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Research details Comparison/Analysis of Issues/Proposals
antenna shops for Antenna Shop IIDE
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Project task/Research details
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Project task

75T+ 3w FIIDEQERIRE L - 97 L.
EREHIORTMA ] TBERFAEL TR TPIR] LERRIE
FBEho,. PYUFFavIIc KOS IBEEICDOLWTE X D,

By comparing/analyzing the current situation of the Antenna Shop IIDE, we
figure out the roles of antenna shops in general from several perspectives
such as “lide town’s base in Tokyo”, “information offering”, “interaction” and
“product sales”.



Ak

Method

- U2 /BREZ /I (C DUV THID Learn about Yamagata/lide town
2/1 ILFEER REBFTEES Lecture by Yamagata office in Tokyo
2/2 A5+ VFwF UEER Online cooking

2/3 ERXEXOEDEHCDULTHID OkitamaxMinato
2/4 7723w TIIDESEEARIE " 5\ Story about Antenna Shop IIDE

» 7 V7 F 2 3w FPEERA visit antenna shops
2/1 SOVLWLFETSY/ME< 5L/
MEREHTIRD 77 > 7 F 2 3w FE6M Visiting antenna shops
2/3 7273w JIIDEEEA Visiting Antenna Shop 11DE
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Final Presentation

- g‘? y7_'j- 23wV 7’0)6:}19? Analysis of each Antenna Shop
—EB‘L\ L L\IJ.IH275 'U' Oishii Yamagata plaza
-7'3\(& < 5 | Kahokurashi

- PY5F Y 3w FIDE/BREEIRE

Antenna Shop IIDE/Issues and Proposals
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Comparison/Analysis of antenna shops

1. FLILVLWIET S Y Oishi Yamagata Plaza
2. hMF< 5 U Kahokurashi

NN
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Oishii Yamagata Plaza

Q =R RXIBAET-5-10

B0 7 YT av S

An antenna shop of Yamagata prefecture

MFRSERRGEI—F

Shop for local specialties
2QF: LRSSV TYvYHS 55 Y70

Restaurant “Yamagata Sandandelo”

BRI — —

Tourism information center
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Roles of the antenna shop

- 2B B/ Goals
PUTFUavTT=g#HBE TcCOLEENE. BEBEDEITE

=T v~ Targets

LUFE(CERIRD dp S5 R 2T People who are interested in Yamagata
AYDORS/MECEREL CLREITSPEER

Middle-aged and older people who understand the value of "real" things
BB (CEIFE TN CTLVS T People who work in the area
BEADERRIES T TORIEADTTAR Chefs and cooks at restaurants in th€ agea
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Designing product displays

- EEMARX3TX

You can see where the
products are produced.

N
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Information about ingredients
from Yamagata
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Attractive introduction of
products
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How to choose the products to sell

KEICHSNTULWEWLFEERE

Promoting the still-unknown aspects of Yamagata

+
IR BEICE > TIREN < EFENOD< L SLBMET

Choosing products that are nostalgic for people from Yamagata

- ECICTEFRO>TUBE I TIFEL -
HRTHIORBE>TLWEVY T —fEm

Selling minor products

P <P L (..
(M E{Eolch\ s 7 YT+ avTIc
BULTIFLL

Selling newly developed products



;S 77 ILEm
Trial Products

%ﬁ%l:%g 8 E /H\HFEﬁ BEA:E?,E&% Selling new products for a limited time.
9%7‘?‘?‘6‘0)&}7575_ %5 Seeing how people in Tokyo react to it.
BEIFEB(OOFEATE 7 VT —F~)

\,\
\ ﬁ‘ﬁ”@*”%ﬁgﬁﬂi < EQKHE Making the store's profit margin lower.
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Events

- EEBLEICLDER - R

=

Jrm =B

Demonstrations and product explanations by producers.

