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Abstract 
A geographical indication (GI) is a label used on a product, especially an agricultural 
product or a foodstuff, the distinctive characteristic of which is linked to the “terroir” of 
its place of origin. Terroir consists of both natural factors (e.g. soil and climate) and 
human factors (e.g. commonly shared cultivation methods) in association with that 
place. The use of a GI acts as a certification that the product possesses a guaranteed 
quality or reputation because it is made utilizing the terroir of that place. A GI is 
supposed to be legally protected as a type of intellectual property in accordance with 
the TRIPS framework of WTO. 

GIs and their power of terroir-based brand storytelling have been increasingly used as 
a marketing tool not only for the regional branding of agricultural products or foodstuffs 
but also for the branding of places to boost local food and beverage-based tourism, 
including wine tourism.  

Wine tourism is booming in a growing number of wine-producing regions around the 
world. In Japan, many wine enthusiasts now visit wineries in such places as Yamanashi, 
Nagano, Hokkaido, and Yamagata. Also, an increasing number of wine festivals have 
been held in those areas. The promotion of wine tourism has now been regarded by 
local municipalities in wine-producing areas as an essential policy target to develop wine 
clusters and boost local economy.  

This upward trend of wine tourism in Japan has occurred in parallel with the growing 
popularity of Japan Wine. Japan Wine is legally defined as wine made exclusively from 
grapes grown in Japan. Japan Wine is now recognized as the most important growth 
driver for the wine industry and wine tourism in Japan.  

In terms of Japan’s wine tourism growing further, it is of crucial importance for local wine 
clusters engaging in the production of Japan Wine to strengthen their regional wine 
brands to attract consumers to visit their places. This paper analyzes the importance of 
and challenges for utilizing GIs as a marketing tool for the growth of local wine clusters 
and wine tourism in Japan. 

Keywords: wine tourism, geographical indication, regional wine brands, terroir, 
government-industry collaboration 

1 INTRODUCTION 

A geographical indication (GI) is an indication which identifies a product, especially an agricultural 
product or a foodstuff, as originating in a region where a specified quality, reputation or other 
characteristic of the product is attributed to natural and human factors of the place of its origin. The 
natural and human factors in this context, taken together, are generally translated to be the “terroir” of 
that place. A GI is protected as an intellectual property right in accordance with the TRIPS framework 
of WTO. 

For wines, terroir is used across the world to explain the linkage between the quality or reputation of 
wine and natural and human factors of the place of its origin. GIs can work as a common local asset 
which enables local producers to promote the discourse on the attractiveness of terroir of their regions 
and thus to strengthen regional brand value of their wines. This can be seen in many successful wine-
producing regions, including world-famous French wine-producing regions such as Bourgogne, 
Bordeaux and Champagne. 
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In this regard, many successful wine-producing regions in Europe have effectively utilized geographical 
indications (GIs) as a tool to strengthen regional brand values of wines made in their territories and to 
appeal about those values for facilitating wine tourism. In Japan as well, increasing attention has been 
paid to the power of GIs in respect of promoting regional brands of local foods and drinks and facilitating 
local food and drink-based tourism in GI-denominated regions. This paper analyzes the importance of 
and challenges for utilizing a wine GI as a marketing tool for the growth of local wine clusters and wine 
tourism in Japan.  

2 GI WINE AND JAPAN WINE 

In Japan, annual alcohol consumption per capita has consecutively shrunk over the decades. However, 
wine consumption in the country has steadily increased in recent years. In fact, wine is becoming one 
of the major alcoholic beverages consumed by Japanese people. One of the key factors behind the 
current wine boom in Japan is the growing popularity of so-called “Japan Wine,” which is legally defined 
as wine made 100% from grapes grown in Japan. As of 2018, while wines imported from foreign 
countries accounted for 66.5% of the domestic wine market in Japan, Japan Wine accounted for only 
4.6 % of the market, but its shipment has been on the increase in recent years [1]. Japan Wine has now 
been widely recognized as the most important driving force for the growth of the Japanese wine industry.  

