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At Sushi Kashiba, legendary Sushi 
Master Shiro Kashiba offers the highest 
standard Japanese cuisine that sushi 
connoisseurs have come to expect.  
The Seattle Times calls Shiro the  
“Sushi Sensei” of Seattle.

SUSHI KASHIBA
86 Pine Street #1
Seattle, WA  98101

Open every day from 5pm

Reservations recommended 
(206) 441-8844

www.sushikashiba.com



P U B L I S H E R ’ S  N O T E

I love Seattle craft beer. It’s made with what 
we Japanese call “kodawari,” or an obsessive striving 
for perfection. My admiration of the craft beer 
scene began relatively recently. Sushi is also full 
of kodawari ,  but it was confined to Japan for 
centuries. Not until the efforts of chefs like Shiro 
Kashiba of Seattle and Sukiyabashi Jiro in Tokyo 
has sushi been deeply appreciated overseas. 

Just as Americans get picky about their pizza 
dough, Japanese are obsessed with the fish cooking 
stock known as dashi. As we strive to understand 
the small things that make such a difference, we 
begin a hopeful dialogue. And that dialogue will 
bring us closer to something wonderful. This is 
what we want to achieve with Origami Magazine.

Put a simpler way, we want Americans to get to 
know Japan’s kodawari, and we want to understand 
the obsessions, the kodawari, of Americans.

Please take a copy of this kodawari-filled 
magazine to your home or office. And maybe I’ll 
meet you sometime at one of my favorite Ballard 
breweries.

Ryosuke Komori
President, Pike Japan Inc.
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Special thanks to the following people for helping us launch 
Origami Magazine:

Takashi Tomiya of Sushi Mania for his mouthwatering sushi 
photos on pages 2 – 3; Ritsuko Morimura for her research, 
writing, illustrations and all-around good humor; Tadashi Fu-
jita for the elegant sushi photos on the cover and throughout 
the feature; Akihito Yoshida for his beautiful photos of the 
Kyoto art project at Taizo-in; Daiko Matsuyama at Taizo-in for 
his gracious support; Yuki Murabayashi, the artist featured 
in the Taizo-in art project piece, for her talent and spirit; 
Heiando America for the elegant lacquerware used in the 
sushi shoot; Naonori Kohira for his AI Meetup photos; the 
Consulate-General of Japan in Seattle; Asher Ramras for 
his ideas and assistance; Takuhei Matsuura for the elegant 
Noh at twilight photos and Ryo Kagami, producer of that 
event; Chef Tatsuro Shibuya and everyone at Tatsuro Sushi; 
and Michael Dylan Welch for his introduction to the world of 
haiku. We appreciate your help.
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The Complete Connoisseur’s Guide to Sushi
Sushi is the or iginal fas t food. About 200 years ago, in the Edo Era, people 

would eat i t  s tanding up — a quick snack during a busy day. I t  was even 

said that you could tell  the most popular sushi res taurants by the marks on 

the noren cur tain hanging by the f ront door.  People would eat sushi with 

their hands, then touch the noren on the way out ,  leaving smudges.

We’ve come a long way from smudged curtains and standing 
room sushi. Today’s sushi restaurants typically are high-end, 
expensive destinations. We’ll easily drop $100 per person and often 
much more at the best sushi restaurants. But how much do we really 
know about sushi and how it has evolved over the decades? Are we 
getting our money’s worth, or would a deeper knowledge of sushi 
culture and etiquette enhance our experience? If you believe the 
latter, then read on as we answer some simple questions and dispel 
some myths about sushi.

Should we eat sushi with our hands or with chopsticks?
You’ve probably seen that many Japanese people eat sushi with 

their hands. That’s because sushi has its roots in fast food. But it’s 

also perfectly fine to use chopsticks. Some people just prefer to use 
chopsticks — like that guy who prefers to eat his pizza with a knife 
and fork. There’s nothing wrong with it. A good sushi chef will pick 
up on your habits. If you eat with chopsticks, the chef will grip the 
rice a little harder to make it stay together better.

Don’t linger! Eat the sushi when it’s served
Sushi has its roots in fast food for another reason: It’s meant 

to be eaten when served. A piece of nigiri sushi is a delicate thing. 
Let it sit on the counter for a few minutes, and the rice hardens, 
the fish dries out, and the flavor and texture are lost. A good 
sushi chef puts that piece of sushi in front of you at the ultimate 
time for consumption. A sushi connoisseur won’t dilly-dally. Eat 

F E A T U R E
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it as soon as it’s presented to you. And, if possible, eat the whole 
piece in one bite. A good sushi chef will make sure each piece is  
bite-sized. 

But of course, a dinner out with friends or a loved one 
shouldn’t be a race. If you want to have a leisurely dinner, just let 
the chef know you’d like the sushi served at a slower pace. 

How do I use soy sauce & wasabi?
A piece of sushi should be lightly dabbed in soy sauce from the 

fish side. Don’t dunk the rice in first. Also, avoid pulling off the fish, 
dipping it in soy sauce and replacing it on the rice. The piece of sushi 
has been constructed with care; don’t deconstruct it as soon as you 
receive it.

It can be tricky getting the soy sauce onto the fish without 
having the whole piece fall apart. If you eat sushi with your hands, 
slide a finger onto the fish to hold it in place. This is trickier to pull 
off with chopsticks, but possible if you practice a lot.

In the US, some restaurants will apply a brush of soy sauce to 
the sushi before they serve it. In that case, you don’t need to add 
anymore. Watch the chef or ask the server if you’re not sure.

Most sushi restaurants will serve the sushi with wasabi already 
applied between the fish and rice. You don’t need to add anymore. 
But if you’d like a little extra pizzazz, don’t add the wasabi to the 
soy sauce. This is a common mistake. Wasabi is water-soluble, so its 
flavor is ruined when added to a liquid. Instead, add a little dab of 
the hot stuff to the top of the fish.

A  G O O D  S U S H I  C H E F  P U T S  T H A T  P I E C E  O F  S U S H I  I N  F R O N T  O F  Y O U 

A T  T H E  U L T I M A T E  T I M E  F O R  C O N S U M P T I O N .  A  S U S H I  C O N N O I S S E U R 

W O N ’ T  D I L L Y - D A L L Y .  E A T  I T  A S  S O O N  A S  I T ’ S  P R E S E N T E D  T O  Y O U .
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Is there a proper order for eating sushi?
Yes. Here’s the connoisseur’s way: Pick a sushi restaurant 

and try their omakase course a few times. If you enjoy that fixed 
course, then you’re ready to graduate to choosing your own 
course, what is called in Japanese the okonomi course.  