- FTEmOBHE LRSS

Trial sales of new products

> HE ST ADRIGE E (RN DBRSIRET

Consideration of displaying products on shelves based on

reactions from customers

%
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Success of local industri
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Experiencing Yamagata's food

IJ Z I\ 5 \J JJE;;{;;g7£ﬁkﬁﬂﬁi
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Transmission of information

2F R —7—

Tourism Information Center

- BT/MEBOENEER - H50OT - ARV MMER - W —IBHR

Tourist information, catalogs, event information, and tour information
UWEEHBD XS W D

Staffs from Yamagata
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2. MIF< 5L

Kahokurashi

oﬁﬁ'}\%ﬁfﬁ HAX=ERE2-12-10
BC1E 4 [ S A VY RIS s R

J‘ | iMi( |

| b
An antenna shop specialized in Kahoku-cho ? | E
. /|F::JEI‘ijShop\ 2F: L X =2/ Restaurant f ZF?? |
- HBY ;—_[jbm@%ﬂ%{i Purpose:Sharing local appeals || *”“*"""““L

-> AR IE] 4+ [ETHA

Minimizing population decrease + Attracting people
- H—=Fw 301

Target customers: late 30s
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Development of local industry

=Ty k1Y (eTJOFTKT7IR)

Market-In (©Product-Out)

RimDEH - Bt
Providing/Selling products

D ERFEI(BRR)D
—_—X&HH

Sharing market needs in Tokyo

ME< 5 LeltHA EEHeILE
Kahokurashi@Setagaya Producers@Yamagata
P DB
5 : Bk

New product development
Ex.second-rate products
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Connection

T NFEEEORENDD

Interaction with elementary school students in the town

- SNSODJEF

Utilization of social media
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Interaction with elementary school students

BROBBADEDEEKLTESS

Making them proud of their hometown

SAHCEIDESZER VT W X{ED ot
Students make goods using specialties in the town T Prasacs
P9¢05) 1< Stey,, 75%“*“,‘7'")1’:,#;[1‘

) m%q’% € E W ((: t EBE PNECE Lsur sTicorvhg

Displaying the goods in the store
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Utilization of social media

WITERADEDERUTESS

Making them proud of local products
- SNS(Instagram, Facebook)(C TREMIBIRE (5

Sharing product information on social media

- MTTERMNRFTEINTUVDIEU =5

Pleased to know their products being sold in ToI<yo Sense of pride

- SNS=1EHFE+B#AZCX DY —IU

Social media=sharing information+ showing appreciation
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Sharing local appeals to younger generation

B HOADITZNDD

Shop make-up

ARV DRk

Events

LS
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Shop make-up

POFFavIF'sULEVW'FES
»

Not being conventional “antenna shop-like”

B oo i
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* Store interior ;
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Information journals
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Events

AJCH E RFRDIEEL

Bridging Kahoku-cho and Tokyo

- BHEAARY bk ex. [RIED < DAER

Cooking events ex. Experiencing miso(fermented soybean paste)production

- EEBERBORR

Interaction with producers/farmers
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Issues/Proposals for Antenna Shop [IDE
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Antenna Shop IIDE
Q st REMFIL2-7-6
- BREE D SR OHFERK&O
LR EIHOEY) & IR5t

Rice and special products made in lide are sold here
(Some famous products made in Yamagata are also sold.)

- BATFOINEEDEEFRBRIAE
= DIMTICHESE

Born out of the growing ties between Koenji and lide Town, especially &
farming experience for elementary school students

- =T vk BREREFEOEVG. 300/ FEDA

Target customers : Health-conscious people, 30s / Elderly
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Issues/Proposals for Antenna Shop [IDE

1. BREHINDEHF->HY - BIEEEDATDT

Not enough thought is given to the pamphlet to promote tourism and moving to lide

~

- BAED"E 2MMTF" ELDBHDARE
(RESLELMCEPE—ILE | )

Less incentive for visitors to move to lide

(Especially for those who are not interested in being farmers)

BV T LY REREDRE
. dewgtourist pamphlets
o ® 5




- BREHETDOMIECRFA. BmOEEZE
> EREHIAD

They should create displays to tell the geographical features and main sights of iide
—~>make visitors understand lide deeper

