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Abstract 

 

    This paper examines the Akihabara area of Tokyo through ethnography and fieldwork and discusses how the area 

of Akihabara was converted into the information space Akiba, through information giving birth to space. This 

particular study argues regarding the meaning of tourism (tourism as tourism marketing) in such a shift to becoming 

Akiba (an information space) by using a regional analytical model created from prior research. 

The paper explores the mechanisms supporting Akiba tourism (tourism marketing in Akihabara), using the case 

studies of the places commonly known as Luida’s Bar (situated in front of Yodobashi Camera’s Multimedia Akiba in 

Akihabara), the AKB48 Café, and electronics component shops. This assemblage of cases in the Akihabara area 

forms part of Akiba, the diminutive form of Akihabara, which has become an information space. Akiba tourism can 

be thought of as being responsible for out-of-the-ordinary performances that are characteristic of the tourism in the 

deeper levels of the unstable Akiba information space, that create a balance (or rather, integrate the boundaries of the 

real world and the fictional) for the area and for tourists. Akiba tourism has caused a shift from the area being 

regarded as Akihabara, a city of technological hardware innovation, to Akiba, a city of software innovation (or 

information space). Innovation in the Akihabara area caused the transformation in industries therein, and it is this 

mechanism for shifting markets that is the essence of tourism marketing in Akihabara. 
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I. Introduction 

1. Background of the Theme and the Objective of This Paper 

   Akihabara (the area) and Akiba (the information space) are what is known in Japanese as kotodama or words 

imbued with spiritual power. This is depicted in the phrase “秋葉原の情報空間＝アキバ（情報空間）” (roughly, 

the information space of Akihabara = Akiba [information space]). I have been involved with the symbol Akiba since 

June 2004; further, I have spent more than a decade since then in ethnography and fieldwork there. During that time, 

Akihabara has become more diverse, changing year by year, and its industries have also changed. I have analyzed 

and examined prior research in a variety of academic fields to understand this phenomenon; moreover, I have 

noticed that prior research on Akihabara has largely been limited to the fields of economics, business management 

(marketing), urban engineering, or architecture. In other words, studies till date have provided superficial overviews 

(i.e., they have examined only those aspects that can be observed or seen overtly). This paper aims to provide 

research that considers Akihabara’s information space from a tourism (or tourism marketing) perspective and at a 

deeper level (those aspects that are typically undetected). Moreover, this paper examines the ambiguous Akiba 

phenomenon: one is the real-world space and the other is a fictional space. Further, it attempts to clarify the identity 

of the information space. This is the essence of tourism marketing in Akihabara. 

    Figure 1 presents a regional analytical model. The meaning of the information space in Akihabara (Akiba’s 

market switching mechanism: an analysis of information spillover). This analytical model is a model of information 

distribution for regional revitalization created from a place. 

 



2 

Surface 

level: 

real-

world 

space 

(not 

behind 

the 

scenes)  

      Market 

Consumption (tourism): tourism marketing 

(Agility: otaku and entrepreneur careers 

and the area) 

Otaku clothing 

Area appearance and colors, design 

Economy 

      

Buyers and sellers 

 Atmosphere 

 

Place transformation (transactions and 

government administration) 

 

 

Deeper  

levels: 

fictiona

l space 

(behind 

the 

scenes) 

           

                     Information 

 

   Culture (individual motivations) 

human otaku-ness, freedom, dreams 

               Society and Stability 

 

 

Invisible rules and order 

“The sacred” “stories” 

Tourism (the out of the ordinary) (pilgrimages): 

tourism marketing 

Adjustment and integration 

 

Figure 1: The meaning of the information space in Akihabara (Akiba’s market switching mechanism: an analysis of 

information spillover). Source: Yamada (2013), added and modified. 

 

2. Prior Research 

    The Akihabara area has been researched within various scholarly fields. As was noted above, however, most of 

this research has focused on economics, business management (specifically marketing), urban engineering, or 

architecture. The research of Kato (née Ono) [1] is interdisciplinary and incorporates Jane Jacobs’ theories of urban 

development as well as ideas in the field of marketing. Yet, this is a study that is limited to Akiba’s facade. By 

contrast, though this is not a paper, Morikawa’s (2008) work from an architectural perspective created the concept of 

how the hobby structure of otaku (Japanese slang for geeks or enthusiasts) can modify a place (including buildings). 