Start with shiromi, or light or white-fleshed fish (see the 
sidebar on page 8 for more details). That way, your palate will 
still be able to detect the delicate umami flavor of fish such as 
sea bass (suzuki), flounder (hirame) and amberjack (buri), for 
example. 

Next, order the akami, or red-fleshed fish. These have 
deeper, stronger flavor profiles. Think tuna (maguro, chutoro, 
toro) and skipjack (katsuo). These are oilier than the shiromi. 
Tasting the difference is part of the joy of eating sushi. Ask the 
chef what’s in season. And this would be a good time to try the 
ubiquitous pink pickled ginger served with sushi. It cleanses 
your palate and sparks your appetite. Plus it makes for a nice 
change in consistency.

Next up is hikarimono, the silver-skinned 
fish such as horse mackerel (aji), mackerel 
(saba) and sardines ( iwashi). Once you’ve 
tried a few of these, it’s time to consult your 
stomach. Still hungry? Then maybe it’s time 
for conger eel (anago) or the sweet scrambled 
egg known as tamagoyaki … or both. The 
connoisseur’s move would be to order the 
tamagoyaki without the rice.

Finally,  it ’s  time for some rolls .  Did 
you know that the popular handrolls,  or 
temaki, were originally just meant for the 

restaurant employees so that they could eat quickly? They 
weren’t even served to guests. Instead, finish up by ordering a 
cut roll — something simple like a kappa-maki, which features 
cucumber and rice rolled in nori seaweed. Or how about 
kanpyo, dried shavings of the calabash gourd, an ingredient 
you’ll find in the common futo-maki roll? Kanpyo has been 
popular since the early days of sushi in Edo Era Japan and it 
makes a nice choice to bring your meal back to the beginning, 
when sushi was a fast food.

Next time you visit your favorite sushi shop, ask for 
a couple of appetizers and a half a dozen orders of sushi as 
outlined above, and the customers around you will know they’re 
in the presence of a bonafide sushi connoisseur. 
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How does Seattle stack up against other American cities when 
it comes to sushi? Origami asked several people with experience 
here and in other cities to find out.

“I think we’re fourth,” says Executive Chef Taichi Kitamura 
of Sushi Kappo Tamura. “We’re behind L.A., New York and San 
Francisco for a combination of reasons. But we’re close.”

Kitamura says some of those factors include the size of the 
Japanese community, the number of direct flights to Tokyo, and the 
amount of wealth in the region. Seattle stacks up well on all those 
fronts, although it isn’t nearly the size of those other three cities. 
And our city’s palate is getting more sophisticated, Kitamura says. 
He points to the delicious uni available in the Seattle area. Years 
ago, when he first opened Chiso in Fremont in 2001, he recalls how 
hard it was to sell. “I had to try to sell it. 
Now it sells itself. I don’t even talk about 
uni and it sells.”

Ed Kashiba, son of Sushi Chef Shiro 
Kashiba, recalls how his father would 
go to Los Angeles for inspiration in the 
early days. “In the Valley along Ventura 
Boulevard, there must be a sushi bar on every block,” he says. “The 
competition is fierce, and that leads to innovation.”

For example, in the old days, omakase courses were only served 
at the sushi bar. When restaurants in L.A. and elsewhere started 
tableside omakase, they opened the whole restaurant to the course 
menu, and now it’s a stable of just about every high-end sushi shop.

Shiro Kashiba came to Seattle in the 1960s. “Seattle has a 
relatively longer sushi history because of Shiro,” Kitamura says. “We 
also have close ties to Japanese businesses.” That combination has 
helped Seattle learn to love sushi a little faster than many other US 
cities.

Also, Seattle has an ace in the hole that most other cities 
don’t: our very own local delicacies, from oysters and shellfish 
to matsutake mushrooms to smelt and albacore tuna. In 
fact, L.A. restaurants often look to the Pacific Northwest 
to source shellfish and other items. 

While New York, Los Angeles and San Francisco 
rely heavily on fish flown in from Tsukiji, Seattle has 
much to offer locally that gives its sushi scene a 
different twist. 

Ranking Seattle Sushi

S E A T T L E  H A S  A N  A C E  I N  T H E  H O L E 

T H A T  M O S T  O T H E R  C I T I E S  D O N ’ T : 

O U R  V E R Y  O W N  L O C A L  D E L I C A C I E S
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Start with Shiromi!
One of the p leasures of d ining a t the sushi counter is having the chance to ask the chef what sor t 

of shiromi is bes t that day. Sushi chefs want you to s tar t  your sushi meal wi th shiromi so that the 

s tronger- tas t ing akami (red - f leshed) f ish doesn’ t  overpower your pala te .  The tas te of shiromi is 

l ighter and s impler.  However,  i t  has a more re f ined and sophis t ica ted umami f lavor charac ter ized by 

savor iness , a chew y mouthfeel and a deep, r ich a f ter tas te .  Here are some popular shiromi:

Red sea bream

Called madai in Japanese, red sea 
bream is a longtime staple of sushi 
in Japan. In ancient times, when 
the Japanese wanted to indicate 
“fish,” they would use a picture 
of madai. During cherry blossom 
season, from the end of winter 
to around April, it is known as 
sakuradai as it gains more flesh 
in preparation for giving birth and 
takes on a beautiful red hue.

Kisu

Kisu,  or  s i l lago,  i s  a  k ind of 
shiromi that has a transparent 
and yellowish brown body. Kisu is 
used not only as a sushi topping 
but also for cooking tempura. It is 
known for having little fat, so its 
taste is very light and simple. To 
make the umami stand out, kisu is 
sometimes served with sea tangle, 
a brown seaweed.

Suzuki

Japanese sea bass is famous for 
being a shusseuo fish. Shusseuo 
is a fish that changes its name 
accord ing  to  i t s  age .  Suzuk i 
changes its name from seigo to 
fukko, then to suzuki as it grows. 
Summer is the best season for 
eating suzuki .  I t ’s  tender and 
increases its flavor more and more 
as we chew. From winter to spring, 
hirasuzuki, blackfin sea bass, is 
sold in the markets. It’s difficult to 
distinguish suzuki and hirasuzuki by 
just looking at them, but hirasuzuki 
is flatter, more expensive and filled 
with more umami than ordinary 
suzuki. 

Winter Spring

Summer

Summer
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Perhaps the f i rst s tep on your way to being a sushi connoisseur is to 
understand the role shiromi, or white -f leshed f ish, play in the meal. 
What fol lows is a guide to the basics of understanding shiromi.

Hirame 

Hirame’s transparent and fatty 
flesh is cooked in various ways. 
We can use all of the fish, including 
the skin and bones, so hirame, or 
flounder, is known as a no-waste 
fish in Japan. Also its engawa, 
which is along the base of the fin, 
is popular as a sushi topping for its 
muscular fat. 

