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‘Goyotashi’

CONTINUED FROM PAGE 22
fan of the Dulles bag and
seems to be still using the one
he bought in 1994, according to
Noboru Wakabayashi, 66,
chief of the product develop-
ment division.

At a time when society is
generally shunning top-class,
traditional goods in favor of
handier items, it is not easy for
these crafts people and confec-
tioners to continue with their of-
ten costly and time-consuming
production methods.

Some maintain traditions
and cherish those who have
loved their goods while others
reinvent themselves, and ad-
vance into new fields by taking
advantage of the know-how
and technologies they have ac-
cumulated in their long histo-
ries.

Kawabata Doki has passed
its recipes from generation to
generation and has hardly
mechanized its production
process because it knows that
excessive automation will
change the taste of its prod-
ucts.

The store is now run by Chi-
kako Kawabata, the 55-year-
old wife of the late 16th-gener-
ation master, with four part-
time vet skilled confectioners,
one of whom works with Ka-

wabata each day, meaning the
daily workforce is only two.
“People may be stunned to
see our shop is so small, but
since our chimaki cannot be
produced in a large volume,
we will never gel big," Kawa-
bata said in the shop, where
two people can barely sit, but
added she believes that this
uncompromising stance dis-
tinguishes the shop from all
other Japanese sweet makers.
Like those at many other
traditional businesses, the
crafts people at Ginza Taniza-
wa are getting old. In most
cases, their workshops have
been inherited by members of
their familles, but the younger
generations are increasingly
shying away from taking over,
according to Wakabayashi.
Ginza Tanizawa's sales
have also recently been eaten
away by the popularity of
more casual nylon bags. But
“we are a bag maker,” Waka-
bayashi said. “We will not give
in and will continue making
superb, handmade bags." Hi-
yoshiya has also seen lean
times. When Kotaro Nishibori,
34, joined the business, run by
his wife's family, a decade
ago, the store only earned ¥1
million a year and the family
was barely surviving on pen-

sions. “It was about to close,"
he said.

But Nishibori, who was cap-
tivated by the charm of exqui-
site classical Japanese um-
brellas, could not just let the
business goand ata time when
the Internet was not as wide-
spread as today he quickly
launched a Web site to attract
potential customers.

In cooperation with an inte-
rior designer, Nishibori, who
seems more a designer than a
traditional craftsman, also
worked on the development of
covers for lighting that use the
same materials — Japanese
paper and bamboo — and
structure as umbrellas,

Hiyoshiya is now earning a
solid reputation in the interna-
tional arena of arts and de-
sign, and as a result its reve-
nues are steadily expanding.

No matter how successful
he becomes in the lighting
business, however, Nishibori
said, “Umbrellas will remain
our core business.”

Meanwhile, Kambayashi
Sannyu, 53, continues to serve
customers with top-class
green tea at a reasonable
price, hoping they will learn
firsthand what real Uji green
tea tastes like amid the spread
of brands that contain non-Uji
tea varieties. "People need to
discover ‘the real thing' for
themselves,” he said, "Other-
wise, Japan's traditional in-

dustries will collapse. What
we can and should do as an es-
tablished store is to protect,
maintain and spread tradi-
tions."

The Imperial Household
Ministry, the predecessor of
the Imperial Household Agen-
cy, effectively started the so-
called “goyotashi” official Im-
perial warrant system in 1891,
in an effort to enhance domes-
tic industries amid the in-
crease in imports of overseas

oods.

Only stores and merchants
that had demonstrated excel-
lent quality and performance
in their products and services
were authorized to supply the
ministry, which became an
agency in 1949,

The warrants were not per-
manent and the holders were
required to go through inspec-
tions after a certain period of
time to renew their permits.
Those that failed to meet the
standards were stripped of
their warrants. The agency
terminated the system in 1954
against the backdrop of ad-
vanced democratization and
growing calls for equal busi-
ness opportunities. There
were 83 warrant holders at
that point.