This research hinted at the inner, or psychological, layers of otaku specifically, though it was mostly superficial, 

focusing on otaku clothing, building colors and design, and other related aspects. Further, Morikawa (2008) and 

Masubuchi (2012), have conducted multiple studies on locality and culture, and these are also cursory. Yamashita [2] 

discusses place (especially the function of place) from the viewpoint of business management (marketing); however, 

this too remains sketchy. Miyake (2010) examines locality as land. As can be observed in these examples, 

researchers have focused on locality in a cursory manner. 

It is in these circumstances that the new methodology of contact zones as related to locality appeared in the field 

of tourism studies, due to the research by Sunaga (2012) [3]. This study focused on alternative tourism within 

tourism studies, and it analyzed the locality of forests (chaotic spaces) as contact zones (Sunaga, 2012, p.19), “in 

contexts incorporated as sets of diverse meanings and personalities from the everyday world of those living in a 

region that accept ecotourism as part of alternative tourism, through a micro-analysis of social and cultural 

practices.” This study also emphasized surface-level phenomena (mainly economics and government 

administration), although it aimed to scrutinize deeper aspects of tourism studies, mainly culture, by considering the 

manner of examining context. 

Further, the study by Suzuki (2013) considered locality (of the Akihabara area) after the advent of the web 

society. Suzuki states, “The web enters into real-world space, and as the web buries what is happening in the real 

world through information, multiple points of information enter and exit the place previously thought of as real-

world space and form a complex reality. This phenomenon of having several openings through which information 

can enter and exit this real-world space is termed ‘the porosity of reality’” (Suzuki, 2013, p. 12). Suzuki explains 

this definition using the case of Luida’s Bar in Akihabara’s Yodobashi Akiba. In addition, Suzuki declares that cases 

such as Luida’s Bar have “the power to alter places into information spaces” (Suzuki, 2013, p. 35). Herein, we shall 
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primarily consider Suzuki’s definition and concept (see Figure 2: A conceptual summary of information space) using 

Figure 1: The meaning of the information space in Akihabara. 

    In the above paragraphs, we have reviewed prior research related to the Akihabara area and locality and have 

observed that there has been almost no research done from the viewpoint of tourism related to the Akihabara area (in 

the field of tourism marketing). 

    Thus, this paper reflects on the deeper levels of the Akiba information space from the viewpoint of tourism and 

examines its ambiguous relationship with the surface (in other words, this ambiguity stems from a single Akiba 

information space having two meanings, real-world space and fictional space). 

 

3. Research Method 

 The conceptual diagram of the regional (city-planning) analysis used in this paper is shown in Figure 1. The 

meaning of the information space in Akihabara assumes the importance of the complementarity (via the 

complementarity principle) of the surface level and deeper levels. Using the conceptual diagram of Figure 2 (A 

conceptual summary of information space) for our discussion, Section II discusses this topic using ethnography, 

fieldwork, and a survey of the literature. Section III presents a discussion on the meaning of tourism for the Akiba 

information space from the standpoint of tourism marketing. Further, a systems approach to tourism marketing is 

important by taking into consideration various thought processes from the perspective of marketing management, 

and it is defined as a “switching mechanism from a place of creation or production to a destination accepted by 

consumers, a market that brings consumers” (Lumsdon, 2004, p. 11). 

 

II. Discussion 

1. Figure 2 (A conceptual summary of information space) shows a conceptual diagram for Luida’s Bar provided by 

Suzuki (2013). This figure explains the relationship between locality and information space in Akihabara, with a 

focus on deeper levels: culture (individual motivations) and order (the sacred). 