In line with the growing popularity of Japan Wine, the number of wineries in Japan has constantly 
increased from 261 in 2016 to 312 in 2019. By regions, as of 2018, Yamanashi, which has the largest 
Japan Wine production share of 31.2%, is ranked first in terms of the number of wineries, with 85 
wineries in the region [1]. Yamanashi is followed by Nagano, which has the second largest Japan Wine 
production share of 23.8% and 38 wineries in its territory, Hokkaido, which the third largest Japan Wine 
production share of 15.7% and 37 wineries in its territory, and Yamagata, which has the fourth largest 
Japan Wine production share of 7% and 15 wineries in its territory [1]. 

At the same time, wine tourism has gradually taken root in major winemaking regions such as mentioned 
above. There is still not an overall statistical data to show the number of tourists who participated in wine 
tourism in those regions, but a growing number of local wine festivals and wine-related events have 
been held in those regions, some of which have attracted many people from all over Japan. For example, 
Yamanashi Wine Tourism, which is a wine festival held in Yamanashi, attracts 2,500 people in spring 
and autumn every year. Shiojiri Winery Festival, which is held in the Kikyogahara area of Nagano in 
spring every year, attracts more than 5,400 people from around the country. Yamagata Wine Bar, which 
is a wine festival held in Yamagata in spring every year, attracts 3,500 people, while Ikeda-Cho Wine 
Matsuri, which is a wine festival held in the Tokachi area of Hokkaido for only one day in autumn, attracts 
more than 4,000 people. These festivals have functioned as a gateway to the tastes of local wines, 
diverse terroir in vineyards, and wine tourism routes in the respective regions.  

One of the most important keys for local wine clusters in Japan to grow further and facilitate wine tourism 
in their territories is to expand regional brand values of their wines. In this regard, increasing attention 
has been paid to the use of GIs as a tool for upgrading regional wine brands. In Japan, under Japan’s 
Liquor Industry Association Act, the Director-General of NTA (National Tax Agency) has the authority to 
designate the name of a region as a GI for liquor, including wine, sake and shochu (Japanese distilled 
spirits). The Guidelines for GI Designation regarding Alcoholic Beverages published by NTA in 2015 
specify the requirements for the designation of the name of a region as a GI for wine. Table 1 shows 
several primary requirements in this regard. 
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(Source: composed by author) 

Under the above-mentioned scheme, two winemaking regions have so far been designated as a GI for 
wine: Yamanashi (registered in 2013) and Hokkaido (registered in 2018). Figure 1 shows the locations 
of those two GI-denominated regions and two other major wine-producing regions, namely Nagano and 
Yamagata, in Japan.  

 
Figure 1. Four major wine-producing regions of Japan  
(Source: author) 

As can be seen in Table 1, the GI wine must not only be Japan Wine but also possess a specific quality, 
reputation or other characteristic that is linked to natural and human factors of the place of its origin. The 
combination of natural and human factors in this regard can be translated as the terroir of the place. In 
this regard, natural factors can be such things as climatic features, sunshine hours, drainage, 
temperature changes during the day and little rainfall in the GI-denominated region, while human factors 
can be viticultural and oenological techniques handed down from generation to generation in the region. 
In effect, GI wines are expected to function as flagships of Japan Wine in the GI denominated regions 
by providing consumers with additional terroir-related information.  

When combined with effective terroir-based storytelling, a wine GI can be a significant tool for 
encouraging wine tourism in the GI denominated region. At the same time, a wine GI alone cannot be a 
sufficient tool for this purpose, and it must be supported by a variety of initiatives that strengthen the 
brand value of that region. This applies to Japan as well as to other wine-producing countries. 
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In Japan, more wine-producing regions should move towards GI registration, given the fact that there 
are only two wine GIs designated in the country. And, in order to fully utilize wine GIs to promote wine 
tourism in the country, various challenges must be tackled at the same time. This paper focuses on five 
important challenges in this regard, each of which will be analyzed below.  

3 CHALLENGES FOR WINE TOURISM IN JAPAN 

3.1 Terroir-based marketing regarding signature grape varieties in GI-
denominated regions 

One of the most important keys for successful GI-based wine marketing is to identify a signature grape 
variety or varieties that can match the terroir of that region and to appeal about that terroir for the 
identified signature grape variety or varieties. This is true of many successful wine-producing areas in 
Europe. 