Kawahagi 

The threadsail filefish’s name in Japanese, 
kawahagi, means “ripping off the skin.” 
It’s called that because when we eat it, we 
need to strip the skin from its head. One of 
the recommended ways to eat kawahagi 
is putting liver, chives, and momijioroshi 
on it with ponzu. (Both momijioroshi and 
ponzu are kinds of Japanese seasoning.)

Buri

Japanese amberjack is also a 
shusseuo fish. Buri is the name 
for the adult of a mojako. Mojako 
changes its name to wakashi, 
warasa, and then finally becomes 
buri. It usually takes more than five 
years to become a buri, which is 
between 60 centimeters and one 
meter long. Buri are natural, while 
the midsize fish raised artificially 
out of inada and warasa is called 
hamachi. Hamachi is as tasty as 
buri because the technical skill 
of those who raise fish on farms 
has improved greatly. However 
buri has more crunchiness than 
hamachi.

Summer Fall

WinterFall

Winter
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Tatsuro Sushi

+81- (0 )3 - 3729 - 9 9 67 1F Fu j i  B ldg. , 
11-7 Yuk igayaotuka - Chou, Ota - Ku, 
TOK YO JAPA N

“Lately, at the high-end shops in Ginza and Roppongi, it’s all fixed courses. 
No matter who the customers are, they get served the same sushi in the same order. 
Repeating the same thing over and over? I think that has to be a bore.”

Tatsuro Shibuya has a 30-year career as a sushi chef. His shop is about a 
40-minute drive from central Tokyo in a residential community. His restaurant, 
Tatsuro Sushi, charges about $100 per customer, but he rarely serves fixed courses; 
customers are encouraged to order what they want in true okonomi style. 

If a customer loves shiromi, he or she will get more of that type of fish. For 
those who like to linger over a flask of sake, he’ll serve nibbles like sashimi. There is 
a $35 fixed course on the menu, but almost no one orders it.

“My customers are all familiar to me. There are a lot who have been coming 
here 10, 20 years,” Shibuya says. “I work hard to please them by making my menu as 
high quality as possible and trying new challenges.”

Shibuya is especially proud of his saltwater uni. Most of the sea urchin in 
circulation use preservatives or coagulants to keep their form. But his uni keeps 
its form without any additives because he stores it in saltwater that is the same 
temperature as the ocean water. It tastes like uni that’s just been fished out of the 
water. A few high-end sushi bars have started serving saltwater uni, but Shibuya 
became interested in it more than 10 years ago. He went to several places where uni 
is gathered and developed his own supply route.

“When I first tried saltwater uni, I was blown away by the taste,” he recalls. “Ever 
since then, I wanted to be known as the shop with the best uni in Japan.”

People (even a few celebrities) come from afar to try the uni at Tatsuro Sushi. 
They also appreciate that he doesn’t use farm fish, that his wasabi is sourced directly 
and his vegetables are cultivated organically.

Compare the fare at Tatsuro Sushi to a high-end Tokyo restaurant and the 
residential sushi shop either holds its own or is superior. And the price is about half 
as much. Unsurprisingly, Shibuya’s shop is often packed.

“Customers come in in different groups; some are regulars, others are not. Each 
has his or her motivation for coming. And each is in a different mood. I don’t want 
to serve a course menu to everyone,” Shibuya explains. “That’s when I want to make 
something happen. That’s the attractive part of a local sushi bar’s role.”

If you love sushi, there’s no reason to keep dropping $200 at the high-end 
places. Find a reasonable, delicious neighborhood shop. A good restaurant will aim 
to please. That’s the core of Japan’s sushi culture. 

The friendly 
neighborhood sushi bar
Tatsuro Shibuya

1: The chef's pride: uni and ikura sushi  2: Shiromi served 
okonomi style  3: Tatsuro Sushi's entrance  4: A sushi "cake" 
for birthdays  5: A rarity even in Japan: saltwater uni

1

2

4

5

3

10



鯛
鮃
鱸
鯖
鯵
鮑
鰆

It’s a common sight in a Japanese sushi 
bar: A patron yells out to the waiter, “Kan de 
choodai” (Give me the warm stuff ). Another 
may prefer,  “Hiya de”  (I ’l l  take cold ). Of 
course, they are ordering Japanese sake. It’s so 
integral to the sushi scene, that the beverage 
doesn’t even need to be mentioned.

Today, wine is trying to find its place 
in the sushi world. Twenty years ago, almost 
nobody ordered wine in a sushi bar, and many 
sushi restaurants didn’t even offer it. But times 
have changed. Today, even in Japan, ordering 
wine in a sushi bar won’t garner an evil eye 
from the chef. More and more people are 
choosing to pair sushi with wine.

Now you might think that a fine bottle 
of wine and some exquisitely sculpted sushi would make a great 
marriage. But it’s often not that simple. 

First, there are many types of wine and many sushi toppings to 
try to match. Some wines will do well with some toppings, but not 
with others. 

Typically, red wine goes with meat dishes, and white with fish. 
The red has tannins that soften the meat, and the thick sauces mix 
well with the wine. And white wine, just like citrus fruits, takes 
away that fishy smell from the fish. But when it comes to sushi 
pairings, the discussion deepens. 

Sauvignon blanc matches well with shiromi such as red 
snapper. The hint of the ocean that comes with red snapper goes 
well with the wine. Also, the hint of sweetness in squid matches the 

mellow bitterness of a good sauvignon blanc. 
Champagne and other sparkling wines pair 

well with sushi, especially the sushi rice and 
the wasabi. The aroma of yeast noticeable in 
sparkling wines matches well with the yeast in 
lightly grilled eel, seaweed and uni. 

R osé  p a irs  wel l  with  some shel l f i sh , 
especially akagai. The slight sweetness balances 
out nicely  with shrimp and chu-toro.  An 
elegant combination is a slightly sweet wine 
with a fatty fish.

If you’re set on pairing sushi with reds, try 
a dry red with o-toro. If you’re drinking a less 
robust red like a Malbec, it will pair better with 
sushi.

Howe ver,  there are  some people who 
just don’t like the results of pairing wine with sushi. The point of 
pairing wine with food, as it is often said, is the aroma. Sushi has 
a very delicate aroma, and sometimes the mellow aroma of wine 
clashes with it.

Shellfish and seaweed have a strong iodine smell that makes 
pairing difficult. It’s the same with ikura and other fish-egg 
toppings. Pair a white wine with abalone, and diners will disagree 
about whether the pairing works. 

Finally, white wine and soy sauce don’t match well. If you’re 
pairing sushi with wine, go easy on the soy sauce. If you use a lot of 
soy sauce when eating sushi, maybe white wine is not the best drink. 