 

 

 
      Figure 2: A conceptual summary of information space. Source: Suzuki (2013, p. 36)          

 

Photo 1: Luida’s Bar in Akiba. Source: Katasonova (2012, back cover) 

 

X axis: Elements that create the meaning of a space 

Y axis: Level of independence from physical space with a meaning of space 

 

X axis rectangles (L to R): Information specific to a space;  

                                             information tied to a space;  

                                             electronic communication with others 
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Y axis rectangles (T to B): Overwriting the meaning of a space;  

                                            providing new meaning to a space;  

                                            improving resolution of a space 

Circles (L to R): Navigation;  

                            marker-style AR;  

                            position information linked-AR;  

                            Luida’s Bar 

 

 

 

Suzuki states that “Information space changes reality.” Based on that idea, what follows is an explanation of 

Akiba (an information space with the power to modify a place) within the place of the Akihabara area. In particular, 

the study focuses on Luida’s Bar (Figure 2: A conceptual summary of information space) as analyzed by Suzuki 

(2013). 

Luida’s Bar is known to all those who love the game Dragon Quest IV (there are many who indicate that it is 

actually Dragon Quest III). It is highly unlikely that a person who loves to play that game would encounter another 

player of the game by chance and communicate. The place in Akihabara commonly known as Luida’s Bar was 

spontaneously created by gamers as a place for Dragon Quest IV players to gather and have such passing 

communication (Suzuki, 2013, p. 29). Considering the nature of the Akihabara area, it is easy to imagine it as a place 

for Dragon Quest IV players to gather. However, because Dragon Quest IV was released in the heat of summer, 

these gamers initially gathered in a “StreetPass Communication” spot created in the air-conditioned gaming section 

on the sixth floor of the Yodobashi Akiba store. So many gamers congregated there that Yodobashi Akiba opened up 

Luida’s Bar in a section in front of the store (Photo 1, bottom left; Photo 2; and Photo 3). 

 

 
             Photo 2: Current surroundings of Luida’s Bar         Photo 3: Luida’s Bar in its early days 

                 Source: photo by author (November 23, 2013)      Source: photo by author (December 3, 2013) 

     

    From this case, we can observe various characteristics of communication that have created an information space. 

First, communication that creates the meaning of information space is not limited to conversations in a real-world 

space. This would never have happened without advances in information and communications technologies and is 

qualitatively different from the meaning of spaces that have heretofore existed. This also implies that people sharing 

the meaning of that space are limited to those participating in that communication. If Yodobashi Akiba had not 

placed a sign for Luida’s Bar (Photo 3), those who do not play Dragon Quest IV or are not aware of StreetPass 

Communication happening there would see nothing out of the ordinary in that place. Based on this fact, we can find 

two characteristics of an information space created by communication. The first is that sometimes space and 

communication are independent of each other. In other words, communication about Luida’s Bar can happen outside 

the space where it exists. This is the external information spillover noted in Figure 1. The second is that 

communication occurs in advance regarding the meaning of an information space. Luida’s Bar becomes a 

meaningful space only after players begin to communicate there (Suzuki, 2013, pp. 34–35). Until now, economics 

has explained the surface level shown in Figure 1 by using the word “atmosphere,” as discussed by Alfred Marshall. 

However, research into the phenomenon of place (or area) should include the perspective of tourism studies, i.e., a 

systems approach, which can deal with the deeper levels shown in Figure 1. 
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                 Photo 4: AKB48 Café.                            Photo 5: A concentration of component stores  

                                                                                                            (Radio Center in the Akihabara Area). 

              Source: photo by author (November 16, 2013)    Source: photo by author (November 16, 2013) 

 

 Tourists in Akiba each have sacred things, stories, freedom and dreams. This is what Akiba tourism is. In 

Akihabara, AKB48 fans can visit the AKB48 Café and engage in Akiba consumption, where the information space 

augments both the real world and the fictional (see Photo 4 and Figure 1). Fans of electronic components can visit 

Akihabara and spend time amongst a plethora of components stores, in what might be considered a type of 

pilgrimage. In doing so, these fans are engaging in Akiba consumption, where the information space augments both 

the surface and the deeper levels (see Photo 5 and Figure 1). This is similar to Luida’s Bar. Without visiting 

Akihabara, one cannot obtain a meaningful position in the world of gaming. These cases are nothing more than 

pilgrimages of tourists to the holy land of the Akiba information space. By enabling the pilgrimages of otaku and 

professionals, the Akiba information space has become a place that adapts. 