In this regard, as Tab. 1 shows, one of the requirements for the wine GI designation in Japan is to 
identify a grape variety or grape varieties for the making of the concerned GI wine and insert the variety 
or varieties into the product specification. 42 grape varieties are mentioned in the GI Yamanashi 
specification, while 57 varieties are mentioned in the GI Hokkaido specification. Local wineries in those 
regions can choose one or more varieties from those identified varieties to make GI wines. Importantly, 
all the varieties specified in those GI wine specification do not necessarily match the terroir of the 
respective GI-denominated region. It is of vital importance, therefore, for winemakers in those GI-
denominated regions to identify a signature grape variety or varieties that can perfectly match the terroir 
of the regions and integrate terroir-based stories regarding those signature varieties into their regional 
brand strategy.  

Yamanashi can provide a successful case in this regard. Yamanashi is the birthplace of Japan's wine 
industry today. The Katsunuma area is the most core wine-producing area in Yamanashi. The success 
of winemaking in Yamanashi has been largely dependent on the region’s initiative in discovering the 
value of Koshu grape as its signature varietal for producing Japan Wine in that region. Koshu is Japan’s 
native grape variety for white wine. The taste of Koshu wine tends to be rather flat and to lack 
individuality because of its low sugar content in fruits, weak flavours and insufficient acidity. Local grape 
farmers traditionally looked down on the value of Koshu as a grape variety for wine. In order to improve 
the taste of Koshu wine in this regard, local wineries, Yamanashi Prefecture's Institute of Fruit Tree 
Science and the University of Yamanashi have made intensive efforts, sometimes under industry-
academia collaboration, in successfully upgrading their viticultural and oenological practices for making 
wines from Koshu grapes. Consequently, the value of Koshu as a variety for making Japan Wine has 
recently been highly appreciated, and Koshu has now been the most popular grape variety for producing 
Japan Wine. As of 2018, about 96% of Koshu grape cultivation in Japan took place in Yamanashi and 
about 48% of wine grapes made in Yamanashi were Koshu grapes [1].  

At the same time, intensive regional efforts were made, under the collaboration between local wineries 
and the local government, for Yamanashi to be registered as the first GI for wine in Japan. After the 
successful designation of GI Yamanashi for wine, many initiatives have been taken by various public or 
private entities in the region for pushing and advertising GI Yamanashi wines as flagships of Japan Wine 
made in that region.  

All these efforts have contributed to encouraging people to pay attention to the linkage between the 
quality of GI Yamanashi wines and the localities of Yamanashi, and motivating people to visit wineries 
in Yamanashi to this end. On the other hand, Yamanashi consists of diverse smaller winemaking areas, 
each of which has particular terroir. For people to be more motivated to visit wineries in Yamanashi, 
those particularities of terroir in different smaller areas within Yamanashi should be effectively 
communicated to them. An ultimate model in this regard may be Bourgogne, which consists of more 
than 1,200 vineyard lands, referred to as "climats," that are clearly delimited according to the terroir of 
each land and prioritized in the hierarchical system of AOC.  

In this respect, there has been a local initiative in uniting the opinions of all the wineries in the Katsunuma 
area of Yamanashi to apply for the GI Katsunuma designation. One of the proposed specifications for 
GI Katsunuma wines is that the GI Katsunuma wine must be made 100% from "Koshu grapes" grown 
in the Katsunuma area of Yamanashi. If GI Katsunuma for wine is successfully designated, Yamanashi 
will have the two-tier GI system for wine - GI Yamanashi on the lower level and GI Katsunuma on the 
higher level. While being the birthplace of Koshu grapes, Katsunuma has been one of the most popular 
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wine tourism destinations in Japan. GI Katsunuma is expected to make the brand value of that region 
stronger by providing customers with more distinctive terroir information regarding that particular area 
in Yamanashi. It seems to take some time, however, for all the wineries in the Katsunuma region to 
agree on the product specifications for GI Katsunuma.  

