Wine Tourism Ltd. Yamanashi (i.e., ワインツーリズム山梨, Wain Tsurizumu 
Yamanashi)-begun in 2004, this company organizes events and tours to vineyards and 
wineries in the Kōfu Basin. 
 
Yamanashi Fruit Growing Association (i.e., 山梨果樹園芸会, Yamanashi Kaju Engei 
Kai)-a gathering of growers who hold learning sessions on the practical growing of table 
grapes, peaches and other crops of importance in the prefecture.  This group is located on 
the premises of the Yamanashi Fruit Tree Experiment Station.  They do not focus on 
winegrapes or grapes for wine. 
 
Yamanashi Fruit Tree Experiment Station (i.e., 山梨県果樹試験場, Yamanashi Ken 
Kaju Shiken Jō)-an experiment station started in 1937, it has changed names and 
locations a number of times before moving to its current location in 1997.  It employs 
around sixty people who research various locally important crops (including five in table 
grapes and two in breeding grapes for wine).  Research is funded by the prefecture, 
except for its grapes for wine breeding program that is funded by the Ministry of 
Agriculture Forestry and Fisheries.  From 2011 it will add an additional employee 
focusing on growing Koshu grapes for wine.  JA, the Yamanashi Fruit Growing 
Association and the Ministry of Agriculture, Forestry and Fisheries suggest research 
topics. 
 
Yamanashi Prefecture Commerce and Industrial Support Section (i.e., 山梨県商工労
働部産業支援課, Yamanashi Ken Shōkō Rōdō Bu Sangyō Shien Ka)-a prefectural 
government funding source for many of the collaborative events and operations of the 
wine cluster.  These include Koshu of Japan and the Yamanashi Nouveau Festival 
 
Yamanashi Prefecture Wine Manufacturers' Association (i.e., 山梨ワイン酒造組合, 
Yamanashi Wain Shuzō Kumiai)-the main wine industry association in Yamanashi 
Prefecture.  Funded in part by the Yamanashi Prefecture Commerce and Industrial 
Support Section.  Almost all wineries are members, paying fees based on volume of 
production.  All wineries have one vote, but leadership and agendas are often set by the 
larger wineries.  Includes a number of sub-branches and intra-industry groups based on 
geographic location, viti-vinicultural interests, etc.  One sub-branch has the right to sell 
alcohol and organizes events/festivals.  The export project called Koshu of Japan is 
organized here. 
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Yamanashi Winery Association  (i.e., 山梨ワイナリー協会, Yamanashi Wainari 
Kyōkai)-an association organized by the prefectural tax office to work with wineries on 
tax issues.  This includes only those wineries in Kōshū City, Yamanashi City and Fuefuki 
City. 
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Appendix B: Base English and Japanese Interview Schedules (Wineries) 

Firm Name- 
Date- 
 
A.  Background Information 
 
1.  Name and status of respondent? 
 
2.  What are the origins of your winery/firm?  (Please provide a brief history.) 
 
3.  Numbers employed in 2000:  Full-time_____  Part-time_____ 
 
4.  Numbers employed now:  Full-time_____  Part-time_____ 
 
Is there any seasonality with this employment? 
 
5.  Ownership: 
 
Independently owned_____   Branch plant_____   Other_____ 
 
6.  What is your product mix in 2000? 
 
7.  What is your product mix now? 
 
8.  Main varieties of grapes used in your wine? 
 
Changes over time? 
 
9.  What is the percentage of grapes grown on: 
 
Your own vineyards in Yamanashi Prefecture_____% 
Your own vineyards in other prefectures (not Yamanashi)_____%  Where_____ 
Yamanashi Prefecture (not your vineyards)_____% 
From other prefectures in Japan (not your vineyards)_____% 
From imported grapes/must_____% 
 
10.  Do you have a contract with JA for winegrapes?  How does this relationship work?  
What are the positives and negatives of this business relationship? 
 
11.  If you have contracts with JA, how have they changed over the last ten years?  e.g. 
the amount of grapes requested, the quality of grapes, etc. 
 
12.  Do you have direct contracts with grape growers for winegrapes?  How does this 
relationship work?  What are the positives and negatives of this business relationship? 
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13. If you have direct contracts with grape growers for winegrapes, how have they 
changed over the last ten years?  e.g. the amount of grapes requested, the quality of 
grapes, etc. 
 