There’s been some recent research on wines that pair well with 
sushi. A sampling follows.

Sushi & Wine

Castilla Léon (Spain)
60% Airén, 30% Macabeo, 10% Moscatel

This Spanish wine was created with sushi 
pairings in mind. It has a light lemon color to it. It 
has hints of apple and peach. It’s refreshing and 
has a nice finish. The wine was made with not 
only the toppings in mind, but also the rice, the 
wasabi and the soy sauce. The winemaker put a 
Japanese woman in charge of the production.

Koshu ( Japan)
Wine from the Koshu region of Japan may be the best match 
for sushi. Wines from this region have less acidity than most 
European wines, so they don’t quarrel with raw fish, soy sauce 
or sushi rice. Koshu wines also have low levels of iron, which 
makes them good matches for countering that fishy smell. The 
delicate Koshu wines may be the best match for sushi. While 
wine and sushi may make a difficult marriage, it’s certainly 
one that is worth working on. As Japanese cuisine and wine-
making evolve, a happy pairing may be in sight yet.

F I N D I N G  T H E  R I G H T  M AT C H :
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For the last year and a half, large Japanese companies have 
been descending on Seattle on a quarterly basis to get to know 
the players and the technologies in the artificial intelligence and 
cloud computing sectors. The meetups were the brainchild of two 
Japanese entrepreneurs with strong roots in Seattle, Tom Sato and 
Tetsuro Eto, co-founders and managing partners of Innovation 
Finders  Capita l .  The y ’ve received plent y of  help from the 
Washington Department of Commerce too.

The meetups start with a shopping list. 
Eto is in charge of talking with companies in 
Japan and seeing what sort of technolog y and 
innovation they’re most interested in. Once 
that list is created, Sato uses his deep ties to the 
startup community and his contacts with the 
Department of Commerce to put together a 
list of companies that match the needs of the 
Japanese side.

When the companies gather at a meetup, 
the startups pitch their products and then have 
one-on-one discussions with interested Japanese 
companies. The process has brought investment 
to several startups already, Eto says.

At the fall meetup, the sixth so far, representatives from twelve 
large Japanese companies and Aoyama Gakuin University took part. 
Major Japanese players such as large systems integrators Fujitsu 
and NTT Data, Denso, Epson, TOTO, Mitsui & Co., Mitsubishi, 
Kaneka, OKWave, Sojitz and the Nikkei were on hand to hear 
the pitches and meet the startup representatives. Aoyama Gakuin, 

a prestigious university akin to our Ivy League schools, studied 
the proceedings in preparation for the launch of its Singularity 
Institute. “Singularity” refers to the idea that artificial intelligence 
could radically change human civilization, causing everything from 
massive unemployment to the unleashing of profound discoveries 
as yet not even imagined.

“Right now, Seattle is already the AI capital of the world,” 
said Eto. “It has the big players, the startup community and the 
universities. The whole ecosystem works. And the government 
supports it.”

Seattle is home to the two leading cloud-computing companies, 
Microsoft and Amazon. Also, the startup community is laced with 
Microsoft veterans who have spent their careers aiming for global 

standards. The AI startup community is a very different animal 
from the days of people tinkering in their garages. Many startups in 
the region shoot for global standards out of the gate, which makes 
Japanese firms more interested.

The Department of Commerce co-sponsored the latest meetup 
with IFC and the law firm Orrick Herrington & Sutcliffe. The next 
one is planned for late January.

Cloud Computing, AI 
Startups Draw Japanese 
Firms to Seattle

H I G H  T E C H

R I G H T  N O W ,  S E A T T L E  I S 

A L R E A D Y  T H E  A I  C A P I T A L 

O F  T H E  W O R L D .  I T  H A S 

T H E  B I G  P L A Y E R S ,  T H E 

S T A R T U P  C O M M U N I T Y  A N D 

T H E  U N I V E R S I T I E S .
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Kinokuniya Teams with Studio Ghibli
Kinokuniya USA has become the official retail partner of the ever-
popular Studio Ghibli, creator of such family favorites as Spirited 
Away, My Neighbor Totoro, Ponyo and other anime classics.

This holiday season, Seattle’s Kinokuniya, located right next to Uwa-
jimaya grocery store in the International District, will be chock full of 
Studio Ghibli goods like 2018 calendars and Shigaraki-style figurines 
of the most popular characters from the studio’s films. Shigaraki is a 
famous destination in Shiga for pottery and ceramic ware. 

The Shigaraki ware Totoro makes a treasured year-end gift for that 
special Studio Ghibli fan in your life. Or maybe you’re more of a 
No Face fan? There are plenty of beloved (and sometimes scary) 
characters to choose from. 

Kinokuniya stores are lined with books, magazines, puzzles, 
stationery, playing cards, notebooks, post-its, pins, stuffed animals 
and other paraphernalia. Shopping there is like a little trip to Japan.

If you’re looking for a special gift this holiday season, look no further 
than Kinokuniya. Parking can be validated for one or two hours 
depending on the amount of your purchase.

OPEN EVERY DAY FROM 10AM

525 S. WELLER STREET • SEATTLE, WA
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TETSURO “TETS” ETO
There are few people within 
corpora te  Japan  who  un -
derstand innovation better 
than Tets Eto. Since his early 
days at ASCII and Microsoft, 
his mission has always been 
bringing innovation to Japan. 
As senior IT director at Dent-
su, the largest ad agency in 
Japan, it was his responsibility 
to create IT infrastructure. When Dentsu acquired Aegis 
Media, he was responsible for Global IT integration as part 
of PMI. He is a co-founder and managing partner of Innova-
tion Finders Capital.

TOM SATO
In the late 80s, when Bill Gates 
needed momentum to make 
Windows the global de facto 
standard, it was Tom’s work 
to sign up over 20 Japanese 
PC OEMs as the Japanese 
Windows product manager. 
He then went to Silicon Valley 
to start his own E-Commerce 
s ta r tup .  The  ser ia l  en t re -
preneur and international BizDev expert wrote the book 
“Microsoft War Stories: How to Create a De Facto Global 
Standard.” He is a co-founder and managing partner of In-
novation Finders Capital.

At the fourth meetup, the ever-secretive Amazon even opened 
its doors to the Japanese delegation to discuss AI trends and cloud 
computing. Some of the more tradition-bound Japanese companies 
are concerned about the rapid pace of change brought about by AI. 
They are desperately trying to figure out their path forward once 
things like driverless cars and facial recognition become the norm.