Turning to Hokkaido, signature grape varieties for winemaking in that region have been those that are 
resistant to cool winter temperatures in that area, such as Kerner and Zweigelt. On the other hand, 
under the current global warming, Pinot Noir has gained much attention as a possible signature grape 
variety in Hokkaido, especially in the Yoichi area of Hokkaido. In fact, the local government in the Yoichi 
area has promoted a local wine tour called "Yoichi Niki Wine Tourism Project," in which a focus is placed 
on the wines made from Pino Noir grown in that region. Hokkaido has several wine-producing regions 
that have different types of terroir. This project shows that, to maximize the effectiveness of GI Hokkaido 
for promoting wine tourism in Hokkaido, it is important to appeal about the particularities of the terroir 
for different signature varieties in different winemaking areas of that region.   

3.2 Integrated marketing of local wines and foods in the same regions 
When promoting a regional wine brand, it is important to connect it with other local food brands in the 
same region. The combination of the brands of local wines and foods in the same region can generate 
a stronger impetus for people to visit the region. In Europe, there are many places where integrated 
initiatives for promoting GI wines and other local foods such as cheese and olive oil in the same regions 
have led to generating stronger regional brands to attract visitors to those regions. Examples in this 
regard include Loire Valley, France. In the Loire Valley, there are six AOC  (Appellations d’Origine 
Contrôlées) cheeses and 69 AOC wines. And, those AOC wines and cheeses are effectively promoted 
as an integrated gastronomic heritage for attracting people to visit the region.  

In Japan, interest in localities of foods and drinks has been growing among consumers, but not enough 
efforts have been made to combine the brands of local wines and foods in the same places as a matter 
of integrated wine and wine tourism marketing.  

For example, the Tokachi region of Hokkaido has been famous as a winemaking region thanks to quality 
wines, including GI Hokkaido wines, made by the Ikeda Grape and Wine Research Institute. The institute 
is Japan's first local municipality-run institute for winemaking and has been a popular wine tourism 
destination, annually attracting about 300,000 people. At the same time, the fame of Tokachi as Japan's 
largest producer region of natural cheese has also been growing. In Tokachi, there are about 40 makers 
of natural cheese, and they account for about 60% of the entire production of natural cheese in Japan. 
Although Tokachi has not yet been designated as a GI for cheese, there has been a local initiative to 
promote Tokachi as a prominent cheese-making region by giving a certification of "Tokachi Brand" to 
those cheeses that are made in conformity with the product quality standard prescribed by the Tokachi 
Brand Certification Organization. However, no significant marketing initiative has been taken to combine 
the brands of GI Hokkaido wines produced in Tokachi and that of certified Tokachi Brand natural cheese 
to upgrade the attractiveness of Tokachi as a wine and cheese tourism destination.  

The same type of issue can be seen in Yamagata. As the fourth largest producer region of Japan Wine 
with 15 wineries in its territory, Yamagata has been increasingly recognized as a popular wine tourism 
destination. At the same time, the fame of Yamagata as a sake-making region has been growing since 
the name of the region was designated as the country's third GI for Japanese sake in 2016. Sake, 
sometimes called "rice wine" in foreign countries, is Japan's traditional alcoholic beverage made 
primarily from rice and water. Sake has a very long history in Japan with its origin dating back as far as 
2,500 years ago when rice growing became prevalent in Japan. Sake has deeply rooted in Japanese 
traditional culture. There are 1,523 sake breweries in Japan, from Hokkaido in the north to Okinawa in 
the south. Among them, 52 sake breweries are located in Yamagata. The Yamagata Sake Association 
has actively promoted sake breweries tourism. However, no significant marketing effort has been made 
to combine the regional brands of Japan Wine made in Yamagata and that of GI Yamagata sakes to 
upgrade the attractiveness of Yamagata as a wine and sake tourism destination.  