- B RN. BEBmDITE
> EREHIAD

They should provide more information on moving and tourism that is more
convenient for visitors (Such as information on subsidy for domestic immigrants)
—>Promote visitors to trip or move to lide



2. TBRES L1 OARRE

Not enough originality of lide

TEREFNDCMIEZRTHIER(TFRI)PDIEIMC
lide’s traditional crafts (A sedge hat and vine bags)

<BRETIESNIEMETF

Japanese confections
made in lide

f

U

—ECHREEL AN S, | /
We can’t recognize that they are
made in lide
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They should emphasize products that are from lide
making use of original stamps and special sections

FIZE--BREV—DUE2REERMIC !
For instance::- they can put the special
stamp on the products made in lide

N\
N TEHIES & LTOBN

| e

They should introduce their traditional
crafts and tell their traditional culture




3. 9—FvwhkeSEULBNAENFA+NS

Not enough appeal for their target customers

EREGROLEEAOERZIDIZL

Health-conscious people want to know
/ ‘ more about the product (Such as who

produced it, where it’'s from, and how it's

/ produced) @

\ Fm) HlcEHhd1—+—
\ \ BREENDS L EM o B2 D HILS

BRICDVTOEREAMDIL

Not enough introduction about rice made in lide
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FEAEDOE. BRI CTCOEE. £EEE - &TiE.
RERDIEDFESALEZBIT

They should tell the “story” of their products
(such as who produced them, where they are from and how they are produced)

Il‘r

Yamagata T suyahime Meister !

| LovdET 5/ B EEA

>E@mAD [ Z0 - 1=§ﬁJ /Ebméﬁﬁﬁf_

@
: ® o @ Consumers will feel more relieved/They can tell good points of lide



4. JOFMATORREIEDEN

They have to find a new way to communicate with their customers in the spread of Covid-19

- JOFMACEEEENEREHEICEHAC C
EDEEL O

In the spread of Covid-19, farmers in lide have difficulty
in going to Tokyo and deliver their products by hand

VS0 VIR EDOPROGEE

They will hold online-cooking class in February
19th , but not announced well.




E':I,_
9
=
g
[EH]

- EmBEAERIC. RBOHSHTAEICKSHIER
OQRI—FZTL TV ! (=1 7% ]

They can give customers QR Codes of recipes by farmers in lide O]

A VS0 VRHERZEDPR

They should announce online-cooking class on a large scale

> U CEBREHD N
RO CESD

Even in the spread of Covid-19, customers and farmers in lide can
@ o “communicate” with each other!
@
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Our Suggestions

8 - BTIRERAEREBED R Providing more information on tourism and moving
- BRE TS RMDEEIE Highlighting the lide brand

- BmD [ X = —] ZA[fR1L visualizing the "story” of a product

- QRO—R®AFISA VAR REFRUEDERD DEIE

Creating relationships between customers and producers through the use of QR codes and online events

PDULOERBTAEDIXKICK > THREH NN =
SSICRETSICEMTEINTIEELM

With a little ingenuity, we can further promote the appeal of lide!
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A flyer about an lide cooking
class on Zoom (2/19)
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Future plans/prospects

- BREBTDO AR & DEEMD Connection with people in lide

- R E D@ Cooperation with students
ex. 7w X PR mOIESEECE /5T
Displaying/ Selling goods and products

- HEEEDEE Cooperation with producers/farmers
ex. aAFORE(EBENZ L. F)aHBL. REEmERAR

Sharing market (Koenji) characteristics (many single residents etc.) and
developing store-limited products
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Future plans/prospects

- iﬁ/{/\\y F@;ﬁﬁ Demonstration/Events

- HEZEEHBEEDIRM Interaction between producers and consumers
ex. HICETD. BIOFTARU K~

Demonstration of making rice balls/rice cakes

' j?*%%iﬂ—‘%ﬁ Demo moving to lide

- P UTF 3w TEF S Antenna Shop lide=departure point
- HAMEAPBRRE For a certain period of time like two weeks
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Thank you for listening.