But amidst all this tech-frenzy, an unlikely party reminded the 
delegation of the dangers of the “two edges of the very powerful 
sword called AI.” It was Consul General Yoichiro Yamada, who 
kicked off a cocktail party at his Queen Anne residence with these 
words of warning:

“ We might see pizza delivery through the window of our 
apartment on the 10th floor by a drone. We will soon transfer 
money online using face recognition, which is already possible 
in China. These technologies are exciting and enticing, sure. But 
I don’t want to see the pictures of a careless, sparsely clad top 
actress taken by such a drone and distributed on (social media). 
I don’t want the drone to take a picture of my apartment, which 
might reveal whom I meet and what books I read. I don’t want my 
government to use all the cameras in the town to observe whom I 
meet and where I go. If such data becomes available to a dictatorial 
government, it means the death of freedom.” 

THE KEY PLAYERS:
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An ar tis tic renewal project at 

a 600 -year-old temple gets a 

dose of youthful energy

 

Photos by Akihito Yoshida
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In the heart of Kyoto,
on the grounds of a serene Zen temple, a young woman transforms 
sliding panels, known as fusuma, into vibrant works of art. 

Yuki Murabayashi has been working at the temple as a resident 
artist since 2011. Her life is a mix of morning chores, study, Zen 
training and lots and lots of painting. In the six years since she 
began this project, Murabayashi says she has been transformed 
herself.

“ This experience has reshaped my attitude toward the 
production of my artwork,” she told Origami. “I used to create the 
artwork based on what I wanted to express. Now, I think about 
what viewers will look for … Of course, if you just create something 
that others want, the work will be mediocre. I need to balance 
between the two.”

Her quiet life on the grounds of this ancient temple has 
heightened her sense of the world around her. “I became very 
perceptive of the daily scenery around me,” she said. “The trees 
show their expressions not only when blooming but when losing 
their flowers.”

Murabayashi’s perception and artistic vision are transforming 
the temple one panel at a time. 

This young woman’s artistic journey is emblematic of a trend 
among Japan’s younger generation to reconnect with Japanese 
culture and traditions. Ever since the tsunami of March 11, 2011, 
young people have been taking stock of their country and exploring 
ways to celebrate its best 
aspects. They’ve shown 
i n c r e a s e d  i n t e r e s t  i n 
contributing to society, 
simplif ying their lives, 
and slowing down long 
enoug h to notice that 
trees are also beautiful 
w h e n  t h e y  l o s e  t h e i r 
flowers.

I n  a  r a d i c a l l y 
connected and frenetic 
world, it turns out that 

the younger generation can learn quite a bit from a temple that has 
been standing in one place for more than 600 years.

One of the first things Murayabashi learned was not to rush. 
For the first six months of the project, she practiced black and 
white painting and Zen. It wasn’t until 2012 that she actually 
started painting one of the fusuma, in the drawing room.

Fusuma are sliding screens or doors that separate rooms in 
a traditional Japanese house. The Japanese have painted on them 
for centuries. The classic fusuma painting is 
done in sumi-e black ink style. This is the style 
Murabayashi chose to work in as well.

But how did this young, modern woman 
end up spending years in an ancient temple 
painting doors? This is the story of a city and 
a culture looking to revitalize itself by fusing 
old and new. 

The story starts at Taizo-in, a temple in 
Kyoto that is steeped in history and culture. A 
dry landscape garden designed by Motonobu 
Kano dates back to the 16th century. One 
of Japan’s oldest ink paintings, a masterpiece 
by Josetsu,  i s  house d here.  Taizo -in was 
established in 1404 as one of 46 sub-temples 
in Japan’s largest Zen Buddhist monastery, Myoshinji Temple. It is 
one of the few Zen sub-temples that are open to the public all year 
round. People come here to practice Zazen meditation, practice 
calligraphy, experience the tea ceremony, and dine on shojin ryori, a 
simple vegetarian cuisine.

Taizo-in was in dire need of some renovation. Parts of the 
temple had fallen into disrepair, and some of the interior had grown 
dull over time. The paintings on the fusuma were old and faded. 

Ta king care  of  a  600-year- old  temple  means  constant 
renovation and renewal. For Taizo-in’s Reverend Daiko Matsuyama, 
repairs and renovations were just part of the job. Yet he felt strongly 
that the temple needed more than upkeep – it needed to connect in 
a meaningful way with the younger generation. 

Matsuyama represents the third generation of his family to be 
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head priest at Taizo-in. He is a progressive, modern priest, giving 
a TEDx talk on Zen, traveling overseas to promote the religion 
and Japanese culture, and serving as an ambassador to the Japan 
National Tourism Agency. The University of Tokyo grad speaks 
fluent if slightly accented English. He is the kind of modern 
Japanese who is at home with people of all cultures. In fact, he 
often leads tours of foreign tourists at Taizo-in interested in zazen 
meditation, shojin ryori, and other aspects of Japanese culture.

Matsuyama spearheaded the search for an artist who could help 
Taizo-in paint 64 new fusuma-e. He enlisted the help of the Kyoto 
University of Art and Design to form a panel of judges who would 
select an artist to work at Taizo-in. The group interviewed about 
30 applicants and settled on Murabayashi, who then promised that 
she would live in the temple until all 64 fusuma had been painted.

The project was not without controversy. Murabayashi had 
never done sumi-e style paintings before taking on this job. “I 
practiced sumi-e a lot. I even painted on the fusuma in the room 
that I rented as a studio,” she says. 

The idea of a young, untrained artist taking on a culturally 
important project in an ancient temple didn’t sit well  with 
everyone, she recalls. “When the project started, there were people 
who were against it. Now, I think people have recognized that this 
project enriches the lives of all the people who are part of it,” she 
says.

Murabayashi paints in bold strokes, a style that suits her to 
fusuma-e painting. She also works quickly, which is important for 
someone whose job has expanded to include about 200 fusuma, not 
just the original 64. Her style shows a confidence that her demur 
appearance belies. She has a steadfastness about her that is suited 
to the long-term commitment she has taken on. She lives quietly 
on the temple grounds, paints, and plans her massive project one 
sliding door at a time.

“At Taizo-in, I clean the garden and mop the floor in the 
morning, which is called samu,” she says. “During the day, I usually 
map out ideas and practice sumi-e. I go to train at a Zen temple in 
Shizuoka several times a year. During the training , I wake up at 
3am and do samu, and then meditate for several hours a day. I have 
become open to my inner self through zazen meditation.”

Murabayashi has finished fusuma in the drawing room and 
the main hall, but there is still much to do. While a project of this 
scope may be daunting to many, Murabayashi takes it in stride. She 
realizes that she’s leaving a legacy behind. As Reverend Matsuyama 
points out, the temple is hoping Murabayashi’s fusuma paintings 
will entertain visitors for the next 400 years. 
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An awe-inspiring Noh production took place earlier this fall at Fushimi Inari-taisha, a shrine in 
Kyoto. The play was performed at dusk in the hopes that it would heighten the audience’s awareness in 
all five senses. The theme was “see the invisible.”