In both of the above-mentioned cases, the issue is the lack of cooperation and shared vision between 
responsible entities for the same purpose of revitalizing local tourism economy. To solve this issue, the 
local municipalities in the respective regions should take a leadership role in coordinating the 
promotional efforts of all the relevant local parties, including wineries associations, other food and 
beverage associations, and local DMOs (destination management organizations).  
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3.3 Biodiversity conservation and wine tourism 
In Europe, biodiversity conservation in vineyards has increasingly been regarded as one of the key 
factors in successfully promoting regional brand value of wines. In Spain, sparkling wine to be labelled 
with the D.O. Penedès must be made from grapes grown by organic farming in that region. In Bordeaux, 
France, as of 2017, 60% of the wine-growing region was already certified as taking an environmental 
approach [2]. The CIVB (Conseil Interprofessionel du Vin de Bordeaux) aims to get 100% of the 
vineyards involved in an environmentally sustainable process. One of the measures the CIVB has taken 
in this regard is the protection of the animal and plant biodiversity, and they have promoted, among 
others, an unprecedented study on bats as natural predators of insects harmful to the vines [3]. In 
Champagne, France, the CIVC (Comité Interprofessionnel du vin de Champagne) has committed to 
facilitating environmentally sustainable practices in the region through diverse projects. One of the 
initiatives taken by the CIVC in this respect is to promote the Sustainable Viticulture in Champagne 
certification. Since 2015, over 15% of the Champagne vineyard has already been certified under this 
scheme. Also, since 2005, all of the flora indigenous to the Champagne vineyards have been extensively 
catalogued for the purpose of biodiversity preservation [4].  

The CIVB and the CIVC have intensively conducted campaigns to appeal to the world about their 
biodiversity preservation initiatives in their respective territories. This can obviously be an important 
driving force for upgrading the environmental nature of their GI brands and for promoting wine tourism 
targeting at environmentally conscious wine consumers. On the other hand, in winemaking regions of 
Japan, including the two GI-denominated regions, namely Yamanashi and Hokkaido, there has been no 
significant regional-level-initiative in promoting biodiversity preservation in vineyards.  

One exception is a biodiversity conservation initiative promoted by Mercian, Japan's largest winemaker, 
in its own 20ha vineyard in the Mariko region of Nagano. The vineyard, called the "Mariko Vineyard," is 
located in a broad winemaking area called the "Chikuma River Wine Valley," which has 26 wineries in 
its territory and has been a popular wine tourism area in Nagano. Since 2014, Mercian has run a 
biodiversity survey project to identify the fauna and flora in the Mariko vineyard area in collaboration 
with the National Agriculture and Food Research Organization and with Earth Watch Japan, an 
international environmental NGO. In line with this project, Mercian has also promoted viticultural 
practices using native grasses as cover crops in the vineyard with the aim of facilitating biodiversity in 
the local area. One of the ultimate goals of these initiatives is to find a way for the reduction of pest 
populations by utilizing natural enemies such as spiders. 

An issue in the above-mentioned case is that Mercian has still not succeeded in fully utilizing these 
initiatives for upgrading their wine brands and in raising the awareness of general consumers about the 
importance of biodiversity in winemaking. Also, its biodiversity conservation initiatives have not yet 
spread to other wineries in the valley. Mercian is now expected to play a strong leadership role in 
maximizing the impact of its initiatives in this regard on the entire valley and showing a model case to 
strengthen the environmental aspect of a regional wine brand in Japan. 

Behind the lack of regional-level-initiative for biodiversity preservation in vineyards in Japan exists the 
Japanese wine consumers' lack of knowledge about the importance of biodiversity in vineyards. In other 
words, Japanese winemakers have not been under market pressures to move towards sustainable 
viticultural practices for biodiversity preservation. To overturn this situation, local universities and 
research institutes should more actively conduct research and educate consumers on the significance 
of biodiversity in vineyards. In addition, environmental NGOs should more actively engage in the 
education of consumers regarding this point in the same way as they have done for the consumer 
education regarding the fact that neonicotinoid pesticides used by rice farmers have had serious 
negative impacts on bees.  

3.4 Communication strategy for foreign tourists 
International inbound tourism has been a significant driving force for wine tourism in major wine-
producing countries. For example, Bordeaux hosted almost 2.7 million wine tourists during the high 
season, 39% coming from abroad, mainly from European countries, with 4% from the USA [5]. In New 
Zealand, 13% of all international visitors visited at least one winery, while in Australia, there were more 
than five million visitors to the country each year that went to a winery during their stay [5].  

