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A Marketing Approach to Traditional Industries in Japan:
A Case Study of Traditional Knife Industry in Seki-City, Gifu-Prefecture
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B Abstract

This paper identifies the impact of traditional techniques of creating knives and
swords on product development and product strategy of iaito which is an imita-
tion Japanese sword for iaido. The author examines traditional crafts industries, an
outline of Seki-City, Gifu-Prefecture, and knives production techniques based on
techniques of creating Japanese swords. Furthermore, a case of Noshudo which is
a manufacturer and retailer of iaido tools is discussed.
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