The troupe wanted to attract a new generation of 
Noh fans, so it chose the temple as an attractive place to 
broadcast the performance via Instagram. 

“I couldn’t take my eyes off of the graceful flowing of 
the actors,” said one audience member. “It was a beautiful 
performance.”

“It’s rare to see Noh and be able to take photographs,” 
said another. “There aren’t a lot of actors, so if you go with 
previous knowledge of the story, it would be even more 
entertaining.”

“The way their costumes sparkled in the twilight was 
beautiful,” said another.

And finally, one audience member proclaimed, “This tradition is 
crazy!”

Many in the audience uploaded photos to Twitter and Instagram. 
This  “see  the invisible”  project  re vived the tradition of 

performing Noh outside on temple or shrine grounds, giving the performance a more relaxed air and 
injecting Noh with some needed interest so that the art form will thrive in the future.

Tatsunori Kongo, the man behind the performance and a skilled Noh actor, said the group’s aim is 
to perform Noh every Friday at twilight at a Kyoto temple or shrine. For more information, check out 
seetheinvisible.jp. 
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Starbucks Cof fee Kyoto N ine izaka Yasaka Chaya

Address: 3 4 9 Masuya - cho, Shimogawara H igashi i ru ,  Minami -
mon - dor i  Koda i j i  H igashiyama - ku, Kyoto 6 0 5 - 0 826

Phone: +81 75 - 5 32- 0 6 01

 
A unique Starbucks opened in Kyoto on June 30, 2017. This 

is the first Starbucks in the world that has a noren curtain at the 
entrance and a tatami-mat seating area.

It is located on Nineizaka, near one of the world heritage sites, 
Kiyomizudera. The opening of the café was international news. One 
and a half months later, the café is still crowded with customers.

The machiya housing the cafe is more than 100 years old. In 
its early days, geiko (geisha from 
Kyoto) and maiko (apprentice 
geiko) performed here during 
mealtime. 

When Starbucks  move d 
in, the company had to preserve 
the main building and outside 
wall ,  which are protected by 
local preservations policies. It 
did a nice job integrating the 
cafe into the traditional Kyoto 
townhouse. 

The café put value on being Kyoto local. When remodeling, 
local contractors were hired, instead of a major general contractor. 
Even the store manager helped paint the interior wall, according to 
a staff member who I talked with during my visit.

The building is blended in seamlessly with surrounding 
historical buildings. It is quite easy not to realize it is a Starbucks 
café. There is no exclusive menu for this Starbucks, but the 
traditional Japanese house gives the café a very cozy feel. The café 

also does not have many seats (only 51) and provides no waiting 
area, but it’s still worth a visit.

When you walk in the café, there is a counter to place an order. 
The friendly staff will greet you. Upon placing your order, you are 
directed to walk down a hallway to the end of the building. In the 
middle of the hallway, you’ll see a tsubo-niwa, a small garden. At the 
end of the hallway, there is another counter where you pick up your 
drink. While waiting, you can enjoy another Japanese-style garden 
right next to the counter. 

The seating area is located on the first floor and the second 
floor. There are sections with tables and chairs as well  as a 
tatami mat area where you are asked to take your shoes off. It is a 

completely different Starbucks experience.
Inside the café is one-way traffic. There is only one bathroom. 

(Be prepared; the line can be quite long ). A large mirror next to 
the bathroom has been there before Starbucks moved in. Above the 
mirror, a big bee’s nest is kept under glass. It’s a holdover from the 
days when geiko and maiko entertained diners. 

Before you leave, take a sip of your Frappuccino and imagine 
the geiko dancing and singing. The spirit of old Kyoto has been 
preserved.  

Starbucks finds its Wabi Sabi in Kyoto
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May he be thought ful of others, 

charitable and able to live his  

l i fe in a gentle manner.

恵
This character means to bless or bestow a favor, to 

be kind, wise, obedient and beautiful. The nuance of 
having empathy for others is strong in this character. It 
has positive connotations of being gentle, affectionate, 

knowledgable and sincere.

寧
This character means peaceful and quiet. It implies 

stability and a relaxed, calm nature. 

GINZA
Japanese
Restaurant
& Yakiniku

103 102nd Ave SE
Bellevue, WA 98004

(425) 709-7072

Ever wonder what your child’s name would look like in Chinese characters, or 

kanji? We pick one baby photo for every issue of Origami and render the baby’s 

name in kanji. Send us a photo by social media or email, and we’ll dip our callig-

raphy brushes in ink and choose some elegant kanji for your baby.

To submit your baby for consideration for a future issue of Origami, tag us 

with #babykanji on social media or email baby@pikejapan.com.

T H I S  I S S U E ’ S  W I N N E R :

Eddie of Por tland

Here is his  
name in kanj i :

The meaning behind the 
brushstrokes:

Mom and Dad describe Eddie as 
“goofy, wiggly, curious, generous 
(he’s an excellent sharer), and 
snuggly.”
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The family car started spreading throughout Japan in the second half of 
the 1960s. Automakers produced sedans with single camshaft engines that 
would accommodate a family. Higher-performing cars with twin cams were 
the rage, but they had more power than most people needed. 

In the 1970s, twin-cam sportscars like the 
Nissan GT-R and the Toyota 2000GT started 
to appear in the marketplace, but they were 
expensive and out of reach for most drivers.

The Corona Mark II 1900GS split  the 
difference. It had the form of a two-door coupe, 
but four seats to accommodate a family. The 
engine displacement and horsepower was inferior 
to those sportier GT-Rs and 2000GTs, but the 
price was within reach. The 
Corona Mark II proved very 
popular. 

In today’s Japan, the car culture has embraced the 
idea of faithfully restoring these old gems and getting 
them back on the road.  The 1900G S is  making a 
comeback more than 50 years after its birth.

The car featured here has eight-spoke Watanabe wheels, but the rest 
is all original. The 1900cc, 140 horsepower twin-cam engine is in excellent 
condition. Start it up, and the car sounds like it’s ready for anything. The 
body lines are from a time before computers when everything was hand-
drawn. The four headlights on the front give it the feel of a sportscar. It’s on 
sale in Japan for about $23,000. 

T H E  T O Y O T A
 C O R O N A
 M A R K  H T 1 9 0 0 G S S
 Photos by Akio Hirano

T H E  B O D Y  L I N E S  A R E  F R O M  A 

T I M E  B E F O R E  C O M P U T E R S  W H E N 

E V E R Y T H I N G  W A S  H A N D - D R A W N .
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You know you love them: TOTO’s toilets are second to none. 
They are high-tech wonders with warm seats, automatic lids, bidets, 
and more buttons than the cockpit of the Dreamliner. And now, 
when you visit Kita-Kyushu, you can worship them in their totality 
at the TOTO Museum.