The agency allows former
warrant holders to tout them-
selves as goyotashi but warns
against too extensive adver-
tising using the term.
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‘Goyotashi’: by appointment to the Imperial family

Meriko Yasumsto
KY000

When the Kyoto Imperial Pal-
ace was In dire financlal
straits in the early 1500s fol-
lowing a clvil war that lasted
over a decade, one rice cake
maker began delivering red
bean-covered

rice balls to the
emperor overy morning. This
was thestartof a tradition that
continued for almost 350 years
until the capital was relocated
to Tokyoin 1869.

The rice cake maker, the
first-generation Kawabata
Doki, and his heirs won the
trust of the Imperial court,
and were commissioned to
supply rice cake products for
many Imperial rites and
events throughout the year, in-
cluding “oscchl,” or tradition-
al Japanese New Year’s dish-
es, nndlt&hiese wmc'!heli;enxiedw
a gpec ate at the palace,
which stlﬁ bears the name
Dekimon.

Stores that were or are au-
thorized to supply goods or
services to the Imperial fami-
ly, like Kawabata Doki, are
limited to those that have
achieved certain standards in
quality and ormance, and
spare no effort in pursuing
even better products.

Bergaln luxury: Mitsuboghi-en Kambayashl S8annyu serves
tap-grado tea at a reasonable prica at its cafe behind the store

tn UJi, Kyoto Prefecture. xvooo

From 1391 to 1954, there was
a strict Imperial warrant sys-
tem commonly known as “goy-
otashi” and special permits
were issued tosuch authorized
stores. But before and after
that period, crafts people and
confectioners with distin-
ul:gelg pl;iodl;cts hlnve el;-
oy e privilege of supply-
ilgthe Imperial court.
The flagship preduct of Kawa-
bata Doki is Doki “chimaki,”
or Imperial chimaki, a pud-
dinglike cake made of arrow-
root powder wrapped in five

. : . L
Best-selter: Ginza Tonlzowo Intreduced the Duiles bag in tho 19503 and its regutar custoniers

bambco leaves and bundled
into a cone-shaped set of five.
The cake, as clear as crystal,
was created at the request of
anemperor in the 1500s.

The family has inherited a
host of picture scrolls showing
its 500-year history. One of
them shows that Doki chimaki
has delighted not just mem-
bers of the Imperial family
with its delicate sweetness
and smocth texture but also
such notables as Akechi Mit-
suhide, a famous 16th-century
warrior.

Trademark: Mitsuboshi-an Kambayashi Sannyu's threo red

dots have become tho symbel for toa fields on Japaneso

maps. xvopo

During Kyoto’s Glon Festl-
val, chimaki amulets, which
are cone shaped like Dokl chi-
maki but have no food inside,
are nlwnﬂz on sale, and they
can also be seen hanging un-
der the eaves of the entrances
to houses in the eity. But noex-
act explanation has been giv-
en as to why the shape of chl-
maki hns been adapted into an
amulet or how chimaki and
the festival became related.

Kyoto is also home to many
other goyotashi stores, such as
Hiyoshiya, which was estab-
lished in the late Edo Pericd
(1603-1867) and goes back five
generations. It is now the enly
store In the prefecture dealing
In traditional Japanege um-
brellas and one of about 10
such stores nationwide.

One of its huge red umbrel-
las adorned the tea ceremorx
that Britaln's Queen Elizabe
11 attended in 1575 in a garden
at the Katsura Imperial Villa
during her visit to Kyoto. The
store still occasionally re-
cefves an order for 20 or more
Japanese umbrellas from the
Kyoto Imperial Palace.