Tourism from abroad is one of the most promising businesses in Japan. In 2018, the annual number of 
inbound travelers to Japan topped 30 million for the first time [6]. That is about six times the figure 
recorded in 2003, when the government set a target of welcoming 10 million visitors by “around 2010.” 
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According to a survey published by Japan Tourism Agency in 2017, 68.3% of the foreign tourists who 
responded to the survey reported that they were motivated by Japanese food to visit Japan [7]. In fact, 
an increasing number of local municipalities have put an emphasis on local gastronomy as a cultural 
asset for promoting food and beverage-based tourism in their territories, and a growing number of 
successful cases have been reported in this respect.  

However, local wine communities in Japan have not benefited from this uprising momentum in 
international inbound tourism. An important reason is that there is almost no online portal site that can 
provide foreign visitors with sufficient English or other foreign-language-based information about wine 
tourism destinations in the country. The websites of Japan Wineries Association, Yamanashi Wine 
Manufacturers’ Association, Wine Cluster Hokkaido, and Nagano Prefecture Government provide some 
integrated information on wine tourism routes in the respective regions, but only in the Japanese 
language. In addition, most of the Japanese wineries' websites do not provide information in English or 
any other foreign language. The same issue can be seen in the websites of major wine festivals in 
Japan, namely, Yamanashi Wine Tourism, Shiojiri Winery Festival, Yamagata Wine Bar and Ikeda-Cho 
Wine Matsuri.  

One exception in this regard may be the website titled "Landscape Interwoven with Vineyards -Kyotoh 
Yamanashi Wine County-" [7]. Kyotoh is a wine-producing area of Yamanashi that covers the 
Katsunuma area (see Section 3.1 above). The website was created under public-private collaboration 
in the Kyotoh region in 2018, when a combination of vineyard landscapes in the region was certified as 
a Japan Heritage by the Agency for Cultural Affairs of the Japanese government. Japan Heritage is a 
heritage certification system established by the Agency in 2015 "to recognize the narratives that bind 
Japan’s regional cultural properties" and "effectively promote the narratives pertaining to cultural 
properties within Japan and abroad" [8]. The point here is that, although the website provides limited 
information in English as well as Japanese on wine tourism routes and the historical stories of wine-
related sites and architectures in the Kyotoh region, it fails to provide any narratives in English nor 
Japanese on the terroir of the Kyotoh region and what GI Yamanashi signifies to wine consumers.  

On the other hand, a growing number of Japanese wineries have participated in large international wine 
markets, including ProWein. Wineries in Yamanashi and Hokkaido have been given momentum in this 
regard as a result of the designations of GI Yamanashi and GI Hokkaido, respectively. However, their 
export efforts have not sufficiently contributed to the promotion of inbound wine tourism in Japan. 
Through their promotional activities in cooperation with export promotion agencies such as JETRO 
(Japan External Trade Organization), they should more actively encourage foreign buyers, influencers 
and media representatives to come to Japan, visit wineries and vineyards, see their viticultural and 
winemaking practices, taste their high-quality wines and feel the terroir of their regions. Those foreign 
visitors are then expected to be word-of-mouth ambassadors who can share their travel experiences to 
the world. 

In general, local municipalities and wine associations in Japan have seriously lacked a strategic vision 
for attracting foreign tourists to visit their places. Their limited linguistic ability in English and other foreign 
languages has contributed to this situation. One way for tackling this issue is for them to hire foreign 
communication experts who can play a crucial role in formulating and executing communication 
strategies for foreign tourists. Another way is for them to establish international networks with wine-
producing regions in other countries so that they can directly learn from those regions' best practices 
toward foreign visitors.  

3.5 Revitalization of the wine grape farming sector  
In Japan, the number of wineries has been on the increase in recent years. This trend has been boosted 
in areas called the “Special Zone for Wine Production,” a zone designated by the Japanese government 
for facilitating the growth of startup wineries. In this zone, the minimum annual volume of output required 
for a winemaking license was lowered from 6 kl to 2 kl. More than 50 regions throughout Japan have 
been designated as the “Special Zone for Wine Production” by the government.  