That’s right. A museum dedicated to the history of plumbing 
equipment. Only in Japan. And 
we mean that in a good way. No 
snark intended. That’s why this 
column is called “obsessions.” 
We’re riffing off of the Japanese 
word kodawari, which depending 
on the translation engine you 
use, comes out as “commitment,” 
“obsession,” “be particular about” 
or, strangely, in Google, “good.” 
(Come on, Google, where’s your 
kodawari?)

Each issue, we’ll highlight something in Japan that exists 
because of that obsession, commitment, exactitude, etc. that is so 
often found in Japanese culture. And this issue, it’s the TOTO 
Museum.

TOTO, which was founded in 1917, created the museum in 
September 2016 to celebrate its first 100 years in business. To date, 
the museum has had more than 100,000 visitors. Here’s what’s in 
store when you visit:

First, the museum exterior is a thing of wonder. It’s white 
and pristine, like a recently scrubbed toilet bowl. 
TOTO says it’s designed to look like the 
earth and a drop of water, but it looks 
like an upside down toilet 

bowl. The first floor features a showroom. The museum is on the 
second floor. Both are free. The ultimate highlight in this writer’s 
opinion is the Toilet Bike Neo, a three-wheeled 250cc motorcycle 
with a toilet for a seat that is run completely on animal waste. The 
toilet seat isn’t a functioning toilet, but the cars next to you don’t 
know that. Vroom, vroom! Toilet Bike Neo has traveled more than 

800 miles across Japan. 
Another not-to-be-missed exhibit 

is the miniature toilets and basins that 
salespeople once used instead of catalogs. 
A different gallery depicts the evolution 
of toilets through the years. Also, check 
out the elegant, deluxe toilet from the 
Akasaka Palace, the gold-plated one sold 
in China and the square one marketed in 
Europe.

Next, head to the museum store to 
pick up tiny toilets, toilet paper printed 

with images of the cute little bear mascot of Kita-Kyushu 
taking a shower and other novelty goods. And before 
you go, don’t forget to go — the TOTO Museum 
washroom has state-of-the-art toilets for 
you to use. 

Plumbing the Depths of Toilet History
“Anyone with a taste for traditional architecture must agree that the Japanese 
toilet is perfection.” — Junichiro Tanizaki, from In Praise of Shadows
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For 13 beautiful  minutes,  f i lmmaker 
Hirokazu Kishida takes us into the world of 
Sakurada, a kaiseki restaurant in Kyoto that is 
about to close its doors forever.

Th e  s h or t  f i l m  S akura d a :  Z e n  Che f 
fo cuses  on the  la st  t wo days  of  this  t wo 
Michelin star restaurant, and in the process, 
gives us a hint of the Zenlike life of restaurant 
owner and Chef Isuzu Sakurada. He is at turns 
strict and humble, stoic and hospitable. And as 
he prepares to close his restaurant, he seems to 
have no regrets.

For those not that familiar with Japanese 
cuis ine,  ka iseki  i s  a  multi - course  dinner 
typically prepared with great attention to 
detail. It is a cuisine meant as much for the eyes 
as the palate. 

In Kishida’s film, we see Sakurada fretting 
over tableware choices, quietly chiding his 
young staff, and preparing exquisite dishes 
served on lacquerware, with every ingredient 
placed just so. His staff and customers are 
enthusia stic  advo cates  of  the  Z en Chef . 
Apprentice chefs travel long distances just to 
work there and be in his presence.

Kish ida  re ca l l s  that  one  of  the  f ir st 
stumbling blocks to making the fi lm was 
establishing a working relationship with the 
chef. “He was difficult to interview because 
he wouldn’t say much,” the director said in a 
Skype interview. “Then, one Sunday late at 
night, we started going over our golf swings 
together and we became friends.”

Patrons coming from as far as Tokyo for 
dinner comment about Sakurada’s Zenlike 
qualities, the simple beauty of his dishes and 
the tranquil setting he and his wife created. 
That setting is all the more remarkable when 
the camera steps  outside and shows that 
Sakurada was located in a nondescript alley 
more suited to a no-frills yakitori stand than a 
Michelin-rated restaurant.

The film’s beauty comes from the quiet 
way it depicts the dishes. The camera slowly 
pans down a small bundle of straw, evocative 
of autumn and harvests, to reveal first what 
looks like mackerel with a miso glaze and then 
a painstakingly arranged dish of vegetables and 
crab legs, complete with red maple leaves for 
decoration and a tray made from a bundle of 
tightly bound sticks. Or watch the hollowed 
out  c itr us  fr uit  b oi l  over  to  re vea l  what 
seems to be oranges and mountain vegetables 

simmering in a broth. Each dish has an element of 
surprise – an aha! moment when the diner is in awe 
of what has been put in front of him or her.

Or at least that’s the theory. Kaiseki will go 
right over a boor’s head. Diners are expected to 
be part of the process, bringing all their aesthetic 
senses to the table to appreciate the work before 
diving in, then also appreciating the way the dishes 
tickle the palate in a purposeful way. Nothing is 
taken for granted in kaiseki, or in Zen. And when 
Chef Sakurada says he doesn’t think l ike he’s 
achieved anything special, you believe him. The 
man is not easily moved to whimsy.

Sources say Chef Sakurada is spending a lot 
of time at a nearby Zen monaster y during his 
retirement. Kishida recalls that Sakurada was 
going through Zen training before he opened his 
restaurant. At that time, a Zen master noted that 
Sakurada excelled at making a porridge called okayu 
– a simple dish that is difficult to get right. Why 
don’t you try kaiseki, the master told Sakurada. 
And that’s how the chef got his start.

The film, a snippet of which can be seen 
for  free on V imeo,  won the Best  Short  Film 
and Audience Choice awards at the 2016 Food 
Film Festival NYC and was shown at the 2017 
Seattle International Film Festival.  Kishida, a 
photo-journalist by training who has reported in 
Myanmar, is now working on a documentary about 
Nigerian soccer. 

SHORT FILM GIVES

 OF A ZEN LIFE

Fi lm d i rec tor H i rokazu K ish ida 
f ina l l y connected wi th h is 

reser ved sub ject by compar ing 
go l f  swings.