15.  Have your sources for grapes changed since changes to the Agriculture Land Act in 
2003/5? 
 
16.  If you use grapes/must from vineyards owned by others or imported, how did you 
learn of the source? 
 
17.  How do you control the quality of how these grapes are grown? 
 
18.  How long have you had a business relationship with your sources? 
 
B.  Marketing 
 
1.  How would you define your market in 2000? 
Mass_____   Quality_____   Both_____   Other_____ 
 
2.  How would you define your market now? 
Mass_____   Quality_____   Both_____   Other_____ 
 
3.  What are you plans for the future with regards to your target market? 
 
4.  How do you sell your wine (e.g. at winery, internet sales, government distribution, 
etc)? 
 
5.  Have there been many changes in how you sell your wine over the last ten years? 
 
6.  What are your plans for the future as to how you sell your wine? 
 
7.  Where do you sell your wine (e.g. at winery, Yamanashi Prefecture, Japan, foreign 
countries)? 
 
8.  Have there been many changes in where you sell your wine over the last ten years? 
 
9.  What are your plans for the future as to how you sell your wine? 
 
10.  Are you exporting?  Export ready?  Export interested? Please comment. 
 
11.  (If applicable) Do you participate in the "Wine Domain of Origin Certification 
Regulation" (i.e., ワイン原産地認証条例, Wain Gensanchii Ninshō Jōrei) or “Katsunuma 
Town Recommended Wine Seal” (i.e., 勝沼町推奨ワイン, Katsunuma Chō Suishō 
Wain)?  Why or why not? 
 
12. Is it useful to your firm?  How? How not? 
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13.  What are your reasons for/against joining these programs? 
 
14.   (If applicable) Do you plan on participating in the “Kōshū City Wine Standards” 
(i.e., 甲州市原産地呼称ワイン認証システム, Kōshū Shi Gensanchi Kōshū Ninshō 
Shisutemu) that will begin next year?  Why or why not? 
 
15.  What are your reasons for/against joining this program? 
 
16.  How do you make your products known to customers?  Is it successful? Please use 
scale 1-5 and comment. 
 
17.  Does anyone help you with marketing?  Please comment. 
 
18.  Do you receive help with marketing from any trade association?  Comment. 
 
19.  Do you receive help with marketing from government? Comment. 
 
20.  Do you jointly market with any other firms?  Comment. 
 
21.  What is the biggest problem you have with marketing? 
 
22.  What is the industry’s biggest problem with marketing? 
 
C.  Technical Knowledge 
 
1.  (1-5 Scale)  Is keeping up to date on the latest advances in viniculture (e.g. harvesting, 
fermentation, aging, bottling, packing, storage) important to you?  Please comment. 
 
-How do you keep up to date? 
 
-Has this changed over time? 
 
-What kinds of advances have been most important to your firm? 
 
2.  (1-5 Scale)  Is keeping up to date on the latest advances in viticulture important to 
your firm?  Please comment. 
 
-How do you keep up to date? 
 
-Has this changed over time? 
 
-What kinds of advances have been most important to you firm? 
 
3.  Has any local university research been helpful to you?  Please comment. 
 



 

 

421 

     

4.  What is your firm’s biggest current concern regarding viniculture and viticultural 
knowledge? 
 
5.  What is the industry’s biggest current concern regarding viniculture and viticultural 
knowledge? 
 
6.  Do you have any links or exchanges with foreign firms or agencies?  Please comment. 
 
7.  Do you hire any consultants for growing or production?  Please comment. 
 
D.  Cooperation 
 
1.   Please describe your firms’ relationship with the following organizations.  Please also 
explain any benefits or drawbacks as a result of this relationship. 
 
*Yamanashi Prefecture Wine Manufactures Association 
 
*Japan Wineries Association 
 
*Katsunuma Winery Association 
 
*Katsunuma Grape Sightseeing Association 
 
*University of Yamanashi Life-Long Wine Education Program 
 
*Kōshū City Tourist Association 
 
*Kōfu City Tourist Association 
 
*Wine Tourism Yamanashi 
 
*Katsunuma Wineries Club 
 
*Assemblage 
 
2. Do you feel that the industry works together well to promote Yamanashi wine as a 
region?  Please comment. 
 
3.  Do you own your own harvesting, pruning, storage, etc. equipment? 
 
4.  How are your firm’s views represented to government? 
 
5.  Are their any specific government programs or initiatives that have been useful to 
your firm’s goals?  Please comment. 
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6.  Do you feel the government is doing a good job to promote your firm?  Please 
comment. 
 