On the other hand, many of the wineries in Japan, including the ones newly established in the above-
mentioned zones, are greatly dependent on the supply of wine grapes from grape farmers. In 2018, only 
15.1% of the grapes crushed by Japanese wineries originated from their own vineyards, while 83.3% of 
the grapes crushed by Japanese wineries came from grape farmers (48.7% of them were from 
contracted farmers, while the remaining 34.6% of them were from agricultural cooperatives) [1]. Demand 
for wine grapes has been increasing because of the growing popularity of Japan Wine.  
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The problem here is that wineries in Japan cannot expect the stable supply of wine grapes from farmers. 
This is mainly due to the aging issue of farmers and the failure of smooth transfer of vineyard ownership 
from older to younger generations. The issue of aging can be seen in the entire farming industry in 
Japan. Over the last several decades, Japan’s farming population has steadily decreased as the 
average age of farmers has risen. In 2019, there were 1.68 million people engaged in agriculture, 
representing a decrease of 57% compared to 2000 and that the average age of those people was 66.8 
[9].  In addition, grape farmers in Japan tend to place their efforts in the growing of table grapes over 
wine grapes, because wine grapes are generally valued at one-third of the price of the most common 
table grape in the country.  

As a matter of GI law in Japan (see Tab. 1), at least 85% of the grapes used to make the GI wine must 
come exclusively from the GI-designated region. The effectiveness of GIs can only be secured with the 
stable supply of wine grapes grown in GI-denominated regions.  

To solve this issue, multiple initiatives must be taken at the local and national levels. Local municipalities 
in wine-producing regions should create a legal scheme to discover and monitor the vineyards that are 
likely to be abandoned by farmers and promote the smooth transfer of the ownership of those vineyards 
to people in the younger generation who are willing to engage in wine grape cultivation. In addition, 
knowhow and techniques for growing high-quality wine grapes must be effectively developed and shared 
by local research institutes and universities with local grape farmers as well as wineries. Furthermore, 
the branding of farmers through various channels, including the branding of vineyards, must be 
promoted.  

Also, grape farmers can be an active player in wine tourism. They can provide a variety of services to 
wine tourists, including direct-to-consumer sales of their own branded wines, viticultural education 
opportunities, overnight farm stays and other types of recreation and entertainment. In this regard, it is 
important to utilize GI designation as an important opportunity to activate the integration of wine grape 
farmers into wine tourism initiatives. At the same time, local grape farmer associations should function, 
in collaboration with local wineries associations and municipalities in the same regions, as a platform 
for farmers to share their best practices in wine tourism activities. 

4 CONCLUSION 

In order for Japan's two wine GIs, namely GI Yamanashi and GI Hokkaido, to be fully utilized to promote 
wine tourism in the respective regions, it is of crucial importance for each of the regions to have a 
strategic vision for tackling a diverse range of issues at the same time, especially the five challenges 
mentioned above. The rural municipality in each of the regions should play a more active role for this 
purpose, given the fact that the local wineries associations and tourism promotion entities in the regions 
have limited capacity in this regard. 

At the same time, those municipalities in Yamanashi and Hokkaido should network with and learn from 
each other about how their wine GIs can be best utilized for the promotion of wine tourism in the 
respective regions. Furthermore, the municipalities in the four major wine-producing regions, namely, 
Yamanashi, Hokkaido, Nagano and Yamagata, should together create a nationwide forum where all the 
municipalities and wine-related entities in Japan can combine their promotional efforts for the 
development of local wine clusters and wine tourism. Relevant national agencies, including MLIT 
(Ministry of Land, Infrastructure, Transport and Tourism), MAFF (Ministry of Agriculture, Forestry and 
Fisheries), NTA and Japan Tourism Agency, should support the creation and management of the forum 
and formulate and execute a nationwide strategic plan, based on the discussions and activities in the 
forum, to promote wine tourism in the country. In line with these initiatives, international wine tourism 
promotion networks should be established between Japan and other major wine-producing countries. 
In all these initiatives, robust government-industry collaboration is needed. 
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