T H E  S C R E E N
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This ballpoint pen, called FriXion, was a huge hit five years ago in 
Japan. Today it’s still a steady seller because of one special attribute: it can 

erase mistakes.
It took the venerable pen maker Pilot 30 years to come up with a 

pen that erases with ease and leaves no marks behind. The little rubber 
eraser at the end of the pen works just like a pencil eraser. The erased 

words become transparent and disappear from view. 
The secret is that FriXion uses a special ink. When this ink 

reaches 65 degrees Celsius (149 F), it becomes transparent. The 
friction of the eraser heats the ink and makes it disappear. 

There is one problem with the FriXion pen, however. Leave 
your documents in a hot car in the middle of summer, and 

there’s a chance your handwriting will disappear. There 
have been cases where documents near a hair dryer have 

been erased too, so if you use the FriXion pen, make 
sure to take care when storing those papers. 

That sa id ,  the pen,  which is  ava i lable  at 
Kinokuniya, works like a charm and would make 

a pretty great gift for the writers and doodlers in 
your life. 

G A D G E T

Capitol Hill Store
1640 12th Avenue

U-District Store
4515 University Way NE

House-made  
Sanuki noodles  

made fresh daily!

A
pen
with
an

Bring in this ad for 15% off for Origami readers, valid through Dec 31, 2017. Not valid with any other offers or discounts.
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One of Japan’s most popular exports to the rest of the world is 
perhaps its smallest and quietest—haiku poetry. Millions of people 
write haiku around the globe, in many languages, and Western 
schools have taught haiku for decades. Many countries have haiku 
societies to help promote the understanding and enjoyment of 
haiku, such as the Haiku Society of America and Haiku Canada. 
In the Pacific Northwest, the Haiku Northwest and Rainier Haiku 
Ginsha groups welcome haiku poets to their monthly meetings 
in the Seattle area (in English and Japanese, respectively), and 
farther south the Portland Haiku Group meets 
monthly also,  among other groups dotted 
around Washington and Oregon.

But what are these poets writing, and how 
does it differ from what you might have been 
taught in school? You may have learned that 
haiku has to be in a pattern of 5-7-5 syllables. 
But if that’s all you do, you’ll be missing some of 
haiku’s more important targets. These include 
having a seasonal reference, such as cherr y 
blossoms for spring, and presenting the poem 
in two juxtaposed parts. Here’s an example by 
the Japanese haiku master Bashō:

	 はるなれや名もなき山の朝がすみ
 harunare ya namonaki yama no asagasumi

truly spring—

nameless mountains

in a thin morning mist

The poem uses everyday images and easy language—Jack 
Kerouac said haiku should be as simple as porridge. Notice the 
season word (called a kigo in Japanese). This poem names the 
season itself, but sometimes season words are more subtle. Also 
notice the pause after the first line. The Japanese uses what’s known 
as a cutting word (kireji)—“ya” in this case—which divides the 
poem into two parts. In English, this is shown by the dash after the 
first line, but the pause or “cut” is also present in the grammatical 
independence of the first line, even if the dash weren’t used. The 
unspoken relationship between the two parts gives many haiku 
their emotional resonance, creating space for our intuitive reception 
of the poem’s feeling. Translator Kazue Mizumura has referred to 
cutting words as “soul punctuation,” saying that they create “virtually 
untranslatable emotional shading.” Readers can interact with the 
poem’s images to provide their own details—such as whatever 
mountains you might choose to picture in this poem. We can also 
imagine, because it’s spring, that the snow level of these mountains 
must be moving higher, and we hope the morning mist will rise 
higher too. In this way, haiku poems help us see the world around us 
more clearly, and help us notice and celebrate each passing season.

Not all  Japanese haiku are 5-7-5, but most are, l ike the 
preceding Bashō poem. But English translations can be shorter, 
and so are most literary haiku written in English (you don’t have 
to stick to 5-7-5). See how the Japanese has fewer words and how 
most words have more syllables? What they count in Japanese is not 
quite the same as our syllables—the word “haiku” itself counts as 
two syllables in English, but three sounds in Japanese. Rather than 

just count syllables, 
it ’s  more important 
to present ever yday 
images from personal 
experience,  include 
a seasonal reference, 
and present the poem 
in two resonant parts. 
These  are  the  most 
vita l  characteristics 
o f  h a i k u — i n  a n y 
lang ua g e —yet  the y 
are seldom taught in 
Western schools.

Of course, you can also have fun with haiku. 
You may have seen computer “error message” haiku, 

or movie reviews written in a 5-7-5 pattern. These are not what the 
many haiku organizations write, however, and when you open such 
books as Haiku in English: The First Hundred Years, edited by Jim 
Kacian, and The Haiku Anthology, edited by Cor van den Heuvel, 
you’ll see that the vast majority of haiku are not 5-7-5, and none are 
joke haiku. They aim at something deeper. William J. Higginson’s 
Haiku Handbook is a superb resource for learning the history of 
haiku in Japan and how to write haiku well in English. Japan’s 
reverence for the seasons infuses a literary approach to haiku, and 
this appreciation has spread to haiku throughout the world. And 
while haiku is Japan’s smallest export to the rest of the world, it 
has become so popular that perhaps it’s one of the largest exports  
as well.

scattered petals . . .

the thud of my books

in the book drop 

        

Michael  Dy lan Welch has ser ved two terms as poet laureate for 
Redmond, Washington, where he a lso curates two poetr y read ing 
ser ies .  He cofounded the Haiku Nor th Amer ica conference in 
19 91, and the Amer ican Haiku A rchives in 19 9 6 . In 2010, he a lso 
founded Nat iona l  Ha iku Wr i t ing Month, ce lebrated ever y Febru -
ar y —the shor test month for the shor test genre of poetr y.  H is 
websi te is w w w.graceguts .com .  ( Trans lat ion by Emiko Miyashi ta 
and Michael  Dy lan Welch. )

J  L I T

Japan’s SMALLEST Export Michael Dylan Welch

J A C K  K E R O U A C  S A I D  H A I K U  S H O U L D  B E  A S  S I M P L E  A S  P O R R I D G E .
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We take our name Origami from the favorite pastime of many Japanese, young and 

old. The attention, precision, and fine materials involved epitomize kodawari. Each 

month the magazine will have a papercraft on the back page for you to enjoy. Send 

us photos of your finished product by tagging them #origamimagazine on social 

media or by emailing origami@pikejapan.com.

INSTRUCTIONS AND CUTTING/FOLDING GUIDES ARE ON THE REVERSE OF THE PAGE 

Ladies’ and Mens’ KimonoC R A F T  K I T
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Traditional Japanese Art
–––––––

Handcrafted Urushi Lacquerware

E XC LU SI V E U . S .  DI S T R I BU TOR O F WOR L D -R E NOW N E D YA M A DA H E I A N DO L ACQU E RWA R E

–––––––
www.heiandoamerica.com

usa@heiando.com