7.  Has your firm been negatively affected by any government legislation?  Please 
comment and give examples. 
 
E.  Expansion 
 
1.  Many wineries in the prefecture have expressed a desire to start producing premium 
quality and locally grown wine.  Is this possible?  Please comment. 
 
2.  Would an AOC for the whole of Yamanashi Prefecture be useful to your firm?  Please 
comment. 
 
3.  How does your firm define premium quality wine? 
 
4.  How does your firm define locally grown wine? 
 
5.  Do you feel that the government has been helpful in improving the overall image of 
Yamanashi wine?  Please comment. 
 
6.  What could government do to improve your firm’s success? 
 
7.  Do you feel that the associations have been helpful in expanding the overall image of 
Yamanashi wine?  Please comment. 
 
8.  What could the associations do to improve your firm’s success? 
 
9.  (Scale 1-5) Would you say that your firm is currently successful?  Please comment. 
 
10.  What do you predict your firm will be like in 10-15 years?  
 
11.  What, if anything, needs to change for this to happen? 
 
12.  What do you predict the Yamanashi wine industry will be like in 10-15 years?   
 
13.  What, if anything, needs to change for this to happen? 
 
I thank you for your time.  If at a later date I need to clarify a few of your answers, would 
you be willing to meet for five minutes? 
 
Do you have any questions? 
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(1-5 Scale guide) 

1.   not at all successful (useful) 

2. marginally successful (useful) 

3. partially successful (useful) 

4. very successful (useful) 

5. extremely successful (useful) 
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インタビュー表：  ワイナリー 

ワイナリーの名前： 

年月日： 

 

ワイナリーの背景 

 

１ ．名前と職業 

 

２．ワイナリーの歴史と設立の由来 

 

３．２０００年の従業員数： 常勤＿＿＿＿＿非常勤＿＿＿＿＿ 

 

４．現在の従業員数： 常勤＿＿＿＿＿非常勤＿＿＿＿＿ 

  特定の季節だけ雇う労働者はいますか。 

 

５．所有権はありますか。 

 

６．２０００年に作っていた製品は何ですか。 

 

７．現在の製品は何ですか。 

 

８．ワイン用葡萄の種類は何ですか。 

  昔と変わりましたか。 

 

９．ワインのための葡萄はどこで、何パーセントとれたものですか。 

 

自分の所有する山梨県の畑＿＿＿＿＿％ 

自分の所有する他の県の畑＿＿＿＿＿％ 

自分の所有しない山梨県の畑＿＿＿＿＿％ 

自分の所有しない山梨県以外の日本の畑＿＿＿＿＿％ 

輸入した葡萄ジュース＿＿＿＿＿％ 

 

１０．ワインを生産するにあたって、現在農協との取引はありますか。 

また、農協との取引において有益な点とそうでない点がありましたら教え 

て下さい。 

 

１１．１０の質問で現在取引があるとお答えになった場合のみお答えください。 

１０年前と現在では、貴社と農協との関係はどのように変化しましたか。 

また、取引の量や契約の内容等に変化はありましたか。 
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１２．現在何軒の葡萄栽培農家と契約していますか。 

 また、農家との取引において有益な点とそうでない点がありましたら教 

えて下さい。 

 

１３．１０年前と現在では貴社と契約農家との関係はどのように変化しましたか    

   また、取引の量や契約の内容等に変化はありましたか。 

 

１４．２００３年、２００５年の農地法により何か変化がありましたか。 

 

１５．もし他の畑や 輸入した葡萄ジュースを使用しているなら、どのようにそのジュ

ースの存在を知りましたか。 

 

１６．もし他の畑や 輸入した葡萄ジュースを使用しているなら、どのように質を管理

していますか。 

 

１７．ジュース供給会社と何年前からビジネス関係がありますか。 

 

マーケテイング 

 

１．２０００年は質と量とどちらを優先していましたか。両方ですか。 

 

２．現在は質と量とどちらを優先していますか。両方ですか。 

 

３．今後どのような市場をターゲットとして考えていますか。 

 