The second generation of
the family moved to the pre-
sent location in the city’s Ka-
migyo Ward to make use of the
spacious premises in Hokyoji

‘'omple across the strect for
drying the ofl-coated umbrel-

as.
Miyawakl Balsenan, a Ja

ancse fan maker founded

Kyoto in 1823, supplied a small
fan to the Imperial Houschold
Agency for Empress Michiko,
in mid-1970, when she was
Crown Princess, to give to her

the occasion of the “Shichi-Go-
San (7-5-3)" Festival to cele-
brate her growth,

In 1881, the two princesses
visited the store and watched
the fan-making process, Shozo
Miyawaki, the 81-year-old ad-
viser of the stere, recalls. “I
heard it was their first visit to
a commoner’s store.” When
the store refurblshed its main
shop in 1902 it asked 48 well-
known painters from the Meiji
Era (1868-1912) such as To-
mioka Tessai ¢ach to paint a
fan-shaped picture on the ceil-
ing. The ceiling is deemed so
precious that it is designated
as one of Kyoto Prefecture’s
official cultural assets.

Also in Kyoto is Jusanya, a
boxwood comb shop with a 130-
year history. It is located on
Shijo Street in the heart of the
clty, where various speciaity
stores create a major shop-
ping destination for tourists.

The small shop, which can
only accommaodate four or five
customers at once, supplied
about 120 specinl combs to the
Imperial Household Agency
ahead of the Daljosal Shinto
rite in November 1980 in line
with the enthronement cere-
mony for Emperor Akihito.
The combs are for a woman’s
hairstyle called “osuberaka-
shi,” which i3 created when
women in the Imperial family
and court ladies wear a spe-
clal 12-layer ceremonial “ju-
nihitoe” kimono.

Mitsuboshi-en Kombayashi
Sannyu, which supplied green
tea leavesand ered tea to
the Imperial {amily in the Mel-
Ji Era, was Japan's first tea

Royal atyle: About 120 of
thase spaclal combs ware
supplied to tho imperial
Houschold Agency for female
membera of the Imperial
tamlly and court ladies to
wear at tho Dajjosat Shinto
rite. xvooo

in the late 1500s in the city of
Uji, Kyoto Prefecture, where
one of Japan's most famous
tea fields is located.

The first Kambayashi San-
nyu became tea leaf master
for the Tokugawa Shogunate
during the Edo Period. Every
time the store received or-
ders, it erganized a mission to
carry a huge pot containing
tea leaves over 500 km to Edo
(Tokyo), a journey that tock
about two weeks.

According tothe 16th-gener-
ation master Kambayashi

, the size of the Uji tea
field has shrunk to about one-
twentieth of what it was dur-
ing the Mei}i Era because of
land development, and his
store is probably the only one
that continues offering 100
percent genuine Uji green tea.

You will find goyotashi
stores not just in the anclient
capital, but almost every-
where across Japan. In Tokyo,
Ginza Tanizawa was the first
shopin Japan to make and sell
Western-style leather bags.

In 1953, the store supplied
about 10 bags to Emperor Aki-
hite, who was then Crown
Prince, and about to make his
{irst overseas trip to Europe
and the United States, includ-
ing attending the coronation of
Queen Elizabeth I1. Each was
made to order to pack such
special tems as a silk hat or a

For all occasions: Miyawaki Baisenan makes varlous types of

fans, including thoso for toa ceremony teachers and studonts,
kabukl performers and “rakugo” storytellers. «vcoo

Traditional methods: After being coatad with cil, Hiyoshiya's

umbrellas are dricd on tho premisas of Hokyo[l Temple In
Kyato, [ust across the streot from the shop.  xvooo

The store also gained na-
tionwide recognition with its
go-called “Dulles bag,” also
known as a doctor's bag,
named after John Foster Dul-
les who was carrying this type
of bag during a visit to Japan
in 1951 as a special envoy fer
negotiations on the San Fran-
cisco Peace Treaty. Dulles lat-

state.

The bag, which hit the
shelves under the slogan
“Symbol of Peace Dulles
Bag,” ended up being a block-
buster, despite its ¥5,000 price
tag atatime whenthe average
monthly salary was around
supplicrs ¥8,000.

Crown Prince Naruhitois a