  

 

III. Conclusion 

    The cases of Luida’s Bar, AKB48 Café, and electronics component shops, often visited by consumers (i.e., otaku) 

in Akihabara, can be understood as tourism behavior wherein consumers seek the sacred things, stories, freedom or 

dreams within the Akiba information space. The otaku consumers who visit these places can be analyzed as being 

part of a switching mechanism from a place of creation or production to a destination accepted by consumers, a 

market that brings consumers within a tourism system (taking a systems approach). This market conversion 

mechanism is the essence of tourism marketing. 

 Akihabara is an urban area that creates something new and exceptional. Akiba tourism acts out the exceptional, 

which is a characteristic of tourism at the deeper levels of the unstable Akiba information space as a social system. 

Akiba tourism balances this (see Figure 1) for both the area and tourists (otaku and professionals). The assemblage 

of places (i.e., destinations) in Akihabara that are like holy ground to tourists (as places of creation or production) 

for various forms of content has become the Akiba information space. Akiba tourism acts out the exceptional that is 

characteristic of tourism, in the deeper, behind-the-scenes levels of the unstable Akiba information space and can be 

analyzed as balancing markets for both the area and tourists (otaku and professionals). 

Analyzed historically and over the long-term, this tourism can be seen as being the driving force in converting 

Akihabara, seen locally as an area of technological hardware innovation, into the Akiba information space, an area 

of software innovation. This innovation in Akihabara caused a transformation in industries in the Akihabara area, 

and it is this mechanism that is the essence of tourism marketing there. 

 

 

 

Endnotes 

1）Kato (Ono), Y., “Akihabara Chiiki ni okeru Sangyou Shuuseki no Tokuchou to Shuuseki Jizoku no Mechanism 

ni Kansuru Kenkyuu” [Research on Analytical Models for Urban Innovation: Regional Value Creation or 

production and the Development of Sustainable Cities], International Development and Regional Planning 

Unit, Department of Urban Engineering, University of Tokyo Graduate School of Engineering (University of 

Tokyo Graduate School doctoral thesis). This paper is the only doctoral thesis on the Akihabara area. 

2) Yamashita, Y., “Shijou ni okeru Ba no Kinou: Akihabara no Kakaku Keisei Process” [The Function of Place in a 
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Market: The Price Formation Process in Akihabara], Soshiki Kagaku Vol. 27, No. 1, pp.75-86, Hakuto Shobo, 

1993 (a peer-reviewed Organization Society article (business management). This business management thesis 

deals with locality in the price formation process, using the concept of “place” in a market space (the Akiba 

information space). 

3) Sunaga, K., Ecotourism no Minzokushi: Kita Thai Sanchimin Karen no Seikatsu Sekai [The Ethnographic 

Magazine of Ecotourism: The Life and World of the Karen Hill Tribe of Northern Thailand], Shumpusha, 2012 

(Rikkyo University Graduate School of Tourism Studies doctoral thesis in tourism studies). This paper won the 

Tourism Writing Award at the 6th Japanese Tourism Research Conference in 2012. 

4) This is a photo of the back cover of a research text on Japanese culture by Professor Elena Katasonova (Russian 

Academy of Sciences, Oriental Studies Institute, Japanese Culture Research Center) which discusses “Luida’s 

Bar” in front of the Yodobashi Akiba store in Akihabara. With research regarding “why was Morning Musume 

[a popular all-girl singing group in Japan] created in Japan?” Professor Katasonova (PhD in sociology) is 

Russia’s leading researcher on Japanese culture, and the advisor (as a teacher accepted into the Russian 

Academy of Sciences) to the author while studying abroad in August, 2012. The photo is the back cover of a 

research text published in 2012. It is no coincidence that leading researchers in Japanese culture in other 

countries, in addition to researchers in Japan, have used the example of “Luida’s Bar,” leading one to think that 

this establishment does have the power to change a place into an information space. 
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