４．どのようにワインを売りますか。（ワイナリー、インターネット 、など） 

 

５．この１０年間でワインの販売方法に変化がありましたか。 

 

６．将来の販売方法について、変更する予定がありますか。 

 

７．どこでワインを販売しますか。（ワイナリー、山梨県、日本、外国） 

 

８．この１０年間でワインの販売所に変化がありましたか。 

 

９．将来の販売所について、変更する予定がありますか。 

 

１０．今輸出していますか。輸出できる状態ですか。輸出に興味がありますか。お考え

をお聞かせください。 

 

１１．ワイン原産地認証条例または勝沼町推奨ワインに参加していますか。お考えをお

聞かせください。 

 

１２．ワイン原産地認証条例または勝沼町推奨ワインは貴社の役に立っていますか。 

(下のスケール案内をご覧になってください) お考えをお聞かせください。 
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１３．参加する／参加しない理由は何ですか。 

 

１４．来年度から始まる「甲州市原産地呼称ワイン認証システム」に参加する予定はあ

りますか。 

 

１５．参加する／参加しない理由は何ですか。 

 

１６．どのような消費者に貴社の製品を知らせていますか。それは成功していますか。

（下のスケール案内をご覧になってください） 

 

１７．マーケテイング について、助言をしてくれる人がいますか。お考えをお聞かせ

ください。 

 

１８．マーケテイングについて貿易協会から何か助言を受けていますか。 

もしそうなら、どのぐらい役に立っていますか。 (下のスケール案内をご覧になってく

ださい) 

 

１９．マーケテイングについて政府から何か援助を受けていますか。 

もしそうなら、どのぐらい役に立っていますか。 (下のスケール案内をご覧になってく

ださい) 

 

２０．他のワイナリーと一緒にマーケテイングをしますか。 

もしそうなら、どのぐらい役に立っていますか。 (下のスケール案内をご覧になってく

ださい) 

 

２１．マーケテイング について貴社の一番大きな問題は何でしょうか。 

 

２２．マーケテイングについて山梨ワイン産業の 一番大きな問題は何でしょうか。 

 

技術的な知識 

 

１．ワイン製造の過程で最新の技術を取り入れることはどのぐらい重要でしょうか。

（ 下のスケール案内をご覧になってください） 

 

̶どのように新しい技術を取り入れますか。 

 

̶どのように変わりましたか。 

 

̶どのようなことについて改良を試みていますか。 

 

２．葡萄栽培で最新の技術を取り入れることはどのぐらい重要でしょうか。（ 下のス

ケール案内をご覧になってください） 

 

̶どのように新しい技術を取り入れますか。 
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̶どのように変わりましたか。 

 

̶どのようなことについて改良を試みていますか。 

 

３．山梨大学の研究は役に立っていますか。 (下のスケール案内をご覧になってくださ

い）お考えをお聞かせください。 

 

４． 葡萄栽培とワイン 製造に関して貴社が一番心配していることは何ですか。 

 

５． 葡萄栽培とワイン 製造に関して山梨県のワイナリーとして一番心配していること

は何ですか。 

 

６．海外の会社や団体と協力していますか。 

 

７．葡萄栽培やワイン 製造 のコンサルタントを雇っていますか。 

 

 

協力 

 

１．貴社と下記の各団体との関係を教えて下さい。 

また、各団体との関係おいて、有益またはそうでないこと等ありましたら教えて下さい。 

 

＊山梨県ワイン酒造組合 

 

＊山梨県酒造協同組合 

 

＊日本ワイナリー協会 

 

＊勝沼ワイン協会 

 

＊勝沼ぶどう郷観光協会 

 

＊ワイン科学研究センター ワイン人材生涯養成拠点 

 

＊甲州市観光協会 

 

＊甲府市観光協会 

 

＊ワインツーリズム山梨 

 

＊勝沼ワイナリーズクラブ 

 

＊アサンブラージュ 山梨の若手醸造家 

 



 

 

428 

     

＊ぶどうの丘 

 

 

２．山梨ワイン産業のために山梨ワイン産業全体で一緒に協力していますか。 (下のス

ケール案内をご覧になってください) 

 

３．装置や設備を持っていますか。もしない場合、どこから借りていますか。 

 

４．貴社の考えをどのように政府に知らせていますか。 

 

５．貴社の目的に役立つような政府主導のプログラムがありますか。 

 

６．今行われている政府プログラムは貴社の役に立っていますか。 

 

７．政府の規制によって、何か悪影響がありましたか。 

 

発展と拡張 

 

１．多くの山梨県のワイナリーは、地元またはローカルで育った質が高いワインを作り

たいと言っています。これは可能でしょうか。 

 

２．山梨の政府のAOCは貴社に役立つでしょうか。 

 

３．どのようにワインの質を定義していますか。 

 

４．どのように地元を定義していますか。どのようにローカルを定義していますか。 

 

５．山梨ワイン産業全体のイメージを改善するのに、政府が役に立っていると感じてい

ますか。 

 

６．貴社の利益を増やすために、政府は何をしたら良いでしょうか。 

 

７．山梨ワイン産業全体のイメージを改善するのに、協会が役に立っていると感じてい

ますか。 

 

８．貴社の利益を増やすために、協会に何をして欲しいですか。 

 

９．貴社は今成功しているといえますか。 (下のスケール案内ご覧になってください) 

 

１０．１０－１５年後貴社はどうなっていると思いますか。 

 

１１．そのためにどのような 改善が必要ですか。 

 

１２．１０－１５年後山梨ワイン産業はどうなっていると思いますか。 
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１３．そのためどのような 改善が必要ですか。 

 

 

 

 

 

 

 

 

1-5 スケール案内 

 

１－全く成功していない（全く役に立たない） 

２－あまり成功していない（あまり役に立たない） 

３－どちらとも言えない 

４－成功している（役に立つ） 

５－非常に成功している（非常に役に立つ） 
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Appendix C:  Generalization of Respondents 
 
A total of 145 respondents provided information and opinions analyzed in this 
dissertation.  The respondents are summarized here according to role and gender.  
Respondent numbers correspond to references in the dissertation chapters.  Individuals 
often played more than one role, but are listed here under the role most significant to this 
research. 
 
Role Male Respondent 

Numbers in 
Text 

Female Respondent 
Numbers in 
Text 

Total 

Winery 
-Winery owners, 
winemakers, including 
those serving as 
consultants 

60 7, 10, 14, 15, 16, 
18, 19, 26, 27, 
30, 31, 32, 35, 
36, 38, 39, 40, 
41, 43, 45, 48, 
49, 52, 54, 57, 
58, 59, 60, 61, 
62, 63, 66, 71, 
73, 75, 76, 77, 
78, 79, 81, 83, 
84, 91, 93, 98, 
100, 104, 105, 
114, 115, 116, 
117, 118, 119, 
120, 122, 123, 
127, 132, 133 

7 2, 23, 33, 37, 92, 
99, 136 

67 

Growers 
-Full and part-time 
grape growers, retired 
growers 
 

21 12, 20, 28, 34, 
56, 65, 68, 69, 

70, 86, 124, 125, 
126, 128, 130, 
137, 138, 140, 
141, 143, 144 

7 29, 87, 88, 101, 
131, 142, 145 

28 

Associations 
-Trade, consumer 

12 13, 22, 42, 46, 
50, 55, 64, 72, 

74, 94, 102, 111 

2 21, 80 14 

Government  
-Including Kōshū City, 
Fuefuki City and 
Yamanashi Prefecture, 
Chamber of Commerce 

11 11, 17, 51, 53, 
95, 96, 97, 103, 
106, 107, 108 

0 N/A 11 

Wine Research 
-Research institutes, 
universities, students, 
professors, Japan and 
California 

8 3, 4, 5, 6, 8, 24, 
25, 134 

0 N/A 8 
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Role Male Respondent 
Numbers in 
Text 

Female Respondent 
Numbers in 
Text 

Total 

Grower Support 
-JA, agricultural 
advisors, agricultural 
scientists, breeders, 
extension 

6 47, 89, 90, 110, 
121, 135 

0 N/A 6 

Experts 
-Historians, industry 
writers 

4 67, 82, 109, 113 0 N/A 4 

Wine Trade 
-Some traders make 
wines but are not 
double counted. 

3 1, 9, 129 0 N/A 3 

Parallel Industries 
-Wine pork, Mann’s 
Rain-Cut 

2 85, 112 0 N/A 2 

Religious Leaders 
-Buddhist, Catholic 

2 44, 139 0 N/A 2 

Total 129  16  145 
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